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RESISTANCE / CULTURE / DESIGN / INTERACTIVE

COMMODITY ACTIVISM

Process by which social action is increasingly understood through the ways it is mapped onto 

merchandising practices, market incentives, and corporate profits. Buying (RED) products—

from Gap T-shirts to Apple—to fight AIDS. Drinking a “Caring Cup” of coffee at the Coffee 

Bean & Tea Leaf to support fair trade. Driving a Toyota Prius or a Tesla to fight global warming. 

These days, the most common way people participate in social activism is by buying  

something. Explore the argument that activism may itself be transforming into a  

branded commodity.

COLLECTIVE CULTURAL IDENTITY RESISTANCE  

BY LATIN AMERICAN ARTISTS & WRITERS

Latin american artists and writers have been influential in rejecting essentialist notions of 

identity in their autobiographical work, and emphasize instead the changing phenomena of 

self-representation within the expanding cultural space of “Las Americas”. These locations of 

identity challenge the exceptionality model of American studies and contribute to new  

anthropological understandings of how people and culture are displaced or reinvent  

themselves.

PATAGONIA’S RESISTANCE TO GROWTH “RESPONSIBLE CAPITALISM”

‘Build the best product, cause no unnecessary harm, use business to inspire and implement 

solutions to the environmental crisis.” Succeed, prosper, profit as multi-billion dollar business 

without harmning the environment. CEO Yvon Chouinard is attempting and succeeding redi-

fining the rules in capitalist culture that growth will always go hand in hand with environmental 

destruction and overconsumption of goods. He is paving the way for “responsible capitalism 

and believes the accepted model of capitalism that necessitates endless growth which causes 

endless destriction of environment must be stopped. The brand encompasses a venture-capi-

tal fund that supports green startups, a food label, book and film divisions, and, most visibly, a 

politically active environmental arm that’s picking public fights with the Trump administration, 

starting with Bears Ears. Those battles are fought on principle, but they also  directly jolt the 

bottom line by energizing Patagonia’s fast-growing customer base.


