WM AE 100 RFEERALERAELRRBE

8

1 H

H-=

PNt

t |

H

# A7 4 %)

# ® # B

'&Z'JHP%ZF)'T

RN o o

AR VTR NS0 A ot e
KB AT ERBNEE

—~ METRUR - RSB S ER AR B AERE HhE T
RIEIR , BHE > FBBEEANREREE > AT RRERAE? (259)

- TERE ) - TRRR, - TR, -~ TR FEHRERTUE  HhA

IR ? STl - (2543)

= S S T ESCCE R Q5P -

First, let us establish what a culture of romantic love means. It is a culture whereby

the definition of a good life includes finding a person able to generate long-lasting and

yet exciting feelings, and being able to extend the experience of love throughout one’s

life. Love flourishes in individualistic cultures. Individualism is the social

transformation that gives rise to a culture of love. Individualism has many

institutional sites (legal, economic, moral, etc.). But in the twentieth century it was the

culture of consumption which shaped most significantly the individualist seaich for

love. Consumer culture has used extensively the image of the couple in love to

promote its goods. Thus what we call dating implies both that a couple meet outside

the home and that they purchase together a leisure good: to go to a movie, to a bar, or

to a restaurant.

4% B Steven Seidman, Nancy Fischer and Chet Meeks (Eds.) (2007). ‘Romantic
Love: Interview with Eva Illouz’. Introducing The New Sexuality Studies: Original

Essays and Interviews. London and New York: Routledge, p.39.
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