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KONSTRUKTU PAGRINDIMAS
POSTMODERNIZMO
KONTEKSTE

Anotacija

Straipsnyje analizuojami vaiky atsparumo
vartotojiskai kultiirai ugdymo teoriniai kons-
truktai remiantis postmodernizmo, kaip varto-
tojiskos visuomenés, bei kritine, kaip opozi-
cija vartotojisSkai visuomenei ir vartotojiskai
kulttirai, teorijomis. Pateikiamos vartotojisku-
mo, reklamos, kaip vartotojisSkumo elemento,
sampratos bei projektuojamos vaiky atsparu-
mo vartotojisSkai kultiirai ugdymo prielaidos.

Pagrindiniai ZodzZiai: vartotojiska kultira,
atsparumas vartotojiskai kultirai, reklama,
kritiné teorija, postmodernizmas.

Ivadas

Filosofija ir ugdymas, kaip socialiniai feno-
menai, sietini su zmonijos bei dideliy socia-
liniy grupiy raida. Todél norint giliau suvokti
ugdymo filosofijos ir ugdymo teorijos rysius,
»reikia apibiidinti konkrety zmonijos kultiiros
tarpsni, kurio kontekste ugdymas nagringja-
mas kaip filosofinio pazinimo objektas™ (Ara-
zmogy gyventi Siuolaikiniame pasaulyje, ku-
riame vyksta jvairiis procesai. Vienas ju — glo-
balizacija (nacionalinés valstybés nykimas,
sieny ,,iStrynimas®), kai pasaulio problemos
pamazu tinklais, medijomis ir mus pasiekia.
Tode¢l jsigali vaiky vartotojiska kulttira, kuri

SUBSTANTIATION OF
THEORETICAL CONSTRUCTS
OF DEVELOPMENT OF
CHILDREN’S RESISTANCE
TO CONSUMER CULTURE

IN THE CONTEXT OF
POSTMODERNISM

Abstract

The article deals with theoretical constructs
of development of children’s resistance to
consumer culture, following postmodernism
theory as the one of the consumer society and
critical theory as an opposition to consumer
society and consumer culture. Conceptions
of consumerism, advertising as an element of
consumerism are presented and prerequisites
for the development of children’s resistance to
consumer culture are designed.

Key words: consumer culture, resistance to
consumer culture, advertising, critical theory,
postmodernism.

Introduction

Philosophy and education as social
phenomena are to be related to the development
of mankind and big social groups. That is why
deeper perception of links of philosophy of
education and theory of education, “requires
description of a concrete stage of culture of
mankind, in the context of which education
is analysed as a subject of philosophical
cognition” (Aramavicitté, 2006). The function
of education is to prepare a person for life in
the modern world, where due to globalisation
the national state is vanishing, boarders are
“erased” and problems that once seemed
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siy dieny Lietuvoje gali biiti identifikuojama
1 vaikus orientuotos reklamos, vaikams skirty
vartojimo prekiy gausa ir pan. Tai, kad sienos
nyksta, o ugdymo funkcija kinta, pazymi Z.
Bauman (2011), teigdamas, kad ,$iuolaiki-
niame gyvenime svarbiausias vaidmuo ugdant
asmenybg¢ bei formuojant moralines paziiiras
tenka vaiky sudominimui jvairia komercijos
pasaulio medziaga, medijomis, ivaizdZziais
bei reik§mémis — arba i§ jo kylan¢iomis, arba
1 ji isipainiojusiomis, arba ji nurodan¢iomis®
(Bauman, 2011, p. 149). Ugdymo kaita lemia
ir vyraujanti politiné ideologija: ,,Stipréjant
globalizacijai Lietuva vis labiau isitraukia i
tarptautinius tinklus, patiria supranacionaliniy
Svietimo galiy itaka <...>* (Duobliené, 2010,
p. 81). Pasak V. Rubaviéiaus (2010), ,,zmogus
jau nebe ugdomas ir lavinamas — jam teikia-
mos ugdymo bei lavinimo paslaugos, pasta-
rasias jis perka ir vartoja“ (Rubavicius, 2010,
p. 36). Be to, vartotojiskos kultiiros filosofija
neatsiejama nuo liberalaus ugdymo — Lietuvo-
je vartojimo ekonomika diegiama ir vartotojy
visuomené kuriama remiantis rinkos princi-
pais, skleidziant ,laisvo pasirinkimo®, eko-
nomikos ir socialinio gyvenimo islaisvinimo
ideologemas, savo ruoztu pridengiancias ne-
iSvengiamus naujus nelaisvés biidus, kuriuos
§i ekonomika kaip tik ir itvirtina (ten pat, p.
107). Bendrosiose programose (2002, 2003)
vyrauja liberalizmo politikai artimy — laisvés,
individualizmo, skirtybiy — vertybiy jvairové.
L. Duobliené (2006), Zaleskiené (2001), V.
Aramavicitté (2002), atlikusios mokiniy ver-
tybiy kaitos tyrimus, atskleidé, kad 2001 m.
buvo vertinami i$silavinimas, intelektualumas,
vartotojiskumas, asmeniné gerové; 2006 m. —
vartotojiskumas, konkurencija, dideli atlygini-
mai, komfortas ir kt. (Duobliené, 2007). Mi-
néti procesai (globalizacija, technologijy vys-
tymasis, politiné ideologija) keicia senuosius
procesus arba vyraujancias paradigmas, todél
tiek patys ugdytojai, tick asmenys, rengiantys
ugdytojus, turi suvokti Siuolaikini pasaulj ir
kokiam pasauliui ugdytojas yra rengiamas.
Ugdymui virstant visuotiniu reiskiniu <...>

faraway slowly reach us through networks and
media. As a result, children’s consumer culture
is entrenched, which in today’s Lithuania can
be identified by the abundance of child-directed
advertising, consumer goods for children,
etc. The fact that boarders are “erased”
and the function of education is changing
is also noticed by Z. Bauman (2011), who
maintains that in the modern life, developing a
personality and forming moral approaches, it
is most important to arouse children’s interest
in various commercial materials, media,
images and meanings. The shift in education
is also determined by the dominating
political ideology: “While globalisation
is intensifying, Lithuania increasingly
gets involved in international networks,
experiences the influence of supranational
powers of education <...>” (Duobliené, 2010,
p. 81). According to V. Rubavicius (2010),
“the man is no longer educated or developed;
he/she receives educational services, he/
she buys and uses them” (Rubavicius, 2010,
p. 36). Besides, the philosophy of consumer
culture is a concurrent of liberal education: in
Lithuania, consumer economy and consumer
society are formed on the basis of market
principles, spreading the ideology of “free
choice”, liberation of economy and social life,
which in turn camouflage inevitable new ways
of captivity, which are namely entrenched
by this economy (ibid., p. 107). General
curricula (2002, 2003) are dominated by a
diversity of values that are close to liberalism
policy: freedom, individualism, differences.
Researches into changes in values, conducted
by L. Duobliené (2006), Zaleskiené (2001), V.
Aramavicitte, (2002) disclosed that in 2001,

education, intellectualism, consumerism,
and personal welfare were appreciated;
in 2006, consumerism, competition, high

salaries, comfort, etc. (Duobliené, 2007).
Globalisation, development of technologies,
political ideology are replacing old processes
or dominating paradigms; therefore, both the
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menkéja planuojamos ir kryptingos socializa-
cijos vaidmuo bendroje socializacijos struktii-
roje ir didéja nekontroliuojamos, nenormaty-
vios socializacijos su sunkiai numatomais ir
mazai pageidaujamais rezultatais jtaka (Ma-
zeikiené, 2002). Analogiska pozicija désto ir
L. Dencik (2005), teigdamas, kad ,,nepapras-
tai sparciai Siuolaikingje visuomengje vyks-
tan¢ios permainos lemia, kad socialinis vaiko
pasaulis Siandien jgauna visai kita pavidala,
kurio egzistuojancios socializacijos teorijos
daugeliu atzvilgiu néra numaciusios ir nej-
zvelgia® (Dencik, 2005, p. 82). I$sakytas min-
tis papildo V. Rubavicius (2010), teigdamas,
kad ,,socializacija yra ne tik masmedijuojama,
bet ir marketizuojama, be to, sykiu tampa kul-
tiros prekiy gamybos ,,mechanizmu® (vaiz-
dai, kelionés, informacija, knygos, simboliai
ir atributai, ritualai ir kt.) (Rubavicius, 2010,
p. 119).

Straipsnyje aktualizuojamai problemai ba-
dingi tam tikri prieStaravimai. Viena vertus,
vaikai jau nuo ankstyvojo amziaus yra veikia-
mi vartotojiskos kulttiros, kita vertus — jie yra
priversti“ joje gyventi. Todél straipsnio tiks-
las — i8analizuoti vaiky'vartotojiskos kultiiros,
atsparumo  vartotojiskai kultirai teorinius
konstruktus. Aktualizuojant teorinius kons-
truktus vadovaujamasi postmodernizmo (kaip
vartotojy visuomenés) ir kritine (kaip opozici-
ja vartotojiskai kultiirai) teorijomis, papildant
jas kritinés pedagogikos elementais.

VartotojiSkumo, kaip postmodernizmo
visuomenés bruoZo, apibréztis

Siandieninis vaikas, pasak L. Dencik (2005,
p. 87), savo paties labui turi igyti tokios pa-
tirties, kuri padéty jam i$siugdyti biitent tokia

! Kalbant apie vaiky vartotojiskos kultiros konstrukta
reikéty pazymeéti, kad nors atlickama nemazai vaiky
vartotojisSkos kultiros empiriniy tyrimy, teoriniu lyg-
meniu jis néra apibréztas. D. Th. Cook (2008) teigimu,
mokslininkai Thorstein Veblen, Pierre Bourdieu, Jean
Baudrilliard, Colin Campbell ir kiti, analizave socialinj,
istorinj, struktiirinj vartojimo ir vartotojiskos kultliros po-
budj, vartotojy teisiy gynima ir kt., vaiky ir vaikystés savo
teorijose nemini.

very educators and persons training them have
to perceive the modern world and for what
world the learner is prepared.

As education is becoming a universal
phenomenon <..> the role of planned and
purposeful socialisation in the general
structure of socialisation is declining and
the influence of uncontrolled non-normative
socialisation with hardly predictable and little
desired results is increasing (Mazeikiené,
2002). Analogous position is also set out by
L. Dencik (2005), who states that extremely
fast changes in the modern society determine
that today the child’s social world acquires a
completely different shape, which in many
respects has not been predicted and is not
envisaged by existing socialisation theories
(Dencik, 2005, p. 82). The said ideas are
expanded by V. Rubavicius (2010), stating that
“socialisation is not only mass mediated but
also marketed; besides, at the same time it turns
into a “mechanism” producing culture goods
(sights, trips, information, books, symbols and
attributes, rituals, etc.)” (Rubaviéius, 2010, p.
119).

The article actualises certain contradictions
characteristic to the problem, namely, on one
hand, children are influenced by consumer
culture since their early age, on the other, they
are “forced” to live in it. Therefore, the aim
of the article is raised: to describe theoretical
constructs of (children’s)! consumer culture,
resistance to consumer culture. Actualising
theoretical constructs, postmodernism theory
(as the one of consumer society) and critical
theory (as an opposition to consumer culture)
are followed, supplementing them with
elements of critical pedagogy.

' As to the construct of children’s consumer culture, it
must be noticed that although there are quite many empiri-
cal studies on children’s consumer culture, it has not been
defined at the theoretical level. According to D. Th. Cook
(2008), researchers Thorstein Veblen, Pierre Bourdieu,
Jean Baudrilliard, Colin Campbell and other, having ana-
lysed social, historical, structural type of consumption and
consumer culture, defence of consumers’ rights, etc., do
not mention children and childhood in their theories.
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socialing kompetencija, kuri butina, kad jis
susidoroty su postmoderniosios visuomenés
gyvenimo keliamais reikalavimais.
Bendriausias visuomeng ir kultiirg nusakan-
tis bruozas, kurj nurodo dauguma postmoder-
niyjy mastytoju, yra vartotojisSkumas. Postmo-
dernioji visuomené yra vartotojy, kurianti jai
biiting vartotojiska kultiira (Rubavicius, 2003,
p. 198). ,,Apskritai btidingiausiais postmoder-
nizmo epochos pozymiais laikomas kultiri-
nis pliuralizmas ir kult@iriné tolerancija. <...>
Tam, kuris vartoja, ir tam, kuris ji vertina,
vartojimas tampa saviraiskos ir bendravimo
su kitais forma. D¢l §ios priezasties visuome-
néje formuojasi nuostata, kad ,,zmogus yra
tai, ka jis valgo, dévi, vairuoja... t. y. tai, ka jis
vartoja“ (Virvilaité, 2000). Tuo tarpu J. Bau-
drillard prieina iSvada, kad mes gyvename hi-
pertikrovés salygomis. Jo nuomone, mes vien
tik i§ ipratimo tikime, kad uz misy kuriamy
pasaulio reprezentacijy yra kazkas tikra. O i§
tiesy mes susiduriame vien tik su Zenklais ir
tikrovés simuliacija. <...> Zenklai $iandien jau
ne tiek atspindi tikrove, kiek paslepia jos ne-
buvimo fakta. Mes susiduriame ne su paciais
daiktais, bet su ju ivaizdziais ir simuliakrais.
Kitais zZodziais tariant, ,,daikto verté priklauso
ne nuo piniginés iSraiSkos, bet nuo to, kokia
abstrakti prasmé ar zenklas pridedami prie jo*
(Morris, 2001, p. 9). Galima teigti, kad del
pastarosios priezasties Siandien tarp vaiky ir
jaunimo aktualus prekés zenkly (angl. brand)
vaikymasis, kuris tarsi parodo ekonominij ir
socialini asmens statusa visuomengéje.
Vartojimo era, biidama istorine viso paspar-
tinto produktyvumo proceso su kapitalo zen-
klu kulminacija, pasak J. Baudrillard (2010),
yra taip pat ir radikalaus susvetiméjimo era.
Prekiné logika tampa vis bendresné ir Siandien
valdo ne tiktai darbo procesa ir materialinius
produktus, bet ir visa kultlira, seksualuma ir
zmogiSkus santykius iki pat individualiy fan-
tazijy ir impulsu. Si logika apima viska ne tik
tuo pozitiriu, kad visos funkcijos, visi poreikiai
yra objektyvuoti ir manipuliuojami per pelno
prizmg, bet ir gilesne prasme, kai viskas pavirs-

Definition of Consumerism as a Feature
of Postmodern Society

According to L. Dencik (2005, p. 87), today’s
child for his/her own sake has to acquire such
experience which would help him/her to
self-develop namely such social competence
which is necessary for him/her to cope with
life requirements of the postmodern society.

The most general feature describing the
society and culture, distinguished by the
majority of postmodernism thinkers, is
consumerism. The postmodern society is the
one of consumers, creating consumer culture
that is necessary for it (RubaviCius, 2003,
p. 198). “In general the most characteristic
features of the epoch of postmodernism are
cultural pluralism and cultural tolerance. <...>
For the one who consumes and for the one
who evaluates consumption, consumption
turns into the form of self-expression and
communication with others. Due to this reason
the approach in the society is formed that “the
man is what he/she eats, wears, drives...; i.e.,
what he/she consumes” (Virvilaité, 2000).
Meanwhile J. Baudrillard concludes that we
live in the conditions of hyperreality. In his
opinion, it is only a habit that we believe that
there is something real behind our created
representations of the world. Actually, we
encounter only signs and simulation of reality
<...>Today signs donotthat much reflectreality
but rather hide the fact of its non-existence. We
encounter not the very objects but their images
and simulacrums. In other words, “thus the
use value of a thing is subordinated not only
to its Exchange value but also to whatever
abstract meaning or sign can be attached to it”
(Morris, 2001, p. 9). It can be stated that today,
due to the latter reason pursuit of a brand is
relevant among children and youth; the brand
as if demonstrates the person’s economic and
social status in the society.

The consumption era, being the historical
culmination of the whole accelerated
productiveness process with the sign of
capital, according to J. Baudrillard (2010), is
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ta reginiu, kitaip tariant, yra atkuriama, provo-
kuojama, organizuojama vaizdais, Zenklais,
vartojamais modeliais (Baudrillard, 2010, p.
250-251). Autoriaus svarstymus uzbaigianti
apibendrinima — ,,Kaip viduramziy visuomené
palaikydavo pusiausvyra, balansuodama tarp
Dievo ir Velnio, taip miisy visuomené palaiko
pusiausvyra, balansuodama tarp vartojimo ir
jo demaskavimo* — galima laikyti dvikrypte
nuoroda toliau pateikiamiems svarstymams
(Baudrillard, 2010, p. 257). Viena vertus, bus
aptariami vartojimo (kartu su juo ir vartoto-
jiskumo, vartojimo visuomengés, vartotojiskos
kultoros) konstruktai, kita vertus — ieskoma
biidy jo demaskavimui, naudojant atsparumo,
prieSinimosi vartotojiSkumui savokas.

Labai svarbus lazio taskas, kuri Z. Bauman
(2011) vadina ,konsumeristine revoliuci-
ja”, ivyko peréjus nuo vartojimo (consump-
tion) prie ,vartotojiskumo” (consumerism)
(Bauman, 2011, p. 53). Autorius nurodo tris
idealiuosius tipus (bltent vartotojiSkumo,
vartotojy visuomenés ir vartotojiskos kultii-
ros), kuriy tikslas — ,,padaryti taip, kad misy
gyvenamos visuomenés paveikslas mums ,.ka
nors sakyty”; sieckdami Sio tikslo, jie specialiai
postuluoja didesni socialinio pasaulio homo-
geniSkuma, neprieStaringuma ir logiskuma,
nei liudija ir leidzia suvokti misy kasdienis
patyrimas” (Bauman, 2011, p. 47). ,,Kaip teigé
Weberis, ,,idealieji tipai” <...> yra naudingi, o
kartu ir biitini pazintiniai instrumentai, net jei
<...> jie samoningai nusvieCia tam tikrus so-
cialinés tikrovés aspektus, tuo pat metu palik-
dami $esélyje kitus, laikomus maziau relevan-
tiskais ar visiskai atsitiktiniais esminiy, biitiny
tam tikros gyvenimo formos bruozy atzvilgiu“
(ten pat, 2011, p. 54). Isskirty idealiyju tipu
(vartotojiskumo, vartotojy visuomenés ir var-
totojiskos kultliros) sampraty aiskinimai patei-
kiami 1, 2 ir 3 lentelése.

also the era of radical alienation. Merchant
logic becomes increasingly general and
today it controls not only the work process,
material products but also the whole culture,
sexuality and human relations down to
individual fantasies and impulses. This logic
encompasses everything not only in the
aspect of objectivation of all functions, needs
and manipulation, seeking profit, but also
in a deeper sense, when everything turns
into a spectacle, in other words is restored,
provoked, organised by spectacles, signs, used
models (Baudrillard, 2010, p. 250-251). The
author’s generalisation that our society keeps
balance balancing between consumption and
its disclosure like the society in the Middle
Ages used to balance between god and devil
(Baudrillard, 2010, p. 257) can be treated a
bidirectional reference to considerations given
below. Namely, on one hand, constructs of
consumption (and of consumerism, consumer
society, consumer culture) will be discussed,
and on the other hand, ways to disclose it,
using concepts of resistance, opposition to
consumerism will be searched.

A very important turning-point, which Z.
Bauman (2011) calls “consumer revolution”,
took place after transition from consumption
to consumerism (Bauman, 2011, p. 53).
The above mentioned author distinguishes
three ideal types (namely of consumerism,
consumer society and consumer culture),
which aim to do so that the picture of our lived
society will say something to us; seeking this
aim, they purposefully postulate homogeneity
of the social world, consistency and logic that
are bigger than our daily experience witnesses
and enables to perceive (Bauman, 2011, p. 47).
Explanations of conceptions of distinguished
ideal types (of consumerism, consumer society
and consumer culture) are given in Tables 1, 2
and 3.
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1 lentelé. VartotojiSkumo sampratos aiSkinimas

Table 1. Explanation of Conception of Consumerism

VartotojiSkumo samprata
Conception of consumerism

Vartotojiskumu vadinama vartojimo procesa, vykstantj tam tikrame socialiniy, kultiiriniy ir ekonominiy praktiky
lauke, skatinanti ideologija, kurios pagrindinis tikslas yra zmoniy akyse itvirtinti nelygstama kapitalizmo sistemos
»geruma” ir ,,pirmuma” (Rubavicius (2010) cit. Bocock (1993)).

Consumerism is an ideology, promoting the process of consumption that takes place in a certain field of social,
cultural and economic practices, the main aim of which is to entrench unequalled “goodness” and “priority” of the
capitalist system in people’s eyes (Rubavicius (2010) qtd. in Bocock (1993)).

(Leonavicius, 1993).

Vartotojiskumas — materialiniy gérybiy, ju turéjimo reik§més absoliutinimas, vieSpataujantis vir$ kity zmogaus
gyvenimo vertybiy, sudaiktéjimo apraiska (Leonavicius, 1993).
Consumerism is making material goods and significance of their possession absolute above other life values

(1996)).

Postman (1996)).

Vartotojiskumas — religija, o vartojimo vir§in¢ arba dievas — technologijos (Duobliené (2011) cit. Postman

Consumerism is a religion, whilst the peak of consumption or god is technologies (Duoblien¢ (2011) qtd. in

cit. Durning (1997/1999)).

(2002) qtd. in Durning (1997/1999)).

Vartotojiskumas yra filosofija, skatinanti jsigyti vis daugiau daikty, siekiant pajusti pasitenkinima (Rumbo (2002)

Consumerism is a philosophy promoting to procure increasingly more things in order to feel satisfaction (Rumbo

Apibendrinant galima teigti, kad vartotojis-
kuma jvairiis autoriai laiko visuomenés, ku-
rios aukscCiausios vertybés apima materialiniy
gérybiuy isigijima ir turéjima, santykiy atspin-
dziu (dél pastarosios priezasties vartotojisku-
mo ir materializmo savokos kai kada vartoja-
mos kaip sinonimai). Reikéty pazyméti ir tai,
kad apibtudinant vartotojiSkumo konstrukta
neapsieinama be tam tikro sarkazmo ar pasai-
pos elementy, kai vartotojiSkumas prilygina-
mas tikéjimui ar mokslui dél pasitenkinimo.
Vartotojiskuma su religija tapatina anaiptol
ne vienas autorius: W. M. Reynolds (2004)
teigimu (cit. Khan, 20006), ,,...mes gyvename
dabartinéje istorinéje korporacijuy sajungoje
ir milsy sieliy katedros yra prekybos centrai.*
Analogiska pozicija dar 1970 m. pateiké J.
Baudrillard, teigdamas, kad ,,kaip roméniska-
jame Panteone visy Saliy dievai sinkretiskai
koegzitavo nesibaigian¢iame ,,kompendiu-
me*, taip ir i misy ,,Super Soping® centra, ta
misy Panteona, miisy Pandemoniuma, subégo
visi vartojimo dievai ir demonai‘* (Baudrillard,
2010).

To sum up, it can be stated that various
authors treat consumerism as a reflection of
relations of the society, the highest values of
which encompass acquisition and possession
of material goods. It also has to be noticed
that describing the construct of consumerism,
certain sarcasm or sneer elements are not
avoided when consumerism is equalled to
faith or science in the name of satisfaction.
Consumerism is identified with religion
by other authors too: according to W. M.
Reynolds (2004), (qtd. in Khan, 2006), we
live in a current union of corporations and the
cathedrals of our souls are shopping centres.
As far back as 1970, J. Baudrillard also stated
that like in Roman Pantheon, where gods of
all countries syncretically co-existed in the
never-ending “compendium”, all consumption
gods and demons also got together in our
“Super Shopping Centre”, that our Pantheon,
our Pandemonium (Baudrillard, 2010).
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2 lentelé. Vartojimo visuomenés sampratos aiSkinimas
Table 2. Explanation of Conception of Consumerism

Vartotojimo visuomené (VV)
Consumer society (CS)

Vartojimo visuomeng apibiidina naujieny universalumas masinéje komunikacijoje. Informacija iStisai aktualizuota,
t. y. sudramatinta jaudrinant vaizduotg — ir visa istisai deaktualizuota, t. y. nutolinta per komunikacijos medijas ir
redukuota | zenklus (Baudrillard, 2010).

The consumer society is defined by universality of news in mass communication. Information is constantly
actualised, i.e., dramatized, electrifying imagination, and fully disactualised, i.e., distanced through communication
media and reduced to signs (Baudrillard, 2010).

Vartojimo visuomené yra taip pat vartojimo mokymosi visuomené, socialinis vartojimo dresavimas, t. y. naujas
ir specifinis socializacijos biidas, susijgs su naujy gamybiniy jégy iSkilimu ir monopoline auksto produktyvumo
ekonomings sistemos restruktiirizacija (Baudrillard, 2010).

The consumer society is also a means of learning to consume, social consumption based training, i.e., new and
specific way of socialisation, related to raise of new production forces and monopolistic restructuring of highly
productive economic system (Baudrillard, 2010).

Vartojimo visuomené pasizymi ne tik gérybiy ir paslaugy gausa, bet tuo, kad viskas yra paslauga (Baudrillard,
2010).

The consumer society is distinguished not only by the abundance of goods and services but also by the fact that
everything is a service (Baudrillard, 2010).

Vartotoju visuomené yra egzistencing struktiira, iSsiskirianti tuo, jog tarpzmogiskuosius santykius perdirba pagal
santykiy tarp vartotojy ir ju vartojimo objekty modelj ir panasuma (Bauman, 2011).

The consumer society is an existential structure, distinguishing itself by the fact that it transforms human
interrelationships according to the model and similarity of relations between consumers and objects they consume
(Bauman, 2011).

Vartotojiska visuomen¢ remiasi teze, jog zmogaus verta gyvenima gali suteikti tik visapusiskas vartojimas,
skatinantis malonuma (Pruskus, 2011).

The consumer society is based on the thesis that life worth of a man can be given only by versatile consumption,
promoting pleasure (Pruskus, 2011).

Vartotoju visuomené reiskia tokia visuomeng, kuri skatina, remia ar primeta vartotojisko gyvenimo budo ir
strategijos pasirinkima ir jaucia antipatijq visiems alternatyviems kultGriniams skoniams; visuomeng, kurioje
prisitaikymas prie vartotojiskos kultiiros principy ir grieztas ju laikymasis siekiant bet kokiy praktiniy tiksly yra
vienintelis nekvestionuojamai patvirtintas pasirinkimas; jmanomas, taigi ir pageidaujamas pasirinkimas; sykiu tai
narystés toje visuomenéje salyga (Bauman, 2011).

“The consumer society” means such society which promotes, supports or imposes the choice of consumer lifestyle
and strategy and feels antipathy to all alternative cultural tastes; the society, in which adaptation to consumer
culture principles and strict following of these principles, seeking any practical aims, is the only unquestionably
confirmed choice; possible, thus, desired choice; at the same time it is a condition of membership in that society
(Bauman, 2011).

Pertekliaus visuomeng¢je gyvenanc¢iy zmoniy nebesupa, kaip tai biidavo visais laikas, kiti zmongs, o tik vartojimo
objektai... (Baudrillard, 2010).

...people living in the society of excess are not surrounded by other people, as it used to be in all times, only by
consumption objects... (Baudrillard, 2010).

Vartotojy visuomené negali biiti niekuo kitu, o tik pertekliaus ir eikvojimo visuomene — gausybés ir milzinisko
$vaistymo visuomene (Bauman, 2011).

The consumer society cannot be anything else but the society of excess and expenditure: the society of abundance
and enormous squander (Bauman, 2011).

Vartotojy visuomenéje kiekvienas jaucia poreiki, turi, privalo biiti vartotojas i§ pasaukimo (Bauman, 2011).
In the consumer society everyone feels a need, has to be a consumer because he/she has a calling for it (Bauman,
2011).

Vartojimo ir vartotojy visuomene vadinamos tokios visuomenés, kur nuo vartojimo kulttiros ir jgiidziy ima
priklausyti socialinés terpés gyvavimas — socialiniy tapatumy kiirimas, socialiniy santykiy pobudis, juy palaikymas
ir perdava (Rubavicius, 2010).

The consumer and consumers’ society refers to such societies where consumer culture and skills determine
existence of social medium: creation of social identities, type of social relations, their maintenance and transfer
(Rubavi¢ius, 2010).




Reda PONELIENE
Vaiky atsparumo vartotojiskai kultiirai ugdymo teoriniy konstrukty pagrindimas postmodernizmo kontekste

37

Vartojimo (vartotojy) visuomeng apibiidi- Concepts  describing  the  consumer

nancias sampratas galima suskirstyti i: (consumers’) society can be grouped as
* socialinés-kultarinés funkcijos atlikimq followed:

liudijancias prezentacijas, kai vartojimo e presentations, witnessing performance of

visuomenés egzistavimas suprantamas social-cultural function, when existence
kaip vartojimo mokymasis, zmogisky san- of the consumer society is understood as
tykiy kiirimas (perdirbimas), socialiniy learning to consume, as creation (remake)
tapatumy kiirimas ir pan. Tokiu bidu var- of human interrelationships, as creation
totojuy visuomen¢ kuria tik jai budinga var- of social identities, etc. This way the
totojiska kultira (detalesni vartotojiskos consumer society creates consumer
kultiiros sampratos aiskinima (zr. 3 lent.); culture characteristic only to it (see Table
* laisvos rinkos kiirimo arba marketingo 3 for details);
tikslus atliepiancias prezentacijas, kai VV e presentations, responding to aims of
= paslauga; VV = gyvenimo budo pasirin- creation of (free) market or marketing,
kimas; VV = vartojimo objekty perteklius when the consumer society equals to the
ir eikvojimas ir pan. Tokiu buidu vartotojy service, the choice of lifestyle, excess and
visuomenei ,,primetama‘“ vartojimo, kaip expenditure of consumption objects, etc.
auksciausios vertybes, siekiamybé. Kad This way the pursue of consumption as the
nekvestionuojamas ,,primetimas® nekelty highest value is “imposed” on the consumer
l.ilal}gi(mq,ps traktuojamas kaip malonumy society. To avoid questions regarding this
iSraiska.

unquestionable “imposing”, it is treated as
an expression of pleasures.

o signs performing informational/
communicative function, like rendering
universality of news. Here it must be
noticed that there is an unwritten rule
in the consumer society: there are no
two things that are the same and no two
things that are different or “In the world
of differences even a riot becomes part of
the system” (Manstavicius, 2008).

informacine / komunikacine funkcijq atlie-
kancius Zenklus, kaip antai naujieny uni-
versalumo (kitaip tariant to, kas tinka visur
ir visiems) perteikima. Reikéty pazymeéti,
kad vartotojy visuomenéje galioja nerasyta
taisyklé: ,,Néra dviejy vienody, néra dvie-
ju skirtingy* arba ,,Skirtybiy pasaulyje net
maiStas tampa sistemos dalimi“ (Mansta-
vicius, 2008).

3 lentelé. Vartotojiskos kultiiros sampratos aiskinimas
Table 3. Explanation of Conception of Consumer Culture

Vartotojiska kultiira
Consumer Culture

Vartotojiska kulttira yra tam tikra ypatinga maniera, kuria vartotojy visuomenés nariai galvoja apie savo elgsena
ar kuria jie elgiasi ,,nereflektuodami‘ — kitaip tariant, né negalvodami apie tai, ka jie mano esant savo gyvenimo
tikslu ir ka laiko teisingomis priemonémis jam pasiekti, apie tai, kaip jie atskiria daiktus ir veiksmus, relevantiskus
tam tikslui, nuo daikty ir veiksmuy, kuriuos atmeta kaip nerelevanti§kus, apie tai, kas juos jaudina ir kas paliecka
abejingus ar indiferentiskus, kas traukia ir kelia pasibjauréjima, kas paskatina veikti ir kas pastimeéja trauktis, ko
jie troksta, ko bijo ir kuriame taske baimés ir troskimai pasiekia pusiausvyra (Bauman, 2011).

Consumer culture is a certain particular manner, by which society members think about their behaviour or by
which they act “not reflecting”, in other words, not even thinking about things that seem to them their goal of life
and about things that they treat as correct means to reach it, about the way they distinguish things and actions

that are relevant for reaching that goal from things and actions that they reject as non-relevant, about things that
concern them and that leave them indifferent, that attract and arouse disgust, that encourage them to act and
recede, about things that that they desire, are afraid of and about the point where there is a balance between fear
and wishes (Bauman, 2011).
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3 lentelés tgsinys
Continued of the Table 3

Vartotojiska kultiira
Consumer Culture

Vartotojiskai kultiirai biidingas nuolatinis spaudimas biiti kaZzkuo kitu. <...> rinkos skatina nepasitenkinima
produktais, kuriuos vartotojai naudoja savo poreikiams tenkinti — jos taip pat ugdo nuolatini nepasitenkinima
igytaja tapatybe ir poreikiais, per kuriuos §i tapatybé yra apibréziama (Bauman, 2011).

Consumer culture is characterised by a constant pressure to be somebody else. <...> markets promote
dissatisfaction with products that consumers use to meet their needs: they also develop constant dissatisfaction
with the acquired identity and needs, through which this identity is defined (Bauman, 2011).

Vartotojiskos kulttiros idealyji tipa aiskiau-
siai atspindi neiginiu prasidedancios savokos
nereflektuoti, negalvoti, nepasitenkinti ir kt.
Tokios savokos rodo, kad vartotojiskos kultii-
ros individai pasikliauja jiems primestais gy-
venimo tikslais ir nuolat spaudziami prievolés
biiti kazkuo kitu jie ta spaudima priima kaip
savaime suprantama ir reikalinga.

Aptartos idealiyju tipy sampratos suponuoja
klausima: kokiu bidu yra plétojami minétieji
idealieji tipai? Atsakyma pateikia J. Baudril-
lard (2010), teigdamas, kad ,,pajamos, pres-
tizinis pirkinys ir darbo pervirSis formuoja
beprotiska ydinga rata, pragariska vartojimo
skrituli, pagrista poreikiy, vadinamy ,,psicho-
loginiais“, garbinimu. Jie skiriasi nuo ,,fizio-
loginiy™ tuo, kad yra grindziami aiskiai ,,ku-
kliomis pajamomis‘ ir pasirinkimo laisve, dél
to pasiduoda manipuliacijai. Reklama akivaiz-
dziai vaidina pagrindini vaidmenj. Ji atrodo
susijusi su individo poreikiais ir gérybémis. I§
tiesy, pasak J. K. Galbraith, ji yra susijusi su
industrine sistema: ,,Panasu, kad ji teikia tick
reikSmés gérybéms, kiek tai svarbu sistemai,
ji taip pat palaiko technostruktiiros svarba ir
prestiza socialiniu pozitriu“ (Baudrillard,
2010, p. 80—81). Reklama susijusi ne tik su in-
dustrine (kitaip tariant, gamybos) sistema, bet
ir su kulttiros industrija, nes, pasak M. Hork-
heimer, W. Adorno (2006), nuolat apgaudinéja
savo vartotojus tuo, kad ji jiems nuolat zada
(Horkheimer, Adorno, 2006, p. 183), o tai bii-
dinga ir reklamai, Zarstan¢iai pazadus padaryti
mus jaunus, grazius ir turtingus.

The ideal type of consumer culture is
most distinctly reflected by concepts starting
with negation, namely, not to reflect, not to
think, not to be satisfied, etc. Such concepts
demonstrate a clear projection that individuals
living in consumer culture rely on imposed
life goals and, being constantly pressed by the
duty to be someone else, accept that pressure
as natural and necessary.

Discussed conceptions of ideal types
presuppose a question: In what way are the said
ideal types developed? J. Baudrillard (2010)
answers that income, prestigious purchase
and excess of work form a frenzied faulty
circle, hellish consumption circle, grounded
on worshiping needs, which are referred
to as “psychological”. They differ from
“physiological”, being grounded by clearly
“modest income” and the freedom of choice,
therefore, can be manipulated. Advertising
here obviously plays the main role. It seems to
be related to the individuals’ needs and goods.
Actually, according to Galbraith, it is related
to the industrial system and it is likely that it
gives as much prominence to goods as it is
necessary for the system (Baudrillard, 2010,
p. 80-81). Advertising is related not only to
the industrial system but also to the industry of
culture because, according to M. Horkheimer,
W. Adorn (2006), it constantly deceives its
consumers because it always promises them
(Horkheimer, Adorno, 2006, p. 183), and this
is the feature of advertising, promising to
make us young, nice and wealthy.
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Reklama — vartotojiskos kultiiros elemen-
tas ar tikrovés atspindys?

Reklama, pasak M. Horkheimer, W. Adorno
(2006), yra kultiiros industrijos gyvenimo elik-
syras: ,konkurencijos visuomengje ji [rekla-
ma] atliko visuomening vartotojo orientavimo
funkcija rinkos salygomis, ji lengvino pasirin-
kima ir padéjo darbingesniam, bet nezinomam
tiekéjui parduoti savo prekes tinkamam zmo-
gui. <..> Siandien, kai laisva rinka baigiasi,
joje {sitvirtina sistemos vieSpatavimas. Ji su-
stiprina rysius, kuriais vartotojai prikaustomi
prie dideliy koncerny. <...> Dabar reklama yra
negatyvus principas, blokuojanti priemoné:
visa, kas nereklamuojama, atrodo ekonomiskai
itartina* (Horkheimer, Adorno, 2006, p. 211).
Panasia pozicija iSsako ir K. Freire (2000), ap-
tardamas kritinés samonés ugdymo svarba: ...
ziniasklaida zmogumi manipuliuoja taip, kad
jis nebetiki niekuo, ko néra girdéjgs per radija,
matgs per televizija arba skaitgs laikras¢iuose
(Freire, 2000, p. 185).

,,Reklamos ir rinkodaros verslo apimties di-
déjimas rod¢ ir teberodo, kokiu mastu ,,suga-
mybinami“ zmogaus poreikiai. <...> Butinus
poreikius nustato ne individas, o sociokultii-
riné sistema, veikianti per socialines grupes,
ju vertybines orientacijas ir preferencijas.
Toje sistemoje svarbiausias yra populiariosios
kultiros vaidmuo. Kodé¢l? Nes socialiniams
santykiams palaikyti ir plétoti reikalingus
kultiirinius bei interpretacinius {gtidzius iSug-
do populiariosios kultiiros vartojimas, Zzmogu
itraukiantis nuo gimimo — per mazyliy Zais-
lus, televizija, reginius* (Rubavicius, 2010, p.
113—114). Pazymétina, kad Z. Bauman (2011)
daikty vartojimo modelio bruozus atranda ir
paciame vartotojy gyvenime (pvz., kurdamas
tarpusavio santykius vienu atveju as galiu biiti
preke, kitu — tas, kuris renkasi prekg). Tokiu
atveju reklama pataria vaikams (ir suaugusie-
siems), ko reikia, kad tave ,,pirkty” (ko reikia,
kad patiktum draugams ir pan.). Nenuostabu,
kad parduotuvése dabar apstu vaikiSkos kos-
metikos, aksesuary, bizuterijos ir kt. ,,Nauju-
mo laikotarpis tam tikra prasme yra didingiau-

Advertising: the Element of Consumer
Culture or a Reflection of Reality?

According to M. Horkheimer, W. Adorn
(2006), advertising is life elixir of the culture
industry: in the competing society it carried
out the social function of consumer orientation
in market conditions, it facilitated choice and
helped amore productive but unknown supplier
to sell goods to a suitable person; today it
enhances links by which consumers are nailed
to big combines; it is a negative principle and
a blocking means because everything that is
not advertised seems economically suspicious
(Horkheimer, Adorno, 2006, p. 211).

“Increase of scope of advertising and
marketing business showed and is still
showing to what extent the man’s needs are
“industrialised” <...> Necessary needs are
identified not by the individual but by the
sociocultural system, operating through
social groups, their value orientations
and preferences. In that system the most
important role is played by popular culture.
Why? Because cultural and interpretative
skills that are necessary for maintaining and
development of social relations are cultivated
by consumption of popular culture, involving
the man from birth: through babies’ toys,
television, events” (Rubavicius, 2010, p.
113—114). It has to be noticed that Z. Bauman
(2011) discovers features of the consumption
model in the very life of consumers, e.g.,
creating interrelationships in one case I can be
the good and in another, the one who chooses
the good. In such case advertising advises
children (and adults) what is necessary to have
in order to be “bought”, (to be liked by friends,
etc.); it is not surprising to see that abundance
of children’s cosmetics, accessories, bijouterie,
etc. in the shops. According to Baudrillard,
the period of newness in a certain sense is
the most magnificent period of a thing and in
certain cases can reach if not the quality of the
feeling of love, then at least its intensiveness.
This is a stage of symbolic discourse, in
which neither fashion nor reference to others
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sias daikto tarpsnis ir tam tikrais atvejais gali
pasiekti jei ne meilés jausmo kokybe, tai bent
jo intensyvuma. Tai simbolinio diskurso sta-
dija, kurioje neveikia nei mada, nei nuoroda |
kitus. Biitent $iuo intensyvaus santykio modu-
su vaikas i§gyvena savo daiktus ir zaislus. Ne
maziau véliau susizavima nauju automobiliu,
nauja knyga, nauju drabuziu ar prietaisu, kurie
mus veél panardina | absoliuc¢ig vaikystg. Tokia
logika priesinga vartojimo logikai® (Baudril-
lard, 2010, p. 138). Pasak J. Baudrillard, ,,Re-
klama, ko gero, yra rysSkiausia miisy epochos
masiné medija. Lygiai kaip kalbédama apie
tam tikra daikta, ji potencialiai paslovina vi-
sus, ir kalbédama apie tam tikra prekés zenkla
ar daikta, ji i§ esmés kalba apie daikty visuma
ir pasaulj, sudaryta vien i$ daikty ir prekés zen-
klu, taip ir taikydamasi i kiekviena vartotoja, ji
taikosi 1 juos visus, o kreipdamasi i kiekviena
individa, ji kreipiasi { visus individus <..>*
(Baudrillard, 2010, p. 155). Taigi galima da-
ryti takoskyra tarp postmodernizma apibuidi-
nancios vartotojiskumo kulttiros {sigaléjimo ir
kritinés teorijos mastytoju, besivadovaujanéiy
neomarksizmo ideologija, deklaruojamo prie-
Sinimosi vartotojiskumui svarbos.
,,PasiprieSinimas tiesioginéms ir netiesiogi-
néms manipuliavimo formoms, siekis jveikti
dominuojancius diskursus — ar jie biity pop-
kultiiros kiirinys, tautiniy svajoniy rezultatas,
baznytiné tradicija, siauraaké moksliné teorija
ar valstybiné ideologija — yra individo laisvés,
jo veiklaus pilietiSkumo tikslas* (Mazeikis,
2006, p. 14). Bitent tokiomis idéjomis vado-
vaujasi neomarksistai, kuriy démesys krypsta
1 zmoguy, kaip kirybiskai savarankiska, atsa-
kinga ir laisva asmenybe. Vélyvojo kapitaliz-
mo engiamas ir iSnaudojamas, technologinés
sistemos manipuliuojamas zmogus turi atsi-
skleisti egzistenciskai kaip laisva individua-
lybé. Nauja kapitalo akumuliavimo ir visuo-
meniniy santykiy forma, kai vietoje gamybi-
nio kapitalo i$plétojama kultiriné industrija,
populiarioji kulttira, ziniasklaida, G. Debord
ir jo bendrazygio R. Vaneigem pozilriu yra
spektaklis, kultiros kodus paveréiantis pre-

function. By this modi of intensive relation
the child experiences his/her things and toys,
later, a new car, a new book, new clothes or
devices, which again plunge us into absolute
childhood. Such logic is opposite to the logic
of consumption (Baudrillard, 2010, p. 138).
Further the author sets out that advertising
most probably is the most distinct mass media
of our epoch. Referring to a certain thing or
sign, in principal it speaks about the whole of
things and the world that consists of things and
brands; addressing every consumer, it aims at
all of them, and addressing every individual, it
addresses all individuals (Baudrillard, 2010, p.
155). At this point we can make a distinction
between entrenchment of consumer culture,
describing postmodernism, and the importance
of resistance to consumerism, declared by
thinkers of critical theory, following neo-
Marxist ideology.

“Resistance to direct and indirect
manipulation forms, the pursuit to cope with
dominating discourses — whether they were
a creation of popculture, a result of national
dreams, church tradition, narrow-eyed
scientific theory or state ideology — is the aim
of the individual’s freedom, his/her active
public spirit” (Mazeikis, 2006, p. 14). Namely
such ideas are followed by neo-Marxists, who
focus on a man as an autonomous, responsible

and free personality. Being exploited by
late capitalism and manipulated by the
technological system, the man has to unfold
existentially as a free individuality. New form
of capital accumulation and social relations,
when industrial capital is replaced by cultural
industry, popular culture, media, in Debord’s
and R. Vaneigem’s opinion, is a performance,
which turns culture mines into goods, creates
the industry of signs. In the consumer society
the person’s leisure is occupied by popular
culture, turning the man into an industrial
consumer of public relations and brands
(Mazeikis, 2006, p. 17).

The performance is not somebody’s intent
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kémis, sukuriantis zenkly industrija. Vartotoju
visuomenéje asmens laisvalaikj uzvaldo popu-
liarioji kultiira, paversdama zmogy industriniu
vieSyju rysiy ir prekiy zenkly vartotoju (Ma-
zeikis, 2006, p. 17).

Spektaklis néra kieno nors késlas ar konspi-
racinio suokalbio rezultatas, o objektyvuotas,
dominuojantis pasaulio matymo biidas. Visuo-
mené, kuri ziliri §i spektakli, néra auka. Jos
nuostatos yra zitirovo, ir ji pati, tenkindama
savo geismus, reikalauja Siy regimybiy (fen
pat, p. 20). Analogiska pozicija iSdésto ir J.
Baudrillard (2010), aptardamas ,,dvi netikras
problemas: 1. Ar reklamininkai tiki tuo, kq jie
daro (tokiu atveju jiems biity galima is dalies
atleisti)? 2. Ar vartotojai is esmés tiki reklama
(tada jie buty is dalies isgelbéti)? D. J. Boors-
tin tvirtina, kad nereikia kaltinti reklamininky,
nes reklamos jtikinamumas ir mistifikacija
kyla ne tiek dél pastaryjy skrupuly trukumo,
kiek dél misy patiriamo malonumo biiti ap-
gautiems: jie randasi ne tiek dél reklamininky
troskimo suvilioti, kiek dél miisy troskimo biiti
suviliotiems. <...> Reklama (ir kitos masinés
medijos) miisy neapgaudinéja: ji yra anapus ti-
kro ir apgaulingo, kaip mada yra anapus bjau-
rumo ir grozio, kaip modernus daiktas savo
zenklo funkcija yra anapus naudingo ir nenau-
dingo* (Baudrillard, 2010). Reikéty pazymeéti
ir tai, kad G. Debord ir jo bendrazygiy iSdés-
tytos idéjos gali biiti taikytinos suaugusiajam,
bet ne vaikui, kuris zitrédamas ,,spektakli* iki
galo nejsisamonina, kad stebimi vaizdai néra
tikrovés atspindys.

Kritiné pedagogika kaip vaiky atsparumo
vartotojiskai kultiirai ugdymo prielaida

Dabartinés kultiros gamybos salygomis,
ivardijamomis kaip ,.kultliros postikis®, ma-
siné prekiy ir zenkly gamyba skirta individu-
aliam vartotojo tapatumui ir gyvenimo stiliui
konstruoti, o serijinis skirtingumas, palaiko-
mas individualaus vartojimo ideologijos, pa-
sidaro globalinés rinkos preké. Todél populia-
rioji ir medijy kultiiros apima ne tik ,,visiems
prieinamus artefaktus®, kulttros prekes, bet ir

or a result of conspiracy but an objectivated
dominating way of seeing. The society that
views this performance is not a victim. Its
attitudes are the ones of the viewer and it
itself requires these shows, meeting its desires
(ibid., p. 20). Analogous position is also
set out by J. Baudrillard (2010), discussing
two problems: 1. Do advertisers believe in
what they are doing (in that case it would
be possible to partially forgive them)? 2. Do
consumers in principle believe in advertising
(then they would be partially saved)? Boorstin
claims that advertisers should not be blamed
because persuasiveness and mystification of
advertisements arouse not that much due to
shortage of scruples of the latter but more due
to experienced pleasure to be deceived. It must
be also mentioned that Debord’s ideas can be
applied to an adult but not to a child, who,
viewing the “performance”, does not fully
realise that observed views are not a reflection
of reality.

Critical Pedagogy as a Prerequisite
of Children’s Resistance to Consumer
Culture

In the conditions of current culture
production, named as a “turning-point of
culture”, mass production of goods and signs
is aimed at the development of consumer’s
individual identity and lifestyle, while
serial difference, supported by ideology of
individual consumption, turns into a good
of global market. Therefore, popular and
mass culture encompass not only “artefacts
accessible to all”, culture goods but also ways
of consumption, skills and their development
and closely relate to the conception of
consumer culture (Rubaviéius, 2010, p. 117).
Here we can return to the already imparted
position: there are no two things that are the
same and no two things that are different.

Representatives of critical pedagogy
advocating neo-Marxist ideology (whose
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vartojimo biidus, igiidzius bei ju lavinima ir
glaudziai siejasi su vartojimo kultliros sam-
prata (Rubavicius, 2010, p. 117). Taigi gali-
ma sugrizti prie jau iSsakytos pozicijos — néra
dviejuy vienody, néra dviejy skirtingy.

Neomarksisting ideologija propaguojantys
kritinés pedagogikos atstovai (kuriy vedlys
yra P. Freire, o sekéjai — M. Apple , H. Gi-
roux, P. McLaren rodo auksta meistriSkumo
lygi, analizuodami Siuolaikinio pasaulio pro-
blemas, susijusias su Svietimu: atskleidzia
technologijuy galia ir jtaka Svietimui, naujuju
medijy isigaléjima, vartotojiskuma, skurdo ir
turto disproporcijas, tauty diskriminacija ir
religines kovas prisidengus nei§vengiama glo-
balizacijos jtaka. Jy teorijy pagrindas yra neo-
marksizmas, kritiné filosofija, Frankfurto mo-
kyklos (M. Horkheimer, Th. Adorno, M. Mar-
cuse) svarstymai, nuo kuriy pereita prie pos-
tmodernistiniy ir poststruktiralistiniy izvalgy
adaptavimo savo teorijoms (M. Foucault), taip
pat Siuolaikinés hermeneutikos (H. G. Gada-
mer) ir fenomenologijos (E. Husserl) taikomy
pasaulio percepcijos ir aiskinimo priemoniy.
<...> Svarbu pabrézti, kad Sie teoretikai kovo-
ja uz socialing lygybe visais poziiiriais: pries
rasing, tauting, religing, kultiiring ir kitas dis-
kriminacijos rusis (Duobliené, 2008).

Kritinés pedagogikos pranasumas yra jos
siilymas pirmiausia atpazinti tai, kas vyksta
socialiniame gyvenime, diagnozuoti neteisy-
bés zidinius, o tuomet kurti savo socialinés
geroves vizijas ir del ju mokytis, diskutuoti,
veikti (Duobliené, 2008). Kritinés pedagogi-
kos atstovai mano, kad jy siiilymai nesitaiks-
tyti su esama Svietimo padétimi, bati kritis-
kiems, ugdyti mokytoju ir moksleiviy pilietini
samoninguma ir aktyvuma gali padéti keisti
visuomeng, uzbégant uz akiy globalizacijos
proceso visa niveliuojan¢ioms socialinéms
transformacijoms (Duoblien¢, 2010, p. 82).
Analogiska pozicija désto ir M. Morris (2001),
teigdamas, kad ,,pastangos pateikti kritinius
skaitinius ir ugdyti kritinj raStinguma domi-
nuojancioje kultliroje yra viena pagrindiniy
Siuolaikinés kritinés teorijos kryp¢iu. D. Kell-
ner sitilo placia medijy kultiros analizg, iskai-
tant kina, populiariaja muzika ir televizija,
pateikianCia dominuojancios ideologijos kri-
tikg. <...> Tokia dialektiné analiz¢ gali padéti

leader is P. Freire, and followers, M. Apple,
H. Giroux, P. McLaren) demonstrate high
level of proficiency, analysing contemporary
world problems related to education: disclose
the power of technologies and influence on
education, entrenchment of new medias,
consumerism, disproportions of poverty and
wealth, discrimination of nations and religious
fights, under the veil of inevitable influence of
globalisation. Their theories are based on neo-
Marxism, critical philosophy, considerations
of the Frankfurt school (M. Horkheimer, Th.
Adorn, M. Marcuse), followed by adaptation
of postmodern and post-structural insights
to their theories (M. Foucault) and by the
means of perception and explanation of
the world applied by modern hermeneutics
(H. G. Gadamer) and phenomenology (E.
Husserl). <..> It is important to emphasise
that these theorists fight for social equality in
all respects: against racial, national, religious,
cultural and other types of discrimination
(Duoblieng, 2008).

The advantage of critical pedagogy is
its proposal first of all to recognise what is
taking place in social life, diagnose sources of
injustice and then create its visions of social
welfare, learn, discuss and act in the name
of them (Duobliené, 2008). Representatives
of critical pedagogy maintain that their
proposals to be critical to the existing
situation of education, cultivate teachers’ and
pupils’ civic awareness and activeness can
help to change the society, forestalling social
transformations of the globalisation process,
levelling everything (Duoblieng, 2010, p. 82).
Analogous position is also expressed by M.
Morris (2001), who states that “The effort to
provide such critical readings and cultivate
a critical literacy in an image-dominated
culture is one of the central orientations of
contemporary critical theory. Kellner offers a
wide-ranging set of analyses of media culture
including film, popular music, and television
that seeks to combine the critique of dominant
ideologies <...> Such dialectical analyses can
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atskleisti kolektyving patirti, sukaupta naudo-
jant masmedijas. <..> Tai atsakas faktui, kad
asmenybés tapatybé kuriama remiantis Zinias-
klaidos kulttira ir kad socialiné ir politiné ga-
lia priklauso nuo masinés kultiiros industrijos
manipuliacijy* (Morris, 2001, p. 21).

M. Haiven (2007), aptardamas antireklamos
galimybes priesintis kultlrinei hegemonijai ir
neoliberalizmo kultiiros isigal¢jima, palaiko
H. Giroux knygoje ,,Neoliberalizmo teroras*
i8déstyta pozicija, kad kartu su ziauriomis
materialinémis ir politinémis pasekmémis ne-
oliberalizmas taip pat idiegia baimés, indivi-
dualizacijos, beviltiskumo ir cinizmo kultiiros
palikta vakuuma, kuris atsiranda panaikinus
viesaja erdve vartotojiskumo triumfo valanda
(Haiven, 2007, p. 89-90).

J. A. Sandlin (2007), aptardama kultiri-
nio atsparumo konstrukta, vartoja kultiros
trikdytojy (angl. culture jamming) savoka:
,Siandieniniai kultiiros trikdytojai kaip pries
tai situacionistai, atmeta pasyvuy vartotojiskos
kultiiros vartojimo btida ir siekia biiti aktyvis
autentiSko gyvenimo kiiréjai* (Sandlin, 2007,
p. 77), taciau juy taikomi metodai jvardijami
kaip ,,anomali pedagogika® (ten pat, p. 77).
Pasak mokslininkes, trikdytoju veikla galéty
biti nukreipta i pozityvia veikla: ,,AS tikiu,
kad kulttiros trikdytojy Svietimo galia susijusi
su gebéjimu atverti ,,pereinamasias erdves* ti-
krajam kairybiskumui ir kulttiros erdvei, burti
bendruomenes <...>, kultiiros trikdytojai gali
biiti kelias keisti ziGrovus (Sandlin, 2007, p.
77). Toliau autor¢, perfrazuodama S. Dun-
combe (2002) teigia, kad kultiirinis atspa-
rumas — tai ,kultlira, kuri naudojama samo-
ningai arba nesamoningai, kuri veiksmingai
arba neveiksmingai priesinasi ir / arba keicia
dominuojancias politines, ekonomines ir / ar
socialines struktiiras®. <...> Tyrinédamas kul-
tiirinj atsparuma S. Duncombe taip pat skatina
atkreipti démesj 1 Svietimo procesa sickiant
akcentuoti, kaip politika perduodama per po-
puliariaja kultlira — ivertinant kultros turini,
forma, bei kultiiros kiirimo veiksma (Sandlin,
2007, p. 75).

PrieSinimosi teorijos, pasak J. A. Sandlin
(2007), tiria, kaip zmongés priesinasi visuome-
ninéms struktiiroms ir kuria savitas reikSmes
per Sias derybas. Trumpai tariant, jie foku-

then begin to reveal collective experiences
represented in or mobilized through mass-
mediated products <...> This is the response
to the facts that individual identity relies upon,
and is drawn so predominantly from, media
culture, and that social and political power is
necessarily more dependent on interactions
with, and manipulations of, the mass culture
industries.” (Morris, 2001, p. 21).

Discussing the possibilities of anti-
advertising to resist cultural hegemony and
entrenchment of neoliberal culture, M. Haiven
(2007) supports the position stated in H.
Giroux’s book “The Terrors of Neoliberalism”
that alongside with cruel material and political
consequences neoliberalism also implants the
vacuum left by fear, individualisation, despair
and cynicism culture, which appears having
eliminated public space at the hour of triumph
of consumerism (Haiven, 2007, p. 89-90).

Discussing the construct of cultural
resistance, J. A. Sandlin (2007) uses the
concept of culture jamming, stating that
today’s culture jammers, like situationists
carlier, reject the passive way of consumption
of consumer culture and seek to be active
creators of authentic life (Sandlin, 2007, p.
77), but their methods are called “anomalous
pedagogy” (ibid., p. 77). According to the said
author, jammers’ activity could be directed
to the positive activity: she believes that the
power of culture jammers lies in the ability to
open up “transitional spaces” for real creativity
and cultural space, to gather communities; in
her opinion, culture jammers can be the way to
change the audience (Sandlin, 2007, p. 77).

According to J. A. Sandlin (2007), resistance
theories explore how people resist social
structures and create peculiar meanings via
these negotiations. In short, they focus on the
issue: to reject, change or include dominating
ideologies into culture; they criticise
oppression, work in the name of social justice
(Sandlin (2007) qtd. in Giroux (2001), p. 75).
Seeking to reject or change the dominating
ideology of consumerism, various ways of
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suoja démesi | klausima — atmesti, keisti ar
itraukti dominuojancias ideologijas i kultiira;
kritikuoja priespauda; dirba dél socialinio tei-
singumo (Sandlin (2007) cit. Giroux (2001),
p. 75). Siekiant atmesti arba keisti dominuo-
jancig vartotojiSkumo ideologija, naudojami
ivairts prieSinimosi vartotojiSkumui biidai. J.
D. Rumbo (2002) nurodo, kad atsparumas gali
biti iSreiSkiamas per tam tikry prekiy grupiy
ar prekés zenklo boikota (pvz., ,,Nieko nepir-
kimo diena“), ziniasklaidos priemoniy vartoji-
mo jproc¢iy keitima (pvz., ,,Savaité be televizo-
riaus®) ir kt. (Rumbo, 2002, p. 138-139).

ISvados

Pagrindinis postmodernizmo bruozas — var-
totojiSkumas — apibiidinamas kaip vartotojy
visuomenés nariy tarpusavio santykiy atspin-
dys. Savo ruoztu vartotojy visuomené supran-
tama kaip socialing, kultiring, ekonoming,
informacing-komunikacing ir kt. funkcijas
atliekanti, marketingo tikslus atliepianti egzis-
tenciné struktiira.

Reklama, kaip viena vartotojiskos kultliros
priemoniy, daznai vertinama negatyviai dél
jai priskiriamy asmens poreikiy ,,sugamybi-
nimo®, nuolatinio vartojimo poreikiy skatini-
mo ir pan. Kita vertus, reklamos uzsakovai ir
kiiréjai laikosi pozicijos, kad reklama neturi
tikslo apgauti ar suvilioti — tai esa paciy ja ste-
bin¢iyjy nuostata. Straipsnio autorés nuomo-
ne, toks reklamos kiiréjy pozitris i$ dalies gali
biiti pateisinamas kalbant apie reklamos po-
veiki suaugusiems reklamos Zitirovams, taciau
atmestinas kalbant apie vaikus, kaip reklamos
vartotojus, kadangi vaikai (ypac¢ ikimokykli-
nio amziaus) dar néra susiformave nuostaty
bei kritisko pozitirio { reklamg ar kitas varto-
tojiskos kultiiros apraiskas.

Opozicija vartotojiSkumui — prieSinimasis
arba atsparumas jam, kurio ugdymu turéty
biti suinteresuota vaikus auginanti ir / ar uz
vaikus atsakinga visuomenés dalis, kadangi
vaikas su vartotojiska kultiira (kartu ir rekla-
ma) susiduria jau nuo ankstyvojo amziaus.
Dél to aktualus kritinés pedagogikos atstovy
siilymas atpazinti tai, kas vyksta socialinia-

resistance to consumerism are used, e.g., J.
D. Rumbo (2002) indicates that resistance can
be expressed by boycott of certain groups of
goods or brands (e.g., “Buy Nothing Day”),
change of media consumption habits (e.g., “No
TV Week”) etc. (Rumbo, 2002, p. 138—139).

Conclusions

The main feature of postmodernism —
consumerism — is described as a reflection of
interrelations of consumer society members.
The consumer society, in turn, is perceived
as an existential structure that carries out
social, cultural, economic, informational-
communicative, etc. functions and responds to
the aims of marketing.

Advertising as one of the means of consumer
culture is often evaluated negatively due to
“production” of the person’s needs, constant
promotion of consumption needs, etc. On
the other hand, contractors and creators of
advertising follow the position that advertising
does not aim to deceive or tempt: this is
purportedly the attitude of those observing
it. In the opinion of the author of the article,
such attitude of creators of advertising can be
partially justifiable, speaking about the impact
of advertising on adults viewers but it is to be
rejected with regard to children as users of
advertising because children (particularly of
pre-school age) have not yet formed attitudes
and critical attitude to advertising or other
manifestations of consumer culture.

Opposition to consumerism is resistance
to it, cultivation of which should be in the
interest of that part of the society which raises
and/or is responsible for children, because the
child consumer encounters consumer culture
(including advertising) already since the early
age. Due to that the proposal of representatives
of critical pedagogy to recognise what is
taking place in social life, be critical to
provided information, etc. becomes relevant.
At the same time we have to acknowledge that
even resisting consumer culture, we anyway
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me gyvenime, buti kritiSkiems pateikiamos
informacijos atzvilgiu ir pan. Kartu reikéty
pripazinti, kad net ir atsispirdami vartotojiskai
kultorai visgi mes joje dalyvaujame, taciau
vaiky atsparuma vartotojiskai kultiirai galime
suprasti ne kaip vienpusi prieSinimasi jai, bet
greic¢iau kaip gebéjima atpazinti vartotojiskos
kulttiros elementus bei kritiSkai vertinti medi-
jomis gaunama informacija. Tam galéty padéti
prevencinés programos, skirtos vaiky atsparu-
mui vartotojiskai kultiirai ugdyti bei ugdytoju
(tévy ir pedagogy) Svietimui vartotojiskos kul-
tiros klausimais.
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