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<P></P><P>In the hands of the corporate sector, marketing has
turned us into spoilt, consumption-obsessed children who are
simultaneously wrecking our bodies, psyches and planet. Given the
fiduciary duties of the corporation, notions like consumer sovereignty,
customer service and relationship building are just corrosive myths that
seduce us into quiescence, whilst furnishing big business with
unprecedented power. Corporate Social Responsibility, the ultimate
oxymoron, and its country cousin, Cause Related Marketing, are just
means of currying favour amongst our political leaders and further e



