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Who are you, and what’s your relationship with 
the project “Consume Hasta Morir”? 

I am Isidro Jimenez from the project Consume Hasta Morir (Literally, 
“Consume until death”) which was created in 2002 within Ecologistas 
en Acción (“Environmentalists in Action,”) in Madrid. I was one of its 
founders. The project was born from a group of people who wanted 
to work in the field of consumption. When I found out about it, I 
became very interested and decided to join them. I had already 
worked with Ecologistas en Acción, and before that, in a different 
organization called Adena which was kind of the seed of Ecologistas 
en Acción. As they were working on issues of consumption and I 
was very interested in working on those issues, I suggested we do a 
project looking at what other projects did. One thing that really stood 
out was anti-advertising, which was really a project on responsible 
consumption, but dressed up with all that history of anti-advertising.

What type of work do you do? 

I’ve always been a graphic designer and worked in the field of 
communication, especially social communication. For the last 
15 years, I’ve worked for the most part in social communication. 
Currently, I am an associate professor in information 
sciences at the Complutense University of Madrid.

How is “Consume Hasta Morir” organized as a project or a work group?

Actually, around an almost incidental issue that ended up being very good 
for us. There was a commission on consumption in Ecologistas en Acción 
when we created this story, but it was a very small commission. It consisted 
of three people who met once in a while. Because we didn’t have any 
problem with these people who were doing their job, we decided not to 
make a commission, which is the typical route to take within Ecologistas 
en Acción in Madrid. Ecologistas en Acción is a coordinator of groups 
at the state level with almost 300 groups throughout Spain, and each 
group is organized the way they want. Because Madrid is so big, it has 
a lot of commissions, and each commission works on a specific issue. 
In fact, there is no commission on consumption anywhere else. Seeing 
that there was already a consumption commission here, we decided 
not to make a commission but to do something else. We proposed an 
organizational alternative that was then talked about a lot because it was 
really anecdotal and different but it also allowed us to think about other 
forms of organization within Ecologistas en Acción and other groups. In 
the end, it was a project that would last for a long time and that didn’t 
have a fixed structure. It also went a little outside of the typical form 
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because the commissions are usually an open space where people can come and 
go, and it’s not that Consume Hasta Morir wasn’t like that, but it was created with 
a set objective of being an occasional project. Actually, Consume Hasta Morir was 
initially a training course for people who wanted to learn about eco-social issues. 
Ecologistas en Acción has really strong roots, not only in ecology but also social 
ecology, it’s one of the few representatives of social ecology in the Spanish state. 

So, people got to know the issue, and that group formed Consume Hasta Morir. It 
was a very large group with about thirty-something people, and we stuck with the 
name and started the project. We weren’t a commission, we didn’t have the same 
requirements that other Ecologistas en Acción groups had, but we still felt like part 
of Ecologistas en Acción. Another different thing is that we keep in mind that we’re 
not interested in being too similar to Ecologistas en Acción, that’s been almost a 
strategic point for us. but we have always been part of Ecologistas en Acción. In 
fact, Consume Hasta Morir was the origin of a consumption commission that still 
exists today, because the earlier little commission dissolved. People from Consume 
Hasta Morir have always been involved in the new consumption commission; 
we’ve started and supported the efforts of the consumption commission, including 
financially, as well as being involved in the area of consumption in general, which is 
more important because on a state level, that’s something transversal in Ecologistas, 
and something that connects all the consumption-related things that various 
groups in the State do, and we were really the ones who championed that story.

What is your relationship with Ecologistas en Acción? 

Right now, we’re an autonomous group within Ecologistas en Acción. We are linked 
to the consumption commission and the area of consumption in Ecologistas en 
Acción. I don’t think we ever had the idea of ​​being an artistic group or an absolutely 
independent collective because we have always felt that we were part of something 
else and that our purpose was to do other things. In fact, as a group we’ve put 
a lot into supporting the creation of the area of consumption in Ecologistas en 
Acción. We have always had this in our DNA from the beginning, so to change and 
take advantage of it has been mutually beneficial because we’ve gone from being 
the provocateurs of anti-consumerism to the ones proposing another economy, 
and obviously you can’t do that alone, you need the support from others.

Do you make the decisions together with Ecologistas en Acción 
or make them autonomously as a working group? 

Not really. Consume Hasta Morir has always been considered a space to experiment 
with different things. The commission in Ecologistas has the effect of raising 
awareness, such as by attracting young people who want to learn about the issues 
of responsible consumption, but of course in that space, there’s not much time 
to experiment or to try to do something different. For example, once we did an 
informative project at the Leganés town hall, and we went to 14 institutes to do 
workshops. That demanded the kind of work and logistical effort a commission 
can’t carry out, because commissions have the format of sporadic volunteering. 
So, the good thing about Consume Hasta Morir is that you have the freedom 
to manage your projects when you want, and when the moment is right.

How many people work in this project? What are their jobs? 
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Right now, we are 4 people. Two of them are in the consumption commission. 
Then, there’s a person who works with audiovisuals and another person who 
is a psychologist. Always, and it’s been almost twenty years that we’ve existed, 
the good part about the group has been that it changes itself and adapts to the 
circumstances. Depending on the projects that we’ve done, we’ve had more or 
less people of various profiles. I think the interesting thing is that now, we really 
work through projects, and they’re the kinds of projects where really it makes the 
most sense for a certain kind of person to be doing them. When we have worked 
on educational projects, we have had more people connected to education. 
Now, we’re planning to do what we did back in 2005 when we made our first 
documentary, called Gran Superficie (“Superstore”), which was an important 
challenge; now we want to make the second part, as we’d say, with another name 
and another story, and for that we need people of that kind of profile. The group 
grows depending on the people who fit the profile for each individual project.

The 15M has signified a moment of reorganization, (re) invention, strengthening 
or contribution to the experience of many of the groups with whom I have 
spoken to. What has the 15M signified for “Consume Hasta Morir”? 

I think that we contribute to 15M on a personal level. We’re activists and almost 
all of us who have participated in Consume Hasta Morir have tried to get involved 
somehow with the 15M as much as we’ve been able to. For example, two of us got 
involved through the “official journalism groups” of the 15M because we were more 
linked to the world of communication. We each contributed as much as we wanted as 
individuals. It wasn’t a group decision, because 15M asked for personal participation, 
not from a whole group. It’s true that for us it was an important moment, because of 
what happened after. For many years we assumed a provocative role; in fact, we did 
this to the point where we’d go to advertising faculties in that role of provocateur. 
We went to talk to advertising students who were learning the classic matters of 
advertising, and threw all that into question. It’s also true that we’ve accepted that 
the provocateur’s role wasn’t so necessary anymore, because luckily, we’re in a new 
phase of responsible consumption. For example, we’ve seen that suddenly, many 
people started bringing up anti-advertising in the classroom. That helped us see 
that we were in a place where people reflected more on responsible consumption. 
And the 15M helped us realize that we had to change. That is to say, it wasn’t worth 
continuing to work on the issue of provocation for responsible consumption and 
against multinational companies. We had to change the discourse. It was a process 
where we needed to accept that we had to propose alternatives. There are two 
fundamental steps we took. One of them is that we started to get involved, but not as 
Consume Hasta Morir because that wouldn’t make sense. For example, as Consume 
Hasta Morir, we couldn’t connect with the social economy of Madrid, which is really a 
state network that’s part of the social and solidarity-based economy. We wanted to 
participate in this type of story, and that involves changing your ideology. Now you’re 
not against consumption, now you’re looking for a different kind of consumption and 
promoting different kinds of consumption, but how are you going to do that with 
a name like Consumo Hasta Morir, Consume Until Death? What we’ve tried to do is 
have Ecologistas en Acción be inside the social economy, kind of supporting that 
transition and doing it in a personal way, that is to say, trying to situate our entities 
and companies where we work within the social economy. This has been an essential 
step that we’ve taken since then. And the other step was to try to lead an initiative 
for the social economy whose main objective would be to spread the social economy, 
and so we started working with other people from the organization Economistas Sin 
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Fronteras (Economists Without Borders) an NGO that works a lot in economics, and 
who we have a great relationship with. With those people, we created a project called 
Salmón Contracorriente (Counter-current Salmon), a project really related to Consume 
Hasta Morir, focused on communicating the alternatives and trying to encourage them. 

On Rebelion.org, you wrote, “We don’t sell anything here because a critical 
perspective must be free.” How is this activity financially sustained? 

We have never really had excessive economic problems. Luckily, I think that counter-
advertising requires a lot of imagination but not a lot of technology or anything like 
that. In fact, we have always considered things as challenges. For example, when we 
recorded the documentary in 2005, we used a simple tourist camera and a collar 
microphone. We always set challenges for ourselves like this. We could do it with 
amazing cameras, but that’s not the point. We’ve always had this philosophy in almost 
all projects, and I believe that this has allowed us to not depend much on money. It’s 
also true that as we’re an autonomous group, we’ve always laid out an autonomous 
economy in the sense that, for example, we’ve never charged for doing projects 
although there are people who have paid us. With that, we’ve made some money 
which has allowed us to continue solving internal economic problems and the rest of 
the work is obviously volunteer. We’ve never charged money to do work as Consume 
Hasta Morir because we have a clear activist vision of its story. When we’ve needed to 
hire someone specifically, we paid them as a professional, but the group does it all as 
activists. How much time does everyone put in? Well, whatever they can. I think the 
good part of the project is that we’re people coming from many years of work in social 
movements. For example, I started in Adena in ‘93, and other people who were in 
the project have many years experience working with Ecologistas en Acción, and with 
other organizations. So, it seems normal to us to dedicate your time to these kinds of 
things, but we also recognize that not everyone has stayed all these twenty years.

Have you received institutional support? 

Not directly; once we received funds through Ecologistas en Acción, but I would for the 
most part say no, and I’ll share an anecdote to show that. Once, Consume Hasta Morir 
received an award from the city of Córdoba as a prize for our environmental work. I 
don’t remember how much money, but it was not very much, maybe €2000 or €3000. 
We gave this money to Ecologistas en Acción. What I’m trying to say is that the project 
has never really relied on institutions because the decision was made a long time ago 
to try to become autonomous. We’re lucky in that sometimes people come who like 
the project and they decide to support us with money in exchange for a talk, a session 
or a workshop, and with this, we’ve been able to sustain ourselves and provide for our 
needs. When someone gives you money, you can really grow, and we’ve seen projects 
that haven’t handled this well. That is to say, you get a lot of money and you have to 
change your way of thinking, you have to contract someone, etc. We’ve never wanted 
to have to take that step. Another different thing is the social and solidarity-based 
economy. We’ve seen that certain entities of the social and solidarity-based economy 
might need a bit more income, and grants in this situation could be helpful, but, for 
example, Salmón Contracorriente was created with economic independence in mind 
by offering courses, writing books and selling T-shirts, and always trying to adjust to 
the economy. We always said that Consume Hasta Morir would not hire people who 
would earn a salary for doing a job, but when we thought of alternatives, we realized 
that sometimes work needs to be paid. We’ve done that with Salmón Contracorriente, 
and it’s worked well because we now have a person hired for the project.
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Thinking about the concept of “work,” what does “work” 
mean in the context of Consume Hasta Morir? 

Before working in entities related to what we’d now call the social and solidarity-based 
economy, which in that time wasn’t really talked about yet, I’ve had the good fortune 
to work for social entities professionally. I say professionally because for me it was not 
a separation of two worlds where in the morning I’m working in the bank and in the 
afternoon I dedicate myself to a different job that liberates me from that. For me, it 
was all part of the same thing. That is to say, it’s all been work, and I try to make it as 
coherent as possible. There was a time when I worked for the “evil” –– I say that as a 
joke –– and I did advertising for many years working for advertising agencies. But once 
I moved past that phase and started working for social entities, I decided that for me 
activism was an extension of what I already did with a degree of volunteerism. That’s 
what I do now, and at the end of the day, it is social and ethical work for me but it 
also gives me food, and as such it has certain negative elements which is that they ask 
you for something by the morning and you have to do it by the morning. However, the 
part of the work that has to do with Consume Hasta Morir has always been a more 
hedonistic matter in the sense that we worked on what felt the most important at the 
time, things that we were occupied with including in an experimental context. It has 
a playful cultural part as well, and that’s really hard for me to associate with work. 

“Salmón Contracorriente” has come out of “Consume Hasta Morir.” 
What legal structure have you given to “Salmón Contracorriente”? 

Salmón Contracorriente was established as a nonprofit association because 
we needed to start the project and it seemed like a logical step. Being an 
association let us edit books and other things at the time. We started as an 
association, and the idea was to go through different stages until we arrived 
at the cooperative. What happened is that the alliance with El Salto (Catalan 
newspaper) happened, and so that line of action was cut short. Consume Hasta 
Morir has never been anything legally, it hasn’t had any legal structure.

Can you tell us about “Salmón Contracorriente”? 

Salmón Contracorriente is the result of an alliance with other people in order to 
make a media that spoke of the social and solidarity-based economy. That was our 
idea. There were a few reviews that talked about alternative economy, and there 
were a few specific websites, but there wasn’t any media that would publish two 
or three pieces of daily news about this world. So it seemed like it was a possibility, 
an interesting option to create a specific media with people who wanted to get 
into newspaper activism because they were willing to write news every day and to 
function like an editorial office. We saw that possibility, and it seemed like a really 
interesting one, because it was going to broadcast alternatives, and they were going 
to be seen. We were really committed to the idea that these alternatives would get 
out there, that people would talk about the political economy but that they’d also 
talk about Pepi’s Bakery that follows the criteria for the social and solidarity-based 
economy. We tried to make this project like that, spreading a balance of information. 

Can you tell us how you define the social and solidarity-based economy?

It’s a type of economic entrepreneurship, because in reality most of the social and 
solidarity economy projects are enterprises of a small group of people, in many cases 
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with the legal form of the cooperative or simply independent people who decided 
to start a business under certain environmental, social, and ethical criteria. These 
criteria are controlled with the network’s tools, and that seems like an essential 
aspect to me. The RSC (Spanish initials for the non-profit Observatory of Corporate 
Social Responsibility) also tells what the big companies do, and the Telephonic 
Foundation, for example, is marvelous, but the problem is that there isn’t a system, a 
structure, a network that would allow companies to have criteria that’s comparable, 
coordinated, and possible to critique, as is our case. That is to say, the social and 
solidarity-based economy allows all the entities within it to be questionable, and that 
they’re questioned, because the criteria is created by everyone and respected by 
everyone. That’s the interesting thing, you don’t get to create your own standard and 
say “I’m very responsible with the environment.” The network is what says if you’re 
really socially and environmentally responsible. In the social and solidarity-based 
economy, those criteria are put on the table, and there’s no room for anything else. 

What should one do if they want to be part of that network? 

If you want to participate in that network, you have to pass a personal interview, 
and you have to show these criteria, and they’ll be analyzed annually. You have 
to refill a social balance where they ask you questions as specific as, “How many 
kilowatts do you spend per year? What environmental challenge are you setting 
yourself for this year?” The network itself is what exercises control over the entities 
that are inside it, and in fact, if you do things that are obviously outside the social 
and solidarity-based economy, the network itself maintains vigilance and can tell 
you, “We’re seeing that you aren’t fulfilling the criteria that you said you’d fulfill to 
be part of this network.” That’s what’s interesting to me. It’s the network that’s really 
exercising that vigilance. You have a social balance, which is a measure that you have 
to refill every year, and every year you have to show how you function as an entity. 

I’m part of it as a graphic design and communication entity, and additionally as 
Salmón Contracorriente and El Salto. These three entities are within the network of 
the social economy of Madrid, and we also work with other entities. That’s another 
thing that’s really valued, that you network with other entities in other sites. We have 
a really good relationship with entities in Aragon, which is another social market, 
and for example, there’s an association of psychologists that we’ve worked and 
shared materials with for many years. The criteria would have to be specific, but 
they’re really varied according to issue. For example, on the topic of labor, they ask 
for transparency, democracy, horizontal decision-making within the entity, practicing 
a culture of caring, having an even male/female split, there are many things you 
have to carry out. The majority of the entities don’t have many problems completing 
certain things, because they’re nonprofit cooperatives that reinvest the benefits of 
the cooperative in new cooperative projects; there isn’t a member-owner that gets 
the extra money, so the very economic model helps them fulfill certain criteria.

Rebelion.org has a text that states that you work to consolidate a culture of 
critical, just, and responsible consumption through “an exercise of irony that 
momentarily liberates us from the pressure that different media exercise 
continually on the citizens.” Seeing a bit of the work of the posters that 
you’ve done in the past, it seems like you aim to deliver ‘blows’ of fiction that 
short-circuit the collective imagination through the use of irony, parody, and 
collage. Today, do you believe in the effectiveness of these languages? 
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Yes and no. I believe that at the time when we started, in 2002, there was very 
little responsible consumption information similar to what we have today. There was 
material on responsible consumption of food, for example, and there were reflections 
on reducing consumption, but there was not much visual or attractive material. I 
believe that our material was immediately striking because it was something different 
and circulated in environments of people who were aware of the issue. We’ve been 
told many times that our materials don’t reach the people, and I ask, “Who reaches 
‘the people,’ if ‘the people’ even exist?” I think that you have to eradicate the idea 
of ‘the people’ in communication, because it doesn’t exist. You can reach a certain 
audience; our audience was people aware of the issue, who were interested in that 
kind of material because it offered them suggestions and invited them to think about 
new things. In that context, we did carry out our role. For example, we organized the 
Day Without Purchases, which was always at the end of November; now it’s Black 
Friday, and the two coincide, but at that time Black Friday didn’t exist. The media that 
came to record our actions always asked us, “But are the people going to stop buying 
things today?” Obviously, you don’t reach all the people, you reach the people who 
are aware, and it works from there. And then we’ve seen some studies done within 
social movements about who identifies with responsible consumption, and we’ve seen 
that we have a role. At the time, we did fulfill our role of identifying what responsible 
consumption is, and I think that here the important thing is to have in mind that the 
language we used in that age was already oriented and planned for that kind of 
audience. We didn’t do counter-advertising because you put up an anti-advertising 
poster on the street and ‘the people’ think that it’s a brand and you’re advertising 
something. To make them think that it’s a critique requires someone to already be 
kind of in line with what you’re looking for. Therefore, we’ve always thought that 
anti-advertising and their action radio are limited from the beginning. We’ve done a 
Malababa Review1 with other groups, and that review isn’t for every audience, we’re 
aware of that, but we’ve also participated in campaigns for responsible consumption 
that are aimed at a wider audience, not so much an audience with that ‘awareness.’ 
For example, right now in Ecologistas en Acción’s consumption commission, there’s a 
campaign where they call into question whether consumption gives us happiness, they 
call it “We Consume Happiness.2” It’s super simple, and it’s a way to come with really 
clear messages, and you reach more people sincerely than with an anti-advertising 
campaign because anti-advertising is harder to read. You have to understand it, 
you have to use disruptive codes that challenge hegemonic story, so you have to 
be prepared for that. The disruption itself doesn’t work if everyone uses the same 
attention-getting strategy; there comes a moment when it no longer grabs attention. 
You have to do something different even though it’s not attention-getting at the 
time, it’s something different. Anti-advertising, in a space like ours with an impressive 
quantity of all kinds of messages, many of which are very flashy themselves, it’s hard 
to get people’s attention because you have to understand that that little message 
that’s just as flashy as the rest, is an alternative to the rest and criticizes them. For 
this, you have to have a sense of the big picture, and that’s really difficult. We’ve 
done an experiment related to this: leave anti-advertising in urban spaces and watch 
the effect. They’ve been done by people who’ve studied in workshops of Consume 
Hasta Morir, trying to see the extent to which anti-advertising is effective compared to 

1 Malababa is an anti-advertising newspaper with issues available 
online: https://issuu.com/malababa/docs/malababa_1 

2 “Consumimos felicidad” in the original Spanish; website available here: 
https://consumimosfelicidad.org/que-sabemos-de-la-felicidad/ 

https://issuu.com/malababa/docs/malababa_1
https://consumimosfelicidad.org/que-sabemos-de-la-felicidad/
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advertising, and the results don’t strike me as particularly suggestive. It’s very difficult 
to get people’s attention, and it doesn’t matter if it’s advertising or anti-advertising. 
That’s why we’re always thinking that we have to take advantage of our channels 
as much as possible. The communication that works is the communication where 
you know how to manage the different channels of media used. Not just anything is 
valuable in communication. That is to say, it’s much better to plan a campaign well, 
consider who to direct it to, how to do it. Bioculture is a typical example. Bioculture is 
a responsible consumption fair, but we go with a campaign, all in black as if it were 
a cemetary of consumption, saying “Don’t buy anything,” and it’s really interesting 
because it’s really provocative, but already in a space of limited consumption. The 
consumers who go there understand the message, but some of them don’t fully 
understand it, and some even come and insult us. That’s an interesting space to carry 
out campaigns in and see the reactions. Outside of this context, people would see the 
cemetery and say that it’s performance art. I think the interesting thing is that we’ve 
learned a lot from communication, from how to take advantage of our resources to 
the maximum, how to orient ourselves better and see the potential of the image 
in every case. All this while trying to manage legal issues. You can’t use the logo of 
any brand, you have to talk about that brand and then see how you can do it. That’s 
another thing we’ve learned how to do. We’ve learned how to kind of circumvent 
legal matters to be able to continue communicating, sometimes close to illegality.

Considering that you carry out your work in the context of a 
sensationalist society governed by entertainment and simulation, 
how can you combat one image with another? 

I think a good example of this is a book that we edited called “Contrapublicidad” 
(Anti-advertising) because that’s kind of our approach. When you open it, you find 
striking images that make you think. It would be like graphic humor, where you’re given 
an image to think and reflect on, and all the images are accompanied by very short 
texts, very brief, artistic, and easy to read. There is also an introduction that very few 
people read, which is a theoretical work explaining how a consumption-based society 
can be transformed and why a consumption-based society is both environmentally 
and socially unsustainable. So, without those elements, it’s impossible. We are aware 
that there are people who are at a point in their lives where they don’t want to read 
that, but we would like to get to that information anyway because really, becoming 
conscious of something is a gradual process. You have an image that captures your 
attention, you’re interested in that issue and you go deeper, asking yourself, “Why is this 
thing that I’m seeing environmentally and socially unsustainable?” That’s the challenge. 
It’s not so much making flashy images but giving it a meaningful backdrop. There are 
a lot of collectives that are renouncing this, and it seems kind of outrageous to us 
because if you want a transformation, you have to explain what your plan is, at least 
your critique, even if you don’t offer alternatives. We’ve spent a lot of time forging and 
recommending alternatives. Just sticking with one flashy, impactful image and taking it 
for granted that the rest of the story is implied, that’s hardly a credible plan. That’s why 
we did the Gran Superficie documentary, which is an hour of explanations where, for 
example, Ramón Fernández Durán from Ecologistas en Acción clearly explains in 2004 
what was going to happen with the 2007 Housing Crisis. We’re not just interested in 
using posters, we want to take advantage of different formats to explain things. Our 
approach is to go beyond that more aesthetic, artistic vision of “I want to disrupt things, 
and then everyone will assume responsibility.” We’ve never tried to do that. We’ve 
always wanted it to be understood that consumption-based society is unsustainable 
and if we have to explain it in different ways, using different language, then that’s what 
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we do. Above all of this is the idea of offering material for reflection that go deeper 
into these issues. Obviously, there are people who understand only one viewpoint, for 
example, I’m reminded of a colleague in Ecologistas who works on matters of consumer 
groups and the guy’s great, he’s someone with an extremely powerful approach. One 
day he came and told us that he’d spent days hanging around an anti-advertisement, 
and suddenly he understood what it meant. That guy didn’t need so much explanation 
because he’s someone who’s read a lot about these issues, but it inspired him to 
reflect in an interesting way. For other people, it’s their first step for understanding why 
the consumption model is unsustainable. For example, it seems good to them that 
there are supermarkets and agriculture within the supermarkets, they don’t see any 
problem with this. We say that that’s not how it is, and we reflect that the model of 
the supermarket in itself generates poverty and inequality, and we suggest our vision 
of things. We offer theoretical approaches because it’s not just a question of showing 
images, and that’s it. For us, the important thing is to debate, even whether or not 
commercial products should be in a supermarket. In a way, all that material is a tool for 
us to encourage deeper analysis and critique of alternative models of consumption.

From your experience as a graphic designer can you tell us why 
advertising is so effective in this neoliberal time? 

It’s effective because it’s learned how to generate constant disruption. One of the most 
important things is getting the message to always be flashy, and for that you have 
to know the rules of constant disruption. One of them is that whenever something 
repeats, you have to change the discussion and create something else to get people’s 
attention back. Then, it’s necessary to empathize, and to be able to recognize the 
desires that people have. There are several strategies that are used today in neoliberal 
communication to make the message reach people better. They don’t always achieve 
this because it’s very hard to make good advertisements, and because you have to 
find the necessary attractive segments that go along with your message. I think that 
this is one of the central axes of this kind of disruption. You find yourself in an ad 
for whole grain biscuits and suddenly, who knows why, a couple is having breakfast 
in a fabulous chalet and five superheroes appear dressed in whole grains, so that 
the advertisement isn’t an advertisement anymore. It’s about getting these grains to 
seem different from other grains when in reality, it’s the same as always, they’re just 
breakfast biscuits. The advertising industry is always inventing new ways to catch 
our attention, offering something different from the previous ad in order to sell the 
message. Really, advertising is not easy to do because it has its own problems, like the 
saturation of ads, or that the excess of attention-getting material diverts your attention 
from the message, and you end up doing something surreal that doesn’t function 
communicatively. When we started with this in 2002, I remember they invited us to 
give that course in Leganés because they saw there was a deficit in communicative 
literacy. In fact, our secondary school courses were impactful because we tried to 
show how we question things. I remember, for example, that we did one beautiful 
thing which was to imitate a videoconference that wasn’t real, it was all recorded. The 
person who was in the class spoke as if they were talking with a person directly, and 
it was all a lie, it was pre-recorded. And the students were really impacted, some of 
them even got mad because you were pulling their leg, and all of that was done to 
show them how easy it is to be tricked when it comes to technology. And all of this 
to throw into doubt what the media offers us. It worked really well, but they got mad, 
and they were also mad when we told them that in their favorite television series, if 
a favorite character, a dog, came out, it was because it was sponsored by a brand of 
dog food, and of course, that ruined the illusion for them. That role of provocateur 
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that we don’t always try to maintain has that aspect; sometimes you’re saying things 
that people don’t want to hear, but that’s how the world of advertising functions.

So, the world of advertising is really dangerous when you’re in an unknown 
environment. As an example, almost everyone knows how the media works, and 
there’s increasingly been this culture of being critical of the media and the front 
pages of newspapers like El País, ABC, or La Razón, but the innovation of advertising 
is constant and now they pay you to make articles that aren’t really articles on the 
internet. And that’s the problem, that you have to spend all your time constantly 
showing and teaching literacy so that citizens will be critical and have the necessary 
tools to be able to recognize what’s advertising, because they break the law that 
obligates you to declare what is advertising, and there are always new strategies 
and tools appearing for advertising. We’re not aware of how in one block of ads we 
might see 40 clips in rapid succession, and it’s impossible to reason through 40 clips, 
40 different strategies, no one can be critical with all of that. More or less, we’ve 
learned to be critical of ads, but there are new and increasingly intelligent forms of 
advertising, and they’re getting better and better at introducing themselves into the 
communicative norm. Ambient advertising, which is that kind of advertising, seems 
just like that, a normal part of the environment; street marketing, and maybe the most 
dangerous one is “branding content,” which is exactly the idea that the articles, in 
the sense of texts that explain things and that are advertising but they don’t tell you 
that, they make it seem like it isn’t an ad. It’s the best example of where we’ve gotten 
to with advertising, that it wants to not be advertising anymore, it wants to be the 
key content of media communication because in the end, it pays the media and it 
doesn’t want to just be a minor presence in the news, it wants to be the key content. 
For example, an ad might say, “We’re going to talk about something important, going 
around the city on bike, and I’m sponsoring this, but I don’t want to come out as the 
sponsor, I just want to write the article and say what I want about the bicycle.” And 
then at the end, there’s the Volkswagen brand logo, telling you that they sell cars, 
but the bicycle is essential, and they make a good pair, you can have a Volkswagen 
to go to work, and the bike for the weekend. They want to give whatever impression 
they want of the bicycle. For example, they’re not going to tell you that the bicycle 
is essential for going to work, because then the Volkswagen is in danger. It’s really 
dangerous, because as an article, it’s presenting a way of thinking about things.

What would you highlight as specific to this age of neoliberal advertising?

I believe that one of the most interesting things that has happened with time, 
something that the industry of advertising has understood very well, is the need to 
seek out interdisciplinarity, which mostly falls on the content of messages that don’t 
appear to be relevant. Immediately, the advertising industry has said that to advertise, 
you need to be familiar with psychology and sociology because it’s important to define 
the audience you’re addressing, and you have to know how to split up audiences, 
and that’s sociology. You have to know philosophy, because it’s a kind of transversal 
discipline that can analyze people’s objectives and explain their desires, what we look 
for in life, or where we find meaning. In the end, advertising is the industry that’s best 
understood everything else it needs to make powerful advertising, and there are a 
lot of people in other fields who still haven’t understood that. I studied philosophy, 
and advertising has allowed me to philosophize more than I have in the academic 
setting, because there they have structures and you get to where you get to.

The philosophical problems that you encounter in communication are massive, 
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and in the end you realize that advertising hasn’t done it because of any 
marvelous goal, but just to be more powerful. The pragmatic aspect of being more 
communicatively efficient and reaching people better is something they’ve done 
really well, because they have many resources, that’s the truth. You have money, 
you can afford to have psychologists, philosophers, and sociologists who study 
this issue. Now one of the most fashionable jobs in the advertising industry is the 
strategic planner which consists of a sociologist with a background in psychology 
so they can connect with what consumers want, etc. That’s a kind of work that 
before, advertisers were wary of, and now they’ve accepted it as necessary.

Thinking about your work in communication and media literacy, would 
you say that “Consume Hasta Morir” is linked to the field of formal and non-
formal education? What would you say are the challenges or unresolved issues 
in our formal educational model regarding the field of communication?

One of the principal tasks of Consume Hasta Morir since the beginning has been 
education. For example, we have a very good relationship with audiovisual education 
professors because they are people who really see our work as useful, and ask us 
for workshops. This happens because there’s a big deficit in materials and resources 
for communicative literacy or audiovisual media literacy, but it all depends on the 
faculty. Whether or not it’s at all present in curriculum depends on the faculty. For 
example, Ángel Encinas is a big collaborator of ours who’s in Ecologistas en Acción 
right now. He’s a professor, retired now, and with time he’s gotten increasingly closer 
to Ecologistas en Acción as we’ve been engaging with his materials and resources. This 
kind of professor, very interested in us, isn’t the norm because not everyone shares 
our critical view of the media. So, effectively, there’s a terrible deficit of all this. For 
example, I ask my students from the first day how an email that you write now gets 
to a friend in the US, and I give them three options: by satellite, by massive antennae 
that send the signal, or by underwater cables under the ocean. Only two raise their 
hands and say under the ocean, because the majority think, because we live in a 
culture of the imaginary, that internet is the cloud, the ethereal. It doesn’t occur to 
anyone that there are cables under the ocean to send things via internet. This example 
really captures this problem that we have of not knowing how technology functions, 
because new things are appearing at an impressive rate, and we don’t have time to 
decide to accept it or to see the problems. So of course, communication without that 
part would be really lacking, because we don’t know where these things come from, 
and we can’t understand the change that’s happened from analog to digital, which 
is crazy, and all in the last 15 years. Many times, I explain to my students that in this 
15-year transition from once-omnipresent analog to the digital, now every two days 
they produce as much digital information as all of the conversations that have taken 
place in humanity’s history. The students are astounded, and it’s because we don’t 
understand the scale of communication today, we don’t understand it because we’ve 
never understood how communication functions. We didn’t even understand how the 
telephone worked. That’s a tremendous deficit as it relates to communication. Many 
people consider communication something very simple, because we communicate 
amongst ourselves every day, but that’s not the truth. So communicative literacy seems 
like something essential, and we’ve tried to create materials, but of course it’s not just 
a question of creating material. There’s the whole other issue, which is ideological, 
and it has to do with why all the powerful tools that they study in advertising are only 
studied in advertising. Because there’s an obvious interest in protecting that space and 
not letting the information escape there, so that the tricks and tools of a discipline can 
be safeguarded somewhere, so those people know best how to convince you, how to 
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make a message more attractive. And of course, what the rest of society has to do is 
receive the messages, not knowing how advertising functions. And that’s dangerous, 
obviously, because communication in advertising, like audiovisual communication, is a 
kind of communication that’s evolved to be increasingly more attractive, and to avoid 
the typical problems that pop up when people gain knowledge and understanding 
about how things work. Advertising always stays one step ahead, trying to avoid that.

What do collectives and social movements need to 
learn about the pragmatics of advertising?

The world of advertising has been pragmatically intelligent while other worlds 
have not. Social movements are still learning about communication and rejecting 
marketing because it sounds like selling something, and that’s good, but the world 
of communications in social movements is really far behind. They are at a level 
where they don’t understand the audience they are addressing, wrapped up in a 
myth thinking that you’re reaching the people; in fact, you still hear a lot of social 
movements saying that the more people they can reach, the better, but that’s not 
saying anything. You don’t know if they’re trying to reach adults, young people, or so 
on, or what social class. Then they create leaflets that no one understands with super 
complicated words that can only be understood by people with a high academic 
level. Advertising left that kind of strategy behind in the ‘70s. It’s problematic, 
there’s no communicative culture in the better part of social organizations. We call 
it organized citizenry, because it’s really broad and there’s no communicative culture 
in the sense of understanding communication as a constant process; normally, social 
movements understand communication as the final step. What happens is that when 
you want to communicate something that you spent years investigating, suddenly 
you want to communicate it to the whole world really quickly and through all kinds 
of media. But there’s no strategy, you don’t know what group you’re trying to reach, 
you haven’t pulled out different materials for different audiences, as if the whole 
world could operate with the same resources and tools. And advertising doesn’t do 
this. That is, we are effectively lightyears from what advertisement has evolved into, 
communicationally speaking. And obviously, we all know that advertising has these 
tools in order to sell cars, and social movements have them to transform society. Social 
movements have a lot to say, they have really important things to say, and that’s where 
the chaos comes from, and they say it all in a single leaflet. But having important, 
valuable things to say doesn’t mean that you have to make these massive errors in 
communication. So we still have a lot to learn from the pragmatics of advertising. 
And it’s not about whether everything has the same value in the end, as many 
people say, because not all of the tools are the same. We’re reluctant to use certain 
advertising tools like print fliers. We think about it a lot while the agencies do it without 
any problems. We still have a lot to learn about strategies for social movements.

Do you do communication advising? 

Yes, that’s something we’ve done from the beginning, and we’ve been learning how 
to little by little. In the year 2005, we did not know much about how communication 
worked, so we’ve been learning. Whenever we’re able, not only have we advised 
people, we’ve helped various campaigns of social movements. People who come 
to mind that we’ve worked a lot with is the Educational Council of Castillo de León. 
This is a very powerful group of teachers that has called us to do social campaigns 
many times. For example, campaigns against certain neoliberal educational plans 
in recent years. And they asked us to help them learn about communication and 
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at the same time help generate materials and tools in a campaign to spread them 
for the parents and students. So we went over there and worked together to try 
to generate those materials, and it’s always been an exchange, we learn about 
something, and at the same time offer our advice regarding communication. The 
important thing is that these people are professors, but it’s also a social movement. 
I think that it’s essential for all social movements to learn communication strategies. 
Organized citizenry, like even a community of neighbors, needs to learn communication 
strategies because without that today, you can’t move through that world because 
you don’t have anything to do. With the current level of other agents like the 
companies, social movements come along and give up hope because they don’t 
see results, because the journalists or newscasters don’t come to record what they 
do, and, well, of course, it’s because you’re moving in a different environment.

How are the “Consume Hasta Morir” materials shared?

Right now, we are rebuilding the website because we had a hacker attack a 
while back, so we’re thinking about how to redo the website. We have about 
5,000 items saved; some of them are very outdated, and all of this has served 
to help us rethink if it’s worth saving all that material or selecting and keeping 
the pieces that interest us. We have publications, our anti-advertising posters... 
and we’re really in the middle of revising the website. The website is disabled for 
the moment until we revise it one last time, but most of the materials are in pdf 
format. For example, the books we have written, a report on sexist advertising, 
and the didactic CD that we made as a compilation of educational resources 
about consumption and communication. We gave the CDs to professors who 
asked for them, but they have now become a little obsolete. It is a lot of material 
and we are trying to see what is still valid and what is not. Historical files are okay 
to have, but people end up going to the articles that pop up first on Google.

How do you work the kind of problems that you develop in a country 
where there is a gag law and an intellectual property law? 

I believe that the gag law is a law aimed at silencing social movements in their more 
traditional form, not so much in other forms of communication. For example, I think 
the intellectual property law is more damaging for a collective against advertising 
because the law doesn’t let you touch practically anything. I mean, Nike wants you to 
tattoo the Nike logo on yourself, there’s no problem there, but if I take the logo and 
break it, then comes a complaint. This shows very clearly that the law of intellectual 
property defends companies or owners and prevents true criticism in the world of 
images. There can be criticism in text, I can write to report Nike, but I cannot express 
it with an act as simple and foolish as breaking their logo, which is very interesting. 
The law of intellectual property is there to protect social imaginaries, while the 
gag law is aimed at limiting protest. That is, it is more oriented toward the classic 
forms of protest, and it’s never been our biggest problem. Our biggest problem has 
been the protection that exists for large companies. In the case of the intellectual 
property law, it’s clearly set up precisely to avoid anti-advertising expression.

How have you settled the issue of complaints?

Many times through reasoning. In fact, we’ve written text for a British book about this 
issue because they asked us to explain our experience with the law, and it’s something 
that usually comes up in the workshops we do, it’s a common question. First, if you 
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notice, almost all of the anti-advertising we’ve done avoid directly using the logo. 
That was a decision made to avoid legal problems. Then, we put together a money 
box –– I haven’t told people about this before –– to cover legal issues. We all put in 
some money every year, not a lot, but just so that money box was there in case we 
had a legal problem. We haven’t ever had to use it, and the best example is a case 
when we saw a photographer taking pictures of one of our exhibitions, I think it was 
in Biocultura. He took photos of the posters in Biocultura, and in that moment we 
weren’t bothered at all, but then we realized that he worked for one of the big photo 
libraries. A lawyer from a big firm wrote us, saying that the photos we were using in 
that exhibition were theirs, they were from that library, which obviously paid for them 
because real photographers took them. And we didn’t complain about that, because 
we understand that photographers sell photography. But the crazy thing is that we 
made a poster and there was a normal photo of the Eiffel Tower, and they said that 
that photo was theirs, which is impossible to demonstrate because there are thousands 
of photos of the Eiffel Tower and that was outrageous. We came to an agreement 
and we told them that they were right about two of the photos, because we’d taken 
them from the internet and they probably did have an author. We eliminated those 
photos and substituted them for other free ones. From there, we decided that we’d 
never use more photos from the internet, but take them ourselves or use free photo 
libraries. So we switched those photos out, and there wasn’t any problem after that. 
We refused to switch the Eiffel Tower photo, we said that it was outrageous for 
them to get money from photography that was obviously from the public domain. 

In that text that we wrote for the book, they asked us to write about our experience, 
but it’s been a positive one because we haven’t had any serious problems due 
to our fear of causing problems for Ecologistas en Acción. In the end, we exist 
as our own entity, but behind us is Ecologistas en Acción, and it seemed like it 
would be easy to get into problems and then shirk and leave Ecologistas to take 
the blame, so we’ve always thought, well, we have to be responsible with this 
and not get into too much trouble, and manage ourselves by ourselves, and 
because of this, we’ve barely had any stories, but the ones we have had are very 
meaningful to talk about and explain what lies behind them, because people 
think you can take a logo and do what you want with it, and it’s not that easy. 

Have you had any legal problems? 

Interestingly, no, and I do regret that a little because I feel like it’s an important 
issue. Maybe we’ve hoped that something legal would occur and the people would 
support us, but we’ve never done it because in the end, we’ve never gotten that far. 
We’ve had various cases where they’ve written us legal burofaxes, including brands 
like Lacoste, a dermatological/aesthetic corporation, because we did advertisements 
similar to their brand and they wrote us demanding that we eliminate all of their 
material, and the funny thing is that the company has failed, it’s gone out of 
business, and we keep going. It shows that at the end, they can’t just denounce us. 

Is “Consume Hasta Morir” a political project? If so, what policy are we talking about? 

I would say that it is political in the way we understand consumption. I mean, 
talking about recycling today is very easy because it’s even profitable; it used 
to be something innovative but now we’ve reached a point where there are 
recycling lobbyists want us to recycle a lot, but consume even more, as if 
recycling gets rid of the limits on consumption. Our proposal is much more 
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radical in the sense that we say without reducing consumption, we can’t go 
anywhere; so, for the millions of people who keep consuming at this rate, 
you can be as efficient as you want but climate change will still be here. 

We’re in a situation where climate change is the big problem, because you 
could say it’s a lack of resources, but lack of resources in what sense? It’s 
not a lack of resources, the problem is that if we continue to consume at 
this rate, we’ll not only run out of resources, but we’re really going to make 
climate change make this planet uninhabitable in a few decades.

We have always opted to try to defend a consumption model that flips the current 
values; opposing thoughtless consumption, there’s conscious consumption and the 
search for ways to reduce it, but sometimes they’re values that are hard to explain 
and need more theorizing. For example, slowness versus speed. We live in a world 
where people want to move at full speed to get to places faster, sometimes to work 
all day. To have that speed and that crazy rhythm, with all the anxiety –– because 
that lifestyle generates anxiety –– we end up with a lifestyle that’s a wheel of 
unhappiness. All those devices act as providers of comfort, and we want everything 
faster and more comfortable, and of course when you start taking these values and 
turning them upside down you realize that the thing that’s worked up until now, the 
reason we’ve gotten here, is totally the opposite. Gradual processes, understanding 
natural processes, understanding your environment, having time to reflect on your 
own life and the stages you’ve passed through, being happy with other people. 
When we ask secondary school students who’s responsible for happiness, they say 
‘Coca Cola’ just by association. So the most important product in the world is a soda, 
something disposable, that says a lot about the world of consumption we live in. 

To turn all those things around would mean changing a ton of things in our heads 
and that’s very difficult to do, to eliminate the rhythms, the speed, the productivity. 
Yesterday, I interviewed a researcher who reflects on the productive and the 
nonproductive; we live in a society that doesn’t let you do anything unproductive. 
Of course, that’s crazy, we didn’t use to understand life like that. You did something 
not productive in a given moment and it was seen as good. Now everything has 
to be productive. It’s kind of putting in question how we live, and that’s what hurts 
because in a way we’ve been promised that technological comfort, more technology, 
is going to be what saves our lives in the sense of making us happy, and also letting 
us avoid certain problems like global warming, and now we know that’s not how it 
is. So of course it’s political, we’ve always tried to do sociopolitical transformation 
not to enlighten people or anything but just to recognize the limits of what we 
have ahead of us. It’s as basic as trying to recognize the limits of our society. 

You’ve been dedicated to social change since the ’90s. With the climate 
of political disaffection and economic insecurity, how do you keep up 
hope as the engine of your work? How do you combat helplessness? 

First of all, I think the issues have changed. I also believe like everyone who’s been 
an activist in various settings, I’ve changed over time. For example, in my twenties, 
what excited me the most was defending the rights of animals. After some time, you 
begin to understand and dive into other subjects. You mobilize for issues that begin 
to matter more to you. Now, for instance, it could be climate change or issues of 
consumption, or the bicycle. Activism doesn’t have to be something ethereal, it needs 
to be something connected to your life, your desires. What keeps me in activism is 



/#496 Constellation
of the Commons Consume hasta morir

that you find things that connect with your life and your day-to-day experience. For 
example, free software has been one of my central principles in recent years and 
it has to do with my work because I use free software tools. If it didn’t have to do 
with me or what I do, it would be really hard to keep up hope and keep fighting 
for these things. I think really the trick is to keep connecting to these things, and 
find hope in things in your own life, etc. Then there have been movements that 
give you hope and optimism regarding the global capacity for change, such as 
15M. For me, 15M proved that sometimes when you least expect it, certain things 
begin to connect and you see a possibility for important change. It showed that 
maybe you can change things, and it’s always good to have a certain optimism.

Keeping in mind that “growth” is a concept co-opted by capitalism, 
what does it mean for “Consume Hasta Morir” to grow? 

For me, growing means to be able to keep functioning, adapting ourselves to the 
times in a dynamic way. For instance, many people tell me, “Consume Hasta Morir was 
a very good project because it was critical.” I would like for the project to continue 
offering other things. I would like it to be able to have other, different discussions and 
offer other, different solutions because now, we need other things. That’s my biggest 
hope. I think that growing, in our case, is being able to change. It doesn’t matter if it’s 
still called Consume Hasta Morir or if the name changes, the important thing is that 
it keeps existing with the members, and that it keeps shaping itself in new ways.




