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Do you find yourself constantly following up with the latest trends? Whether it be wanting the newest iPhone, adding one more sweater to your enormous wardrobe, or simply showing up to work with your Starbucks pumpkin spice latte - we are all guilty of consumerism in one form or another. We live in a society that keeps pushing boundaries with this consumer-driven lifestyle, deeming it to be the most desirable mode of life. However, in reality, it is the result of an infinite number of environmental and societal problems that we currently face.
Within the present century, life on earth has undergone significant change. Human life has exponentially grown to the point of becoming a grossly powerful and dominant, yet destructive influence to our world. The role of human life within our universe has far exceeded that of a simple interaction between us animals and our environments (Carson, 5). Based on Earth’s geological time scale, scientists have recently concluded that we have shifted out of the Holocene epoch, and into the Anthropocene (Appollini, week 1). This epoch is shaped by human activity, as we have become dominators to the earth, resulting in many tragedies including mass extinctions, climate change, land degradation, poisoned air, toxic waste sites, water contamination, and poverty, to name a few (Scharper, 36). A great deal of these occurrences can be connected to the consumerist worldview that the vast majority of us humans partake in. As David Suzuki mentions, our values revolve around ones possessions – money, big cars and houses, closets full of clothes - as oppose to enriching experiences with family and friends, shared adventures, and time spent in nature (43). 
A worldview of consumerism entitles purchasing an increasing amount of goods and services. We humans become brain-washed into believing that a greater consumption of goods is economically and socially desirable. We have convinced ourselves that this is the “best” way of life. Consumerism is the driver of our Western economy and sadly, “the idea of more, of ever increasing wealth, has become the center of our identity and our security, and we are caught up by it as the addict by his drugs” (Suzuki, 38). Is it truly necessary for us to destroy land in order to have a McDonalds within a five minute drive of us at all times? Or to destroy an old-growth forest for the creation of another shopping mall that consists of more commodities that we simply do not need. Yet, ironically enough, we travel up north to enjoy the nature and to “get away from it all”. 
After World War 2, retailing analyst Victor Lebow declared: “Our enormously productive economy… demands that we make consumption our way of life, that we convert the buying and use of goods into rituals, that we seek our spiritual satisfaction, our ego satisfaction, in consumption” (Suzuki, 38). Evidently, this strategy was highly successful, and humans began not only buying what we need, but what we want as well. Nowadays, we have developed this method to a point of disgust. Our shallow minds robotically follow this consumerist worldview that we are born into, and we are consequently disconnected from earth’s natural systems as well as the repercussions of our actions. In more recent years, it is children who have been prime targets for marketers. As Juliet Schor, author of Born to Buy points out: "We have become a nation that places a lower priority on teaching its children how to thrive socially, intellectually, even spiritually, than it does on training them to consume. The long-term consequences of this development are ominous" (Suzuki, 40). Children are born into this lifestyle and develop a worldview that perhaps they have not even thought about themselves. “In 1989, children ages four to twelve spent $6.1 billion in consumer purchases. In 2002, this figure was $30 billion, an increase of 400 per cent” (Suzuki, 39). If this is the increase rate within just thirteen years, what kind of a life will children be living by 2029, another thirteen years from now? 
Our obsessive consumption of goods and services is a result of the capitalist society we inhabit. In a consumer society, our economic growth, or our Gross National Product (GNP), which comprises the totality of goods and services produced by a given society in a given year, measures ones success. With this being the determinate of success, priorities are shifted away from the sustainability of our earth, and onto money, as well as the endless increase of these commodities. However, as consumption increases, resources also have to grow in order to keep up with consumer demands. This is one of multiple problems created by the ever-increasing amount of commodities being produced. The construction as well as operation of such a large number of factories and consumer-related businesses results in more land degradation and the release of toxic byproducts. On top of this, the use of many of the commodities themselves, for example, automobiles, create high amounts of pollutants and waste. Fast-food chains such as McDonalds also contribute to these pollutants and waste. However, an infinite number of us are guilty of being fast-food consumers, and it is unlikely that every human being thinks through these consequences every time they purchase McDonalds, myself included.
Someone has to pay for our consumption levels, and it ends up being our earth. However, a drop in the demand for products would result in a large amount of unemployment. Our political, economic, sociological, and technological systems are all lacking an important relationship amongst nature. As Oberlin College Professor David Orr addressed; if humans were more “ecoliterate”, then there is a greater chance we would be more respectful to the limits of the earth’s natural systems that enable and support life on Earth. We would be capable of operating in a sustainable way within the natural world. Orr created the term “ecological literacy” or “ecoliteracy” to describe this understanding (Hempel, 41). 
Humans have obliterated our purpose on earth, or the telos of our lives (Scharper, 38). We live in a world where the role of humans has become to work and buy objects (Suzuki, 37). Consumerism even targets children, and their worldviews are therefore shaped this way, innocently. By the time they reach adulthood, they are buried so deep into this lifestyle, and they soon will pass and influence the consumerist worldview onto their children. We are far too disconnected from earth’s natural systems and too embodied in a capitalist and consumerist worldview. We suffer from overproduction and fail to acknowledge the consequences to the sustainability of our planet. Benjamin Franklin, one of the authors of the Constitution at the beginning of the American experiment in democracy said: “Money never made a man happy yet, nor will it. There is nothing in its nature to produce happiness. The more a man has, the more he wants. Instead of filling a vacuum, it makes one” (Suzuki, 42). Money can’t buy you happiness!



