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THE GIMMICK AGE 

Thou b we call our era “the Atomic Age”, it may be more 
aptly labetad “the,Gimmick Age”. Tbe age of the trading stamps, 
bonuses and bargams. Surely, the bargains or “special offer’’ plays 
a bigger part in our lives today than nudear fission. If the contents 
of our press and radio-television programme are to be an indication, 
bargain hunting is our obsession. These mass media devote so 
much effort to the publicizing of sales, “Spedals” and “slashed 
prices”, as to rival any Russian technique of brainwashing in its 
efficiency. 

The creation of these sales ”gimmicks” has become a bwming 
business. Its forerunner, the advertising industry, uodeniably 
contributed greatly to business and ente rise Now the cork has 
been pulled out! the genieis a t  large. WeEve ;nwitt&ly unleesed 
a monster which has overste ored all re- 
striclions of common sense. % day is fast a p p r o a & g  when we 
will be ying as much for the attractive padrage and publicity as 
the p r o E d  itself isacluall worth. Sales promotion has, to s8y the 
least, developed beyond dproportion. For instance, today, 
actors and professional athletes must certainly be earning as 3 
by beating the drum for various d u c t s  as to equal their actual 
salary. Everything from razor b h e s  to prefabricated swimming 

01s. fmm breakfast cereals to sports cars is acclaimed and lauded 
.some “big name” of the sports ar- or Hollywmd screen. As 

an indication of the trend, we notice that such “celebrities” in ever 
increasing numbers are being presented, si in4 the raises of some 
product or other. Every day sees (he intrc%ctnn ora  new ‘‘secret 
ormula” mntainiog pmduct. Each one, of mume, is “revolution- 

ary”, completely new. Every day, from every quarter, we are 
barrapd by a never-ending volume of “ ‘mmickery”. Apparently 
then, It hasn’t reached it’s zenith yet. %ea,,. and when IS it going 
to end? 

A rime characteristic of the sales pmmotion “gimmick” and 
a gmd i%u;stration of the degree to which it has become a art of our 
every day life, is the rapid succession of facsimiles whicg follow in 
the wake of a mfitable product. Consequently, the ori ‘nal be 
mmes the “open imitated but never excelled”, and t f e  r i v i  
pmducts become yet more spectacUsF in achievement. Today, we 
can buy tooth paste or axle grease in push-button containers. We 
can buy “‘instant” fmit juice or “instant” auto paint. On end on 
the list goes. 

Today, everyone is a bargain hunter, not by choice maybe, but 
because one cannot avoid them anymore. ‘‘Bargainism” has 
pervaded almost  ever,^ field of enterprise. The real estate business, 
which involves a man s biggest single investment, his home, presents 
him with a bewilderin assortment of bargains, deals and “gim- 
micks”. So it goes AI down the line, even to such a trifle as a 
+t comb. “Gimmickery” has become so widespread in our 
tlmes, as to become inescapable. 
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