
 

 

 

 
 

 

          Better Business Focus  June 2015 

 

 

 

 

 

 
 

 

          Better Business Focus  June 2015 

 

 

 

 

 

 
 

 

          Better Business Focus  November 2015 

  

 
28 

The Consumer to Contributor 

Continuum: People who live in 

developed societies are routinely 

referred to as “consumers.” From a 
business and marketing perspective 

this makes sense, because that’s 

exactly what we are. We consume 

food, beverages, electricity, gasoline, 

entertainment, clothing, an ever-
growing variety of household gadgets, 

electronic devices, and other 

accumulating “stuff”. 
 

“Consumer” is a synonym for 

“customer” or “shopper”. And in 

these terms being a consumer doesn’t 

seem objectionable. After all, few of 

us grow our own food, make our own 

clothing, or chop the wood to heat 

our homes—and neither do our 

neighbours. Purchasing these 

necessities (and yes, a fair number of 

luxuries) is simply part of modern life. 

 

The problem arises when the word 

“consumer” stops being a word that 

describes our transaction patterns and 

instead describes our attitude, our 

lifestyle, and even our identity. When 

we find that we’ve become more a 

compulsive consumer than a 

conscious contributor, then we’ve lost 

an essential part of what makes us 

human. We’ve reduced who we are to 

what we can buy rather than how we 

can care, give, or serve—and that’s a 

huge loss, huge loss, not a gain. 

 

The Garbage Disposal 

Lifestyle 
Being a compulsive consumer is like 

being a garbage disposal in the kitchen 

sink. A garbage disposal unit “eats” 

whatever is put into it, but it doesn’t 

give anything back. Stuff goes into its 

endlessly grinding maw and nothing 

ever comes back out. (Not that you 

would want a garbage disposal unit to 

regurgitate its contents.)  

 

The point is, a garbage disposal 

doesn’t have a reciprocal relationship 

with anything around it. It’s the 

ultimate taker. 

 

Isn’t that how we live when we 

behave as compulsive consumers? We 

suck in whatever we can afford (or 

what our credit limit allows us to 

charge). We wear stylish clothes, eat 

overpriced meals at trendy 

restaurants, entertain ourselves with 

the latest gadgets, upgrade our cars 

and homes more often than needed, 

and overwhelm our kids with toys. 

 

When we’re not actively consuming, 

we’re often thinking about what we 

want to buy next.  

 

And often, our consumption isn’t 

prompted by genuine need or 

thoughtful consideration, but by clever 

marketing which stimulates greed, 

laziness, desire to keep up with the 

neighbours, or an insatiable urge to fill 

our emptiness or cover our 

unhappiness with more and better 

“stuff.”  

 

We rarely think about the fact that 

when we consume we are also in 

relationship with someone else, 

whether it’s a manufacturer, 

salesperson, or customer service 

provider. Instead, we see our 

purchases as opportunities to satisfy 

ourselves, to become happier, to fill a 

hole in our lives, to one-up the 

neighbours, or to give our kids an 

edge.  

 

We don’t think about our 

consumption as a genuine interaction 

that creates a real impact on others. 

Often—like the garbage disposal 

unit—we don’t make any effort at all 

to give back to the person who sells, 

provides, or services what we are 

consuming. 

Ron Kaufman 

Are you a Compulsive Consumer or a 

Connected Contributor?  

 

 

Excerpts from Ron Kaufman’s upcoming new book, 

The Joy of Service.  

http://insights.upyourservice.com/acton/ct/1088/s-02bb-1507/Bct/q-138a/l-001f:1787b/ct5_2/1?sid=aSr9UVHZF
http://insights.upyourservice.com/acton/ct/1088/s-02bb-1507/Bct/q-138a/l-001f:1787b/ct5_2/1?sid=aSr9UVHZF
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We think that giving them our money 

is enough to fulfill our obligation. Like 

a garbage disposal, we are simply 

“sucking in” what we want and 

washing it down with money. We 

don’t focus on—or sometimes even 

notice—the quality of our human 

interaction with others. In fact, at our 

worst, our attitudes and behaviors 

may even drain energy from those 

who serve us. 

 

Being a Conscious and 

Connected Contributor 
But this compulsive consumption is 

not required. We do have a choice, 

and we must make this choice every 

day. Instead of unconscious, 

compulsive consuming, we can choose 

a mindset of conscious and connected 

contribution. We can recognize that 

life is reciprocal and social. We can 

participate in each of our interactions 

as an exchange of energy that affects 

both sides far beyond the products 

and services purchased or the money 

made. 

 

When you choose to be a connected 

contributor, you recognize the act of 

consumption itself can be shifted to a 

more meaningful level by valuing the 

human element that’s always present 

in an exchange of goods and services. 

This mental shift is what changes our 

attitudes, and this changes our 

behavior. And changing our behavior 

is what, quite literally, what changes 

the world. 

 

Every time you consume something, 

you have an opportunity to connect 

and contribute to someone else’s 

experience of life. The extent or 

degree of connection—and its effect 

on the other person—is entirely up to 

you. Do you only take, or do you also 

give back? Do you experience each 

consumer transaction as one more 

moment for “me” or as another 

experience to create and contribute 

to “we”? 

 

Here’s what this might look like: 

 You are dining at a restaurant 

where you heard the food is good. 

But rather than focusing intently 

on the food, you focus more 

inclusively on the food and on 

contributing to the spirit of the 

waiter. You ask her which items 

on the menu she recommends and 

why. Perhaps you even 

compliment her on the way she 

explains your choices. Your 

constructive attention raises her 

energy and raises her game. She 

enjoys serving you more, and you 

enjoy dining more. 

 A salesperson brings several sizes 

of shoes for you to try on. Instead 

of immediately slipping a shoe 

onto your foot, you pause and 

give the salesperson a warm smile 

and a sincere “thank you.” The 

salesperson smiles back and you 

are connected. Your whole 

experience of trying on and 

selecting new shoes is 

transformed. 

 After you usher a repairman into 

your home to make a repair, you 

notice that he looks exhausted. 

Instead of observing silently as he 

goes to work, you offer to bring 

him a glass of cold water and 

engage in a moment of friendly 

conversation. Suddenly the 

repairman in your home is not a 

rude intrusion, but an opportunity 

for mutual appreciation. 

 You overhear the customer ahead 

of you in the grocery checkout 

line responding rudely when the 

cashier explains that some of their 

coupons have expired. The cashier 

cringes at the outburst but says 

nothing more. When your turn 

comes, you tell the cashier that 

you admire how she operates with 

integrity. Your cashier’s dignity is 

restored and she serve you with 

greater pride and pleasure. 

 

In each of these scenarios, you found a 

way to pass acknowledgement and 

appreciation to the people from 

whom you were consuming, instead of 

treating them as a mere means to an 

end. That’s what conscious and 

connected contribution looks like in 

action. It doesn’t have to be big or 

flashy or grandiose, but it is a two-way 

street. 

 

Consumption beyond the 

“Stuff” 

Consumption isn’t limited to things 

you buy. Sometimes, we can act like 

consumers in our personal and 

professional lives as well by taking a 

lot without giving much back. 

 

Usually, we don’t set out to hurt 

other people by acting like consumers 

in our relationships—it’s just a 

consequence of losing ourselves in a 

“me-me-me” focused culture. On a 

shallow level, it feels good to behave 

as though the world revolves around 

us, but in the long run this attitude can 

be isolating and destructive. 

For example, you might take for 

granted some the things your spouse 

or partner does, like preparing meals, 

doing the dishes, mowing the lawn, or 

taking the kids wherever they need to 

go. But at the same time, you 

complain about all the things you are 

dissatisfied with in the relationship. 

 

Perhaps you know someone else who 

is a consumer of your time, energy, 

and goodwill. Activities and events are 

always on their timetable. The topic of 

conversation revolves around what’s 

going on in their life. They don’t seem 

to ask, or really care, about how you 

doing. 

 

Consumer attitudes can be found in 

the workplace, too. We’ve all 

encountered team members who 

contribute with as little effort as 

possible yet gladly accept praise for 

the group’s accomplishments. 

 

Each of these situations can be 

resolved for the better. At home, at 

work, and in the community, the key 

is shifting your perspective from “me” 

to “we”, transforming “What can I get 

out of this relationship?” to “How can 

I make this relationship richer and 

more meaningful for all of us?” 

 

Reducing Consumption 

Increases Contribution 

Most of us will not stop being 

consumers in the usual sense of the 

word or in the course of our daily 

lives. Whether we consume 

mindlessly, however, is up to us each 

day. Mindless consumption breeds 

more mindless consumption. How 

many objects are gathering dust inside 

your closet? Why are storage facilities 

one of the fastest growing industries?  

 

Take a close look at what you are 

consuming and ask yourself: Do I 

really need all this stuff? Why am I 

really buying it? What am I going to do 

with it once I own it? Will I still be 

glad I bought it in a week, a month, a 

year?  

 

When you become a conscious 

consumer you will naturally acquire 

what truly meets your needs. You’ll 

end up with more time, energy, and 

money that you can use to live a life of 

joyful service. And best of all, you will 

discover that consumption and 

contribution have an inverse 

relationship: the more meaningfully 

you connect with others, the less 

you’ll feel driven to consume. 
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Important Notice 
© Copyright 2015, Bizezia Limited, All Rights 

Reserved 

 

This article appeared in Better Business Focus, 

published by Bizezia Limited ("the publisher"). 

It is protected by copyright law and 

reproduction in whole or in part without the 

publisher’s written permission is strictly 

prohibited. The publisher may be contacted at 

info@bizezia.com (+44 (0)1444 884220). 

 

The article is published without responsibility 

by the publisher or any contributing author for 

any loss howsoever occurring as a 

consequence of any action which you take, or 

action which you choose not to take, as a 

result of this article or any view expressed 

herein.  

 

Whilst it is believed that the information 

contained in this publication is correct at the 

time of publication, it is not a substitute for 

obtaining specific professional advice and no 

representation or warranty, expressed or 

implied, is made as to its accuracy or 

completeness. Any hyperlinks in the article 

were correct at the time this article was 

published but may have changed since then. 

Likewise, later technology may supersede any 

which are specified in the article. 

  

The information is relevant primarily within the 

United Kingdom but may have application in 

other locations. 

 

These disclaimers and exclusions are governed 

by and construed in accordance with English 

Law. 

 

Publication issued on 1 November 2015 

  

  

 

Will you consume mindlessly or 

contribute meaningfully? Will you 

primarily “take” for yourself, or will 

you “give” to the experience you 

share with others? 

 

How do you want to live today? 

Unconscious and compulsive 

consumer or conscious and connected 

contributor? You choose. 

 

Are you becoming a more connected 

contributor? Please share your ideas 

and experience with the author here 

 

About the Author 
Ron Kaufman is author of The New 

York Times, USA Today and 

Amazon.com bestseller, “Uplifting 

Service! A Proven Path to Delighting 

Your Customers, Colleagues and 

Everyone Else You Meet” and 14 

other books on service, business 

and inspiration.  

 

He is also the founder of UP! Your 

Service, a company that enables 

organizations to build Uplifting 

Service cultures and enjoy a 

sustainable advantage. 

 

Co-ordinates 
Mail: UP! Your Service 

50 Bayshore Road, Suite 31-02 

Singapore 469977 

Tel: (+65) 6309-9668 

E-mail: Enquiry@UpYourService.com 

Web: www.UpYourService.com 

 

 

 
 

 

Free Resources  
A strong service culture leads to sustained 

improvements to customer experience, 

and a sustainable competitive advantage for 

organisations. But where do you start? 

 Service communications let customers 

know exactly what you stand for. 

 Service communications keep team 

members engaged and aligned to  

the service mission. 

 Service communications create 

connections. 

 

Learn more, and evaluate your own 

Service Communications with this  

FREE ASSESSMENT: How Powerful are 

Your Service Communications: go to  

http://goo.gl/TkQigl  

http://www.upyourservice.com/blog/the-joy-of-service-book/consumer-contributor-continuum-part-two
http://www.upyourservice.com/
http://goo.gl/TkQigl

