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M edium Culture and the Consumerism

GE Bin-chao
(' School of Philosophy, Wuhan University, Wuhan 430072, China)

Abstract: Medium culture as a kind of commercialized and intangible goods exerts a great influence on
various forms of consumption with its direct visual and auditory stimuli to consumers. Also, it is able to
affect consumers indirectly by serving desired ideological functions. In particular the medium culture plays
an important role in starting and propagating the consumerism which sets off new shopping upsurge
uninterruptedly. So, the nature of commercialized medium culture should be analyzed before criticizing the
consumerism that is backed by medium culture. The medium culture was flourishing and popularized after
the formation of modern time and related so closely to the so-called modern information. To criticize the
medium culture with Karl M arx’ s critique of the modernity as a theoretical basis will benefits the disillusion
of the myth of consumerism so as to make medium culture healthy and positive to human life style.
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