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Shoppers I Know
In Anthony Burgess’s essay, “Is America Falling Apart?,” which originally appeared in w Ir-[tll

The New York Times in 1971, he explains the problems with America. Europe, he says, is too * L.j_,
: Hisa > be Jﬁg{ )dl
expensive and unorganized, but_he-explsins-the joy ofbeing home after spending a year in the MW
States. Americans always want to be separate and above, he says, “...[wishing] to manifest itself Lln"l
in independence of the community. [They] don’t share things in common; [they] have [their] UJ'
own things. A family’s strength 1{51gnallzﬂdb§’ its possessions.”(52) He thinks that this kind of
thinking is ironic, because instead -:}f _I:-n;.ing independent they just rely on more things. However,
he did act like an American in all aspe&‘.t%ﬁ;;cept that he did not buy a car. Americans, he says,
are ruining their public transportation I.::g,-r;naking it obsolete. Although they realize that there is
more to life than buying, their consumption has become tastﬂlcs's}ﬁc:; only in how they buy, but
what they buy. Because of that over spending, Americans arclaisn the biggest polluters. They
buy more than they I.’lf:?(& en get rid of it. Burgess also says that America needs more
socialization. Amcric:ris not ready for such a big leap, he says, “Perhaps only a country full of
bombed cities feels capable of this kind of social revolution.”(53) WAL l}.m ve Pq
In the rest of his essay Burgess mentions other aspects of America that he dislikes or W

wishes to change, but ends the essay saying that he would rather live in ﬁmcrica.‘me;/

thirty three years since Burgess wrote this essay, yet plenty of what he said about consuming in



America is still true today. In America, we buy more than we can afford and then rent storage

Picture this: You are standing in a crﬁﬁd l.t}f people, sweat beads are dripping from your
forehead and you are clinging onto vour child for % dear life. The people from all sides of you
are pushing, not in a specific direction, but just pushing. You’'re nervous and anxious, then all of
a sudden a baby in the crowd bursts into tears and now you’re annoyed. You check your watch,
and it is almost time. You know what you want and you know that you're going to have to be
savage to get it. It’s that pink sweater marked down from $89.00 to $45.99 and you want it so
bad. That’s right. You’'ve been waiting out side of the BonMarche for thirty minutes so that you
can join in with the hundreds of people waiting on the One-Day-Only sale. You will spend more
money on this sale than you have, but that’s ok because this is a One-Day-Only sale. The fact
that they have them every other month is beside the point. By the end of the day you have
blisters (mostly because you wore your new shoes to break them in, but also because you have
been shopping for six straight hours), you're broke, and you’re depressed because you have been
duped by yet another sale.

This scenario has happened to me many, many times. Most of the average Americans
that I know have been tricked into buying things they don’t need By eéﬂwr low prices or fanpy IJJK(I'FWUL

J
_advertising. Still, some shoppers handle themselves better than others. In fact, they can be
sorted into types. le% WALL: (.
The first kind of consumer thatlaetieed-was the most obvious to me because [ found it in

my mother. She is what [ call a Step Consumer. She never buys what she really wants, because






