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Abstract : We are moving towards an age of abundance. Through increasingly intelligent automation of production there has  

been a drastic reduction in prices of goods and services. This technological change has brought with it a change in perception 

of human needs. Where reusability was the mantra for the past few decades, this has now been replaced with the ideology of 

disposing off unusable products and purchasing new ones. Even though there has been lot of capital invested in improving the 

efficiency of production, resources have been rarely allocated towards handling disposability and analysing its impact on the 

environment. Even though the solutions for handling environmental issues have been mostly technological we propose that 

through radical change in human perception and behaviour, we can efficiently handle the rate at which the resources are being 

utilised. This paper discusses how this change in human values due to abundance and automation is impacting the planet with 

limited resources, how current technologies address disposability issues and how innovation can lead to smoother transitions in 

human behaviour. 
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I.I NTRODUCTION 

 

 
Introduction: Abundance in economics is studied as “post-scarcity”, it is a theory that says, most goods and products can be 

produced in great abundance with very less human labour, so that they become available to everyone very cheaply or even 

freely. Post-scarcity is not taken to mean that scarcity has been eradicated or eliminated for all goods and services; instead, it is 

often taken as, a state of economy in which everyone can easily have their basic needs met along with other significant 

proportion of their desired or dreamed goods and services for pleasure and luxury. 

In the study of production and economics, “over-production”, or glut refers to excess of supply over demand of products being 

offered to consumers in the market. This leads to lower prices of goods and services and/or unsold goods and eventually waste 

of resources or the possibility of unemployment. This is the from the point of view of supply, it’s demand side equivalent is  

under- consumption. Experts consider supply and demand as two sides to the same coin. Excess supply is relative to a given 

demand, and insufficient demand is related to a given supply. Thus, over-production and under-consumption are considered 

equivalent. Over- production can be described as the accumulation of unsalable inventories of products in the hands of various 

businesses. Over- production is a relative measure, referring to the excess of production over consumption of that particular 

product or service. Overproduction is the norm of the system, because capitalists would rather eat some added cost by 

producing too much than miss a sale. This all is generally discussed in terms of economy or capitalism, but this phenomenon of 

abundance affects the environment and hinders the model of sustainable development. The producer is not only one to blame, 

consumer psychology is also a major factor of this abundance.[1] 

Product Abundance: In 1932 Planned Obsolescence was proposed as a means of enhancing and accelerating the market to 

end the Great Depression (London, 306 Local Economy). Planned Obsolescence intended to make the consumer goods 

obsolete rapidly and get replaced; designers and engineers were employed to develop products that met these criteria. For 

example, General Motors fostered ‘the desire to own something a little newer and a little better, a little sooner than necessary’ 

(Stevens, 2005) by introducing frequent and cosmetic changes (such as new color or body trim) to their car designs. Planned 

Obsolescence certainly increased company profits. Over 50 years ago it was recognized as ‘the systematic attempt of business 

to make consumers wasteful, debt-ridden, permanently discontented individuals’ (Packard, 1960). 

Nevertheless, it is still practiced and is particularly common in electronic products. In many instances, adhesives are used to 

join components, a positive feature of which is that products can be very slim; conversely use of glues makes disassembly 

http://www.jetir.org/


© 2018 JETIR  October 2018, Volume 5, Issue 10                                  www.jetir.org  (ISSN-2349-5162) 
 

JETIR1810820 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org 259 

 

difficult without damage to components and therefore repair or replacement of components is difficult or impossible; repair 

and replacement are also made impossible by limiting or discontinuing supply of spare parts. In such lands of plenty, evident 

consumption it becomes a big task for the designers to tackle between the need to design for sustainability and satisfying the 

requirement of the capitalists to increase the productivity of goods and services. However, here the conclusion is that 

sustainability must ultimately be intertwined with social processes such as fashion, identity and identity construction. The 

production and consumption are becoming progressively more fashion sensitive, dependent on aesthetics and well-designed 

products and services. 

 
Product abundance and experience: 

The concept of ‘industrial designer’ was first coined in the 1920s USA (Ahlklo, 2004). A group of trained decorators, set 

designers, graphic designers, and advertising professionals started to propagate the need to ‘style’ product to make them more 

aesthetically pleasing, insisted on being modern. The term ‘consumer appeal’ entered the corporate world, and one of the most 

visible examples was the one where the classic T-Ford, was taken into production in 1908, it lost market influence in the year 

of 1927. The competitor General Motors started to bring change in the models every year, and evidently, a change in the model 

was required evidently. In 1928, Ford presented the A-Ford, and from then on, industrial design became an important part of 

the product that was being offered. During the next coming years, the focus on design grew, and the concept ‘corporate design’ 

was introduced. In the period of coming decades, the design concept started to pay attention to both the look and appeal of a 

product, but also the process through which the product was enhanced. Corporate design as an idea evolved through the 

initiation of terms such as branding and corporate identity. In the 1980s, companies started to market their products through 

‘attitude,’ ‘lifestyle’ as well as ‘passion’ (Adams, 2004). Thus, design started to become more of an insignificant thing. 

Commodities were not bought for their own sake, but for their capacities as a part of including an identity to consumer's 

lifestyles and upgrade their status. The contrast, as compared to half a century earlier, argues Ahlklo (2004), is that the ethical 

imperative and the moral claims do not exist in the contemporary style model. Taste, Ahlklo writes, is all about appealing 

factor and not at all about ethics. An increasing number of consumer activities are going through aestheticization (Löfgren and 

Willim, 2005). The user's spheres such as the home, the body and the soul are now subject to individual design. Magazines 

targeting on interior design, gardening and lifestyle are flourishing; educational courses are focusing on design and swiftly 

increasing in numbers throughout Europe and members of parliaments in several Western countries speak of design as one of 

the significant economic influencers for developed economies (Ahlklo, 2004). All of this data indicates that design has been a 

powerful medium in implementing the product abundance and in the booming popularity.[2] 

Wide Variety: Wide variety is marketing strategy in which a retailer or storekeeper stocks many different products. The 

concept of wide variety is used to draw in customers looking for an array of goods of different type. 

Deep Assortment: A deep assortment of products means that a retailer or shopkeeper carries several variations in a single 

product. Retailers generally face a trade-off when determining whether in their business they will pursue a wide variety or a 

deep assortment merchandising scheme. 

Choosing both patterns of retailing simultaneously requires a large amount of space and capital and doing both is typically the 

primary domain of big box retailers. On the other hand, stores with smaller spaces and less investment must decide whether to 

choose a deep assortment strategy and or to go with a wide variety strategy. 

Retail and Human Psychology: Retail Psychology is the branch of psychology that deals with the study of consumers and the 

factors that influence how consumers choose and spend on their choice. Understanding consumers is very important for a 

business trying to sell and to compete against other businesses of same nature. Designing, advertising and marketing 

techniques at different levels are influenced by retail psychology. Big Companies ensure consumer information is collected so 

that it can be used to their advantage. The aim of retail psychology and marketing or advertising is to increase consumer 

spending and impulse buying. The sole aim of retail psychology is to increase consumer spending and impulse buying. Some 

of these techniques are subliminal while on other hand some are more obvious. 

Product abundance and human behaviour: Human behaviour holds within, every action, thought, feeling or perception of 

people. This implies that every decision that is made every day, is classified as human behaviour. Consumer behaviour has 

been defined as the study of human behaviour in a consumer role. Consumer behaviour, represents specific types of human 

decisions and actions, concerned with the purchase of products and services from markets.[3] Abundance in products and 

services gives a wide range of options for the consumer to choose from. How does it affect the consumer behaviour? How does 

it change shopping habits of a person? How does this abundance affect human psychology? These are some of the questions 

that need to be addressed in the current demand of sustainable development. 

“Let’s suppose, you don’t have an option of going to a regular juice maker, and to buy Orange juice, you have to go 

to supermarket, as they say to save your time and to look for a product that guarantees something under their brand name. 

There You have options. You like your orange juice to be organic or regular? With or without added calcium? Calculated 

calories? or with pulp or without it?” 
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These options of a simple product may satisfy some of you or in opposite of it, may confuse others. Or maybe in an 

environment and culture like ours the thought of having these many options and to select any of those, is keeping you out of 

the supermarket entirely, instead of wasting time to choose from them, you would rather scrape by on whatever is still in the 

house. Although a wide range of consumer choices may sometimes mean that we get exactly what we wish for, too many 

choices can also overwhelm us and take us to the point where we choose nothing at all. 

Today while we look for a product, depending on the budget we scroll through as many options possible, we use filters such as 

price and fashion and taste, and hence optimize to go for a product. We engage ourselves in the process mentally and it may 

happen that it gives us a sense of satisfaction and happiness but, chances are that we reach a point where all of these choices 

start to be not only unproductive, but sometimes counterproductive, a source of regret, pain, unrealistic high expectation from 

the product due to the brand name or even worrying about missed opportunities. Researches have proven that people who wish 

for maximization are more prone to perfectionism, which results in depression. They are more likely to compare and 

differentiate themselves negatively with others and are more prone to regret than those who use satisficing strategies. 

Mental model: A mental model is an explanation of an individual’s thought process about how something works in the real 

world. It is the representation of the surrounding world, the connection between its various parts and a person’s intuitive 

perception about his or her acts and their consequences. Beliefs, ideas, images and verbal description that the consumers 

consciously or unconsciously form from their experiences and which guides their thoughts and actions within narrow channels. 

It helps the producers identify the types of consumers to study the target audience for a specific product, service or system and 

improve its functionality, aesthetic appeal, influencing the human behaviour of buying these entities and hence, results in mass 

consumerism and product abundance. Also, to recognize and remember relationships among components of the environment 

around the product and the buyer as well as to construct expectations for what is likely to occur next for better productivity. 

There are two types of mental models: 

 Abundance Mindset- These see the world as resource sufficient and power as shareable. This mental model is 

healthier; are better at a conflict resolution, communication, and teamwork. However, excessive abundance may lead 

to dispersing energy and misplacing optimism 

 Scarcity Mindset- These work from fear and control. They often struggle with communication and have trouble 

entrusting people with a task or responsibility. 

 
Human Values and Environmental Problems: Ethics is the area of philosophy that is carried out through the human values 

and their logical application. These values are supposed to be principles that an individual or society it belongs to, consider 

important to follow or worthwhile to pass it on to new generations. Values are not constant entities but change through various 

political, cultural, societal, and economic priorities. Ethics helps us distinguish between right or wrong, acceptable or 

unacceptable actions and Ideas. Ethics plays an important role in any type of human activity that involve voluntary action and 

conscious judgement. Whenever across cultures, conflicting or different values clash, ethics helps us to choose which value is 

better or more moral, or worthier, or to be followed as compared to other values. Environmental ethics similarly examines 

moral values to detect how humans should interact with the natural environment. Environmental experts and ethicists consider 

questions such as what role one should play in determining the fate of resources, fellow living species, or how they should 

develop an environmental ethic that can be accepted in a short span for us as individual consumer but also in the long term for 

other species, future generation and the planet as whole. These critical questions and others like them are intellectual issues that 

involve ecological, economic, political, societal, and individual traits. Environmental ethics questions not only the actions of 

people living today, individually and collectively as society as well, but also the rights of future generations. Some aspects of 

current environmental ethics are critical because the impacts of today’s activities and technologies are changing the 

environment today itself. Let alone predicted results or impacts in future these activities are affecting the environment today 

itself. In some scenarios these impacts, and outcomes may be felt for hundreds or thousands of years. Addressing issues related 

to environmental ethics puts us in a better position to use resources, science and the technology for long-term environmental 

sustainability. It becomes an individual’s responsibility as most social, cultured and dominant species on earth to use these 

resources keeping in mind that they are limited. 

Sustainable consumption: Consumption overpopulation is degradation and pollution of the environment that is a result of 

actions, when everyone in a population consumes a large a share of resources. Consumption overpopulation takes birth from 

the lifestyles of people living in urban areas developing countries and people from highly developed nations. Lifestyle is 

interpreted broadly as goods and services bought for living, eating, clothing, housing, traveling, recreation, and entertainment. 

All aspects of the production, consumption, and disposal of these goods and services that make a lifestyle are considered in 

evaluating consumption overpopulation, including environmental costs to produce them. Such an analysis is carried out to 

build a sense of what it means to consume sustainably against what is produced unsustainably. Sustainable consumption, just 

as sustainable development, drives us to address whether our present consumption undermine the long-term capacity of the 

environment to meet the need of future generations. Factors that impact sustainable consumption include technology choices, 

population, social values, economic activities, and government policies. At global level, sustainable consumption requires the 
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eradication of poverty on a global scale, which in response requires, poor people in developing and developed countries 

increase their consumption of certain resources. For the overall consumption to be sustainable, however, the consumption 

patterns of people in developed countries must change. 

Voluntary simplicity: Voluntary simplicity recognizes that individual’s happiness and lifestyle is not necessarily linked to the 

accumulation of material or goods. People who adapt the living style of simplicity define their own character of how many 

things he or she owns and what part of the inventory is useful and what is not. The belief of simplicity requires a change in 

behaviour as people purchase goods and avail services and use fewer items as compared to what they might have formerly. It is 

a kind of commitment at an individual level toward sustainability and saving the planet and its resources for future generations. 

Many individuals, communities and industries are developing innovative ways to adapt this practice to make do with less. 

Some communities have even organized “tool libraries”. Tool library is one from which people check out power and opt for 

hand tools for a minimal fee. Such a model reduces the expense for individual family to spend on a whole set of materials 

required for gardening and domestic maintenance. Other activities like community library, townhalls, parks, celebration spaces 

can function on same models. 

 
Conclusion: As discussed above, we see a drastic change in the entire definition of a commodity from being all about 

functionality to being more appealing, extra features and add-ons to satisfy and generate dormant desires of consumers. This 

pattern in returns facilitates the industrialist and capitalist in increasing the productivity of a commodity with a decrease in any 

chances of repairing; there is an inversely proportional increase in the demand for the next best product brought by these 

capitalists in the market. Designers are bound to follow this trend as it is advertised as fashion and need of a consumer. This, in 

turn, changes the consumer behaviour concerning dumping the products as soon as it reaches the end of product life, as they 

have the minimum or no chances of recycling or upcycling it. Affecting the mentality of a consumer regarding other instances 

such as their emotional front therefore not making them realize about the sustainable behaviour. We are so blinded by the 

visual appeal, personal identity and image creation that we are producing and consuming way more than is necessary. 

following fashion trends and disposing it off as soon as the next one comes in the market, thus not paying attention to where 

the disposed-off products end up that is in the form of landfills which is increasing the carbon footprint a hundred folds due to 

the population, it is increasing even as we speak. 
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