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			“Why the hell do we need Benetton to point out to us that we have a racist problem? If we, civil society, don’t have the dynamism and the energy to come up with those kind of ideas ourselves, then we’re lost.” This reflection, launched by Kalle Lasn, founder of the anti-consumer association Adbusters Media Foundation, on his corporate blog, hits the nail on the head regarding the questionable relation between large corporations and social causes, between multinationals and their policies against child labour, the over-exploitation of resources, discrimination, the greenhouse effect or the proliferation of toxic waste.

			Now that the age of consumption for consumption’s sake has passed, so-called green advertising, which sells responsible consumption but in reality confounds the sale of products and services with the dissemination of corporate social responsibility policies, has also plunged into a crisis with the recent digital revolution. But even here, in the midst of a global recession in developed countries, the difficulties of attracting advertisers away from the traditional media (newspapers, radio and television) to the Web, social networks and mobile devices are requiring large corporations, the media and ad agencies to reconsider the social role, impact and costs of advertising. Therefore, the steady 9.1% rise in investment in online advertising predicted by Advertising Age has been unable to stanch the overall slump in the advertising industry, which is showing a 0.4% drop in the resources earmarked to it for the first time in many years.

			And this is occurring despite the fact that both the public and private sectors are encouraging consumption as an urgent measure to revive the local and global economy. But what kind of consumption are we talking about? Once again flats, cars and plasma TVs? Services, entertainment and culture? And why not knowledge? Will we really be able to consume more tangible goods? What will we do about the waste they generate? Will the prophecy of the oracle of consumer entertainment, the Disney-Pixar factory, come true? It states that 700 years from now we will have to flee from the Earth, leaving behind robots to clean up the rubbish. How many Wall-E’s or Al Gores do we need to halt the assembly lines for just a moment and think about a kind of consumption that is not just more responsible but also less material?

			A planet-wide crisis like the one we are experiencing right now is the perfect chance to reflect on how, what and why we consume, and it beckons us to shift alliances in the chain beyond just producer and consumer, adding knowledge centres as filters which offer producers added value and consumers critical information.

			The prosumers of the third wave or the Information or Knowledge Age, as described by Alvin and Heidi Toffler in Revolutionary Wealth (Knopf, 2006), are the digital natives of today who produce and consume simultaneously in a practically waste-free virtual world, and who the new entertainment industries, and therefore advertisers, are trying to court.

			Beyond their proclaimed alliances with companies to enhance the sum of research, development and innovation (RDI), universities can also serve as a hub to attract these prosumers who, in the end, will be the ones to generate wealth based on shared knowledge.

			For this reason, the UOC wants to take advantage of the launch of the magazine Walk In to launch the UOC & Co. information programme, which will enable the 150 companies and institutions associated with the UOC to get in touch with the university community. The entities that wish to can showcase the benefits of their cooperation with the UOC on the magazine’s advertising pages. The aim is to give visibility not just to the values of the brand or its products and services, but also to the effects of its mutual cooperation in generating knowledge, such as by participating in creating the virtual campus, in digitally training lawyers, or in mediating between artists and the cultural industries, just to cite a few cases of companies and institutions that have already taken an interest in this experience.

			The UOC & Co. campaign is thus poised as an alternative to Un-commercials of Lasn’s Adbusters that condemn large corporations’ hyper-consumerism and “green advertising”, offering an equitable venue for companies who lay stakes on the wealth of knowledge through the university to the benefit of the producers-consumers who are setting the new rules of the consumption game.
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