[ THING...

people see their [dentm_, as closely lin ke

tastes. Ifwe havetoidescribe who we are, we

about gender, race and e! ruclty, butwhen it
ourindividuality, we'll say we are someone wi
Madonna, or someone who reads books and li

wine, but who dislikes white wine. It’s in the chmces
we make for books, music, food, clothes. holldays—
really, everything—that we define ouridentities. And
how do you find out whatyou like? By shopping.”

S0 COMPULSIVE SHOPPERS SHOULD KNOW
TH EM_SELVES REALLYWELL, RIGHT?

" “Not quite. Shopafilies have an ambiguous sense of
themselves. They have psychologlcal problems, which
iswhythey have bgcome compulsive shoppersinthe
first place. | bel eve these are people who want to get

‘toknow and define themselves, and they doso by
shopping. However, this is an unsuccessful attempt,
because, as with any compulsion, they discoverthat
to them, shopping does not give a satisfying sense of
identity.”

1 KNOW CHEAPER WAYS OF GETTING TO KNOW
MYSELF.
12 urse, butyaur response to anenvironment
in whu_:h there are many products from which you
can choose will say a great deal about who you
am, goingout to buy a dress ora pair of
shoes is definitely one of the most important ways to
discover your own individuality.”

| SHOP, THEREFORE | AM?
“Quiteright.”

Colin Campbell is a professor of sociology at the
University of York in England and co-editor of The
Shopping Experience (Sage Publications, ISBN
0761950672).
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