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The advertisement that I am using for my project is a common slogan for the Apple iPhone. The iPhone is one of the most common cellphones worldwide, and has gained popularity through effective marketing campaigns, intuitive programming, and what I call the “commodification of cool”. Riding on the success of Apple’s other major products - personal computers and the iPod - the iPhone has been re-released countless times since they hit the market in 2007. The first generation iPhone has evolved into the current iPhone 6S Plus, with each iteration making minor adjustments to hardware, software, and network options. With each new iPhone priced between $500 and $900, Apple seem to produce an updated model every twelve to eighteen months. This process is perpetuated by the endless wave of consumers who “need” to purchase the latest and greatest iPhone. This troubling and wasteful consumer habit creates problems in many areas. First of all, Apple is based in California, but most of their products are assembled in Chinese factories. The working conditions in these factories are reported to be terrible, with workers being paid sweatshop wages for long hours. The environmental damage that occurs when old cellphones are thrown out is astronomical; e-waste is rapidly becoming a leading source of unnecessary trash in landfills. The third negative aspect I see in this marketing campaign is the perpetuation of an over-indulgent and spoiled mindset. Although Apple’s sharply-worded advertisement makes sense from a capitalist perspective, it has  vast social and environmental ramifications.
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My jamming of Apple’s iPhone advertisement aims to attack the mindless consumerism that it promotes. The phrase “If it’s not an iPhone, It’s not an iPhone” attempts to set the product above and beyond every other brand. This technological arms race is spiraling out of control, and shows no sign of stopping. I believe that it has revealed that despite the functionality and novelty of owning the newest iPhone, an older model would most likely suffice. Likewise, a phone from another company is not actually much different than an iPhone, they aren’t the be-all and end-all of telecommunications. Apple operates like companies within other sectors as well. Car manufacturers often make the following year’s model with slight adaptations, and market it as the must-have. However, iPhones (like new cars), depreciate in value and in peer perception, and consumers constantly look for the new model. The pursuit of the next great mobile device is turning into somewhat of an obsession, almost a mental illness, and epitomizes the spoiled consumers of Western society. I hope that my jammed advertisement has invoked at least some contemplation among my peers about their use (and overuse) of consumer electronics. I myself am guilty of supporting the cellphone market, but in today’s highly-connected society, it is becoming increasingly challenging to keep up without one. We live in the age of the immediate: instant messaging, same-day shipping, texting while driving, and an instant knowledge of new trends (via social media). Chasing the next best iPhone is a combination of the need to belong, and a corporation that has taken advantage of that phenomenon through smart advertising.
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