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Outline 

• Theory:  
– new politics of consumption 
– discursive political 

consumerism 
– culture jamming 

• Case in point:  
– Brandalism project during 

COP21 

• Method:  
– Textual Analysis 

• Case in point: 
– environmental discourses of 

Brandalism 

• Exercises:  
– reading advertisements  
– creating subvertisements 
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CULTURE JAMMING 
AND 

ENVIRONMENTALISM 



A NEW POLITICS OF CONSUMPTION  
(SCHOR, 1999) 

1. A right to a decent standard of living 

2. Quality of life rather than quantity of stuff 

3. Ecologically sustainable consumption 

4. Democratize consumption practices 

5. A politics of retailing and the “cultural 
environment” 

6. Expose commodity “fetishism” 

7. A consumer movement and governmental 
policy 



PLENTITUDE (SCHOR 2010)  

1. new allocation of time 

2. DIY and self-provision 

3. “true materialism” as an environmentally 
aware approach to consumption  

4. the restoration of value in interpersonal 
and community exchanges. 



“Consumption 
becomes political 
when consumers 
assess products 
through the eyes 

of citizens.”  
 

(Peretti with 
Micheletti, 2004: 

127)  



Jonah Peretti and the Nike ID 
Sweatshop E-mail Controversy 



DISCURSIVE POLITICAL CONSUMERISM 
(STOLLE & MICHELETTI, 2013) 



AKA Culture Jamming… 

https://www.youtube.com/watch?v=QBAYCSApklI


“Culture jamming 
reflects a theory of 
culture as a site for 
political action, seeing 
consumer culture as a 
viable path to social 
change”  

(Carducci, 2006: 130) 





CONCEPTUALISING CULTURE JAMMING 

• Why? Concerned with media concentration, identity 
politics, consumerism and environmental 
degradation (Lasn, 2000; Klein, 2005; Kaylor, 2013) 

• Now? Legacy of Situationist International (Klein, 
2005; Kuehn, 2015) and critique of society of 
spectacle (Debord, 1967) 

• Who? Anyone from citizens to governments, from 
NGOs to social movements (Cammaerts, 2007; 
Davis et al, 2016)  

• How? Tactics include sabotage, appropriation, 
intensification (Harold, 2009) and tactical use of 
(digital) media (Harrebye, 2015) 



CREATIVE TACTICS  
(HAROLD 2009) 

• Sabotage 

• Intensification or 
augmentation  

• Appropriation 

 



SABOTAGE:  
BARBIE LIBERATION ORGANIZATION 

https://www.youtube.com/watch?v=OVT4T7OR3iQ


INTENSIFICATION OR AUGMENTATION 



APPROPRIATION 



CO-OPTATION OF CULTURE JAMMING? 

“at first, the system tries merely to assimilate 
resistance by appropriating its symbols, 
evacuating their ‘revolutionary’ content and 
then selling them back to the masses as 
commodities.  It thereby seeks to neutralise the 
counterculture by piling on substitute 
gratifications so high that people ignore the 
revolutionary kernel of these new ideas.”  
 
(Heath and Potter, 2005: 35, The Rebel Sell: 
Why the Culture Can't be Jammed) 



CO-OPTATION OF CULTURE JAMMING? 

http://www.minuteworks.co.uk/2015/03/30/is-subvertising-sustainable/ 



CO-OPTATION OF CULTURE JAMMING? 

Discursive political consumerism “is 
dependent on the logic of capitalism to 

publicize its cause” (Stolle and Micheletti, 
2015: 203) 







BETWEEN INCORPORATION & EXPROPRIATION 

https://www.youtube.com/watch?v=zKZ3w_Vg4o8


CULTURE JAMMING FOR THE ENVIRONMENT 

Kaylor, 2013 
Davis et al, 2016 



https://www.youtube.com/watch?v=K4WnZAUOIxI


BRANDALISM COP21 PRESS RELEASE 

"We are taking their spaces back because we 
want to challenge the role advertising plays in 
promoting unsustainable consumerism. 
Because the advertising industry force feeds 
our desires for products created from fossil 
fuels, they are intimately connected to causing 
climate change.”  

*Joe Elan* 29/11/2015 



TACTICAL USE OF (DIGITAL) MEDIA 

• Digital media can enhance culture jamming 
(Carducci, 2006; Stolle and Micheletti, 2015): 
– possibility of archiving work which would otherwise be 

removed and destroyed 
– disseminating these messages in a theoretically limitless 

audience 
– organizing transnationally  
– mobilizing public interest 

• The Brandalism Project: 
– active Twitter account 
– website that includes information on past projects, gallery 

of artwork, information on artists, extensive news 
coverage, social change themes 

– Press coverage highlights tension in terms of ‘authenticity’ 



TACTICAL USE OF (DIGITAL) MEDIA 



TEXTUAL ANALYSIS 

“…is a way for researchers to gather information about 

how other human beings make sense of the world. It is 

a methodology - a data-gathering process – for those 

researchers who want to understand the ways in which 

members of various cultures and subcultures make sense 

of who they are, and of how they fit into the world in 

which they live.” (McKee, 2003: 1) 



• ‘educated guess at some of the most likely 
interpretations that might be made of that 
text’ (McKee, 2003) 

• Texts: films, TV programmes, magazines, 
advertisements, clothes, graffiti etc. 

• Strengths: we can encounter the limitations 
and advantages of our own sense-making 
practices 

• Weaknesses: applicability to specific case 
analysed, difficult to generalise 

TEXTUAL ANALYSIS 



TEXTUAL ANALYSIS OF CULTURE JAMS 

• Data source: brandalism.org.uk/gallery 

• Population: 122 original artworks produced by 
82 artists in 19 countries 

• Sample: purposive sample of 12 artworks 

• Themes emerging reflectively between sampling, 
analysis and interpretation:  

– corporate greed 

– inadequate politicians 

– consumer saturation 

– Earth in mourning 

– commitment to the environment 



AGAINST 
CORPORATE 

GREED 

by Revolt Design http://www.brandalism.org.uk/artists/revolt-design?photo_id=5659b4f4df6abc000e000073 

http://www.brandalism.org.uk/artists/revolt-design?photo_id=5659b4f4df6abc000e000073
http://www.brandalism.org.uk/artists/revolt-design?photo_id=5659b4f4df6abc000e000073
http://www.brandalism.org.uk/artists/revolt-design?photo_id=5659b4f4df6abc000e000073


by Eubé // KC 
http://www.brandalism.org.uk/artists/eube?photo_id=5659a0e1df6abc000e00004a 

INADEQUATE 
POLITICIANS 

http://www.brandalism.org.uk/artists/eube?photo_id=5659a0e1df6abc000e00004a


by Kai Giuseppin http://www.brandalism.org.uk/artists/kai-giuseppin?photo_id=565ca9d272b01b0006000030 

CONSUMER 
SATURATION 

http://www.brandalism.org.uk/artists/kai-giuseppin?photo_id=565ca9d272b01b0006000030
http://www.brandalism.org.uk/artists/kai-giuseppin?photo_id=565ca9d272b01b0006000030
http://www.brandalism.org.uk/artists/kai-giuseppin?photo_id=565ca9d272b01b0006000030


EARTH IN MOURNING 

by Paul Insect http://www.brandalism.org.uk/artists/paul-ins?photo_id=565b6085ed0e8c000600002b 

http://www.brandalism.org.uk/artists/paul-ins?photo_id=565b6085ed0e8c000600002b
http://www.brandalism.org.uk/artists/paul-ins?photo_id=565b6085ed0e8c000600002b
http://www.brandalism.org.uk/artists/paul-ins?photo_id=565b6085ed0e8c000600002b


COMMITMENT TO THE ENVIRONMENT 

by Parisians http://www.brandalism.org.uk/artists/parisians?photo_id=565a1994920f470006000011 

http://www.brandalism.org.uk/artists/parisians?photo_id=565a1994920f470006000011


“Adbusting is not an 
end in itself. It is 

simply a tool –one 
of many- that is 

being used, loaned 
and borrowed in a 

much broader 
political movement 
against the branded 

life”  
(Klein, 2005: 209) 



Advertising is treated as a target both 
as practice, as well as space. 

• articulates critique of neoliberal 
capitalism in terms of its symbolic and 
environmental consequences 

• challenges dominance of advertising in 
public spaces. 

 





READING TEXTS:  
ADVERTISEMENTS 

• Identify 4-5 key elements of their meaning: 

– What ideas about the brand are they attempting to 
communicate? 

– To whom? What kind of audience are they 
addressing? 

– How are they trying to connect audiences to the 
brand? 











APPROPRIATING TEXTS: 

CREATING SUBVERTISEMENTS! 



http://www.hatads.org.uk/catalogue/record/68201636-e08f-4d5e-a2e3-0d60d62958a9 

1999 



http://www.hatads.org.uk/catalogue/record/7e9de596-2c9f-4cae-b86d-36a6dfd90222 

1960 







READING NATIVE ADVERTISEMENTS: 
BEYOND PRINT/TEXT FORM 



BUZZFEED 



SAN PELLEGRINO 




