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 یا اًل یا الله یا طراح

ٕٕٔ 

 

 ػٝمت گـآی،    

اف ٓـین رنتزٞی ٗبّ کتبة ػؿ ای٘تـٗت آکبٕ پؾیـ ٓی ثبىؼ ٝ رٜت  e-bookتٜیٚ ایٖ ٗنغٚ اف 

ریال )ثنتٚ ثٚ ٓیقإ ػؿآٓؼ عٞػ( اٗتغبة ٗٔٞػٙ ٝ ثٚ  ٖٖٓ/ٓٓٓپـػاعت ثٜبء کتبة ٓجِـی ؿا تب موق 

 یکی اف ٓٞمنٚ ٛبی فیـ پـػاعت ٗٔبییؼ. 

 ثب تيکـ اف ىٔب

 /https://behnamcharity.org.ir پٞؿ ٓٞمنٚ عیـیٚ ثٜ٘بّ ػٛو 

 http://mahak-charity.org/main/index.php/fa ٓٞمنٚ عیـیٚ ٓضک

 /http://kahrizak.com آمبیيگبٙ عیـیٚ کٜـیقک

 

Dear friend, 

You can find a digital copy of this e-book in the Internet. You can download 

this book with a price that goes to a noble cause. So, you are kindly requested 

to pay any amount up to 33 Euro (EUR) as per your capacity. Payment to be 

done to any charity organizations based in your country, for instance: OLD 

AGE HOME, HEALTH CARE (CANCER), CHILD LABOUR, and so on. 

(Readers in every country must find the exchange rate of Euro (EUR) then do 

the payment with their own currency in their own country). 

Thank you 

 
Mohsen Jaafarnia 
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 اٗنبٕ تضَیَ کـػٙ ثب چئبٕ کبٓلا ثنتٚ ػؿ صبٍ ٗبثٞػی فٓیٖ امت.

Educated men are destroying the nature with eyes wide shut. 

 

 



 

 

 

 

ؿمٚ ٓـاصی ػاٗيگبٙ ٛٞٗبٕ ٍ٘ؼتی ػؿ ٓؼؿىتٚ ٓـاصی ػاٗيیبؿ ػؿ ٗیب رؼلـٗٞین٘ؼٙ ایـاٗی ایٖ کتبة ٓضنٖ 

اٝ ثٞامطٚ اصتـآی کٚ ثٚ تُٞنتٞی هبئَ امت ػؿك ٓی ػٛؼ.  ٝ ثٚ ػاٗيزٞیبٕ اعلام ػؿ ٓـاصی ؿا ٓی ثبىؼ

 ایٖ ٗٞین٘ؼٙ ثقؿگ ٓی گٞیؼ: ایٖ کتبة ؿا ثٚ ؿٝس ثقؿگ اٝ توؼیْ ٓی ک٘ؼ.

گیـّ، ثبٝرٞػ ایٖ ثٚ عٞػّ ٝ ػیگـإ  "ٖٓ ثـ پيت ٓـػی ٓی ٗيیْ٘، کٔـه ؿا عْ ٓی کْ٘ ٝ اف اٝ مٞاؿی ٓی

آٔی٘بٕ ٓی ػْٛ کٚ ثـایو ٓتبملْ ٝ آؿفٝ ػاؿّ ثبؿه مجک ىٞػ. ثٚ ٛـ ٓـیوی کٚ ٓٔکٖ امت، ٓگـ پبییٖ 

 آٓؼٕ اف ػٝه اٝ."

 

The Iranian author of this book Mohsen Jaafarnia is an Associate Professor in 

the field of Industrial Design at School of Design, Hunan University. He 

teaches ethics in design to the students. His deep respect for Leon Tolstoy 

who was a great author finds reflection in this book. The author dedicates this 

book to Tolstoy‟s Great Spirit. He says: 

"I sit on a man's back choking him and making him carry me, and yet assure 

myself and others that I am sorry for him and wish to lighten his load by all 

means possible...except by getting off his back.  "  
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 ربػٝگـإ میبٙ ٝ ملیؼ

ػؿ ایبلات ٓتضؼٙ ثٚ ُضبظ کٔی، تؼؼاػ ثیئبؿی اف ٓـاصبٕ ٓيـٍٞ ثکبؿ ٛنت٘ؼ کٚ آٜٗب ؿا ٓیتٞإ ثٚ ػٝ ػمتٚ 

ؿامتبی اٛؼاف اهتَبػی ٓـاصبٕ ٓضٍَٞ ٝ ٓـاصبٕ ؿمبٗٚ تونیْ ٗٔٞػ؛ کٚ ٛـ ػٝ ثب یک ٛؼف ٓيتـک ػؿ 

کپیتبُیقّ َٓـف ک٘٘ؼگبٕ ؿا ک٘تـٍ ٓی ک٘٘ؼ. اٗٞاع ىـکت ٛب ثب اٗٞاع ٓضَٞلات تُٞیؼی )ٓضَٞلات عبٗگی، 

ػاؿٝیی، مبعتٔبٗی، عٞػؿٝیی، پٞىبک، عٞؿاکی ٝ ...( ٗیبف ػاؿٗؼ تب َٓـف ک٘٘ؼگبٗی ػاىتٚ ثبى٘ؼ تب ػؿ 

ٗؼ. ایٖ ٓی تٞاٗؼ ٓنتویٔب ثب ػؿٗظـگـكتٖ ایؼٙ ای تْٞٛ ثـاثـ ػؿیبكت تُٞیؼاتيبٕ ؿاّی ثٚ ػاػٕ پُٞيبٕ ىٞ

ثغو ػؿ ٓـاصی ٓضٍَٞ ٍٞؿت گیـػ )ثـای ٓخبٍ ٓی تٞإ ثٚ اكقٝػٕ کبكئیٖ ثٚ کٞکبکٞلا ػؿ ؿامتبی ایزبػ 

اػتیبػ ػؿ َٓـف ک٘٘ؼگبٕ ٝ ایزبػ آٔی٘بٕ اف ثبفگيت ایٖ َٓـف ک٘٘ؼگبٕ ثـای عـیؼ ٛبی ثؼؼی اىبؿٙ 

 بٕ ؿمبٗٚ اٗزبّ پؾیـػ.کـػ(  یب ثٚ کٔک ٓـاص

ؿمبٗٚ ٛب)کبؿؾی، ای٘تـٗتی، ٍٞتی ٝ تَٞیـی( ٗیق ثب ٛٔیٖ ٛؼف کٚ َٓـف ک٘٘ؼگبٕ ؿا ػؿ ٓنیـی هـاؿ 

ػٛ٘ؼ تب میبمت ٛبی کپیتبُینتی صکٔـاٗبٕ تبٓیٖ ىٞػ. ثـؿمی ٛب صبکی اف ایٖ امت کٚ ٓـػّ آٓـیکب ػؿ ٓوبینٚ 

ی ػؿ اٗتغبة آگبٛبٗٚ ٓضَٞلات ػاؿٗؼ ٝ ٜٓٔتـ ایٖ کٚ كبهؼ ثب مبیـ َِٓ ثیيتـ َٓـف گـا ثٞػٙ ٝ اعتیبؿ کٔتـ

ظـكیت اٗتغبة آگبٛبٗٚ ٓی ثبى٘ؼ، گٞیی ربػٝگـإ میبٙ چئبٕ آٜٗب ؿا کبٓلا ثنتٚ اٗؼ. ٓـػّ آٓـیکب ػؿ 

ؿامتبی اٛؼاف کپیتبُینتی مـٓبیٚ ػاؿإ تٞمٔ ٓـاصبٕ ٓضٍَٞ )ٓـاصبٕ ٍ٘ؼتی( ٝ ؿمبٗٚ ٛب )ٓؼیب( تضٔین 

ٝ كبهؼ ٛـ گٞٗٚ تلکـ ٓنتوَ كـػی ٝ هْبٝت ٗوبػاٗٚ ىغَی ػؿ عًَٞ آٞؿ فٗؼگی ٝ  ىؼٙ ٝ ٓی ىٞٗؼ

 اهتَبػی، ٝهبیغ رٜبٗی ٝ ى٘بعت ٗیبفٛبی ٝاهؼی ٓی ثبى٘ؼ.

Black and White Witches 

A considerable number of designers are active in the United States, who can be 

divided into two categories, namely product designers and media designers; both 

groups pursue the same capitalistic and economic goals, which involve taking the 

consumers under control. Every company with various products (home appliances, 

medicine, building materials, auto sector, garments, and food industry) needs to keep 

costumers happy with paying up big sums of money in exchange for the services and 

products they receive. This can be directly related to the idea of adding illusion to the 

design of some products (for example, Coca Cola added caffeine to its products to 

make sure that customers become addicted and run back to store shelves for more 

cola). It could also be done by media designers.  

Media outlets (papers, websites, and other multimedia sources) also move along the 

same direction to push forward the unending goals of their capitalist bosses. Surveys 

show that there is a more intense consumerism going on among the American people 

in comparison with those in other nations. The Americans have much less choices in 

conscious selection of their products and services, as if some black witches have 

blindfolded them with black magics so that no one could see the reality. The 

American people have been tricked by product designers (industrial designers) and the 

media to follow capitalists‟ goals; they lack any intellectual independence or the 

power for critical judgment over their economic and personal affairs as well as other 

features that they need for discovering the reality. 
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ثـای مبیـ  ٓـاصبٕ ؿمبٗٚ. ایٖ تؼییٖ ک٘٘ؼٙ عٔ ٓيی" ٓی ٗبٓ٘ؼ ٓـاصبٕٛنت٘ؼ کٚ آٜٗب ؿا " ایٜ٘ب ٓـاصبٗی

ٝ کبؿعبٗٚ  ثیيتـ آٜٗب ثب ىـکتؿمبٗٚ ٛبی کٞچک ٗیق چٜبؿچٞثی ؿا تؼـیق ٓی ک٘٘ؼ کٚ ٓطبثن إٓ ػَٔ ک٘٘ؼ. 

 ٕٞ ر٘ـاٍ اُکتـیک ٝ ٝمتی٘گ ٛبٝكچیی ٛٔىـکتٜب ػؿ کَ ٓتؼِن ثٚتجبٓ ػاؿٗؼ یب بی ثنیبؿ ثقؿگی اؿٛ

ػؿ  ىیٞٙ كکـ کـػٕ ٓـػّ ؿا تؼییٖ ٓی ک٘٘ؼ ٝ ثٚ آٜٗب ٓی گٞی٘ؼ چگٞٗٚ ثٚ ٓنبئَ ث٘گـٗؼ. ایٖ ؿمبٗٚ ٛب. ٛنت٘ؼ

ربٓؼٚ آٓـیکب آکبٕ "كـػ" ثٞػٕ ٝ ٓنتوَ ثٞػٕ ثٚ صؼاهَ ٓٔکٖ کبٛو یبكتٚ امت ٝ اٗنبٜٗب ثٚ کٔک ؿمبٗٚ 

ٛب ٝ گـایو گ ٝ گِٚ ٛبیی ػؿ آٓؼٙ اٗؼ کٚ ثبٝؿی ػؿ ػمت مینتْ مـٓبیٚ مبلاؿ ثٚ ٍٞؿت ػمتٚ ٛبی ثقؿٛب

اُوب ٓی گـػػ. ٓـاصبٕ، گـاكینتٜب، ؿمبٗٚ ای ٛب، كیِْ مبفإ،  آٜٗبٛبی ٓٞؿػ ٗظـ ٍبصجبٕ ایٖ ؿمبٗٚ ٛب ثٚ 

ق ای٘تـٗتی ٝ تِٞیقیٞٗی ػؿ آٓـیکب اثقاؿ ػمت ٍبصجبٕ ىـکتٜب ٝ ٛ٘ـٓ٘ؼإ، ٓطجٞػبت، ىجکٚ ٛبی ٓغتِ

ٍ٘بیغ ٝاثنتٚ  8ٔ۳ٔچ٘یٖ آٓؼٙ کٚ " ػؿ ٓبؿك ػؿ ام٘بػ ک٘گـٙ ثٚ ٗوَ اف امکبؿ کبلاٝی مـٓبیٚ ػاؿإ ٛنت٘ؼ. 

ػٝافػٙ ثِ٘ؼ پبیٚ ػؿ رٜبٕ  ،ثٚ گـٝٙ د. پی. ٓٞؿگبٕ ٝ كٞلاػ، کيتی مبفی ٝ مبفٗؼگبٕ پٞػؿٛب ٝ ىؼجبت آٜٗب

اػ ٓٞؿػ ٗیبف ٓطجٞػبت ؿا گـػ آٝؿػٗؼ ٝ آٜٗب ؿا ثـای اٗتغبة ثب ٗلٞؽتـیٖ ؿٝفٗبٓٚ ٛب ػؿ ایبُت ٓتضؼٙ ٝ تؼؼ

ایٖ ػٝافػٙ ٗلـ ػمت ثٚ کبؿ ىؼٙ . میبمت ٗيـیبت ؿٝفاٗٚ ایبلات ٓتضؼٙ ثٚ عؼٓت گـكت٘ؼرٜت اػٔبٍ ک٘تـٍ ثـ 

صؾكی، آٜٗبیی ؿا کٚ ثـای ک٘تـٍ میبمت کِی  ؿٝفٗبٓٚ ؿا اٗتغبة کـػٗؼ، مپل ثب امتلبػٙ اف ؿٝه 58ٔٝ اثتؼا 

ؿٝفٗبٓٚ پـ تیـاژ کبكی  ۳ٕآٜٗب ػؿیبكت٘ؼ کٚ كؤ ک٘تـٍ  ٓطجٞػبت ػؿ مـامـ کيٞؿ لافّ ثٞػٗؼ اٗتغبة کـػٗؼ.

ؿٝفٗبٓٚ تٞاكن ىؼ. اكـاػی ثـای عـیؼ میبمت ِٓی ٝ ثیٖ أُِِی ایٖ ؿٝفٗبٓٚ ٛب اػقاّ ىؼٗؼ ٝ  ۳ٕامت. ؿٝی 

مت ایٖ ؿٝفٗبٓٚ ٛب ػؿ هجبٍ پـػاعت ٓوـؿی ٓبٛبٗٚ عـیؼاؿی ىٞػ. مپل ثـای ٛـ تٞاكن کـػٗؼ تب میب

ؿٝفٗبٓٚ یک مـػثیـ گٔبىت٘ؼ تب ثٚ ٓٞؿ ٓ٘بمت ثـ آٜٗب ٗظبؿت کـػٙ ٝ آلاػبت ٓـثٞٓ ثٚ میبمت ٛبی 

ایٖ میبمت ىبَٓ  ٗظبٓی، اهتَبػی کٚ اف ػیؼگبٙ ٓ٘بكغ عـیؼاؿإ میبمت صبئق اٛٔیت ثٞػ ؿا ٝیـایو ک٘٘ؼ.

 "مـپٞه گؾاىتٖ ثـ ٛـ چیقی کٚ ثب آیبٍ عـیؼاؿإ میبمت ػؿ تْبػ ثٞػ ٗیق ٓی ىؼ.

Such designers are called “policy-making designers”. They define frameworks for 

smaller media making them to follow the same path. Many of them have close links 

with major companies or even are owned by giant firms such as General Electric or 

Westinghouse Corporation. These media outline the way people think and tell them 

how to look at things. In the American society, the possibility of "individuality" and 

independence has been reduced to the minimum level possible, and the media which 

are in the hands of the capitalist system, have turned people into large groups and 

flocks, who have been largely induced by the beliefs and attitudes sought by the 

owners of those media. Designers, graphists, media outlets, film makers, artists, the 

press, and the Internet and television networks in the United States are the pawns of 

big corporations possessed by capitalists. The documents retrieved from the US 

Congress, quote Oscar Callaway as saying, “In March 1915, the J.P. Morgan interests, 

the steel, shipbuilding, and powder interest, and their subsidiary organizations, got 

together 12 men high up in the newspaper world and employed them to select the 

most influential newspapers in the United States and sufficient number of them to 

control generally the policy of the daily press. These 12 men worked the problem by 

selecting 170 newspapers, and then began, by an elimination process to retain only 

those necessary for the purpose of controlling. They found it was only necessary to 

purchase the control of 25 of the greatest papers. An agreement was reached; the 

policy of the papers was bought, to be paid for by the month; an editor was furnished 

for each paper to properly supervise and edit information regarding the questions of 

preparedness, militarism, financial policies, and other things of national and 

international nature considered vital to the interests of the purchasers.” 
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ػ اهؼاّ ثٚ تبمیل قؿگ  عٞثػؿ ثنیبؿی ٓٞاؿػ ٗیق گـٝٙ ٛبی ٓبُی ٝ ٓضبكَ ثبٗکؼاؿإ  ٝ ٍبصجبٕ ٍ٘بیغ 

ٝ ٓ٘بكغ عٞػ ؿا بی پیچیؼٙ ٝ ٓکبؿاٗٚ اؿـاُ میبمی، اهتَبػی ٝ ثب امتلبػٙ اف میبمت ٛ ٗيـیبت ٓی ک٘٘ؼ

ػؿ ایٖ ٓٞؿػ ٓی گٞیؼ " اگـ ٗيـیبت ىٜـٛبی  ٗیٞیٞؿک تبیٔق ػٗجبٍ ٓی ٗٔبی٘ؼ. ربٕ مٞی٘تٕٞ مـػثیـ امجن

" ایٖ ٝاثنتگی ثٚ ٓضبكَ ٓبُی ػؿ  آٓـیکب ٝرٞػ ٗؼاؿػ.ت ٓنتوَ ػؿ کٞچک ؿا امتخ٘ب ک٘یْ چیقی ثٚ ٗبّ ٓطجٞػب

عًَٞ ىجکٚ ٛبی تِٞیقیٞٗی ٝ ای٘تـٗتی ٗیق ٝرٞػ ػاؿػ کٚ ثٚ ىکِی پیچیؼٙ فیـکبٗٚ ثٚ ٗلغ فؿمبلاؿإ 

عبٗٚ ٛب ٝ ىـکتٜب کبؿ ٓیک٘٘ؼ ٗیق ثٚ ٓٞؿ ٓنتویْ ُجتٚ ٓـاصبٕ ٍ٘ؼتی کٚ ػؿ کبؿ، ٝ اآٓـیکبیی اػاؿٙ ٓی گـػٗؼ

ػؿثبؿٙ هؼؿت ٓـاصبٕ ؿمبٗٚ،  .ضَٞلاتی ٛنت٘ؼ کٚ ثب ایزبػ تْٞٛ عـیؼاؿإ ؿا رؾة ٗٔبی٘ؼٓيـٍٞ ٓـاصی ٓ

کٞیٖ آُلـػ امتـّ ٓضون، ٗٞین٘ؼٙ ٝ كؼبٍ آٓـیکبیی ػؿ فٓی٘ٚ ٓنبئَ میبمی ارتٔبػی ػؿ ٓوبُٚ عٞػ ثب ػ٘ٞإ 

ٝ ای٘تـٗت ثٚ ٓب ٗيبٕ  "هؼؿت ٝ ٓبُکیت ؿمبٗٚ" چ٘یٖ ٓی گٞیؼ "ٓؼیـیت اعجبؿ ٝ ثـٗبٓٚ ٛبیی کٚ ػؿ تِٞیقیٕٞ

ٓی ػٛ٘ؼ چ٘بٕ ظـیق ٝ ٓبٛـاٗٚ امت کٚ ٛیچ کل ؿا هؼؿت ٗینت کٚ آٗـا ثبٝؿ ٗک٘ؼ. ثـای ٓخبٍ ربػٝگـاٗی 

]ٓـاصبٕ[ کٚ مبفٗؼٙ ثـٗبٓٚ ٛبی ٓؼیب ٛنت٘ؼ ٓی ػاٗ٘ؼ کٚ ػؿ یک گقاؿه عجـی، تجِیؾ تِٞیقیٞٗی یب ای٘تـٗتی 

ٛب ثبیؼ کْ اٛٔیت رِٞٙ ک٘ؼ ٝ اف ٛٔٚ ٜٓٔتـ ؿٝه گقاؿه، اٗتغبة ثـ کؼاّ ثغو ٛب ثبیؼ تبکیؼ ک٘٘ؼ، کؼاّ ثغو 

اؿ، ٛٔگی ثطٞؿ ؾاٗتغبة تَبٝیـ تبحیـگ ؿ تجِیـبتی،کِٔبت، تٖ ٍؼا ٝ صبُت ٍٞؿت گقاؿىگـ یب ثبفیگـ تیق

پٜ٘بٗی ُٝی ثَٞؿت ػٔین ثـ ىیٞٙ تلنیـ ٓب اف چیقی کٚ ٓی ثی٘یْ  یب ٓیي٘ٞیْ تبحیـ ٓی گؾاؿػ. آٜٗب ثب ثکبؿ 

گیـی تک٘یک ٛبی پیيـكتٚ  ؿٝاٗي٘بعتی ، كکـ ٝ ػویؼٙ ٓب ؿا ؿٛجـی ٓی ک٘٘ؼ تب ربیی کٚ ٓب ؿا ثب اؿفه ٛبی 

ٗلٞؽ مـٓبیٚ مبلاؿی آٓـیکبیی اف ٓـین ٓـاصبٕ ٍ٘ؼتی  " .كـٛ٘گی ٝ اهتَبػی عٞػىبٕ ٛٔبٛ٘گ ٓی ک٘٘ؼ

کبؽة، ایزبػ تْٞٛ ٝ تضٔین  ٝ ٓـاصبٕ ؿمبٗٚ ثٚ ىکِی کبٓلا مینتٔبتیک ػؿ رٜت ؿلِت فایی، ٗیبف پـٝؿی

ػٔٞٓی ٓـػّ ثٚ گٞٗٚ ای اػٔبٍ ٓی ىٞػ کٚ ؿىؼ ٓنتوَ ٝ ٓ٘لـػ ىغَی ثٚ ٗٞػی عطـ کـػٕ ٝ صـکت 

  ثـعلاف رـیبٕ آة تجؼیَ ٓی ىٞػ کٚ کنی ؿا یبؿی چ٘یٖ گقی٘يی ٗینت.

In many cases, financial groups, circles of bankers and major industrial owners 

embark on launching their own publications and try to pursue their political, economic 

selfish goals through sophisticated plots and plans. John Swinton (1829–1901), a 

Scottish-American journalist and the editor of New York Times once said, “There is 

no such a thing in America as an independent press, unless it is out in country towns.” 

Such dependence on financial circles can also be related to the television and Internet 

networks, which are intricately arranged in favor of American zealots, and of course, 

industrial designers working in factories and companies are also directly involved in 

designing products that seek to attract buyers by creating illusions. Kevin Alfred 

Strom, an American researcher, author and national activist, in his article “Power and 

Media Ownership”, writes that “the news and other programs shown to us in the 

television and the internet are so subtly managed that no one can believe what powers 

are behind it. For example, magicians [designers] who create media programs, know 

which parts should be highlighted in the news, and TV advertisement or the internet, 

which parts should be of less importance, and most importantly, they now what the 

reporting method, the choice of words, the tone and the face of the reporter and the 

face of theater advertiser should be like. They know the selection of impressive 

images, all covertly, but deeply affect our way of interpreting what we see or hear. By 

employing advanced psychological techniques, they lead our thinking and belief to 

the point where they coordinate us with their own cultural and economic values.” The 

influence of the American capitalism through industrial and media designers is 

applied systematically to create negligence, false demands, to bring illusions to people 

in such a way that they will think individual growth is some kind of risk and 

swimming against the tide. 
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آٓـیکبیی ٛبیی کٚ اٝهبت فیبػی ؿا تضت تبحیـ کٞیٖ آُلـػ امتـّ ػؿ ربیی ػیگـ اف ٓوبُٚ عٞػ ٓی گٞیؼ "

ؿیـ ٝاهؼی ٝ ٝاهؼی كـم ثگؾاؿٗؼ.  [ٛبیٝ ٗیبف]ٛب  اُوبٛبی ؿمبٗٚ ٛب ٛنت٘ؼ ثٚ مغتی ٓی تٞاٗ٘ؼ ٓیبٕ ٓٞهؼیت

گقیٖ ىؼٙ امت ٝ طی کٚ تِٞیقیٕٞ ٗٔبیو ٓی ػٛؼ ربیثـای تٔبّ آٓـیکبیی ٛب رٜبٕ ٝاهؼی ثب ٝاهؼیت ٛبی ؿِ

ثٚ ٗیبف كٞؿی آٜٗب ثـای مبفگبؿ ىؼٕ ثب ایٖ ٝاهؼیت ؿِٔ ثبیؼ پبمظ ػاػٙ ىٞػ. ث٘بثـایٖ ٛ٘گبٓی کٚ یک ٗٞین٘ؼٙ 

تبؿٛب ؿا اف ٓـم ىغَیت ٛبی تِٞیقیٞٗی ]، ٓـاصی ٛبی تجِیـبتی ٝ ٓـاصی ٓـاس[ ثـعی ػویؼٙ ٛب ٝ ؿكٝ ]

ثـٗبٓٚ گـىٜبی عٞػ ثٚ ٓیِیٜٞٗب ثی٘٘ؼٙ ]ثـای پیـٝی اف ٗ تبییؼ ٝ ثویٚ  ؿا ؿػ ٓی ک٘ؼ، ٛبی ٓضٍَٞ[

 ".ٝ پیکـٙ ٓضٍَٞ[ كيبؿ ىؼیؼ ٝاؿػ ٓی آٝؿػ ، ثنتٚ ث٘ؼی ٓضٍَٞبتیـتِٞیقیٞٗی، تیقؿ تجِی

ایٖ کيٞؿ ؿا "ىٜـ ىیطبٕ فؿػ" ٗبّ ٜٗبػ. اکخـ  ثینتْ، پل اف ملـ ثٚ آٓـیکب ػؿ اٝایَ هـٕ گٞؿکیٓبکنیْ 

ربؽثٚ ٛبیی  ؛متگـایبٕ ا ربؽثٚ ٛبی ایٖ کيٞؿ ٓج٘بیی ىیطبٗی ػاؿػ.  آٓـیکب مـفٓیٖ رؾاثی ثـای َٓـف

 یىیطبٗربػٝیی ٗيبٕ  کٚ اُجتٚ عٞػ ایٖ ثی ث٘یبٕ، پـ اف فؿم ٝ ثـم ٝ ُؼبة ُٝیبُی امت، کٚ ثی ٓضتٞا ٝ تٞع

. تٔبّ ربؽثٚ ٛبی إٓ ْٝٛ امت ٝاهؼیؿیـ ٓی آكـی٘ؼ. ٓضٍَٞ یک تْٞٛ ٝ پ٘ؼاؿ ی میبٙربػٝامت. رٜبٗی کٚ 

ْ ثٞػٕ ٝ ٛبٍَ پ٘ؼاؿی امت کٚ ػؿ ُضظٚ ای ٛنت ُٝی ثؼؼ اف ٓؼتی عٞػ َٓـف ک٘٘ؼٙ ٓتٞرٚ ٝصآُٞػ امت. 

 و ٓی ىٞػ. ٗپٞچ ثٞػ

کبؿعبٗٚ ٛبی تُٞیؼی ٓضَٞلات، ٍ٘بیغ ٗظبٓی، ثبٗک ٛبی ثیٖ أُِِی ٝ آٓـیکب مـفٓیٖ میطـٙ ىـکتٜب ٝ 

ىـکت آٓـیکبیی، ٍبصت ػٝ مّٞ مـٓبیٚ گؾاؿی  8ٕتٜ٘ب  88۳ٔىـکتٜبی ثقؿگ كـآِیتی امت. ػؿ مبٍ 

ٛبی آٓـیکب ػؿ رٜبٕ ثٞػٗؼ. ثـ امبك ٗگبٙ آٜٗب كبٍِٚ ثیٖ كویـ ٝ ؿ٘ی یک آـ ٓجیؼی امت. ػؿ چٜبؿچٞة 

تزٞی ػؼاُت ٝ ثـاثـی آـینت کٚ ثب مٞػ آٝؿی ٝ ٓ٘طن مـٓبیٚ ػاؿی ٗبمبفگبؿ امت ٝ ٛـ ٗظبّ آٜٗب رن

 کٚ علاف ٓ٘طن مـٓبیٚ ػاؿی كکـ ک٘ؼ ٓغبُق " ٗظْ رٜبٗی " امت.  یکن

Elsewhere in his article, Strom writes, “Americans, who are exposed by media 

inducements for a long time, can hardly differentiate between unrealistic and realistic 

situations. For all Americans, the real world has been replaced by the false truth that 

the television displays, and their urgent need to respond to this false reality must be 

answered. So, when a writer [and designer] denies certain beliefs and behaviors 

through television personages [advertising designs and product designs] and, they 

have to bring severe pressure to millions of viewers [TV shows, promotional video 

clips, product packaging, and product shape] to follow the intended attitude.”  

After a trip to the United States in the early 20th century, Maxim Gorky called the US 

“The City of the Yellow Devil”. Many attractions in the US have an evil base. The US 

is an attractive land for consumerism; the empty and hollow attractions that are full of 

baseless glamour, which of course, is a magical sign of the devil. A world that creates 

black magic. The product is an illusion and an unbelievable thought. All its attractions 

are hallow. It leads to a thought that exists at a moment, but after a while, the 

consumer becomes aware of its reality and its absurdity (Jaafarnia, 2017). 

The United States is the land of overwhelming companies and factories manufacturing 

products, military industries, international banks and transnational corporations. In 

1995, two thirds of US‟ investments in throughout the world was owned by only 29 

American companies. In their view, the distance between the poor and the rich is a 

normal thing. Within the framework of their system, the pursuit of justice and equality 

is incompatible with the profits and the logic of capitalism, and anyone who thinks 

contrary to the logic of capitalism is opposed to the "World Order".  
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ػؿ ٗظْ رٜبٗی کٚ آٓـیکب ػؿ مـ ػاؿػ کپیتبُیقّ كـٓبٕ ٓی ؿاٗؼ ٝاٗجٞٙ ػظیْ ٓـػٓبٕ امتخٔبؿ ٓی ىٞٗؼ ٝ 

ثؼیٖ ، ٝ کبؿگـ ثٚ ػ٘ٞإ ّٝغ ٓطِٞة رِٞٙ ػٛ٘ؼ َٓـف گـآـاصبٕ ٓٞظل٘ؼ ىـایٔ ؿا ػؿ اؽٛبٕ ٓـػّ 

 ،ػِٔکـػ ٓؼ٘بیی ٗيبٗٚ ٛب ،ٓب ٓیؼاٗیْ ػؿ ٓـاصی ٓؼ٘بگـامبفٗؼ.  ٓی ٓٔکٖاّٝ مِطٚ مـٓبیٚ ػاؿإ ؿا ؼٝمیِٚ ت

اؿائٚ  ٝ یب ثـٗبٓٚ تجِیـبتی ک٘ؼ تب پیبّ ؿٝى٘ی ؿا اف ٓـین ىکَ ٓضٍَٞ ای ؿا ثـای ٓـاصبٕ كـاْٛ ٓی ػآ٘ٚ

ک٘ؼ ٝ ثٚ ٓٞؿ ٗبعٞػآگبٙ إٓ  كؤ إٓ ؿا اصنبك ٓی ،تٞاٗؼ پیبّ ؿا ثغٞاٗؼ ػٛ٘ؼ. آب ثب ایٖ ؿٝه ػؿیبكت ک٘٘ؼٙ ٗٔی

ٓؼ٘بى٘بمی ؿا ػاٗو ٓـاصی  ٓیتٞإک٘ؼ. ثٚ ٛٔیٖ ػُیَ امت کٚ  پؾیـػ ٝ مپل ٓـاصی ؿا ػٗجبٍ ٓی ؿا ٓی

.  ػؿ ػٝؿإ ٓؼؿٕ، ػؿ فٓی٘ٚ ٓـاصی ٓضٍَٞ، ٓـػّ ایٖ ربػٝگـإ ؿا ٓـاس عطبة یؼٗبٓربػٝی ٓؼؿٕ 

امت کٚ آیی٘ی م٘تی ثٚ ٗبّ  Magoshاف ٗبّ ػبُٔبٕ پبؿمی ثبمتبٕ ثٚ ٗبّ  ثـگـكتٚ« ربػٝ» اٍطلاس  ک٘٘ؼ. ٓی

Mageia ٛب  ػاىت٘ؼ کٚ ثؼؼMagika  ْٗبّ گـكت ٝ ػؿ ٜٗبیت ػٔلا ثٚ ٓؼ٘ی عبؿری، ؿیـٖٓٞٓ یب ٓـام

ٗبٓيـٝع ى٘بعتٚ ىؼ. ثؼؼٛب ایٖ ٗٞع ٓـامْ ثٚ ٓـامْ مـگـّ ک٘٘ؼٙ ثب اٛؼاف تزبؿی تـییـ یبكت. ثب اٗولاة 

ی ٝ تُٞیؼ اٗجٞٙ ٓضَٞلات ٝ ثبفاؿیبثی ػؿ إٓ، امتلبػٙ اف ربػٝ ثبؿ ػیگـ تـییـ یبكتٚ ٝ اف ٓـامْ مـگـّ ٍ٘ؼت

ک٘٘ؼٙ ثٚ امتلبػٙ ػؿ ٓـاصی ٓضٍَٞ ثـای ک٘تـٍ تَٔیْ َٓـف ک٘٘ؼٙ تجؼیَ ىؼ ٝ مپل ثـای ک٘تـٍ ٓـػّ ثٚ 

ٕ ثبمتبٕ تب ػَـ صبّـ ثنیبؿ كؼبٍ ثٚ ایٖ تـتیت  ٓـاصبٕ )تْٞٛ آكـی٘بٕ/ربػٝگـإ( اف فٓبٛب آٓؼ.  ؿمبٗٚ

کٚ ثيـیت ثٚ هؼؿت  اف ربیی اٗؼ تب ٓـػّ ؿا ثٚ آبػت ٛؼایت کـػٙ ٝ آٗبٕ ؿا ثٚ پیـٝإ عٞػ تجؼیَ مبفٗؼ. ثٞػٙ

ای ػؿ مـامـ  ٛب ثٚ ٓٞؿ گنتـػٙ ٛب ٝ اكنٕٞ ٛب، ٗلـیٖ ، امتلبػٙ اف مضـ ٝ ربػٝ، ِٓنْػاؿػثبلاتـ اػتوبػ 

ٛب  اٗؼ، ثنیبؿی اف إٓ ٛب تٞمؼٚ یبكتٚ ػاىت. تؼؼاػی اف ٓتٕٞ ثبٗلٞؽ ربػٝ ػؿ ٍٓٞ هـٕٛب ٝرٞػ عٞاٛ٘ؼ  كـٛ٘گ

اٗؼ. ٛٔبٗطٞؿ کٚ  اٗؼ کٚ ثٚ عٞثی ػؿ فٓبٗٚ ک٘ٞٗی رب ثبف کـػٙ ٛبی اٗتغبثی رٞآغ ٓغلی ٝ پبػىبٛبٗی ىؼٙ کتبة

ػٙ کـػٙ ٝ صتی ثـای ٓـامْ ثی٘یْ کٚ اف مضـ ٝ ربػٝ امتلب إٓ ؿا ػؿ مینتْ ٓغلی كـآبمٞٗـی ػُٝت آٓـیکب ٓی

 مضـ ٝ ربػٝی عٞػىبٕ اف هـثبٗی کـػٕ ٗیق ؿٝیگـػإ ٗینت٘ؼ.

In the global order in which America is in power, capitalism is commanded and the 

majority of people are exploited, and designers must place the conditions in the minds 

of the consumer and worker as a desirable situation. Thereby, allowing the capitalists 

to continue their domination. We know the semantic function of signs provides scope 

to the designers to communicate a clear message through the form of product or the 

TV program or advertisement. But in this way the receiver cannot read the message 

but just feels it and unconsciously accepts the message and then follows the design 

which is the reason that we can call “design semantics” as the knowledge of modern 

magic. In the modern era in the field of product design, people call these magicians, 

„Designers‟. The term „Magic‟ derives from the name of the Persian priests called 

„Magosh‟ who derived rituals which came to be known as „Mageia‟, and 

then „Magika‟ which eventually came to mean any foreign, unorthodox, or 

illegitimate ritual practice. Later, these kind of rituals changed to the entertainment 

shows for business purpose. By industrial revelation and its mass production of 

products and its marketing, usage of magic again changed from entertainment show to 

use in product design to control the consumer decision and later it went to media to 

control people. In this way, designers (illusionists/magicians) have been very since the 

ancient times to the present to lead people into obedience or turning them into 

adherents. As humanity has beliefs in a higher power, the use of magic, spells, curses, 

and incantations will widely feature across the cultures. A number of influential texts 

of magic were developed over the centuries, many of which became the books of 

choice for secret societies and kingdoms that endured well into current time as we see 

it in the US governmental secret system of freemasonry which uses magic even if they 

do sacrifice for the ritual of their magic (Jaafarnia, 2017). 
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گيبییْ. ثبمتبٕ ى٘بمبٕ ػائٔب اىیبء ٓـاصی  ای ثٚ ؿٝی ربػٝ ػؿ ػٗیبی م٘تی ثبمتبٕ ٓی ػؿ ای٘زب ٓب اثتؼا پ٘زـٙ

« ربػٝی اتَبٍ»اٗؼ، اىیبیی کٚ ػؿ گؾىتٚ ػؿ ٓـامْ  کيق کـػٙ ىؼٙ ثـای ربػٝ ؿا ٓتؼِن ثٚ ػٝؿإ ثبمتبٕ

ٛبیی ثٞػ کٚ اف ٓـین  ثبمتبٗی تٔبٓب ثٚ ٍٞؿت ِٓنْ« ربػٝی اتَبٍ»گـكت٘ؼ.  ٓٞؿػ امتلبػٙ هـاؿ ٓی

کـػٗؼ. ػؿ ػٗیبی ثبمتبٕ ارـا ک٘٘ؼگبٕ ربػٝ ثٚ ٓٞؿ ػٔؼٙ ثـای صکٔـاٗبٕ ػؿ  ٛبی ٗوبىی ىؼٙ ػَٔ ٓی ٗيبٗٚ

ٛبی  ِٓنْ»کبؿى٘بمبٕ ربػٝ ثبٝؿ ػاىت٘ؼ کٚ  کـػٗؼ. ، َٓـ، ٛ٘ؼ، چیٖ، یٞٗبٕ ٝ ؿّ کبؿ ٓیایـإ ثبمتبٕ

گـكتٚ ٝ  ای ػاىتٚ ٝ ثـای ػٝ ٓـف یؼ٘ی عؼا ٝ ٓـػّ ٓٞؿػ امتلبػٙ هـاؿ ٓی ٛبی ى٘بعتٚ ىؼٙ كـٍٓٞ« اتَبٍ

ٗلغ پبػىبٛبٕ امتلبػٙ ٛب ثٚ  ٛب اف ِٓنْ مبعت٘ؼ. إٓ ٛب ؿا ثـای ػَٔ ٝ ٗتیزٚ ثٚ ٛٔؼیگـ ٓتََ ٓی مپل إٓ

ٛبی ٓغتِق فٗؼگی امتلبػٙ ک٘٘ؼ، ٓخلا  ٛبی آی٘ؼٙ ػؿ ر٘جٚ ٛب ثتٞاٗ٘ؼ اف ِٓنْ اتَبٍ ثـای پیـٝفی کـػٗؼ تب إٓ ٓی

ٛب چٕٞ ىکبؿ صیٞاٗبت، کنت تزبؿت، ک٘تـٍ  تْٔیٖ یک افػٝاد ٓٞكن ثب یک ىـیک رؼیؼ یب ػیگـ ٓٞكویت

ٛب ؿٝی ػیٞاؿ  ای٘زبمت کٚ ٓب ؿیيٚ ایٖ ٗٞع ربػٝ ؿا ػؿ ٗوبىی ٓـػّ، آٞؿ ىغَی یب صتی اٗتوبّ. ٗکتٚ ربُت

اٗؼ. ػؿ ٝاهغ تٔبّ  ثی٘یْ کٚ ثـای اٛؼاف ربػٝیی ثـای ػػٞت اف صیٞاٗبت ثـای ىکبؿ ٓـاصی ىؼٙ ؿبؿٛب ٓی

ؿا  (تْٞٛ آكـی٘بٕ) پبػىبٛبٕ ػلائْ هؼؿتٔ٘ؼ ٓـاصی ىؼٙ تٞمٔ ربػٝگـإ اٗؼ. ربػٝگـإ ػؿ گؾىتٚ ٓـاس ثٞػٙ

ٛبیی کٚ اؿِت تب فٓبٕ ٓـگ پبػىبٙ ثٚ ػٝؿ پبػىبٙ  اٗؼ. ٓبٗ٘ؼ اىیبء یبكت ىؼٙ ػؿ مٞؿیٚ، ِٓنْ کـػٙ ػٙ ٓیامتلب

ُٞافّ ٓـمّٞ  ٚى٘بمی ث ٛبی ثبمتبٕ ٛ٘گبّ صلبؿیٓـتجب ٛبیی ؿا ٓـاصی کـػٗؼ کٚ  ٛب ِٓنْ اٗؼ. إٓ ىؼٙ صَٔ ٓی

ای ٓـاصی  پن٘ؼیؼٗؼ کٚ ثٚ گٞٗٚ ٔبػی٘ی ؿا ٓیٛبی ٗ ٛب م٘گ ِٓنْ کيق ىؼٙ ػؿ گٞؿٛبی ثبمتبٗی تجؼیَ ىؼٗؼ. إٓ

، ثبمتبٕ ى٘بمبٕ م٘گ ِٓنٔی ػؿ هجـك ٕٔٔٓىؼٙ ثٞػٗؼ کٚ عٞػىبٕ صبَٓ ِٓنْ ٝ ربػٝ ثبى٘ؼ. ػؿ مبٍ

ٗیق ثبمتبٕ ى٘بمبٕ مٞئینی یک  9ٕٓٓکيق کـػٗؼ کٚ اكنٕٞ پبُی٘ؼؿٝٓیک ؿٝی إٓ صک ىؼٙ ثٞػ. ػؿ مبٍ 

ىؼ ٓتؼِن ثٚ ػٝؿإ ؿّٝ ثبمتبٕ ثبىؼ.  ای کيق کـػٗؼ کٚ تَٞؿ ٓی ٓٞٓبؿ ٓلایی ػاعَ یک کپنٍٞ ِٓنْ ٗوـٙ

ٛبی ربػٝیی ثب ٗیت عبً  ٛب ٝ اكنٕٞ ٛب ؿا ثب کتیجٚ ٓـاصی ىؼٙ تٞمٔ ربػٝگـاٗی کٚ إٓ یٛب م٘گ ِٓنْ

ٛب ثـای ٓؼتوؼإ ثٚ  ؿمؼ ٓضتٞیبت إٓ اٗؼ آب ثٚ ٗظـ ٓی کـػٗؼ، ٛـ چ٘ؼ ظبٛـی تقئی٘ی ػاىتٚ عٞػىبٕ پـ ٓی

 اٗؼ. ٚ ٓ٘قُٚ ٓـگ ٝ فٗؼگی ثٞػٙٛب ث إٓ

Here first we provide a window into the magic of the ancient traditions. 

Archaeologists always discovered objects designed for magic in the ancient times 

which they used in „binding magic‟ rituals in the past. In ancient times „binding 

magic,‟ it was all about the spells through drawing signs. Practitioners of magic were 

working mainly for kings in ancient Persia, Egypt, India, China, Greek and Rome. As 

their magic experts used to believe, binding spells had known formulas and named 

involved parties, like God and people, and then connected them to actions or results. 

They used spells to „bind‟ for the benefit of the kings who could use a binding spell to 

invoke an upcoming victory in every aspect or ensure their happy marriage to a new 

partner (related to love) or other outcomes such as hunting animals, business, 

controlling people, personal affairs and even revenge. The interesting point here is 

that we see the root of this kind of magic in the paintings on the wall of caves which 

were designed for magical purpose to invite animals for hunting. Actually all 

magicians were designers in the past. Kings used powerful signs designed by 

magicians, like the objects found in Syria, the spells were often carried around with 

king until he came to pass. They favored amulets with symbolism which were 

designed to carry spells, themselves. In 2011, archaeologists discovered an amulet in 

Cyprus that was engraved with a palindromic spell, and in 2008, Swiss 

archaeologists found a gold scroll in a silver amulet capsule thought to have belonged 

to the ancient Roman era. Amulets may have looked decorative, but their contents felt 

like life and death to believers, designed by magicians to fill these scrolls and 

talismans with their intentions (Jaafarnia, 2017). 



 

 

Designers, get off the consumers  back 

13 
 

ٛب ػؿ ٓٞاؿػی کٚ ثٚ ٓـػّ  اٗؼ. ایٖ ثٞػٙ« ٛبی ٗلـیٖ ىؼٙ ُٞس»تـ ٝ تِظ ربػٝی ثبمتبٕ  ٛبی رؾاة یکی اف م٘ت

تٞإ ثٚ ػ٘ٞإ  ٛبی ٗلـیٖ ىؼٙ ؿا ٓی ىؼٗؼ. ُٞس ىؼ، ثـ ؿٝی مـة، ّٓٞ یب م٘گ ٗٞىتٚ ٓی متْ ؿٝا ٓی

کـػ یب  ٓؼ٘ی کٚ  اگـ کنی ثٚ پبػىبٙ ثی اصتـآی ٓیػؿ ػٗیبی ثبمتبٕ ٓيبٛؼٙ ٗٔٞػ. ثٚ ایٖ « تغـیت»ٛبی  ىیٞٙ

کـػٗؼ  گـإ هؼؿتٔ٘ؼ ثـای پبػىبٛبٕ کبؿ ٓیربػٝ .ٛب ؿا ٗلـیٖ ک٘ؼ تٞاٗنت إٓ فػ، ربػٝگـ اٝ ٓی ثٚ اٝ ٍؼٓٚ ٓی

ٝ هؼؿتيبٕ ؿا  کٚ ػٗجبُٚ ؿٝی ربػٝی ملیؼ ثٞػٗؼ ( ربػٝگـاٗیٔ  ٛب ؿا ثٚ ػٝ ػمتٚ تونیْ ک٘یْ: تٞاٗیْ إٓ کٚ ٓی

اگـچٚ  ػاػٗؼ. ٛبی ٓغـة اٗزبّ ٓی ( ربػٝگـاٗی کٚ ربػٝی میبٙ ٝ اكنٕٕٞ  ػؿ ؿاٙ عٞة امتلبػٙ ٓی کـػٗؼ.

کـػٗؼ  ٓیبٕ ایٖ ػٝ  ٛبیيبٕ امتلبػٙ ٓی ٛب اف هؼؿت ٛبیی کٚ إٓ ػاٗو ٝ هؼؿت ثٚ ػمت آٓؼٙ یکی ثٞػ آب ىیٞٙ

 گـٝٙ ٓتلبٝت ثٞػ.

کٚ مضـ ٝ ربػٝ ؿا  امت ػؿصبُیٝ ایٖ ـ یبكتٚ، متبٕ ثٚ ربػٝی ٓؼؿٕ تـییثبػٝؿإ ػؿ ػٝؿإ ٓؼؿٕ، ربػٝی 

. ربػٝگـإ ربػٝ ؿا اف ٓی ىٞػٛبی ٓتؼؼػی تونیْ  ، کٚ ایٖ ثٚ ر٘جٚؼٛ٘ػ اف ٓـین ٛ٘ـ اٗزبّ ٓی ربػٝگـإ

ؿا ٛب  ػٛ٘ؼ ٝ ٓب إٓ ٓـین ٓٞمیوی، كیِْ، ؿمبٗٚ، تِٞیقیٕٞ، ٓـاصی ٓضٍَٞ ٝ ؿىتٚ ٛبی ٛ٘ـی ػیگـ اٗزبّ ٓی

ْ، ثب ایٖ صبٍ یک٘یْ تب ٗبّ ربػٝگـی ؿا ٓغلی مبف مبف، ٓـاس ٝ امبٓی ػیگـی عطبة ٓی ػإ، كیِْ ٓٞمیوی

ثـای  ػٛ٘ؼ. ٛب کنبٗی ٛنت٘ؼ کٚ ٓـػّ ؿا ثٚ ٍٞؿت كیقیکی ٝ ؿٝاٗی ٓٞؿػ ک٘تـٍ هـاؿ ٓی كـآٞه ٗک٘یْ إٓ

ٛبی  اىبؿٙ ىؼٙ امت. )اٝ ػؿ فٓی٘ٚ ٓخبٍ، ػؿ ٓتٕٞ تبؿیغی ثٚ كیِنٞف پبؿمی اثَٞٗـ ٓضٔؼ ثٖ ٓضٔؼ كبؿاثی

كِنلٚ میبمی، ٓتبكیقیک، اعلام ٝ ٓ٘طن ٓطِت ٗٞىتٚ امت. اٝ ٛٔچ٘یٖ یک ػاٗئ٘ؼ، کیٜبٕ ى٘بك، 

.( ؿٝایتی ػؿثبؿٙ ملـ ثبىؼ یثـ ٓتبكیقیک ى٘بعتٚ ىؼٙ ٓ ؿیبّیؼإ ٝ ٓٞمیویؼإ ثٞػٙ کٚ ثٚ عبٓـ تنِٔ عٞػ

تٞاٗنتٚ تٔبٓی ٓـػّ ػؿ یک گـػٛٔبیی ارتٔبػی ؿا ثب ٓٞمیوی  ٝ اٝ ثٚ ىبّ ثـای ػیؼاؿ صبکْ آٓؼٙ امت. کٚ ا

كبؿاثی ٛب ؿا ثٚ عٞاة كـٝ ثـػ.  ٛب ؿا ثٚ گـیٚ اٗؼاعتٚ ٝ ثؼؼ مجت ع٘ؼٙ آٜٗب ىٞػ ٝ ػؿ پبیبٕ إٓ ک٘تـٍ کـػٙ، إٓ

 ٛبی ٗٞىتٚ ٝ ػؿ إٓ اٍٍٞ كِنلی ػؿثبؿٙ ٓٞمیوی، هبثِیت« کتبة ٓٞمیوی»کتبثی ػؿثبؿٙ ٓٞمیوی ثب ػ٘ٞإ 

 کیٜبٗی ٝ تبحیـات إٓ ؿا اؿائٚ ػاػٙ امت.

One of the more charmingly bitter traditions of ancient magic were „cursed tablets‟ 

spells written on lead, wax or stone that laid out the ways in which people had been 

wronged. Think of cursed tablets as the takedowns of the ancient world. If someone 

disrespected or harmed the king, his magician could curse them. The powerful 

magicians were working for kings; which we can divide into two categories.  

1- Magicians who follow the white magic, they use their power for good purposes.  

2- Magicians who follow black magic and malicious spells. Although the knowledge 

and achieved power is the same but the ways they use their power is divided between 

these two groups.  

In modern era, ancient magic has been transformed to modern magic as conjuring and 

magic changed with modern magicians perform magic through art, and it has been 

divided into many aspects. Magicians perform magic through music, film, media, TV, 

product design and other artistic aspects but, we call them musicians, filmmakers, 

designers, and a number of other names to hide the name of the magician, but again 

they are believed to control people physically. For instance, it has been mentioned in 

the historical texts about the Persian philosopher Abu Nasr Muhammad ibn 

Muhammad Farabi (who wrote in the fields of philosophy of politics, metaphysics, 

ethics and logic. He was also a scientist, cosmologist, mathematician and musician 

who was known for his dominance over metaphysics; and the story is related to the 

time when he traveled to Sham.  He could control all the people in the social gathering 

(party) to cry first then to laugh, and at the end to sleep. As Farabi wrote a book on 

music titled Kitab al-Musiqa (The Book of Music) he presented philosophical 

principles about music, its cosmic qualities, and its influences.  
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اٝ ٛٔچ٘یٖ یک ؿمبُٚ ػؿ ٓؼبٗی ػوَ ٗٞىتٚ کٚ ثٚ ٓٞمیوی ػؿٓبٗی پـػاعتٚ ٝ احـات ػؿٓبٗی ٓٞمیوی ثـ ؿٝس 

اف آٗزبیی  ثقؿگ ٝ عٞى٘بٓی ٗیق ثٞػٙ، ملیؼ ػٝگـؿا ٓٞؿػ ثضج هـاؿ ػاػٙ امت. ٖٓ ٓؼتوؼّ کٚ اٝ ٓـاس ٝ رب

کٚ ثـ ٓٞمیوی ٝ ػِْ الاػؼاػ تنِٔ ػاىتٚ ٝ کتجی چٕٞ "كی ٝرٞة ٍ٘بػٚ اُکیٔیب"، " اؿـاُ ٓب ثؼؼاُطجیؼٚ 

ػؿ مبٍ اٗؼی  ،عٞاٗ٘ؼگی ربػٝگـ میبٙ. امت اؿمطٞ"ٝ "ؿمبُٚ كی احجبت أُلبؿهبت" ؿا ثٚ تضـیـ ػؿ آٝؿػٙ

 ؿ ثٞػ تباحـ گؾا ٓیٜٔبٗبٕٓخبُی ػیگـ ثبىؼ کٚ ثـ كکـ ٝ ؽٖٛ ٓیتٞاٗؼ پنـ عبٝؿی ػؿ ٓـامْ ػآبػی 8ٕٔٓ

تب کنی ثٚ ػفػ ثٞػٕ پؼؿ ػآبػ  ؼ٘ٛؼایت ک ٓیٜٔبٗبٕ ؿا ثـای مبعت یک كْبی ٓ٘بمت ٝ ػُغٞاٙ عبٝؿیتبؿ ؿك

ٓـاس عطبة ٛب ؿا  ػّ إٓربػٝگـاٗی کٚ )ٓـ يتـ ػؿثبؿٙ ٓـاصبٕ ٍضجت ک٘یْ،صبٍ اربفٙ ػٛیؼ ثی .كکـ ٗک٘ؼ

ٛب، ٛ٘ـ ربػٝ ؿا ثـای کٔک ثٚ  ی إٓیٛبی ربػٝ ک٘٘ؼ. ٓـاصی ٛبیيبٕ ایزبػ ٓی تْٞٛ ؿا اف ٓـین ٓـس ک٘٘ؼ( ٓی

ٛب  ٛب َٓـف ک٘٘ؼگبٕ ؿا ثـای ؿكتٖ ثٚ ٓـبفٙ ػاؿإ ػؿ ثؼمت آٝؿػٕ پٍٞ ثیيتـ تـییـ ػاػٙ امت. إٓ مـٓبیٚ

ک٘٘ؼ.  ٛب ؿا تٜ٘ب ثـای اٗتغبة ٓضٍَٞ ٓـاصی ىؼٙ عٞػ ٗبعٞامتٚ ٝ ٗبعٞػآگبٙ ٛؼایت ٓی ک٘٘ؼ ٝ إٓ ک٘تـٍ ٓی

ٛب اف ٛ٘ـ ٝ ٛٔچ٘یٖ كٖ آٝؿی  ٛب إٓ ثبى٘ؼ. ایٖ ؿٝف ٛب تْٞٛ آكـی٘بٕ ٓی ؼ، إٓایٖ ٓـاصبٕ، ٓـاصبٕ ربػٝ ٛنت٘

ٛب ؿا  ؿمؼ إٓ ک٘٘ؼ ٝ ثٚ ٗظـ ٓی ٛبی ٓؼؿٕ )َٓـف ک٘٘ؼگبٕ( امتلبػٙ ٓی ثـای اٗزبّ تْٞٛ آكـی٘ی ٝ ک٘تـٍ ثـػٙ

ٙ گیـی اف إٓ، يبٕ ػاؿٗؼ کٚ ثب ثٜـیک هلَ ٗبٓـئی ثـ ؽٛ٘ َٓـف ک٘٘ؼگبٗی کٚاٗؼ.  کبٓلا ٛیپ٘ٞتیقّ کـػٙ

ک٘٘ؼ، ػؿمت ٓبٗ٘ؼ ػٝؿإ ثبمتبٕ کٚ ىبٛبٕ ثـای ک٘تـٍ ٓـػّ  ٛب ؿا ک٘تـٍ ٓی إٓ ،ٝ تُٞیؼ ک٘٘ؼگبٕ إمـٓبیٚ ػاؿ

ای ٛٔـاٙ ثب ػؿک ؿٝى٘ی اف  کـػٗؼ. آـٝفٙ ٓـاصبٕ، ٛ٘ـٛبی علاهبٗٚ عبؿم اُؼبػٙ اف ربػٝگـإ امتلبػٙ ٓی

بی ػیگـ ػاؿٗؼ کٚ  ػؿ ایزبػ ٛـ کبلای ػاؿای تْٞٛ کٔکيبٕ ٛب ٝ ػاٗو ٓؼ٘بى٘بمی ٓـاصی ٝ پبؿآتـٛ ٗيبٗٚ

ایٖ كـٍت ؿا ثـای ایٖ  ،ٓی ٗٔبیؼ ٝ ٜٓٔتـ اف ٛٔٚ ای٘کٚ ػؿک ٝ اىتیبم امتلبػٙ اف ٓـاصی اصنبمگـا

ٛب ؿا ثٚ  تٞاٗؼ ؽٖٛ ٓيتـیبٕ ؿا ک٘تـٍ کـػٙ ٝ ٓـس کٚ کبلاٛبیی ؿا ٓـاصی ک٘٘ؼ کٚ ٓی ک٘ؼ امتبػإ ایزبػ ٓی

 ربػٝیی تجؼیَ ک٘٘ؼ کٚ اف ٗظـ ثَـی هبٗغ ک٘٘ؼٙ ثبى٘ؼ.ٛبیی  ٗٔبیو

He also wrote a treatise on the meanings of the intellect, which dealt with music 

therapy and discussed the therapeutic effects of music on the soul. Therefore I also 

believe he was a great designer and a great white magician as he had dominance on 

music and numerology, also he has written many books related to superpower 

invisible beings, Metaphysics and Alchemy. Singing of black magician Andy in 

Mahmoud Reza Khavari's son wedding ceremony in the year 2019  could be another 

example that was effective on guests thoughts in order to lead guests' behavior to 

build a suitable and desirable space for Khavari, to avoid thinking about the the 

groom's father corruption who was a banker and a great thief. Now let‟s talk more 

about designers. These magicians (which people call as designers) make illusion 

through designs. Their ground magic designs have changed the art of magic to help 

capitalist to earn more money. They control consumers to go to the shops and lead 

them just to select their designed product involuntarily and unconsciously. These 

designers are designers of magic, they are illusionist. These days they use art as well 

as technology to do illusions and control the modern slaves (consumers) whom they 

seem to mesmerize completely. These consumers have an invisible lock on their 

minds which controls them, benefiting the capitalist and the manufacturers. Like in 

the ancient time, kings used to control people through magicians, today designers 

have remarkable creative skills with a clear understanding of signs and knowledge of 

design semantics and the parameters involved in each product illusion, More 

importantly, their keen design sensibilities make them a master collaborator, allowing 

them to design products that can control the minds of clients and transform designs 

into magical stunts which are visually compelling (Jaafarnia, 2017). 
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ٛب ؿا ٓـاصی کـػٙ امت. ػؿ ثبفاؿ ٓيبٛؼٙ  ثی٘یْ کٚ ثبفاؿٛب پـ اف ٓضَٞلاتی ٛنت٘ؼ کٚ یک ٗلـ إٓ ٓب ٓی

ٛب  ک٘٘ؼ کٚ صویوتب ٗیبفی ثٚ عـیؼ إٓ ثنیبؿی ٓیٓضَٞلات ٍـف ک٘یْ کٚ َٓـف ک٘٘ؼگبٕ پُٞيبٕ ؿا  ٓی

 ٗؼاؿٗؼ.

ػیؼگبٙ تزـثی ػؿ ٓٞؿػ ٗضٞٙ عـیؼ َٓـف ک٘٘ؼگبٕ ثیبٕ ٓی ػاؿػ کٚ َٓـف ک٘٘ؼگبٕ ػؿ ثؼْی اف ٓٞاهغ ثـ 

 ی عـیؼ ٗٔی ک٘٘ؼ، ػؿ ٓوبثَ آٜٗب گبٛی تٜ٘ب ثـامبك عیبٍ پـػافی ٝ ٛیزبٗبت ٝیامبك تَٔیْ گیـی کبٓلا ػولا

اصنبمبت عِن ىؼٙ تٞمٔ ٓـاس، ٓجبػؿت ثٚ عـیؼ کبلا ٓی ک٘٘ؼ. ػؿ ایٖ ٓٞؿػ ٓـاس ثب ٓـس عٞػ اصنبمبت 

ؼ تب یک عـیؼ ثی ثـٗبٓٚ ؿا کٚ ثـ ٛـ گٞٗٚ تلکـ ػولایی چیـٙ گـػیؼٙ ؿا یػبٓلی هٞی ؿا ػؿ ثی٘٘ؼٙ عِن ٓی ٗٔب

ثی إٓ کٚ ىغٌ ثٚ ٓٞؿ رؼی  ثٞرٞػ آٝؿػ. صبُت ػبٓلی ٓقثٞؿ ٓنتویٔب ٓ٘زـ ثٚ ثـٝف یک ؿكتبؿ ىؼٙ

ػؿثبؿٙ عـیؼ كکـ کـػٙ ثبىؼ ٝ ایٖ فٓبٗی اتلبم ٓی اكتؼ کٚ اكـاػ ػؿ ٓؼـُ ٗيبٗٚ ٛب ٝ ػلائْ ٓـاصی ىؼٙ 

٘ؼ، ثٚ إٓ ٘ػؿیبكت ٓی ک بٕٝ آٜٗب ؿا اف ٓـین صٞاك ٝ گیـٗؼٙ ٛبیي ٗؼتٞمٔ ربػٝگـ )ٓـاس( هـاؿ ٓی گیـ

تزـثی ػؿ كکـ ٝ ؽٖٛ إٓ ؿا تلنیـ کـػٙ تب ٓؼبٗیيبٕ ؿا کٚ ؼ ٝ ػؿ ٜٗبیت ثـ امبك ػاىتٚ ٛبی ٘تٞرٚ ٓیک٘

 ؼ.٘یؿا ک٘تـٍ ٓیک٘ؼ ػؿک ٗٔب بٕؿكتبؿى

ایٖ اف ٓـین مبفٓبٕ اػؿاکی ٍٞؿت ٓی گیـػ کٚ كـای٘ؼی امت کٚ عـیؼاؿ ػؿ رٜبٕ ػیؼاؿی عٞػ اىکبٍ ٝ 

ی امت کٚ ٓی إٓ ثی٘٘ؼٙ ػلائٔی ؿا ػؿیبكت ًـػٙ ٝ آٜٗب ؿا ػؿک ٓی ٗٔبیؼ. عٞػ ایٖ ػؿک ٗیق ثـ امبك تلنیـ

تزـثیبت ٝ عبٓـات ٝ اٗتظبؿاتو ؿا ٓـٝؿ کـػٙ تب ثٚ ٓضـک ٓؼ٘ب ػٛؼ. تٞرٚ ػاىتٚ ثبىیؼ کٚ " اػؿاک ؽٛ٘ی" 

عـیؼاؿ اف ٗيبٗٚ ٛبی ٜٗلتٚ ثـ ٓـس ربػٝیی ٓضٍَٞ امت کٚ اٝ ؿا ػؿ ؿامتبی عٞامت ٝ كـٓبٕ ٓـاس 

تب هـاؿ ػاػٕ امتلبػٙ ک٘٘ؼگبٕ ػؿ ٓؼـُ ػلائْ ٝ ٛؼایت ٓی ک٘ؼ، ٗٚ ٝاهؼیت ٝ کیلیت ٓضٍَٞ. ػؿ ایٖ ؿام

 ٗيبٗٚ ٛب امت کٚ ٓؼبٗی ربػٝیی ؿا ثٚ كـػ اٗتوبٍ ػاػٙ، ؿكتبؿ آٜٗب ؿا ک٘تـٍ ٓی ک٘ؼ. 

We see that the markets are full of products which somebody designed. In the market 

we see consumers spend their money for many products which they really do not need 

to buy.  

Experimental viewpoint are talking about the ways consumers buy things without 

being based on a perfectly logical decision; instead they purchase goods only based on 

the emotions, excitation, feelings and fantasy created by designer (Holbrook & 

Hirschman, 1982). In this case designers create a strong mindless reactive behavior in 

the viewers with his design to make an unplanned shopping which can dominant any 

rational thinking. Such emotional state directly leads consumers for the occurrence of 

a behavior in which consumers seriously think about buying. This happens when 

consumers are hypnotized by signs designed by magician (designer) and excites their 

senses, making them pay attention to the product and at the end based on these 

experiences he interprets and perceives meanings which control their behavior. 

This happens through perceptual organization which is a process in which buyers in 

his visual world receive signs and perceive them. This perception is also based on his 

interpretation when the viewer reviews his past experiences, memories, expectations 

and desires to give meaning to motivated signs. One should pay attention that 

„subjective perception‟ of buyer out of planted signs on magical design of product 

leads buyers to what the designers expect; and not based on objective reality and 

quality of product (Tom et al., 1987). This way of putting users in front of exposed 

signs and symbols of design transfers the magical meaning to the viewers‟ minds and 

controls their behavior (Jaafarnia &  Mokashi Punekar, 2015).  
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اُوبء آلاػبت ٓـتجٔ ثب ٓضٍَٞ ثٚ صبٍ ٓـاصبٕ اف ٓـین ثکبؿگیـی ٗيبٗٚ ٛب ٓی تٞاٗ٘ؼ ٓجبػؿت ثٚ اٗتوبٍ ٝ 

َٓـف ک٘٘ؼٙ ٗٔبی٘ؼ ٝ اُجتٚ ایٖ آلاػبت ٓیتٞاٗؼ ٝاهؼی )ربػٝی ملیؼ( یب ؿیـ ٝاهؼی )ربػٝی میبٙ( ثبىؼ تب 

عـیؼاؿ ؿا ٓزبة ثٚ عـیؼ ٗٔبیؼ. ث٘بثـایٖ ٓـاس )ربػٝگـ( ثـای ک٘تـٍ ٛـچٚ ثٜتـ ٓـػّ  اف ُضبظ ػبٓلی  ٝ 

ـک ٗيبٗٚ ٛبی گٞٗبگٕٞ ػاىتٚ ثبىؼ. کٚ ثٚ گلتٚ رٞٛبٕ ٕٝٝ ای٘کٚ ىـکتٜب ثٚ ؿكتبؿی ثبیؼ كٜٔی افٓؼبٗی ٓيت

تٔبىبگـإ یک  8٘5ٔػؿ مبٍ  کٔک ٓـاصبٕ، َٓـف ک٘٘ؼگبٕ ؿا ىکبؿ ک٘٘ؼ ٓٔکٖ امت ؿیـ اعلاهی ثبىؼ.

ثٚ كیِْ می٘ٔبیی ػؿ ٗیٞرـمی آٓـیکب ػؿ ٓؼـُ ػلائْ ٝ پیبٜٓبیی هـاؿ گـكت٘ؼ کٚ ثیبٕ "کٞکبکٞلا ث٘ٞىیؼ" ؿا 

آٜٗب اُوبء ٓی کـػٙ امت. ایٖ ػلائْ ٝ ٗيبٗٚ ٛب ثٚ گٞٗٚ ای ثیٖ كـیْ ٛبی كیِْ هـاؿ گـكتٚ ثٞػٗؼ کٚ مـیغ ٗيبٕ 

ػاػٙ ىؼٗؼ ٝ ثی٘٘ؼگبٕ ثٚ ٍٞؿت آگبٛبٗٚ آٜٗب ؿا ٓتٞرٚ ٗيؼٗؼ کٚ ػؿ ٓؼـُ پیبّ هـاؿ گـكتٚ اٗؼ. ٓٞمنٚ ای کٚ 

ـٝه کٞکبکٞلا ثٚ ٓٞؿ چئگیـی اكقایو یبكتٚ امت. ػؿ ایٖ پیبّ ربػٝیی ؿا ٓـاصی کـػٙ ثٞػ اػػب ٗٔٞػ کٚ ك

 یتٞمٔ ٓٞمیویؼإ ٝ آٛ٘گ مبف مبعتٚ ىؼٙ ٓٞؿػی ػیگـ تضویوبت ٗيبٕ ػاػٙ ٓـاصی كـّ ى٘یؼاؿی ٓٞمیویبیی

)ربػٝگـ( تٞاٗنتٚ ؿكتبؿ عـیؼاؿإ ؿا ػؿ كـٝىگبٙ ک٘تـٍ ٗٔبیؼ. ػؿ ایٖ ٓطبُؼٚ، عـیؼاؿإ كـٝىگبٙ مٚ صبُت 

ٞمیوی ثب گبّ ک٘ؼ ٝ ٓٞمیوی ثب گبّ ت٘ؼ ؿا تزـثٚ ٗٔٞػٗؼ. عـیؼاؿإ ثنتٚ ثٚ گبّ ٓٞمیوی ت٘ؼ یب ثؼٕٝ ٓٞمیوی، ٓ

ػؿٍؼ  9ٖٓلایٔتـ ٗٞاعتٚ ىؼ عـیؼاؿإ ثـ ٓج٘بی ٓویبك ؿٝفاٗٚ  ک٘ؼ صـکت ٓی کـػٗؼ ٝ فٓبٗی کٚ ٓٞمیوی

ٞمیوی مٞاٍ ىؼ، ٛیچ ک٘٘ؼگبٕ ػؿثبؿٙ آگبٛی ىبٕ اف ؿكتبؿىبٕ ٝ ٓ ثیيتـ عـیؼ کـػٗؼ. ٝهتی کٚ اف َٓـف

 تلبٝت ٓؼ٘بػاؿی صبکی اف ایٖ کٚ ٓٞمیوی آٜٗب ؿا ربػٝ کـػٙ ٝ ؿكتبؿىبٕ ؿا ک٘تـٍ کـػٙ ٓيبٛؼٙ ٗکـػٗؼ.

کٚ ػؿ اٝایَ هـٕ ثینتْ كؼبٍ ثٞػٗؼ اؿائٚ کـػٗؼ. ایٖ  ثغو ػظیٔی اف مبفٓبٕ اػؿاکی ؿا ؿٝاٗي٘بمبٕ گيتبُت

تٞمٔ َٓـف ک٘٘ؼٙ امت  ٞٗگی ػؿیبكت ٓضـک ٛبی گننتٚاكـاػ هٞاٗی٘ی ؿا ٓطـس کـػٗؼ کٚ ٗيبٕ ٓیؼٛؼ چگ

 کٚ ثبػج ٓی ىٞػ ٓـاصبٕ ثتٞاٗ٘ؼ اٝ ؿا ک٘تـٍ ٗٔبی٘ؼ.

Now these designers, using signs venture, transfer and induct information of the 

products to buyers; and these information can be real (used by white magic) or 

fake(used by black magic) to  convince a buyer to purchase. Therefore for better 

control of people in terms of the emotional and behavioral experiences, designers 

(magicians) must have a good understanding of different signs and their common 

meaning (Mowen& Minor, 2008). Related to this Johan Ven mentioned, that through 

this kind of deal, companies use designers to hunt down consumers which might be 

unethical.  In 1957, film audience in New Jersey were exposed to signs and messages 

that implied them to „drink Coca Cola‟ inducing the audience to buy this product. 

These signs were shown between film frames which none of viewers would 

consciously notice but have been exposed to the message displayed very fast. The 

Institute designed this magical messages claimed that the sale of Coca-Cola had 

considerably increased (Mowen& Minor, 2008). In another case, research showed the 

music designed by music composers (magician) had been able to control the behavior 

of shoppers in the store. In this study, three kinds of melodic scale were tested on 

buyers 1) without music, 2) music with slow step 3) music with fast step. The buyers 

were walking slow and fast depending on the step of the music. When the music scale 

was to be played based on slow step, the buyers were buying 38% more daily; When 

they questioned the consumers relating to their understanding about their behavior and 

the music; no significant and meaningful difference could not be seen implying that 

music could control their behavior through its magic (Milliman, 1982;Jaafarnia, 2017). 

A huge part of the perceptual organization was presented by Gestalt psychologists, 

who were active in the early twentieth century. They put forward laws that show how 

the disjointed stimulus is received by the consumer, allowing designers to control him. 
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ٝ ثبػج ک٘تـٍ آٜٗب  ٙؼػؿک ىآٜٗب هـاؿ ٓیگیـٗؼ  گـٛبیثٚ ایٖ ىکَ کٚ اىکبٍ ٝ كـّ ٛبیی کٚ ػؿ ٓؼـُ صن

ٓی ثبىؼ کٚ ثیبٕ ٓی ک٘ؼ ػ٘بٍـی کٚ  "مـٗٞىت ٓيتـک"ثٚ یکی اف هٞاٗیٖ اؿائٚ ىؼٙ آٜٗب ٓؼـٝف ٓی ىٞٗؼ. 

ىبَٓ تيبثٚ،  ،ثب ػاٗنتٖ ثـعی هٞاٗیٖػؿ یک رٜت صـکت ٓی ٗٔبی٘ؼ كـُ ٓی ىٞػ ثٚ یکؼیگـ تؼِن ػاؿٗؼ. 

ٓزبٝؿت، عطبی صنی ٝ اٗنؼاػ تٞمٔ ٓـاصبٕ، ایٖ کٚ "چٚ چیقی ثب چٚ چیقی اتلبم ٓی اكتؼ" ثٚ آٜٗب کٔک 

کـػٕ َٓـف ک٘٘ؼٙ ک٘بؿ یکؼیگـ هـاؿ آگبٛبٗٚ ػؿ ؿامتبی ربػٝػؿ ٓـاصی ٓی ک٘ؼ تب ٓضـک ٛبی گننتٚ ؿا 

ثـای ٓخبٍ ػؿ ٓـاصی ثنتٚ ث٘ؼی آة ٓیٞٙ اٗجٚ ٝهتی ٓـاس اف تَٞیـ یک اٗجٚ ؿمیؼٙ ٝ ىیـیٖ )هـٓق  ػٛ٘ؼ.

بم ثٞػٕ ٓیٞٙ ٗيبٗٚ إٓ امت( امتلبػٙ ٓی ک٘ؼ ػؿ اٍَ اف هٞاٗیٖ چٗيبٗٚ إٓ امت( ٝ آثؼاؿ )ثٞػٕ ٓیٞٙ 

صٞفٙ ٛبی ٗظـی گيتبُت ىبَٓ تؼییٖ یکی ػیگـ اف  اٗنؼاػ ٝ مـٗٞىت ٓيتـک امتلبػٙ کـػٙ امت.ٓزبٝؿت، 

ایٖ اٍَ ؿا  "فٕ یب ٓـػٓخبٍ "  .ٓی ثبىؼٗضٞٙ تٔبیق ثیٖ ىکَ ٝ فٓی٘ٚ ػؿ رٜبٕ ػیؼاؿی تٞمٔ َٓـف ک٘٘ؼٙ 

ٓی ثبىؼ. ػؿ ُضظٚ ای ػیگـ تَٞیـ فٗی ػؿ یک ُضظٚ ىکَ ثبفگيت پؾیـ ىجیٚ ثٚ ٍٞؿت  ٗيبٕ ٓی ػٛؼ،

ػؿ یک ٓـس تجِیـبتی ٓؼیـإ ٓیغٞاٛ٘ؼ  ٓی ىٞػ.ی ٓی ىٞػ کٚ ػؿ صبٍ کيیؼٕ چپن امت ٓـػىجیٚ ثٚ یک 

ٓضَٞلاتيبٕ ٗنجت ثٚ پیو فٓی٘ٚ ثٚ ىکِی ٗيبٕ ػاػٙ ىٞٗؼ کٚ ٓضٍَٞ )ػؿ هلنٚ كـٝه یب ػؿ چبپ تجِیـبتی( 

 رِت ٗٔبیؼ. تٞرٚ ثیيتـی ؿا ٗنجت ثٚ پیو فٓی٘ٚ ثٚ عٞػ 

 

 

It happens in a way that the shapes and the forms exposed to their sensors are 

perceived and controlled. One of their proposed laws is known as the "common fate", 

which assumes the elements moving in one direction belong to one another. Knowing 

some rules, such as similarity, proximity, sensory error, illusion, and closure by 

designers, and knowing "what's happening with what" helps the designers to put 

different stimuli together in the deliberate manner to do their magic and attract the 

consumers. For example, in the design of mango juice package, when the designer 

uses the picture of ripe and sweet mango (the red color is a sign of the ripe fruit) and 

juicy (the hugeness of the fruit is a sign of being juicy), he basically applies the rules 

of proximity, obstruction and common fate. Another aspect of the Gestalt theory is to 

determine how the consumer distinguishes the shape background in the visual world. 

The example of "male or female" illustrates this principle, as at one moment, the 

reversible figure becomes similar to a woman. At another moment, the image looks 

like a man who is smoking pipe. Managers, in advertisements, want their products 

display in such a way to help the product attract more attention (in the store shelves or 

advertisements) than other features in the surrounding environment (Jaafarnia, 2017). 
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ٗٚ ٛب آگبٙ ىٞػ ثؼٕٝ ایٖ کٚ َٓـف ک٘٘ؼٙ اف ربػٝ ثٞػٕ ٗيب ثٚ ٓـاصبٕ کٔک ٓی ک٘٘ؼ تب کٚ ٛٔٚ ایٖ هٞاٗیٖ

 ٝ ثٚ ک٘تـٍ ٓـاس ػؿ کـػٙ، آٜٗب ؿا اف ک٘تـٍ عٞػ عبؿد َٓـف ک٘٘ؼٙ ػیؼ گیـی ػؿ ثـاثـثلاكبٍِٚ ثب هـاؿ

َٓـف  "ٗيبٗٚ ٛب" چـا کٚ ػؿ ٓـصِٚ تلنیـ. ٝ ػؿ ٗتیزٚ تَٔیْ گیـی آٜٗب ؿا تضت اُيؼبع هـاؿ ٓی ػٛؼ ػٝؿآ

ٓـصِٚ اٝ  ٖتب ٓؼبٗی لافّ ؿا اف ٓضـک ثٚ ٓ٘ظٞؿ تؼییٖ ٗضٞٙ ٝاک٘و عٞػ امت٘تبد ک٘ؼ. ػؿ ای ؼک٘٘ؼٙ مؼی ٓیک٘

ٓ٘جغ ٝ " )ثـای یبكتٖ ٓٞرٞػ ػؿ "ٗيبٗٚ" ػؿ ٓٞؿػ ٓضـکو ػیؼٙ ٛب ٝ تزـثیبت ،عٞػ اف ٓؼتؿاف صبكظٚ ػ

ػؿ ٗتیزٚ تب ثتٞاٗؼ إٓ ؿا تلنیـ ک٘ؼ. ثٚ عبٓـ ٓی آٝؿػ کٚ "چگٞٗٚ ثبیؼ ثبىؼ" ؿا ػؿ ک٘بؿ اٗتظبؿاتو  ٓؼٍُٞ"(

ایٖ آگبٛی ٓـاس اف تٔبیلات ٝ گـایيبت َٓـف ک٘٘ؼٙ امت کٚ ثٚ ٓـاس کٔک ٓیک٘ؼ "ٗيبٗٚ" ٛبی ٓ٘بمجی ؿا 

ٓؼتوؼ  َٓـف ک٘٘ؼٙثـای ٓخبٍ اگـ ػؿ ٓـس ثگ٘زبٗؼ تب َٓـف ک٘٘ؼٙ ؿا ػؿ ٓنیـ عٞامتٚ عٞػ ٛؼایت ک٘ؼ. 

ىؼٕ ٓـس ٝاؿ ثٚ رٜت ػاؿ ثٚ ٓٞؿ ٗظبّػاؿ ثبىؼ ایٖ اٗتظبؿ ثبىؼ کٚ ٓضٍَٞ ثبیؼ اف کیلیت ثبلایی ثـعٞؿ

ؿا تؼاػی ک٘ؼ ػؿ  ی کٚ ایٖ ٓؼ٘ی ٓ٘جغ ٝ ٓؼٍُٞ"تجِیـبتی یب ثنتٚ ث٘ؼی ٓضٍَٞ، ٓـاس ؿا ثـ ایٖ ٓیؼاؿػ تب اف "

ػاػٕ ٓتغََی٘ی کٚ ػؿ آـ تُٞیؼ ایٖ ٓضٍَٞ ػؿ  ٗيبٕ ثب کٚ ک٘ؼ امتلبػٙ )هبٕٗٞ ٓزبٝؿت(ک٘بؿ ٓضٍَٞ 

صبكظٚ ٓؼ٘بى٘بعتی ثٚ ٗضٞٙ ؽعیـٙ مبفی ٓؼبٗی  .ایٖ اتلبم عٞاٛؼ اكتبػ ٛنت٘ؼکبؿعبٗٚ ٓيـٍٞ کبؿ ٝ تضوین 

آلام ٓی  صبكظٚ ػؿافٓؼت(  ٓ٘جغ ٝ ٓؼٍُٞ) ٛببؿ آلاػبت ػؿیبكتی اف ٓـین صنگـ( ػؿ ک٘ٛب ػاٍکلآی )

ثـ امبك یک ٗظـیٚ، یبػآٝؿی آلاػبت اف ٓـین ىجکٚ ٓؼ٘بى٘بعتی ثٚ ٝمیِٚ گنتـه كؼبٍ مبفی ىٞػ. 

 ٓی ؿا ػؿ ىجکٚ كؼبٍصبكظٚ ٍٞؿت ٓی گیـػ. اف ایٖ ؿٝ اگـ ٓضـک ٓٞرٞػ ػؿ ٓـس )ٗيبٗٚ( یک گـٙ 

مبفػ، ایٖ كؼبٍ مبفی ػؿ تٔبّ ىجکٚ گنتـه ٓی یبثؼ ٝ ػیگـ گـٙ ٛب ؿا كؼبٍ ٓی مبفػ 

ٝ ٛـ یک اف ایٖ گـٙ ٛبی كؼبٍ ىؼٙ ثیبٕ ک٘٘ؼٙ عبٓـاتی ٛنت٘ؼ کٚ یبػآٝؿی ٓی 

گـػٗؼ ٝ ثبػج اؿتجبٓ ثـهـاؿ ىؼٕ ثیٖ إٓ عبٓـٙ ٝ ٓضَُٞی کٚ إٓ 

 (. مـٗٞىت ٓيتـکٕٞ ٗهب) ٗيبٗٚ ؿا ػاىتٚ ٓی گـػػ

All of these rules help designers control the 

consumers without being even aware of the 

magic of the signs; as a result, they can easily 

undermine the user‟s determination. That is because the 

consumer, while interpreting the "signs," tries to derive meaning 

from the stimuli to determine how to respond. At this 

point, he recalls his long-term memory, and his 

experiences about the stimulus in the "sign" (to find "source and signifier") along with 

his expectations of "how should the product be", so that he can interpret the sign. As a 

result, the designers‟ awareness of the consumer‟s inclination helps them "place" 

signs in the design to lead the consumer in their intended direction. For example, if 

the quality is what matters to the consumer, the expectation systematically leads the 

designer to use the methods and tricks in the promotional plan to make the "source 

and signifier" designate such feature. This will occur alongside the product (proximity 

law), by showing the experts who are active in the production of the intended product 

at the factory (Jaafarnia, 2017). Semantic memory refers to the way verbal meanings 

(signifiers) are stored in memory along with the information received through sensors 

(source and the signified) of the long-term memory. According to a theory, the 

retrieval of information through the semantic network is conducted by the expansion 

of activation. Therefore, if the stimulus in the layout (signifier) activates a memory 

node in the network, this activation extends across the network and activates other 

nodes. Each of these activated nodes expresses the memories that are reminded and 

help to create a connection between that memory and the product carrying that sign 

(the law of common fate). 
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کٚ ٓ٘زـ ثٚ یک  اٝ تػؿک ٗیبفٛب ٝ تٔبیلا ؿامتبی ػؿربُت امت ثؼاٗیْ کٚ ثـای كْٜ اٗگیقه َٓـف ک٘٘ؼٙ، 

، ىـکتٜبی ثقؿگ ٛٔٚ مبُٚ ٓیِیبؿػٛب ػلاؿ ٍـف تضویوبت ٓی ٗٔبی٘ؼ تب ثلٜٔ٘ؼ چگٞٗٚ ؿكتبؿ ٛؼكٔ٘ؼ ٓی ىٞػ

تضـیک ک٘٘ؼ تب تٔبٓی ٓضَٞلات َٓـكی اف اتٞٓجیَ گـكتٚ تب پٞىبک ٝ  ؿآَـف ک٘٘ؼگبٕ ٓی تٞاٗ٘ؼ 

ٛٞىٔ٘ؼاٗٚ ٓـاصی ػاعِی  تب ثبکٔک ٓیک٘ؼ ٗیق ػؿ ایٖ ؿامتب تضویوبت آٜٗب  ٗٔبی٘ؼ.عؼٓبت ػؿٓبٗی ؿا عـیؼاؿی 

ؿا  ؼآؿایو كـٝىگبٙ ٓی تٞاٗؼ ٝاک٘و َٓـف ک٘٘ؼگبٕ ٝ ؿكتبؿ عـیكـٝىگبٙ ٛب ثٚ عـیؼ ثیيتـ کٔک ٗٔبیؼ. 

ٛب کبلا، ثٚ ٗٔبیو ٙػٚ صـکت َٓـف ک٘٘ؼگبٕ ؿا تنٜیَ کـتضت تبحیـ هـاؿ ػٛؼ. ایٖ تضویوبت ٓی گٞیؼ تب چگٞٗ

گیـی ٓضَٞلات کـػٕ ٓضَ هـاؿ ربثزبؼ. ثـای ٓخبٍ ثٚ ایزبػ صبُت ٓکبٗی عبً کٔک ٗٔبی٘ کٔک ک٘٘ؼ ٝ

گيتٖ ثٚ ٚ ٝ ٓزجٞؿ ث ؼه پیؼا ٗک٘ا ٘٘ؼٙ ٓضٍَٞ ٓٞؿػ ٗظـه ؿا ػؿ ربی ٛٔیيگیککٔک ٓیک٘ؼ تب َٓـف 

بّ ػٛؼ. ػؿ ٓخبٍ ثی ٛؼف ػیگـی ؿا اٗز عـیؼٛبی َٓـف ک٘٘ؼٙـ کٔک ٓیک٘ؼ تب ػٗجبٍ إٓ ىٞػ، کٚ ایٖ آ

گیـی کبلاٛب ٝ ثغو ٛبی ٗؼ ؿكت ٝ آٓؼ ٓٞحـ امت. ٓضَ هـاؿگیـی ؿاٛـٝٛب ٝمٔ هلنٚ ٛب ثـ ؿٝػیگـ، هـاؿ

َٗت ٍ٘ؼُی ٛب  ـی تضت تبحیـ هـاؿ ػٛ٘ؼ. ٓضَیگٔيچٓغتِق ثنتٚ ثٚ ؿكت ٝ آٓؼ ٓی تٞاٗ٘ؼ كـٝه ؿا ثطٞؿ 

بٍ ٓـس هـاؿگیـی ٍ٘ؼُی ٛب ػؿ پبیبٗٚ ٛبی كـٝػگبٛی ثٚ ٓٞؿی گؾاؿ امت. ثـای ٓخٗیق ػؿ كـٝه تبحیـ

ٓـاصی ٓی ىٞٗؼ تب اف ٍضجت کـػٕ ٓـػّ ثطٞؿ ؿاصت ثب یکؼیگـ رِٞگیـی گـػػ.  ٍ٘ؼُی ٛب ثٚ فٓیٖ پیچ 

ٝ ٗتٞاٗ٘ؼ اف یک كبٍِٚ ثٚ  ٞاٗ٘ؼ ؿٝػؿؿٝی یکؼیگـ هـاؿ گیـٗؼىؼٙ اٗؼ ٝ ثٚ گٞٗٚ ای هـاؿ گـكتٚ اٗؼ کٚ ٓـػّ ٗت

ی ایٖ امت تب ٓـػّ ؿا ثب یکؼیگـ ٍضجت ک٘٘ؼ. ػُیَ ایٖ آؿایو ّؼ ارتٔبػی ٝمبیَ ػؿ كـٝػگبٙ ٛب ثـاؿاصتی 

ٛب ٝ ؿمتٞؿاٜٗب ػؿ كـٝػگبٙ کٚ كْبی عیِی ؿاصتی ػاؿػ ٝ ٓـػّ پٍٞ ثیيتـی ػؿ آٗزب ٛقی٘ٚ ٓی ثٚ مٔت ثبؿ

تبؿیک( ٓضَٞلاتی ؿا ٓـاصی ایٖ ٓـاصبٕ میبٙ ؿٝ )ٍٞؿت( ٝ میبٙ ؿٝ) ؿٝٗؼٙ ػؿ ؿاٙ  .ٛؼایت ٗٔبیؼک٘٘ؼ 

ٓیک٘٘ؼ کٚ یک تْٞٛ ایزبػ ٓیک٘ؼ. تٔبّ ربؽثٚ ٛبیی کٚ ایٖ ٓـاصبٕ عِن ٓیک٘٘ؼ ْٝٛ آُٞػ امت ٝ ثؼؼ اف ٓؼتی 

امتلبػٙ ک٘٘ؼٙ ٓتٞرٚ ٓیيٞػ کٚ ظبٛـ ٓضٍَٞ ثب ثبٖٓ یکی ٗجٞػٙ امت. ىبػـ ٝ كیِنٞف پبؿمی  ٓٞلاٗب رلاٍ 

 ٜ٘بٗنت اٗؼؿ ٍؼ ؿلاف  ،  ظبٛـه ثب تنت ٝ ثبٖٓ ثـ علاف"." مـ پ اُؼیٖ ٓضٔؼ ثِغی ؿٝٓی ٓی گٞیؼ:

It is interesting to know that large corporations spend billions of dollars annually 

researching to understand the consumers‟ needs and desires and find a way to 

motivate them by goods in a wide gamut, including cars, clothing and healthcare 

products. In this regard, their research also helps for a clever interior design in the 

stores to make costumers buy their products. Shop design can bear significant impact 

on consumer reactions and their purchases. The researches show how to facilitate 

consumer moves, help display goods, and help create a specific location. For example, 

moving products in the shelves makes consumers not find the product they are 

looking for, so they have to search for their intended product, and consequently leads 

to purchases some other unnecessary items. In another example, placing corridors in 

the middle of the shelves is effective on the movement of consumers. The location of 

the various goods depending on the traffic in the store can significantly affect the 

sales. How the seats are positions in the store is also influential in sales. For example, 

the seats at the airport terminals are designed in a way to prevent people from 

speaking easily with each other. The seats are fixed to the ground so that people 

cannot face each other and cannot talk to each other easily. Such anti-social 

arrangement of equipment at airports is aimed at directing people to bars and 

restaurants at the airport and making them spend more money. These dark followers 

design products that create illusions. All of the attractions that they create are mystic 

and full of illusion; and after a while consumers notice the product appearance is not 

of the same quality (Jaafarnia, 2012). Speaking on this, the Persian philosopher 

Mewlana Jalal ad Din Muhammad Balkhi (Rumi) says, “It is a magical and hidden 

secret under hundred covers. From outside it looks good, but from inside the situation 

is quite contradictory.” 
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مؼی ػاؿیْ ظبٛـ  ،ا كـآٞه کـػٙ ایْٓـاصی ٍ٘ؼتی اعلام ٝرٞػ ٗؼاؿػ ٝ اعلاهیبت ؿٝهتی ػؿ ک٘بؿ 

ٖ إٓ ٗيبٕ ػٛؼ. ایٖ کیلیت إٓ ؿا ثیيتـ اف ثبٓ ٝ ٓضٍَٞ ؿا ثگٞٗٚ ای ٓـاصی ک٘یْ کٚ ثبٖٓ إٓ ؿا ثپٞىبٗؼ

ثبٖٓ یکی ٗینت." ٓـاس ظبٛـ ٓضٍَٞ ؿا  ٛٔبٛ٘گ ثب ثبٖٓ امت. کٚ ٛٔٚ ٓیگٞی٘ؼ "ظبٛـ ٝیؼ٘ی ظبٛـ ٗب

 هیٔت کبلا ؿا ثبلاتـ ثجـػ، إٓ ؿا اؿفىٔ٘ؼ تـ ٗيبٕ ٓـاصی ٓیک٘ؼ تب ٓـاصی ٓیک٘ؼ ٝ ثنتٚ ث٘ؼی رؾاة ثـای إٓ

مـفٓیٖ ؿكبٙ ٝ  َٓـف گـارٞآغ  ػٙ ک٘٘ؼٙ ثی ٗیبف ؿا رؾة ٗٔبیؼ.ب)اؿفىی کٚ ٝاهؼی ٗینت( ٝ امتل ػٛؼ

ٝ رٞٛـ اٍِی ایٖ مـاة، ػؿ  ػاؿإ ٝ تُٞیؼک٘٘ؼگبٕ مبعتٚ اٗؼ مـاثی امت کٚ مـٓبیٚفاػی ٝ ػؼاُت ٗینت. آ

یی ٗلل آػٓی ػؿ هبُت ٛبی ت٘ٞع ِٓجبٗٚ ٝ پـفؿم ٝ ثـم ػَٔ َٓـف گـاثـاٗگیغتٖ ٝ تضـیک ػائٔی هٞای 

ٓی ک٘ؼ. ایٖ یک مـفٓیٖ پ٘ؼاؿٛبی ؿِٔ ٝ یک مـاة ْٝٛ آُٞػ امت. ظبٛـ ایٖ مـاة اف ػٝؿ پـ اف فؿم ٝ 

، تٔبٓی ایٖ رِٞٙ گـی ٛب ٓبٗ٘ؼ صجبة ػؿ یک ُضظٚ ٓی ربؽثٚ امت ٝ ٝهتی ثٚ إٓ ٓی ؿمیْ ثـم ٝ رِٞٙ گـی ٝ

تٔبّ تـک٘ؼ ٝ ایٖ ؽات ْٝٛ آُٞػ ثـعبمتٚ اف ٓجیؼت ىیطبٗی امت فیـا ىیطبٕ ػؿ ْٝٛ ثيـ عبٗٚ ٓی ک٘ؼ. 

يبٕ تٔـی٘بت ربػٝگـی میبٙ اٗزبّ ٓیؼٛ٘ؼ ٝ اف ٓـین ٛنت٘ؼ ربػٝگـٗؼ. تٔبٓ کٚ ػؿ ؿاك ٛـّ کپیتبُیقّکنبٗی

ٝ ... عٞامتٚ ٛبیيبٕ ؿا ثـ ٓب ػیکتٚ ٓی ک٘٘ؼ. ٝهتی ٗيبٗٚ ٛب ٝ ػلائْ ربػٝی کپیتبُیقّ ؿا ػلائْ ٝ ٗيبٗٚ ٛب 

ؿاٙ ثبَٓ هؼّ ٓی گؾاؿیْ. ٜٓٔتـیٖ ٚ عٞامتٚ ربػٝ ٓیيٞیْ ٝ اف ک٘تـٍ عبؿد ٝ ٗبعٞامتٚ ثثلاكبٍِٚ ٗب ْٓیجی٘ی

ٞیؼ عیِی مـیغ ثبیؼ تِٞیقیٕٞ ؿا اثقاؿ آٜٗب تِٞیقیٕٞ ٝ ای٘تـٗت ٓی ثبىؼ. ثـای ٓـاهجت اف عٞػتبٕ کٚ ربػٝ ٗي

ثـای مبُیبٕ فیبػ امت کٚ تِٞیقیٕٞ ػؿ عبٗٚ  کبؿ مغتی ٗینت. ٖٓ ٝ عبٗٞاػٙ اّ ایٖ اٍلاعبٓٞه  ک٘یؼ. 

ػؿ ای٘زب  ٗؼاىتٚ ایْ. صتی ػؿ عبٗٚ ای کٚ ػاٗيگبٙ ثٚ ٓب ػاػ تِٞیقیٞٗی ثٞػ کٚ ٓب إٓ ؿا ثٚ اٗجبؿی ٓ٘توَ کـػیْ.

ٛب ٓؼٔٞلا ٛ٘ـ، ػِْ ٝ ؿٝاٗي٘بمی  ٘ؼگبٕ ثنیبؿ ٓٞكویت آٓیق امت، چـا کٚ إٓتْٞٛ ٓـاصی ثـ ؿٝی َٓـف ک٘

ٛبی اػؿاک ثَـی، ثٞیبیی، لآنٚ،  ک٘٘ؼ کٚ ىیٞٙ ؿا ػؿ ْٛ آٓیغتٚ ٝ یک ٓـاصی ٓ٘ضَـ ثٚ كـػ ایزبػ ٓی

 کي٘ؼ. چيبیی ٝ ى٘یؼاؿی َٓـف ک٘٘ؼگبٕ ؿا ثب عِن تٞٛٔبت ثٚ چبُو ٓی

When no ethics is observed in the industrial design, and while we have forgotten 

morals, trying to design the appearance of the product in such a way to conceal its true 

self, this means the appearance is inconsistent with what is inside. In this situation, 

everyone says "the appearance and the inside are not the same”. The designer designs 

the product and designs an attractive package to raise the price of the product and 

display it more valuable (a value that is not real), and attract the user who does not 

really need that goods. Consuming societies are not the land of prosperity, freedom 

and justice. The mirage they are living in is made by capitalists and manufacturers, 

and the main essence of this mirage is to continuously stimulate others to go on with 

their consumerism in diverse forms. This is a land of false beliefs and a messy mirage. 

The appearance of this mirage is full of glamour and glare and attraction, and when 

we arrive, all of them shatter in a moment just like bubbles; and this unclear nature 

emanates from a devilish nature, because the devil dwells in the humans‟ delusion. All 

those who are at the top of the Capitalism pyramid exercise black magic and dictate 

their intentions and desires to us through signs and symptoms. Seeing the signs of the 

magic of capitalism, we immediately become hunted unwittingly, and get out of 

control stepping unconsciously on the wrong path. Their most important tools are 

television and the Internet. You need to turn off the TV very quickly to take care of 

yourself. It is not hard at all. My family has not had any TV for many years. Even 

when we moved to the house the university had given us, we put the TV in the 

basement. Here the illusion of design is so successful on consumers. Since they 

usually blends art, science, and psychology into unique design that will challenge the 

way consumers think through visual, perceptual, aroma, touch, taste and 

audio illusions.  
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ػٛؼ کٚ ػؿک َٓـف ک٘٘ؼٙ اؿِت ثٚ ىؼت ثب کیلیت ٝاهؼی ٓضٍَٞ  ثـؿمی ؿكتبؿ َٓـف ک٘٘ؼٙ ٗيبٕ ٓی

ک٘ؼ،  ػاٗؼ چینت ػػٞت ٓی َٓـف ک٘٘ؼگبٕ ؿا ثٚ عـیؼ کبلایی کٚ اٝ صویوتب ٗٔی ،تْٞٛ ٓـاصیٓتلبٝت امت. 

تٞاٗ٘ؼ کيق  مت. ػؿ ای٘زب َٓـف ک٘٘ؼگبٕ ٗٔیاكتؼ ؿٓقگيبیی تْٞٛ ٓـاصی ا صبٍ آٗکٚ آٗچٚ صویوتب اتلبم ٓی

پـػافٗؼ. ایٖ تٞٛٔبت َٓـف ک٘٘ؼگبٕ  ک٘٘ؼ کٚ چگٞٗٚ ػِْ ٝ ؿٝاٗي٘بمی ػؿ پل ٛـ ٓـاصی ثٚ ایلبی ٗوو ٓی

مبفٗؼ کٚ َٓـف ک٘٘ؼٙ ػؿ ؽٖٛ عٞػ ػاؿػ. ایٖ ٗٞع مضـ ٝ ربػٝ ٝ تْٞٛ  ؿا ػؿ ػٗیبیی ػؿٝؿیٖ ؿٞٓٚ ٝؿ ٓی

ٛب آٝیغتٚ  ٝ ثٚ ؽٖٛ  ٛب ؿا اف پبی ٓـػّ ثبف کـػٙ ٙ امت. ػؿ ٝاهغ إٓ ٛب فٗزیـاف آؿبف ػَـ مـٓبیٚ ػاؿی ثٞػ

اف ٗوطٚ ٗظـ ػَت ى٘بمی، تْٞٛ ثٚ یک صٞفٙ ػِٔی تجؼیَ ىؼٙ کٚ تضویوبت ٝ ٓطبُؼبت فیبػی ػؿثبؿٙ إٓ  اٗؼ.

جی٘یْ یب ثٚ ٝیژٙ ػؿ فٓی٘ٚ ٓـاصی ثَـی اٗزبّ ىؼٙ امت. ثـای ٓخبٍ ٓٔکٖ امت ػؿ ٓیبٕ اثـٛب ٍٞؿت آػّ ث

 ایْ. عٞػٓبٕ ؿا ٓتوبػؼ ک٘یْ کٚ یک ىجش ػیؼٙ

ک٘٘ؼ. ٗيبٕ ػاػٙ ىؼٙ کٚ ٛـ مٚ ایٖ  تْٞٛ، ػِْ ٝ ؿٝاٗي٘بمی ٛـ یک ٗويی ػؿ كـیت َٓـف ک٘٘ؼگبٕ ایلبء ٓی

اٗؼ. ایٖ ٗيبٕ  ٓٞاؿػ ثٚ ٍٞؿت رؼاگبٗٚ یب ثٚ ٍٞؿت تـکیجی ػؿ ٓـاصی ٓضٍَٞ ٓٞؿػ امتلبػٙ هـاؿ گـكتٚ

اٗؼ ٝ إٓ  ى٘بمبٗٚ امت کٚ ػاٗئ٘ؼإ ػِّٞ ػَت ى٘بمی ػؿ مبُیبٕ اعیـ ٓزؾٝة إٓ ىؼٙ إػٛ٘ؼٙ یک تْٞٛ ؿٝ

ٛبی ثـرنتٚ كـیت  اٗؼ. پبؿیؼُٝیب فٓبٗی امت کٚ ؽٖٛ َٓـف ک٘٘ؼٙ اٝ ؿا ثٚ ػیؼٕ اُگٞ ؿا پبؿیؼُٝیب ٗبٓیؼٙ

ىٞػ ٓب  ٚ ثبػج ٓیػٛؼ، ػؿصبُی کٚ ػؿ ٝاهغ ٛیچ اُگٞی هبثَ تٞرٜی ٝرٞػ ٗؼاؿػ. ایٖ ٛٔبٕ چیقی امت ک ٓی

 ػؿ ٓیبٕ اثـٛب ٍٞؿت آػّ ثجی٘یْ.

ک٘یْ ُجبك گـّ  ای اصنبك مـٓب ٓی . ٓب فٓبٗی کٚ ؽؿٙبمبت ٓب ٓـتجٔ ٛنت٘ؼاهؼآبت ؿٝفٓـٙ ٓب ثٚ اصن

پٞىیْ، صتی اگـ ٛٞای ثیـٕٝ فیبػ ْٛ مـػ ٗجبىؼ. گبٛی اٝهبت ٓب اصنبك مـٓب ؿا ثیيتـ اف إٓ چیقی کٚ  ٓی

ىٞػ کٚ ٓب اصنبك مـٓب ک٘یْ صتی  ىٞیْ. چٚ ػٞآِی ثبػج ٓی ػٛؼ ٓتَٞؿ ٓی ٓیػٓبی ٝاهؼی ٛٞا ٗيبٕ 

 . اٗؼ ْ ٛٞای مـػ ثٚ ٓب ٓ٘توَ ىؼٙفٓبٗی کٚ ٛٞا ٝاهؼب مـػ ٗینت؟ ثؼٕٝ ىک ثـعی اف ػلائ

Going through consumer behavior shows that whatever consumer perceives is often 

radically different from the reality of product quality. The designed illusion invites 

consumers to buy the product but he does not determine what is truly happening to 

decode the illusion of the design. Here, consumers cannot uncover how science and 

psychology are at work behind each design. These illusions will immerse consumers 

in a fake world that which has been created in their minds. This kind of Magic 

and illusion has been around since the capitalism start to open the chain from the legs 

and put it on the mind of people. From a neuro-scientific point of view, illusions have 

become a well-studied and researched area, especially in the field of visual design. 

We might see faces in the clouds, or convince ourselves that we‟ve seen a ghost.  

Illusion, science and psychology each play a role in deceiving consumers. Each of 

these three has been showcased either individually, or as a combination through 

product design. This represents a psychological illusion which neuroscientists have 

become fascinated during the past years called Pareidolia. Pareidolia happens when 

consumer mind tricks him into seeing significant patterns, when in fact, there are no 

significant patterns to be found. This is the reason we see faces in the clouds. 

Our everyday actions are linked to emotions (Read, 1972). We put on warm clothes 

when we feel a chill even if it‟s not really cold outside. Sometimes, we imagine the 

feeling of cold more than the reality of the actual temperature. What are the factors 

that make us think we are cold when we are not? Undoubtedly some signs of cold are 

being transmitted (Visser, 2006). 
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ٛبی ٗٞىیؼٗی مـػ ثٚ ٓٞؿ عبٍی ثـای اٗتوبٍ اصنبك مـٓب ٓـاصی ىؼٙ اٗؼ.  ٓضَٞلاتی چٕٞ یغچبٍ ٝ ثنتٚ

ک٘٘ؼ ٝ ٓؼ٘ی ؿا ثٚ اػٔبٍ ٝ اىیبء ػؿ ىـایٔ ٝ   ٓـاصبٕ اف ٓؼ٘بى٘بمی ثـای تلنیـ ػلائْ ٝ ٗٔبػٛب امتلبػٙ ٓی

ػٛ٘ؼ. ایٖ ٓطبُؼٚ ٓؼ٘بى٘بمی ٓـاصبٕ ؿا هبػؿ ٓی مبفػ تـکیت ٓ٘بمجی اف ػ٘بٍـ  ت عبٍی اعتَبً ٓیثبك

ٛبی ٓ٘بمت ثٚ  ثَـی ثـای ثـهـاؿی اؿتجبٓ ثب یک هبُت ٓؼ٘بیی مبفگبؿ ؿا ثـای یک ٓضٍَٞ ٝ تُٞیؼ پبمظ

٘٘ؼ کٚ ٓ٘بمت ک٘٘ؼ هبػؿٗؼ ٓضَٞلاتی ؿا ٓـاصی ک إٓ پیؼا ک٘٘ؼ. کنبٗی کٚ ٓؼ٘بى٘بمی ؿا ػؿک ٓی

ٛب ٛٔچ٘یٖ تَٔیٔبت اصنبمی کٚ ؿٝی ؿّبیت ٓيتـی  ثبىؼ، إَٓٓـف ک٘٘ؼگبٕ ٛبی كیقیُٞٞژیکی  ٗیبفٓ٘ؼی

 .آٝؿٗؼ ٛنت٘ؼ ؿا ٗیق ثٚ صنبة ٓی تبحیـگؾاؿ

ػیؼٕ »ای ثب ػ٘ٞإ  ػؿ فٓی٘ٚ ٓلّٜٞ یکپبؿچٚ چبؿچٞة عٞػ ثـای َٓـف ک٘٘ؼٙ، ایٖ ٓنئِٚ ؿا ػؿ ٓوبُٚکـیِی 

ک٘ؼ کٚ چگٞٗٚ ٗوو  تّٞیش ػاػٙ ٝ ثیبٕ ٓی« َٓـف ک٘٘ؼٙ ثٚ ػآ٘ٚ ثَـی ػؿ ٓـاصی ٓضٍَٞچیقٛب: پبمظ 

ٓ٘جغ ثَـی عبؿری ٝ تؼبَٓ ٓیبٕ ى٘بعتی ٝ پبمظ ػبٓلی، ػؿ یک كـآی٘ؼ اؿتجبٓی ٓیبٕ ٓـاصی ٝ َٓـف 

ایٖ ٗیق ػؿ  ٛبی ى٘بعتی ثـای ٓـاصی تبحیـ ػاؿٗؼ، کٚ ٛبی ربػٝیی ٓؼ٘بیی ٝ ٗٔبػیٖ پبمظ ک٘٘ؼٙ، ثـ ؿٝی ر٘جٚ

فٓی٘ٚ ٓـاصی ثـ امبك ٓؼٍ اؿتجبٓی کلامیک ىبٕٗٞ تٞمؼٚ یبكتٚ امت. چ٘یٖ کبؿی ٓنتِقّ ٝرٞػ ٛـ ػٝ 

ى٘بمی امت کٚ ثٚ ٓـاس )تْٞٛ آكـیٖ/ ربػٝگـ( ػؿ عِن ػلائْ ربػٝیی کٔک  پبؿآتـٛبی كیقیکی ٝ ؿٝإ

نتی ٝ ارتٔبػی ؿا ػؿثـ ػاىتٚ ٝ تؼییٖ ٛبی ایزبػ ىؼٙ فی کـػٙ ٝ ػِت ؿبیی اٗگیقٙ ٝ ؿكتبؿ ثـگـكتٚ اف ٓضـک

 .بت ٝ تـییـات ؿكتبؿی ٓب ٓی ثبىؼٛبی كکـی ٓب، اصنبم ک٘٘ؼٙ عٞامتٚ

 

Products like refrigerators and cold drink packages are specifically designed to 

convey the feeling of cold. Designers use semantics to interpret signs and symbols 

and assign meaning to actions and objects within particular circumstances and 

contexts (Mick, 1986). The study of semantics enables designers to find the right 

combination of visual elements to communicate a consistent semantic frame for a 

product and produce appropriate responses to it. Those who understand semantics are 

able to design products that fit consumers‟ physiological requirements and also take 

into account the emotional decisions that influence customer satisfaction (Boulding, 

1956). 

Which Crilly within the context of an integrated conceptual of his framework for 

consumer response has explained this issue in the paper „Seeing Things: consumer 

response to the visual domain in product design,‟ that how the role of external visual 

source and the interaction between cognitive and effective response in a process of 

communication between the design and the consumer emphasizes on the magical 

semantic and symbolic aspects of cognitive response to design (Crilly et al., 2004), 

which has been developed in the context of design based on Shanon's classical 

communication model. It entails both physical parameters and psychological 

parameters that help designer (Illusionist/ magician) in the creation of the magical 

sign, and holds the ultimate cause of motivation and behavior derived from 

biologically endowed and socially acquired impulses that determine our desires 

thoughts, feelings and behaviors changes (Reeve, 2005; Jaafarnia &  Mokashi 

Punekar, 2011)  
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ؿٓقگيبیی ٓضتٞای ٓؼ٘بیی ربػٝیی ٓضَٞلات، ىبَٓ ػٝ ٝاک٘و ٓغتِق ، كـای٘ؼ تلنیـ ٝ گـیلیٖ ث٘ب ثٚ گلتٚ

ٝاک٘و ػّٝ اصنبمی  ٛبی ارتٔبػی ٝ كـٛ٘گی، ٝ امت: ٝاک٘و اٍٝ ثـ امبك تزبؿة گؾىتٚ ٝ ٝاثنتٚ ثٚ فٓی٘ٚ

ىٞػ. ػلاٝٙ ثـ ایٖ،  ثٞػٕ امت. ث٘بثـایٖ ٓؼ٘بی ربػٝیی ثـامبك ٗتبیذ گـكتٚ ىؼٙ اف تزـثیبت هجِی تلنیـ ٓی

ٛبی  مبت عِن ىؼٙ ثب ػلائْ ربػٝیی ثٚ ٓٞؿ ٗقػیکی ثب ؿٝاٗي٘بمی اٗنبٗی ػؿ اؿتجبٓ ٛنت٘ؼ؛ ٝ پبمظاصنب

ٛبی َٓـف ک٘٘ؼگبٕ ػؿ ؿاثطٚ ثب ػلائْ ربػٝیی  ٛب، ٗگـه ثبى٘ؼ کٚ تٞمٔ اكکبؿ، ػوبیؼ، اؿفه عٞػکبؿی ٓی

ٛب( ٝ اصنبمبت ؿا ثٚ  ٛب ٝ ٗگـه تزـثیبت گؾىتٚ )اكکبؿ، ػوبیؼ، اؿفه گـیلیٖاٗؼ.  ٓٞؿػ ٗظـ ثٚ رـیبٕ ػؿآٓؼٙ

تٞاٗؼ ثؼٕٝ ػیگـی  ٛـ یک ٗٔیک٘ؼ. ایٖ ػٝ اؿتجبٓ ٗقػیکی ثب ٛٔؼیگـ ػاىتٚ ٝ  ػٝ ػمتٚ ٝاک٘و ٓغتِق تونیْ ٓی

ػٛ٘ؼ؛ ٝ ثنیبؿی اف  ىبٕ اٗزبّ ٓی ٝاهغ ىٞػ. ٓـػّ ػَٔ یبػگیـی ؿا اف ٓـین تزـثیبت ٝ كـٛ٘گ ٓٞحـ 

اٗؼ، ؿٝٗؼ  تٞاٗؼ ثـامبك اتلبهبتی ثبىؼ کٚ ػؿ ػٝؿإ کٞػکی ثـای اٝ ؿط ػاػٙ ٛب ثـای یک كـػ ثبُؾ ٓی ضـکٓ

یبػگیـی اٝ اف اٝإ کٞػکی آؿبف ىؼٙ ٝ یک كـآی٘ؼ ػائٔی امت کٚ عیِی فٝػ آؿبف ىؼٙ امت. ػوبیؼ، ٗگـه ٛب، 

ٓلی ٝ ٝاک٘و ثٚ تْٞٛ ایزبػ ىؼٙ تٞمٔ ػلائْ ک٘٘ؼ. پبمظ ػب ٛب ٗیق ػؿ ٍٓٞ فٓبٕ تـییـ پیؼا ٓی ثبٝؿٛب ٝ اؿفه

 ٛبی ٓغتِق ٓتلبٝت ٓی ثبىؼ. ربػٝیی ٓضٍَٞ، ثـای اكـاػ ثب پیيی٘ٚ

ک٘٘ؼ. ٓغبٓجبٕ ثـای یک ٓضٍَٞ عبً ثٚ ٓٞؿ  ٛبی ٓضٍَٞ ٗوو ٜٓٔی ػؿ اٗتوبٍ ٓؼ٘ب ثبفی ٓی ٝیژگی

تٞاٗ٘ؼ مجت  یَ ٓغتِلی ٓیک٘٘ؼ. ػلا چئگیـی، ثنتٚ ثٚ ٝیژگی ٛبی عبً ٝ رقئیبت ٓـاصی إٓ تـییـ ٓی

تٞاٗ٘ؼ ٗگبٙ، اصنبك ٝ یب  ىٞٗؼ کٚ َٓـف ک٘٘ؼٙ ثب یک ٓضٍَٞ اؿتجبٓ ثـهـاؿ کـػٙ یب ٗک٘ؼ. ایٖ ػلایَ ٓی

بٙ ػبٓلی ثـای تَٔیْ ٛبی اٝ عِن ک٘٘ؼٙ پبیگ ٍؼای یک ٓضٍَٞ ثبى٘ؼ. ثبٝؿٛبی َٓـف ک٘٘ؼٙ ٝ ٗگـه

ف یکی اف صٞاك ثبىؼ، تَٞیـ کبَٓ ؿا ثٚ َٓـف ک٘٘ؼٙ . امتلبػٙ اف آلاػبت کٚ تٜ٘ب ثـگـكتٚ اگیـی ٛنت٘ؼ

 تٞاٗؼ ثٚ ٓـاصبٕ ثـای عِن تْٞٛ ثـای َٓـف ک٘٘ؼٙ کٔک ک٘ؼ.  ػٛؼ ٝ ایٖ آـ ٓی اؿائٚ ٗٔی

According to Griffin (1999), this process of interpreting and decoding the products‟ 

magical semantic content involves two different reactions. The first one based on past 

experiences and dependent on social and cultural background, and the second reaction 

being emotional. Magical meaning is then interpreted based on associations drawn 

from prior experience. Furthermore, created emotions by magical sign are closely 

related to human psychology; and are automatic responses triggered by thoughts, 

beliefs, values and attitudes that consumers have associated with the magical sign of 

object. Griffin (1999) is separating past experiences (thoughts, beliefs, values, and 

attitudes) and emotions into two different categories of reactions. These are closely 

related and cannot function without each other. People learn through their experiences 

and their culture; which many of the motivational impulses of an adult can be traced 

to events that took place in childhood, and its learning process starts very early in 

childhood which is an ongoing process (Piaget, 1990; Reeve, 2005). People‟s 

thoughts, attitudes, beliefs, and values can change over time. The emotional response/ 

reaction to illusion, triggered by a magical sign of product varies for people with 

different backgrounds (Demirbilek & Sener, 2003). 

Product features play an important part in transmitting meaning. The audience for a 

particular product changes dramatically depending on specific features and design 

details. The consumer may or may not connect with a product for a variety of reasons. 

It may be the look, feel or sound of a product. Consumer beliefs and attitudes create 

an emotional base for decision-making (Mowen & Minor, 2008). Using the 

information from only one sense does not give the consumer the whole picture and it 

can help designers to create an illusion for consumers.  
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تٞاٗؼ ایٖ  امتئبّ ک٘ؼ، ثچيؼ یب ُٔل ک٘ؼ، تٜ٘ب ٓیک٘ؼ ثب چئبٗو ثي٘ٞػ،  فٓبٗی کٚ یک َٓـف ک٘٘ؼٙ مؼی ٓی

اصنبمبت ؿا ٓتَٞؿ ىٞػ. اف آٗزب کٚ ٛـ صنی ٓ٘ضَـ ثٚ كـػ امت، ٓـاصبٕ اف ایٖ ٓنئِٚ ثـای ایزبػ تْٞٛ 

تٞإ ثب ػیؼٕ  ک٘٘ؼ. چـا کٚ ػؿک تٔبّ ٝاهؼیت تٜ٘ب ثب امتلبػٙ اف یک صل آکبٕ پؾیـ ٗینت. ٓخلا ٗٔی امتلبػٙ ٓی

امت، آب  تٞاٗیْ تَٞؿ ک٘یْ کٚ کیک تب چٚ اٗؼافٙ عٞه ٓؼْ ٝ عٞه ثٞ إٓ ؿا چيیؼ. ٓب ٓی یک کیک ٓؼْ

 ىٞػ.تٞاٗؼ ثـای تؼییٖ ٓؼْ کیک،ربیگقیٖ صٞاك ػیگـ ثٚ تٜ٘بیی ٗٔی«ٗگبٙ کـػٕ»ثبفؿمی ثَـی یؼ٘ی ٛٔبٕ

 

 ىکَ. كٞلاػ ؿٗگ ىؼٙ ٓبؿٕٝ )ثبلا ٝ مٔت ؿامت(، ؿٝکو ٓلایی

Figure. Maroon Painted steel (top and right), Gold plated steel. 

 

 ىکَ. ظبٛـ ثؼٗٚ ثب كٞلاػ ؿٗگ ىؼٙ )ثبلا( ٝ ظبٛـ ثؼٗٚ ثب كٞلاػ ثب ؿٝکو ٓلا )پبییٖ(

Figure. Expressions of body with painted steel (top) expressions of body with gold 

plated steel (bottom) (Jaafarnia & Bass, 2011). 

When consumers try to hear, smell, taste or touch with their eyes they can only 

imagine; since each sense is unique, designers uses this point to make illusion. As it is 

not possible to tell the reality just by (using one sense) looking at a piece of cake, how 

it will taste. We can imagine how good it will taste or smell, but visual inspection 

alone will not replace the other senses in determining if the cake is tasty. 
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( آب ٓـاصبٕ ظبٛـ C63ػٛؼ، ٛـ ػٝ عٞػؿٝ ػاؿای ٓـاصی ٝ ٓؼٍ یکنبٗی ٛنت٘ؼ، )کلاك  ٓخبٍ ٗيبٕ ٓیایٖ 

ٓـاصی اُٝیٚ ثؼٗٚ كٞلاػ ؿٗگ ىؼٙ ثٞػ، آب ػؿ ٓـاصی ثؼؼی ثٚ ؿٝکو  ػؿاٗؼ.  ٛـ ػٝ عٞػؿٝ ؿا تـییـ ػاػٙ

تٞاٗیْ تبحیـات ٓـاصی ربػٝیی ؿا ثجی٘یْ. ایٖ تـییـ تبحیـ ٓخجتی ثـ ؿٝی ػؿک اف  ٓلا تـییـ کـػٙ امت. ٓب ٓی

عٞػؿٝ ؿا تـییـ ػاػٙ امت. ؿٗگ ػؿعيبٕ ٝ ثبفتبة ثٜتـ كِق ٓلایی ٓـف ٗگبٙ ثٚ  ؿٝکوٓبىیٖ گؾاىتٚ امت. 

اؿفىٔ٘ؼ ٓلا ػؿ صویوت یک اصنبك مـػت ٝ ؿـٝؿ ؿا ایزبػ کـػٙ کٚ ػؿ ایٖ فٓی٘ٚ ثٜتـ اف كٞلاػ ؿٗگ ىؼٙ 

ٓب ػؿ ای٘زب ثب ػٝ ثـػاىت ٓتلبٝت اف اصنبك ٝ  ثٞػٙ، ٛٔچ٘یٖ اصنبك اكنـػگی ؿا ٗیق کبٛو ػاػٙ امت.

ثی٘ؼ، ػؿ ٓوبثَ  اصنبك چیقی امت کٚ چيْ ٓب إٓ ؿآی تلبٝت ٓیبٕ ایٖ ػٝ ؿٝثـٝ ٛنتیْ. اػؿاک ثـای تٍٞیق

ثی٘ؼ. اصنبك ثـای ٛٔٚ یکنبٕ امت، ػؿ صبُی کٚ اػؿاک ػؿ اكـاػ ٓغتِق  اػؿاک إٓ چیقی امت کٚ ٓـق ٓی

یـ ک٘ؼ ٝ ک٘ؼ، ػؿ صبُی کٚ اػؿاک ٓٔکٖ امت تـی ٓتلبٝت امت؛ اصنبك ثـ امبك تزـثیبت گؾىتٚ تـییـ ٗٔی

ک٘یْ ٛٔیيٚ یکنبٕ ٗینت٘ؼ. اگـ ایٖ ّٓٞٞع ؿا ػؿ تضویوبت اؿفیبثی  ْ ٝ آٗچٚ ػؿک ٓییک٘ آٗچٚ ٓب اصنبك ٓی

تٞاٗؼ تٜ٘ب ثب امتلبػٙ اف ػیؼٕ، یک ٓضٍَٞ ؿا کبٓلا ػؿک  ػٛ٘ؼ؛ یک َٓـف ک٘٘ؼٙ ٗٔی ک٘یْ، ٗتبیذ ٗيبٕ ٓی

ٛب َٓ٘ٞػی ثٞػٙ ٝ اف چٞة، كّٞ ٝ ژُٚ  کیکىٞٗؼ. یکی اف  ک٘ؼ. ػؿ ایٖ تضویوبت ػٝ کیک ٗيبٕ ػاػٙ ٓی

میِیکٕٞ هـٓق مبعتٚ ىؼٙ امت، ػؿ ٓوبثَ ػیگـی ٝاهؼی ثٞػٙ ٝ اف عبٓٚ، ژُٚ آٗبٗبك ٝاهؼی مبعتٚ ىؼٙ امت. 

ٛب ػؿثبؿٙ ای٘کٚ کؼاّ یک  ٗلـ ٗيبٕ ػاػٙ ىؼٙ ٝ ٗظـ إٓ 8ٓٗٛبی تَبػكی ثٚ  ایٖ ػٝ کیک ثب امتلبػٙ اف ؿٝه

% اف اكـاػ( کیک َٓ٘ٞػی ؿا ثٚ ػ٘ٞإ کیک 8٘ٗلـ ) ٗٙٗ امت پـمیؼٙ ىؼٙ امت.تـ  تـ ٝ عٞؿػٗی عٞىٔقٙ

تـ اٗتغبة کـػٗؼ. فٓبٗی کٚ ػِت ایٖ اٗتغبة اف آٗبٕ پـمیؼٙ ىؼ، ػؿ رٞاة اػلاّ کـػٗؼ کٚ ژُٚ تٞت  عٞىٔقٙ

هـٓق  تـ مبعتٚ امت. اكـاػ ٓٞؿػ ٓطبُؼٚ ثٚ ٓٞؿ ٓخجتی ثٚ ٓوؼاؿ ژُٚ ٝ ؿٗگ كـٗگی ظبٛـ کیک ؿا عٞىٔقٙ

ٛب اربفٙ ػاػٙ ىؼ ٛـ ػٝ کیک ؿا ُٔل ک٘٘ؼ، ىگلت فػٙ ٝ ىٞکٚ ىؼٗؼ،  فٓبٗی کٚ ثٚ إٓ إٓ ٝاک٘و ٗيبٕ ػاػٗؼ.

ٛب ٛٔچ٘یٖ كٜٔیؼٗؼ  إٓ تـ اف کیک ٝاهؼی امت. تـ ٝ مجک ٝفٕ فٓبٗی کٚ كٜٔیؼٗؼ کیک َٓ٘ٞػی ثنیبؿ ملت

 یـ ػاػٗؼ.کٚ ژُٚ اف لامتیک مبعتٚ ىؼٙ امت ٝ تٔبٓی اكـاػ ؿای ىبٕ ؿا تـی

This example shows, both cars have the same design and model number (C63 Class) 

but the designers have changed the expressions for each car. The original material for 

the body was painted steel, but the redesigned was gold-plated. We can see the effect 

of magical design. This change had a positive effect on the perception of the car. The 

look of the car was enhanced by the gold material. The lustrous quality and greater 

reflectivity of the precious metal expressed the feeling of speed and pride better than 

the painted steel and reduced the feeling of depression. Here we are facing with two 

different ideas of sensation and perception, to describe the difference between these 

two; sensation is what our eyes see, perception is what our brain sees; sensation is the 

same for everyone, while perception is different for everyone; sensation does not 

change based on past experience, while perception can; and what we sense and what 

we perceive are not always the same. To see this issue in our research the result shows; 

based on sight alone, a consumer cannot fully know a product. We showed two cakes 

(a fake cake made out of wood, plastic foam and red silicon jelly and a real cake with 

cream and real pineapple jelly), to 490 subjects found using randomized methods. We 

asked them which cake is more delicious and edible. 464 people (95%) selected the 

fake cake as being more delicious. When asked why, most of them said the strawberry 

jelly made the cake look more delicious. Subjects reacted positively to the quantity of 

jelly and its red color. When they were allowed to touch the cakes, they were 

surprised and shocked to find that the fake cake was very hard and much lighter in 

weight than the real one. They also realized that the jelly was made of rubber. All 

subjects changed their vote (Jaafarnia & Bass,  2011). 
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 ٛب )چپ(،  آٓبؿ اٗتغبة )مٔت ؿامت(. ٛبی ٝاهؼی ٝ َٓ٘ٞػی: کیک ىکَ. ٗٔٞػاؿ کیک

Figure. Diagram of the real and fake cake: Cakes (Left) statistic of selection (Right). 

 

 اف ُٔل: ٗٔٞػاؿ ىٔبتیک ثـای کیک َٓ٘ٞػی )ثبلا( ٝ ٝاهؼی )پبییٖ(. هجَ ٝ ثؼؼىکَ. ٗظـ اكـاػ 

Figure. User‟s opinion before and after touch: schematic diagram for fake cake (top) 

for real cake (bottom) (Jaafarnia & Bass, 2011). 

ٓٞرٞػ ػؿ ٓـس )پیکـٙ،ثنتٚ ث٘ؼی یب تبحیـ اٗتظبؿات َٓـف ک٘٘ؼٙ ثـ اؿفیبثی ٛبی ٓـثٞٓ ثٚ ٓضـک ٛبی 

یک ثـؿمی تضویوبتی ثٚ ٝاّش ٗيبٕ ػاػٙ کٚ چگٞٗٚ  تجِیؾ( ػؿ پژٝٛو ٛبی مبیـ ٓضوویٖ ٗیق ػیؼٙ ٓی ىٞػ.

گؾاؿ امت هـاؿ گیـػ. اؿی کٚ ثـ اٗتظبؿات اف ٓقٙ تبحیـاػؿاک صبٍِٚ اف ٓقٙ ٓی تٞاٗؼ تضت تبحیـ ػلائْ ػیؼ

ثب اكقٝػٕ ٗٞػی ؿٗگ عٞؿاکی َٓ٘ٞػی ثی ثٞ ٝ ثی ٓقٙ، ثٚ ٍٞؿت ػؿ ایٖ ثـؿمی ؿٗگ پٞػی٘گ ٝاٗیِی 

ثٚ ػمت آٓؼٙ ؿا  آٓؼ، مپل پبمظ ػٛ٘ؼگبٕ، پٞػی٘گ ٛبیٜٞٙ ای ٓتٞمٔ ٝ هٜٞٙ ای ؿٝىٖ  ػؿهٜٞاٙ ای تیـٙ، ه

ؿٗگ ؿا ػؿٍؼ اف پبمظ ػٛ٘ؼگبٕ ٓقٙ پٞػی٘گ تیـٙ  6ٕػؿ ٓویبك ٛبی گٞٗبگٕٞ ػؿرٚ ث٘ؼی کـػٗؼ. ػؿ صؼٝػ 

پٞػی٘گ ؿٝىٖ ؿا ثیيتـ اف تیـٙ ثٚ صبُت عبٓٚ ای یبكت٘ؼ. ایٖ ٗيبٕ ٓی ػٛؼ  تی ٝثٜتـیٖ ٓقٙ ىکلاثٚ ػ٘ٞإ 

 کٚ اػؿاک ؽٛ٘ی َٓـف ک٘٘ؼٙ هبثِیت گٍٞ عٞؿػٕ ؿا ػاؿػ.

The impact of consumer expectations on the evaluation of incentives in the design 

(shape, packaging or promotion) is also reviewed in other researchers' studies. A 

research has clearly shown that how taste-based perception can be influenced by 

visual signs that affect taste expectations. In this study, the vanilla pudding color was 

added by adding an odorless, tasteless, dull, dark-brown, brown, light brownish color, 

then the respondents scored the puddings at different scales. They made about 62 

percent of respondents found dark-pudding taste as the best tasting of chocolate and 

bright pudding over dark in creamy condition. This suggests that consumers‟ mental 

perception is prone to be fooled. 
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ک٘٘ؼ. ثب امتلبػٙ اف ػاٗو ٓؼ٘بى٘بمی، ٓـاصبٕ  ػلائْ تْٞٛ آٓیق ٝ ٗٔبػٛب، اصنبمبت َٓـف ک٘٘ؼٙ ؿا ٛؼایت ٓی

ْٛ ٓـاصی ػٛ٘ؼ ٝ ثیبٕ ػبٓلی ٓضکٔی ؿا اف ٓـین تٞ ٛبی َٓ٘ٞػی ػؿ ٓضَٞلات هـاؿ ٓی ػلائْ ٝ ٗٔبػ

ک٘ؼ کٚ ػؿ إٓ ػلائٔی )ٓـاصی( کٚ ثی٘٘ؼٙ  كـػی٘بٗؼ ػ مبمٞؿ یک ٓؼٍ ثـای ٓؼ٘بى٘بمی پیيٜ٘بػ ٓی ک٘٘ؼ. عِن ٓی

ػِْ ٓؼ٘بى٘بمی  ٝ ایٖک٘ؼ.  ک٘ؼ، ثب اٝ اؿتجبٓ ثـهـاؿ ٓی اف ٓـین چيْ، گٞه، ثی٘ی، فثبٕ ٝ پٞمت ػؿیبكت ٓی

، كـّ(  ٛب )کِٔبت، ػجبؿات، ٍؼاٛب( ٝ ػلائْ )ٗٔبػٛب، ٓـس ػِْ ٓطبُؼٚ ٓؼبٗی امت کٚ ثـ ؿاثطٚ ٓیبٕ ػاٍ

 .کٚ ػلاُت ثـ إٓ ػاؿٗؼ اٗؼ ٝ ٗيبٗگـ إٓ چیقی امت ک٘ؼ، کٚ اف ٓ٘جغ ٝ ٓؼٍُٞ )ٓ٘جغ( تُٞیؼ ىؼٙ تٔـکق ٓی

( مضـ ٝ ربػٝ ؿا اف ٓـین ٓـاصی )ػلائْ( اٗزبّ ٛٔبٗ٘ؼ ػٝؿإ ثبمتبٕ، آـٝفٙ ٗیق ٓـاصبٕ )ربػٝگـإ

تٞاٗیْ ایٖ ٓـاصبٕ ؿا ثٚ ػٝ ػمتٚ تونیْ  ک٘٘ؼ َٓـف ک٘٘ؼگبٕ ؿا ک٘تـٍ ک٘٘ؼ. ٓب ٛٔچ٘یٖ ٓی ػٛ٘ؼ ٝ مؼی ٓی ٓی

( ٓـاصبٗی ٕک٘٘ؼ ٝ  ىبٕ ػؿ ؿاٙ عیـ امتلبػٙ ٓی ( ٓـاصبٗی کٚ اف ربػٝی ملیؼ پیـٝی کـػٙ ٝ اف هؼؿت ٔک٘یْ: 

ک٘٘ؼ تب پٍٞ َٓـف ک٘٘ؼگبٕ ؿا ثٚ ریت  ػاؿی کٔک ٓی میبٙ پیـٝی کـػٙ ٝ ثٚ مینتْ مـٓبیٚ کٚ اف ربػٝی

ٛبی امتلبػٙ اف هؼؿت ٓتلبٝت امت ٝ ایٖ ػٝ  ثقٗؼ. اگـ چٚ ػاٗو ٝ هؼؿت ثٚ ػمت آٓؼٙ ٓيبثٚ امت آب ؿاٙ 

ثبى٘ؼ کٚ ػؿ ػاٗيکؼٙ ىٞٗؼ. ث٘بثـایٖ، آٜٗب ٓنئٍٞ ػاٗو ٓؼ٘بى٘بمی ٓـاصی ٓی  گـٝٙ ایٖ گٞٗٚ اف ْٛ رؼا ٓی

ک٘٘ؼ فیـا اف ٗظـ اعلاهی ٓنئُٞیت  تٜ٘ب اف إٓ ػؿ ؿامتبی عٞثی امتلبػٙ  ثبیؼ آٓٞفٗؼ ٝ ٛبی ٓـاصی ٓی

 ثـ ػٝه ٓـاصبٕ ٓی ثبىؼ.َٓـف ک٘٘ؼگبٕ چگٞٗگی امتلبػٙ اف ایٖ ػاٗو ثـای ٓضَٞلات 

 

The illusive signs and symbols guide consumer‟s emotions. Using the knowledge of 

semantics, designers insert artificial signs and symbols in products to create consistent 

emotional expression through the illusion of the design. Ferdinand de Saussure 

suggested a model for semantics which connects the sign (design) viewer receives 

through eyes, ears, nose, tongue and skin. We know that semantics is the study of 

meaning. It concentrates on the relationship between signifiers (words, phrases, 

sound), signs (symbol, design, form) which has been generated from the source and 

signified (source) and implies what they signify (Krippendorff, 2006). 

Like ancient era, designers (magicians) use magic, nowadays too, through designing 

(sign) and try to control consumers.  We can also divide these designers into two 

categories  1- designers who follow the white magic and use the power in a good way 

and  2- designers follow the black magic to enable manufacturers dupe consumers of 

their money. Although the knowledge and achieved power is similar but the ways in 

which they use their power is different as it is divided into two groups. Therefore, 

they are responsible for the knowledge of design semantics which they learn in 

schools and use it only for good purpose and ethically they are responsible for using 

this knowledge for their consumers (Jaafarnia, 2017). 
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ثب ٓضَٞلات ٓٔکٖ امت ؿٝػ،  ثـای ٓخبٍ فٓبٗی کٚ َٓـف ک٘٘ؼٙ ثـای عـیؼ یک آثٔیٞٙ اٗجٚ ثٚ ٓـبفٙ ٓی

ىٞػ کٚ ٓيبثٚ اٍَ ٛنت٘ؼ. مپل اٝ ثٚ ٓقایبی ٓضٍَٞ اٗؼیيیؼٙ ٝ ػؿ ٗتیزٚ یکی ؿا  ٗبٓـؿٞة فیبػی ؿٝثـٝ 

 ىٞػ: ٓطـس ٓی ثنیبؿیک٘ؼ؛ آب ػؿ ای٘زب مٞالات  اٗتغبة ٓی

گیـی اؿِت ثـ پبیٚ  تَٔیْ تـی ػاؿػ؟ ک٘ؼ؟ کؼاّ یک ػلائْ هبٗغ ک٘٘ؼٙ َٓـف ک٘٘ؼٙ کؼاّ ٓضٍَٞ ؿا اٗتغبة ٓی

 ثبىؼ.  ٛب، تزـثیبت گؾىتٚ ٝ عبٓـات ىغَی ٓی ثبٝؿٛبی ىغَی ٝ ٗگـه

ٓـرغ ثَـی ثٚ اٗؼافٙ آیب ٓٔکٖ امت یک کبلا ؿا صویوتب ٝ تٜ٘ب ثب ٗگبٙ کـػٕ ثٚ إٓ ػؿ كـٝىگبٙ ثي٘بمیْ؟ آیب 

ک٘ؼ؟ پل اف ثـػٕ یک کبلا ثٚ عبٗٚ، آیب َٓـف ک٘٘ؼگبٕ  کبكی ثـای ربیگقیٖ کـػٕ صٞاك ػیگـ کلبیت ٓی

ک٘٘ؼ یب ای٘کٚ ایٖ اصنبك اف  اٗؼ، ثبف ْٛ تزـثٚ ٓی ٛٔبٕ اصنبك عٞثی ؿا کٚ ٛ٘گبّ عـیؼ ػؿ ٗٔبیيگبٙ ػاىتٚ

 . ثچيؼ؟ عیـ هجَ اف پـػاعت پٍٞ اتٞاٗؼ ٓضتٞیبت ؿ آیب َٓـف ک٘٘ؼٙ ٓی ؿٝػ؟ ػمت ٓی

ک٘ؼ؟ ثـ امبك پبؿیؼُٝیب، یؼ٘ی ای٘کٚ ؽٖٛ َٓـف ک٘٘ؼٙ اٝ ؿا  اٝ ثـامبك چٚ پبؿآتـی کبلا ؿا اٗتغبة ٓی

ىٞػ إٓ ؿا عٞىٔقٙ تَٞؿ ک٘ؼ؛ ػؿ ٗتیزٚ اٗتغبة  ثی٘ؼ ٝ ؽٖٛ اٝ ثبػج ٓی كـیت ػاػٙ ٝ اٝ آثٔیٞٙ اٗجٚ ؿا ٓی

 ىٞػ ایٖ امت:  زب ٓطـس ٓیىٞػ. آب مٞاُی کٚ ای٘ اٗزبّ ٓی

 تٞاٗؼ اٗتغبة عٞػ ؿا ک٘تـٍ ک٘ؼ؟ پبمظ ظبٛـا ٓ٘لی امت. آیب َٓـف ک٘٘ؼٙ ٓی

 . مٞاٍ: آیب اٗتغبة ثـ امبك اٗتغبة ٗبعٞػآگبٙ اٝ امت؟ ثِٚ، هطؼب

ػٛؼ؟ ثب امتلبػٙ اف ػاٗو  اٝ چطٞؿ ایٖ کبؿ ؿا اٗزبّ ٓی. ک٘ؼ؟ ٓـاس چٚ کنی ؽٖٛ َٓـف ک٘٘ؼٙ ؿا ک٘تـٍ ٓی

 .ٓؼ٘بى٘بمی ٓـاصی ػؿ ٓـاصی ربػٝیی

تٞاٗیْ ثٚ ٓـاصبٕ ىـکت ٓٞتٞؿ میکِت ٛبؿُی ػیٞیؼمٕٞ اىبؿٙ ک٘یْ کٚ اف ٍؼای َٓ٘ٞػی  ثـای ٓخبٍ ٓب ٓی

 اٗؼ. ثـای ایزبػ تْٞٛ ػؿ اعتیبؿ ػاىتٖ هؼؿت ثیيتـ ػؿ ٓٞتٞؿ امتلبػٙ کـػٙ

 

For example, when a consumer goes to a shop to buy mango juice, he may come 

across a number of low quality products; then, he thinks on the benefits of the product 

and subsequently selects one; but there are many questions here: 

Which product will the consumer choose? The one which has more compelling signs. 

Decision-making is often influenced by personal beliefs and attitudes, past 

experiences and personal memories.  

Is it possible to really know a product simply by looking at it in a store? Is visual 

reference powerful enough to replace all the other senses? After taking a product 

home, do consumers experience the same good feeling they had the day they left the 

showroom? 

Can consumer taste the content before purchasing? No 

Based on what parameters he chooses? Based on the pareidolia when consumer mind 

tricks him into seeing and even for that matter tasting delicious mango, the consumer 

selects a product, but the question arises whether the consumer can control his choice? 

The answer apparently is negative. 

Whether the choice is based on his sub-conscious choice? Surely, Yes. 

Who controls the mind of consumer? Designer. 

How does he do so? By using the knowledge of design semantics in his magical 

design. 

For instance, we can mention the designers of Harley Davidson Motorcycle Company 

which have instilled artificial sound to create an illusion of possessing more power in 

the engine (Jaafarnia, 2017). 
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ىکَ. چگٞٗٚ ٓـاصبٕ )ربػٝگـإ( ٝ تُٞیؼک٘٘ؼگبٕ، َٓـف ک٘٘ؼگبٕ ؿا )ػؿ ٛـّ مـٓبیٚ ػاؿی( تضت 

 آٝؿٗؼ؟ ک٘تـٍ ػؿ ٓی

Figure. How designers (magicians) and manufacturers control consumers (under the 

pyramid of capitalism). 

 

تـی ثـای ک٘تـٍ کـػٕ َٓـف ک٘٘ؼگبٕ ثـای اٗتغبة یک  ىکَ. کؼآیک ػلائْ ربػٝیی ٓتوبػؼ ک٘٘ؼٙ

 ٓضٍَٞ ثؼٕٝ چيیؼٕ ػاؿػ.  چگٞٗٚ مینتْ مـٓبیؼاؿی ٓـػّ ؿا ثب امتلبػٙ اف ٓـاصی ک٘تـٍ ٓی ٗٔبیؼ.

Figure.  How capitalism controls people through design and illusion. Which one has 

more compelling magical sign to control consumers to select the product without 

tasting it? 
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 ىکَ. ٝاهؼیت إٓ چیقی ٗینت کٚ ٓـاصی ظبٛـ ٗيبٕ ٓی ػٛؼ.

Figure.  Reality is not the same as appearance of the design. 

 

 
ىکَ. امتلبػٙ ک٘٘ؼٙ عٞػؿٝ ثؼِت ؿٝیبؿٝیی ثب کیلیت ثؼ ٓضٍَٞ ٝ عؼٓبت اهؼاّ ثٚ ٗبثٞػ کـػٕ عٞػؿٝ عٞػ 

 ٗٔٞػٙ تب اػتـاُ عٞػ ؿا ثٚ رٜبٕ ٗيبٕ ػٛؼ.

Figure.  Chinese Lamborghini owner destroyed his car in protest of bad service and 

not having good quality as appearance talks in Qingdao, because he felt his consumer 

rights had been violated. 
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ىٞٗؼ، فیـا آٓـیکب ربیی  ىٞػ، آب ثیيتـ ایٖ ٓٞاؿػ ػؿ آٓـیکب ػیؼٙ ٓی ایٖ آـ تٜ٘ب ثٚ یک ىـکت ٓضؼٝػ ٗٔی

هی ثٚ اؿٞا کـػٕ ٓـػّ اف ٓـین تجِیـبت ػؿ ثیيتـ ای ؿیـاعلا ػاؿی ثٚ گٞٗٚ امت کٚ ػؿ إٓ مینتْ مـٓبیٚ

ٛب ؿا ٓزجٞؿ مبفٗؼ ثٚ  ک٘٘ؼ تب إٓ ٛب ثـای َٓـف ک٘٘ؼگبٕ تٞٛٔبتی ؿا ایزبػ ٓی پـػافػ. إٓ ٛبی رٔؼی ٓی ؿمبٗٚ

ٛبی فٗؼگی  ثبفاؿٛب ؿكتٚ ٝ ٓضَٞلات ؿیـّـٝؿی ؿا عـیؼاؿی ک٘٘ؼ ٝ ثٚ ایٖ ىیٞٙ توـیجب تٔبٓی ر٘جٚ

ػٛ٘ؼ. آـٝف ػؿ رٜبٕ ػُٝتٜب اف ؿمبٗٚ امتلبػٙ ٓی ک٘٘ؼ تب ٓـػّ ؿا  ت ک٘تـٍ هـاؿ ٓیَٓـف ک٘٘ؼگبٕ ؿا تض

ؼ ٛؼایت ٗٔبی٘ؼ. ُٝی ٛیچ یک اف آٜٗب ٗتٞاٗنتٚ اٗؼ ٛٔبٗ٘ؼ ػُٝت آٓـیکب ٝ اٗگِیل كـیت ٘آٗگٞٗٚ کٚ ٓی عٞاٛ

ثیؼاؿی کبؿ ٓی ک٘٘ؼ. هؼؿت کبؿاٗٚ ػَٔ ک٘٘ؼ. آٜٗب ػؿ عبٗٚ ٛـ كـػ ٝاؿػ ٓی ىٞٗؼ ٝ توـیجب ػؿ تٔبّ مبػبت 

ٓـاصی ؿمبٗٚ مبعتبؿ ؽٛ٘ی ٛـ ىٜـٝٗؼ ؿا چٚ پیـ یب رٞإ ٝ كویـ یب حـٝتٔ٘ؼ ٝ ... ؿا ىکَ ٓی ػٛ٘ؼ. ایٖ 

ٓـاصبٕ مؼی ٓی ک٘٘ؼ ثب ؿمبٗٚ ثٚ ٓـػّ ثگٞی٘ؼ چگٞٗٚ كکـ ک٘٘ؼ ٝ ایٜ٘ب كؤ چیقٛبیی ؿا ٓی گٞی٘ؼ کٚ تبحیـ 

كـی٘٘ؼ. ایٖ ٓـاصبٕ ؿمبٗٚ ػؿ تٜیٚ اعجبؿ ٝ ثـٗبٓٚ ٛب کٚ ثٚ ٓـػّ ٗيبٕ ٓی گؾاؿ ثبىؼ، ٗٚ صوبین ؿا. ایٜ٘ب تْٞٛ آ

ػٛ٘ؼ، ْٛ ظـاكت ٝ ْٛ ٜٓبؿت ؿا اػٔبٍ ٓی ک٘٘ؼ ٝ تٔبّ آکبٗبت ػهین تک٘یک ٛبی پیيـكتٚ ٝ امتلبػٙ اف ػاٗو 

ػی عٞػىبٕ ؿٝاٗي٘بمی، كکـ ٝ ػویؼٙ ٓب ؿا ؿٛجـی ٓی ک٘٘ؼ، تب ربیی کٚ ٓب ؿا ثب كبکتٞؿٛبی میبمی ٝ اهتَب

ر٘جٚ ؿمبٗٚ ای ٗؼاؿػ ٝ كؤ ر٘جٚ بٗٚ ٛٔبٛ٘گ ک٘٘ؼ. ایٖ گٞٗٚ امتلبػٙ اف ؿمبٗٚ تٞمٔ  ٓـاصبٕ ٝ ٍبصجبٕ ؿم

ک٘تـُی ٝ ٛؼایت کـػٕ ٓـػّ ؿا ػاؿػ. تٔبّ ٓـػّ تضت تبحیـ اُوبء ٛبی ؿمبٗٚ ٛبی آٓـیکب ٝ اٗگِیل ٝ ... ٛنت٘ؼ 

یت ٛب ؿا مبفٓبٜٗبی آلاػبتی ؼكـم ثگؾاؿٗؼ. ایٖ ٓٞه ٝ ٗٔی تٞاٗ٘ؼ ٓیبٕ ٓٞهؼیت ٛبی ؿیـ ٝاهؼی ٝ ٝاهؼی

ؿهْ ٓیقٗ٘ؼ. آٜٗب ثٚ ٓٞؿ ٓنتویْ ٝ گبٛی ثـای ٓوبٍؼ اهتَبػی ٝ ِٓی عٞػ ز٘ت مـٝیل یٛٔچٕٞ میب ٝ ای٘تِ

ؿیـ ٓنتویْ ٓـاصبٕ ؿا اف ٗظـ ٓبُی ثٚ گٞٗٚ ای تبٓیٖ ٓی ک٘٘ؼ کٚ ایٖ ٓـاصبٕ ػؿ ؿاٙ ربػٝی میبٙ هؼّ 

ربػٝیی عٞػ امتلبػٙ ک٘٘ؼ ٝ ؿمبٗٚ ؿا ثـای اٛؼاف ىّٞ آٜٗب ٛؼایت ٗٔبی٘ؼ. ؿف ػاٝیتنٕٞ،  ثگؾاؿٗؼ ٝ اف هؼؿت

ٞٝػ ٓيٞؿت ٛبیی ثب مبفٓبٕ میب یؿٝفٗبٓٚ ٗگبؿ امکبتِ٘ؼی ػؿ ای٘جبؿٙ ٓی ٗٞینؼ: "متبؿگبٕ ٝ ٗٞین٘ؼگبٕ ٛبُ

ا ثؼیٖ ٍٞؿت ثٚ ٓـػّ آٓـیکب ػاؿٗؼ تب پیبّ ٛبی ٓٞؿػ ٗیبف مبفٓبٕ میب ؿا ػؿ كیِْ ٛبی عٞػ ثگ٘زبٗ٘ؼ ٝ آٜٗب ؿ

 "  .اُوب ٗٔبی٘ؼ

This is not just confined to one company but we can state most cases in the US , 

where the systems of capitalism work unethically to tempt the people through 

advertisement in most mediums; they create illusions for them for going to markets to 

buy unnecessary products and this controls almost all aspects of their life. Today 

globally, governments use media to influence people the way they want to; but none 

of them manipulate consumers like those of the US and UK Governments. They enter 

into the homes of most people throughout the day inducting whatever they want into 

the minds of the people. The power of media design‟ form the mental structure of 

every citizen whether young or old, financially weak or wealthy. These designers with 

media manipulate people how to think and they just say things that are impressive and 

that will sell. Not dealing much with reality, they create illusions. These media 

designers use all skills and elegance together precisely to prepare news and programs 

that people see; they lead to thoughts and beliefs through the use of all facilities of 

advanced techniques, using knowledge of psychology to guide people in the same 

direction that is laid down by their economic and political factors. This use of media 

by media owners and designers is aimed to control the people (Jaafarnia, 2017). All 

people are under the influence of the American and British media propaganda and are 

not able to distinguish the difference between real and fake situations. These issues 

happen under the advice of CIA and Intelligent Service.  They directly and sometimes 

indirectly support designers financially to lead these designers to fulfill their ominous 

national and economical goals. Rose Davidson, Scottish journalist says, “The stars 

and writers of Hollywood consult the CIA to make the CIA‟s deliver their messages 

through their movies to the American people.” 
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ثی٘یْ کٚ ؿكتبؿ ٓـػّ آٓـیکب تضت ک٘تـٍ ػُٝتيبٕ هـاؿ ػاؿػ کٚ ثٚ ؿاصتی اف ربػٝی ٓـاصی امتلبػٙ  ٓب ٓی

اٗؼ ثِکٚ ػؿ ٗوبٓ ٓغتِق ػٗیب ر٘گ ٝ ػؿگیـی ثٚ ؿاٙ  لا ؿا تٜ٘ب مـ ٓـػّ عٞػىبٕ ٗیبٝؿػٙٛب ایٖ ث ک٘٘ؼ. إٓ ٓی

ای  ٛب ثب امتلبػٙ اف تـك٘ؼٛبی ؿمبٗٚ اٗؼ تب ثب ایٖ ىیٞٙ ٓضَٞلات ٗظبٓی ىبٕ ؿا ثٚ كـٝه ثـمبٗ٘ؼ. إٓ اٗؼاعتٚ

بک ٛنت٘ؼ ٝ ثٚ ایٖ ٓـین ایـإ ٝ چیٖ، کيٞؿٛبیی عطـٗکٞثب،  ک٘٘ؼ کٚ کيٞؿٛبی ٍِش ِٓجی چٕٞ ٝاٗٔٞػ ٓی

ؿمبٗ٘ؼ. ثٚ ایٖ تـتیت امت کٚ ٓب ػلائْ ربػٝیی ٛـّ  ٛب ثٚ كـٝه ٓی ىبٕ ؿا ثٚ ٛٔنبیگبٕ إٓ ٓضَٞلات ٗظبٓی

ٛبی مـٓبیٚ ػاؿی ٝ كـآبمٞٗـی ٛنت٘ؼ  کٚ ٗيبٕ ػٛ٘ؼٙ مینتْ ٛـّ  إٓ ػؿ ثبلایٝ چيْ ىیطبٕ )ؿٝس پِیؼ( ؿا 

 ثی٘یْ. ٓی

 

 
          Figure. Capitalist Pyramid ىکَ. ٛـّ مـٓبیٚ ػاؿی

We see that the behavior of the American people is under the control of their 

government who simply uses the magic of design. Not confide to their people alone, 

they also make war in most places to sell their military products. They depict peaceful 

countries like Cuba, Iran and China as dangerous countries using tricks of media. 

They sell military products to some of their neighbors. That‟s why we see the magical 

sign of pyramid and an eye of devil (daemon) on its top which represents capitalism 

and freemasonry systems (Jaafarnia, 2017). 

 



 

 

Designers, get off the consumers  back 

34 
 

ٝ ثنتٚ ث٘ؼی  کبلاكـّ /ـاصی، یؼ٘ی تْٞٛ )ثب امتلبػٙ اف ٗٔبیوثـعی ربػٝگـإ ػٗیبی ٓؼؿٕ ثـایٖ ثبٝؿٗؼ کٚ ٓ

ثبىؼ. ثٚ ایٖ  ٓیثـٗبٓٚ تِٞیقیٞٗی( کٚ چیقی ثٚ رق كـیت ٛٞىٔ٘ؼاٗٚ ٝ ٓبٛـاٗٚ ٗینت، ػِٔی ؿیـ اعلاهی /إٓ

ٝ تٍٞیلبت ٓيبثٚ ػٝؿی « تْٞٛ آكـی٘بٕ » ثٚ ٗلغ « ربػٝگـ » تـتیت ثیيتـ ایٖ ٓـاصبٕ اف اٍطلاس 

آفٓبیو  ٛبیی ٓیبٕ ٓـاصبٕ ىؼٙ امت. رٞی٘ؼ. ایٖ اعتلاف ٗظـات ظبٛـا آىتی ٗبپؾیـ مجت ثـٝف ػؿگیـی ٓی

ب کبلا لافّ امت ٝاهؼب إٓ ؿا ثي٘بم٘ؼ. کیک ٗيبٕ ػاػ کٚ َٓـف ک٘٘ؼگبٕ ثـای ایزبػ یک ؿاثطٚ ٓنتویْ ث

ٛب( اكقایو  ؿّبیت َٓـف ک٘٘ؼٙ ثٚ ت٘بمت تؼؼاػ صٞاك عبؿری ٓٞؿػ امتلبػٙ ػؿ اٗتغبة اُٝیٚ )گیـٗؼٙ

یبثؼ. ٛـ چٚ ثیيتـ َٓـف ک٘٘ؼگبٕ ثب ٓضَٞلات ػؿ تؼبَٓ ثبى٘ؼ، إٓ ؿا ػیؼٙ، ُٔل کـػٙ ٝ ثٞی إٓ ؿا  ٓی

ٛب ٓٔکٖ امت كـیت  ـ ٝ ثٜتـی عِن عٞاٛؼ ىؼ، ػؿ ؿیـ ایٖ ٍٞؿت إٓت امتئبّ ک٘٘ؼ، تزـثٚ اصنبمی ٝاهؼی

 تْٞٛ ؿا ثغٞؿٗؼ.

 آلاػبتٓـین كـٝىگبٙ ٛب( ٝ فػؿ ایٖ ؿامتب ىـکت ٛب ثب رٔغ آٝؿی آلاػبت ىغَی ٝ آلاػبت عـیؼ )ا

اػتجبؿی ٝ ثبٗکی )اف ٓـین ثبٗک ٛب( ٝ ملآتی )اف ٓـین ثیٔٚ ٛبی ملآت ٝ ػٔـ( تک تک اكـاػ ؿا ثـای 

تٔبٓی  آی٘ؼٙ فٗؼگیيبٕ ثـؿمی ٓی ٗٔبی٘ؼ. ثـای ٓخبٍ ٝاٍ ٓبؿت اف عؼٓبت ثـای گـػآٝؿی آلاػبت عـیؼ

ٛبی تب اف ؿكتبؿ بفٙ ٓی ػٛؼٓيتـیبٕ عٞػ ػؿ یک پبیگبٙ ٓـکقی امتلبػٙ ٓی ک٘ؼ. ایٖ کبؿ ثٚ ایٖ ىـکت ار

ٝة مبیت آٜٗب عـیؼ ٓی ک٘٘ؼ مـػؿآٝؿػ. ایٖ ىـکت ٛٔچ٘یٖ ثب تؼییٖ ای٘کٚ  عـیؼ اكـاػی کٚ اف كـٝىگبٙ ٛب یب

اصتٔبٍ عـیؼ چٚ کبلاٛبیی ػؿ آی٘ؼٙ اف مٞی ٓـػّ ثیيتـ امت ٓٞرٞػی اٗجبؿ عٞػ ؿا ثٚ ٓٞؿ ٛٞىٔ٘ؼاٗٚ ای 

كـکبٗل ٛبی ؿاػیٞیی ؿا ػؿ ُجبمٜبی فیـ ٝ ثب  كـمت٘ؼٙ ایت ، ٝاٍ ٓبؿٓٞؿػی ػیگـی ک٘ؼ. ػؿ ٓت٘ظیْ 

کبلاٛبیی ؿا کٚ ٓيتـیبٕ ػؿ ٞاؿٛبی ریٖ َٗت کـػ. ایٖ تزٜیقات ثٚ ٝأُبؿت ایٖ آکبٕ ؿا ٓی ػاػ تب ِى

كـٝىگبٙ ثٚ مـاؽ آٜٗب ٓی ؿكت٘ؼ ؿا ؿػگیـی ک٘ؼ ٝ ثٚ ایٖ تـتیت ٓؼیـإ ایٖ ىـکت ٓیتٞاٗنت٘ؼ ٓيغٌ ک٘٘ؼ 

ِٞاؿ عبً ػؿ كلإ هلنٚ ؿا عـیؼاؿی ٓی ک٘ؼ چوؼؿ ثـای ایٖ کبؿ ٝهت ٓی گؾاؿػ ٝ ٛٔچ٘یٖ کنی کٚ یک ى

 ؼ. ٔبیٗٔ ٓضَٞلات اٗتغبة ىؼٙ ؿا ؿػگیـی ؿٝاث

Some modern magicians believe that it is unethical to design an illusion 

(performance/product& its package /TV-program) that claims to be anything other 

than a clever and skillful deception. Most of these designers therefore eschew the term 

„magician‟ in favor of „illusionist‟ and similar descriptions. These apparently 

irreconcilable differences of opinion have led to some conflicts among designers. The 

cake experiment demonstrates that consumers need to have a direct connection to a 

product to really know it. Consumer satisfaction levels rose proportionally with the 

number of external senses (receivers) used in the initial selection. The more customers 

interact, see, touch and smell a product; better real emotional experience will be 

created. Otherwise they may deceive through an illusion. 

In line with this goal, companies try to collect the individuals‟ personal information 

and their purchase records (through stores), their credit and banking information 

(through banks), and health information (through health and life insurance). For 

example, Walmart uses data mining to collect all customers‟ information at a central 

database. This allows the company to better analyze the purchasing behavior of 

people who buy from their stores or their website. The company also intelligently 

adjusts its stockpile by determining if it is likely to be bought by people in the future. 

In another case, Walmart set up a transmitter with radio frequencies in underwear and 

jeans. The equipment allowed Walmart to trace the goods the customers were trying 

at the store, so that the company's managers could determine that when one buys 

some trouser, how much time it takes for them to choose; it also made it possible for 

the managers to track the relation between the selected products and people‟s tastes 

and interests.  
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ثٚ اؿی ثیيتـ ثـ عـیؼاؿ ؾگٝ تبحیـٝأُبؿت اف ایٖ آلاػبت ثـای ثٜجٞػ ىیٞٙ ٛبی ٗٔبیو گؾاىتٖ کبلاٛب 

. ٛٔچ٘یٖ ایٖ ىـکت ایٖ آلاػبت ؿا ثٚ ٛقاؿإ امتلبػٙ ٓی ک٘ؼ كـٝه ثیيتـ ٝ ک٘تـٍ اٗجبؿػاؿی عٞػ ٓ٘ظٞؿ

ی ثبفؿگبٗی، کنت ٝ کبؿ ػیگـ ٓی كـٝىؼ کٚ اف پـٝٗؼٙ ٛبی ٓيتـیبٕ ثـای ٛؼف هـاؿػاػٕ آٜٗب ثب آگٜی ٛب

 ی٘ؼ.  اؿ ٝ ٗیق اٗزبّ تضویوبت تجِیـبتی ٝ رٔؼیتی مٞػ ٓی رٞؾگٓـاصی ٓضَٞلات تبحیـ

یی رٜبٕ اف ٓـین ک٘تـٍ ای٘تـٗت ثٚ َٓـف گـاػاؿی  ک٘تـٍ تزبؿت، اهتَبػ ٝ ثـػٙػؿ اػآٚ ٓی ثی٘یْ کٚ 

جکٚ" ػؿ ػٝؿإ کِی٘تٕٞ تب ىت اف فیـ مبعت امت. اف "صلبظ یکی اف ؿاٛجـػٛبی اٍِی آٓـیکب تجؼیَ گـػیؼٙ

" میبمت ٛبی ّؼ تـٝؿینْ ىجکٚ" ػؿ ػٝؿإ ثٞه ٝ ٛٔچ٘یٖ "ثبفػاؿٗؼگی ىجکٚ" ػؿ ػٝؿإ اٝثبٓب کٚ  

ؿاٛجـػٛبی آ٘یت آلاػبت ِٓی آٓـیکب ثٞػٙ اٗؼ، اف هبُت یک ؿاٛجـػ رِٞگیـی ک٘٘ؼٙ ثٚ 

ؿی ای٘تـٗت ثٚ ک٘تـٍ مغت اكقایک ؿاٛجـػ ثبفػاؿٗؼٙ تضٍٞ یبكت کٚ ایٖ تلاه ٛب اف 

کِی٘تٕٞ پیيٜ٘بػ کـػ  88ٖٔمٔت ک٘تـٍ ٓضتٞای ای٘تـٗت صـکت کـػٙ امت. ػؿ مبٍ

ؿا "فیـ مبعت ٛبی آلاػبت ِٓی " ایزبػ ىٞػ ٝ ىو گـٝٙ اف ػىٔ٘بٕ اصتٔبُی 

مبعتٜبی کِیؼی آٓـیکب صِٔٚ ک٘٘ؼ. ػؿ ؿاك إٓ ىو كٜـمت کـػ کٚ ٓٔکٖ ثٞػ ثٚ فیـ

ثٞػٗؼ کٚ ٓوبثِٚ ثب آٜٗب اف رِٔٚ ایٖ ؿاٛجـػ ػكبػی  گـٝٙ ؿهیجبٕ اهتَبػی ربی گـكتٚ

مپتبٓجـ ثٚ ثـد ٛبی ػٝهِٞ کٚ هِت اهتَبػ آٓـیکب ثٞػ ػُٝت ٔٔ ثؼؼ اف صِٔٚؼ. ٗثٞػ

ثٞه ثٚ ٓٞؿ ؿمٔی آ٘یت ای٘تـٗت ؿا ثٚ ػبُی تـیٖ ػؿؼؿٚ ؿاٛجـػی آ٘یتی ِٓی اؿتوب 

اٝثبٓب اػلاّ کـػ، تٜؼیؼ ٗنجت ثٚ  ثـ امبك اؿفیبثی آ٘یت ىجکٚ 8ٕٓٓػؿ مبٍ  ػاػ.

کٚ آٓـیکب ثب آٜٗب  ٓی ثبىؼ ٖ تٜؼیؼٛبی اهتَبػی ٝ ٗظبٓیای٘تـٗت ثٚ یکی اف رؼیؼتـی

 .امتىؼٙ ؿٝیبؿٝی 

Walmart uses this information to 

improve the way goods are displayed; 

further bear impact on the buyer, sell 

more and also control the storage. The 

company also sells this information to 

thousands of other businesses that 

benefit from consumer records for targeting them with commercials, designing 

influential products, and conducting promotional and demographic research. 

In the following, we will see that the control of trade, economy and consumerism 

through the Internet has become one of the main strategies the US. From Clinton's 

"network infrastructure protection" to Bush's “anti-terrorism policies" as well as 

Obama's "cyber deterrence", which have been the main strategies of the US‟ National 

Information Security, they have turned from a preventive strategy into a deterrent 

strategy. Such efforts have shifted from controlling Internet hardware to controlling 

Internet content. In 1993, Clinton ordered that the "national information 

infrastructure" to be established, listing six groups of potential enemies who might 

undermine the US‟ key infrastructures. At the top of the list, there were six groups of 

economic rivals and countering them was considered as part of Clinton‟s proposed 

defense strategy. After the September 11th attack on twin towers, as the heart of the 

American economy, the Bush administration officially promoted Internet security as 

the ultimate national security concern. In 2009, based on the network security 

assessment, Obama announced that threats to the Internet had become one of the main 

economic and military threats faced by the United States. 

 



 

 

Designers, get off the consumers  back 

36 
 

 ٝ مٞء امتلبػٙ کپیتبُیقّ اف إٓٓـاصی 

، كـای٘ؼ تٞمؼٚ ٝ تُٞیؼ تُٞیؼ ک٘٘ؼگبٕ ثـای اٗجبىتٖ مٞػ ثیيتـاف ٓـین یک ٓـٝؿ کِی ٓی تٞإ ػیؼ کٚ چگٞٗٚ 

ػ. ٗٔٞتونیْ ٓی تٞإ فیـ ٛبیثغو ثٚ ؿا تبؿیظ ٓـاصی ٓضَٞلات ػؿ ایٖ ؿامتب  .ٗؼٓضٍَٞ ؿا تـییـ ػاػٙ ا

تٞمٔ ٛ٘ـٓ٘ؼإ ٝ  اٗولاة ٍ٘ؼتی صـكٚ ٓـاصی ٓضٍَٞ پیو اف طراحی محصٌل قبل از انقلاب صنعتی:

)یؼ٘ی  ٛبی ػمتی ٝ ٗٚ ٓبىی٘ی ثـ امبك ٗیبفٛبی ٝاهؼی ٓـػّ ٝ ػؿ ٓویبك ٓضؼٝػ ٝؿإ ثب امتلبػٙ اف ؿٝه پیيٚ

ای کٚ ٓضٍَٞ کبٓلا ٓ٘طجن ثـ ٛبی یک كـػ ثگٞٗٚ ٛـ ثبؿ كؤ ثـای یک مـی اف ٗیبف ی ٝ مبعتصٓـا

 ىؼٗؼ. مبعتٚ ٓیٍٞؿت ٓی گـكت(  ثٞػ ٛب ی ؿٝصی ٝ کبؿثـػیٗیبف

ٛبی تُٞیؼ  ثب ظٜٞؿ ٓبىیٖ ٝ پؼیؼ آٓؼٕ ؿٝهػؿ ایٖ ػٝؿٙ امت کٚ  از انقلاب صنعتی: بعدطراحی محصٌل 

ؿا ثـ ایٖ ٝاػاىت تب تؼؼاػ تُٞیؼ ٓضَٞلات ؿا ثبلا ثجـٗؼ ٗٚ ثٚ ایٖ ٓ٘ظٞؿ کٚ رٞاثگٞی تُٞیؼک٘٘ؼگبٕ ٓبىی٘ی 

یيٞػ صتی ػٝ ٗلـ ؿا یبكت کٚ چٕٞ ػؿ یک ربٓؼٚ ٗٔػؿٝؽ ثیو ٗینت ) ؼ کٚ ایٖ عٞػ یکٗیبف ػّٔٞ ٓـػّ ثبى٘

 َکٚ یک ىک یکنبٕ ٛقاؿإ ٓضٍَٞ ؼٛبی یکنبٕ ػاىتٚ ثبى٘ؼ، پل چطٞؿ ثب تُٞیٗیبفٛب، عٞامتٚ ٛب ٝ آؿفٝ

ثِکٚ كؤ ٝ  ػ(ٔٞٗؿا ثـٓـف  ٗیبف تٔبّ ٓـػّ ربٓؼٚ ٓـف کـػٕ ٗیبف ٓضؼٝػ امت ٓی تٞإٝ كـّ ػاؿػ ٝ ػؿ ثـ

ثـای ٓخبٍ، اگـ ٍؼ تُٞیؼ ک٘٘ؼٙ کٚ ػؿ آـاف ىٔب ٓيـٍٞ کبؿ تُٞیؼ ٛنت٘ؼ ؿا رٞیی )ٞػكؤ ثٚ ٓ٘ظٞؿ م

 کؼاّ ٗٔیگٞی٘ؼ کٚ ایٖ کبؿ ؿا ثـای ؿكغ چاٗتغبة ک٘یؼ ٝ ػِت تبمیل کبؿعبٗٚ ىبٕ ؿا رٞیب ىٞیؼ، ٓیجی٘یؼ کٚ ٛی

 ـػٙ اٗؼ ، ایٖکتکٔیَ ی ثٚ ٗبّ ٓـس تٞریٜب كـٓی ؿا ُؼکل تٔبٓی آٜٗبٝ ث ٗیبف َٓـف ک٘٘ؼٙ اٗزبّ ػاػٙ اٗؼ

ٖ ٓیک٘ؼ کٚ ثب ٍـف ٛقی٘ٚ ػؿ ؿاٙ اٗؼافی ایٖ کبؿعبٗٚ ٓیتٞاٗؼ مٞػ ٓ٘بمجی كـٓی امت کٚ تُٞیؼ ک٘٘ؼٙ ؿا ٓطٔئ

آؿاّ آؿاّ ربی عٞػ ؿا مبف  ػمتَٓ٘ٞػبت  ثٞػ کٚثؼؼ اف اٗولاة ٍ٘ؼتی ػؿ اٝایَ  ؿا ػؿ آی٘ؼٙ ثـػاىت ٗٔبیؼ.(

ٛٔٚ ىؼ.  ٛب یبكت ٗٔی ػاػٗؼ کٚ ٛیچ عجـی اف ٛ٘ـ ٛ٘ـٓ٘ؼ ػؿ إٓ ٓیثی ؿٝس تُٞیؼ ىؼٙ ثب ٓبىیٖ  ثٚ َٓ٘ٞػبت 

ٛبی ؿٝصی اكـاػ ٝ ٍـكبً ػؿ رٜت ثـآٝؿػٙ کـػٕ ٗیبفٛبی ٝ ٗیبفایٖ ٓضَٞلات ثؼٕٝ تٞرٚ ثٚ فیجبیی پیکـٙ 

 ىؼٗؼ. ػِٔکـػی، ٓـاصی ٝ مبعتٚ ٓی

Design and Capitalism‟s Exploitation 

A general overview will show that how manufacturers have changed the process of 

development and production of goods in line with their own interests. In this regard, 

the design of products can be divided into the following sections. Product design 

before the Industrial Revolution: Before the Industrial Revolution, artists and 

crafters carried out product design using manual and not machine-based methods 

based on real people's needs and on a limited scale (the design and production was 

done only for a series of individual needs in such a way that the product was made in 

full compliance with spiritual and personal needs). 

Product design after the Industrial Revolution: During this period, with the advent 

of the machine and the emergence of machinery methods, manufacturers were forced 

to increase their production rate, however not to meet the needs of the public, which is 

a lie (since it is not possible to find even two people who have the same needs, desires, 

so how can they meet the needs of all the people of society through the production of 

thousands of identical products of the same form to satisfy the needs of all?) but to 

earn more profit (e.g., if you survey one hundred random manufacturers around you, 

and ask them about the reason behind establishing their business, no one will say they 

have embarked on their profession to satisfy the needs of the consumers. In fact, they 

have all completed the documents in the beginning of their project assuring them that 

by spending the cost of  launching this plant they can earn a good profit in the future). 
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مبف  ٛ٘ـٓ٘ؼإ ػمتٙ ثٞػ ؼتی ایزبػ کـػ٘تی کٚ اٗولاة ٍػؿ چ٘یٖ ّٝؼی دًره بازگشت )جنبش ىنر ً پیشو(:

ر٘جو . إٓ ٝ ثبفگيت ثٚ اّٝبع پیيیٖ ىؼٗؼ ٓضَٞلاتثب اػتـاُ ثٚ چ٘یٖ ٗبثنبٓبٗی عٞامتبؿ ٓـػ ٓبىیٖ ٝ 

پیگیـ صوٞم  اٝ ٛ٘ـٓ٘ؼی ثٞػ .ؿامتب ىکَ گـكتثٞػ، ػؿ ٛٔیٖ  ٝیِیبّ ٓٞؿیل کٚ مـػٓؼاؿ إٓ ٛ٘ـ ٝ پیيٚ

ٚٔ کبؿ مـٓبیٚ ٓـػّ، ثؼٍ  ىغَیػاؿی، ثٚ  کٚ پل اف كْٜ ٝ ٓيبٛؼٙٔ كوؼإ علاهیت ٝ آفاػی ٛ٘ـی ػؿ پـٝم

ٓٞؿیل، ػٝمت ربٕ ؿامکیٖ، كیِنٞف ٝ ٓ٘توؼ ٛ٘ـی ثٞػ.  تب ثـ ػِیٚ مینتْ کپیتبُیقّ كؼبُیت ٗٔبیؼ. گيت

ای  ٛبی صـكٚ ٛبیيبٕ تجؼیَ ثٚ اُگٞیی ثـای ثنیبؿی اف اٗزٖٔ ػِٔی ٛٔکبؿی  ٛبی آٗبٕ ٝ ٛٔچ٘یٖ ٗٔٞٗٚ ٗظـیٚ

 تأمیل ىؼ. 999ٔٝؿی اىبؿٙ ٗٔٞػ کٚ ػؿ مبٍ  تٞإ ثٚ اٗزٖٔ ٗٔبیيگبٛی ٛ٘ـ ٝ پیيٚ ٛ٘ـی ىؼ؛ اف رِٔٚ ٓی

کـػ. ٝی تأحیـات ٍ٘ؼتی ىؼٕ، یؼ٘ی آُٞػگی ٓضیٔ فینت،  ت ثب تُٞیؼ اٗجٞٙ ٍ٘ؼتی ٓغبُلت ٓیٓٞؿیل ثٚ ىؼ

ػاؿی ىیطبٗی ٝ  ٗبعي٘ٞػی اف کبؿ ٝ کبلاٛبی كبهؼ کیلیت ٝ تُٞیؼىؼٙ ثٚ ٍٞؿت اٗجٞٙ ؿا ٗٞػی لاهیؼی مـٓبیٚ

٘ؼ کٚ اٝ پیـٝ ٛـچٗبٓ٘ؼ.  ػؿ ٝاهغ ٝی ؿا ٗغنتیٖ ٓضبكع رؼی ٓضیٔ فینت ٓی ػاٗنت. ػىٖٔ ثيـیت ٓی

ٗبپؾیـ ثٞػٗؼ.  ى٘بمی، رؼایی مٞمیبُینْ ىؼ، آب كـػی اٗولاثی ٗجٞػ. اف ٗظـ ٝی، ٓيکلات ارتٔبػی ٝ فیجبیی

هـٕٝ ٝمطی   ٝی ٓؼتوؼ ثٞػ کٚ پبمظ ایٖ ٓيکلات ػؿ اٍلاس ٛ٘ـ ثبفؿگبٗی ٜٗلتٚ امت کٚ ثبیؼ ثٚ ؿٝصیٚ

ـ اؿتجبٓی ثـگـػػ؛ فیـا ػؿ إٓ ٛ٘گبّ، ٛ٘ـ ٝ تُٞیؼ ٛ٘ٞف ثب یکؼیگ

ٗٔٞػٗؼ کٚ ػؿ ػیٖ  ت٘گبت٘گ ػاىت٘ؼ ٝ ٛ٘ـٓ٘ؼإ کبلایی ؿا ػـّٚ ٓی

گـایی،  ر٘جو ٛ٘ـ ٝ پیيٚ، ثٚ ػُیَ ؿػ تبؿیظ فیجبیی، ٓلیؼ ْٛ ثٞػٗؼ.

ثبفگيت ثٚ ٍ٘بیغ ػمتی ٝ اؿفىی کٚ ثـای ٛ٘ـ ػؿ ٓـاصی هبئَ ثٞػ، 

 .٘ؼتأحیـ ػاىتآُٔبٕ ٝ ثبٝٛبٝك  ٛبی ٛ٘ـ ٗٞیٖ، ٝؿک ثٞٗؼ ػؿ ر٘جو

Return period (The Arts and Crafts movement): In 

the highly machinated situation which was sparked by 

the Industrial Revolution, artists started protesting the 

overwhelming role of machines and sought to return to 

the previous trends. The art and craft movement, led 

by William Morris, was formed in this direction. He 

was an artist following the rights of the people, who, 

after understanding the lack of creativity and artistic 

freedom in the process of capitalist work, became united to counter the capitalist 

system. Morris was a friend of John Ruskin, a philosopher and art critic. Their 

theories as well as the practical examples of their collaboration have become a model 

for many professional artistic associations, including the Arts and Crafts Exhibition 

Society, founded in 1888. 

Morris was strongly opposed to mass production in the industry. He considered the 

effects of industrialization, including the pollution of the environment, dissatisfaction 

with work and the lack of quality goods and mass production, as a victim of the evil 

capitalism and an enemy of the mankind. Although he succeeded in socialism, he was 

not a revolutionary figure. In his view, social and aesthetic problems were inseparable. 

He believed that the answer to these problems lied in the reform of the art of 

commerce, which should return to the medieval spirit because at that time art and 

production were closely tangled to each other, presenting artists, how along beauty, 

were in also useful. The arts and crafts movement, due to its long historicism and 

pursuit of the past traditions as well as the high respect it held to the arts, bore a 

significant impact on several movements including the Art Nouveau, Germany‟s 

Werkbund and Bauhaus movements (Jaafarnia, 2013). 
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ثؼؼ ٛب مـٓبیٚ ػاؿإ رٞیبی مٞػ ٓتٞرٚ ىؼٗؼ کٚ ثب امتلبػٙ اف ٓـاصبٕ  :بکار گیری از طراحی صنعتیدًره 

تٞرٚ ٝ ٝاصؼ )فیجب هـاؿػاػٕ یک پیکـٙ ٍ٘ؼتی ٓی تٞاٗ٘ؼ چٜـٙ َٓ٘ٞػبت ؿا چ٘بٕ ػچبؿ ػگـگٞٗی ک٘٘ؼ تب ثب 

کٚ ثـای یک گـٝٙ  تثحب كـّیک ثٚ ایٖ ٗکتٚ کٚ ٗیبف اكـاػ ربٓؼٚ یکنبٕ ٗینت ٝ تُٞیؼ اٗجٞٙ یک ٓضٍَٞ ثب 

 كؤ ٓی تٞاٗؼ ٗیبف یک ٗلـ ؿا ػؿ ربٓؼٚایٖ كـّ حبثت ٝ  ٛؼف کٚ ىبَٓ تؼؼاػ فیبػی اف اكـاػ ربٓؼٚ ٓی ثبى٘ؼ

ثـای َٓـف  ثٞػٙ(ٓضٍَٞ تٞمٔ تُٞیؼک٘٘ؼگبٕ بتٞؿی عٞػ ػیکت ٗٚ ثیيتـ، ثـٓـف ک٘ؼ ٝ گـٝٙ ٛؼف

ٝ اف ٛٔٚ ٜٓٔتـ ثب مبیـ  ثیيتـ ىٞػػؿ آٜٗب ٍ پٞ ؼ تب تٔبیَ ثٚ پـػاعتٗٔبیربؽثٚ ای ٝ ایزبػ تْٞٛ ک٘٘ؼگبٕ 

ثب آؿبف ٓؼؿٗیتٚ ثٞػ کٚ تجِیـبت ؿمبٗٚ ای کٔک ثٚ ٗیبفپـٝؿی ٗٔٞػ ػؿ ایٖ ؿامتب  کبؿعبٗٚ ٛب ٗیق ؿهبثت ک٘٘ؼ.

ثٚ ریت  ثیيتـمٞػ  مـافیـ ىؼٕؿٝٗن تُٞیؼ ٝ ػؿ ٗتیزٚ . ایٖ آـ ثبػج ثؼتوبّب ثـای َٓـف اكقایو یب تب

 ىؼ.  ک٘٘ؼگبٕ تُٞیؼ

اف ربیی کٚ یک ٓضٍَٞ ػاؿای ٍٓٞ ػٔـ ٓيغٌ ٓی تٞاٗؼ  گیری از مد در طراحی محصٌل :دًره بکار

ىٞػ ٝ ایٖ ٗیق امتلبػٙ ک٘٘ؼٙ ؿا ثی ٗیبف اف عـیؼ ٓزؼػ اف ٝاهغ امتلبػٙ ٓٞؿػ  ثـای یک ػٝؿٙ ػٔـ ٓٞلاٗی

مـٓبیٚ ػاؿإ مٞػ رٞی اهؼاّ ثٚ ٓطـس کـػٕ ایؼٙ ٓؼ کـػٗؼ کٚ ػؿ فٓبٕ  ،ٓضَٞلات رؼیؼ تُٞیؼ ىؼٙ ٓی ک٘ؼ

ٓضَُٞی ؿا کٚ ٛٔچ٘بٕ مبُْ امت ٝ ٓیتٞاٗؼ کبؿ  َٓـف گـاامتلبػٙ ک٘٘ؼٙ  ٓؼ، ءػؿ ارقاٛبی کٞتبٙ ثب تـییـ 

ت٘ٞع ایزبػ ػٝ ػبَٓ مبػگی ٝ اف آٗزب کٚ  ٝ اهؼاّ ثٚ عـیؼ ٓؼ رؼیؼ ٓی ک٘٘ؼ. ک٘ؼ ؿا اف ػٝؿ َٓـف عبؿد کـػٙ

ٓکبٕ اف مبػگی امتلبػٙ ٗٔی ک٘٘ؼ ربی ا تب بٕ عٞػ كـٝعتٚ(ٓـاصػؿ ٓؼ ربػٝگـإ میبٙ ) فیجبیی ٓی ک٘ؼ

ػاػٕ ثب هـاؿ ( ػؿػُٖٞٛ َٓـف ک٘٘ؼٙ ایزبػ ٓی ک٘ؼؽکٚ فیجبیی ثب ٍٓٞ ػٔـ ثبلا ػؿ امت ػبِٓی مبػگی )

عِن ٗٔبی٘ؼ تب ؿا ٓؼ اهؼاّ ثٚ ٓـاصی ارقائی فیجب ثب ٍٓٞ ػٔـ کْ ٓی ٗٔبی٘ؼ تب  ٝ ٓت٘ٞع كـّ ٛبی پیچیؼٙ

اُجتٚ ثـعی ػیگـ اف ىـکت ٛب اف  ثٚ ٓـف عـیؼ ٓضَٞلات ٓؼ ٛؼایت ٗٔبی٘ؼ.ؿا ىؼٙ  ٝ٘ؼگبٕ ربػَ٘ٓـف ک

ثٚ ىکِی ػیگـ اف ٓـین ٓؼ تکُ٘ٞٞژی َٓـف ک٘٘ؼگبٕ عٞػ ؿا ٓزجٞؿ  ،ؿاٙ امتبیَ ٛ٘ـی ػٗجبُٚ ؿٝ ٓؼ  ٗینت٘ؼ

 یؼ ٓضَٞلات رؼیؼىبٕ ٓی ٗٔبی٘ؼ.ثٚ عـ

Application of Industrial Design: Later on, opportunist capitalists realized that 

employing industrial designers, they can transform the artifacts to a great extent; they 

found out that by putting a unique and eye-catching figure (given the fact that the 

needs of the community are not the same and the mass production of a product with a 

fixed form for a target group that includes a large number of people can only meet the 

needs of one person in the target group and not all) they can create illusion and 

attraction for consumers so as to make them pay more money, and most importantly, 

this could help them compete with other factories. With the onset of Modernity, media 

advertisements helped the industrialists stir up the fake needs for consumers and 

increase the market demand. This led to a boom in production, and hence, more profit 

for the manufacturers (Jaafarnia, 2013). 

Using Fashion in Product Design: Since a product of a certain lifespan can be used 

for a long period of time, and this also makes the user needless to re-buy the new 

products, the opportunist manufacturers came up with the idea of “fashion” so to 

make the consumers get rid of a product which is still okay and go for buying a new 

fashion. As simplicity and variety create beauty, the betraying designers stay away 

from simplicity in their black magic as much as possible (simplicity is a factor that 

reminds the consumers of long life along with beauty). Instead, they try to create 

attractive designs with short lifespan so as to lure the consumers with the new fashion 

(Jaafarnia, 2013). However, some companies do not follow fashion through art styles, 

but they force the costumers to buy their new products through technological fashion. 
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گبٛی اٝهبت ثـعی ىـکت ٛب ٓبٗ٘ؼ ىـکت اپَ کٚ ثٚ ٛیچ ػ٘ٞإ ثٞیی اف اعلام ٗجـػٙ اٗؼ ثب ٝاؿػ کـػٕ 

ٝیـایو  هبثَ َٗت ٓی ٗٔبی٘ؼ تباكقاؿٛب، ٗـّ اكقاؿٛبی هؼیٔی ؿا اف ؿػٙ عبؿد کـػٙ ٝؿیـٝیـایو رؼیؼ ٗـّ 

هؼیٔی امتلبػٙ ٗيٞػ ٝ ارجبؿ ٓی ک٘ؼ تب ٓضٍَٞ عٞػ ؿا کٚ مبُْ امت هؼیٔی ٗـّ اكقاؿٛب ثـ ؿٝی ٓضَٞلات 

 ػٝؿ اٗؼاعتٚ ٝ ٓؼٍ رؼیؼ ؿا عـیؼاؿی ٗٔبیؼ.

ػؿ ؿكتبؿ َٓـف اؿی ؾگتبحیـییـ مطش مبفگبؿی َٓـف ک٘٘ؼٙ ثب ٓضـک ٛبی ٓـاصی ػؿ ٓضٍَٞ ثبػج ـت

ٞاٍَ فٓبٗی کٞتبٙ َٓـف ک٘٘ؼٙ ؿا ک٘٘ؼٙ ٓی ىٞػ. تُٞیؼ ک٘٘ؼگبٕ ٓؼ اف ایٖ هبػؼٙ امتلبػٙ ٓی ک٘٘ؼ تب ػؿ ك

ٝ ایٖ آـ تّٞیش ٓیؼٛؼ کٚ چـا میـ صـکتی ٓؼٛب ٓؼاّ  ٓضَٞلات رؼیؼىبٕ ؿا پیٞمتٚ ثغـٗؼٓتوبػؼ ک٘٘ؼ تب 

ػؿ ٍٓٞ مبُٜب ایٖ اٍَ ؿا ثٚ عٞثی ٝ ٍٓٞ ػآٖ تـییـ ٓـاصی صبىیٚ ػآٖ ٛبی فٗبٗٚ ػؿ صبٍ تـییـ امت. 

ٝ یوٚ ٛبی ٓـػإ ٗيبٕ ػٛ٘ؼٙ ٛٔیٖ تٔبیَ ثٚ تـییـ ٓؼ امت کٚ  ثٚ ٓٞؿ ٓيبثٚ ػـُ کـٝاتٗيبٕ ٓی ػٛؼ. 

ٛـ چ٘ؼ ٝهت یک ثبؿ ٗٔبػٛبی عٞػ ؿا ثنیبؿی اف ىـکتٜب ٔیٖ ٍٞؿت ٛثٚ  تُٞیؼک٘٘ؼگبٕ ٓؼ ؿا یبؿی ٓی ک٘ؼ.

ٙ تـییـ ٓی ػٛ٘ؼ تب ثتٞاٗ٘ؼ ظبٛـ عٞػ ؿا تبفٙ ٗگٜؼاؿٗؼ. ثـای ٓخبٍ پـاکتـ ٝ گٔجَ ثیيتـ اف ٗٞفػٙ تـییـ ػؿ ٗضٞ

ٛـچ٘ؼ امتلبػٙ اف ٓؼ ػؿ  ایزبػ کـػٗؼ. 889ٔٝ 989ٔ ثنتٚ ث٘ؼی ٍبثٕٞ آیٞؿی عٞػ ػؿ ثیٖ مبُٜبی

لبػٙ اف ایٖ ؿٝه ػؿ متفینتی ٓٞؿػی ٗؼاؿػ ُٝی ا ٝ ٓضیٔ َٓـكی ٓبٗ٘ؼ ٍبثٕٞ اف ٗظـ اعلاهی ٓضَٞلات

 یـ اعلاهی امت.ؿٓـاصی ٓضَٞلاتی کٚ ثـای ػؿاف ٓؼت ٓیتٞاٗ٘ؼ کبؿثـی ػاىتٚ ثبى٘ؼ 

 امتلبػٙ اف ٓيبؿکت ٓـینػؿ ایٖ ػٝؿٙ تُٞیؼ ک٘٘ؼگبٕ اف  :صرفکنندگان در تٌلیدتٌ گیری ازدًره بکار

ػؿ مبٍ  تبكِـثبؿٙ  . ػؿ ایٖامت ػؿ ٓـاصی ٓضٍَٞ ثبلا ثـػٙتُٞیؼ ؿا اؿفه  ،تٞإ اٝ ٝ «تٍٞـكک٘٘ؼٙ»

ٗبّ ػاؿػ « اؿفه َٓـف»اٍٝ ( ثغو آ تٞاٗؼ ٓؼٔٞلا ثٚ ػٝ ثغو تونیْ ىٞػ. پیيٜ٘بػ کـػٙ کٚ ایٖ ٓی( 89ٓٔ)

( ة ػٛ٘ؼ. ٛب ؿا ثـای عٞػ، عبٗٞاػٙ ٝ رٞآغ عٞػ اٗزبّ ٓی ٝ ىبَٓ تٔبٓی کبؿٛبیی امت کٚ اكـاػ ثؼٕٝ ٓقػ إٓ

ػ ٝ ىبَٓ کبؿ اٗزبّ ىؼٙ ثـای ایزبػ کبلا ٝ یب عؼٓبت ثـای كـٝه ٝ یب ؿٗبّ ػا« ای اؿفه ٓجبػُٚ» ثغو ػّٝ 

 ىٞػ. ٓجبػُٚ ٓی

Sometimes, companies such as Apple that there is no sign of morality in their 

activities, upgrade their software in a way that the older versions will completely 

become defunct to force the consumers to throw away their workable product and buy 

the new model. 

Changing the level of consumer‟s compatibility with design stimuli in the product will 

have an impact on consumer behavior. Fashion manufacturers use this principle to 

convince consumers at short intervals to constantly buy their new products, which 

explains why the fashion trends are constantly changing. The change in the design of 

women's skirts and the length of skirts over the years illustrates this principle well. 

Similarly, the width of men‟s ties reflects the tendency to change the fashion that 

helps fashion makers. In the same way, many companies often change their symbols 

so that they can keep their appearance fresh. Procter & Gamble, for example, created 

more than 19 changes Ivory's soap packages between 1898 and 1998. Although there 

is nothing ethically and environmentally wrong with the use of fashion in 

consumption products such as soap, using such method in designing products that can 

be used for the long-term is absolutely unethical. 

Period of Employing Prosumers in Production: During this period, manufacturers 

partnered with "Prosumers" using their ability to improve the product quality. In this 

regard, Toffler (1980) suggested that this can usually be divided into two parts. (A) 

The first part is "Consumption Value" that includes all the unpaid work individuals do 

for themselves, their families and their communities. (B) The second part is called 

"Exchange Value" that includes the work done for the creation of goods or services 

for sale or exchange (Jaafarnia, 2017). 
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ٝ ثٚ ٓٞؿ ٓٞحـی  ػٓی گؾاؿَٓـف ک٘٘ؼگبٕ ػٜؼٙ  ـٓـاصِی اف فٗزیـٙ اؿفه ؿا ثتُٞیؼ ک٘٘ؼٙ  ای٘زبمت کٚ

تٞاٗ٘ؼ عٞػ ثب  ٘ؼ. ثٚ ػ٘ٞإ ٓخبٍ َٓـف ک٘٘ؼگبٕ آـٝفٙ ٓیک ٛؼایت ٓی "ة"ثٚ ٓـصِٚ  "آ"تُٞیؼ ؿا اف ٓـصِٚ 

کٚ ػؿ تِلٖ ىٔبؿٙ گیـی کـػٙ ٝ تٔبك ؿا عٞػىبٕ اٗزبّ ػٛ٘ؼ ٝ ٗوو اپـاتٞؿ تِلٖ ؿا ایلبء ک٘٘ؼ. ػؿ صبُی 

ػاػ. ٓخبٍ ػیگـ  ؿا ثٚ ػٜؼٙ ػاىت ٝ ثـای کبؿثـإ ىٔبؿٙ گیـی اٗزبّ ٓی« تِلٖ اپـاتٞؿ»گؾىتٚ یک كـػ ىـَ 

ٓيتـیبٕ ، اکٕ٘ٞ ػٓتَؼی پٔپ ث٘قیٖ کبؿ ث٘قیٖ فػٕ ؿا ثـای ٓيتـیبٕ اٗزبّ ٓی ػاکٚ  ثـ علاف مبثن ای٘کٚ

اٗزبّ ایٖ َٓـف ک٘٘ؼگبٕ . ثب ایٖ تلبٝت کٚ آـٝفٙ فٗ٘ؼ ٛبیيبٕ ث٘قیٖ ٓی ثٚ اتٞٓجیَػؿ پٔپ ث٘قیٖ عٞػىبٕ 

بؿٙ ٝ چٚ ٛ٘گبّ ث٘قیٖ فػٕ ػؿ کبؿٛب ؿا ثٚ ػ٘ٞإ ثغيی اف ٝظیلٚ عٞػىبٕ چٚ ٛ٘گبّ تٔبك گـكتٖ ثب یک ىٔ

فیـا اٗزبّ ایٖ کبؿٛب هطؼب فٗؼگی ؿا ٓتلبٝت ٝ ػُپؾیـ مبعتٚ امت؛ چـا کٚ ٝهتی  ;اٗؼ پٔپ ث٘قیٖ پؾیـكتٚ

ػٛ٘ؼ، اٗزبّ ایٖ آٞؿ ثـایيبٕ  ٛب ؿا اٗزبّ ٓی ک٘تـٍ اٗزبّ ایٖ کبؿٛب ؿا ػاىتٚ ٝ عٞػىبٕ إَٓٓـف ک٘٘ؼگبٕ 

ک٘ؼ ٝ تب  ػاؿی ایزبػ ٗٔی ػؿ مینتْ مـٓبیَٚٓـف ک٘٘ؼگبٕ ٛب تـییـ ػٔیوی ػؿ ٗوو  ُؾت ثغو امت. ایٖ كؼبُیت

ٝ اف إٓ ُؾت  ٗٔبیؼایزبػ  اؿفه امتلبػٙ ؿا ثٚ ٍٞؿت ؿایگبٕ کبؿی ثک٘ؼ تبفٓبٗی کٚ یک ثبفیگـ اهتَبػی 

ثؼٕٝ ٓقػ ٝ ثبفیگـ اهتَبػی  ایٖ ىٞٗؼ ٝ ای٘کٚ ٛبی گلتٚ ىؼٙ ٍـكب ثٚ ػ٘ٞإ َٓـف تؼـیق ٓی ثجـػ، كؼبُیت

کٚ  ٘ؼثی٘ مـٓبیٚ ػاؿإ ٝ تُٞیؼک٘٘ؼگبٕ ٓی چٚ ٓـاصِی اف فٗزیـٙ اؿفه ؿا ثٚ ػٜؼٙ ثگیـػ ٝهتیٓٞارت 

ٛبی  ىگبٙآؿایيی ٝ ثٜؼاىتی عٞػ ؿا ثب امتلبػٙ اف کبٓپیٞتـٛبی كـٝٛبی عٞػ ٝ یب ُٞافّ  تٞاٗ٘ؼ کلو ٓيتـیبٕ ٓی

ٛبی پغو ٓٞمیوی ػیزیتبٍ عٞػ  ، یب ای٘کٚ ػمتگبٙعـػٙ كـٝىی ٓـاصی ک٘٘ؼ ٝ یب ػٝچـعٚ عٞػىبٕ ؿا ثنبفٗؼ

 .، اٛٔیت ٗغٞاٛؼ ػاىتٛبی ربیگقیٖ تطبثن ػٛ٘ؼ امتلبػٙ ؿا ثـای

ٓنئُٞیت ٓـاصِی اف فٗزیـٙ اؿفه ؿا ثٚ ػٜؼٙ َٓـف ک٘٘ؼگبٕ ٛبیی امت کٚ ػؿ إٓ  ٛب ٗٔٞٗٚ ثؼٕٝ ىک ایٖ

ٓـاصَ ػؿ « ثـٕٝ مپبؿی»ػاٗیْ کٚ  گیـٗؼ ٝ چ٘یٖ کبؿی ػؿ یک ػٛٚ هجَ آکبٕ پؾیـ ٗجٞػٙ امت. ٓب ٓی ٓی

ٓٔکٖ امت ثٚ ٓٞؿ ؿیـ ٓنتویْ ؿٝی اؿفه ٓجبػُٚ تبحیـ ثگؾاؿػ. ثـای َٓـف ک٘٘ؼگبٕ فٗزیـٙ اؿفه ثٚ 

تٞاٗؼ ٛقی٘ٚ تُٞیؼ ٓضٍَٞ ؿا ثـای ىـکت کبٛو  ػؿ ؿٝٗؼ ایزبػ اؿفه ٓیک٘٘ؼگبٕ َٓـف ٗٔٞٗٚ ٓيبؿکت 

 .ٝ مٞػ ثیيتـی ؿا ؿٝاٗٚ ریت تُٞیؼک٘٘ؼگبٕ إٓ ٗٔبیؼ ػٛؼ

This is where the producer puts the responsibility of a part of the value chain on the 

consumers‟ shoulder and effectively guides the production process from the point A 

to point B. For example, consumers can now dial the number by themselves and 

somehow simultaneously play the role of operator, while in the past, a person called 

the "phone operator" provided dial-ups for the users. Another example: Unlike the 

past that operators filled car tanks at the gas stations, nowadays, the drivers do it 

themselves. The consumers have accepted this as part of their own responsibility; 

because doing such things has made life different and definitely more pleasant – when 

costumers do a part of the process by themselves, they feel some kind of joy and 

satisfaction. These activities do not make a profound change in the role the consumers 

play in the capitalist system, and as long as an economic player makes a free of charge 

effort to create value for use and joy, the said activities will be defined merely as 

consumption; moreover, as long as the capitalists and manufacturers see that 

customers can design their own shoes or cosmetics using computers in retail stores or 

build their own bikes, or adjust their digital music player for alternative uses, it will 

not matter to them (Jaafarnia, 2017). 

These are examples of involving consumers in the value chain, while this was not 

possible a decade ago. We know that "outsourcing" some stages of the value chain to 

consumers may indirectly affect the value of the exchanges. For example, consumers‟ 

participation in the value chain can reduce the production cost for the company and 

bring more profit the pocket of its producers (Jaafarnia, 2017). 
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 تٞمٔ ىـکت ٛبی عؼٓبتی ٛبی چیٖنتْ ػٝچـعٚ ٛبی ػٔٞٓی ػؿ مطش ىٜـثـای ٓخبٍ هجَ اف ؿاٙ اٗؼافی می

ؼ، ٘ٗٔبیٝامتلبػٙ  ـاٙ هلَ آٜٗب ؿا ثبفٔٛ ثب کٔک تِلٖ صَٔ ٝٗوَ ىٜـی ؼ ثـای٘ٓیتٞاٗ گبٕـف ک٘٘ؼَکٚ ٓ

ىٜـی ٛقی٘ٚ ثنیبؿ فیبػی ؿا ٍـف مٞعت ٝ ثکبؿگیـی ؿاٗ٘ؼٙ اتٞثٞك ٓی  اتٞثٞمی ىـکت ٛبی صَٔ ٝٗوَ

ٗیق ثٚ ٍٞؿت ؿایگبٕ  ٓـػّ ٝ عٞػ ٛیچٚ ؿایگبٕ ٓـػّ امتلبػٙ کـػٙؼ. صبٍ ایٖ ػٝچـعٚ ٛب اف ٗیـٝی ٓبٗٞػٗٔ

ٗلـ ٓی تٞاٗ٘ؼ صَٔ ىٞٗؼ ُٝی ثب پٍٞ یک  ۳ٓ ٗکتٚ ربُت تٞرٚ ایٖ کٚ ػؿ ٛـ اتٞثٞك ؿاٗ٘ؼگی ٓی ک٘٘ؼ.

ثبٕ هـاؿ ػٛ٘ؼ تب عؼٓبت صَٔ ٝ ٗوَ ؿا ثٚ ٓـػّ اؿائٚ باتٞثٞك ىـکت ٛب ٓی تٞاٗ٘ؼ چ٘ؼ ٍؼ ػٝچـعٚ ػؿ عی

ػٝچـعٚ ٓیجبىؼ ٓیتٞإ ایٖ ٗکتٚ ؿا ػؿک کـػ  َٗق كؤ ، ثب ٝرٞػ ایٖ کٚ ٛقی٘ٚ مٞاؿىؼٕ ثٚ اتٞثٞكٗٔبی٘ؼ

چٚ  ٓی تٞاٗ٘ؼ ػٛ٘ؼ اٗزبّ ٓیٛب ثٚ ػ٘ٞإ ثغيی اف ؿٝٗؼ َٓـف، کبؿ ثیيتـی تٍٞـكک٘٘ؼٙ فٓبٗی کٚ  کٚ

کٚ ٓجبػؿت ثٚ كـٝه ٓجِٔبٕ  IKEA ثـای ٗٔٞٗٚ ىـکت .ؼ٘ٛبی ثقؿگی ؿا ؿٝاٗٚ ریت مـٓبیٚ ػاؿإ ک٘مٞػ

ٛبی ػِٔیبتی  تٞاٗؼ ثغيی اف ٛقی٘ٚ گؾاؿػ، ٓی ک٘٘ؼگبٕ ٓی  ک٘ؼ ٝ ػَٔ ٓٞٗتبژ ؿا ثٚ ػٜؼٙ َٓـف مـْٛ ٗيؼٙ ٓی

کـػٕ ٝ ٓٞٗتبژ ٓجِٔبٕ ثٚ ػ٘ٞإ  ثٚ کبؿ مـْٛ َٓـف ک٘٘ؼگبٕ ػؿصبُی کٚ ثنیبؿی اف  .صلع ٗٔبی٘ؼعٞػ ؿا 

ٗگـٗؼ کٚ ثٚ ٛیچ ػ٘ٞإ تبحیـ هبثَ تٞرٜی ؿٝی ٓضٍَٞ ٜٗبیی  کبؿٛبی ػبػی ٝ ؿٝفٓـٙ ثب پبػاه کْ ٓی

إٓ  یؼ کٚهیٔت کبلا کٔی پبییٖ ثیب گؾاؿػ تب ٝی ٓضَٞلاتو ٓیثغو اٗؼکی اف مٞػ ؿا ؿ IKEAٗؼاؿػ. ػؿ ای٘زب 

، ٛب آـٝفٙ ىـکت ای تجؼیَ ک٘ؼ کٚ ٓيبؿکت ٓيتـیبٕ ػؿ كـآی٘ؼ ایزبػ اؿفه ؿا تْٔیٖ ٗٔبیؼ. ؿا ثٚ اٗگیقٙ

ىتٚ ثبى٘ؼ. ٛبی ٗٞآٝؿاٗٚ ٝ پـثبؿ ثب ْٛ ٛٔکبؿی ػا ثٚ ٓٞؿ ػائْ ػؿ تلاهؿا تيٞین ٓی ک٘٘ؼ تب ٘ؼٙ گبٕ تٍٞـكک٘

ػؿ « ْٛ آكـی٘ی»یک تـییـ امبمی ػؿ تلکـ تزبؿی ػؿ ثغو اتغبؽ ایٖ ؿٝیکـػ ٓيتـک،  مـٓبیٚ ػاؿإ ثب

 تٍٞـكک٘٘ؼٙ گبٕٜٗبیی تِوی ٗٔبی٘ؼ، َٓـف ک٘٘ؼگبٕ ٛب ثٚ ربی ای٘کٚ تٜ٘ب ٓيتـیبٕ ؿا  ؼ. ىـکتػاػٙ اٗىـکت 

ک٘٘ؼ تب ٓی ٝ ؿٝاثٔ مٞػٓ٘ؼ ٓتوبثِی اف ٓـین تٞاٗٔ٘ؼمبفی کبؿثـإ ایزبػ  ٓی مبفٗؼكؼبلاٗٚ ػؿگیـ  ؿا

ؿا ػؿ کبٕٗٞ تٞرٚ هـاؿ ػاػٙ  َٓـف ک٘٘ؼٙٛب ىـکت ٝ  علام ػؿ كـآی٘ؼ تُٞیؼ ثبى٘ؼ. ایٖ ایؼٙ بٕؿایگ ٛٔکبؿإ

ای ػؿ  طٞؿ كؼبلاٗٚث تٍٞـكک٘٘ؼٙ گبٕتب  ػٛؼ ؿا ٗيبٕ ٓیَٓـف ک٘٘ؼگبٕ ٝ یک تؼبَٓ ىغَی ٓیبٕ ىـکت ٝ 

 .ىتٚ ثبى٘ؼكـآی٘ؼ تُٞیؼ، ٓيبؿکت ػا

For instance, before launching the public bicycle system in China by service 

companies through which consumers can lock and unlock the bicycles by their 

smartphones, urban bus companies spent a great deal of money for the fuel paid hefty 

shouldered hefty amounts of money to pay the bus drivers. Now these bikes use 

muscle force for free. Interestingly enough, 50 people can be carried in each bus, but 

the cost for each bus can be spent to put hundreds of bikes on the streets. Although the 

cost of using a bus is only half the riding a bike, it can be understood that when 

prosumers do more work as part of the consumption process, big money will flow into 

the pockets of the investors. For example, IKEA, which sells ready-to-assemble 

furniture and puts the assembling responsibility on consumers‟ side, is saving a big 

sum of money by reducing operating costs. This is while many consumers consider 

furniture assembly as ordinary task that has no significant effect on the final cost of 

the product. Here, IKEA uses a small part of its profits to reduce to product price a bit 

using it as in incentive that ensures the participation of customers in the process of 

creating value. Today, companies encourage prosumers to constantly collaborate in 

innovative and productive processes. By adopting this common approach, capitalists 

have made a major shift in business‟s "co-creation" sector. Instead of considering end 

customers as the mere end consumers, companies are actively engaging prosumers 

and creating mutually beneficial relationships through empowering users to become 

creative partners in the production process. These ideas focus on the company and the 

consumer, and show a personal interaction between the company and consumers so 

that the prosumers actively participate in the production process (Jaafarnia, 2017). 
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ؼ، ثٚ ػِٔکـػ اٗامتلبػٙ کـػٙ ٛبیی کٚ ایٖ ٝاهؼیت تزبؿی ٓيبؿکتی ؿا  ىـکتىٞاٛؼ صبکی اف ایٖ امت کٚ 

ٗؼ؛ ٓزٔٞع کَ ایٖ اٗـژی یبكتٚ امبفٓبٗی ثـتـی اف ٓـین اكقایو ػعبُت ٝ ؿّبیت َٓـف ک٘٘ؼٙ ػمت 

بثؼ. ػؿ ایٖ ؿٝه یک َٓـف ک٘٘ؼٙ علام ثیيتـ اف إٓ چیقی امت کٚ ىـکت ثتٞاٗؼ ثٚ تٜ٘بیی ثٚ إٓ ػمت ی

ىبٕ ؿا  ٛبی عبً ٗیبفٓ٘ؼی َٓـف ک٘٘ؼٙ گبٕؼ تب ک٘  ، ٓبٛـاٗٚ ثٚ مکٞیی ثـای تجبػٍ تجؼیَ ٓیعٞػ ؿا ىـکت

ٛبی عبً عٞػىبٕ ؿا ػؿ ؿاثطٚ ثب  ثیبٕ ک٘٘ؼ، ػاٗو ٓ٘ضَـ ثٚ كـػىبٕ ؿا ثٚ اىتـاک ثگؾاؿٗؼ ٝ ٜٓبؿت

آفاػی كـػی پیيٜ٘بػ َٓـف ک٘٘ؼگبٕ ٛب ثٚ  ٝظبیق َٓـكی ػؿ ػمت ارـا ثٚ کبؿ ثگیـٗؼ. ػؿ ای٘زب ىـکت

ٛبی ثؼٕٝ ؿینک  ای ایزبػ ٓـاصیٛب ثـ ؿا ثب امتلبػٙ اف پتبٗنیَ إَٓٓـف ک٘٘ؼگبٕ ٛبی  ک٘٘ؼ ٝ عٞامتٚ ٓی

 مؼی ٓی ک٘٘ؼ کٚ ٓـاصبٕ ؿایگبٗی ثبى٘ؼ.َٓـف ک٘٘ؼگبٕ پٞىو ػاػٙ، ربیی کٚ 

ثب ریـٙ ٝ  تٞاٗ٘ؼ ثیيتـ اف کبؿٓ٘ؼإ ٓیَٓـف ک٘٘ؼگبٕ َٓـف ٓنتِقّ کبؿ امت ٝ ٘٘ؼگبٕ ٓی ػاٗ٘ؼ کٚ تُٞیؼ ک

ثب ٓیَ ٝ ؿؿجت َٓـف ک٘٘ؼگبٕ ایؼٙ  ٛب ػاىتٚ ثبى٘ؼ. ثب ایٖ اصنبك ٝاثنتگی ٝ ٛٔکبؿی ثب ىـکت ٓٞارت

ٛب ثٚ  ک٘ؼ. إٓ ک٘٘ؼ ٓـاصَ ثیيتـی ؿا ػؿ فٗزیـٙ اؿفه ثٚ ػٜؼٙ ثگیـٗؼ کٚ اؿفه ٓجبػُٚ ایزبػ ٓی ٓٞاكوت ٓی

اف ٓيتـیبٕ  Fluevog تـ ثبى٘ؼ. ثٚ ػ٘ٞإ ٓخبٍ ىـکت کلو ک٘٘ؼ کٚ ػؿ ثبفاؿ ٓٞكن تُٞیؼک٘٘ؼگبٕ کٔک ٓی

 ٓٞؿ آٗلایٖ ثـای اؿفیبثی ػؿ ای٘تـٗت ثگؾاؿٗؼ.ٛبیی ؿا ثٚ  عٞاٛؼ کٚ ٓـاصی ٓی

ؿمؼ ْٛ  ک٘٘ؼ، کٚ ػؿ إٓ ثٚ ٗظـ ٓی ػؿ ؿٝٗؼ تُٞیؼ اؿفه ٓجبػُٚ ىـکت ٓیَٓـف ک٘٘ؼگبٕ ثی٘یْ کٚ  ٓب اؿِت ٓی

َٓـف ک٘٘ؼگبٕ ک٘٘ؼ. ػؿ ػُٞ اؿفىی کٚ  ک٘٘ؼگبٕ ٝ ْٛ َٓـف ک٘٘ؼگبٕ ثب ایٖ ایؼٙ اصنبك ؿاصتی ٓی تُٞیؼ

آٝؿٗؼ، تٜ٘ب ُؾت ٓيبؿکت ػؿ ؿٝٗؼ تُٞیؼ ثبىؼ.  كـآی٘ؼ تٞمؼٚ ٓضٍَٞ ثٚ ػمت ٓیػؿ ٗتیزٚ ٓيبؿکت ػؿ 

 گٞی٘ؼ:  ٓی 6ٕٓٓػؿ مبٍ  تبپنکبت ٝ ٝیِیبٓقٛٔبٗطٞؿ 

ٓـػّ ٛیزبٕ فیبػی اف ثٚ ْٛ ؿیغتٖ  یک کبلا، مبعتٖ چیقی ٓ٘ضَـ ثٚ كـػ، ٗيبٕ ػاػٕ إٓ ثٚ ػٝمتبٗيبٕ ٝ »

 « ک٘٘ؼ. کنت ٓیٛب ؿا ثپؾیـٗؼ  ٛبی إٓ ای٘کٚ مبیـیٖ ایؼٙ

Reviews show that the companies which have adopted such “co-creation” strategies, 

have achieved much higher performance through increased consumer engagement and 

satisfaction; the total energy that innovative consumers can exert in the value chain is 

much more than what a company would solely deliver. Through this method, a 

company intelligently transforms into a platform for exchanges to express consumers' 

specific needs, share their unique knowledge, and apply their own specific skills in the 

process. Here, companies offer consumers individual freedom and cover consumers' 

demands, using their potential in creating risk-free designs, where consumers try to be 

free-of-charge designers (Jaafarnia, 2017). 

Manufacturers know that consumption requires work, and consumers can have more 

dependency and collaboration with companies than the actual employees. Regarding 

this idea, consumers willingly take further steps in the value chain that leads to 

creation of the value of the exchanges. They help producers be more successful in the 

market. For example, Fluevogl, a prominent shoe company, has asked the customers 

to upload their own designs on the company‟s website for evaluation (Jaafarnia, 2017). 

We often see consumers taking part in determining the sales values, in which both 

manufacturers and consumers appear to be comfortable. In return, consumers only 

gain the pleasure of engagement as a result of taking part in the value chain process. 

Tapscott & Williams (2006) said: 

"People are excited to shatter a product, create something unique, show it to their 

friends and get others to accept their ideas." 
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ٛب ٗیق تٜ٘ب  ثـٗؼ ٝ ىـکت اٗؼ ُؾت ٓی اف َٓـف چیقٛبیی کٚ عٞػىبٕ مبعتَٚٓـف ک٘٘ؼگبٕ ؿمؼ  ثٚ ٗظـ ٓی

. اف مٞی ػیگـ ؿی ؿا ػؿیبكت ٓی ک٘٘ؼٝ ػؿ ػُٞ مٞػ مـىب ٙػ٘٘ؼٙ ػؿ ایٖ ؿٝٗؼ ؿا ایلبء کـٗوو تنٜیَ ک

اٗؼ ٝ ػؿآٓؼی کٚ ػؿ هجبٍ إٓ  ٛب ایزبػ کـػٙ اف اؿفىی کٚ ثـای ىـکتَٓـف ک٘٘ؼگبٕ تٞإ كـُ کـػ کٚ  ٓی

تٍٞـف » اٗؼ کٚ  ک٘٘ؼ، ٗبآگبٙ ٛنت٘ؼ. ػؿ ٛٔیٖ ؿامتب ٗیق ثؼْی ٓ٘توؼإ كـٛ٘گی امتؼلاٍ کـػٙ ػؿیبكت ٗٔی

ؿا آؿاّ مبفػ ٝ ثب َٓـف ک٘٘ؼگبٕ ػاؿی اٗتوبػ ک٘٘ؼ،  کٔتـ اف مـٓبیَٚٓـف ک٘٘ؼگبٕ ای امت تب  ىیٞٙ« ً٘٘ؼٙ

ثبى٘ؼ،   ٛبی اهتَبػی اٍِی ىـکت ٛٔکبؿی ػاىتٚ ٛب ثٚ ٓٞؿ کبَٓ ػؿ ثـعی اف كؼبُیت ػاػٕ ایٖ اربفٙ کٚ إٓ

اؿفه ٓجبػُٚ ٝ کٚ تٔبیق ٓیبٕ  اٗؼامتؼلاٍ کـػٙ  إػاؿی ىـیک مبفػ. ایٖ ٓ٘توؼ آٗبٕ ؿا ػؿمینتْ مـٓبیٚ

ین ُـٞ ایٖ تٔبیق تٜ٘ب اف ٓـ َٓـف ک٘٘ؼٙٝ ؿٛبمبفی ٝاهؼی  ٓؼؿٗیتٚ ثٞػٙاؿفه َٓـف عٞػ یک ٓضٍَٞ 

 .آکبٕ پؾیـ ٓی ثبىؼ

 ،ثٚ ٓؼ٘بی پـػاعت ثٚ کبؿگـإ ثـػاؿی ثیيتـ گٞیؼ: ثٜـٙ ٓٞاكن امت کٚ ٓی ٓبؿکلٛٔچ٘یٖ ثب ایؼٙ  ؿیتقؿ

تـ،  امت ٝ ثٚ ُضبظ ٓتؼبؿف « اؿفه ٓبفاػ»ک٘٘ؼ. ایٖ ٓ٘جغ اُٝیٚ  کٔتـ اف اؿفه إٓ چیقی امت کٚ تُٞیؼ ٓی

ػاؿإ امت. ثب ایٖ صبٍ ػؿ ثنیبؿی اف ٓٞاؿػ  مٞػ ثـای مـٓبیٚ

ک٘٘ؼگبٕ  ػاؿإ ثب ٝرٞػی کٚ مٞػ فیبػی اف ؿاثطٚ ثب تٍٞـف مـٓبیٚ

ک٘٘ؼ. ػؿ  پـػاعت ٗٔی ٛب آٝؿٗؼ ثب ایٖ صبٍ چیقی ثٚ إٓ ثٚ ػمت ٓی

تٞإ امتؼلاٍ کـػ کٚ آٜٗب مٞػ ثنیبؿ ثیيتـی ثٚ ػمت  ٝاهغ، ٓی

آٝؿٗؼ فیـا ثٚ ربی ای٘کٚ آٜٗب ٓبٗ٘ؼ گؾىتٚ ثٚ کبؿگـإ ٓجِؾ  ٓی

ٗبچیقی پـػاعت ک٘٘ؼ، ػؿ ػُٞ ٛیچ چیقی ثٚ 

 ػٛ٘ؼ. ک٘٘ؼگبٕ ٗٔی تٍٞـف

Consumers seem to enjoy using the things they 

have built by themselves, and companies only 

play a facilitating role in this process and receive 

huge profits in return. On the other hand, it can be 

assumed that consumers are unaware of the value 

they have created for companies and the 

revenue they generate for them. In the same 

line, some cultural critics have argued that 

the "prosumer" is a way to prevent 

consumers from criticizing capitalism, 

calm them and allow them to fully engage 

in some of the main business activities of 

the company; it actually engages them in the 

capitalist system. These critics have argued that the distinction between the 

exchange value and the value of consumption is a product of modernity, and the real 

redemption of the consumer can only become possible by the removing this 

distinction. 

Ritzer also agrees with Marx's idea that says more exploitation means paying workers 

less than what they are producing. This is the primary source of "surplus value" and, 

in the most conventional sense, is the source of profit for the capitalists. However, in 

many cases, capitalists do not pay anything to them, although they gain a lot of profits 

from the partnership with the prosumers. Indeed, it can be argued that they earn much 

more profits because instead of paying so little to the workers just like in the past, 

they do not give anything to the prosumers (Jaafarnia, 2017). 
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 چئبٕ کبٓلا ثنتٚ

. مـٓبیٚ ػاؿاٗی کٚ ػؿ ثبلای ٛـّ کپیتبُینتی هـاؿ ػاؿٗؼ ٝ ثـػٙ ػاؿی چٚ کنبٗی ٛنت٘ؼاكـاػ پيت پـػٙ ایٖ ػٗیب 

هلَ ٝ فٗزیـ ؿا اف پبٛب ثـػاىتٚ ٝ ثـ ؽٖٛ ثٚ ثٜبٗٚ آفاػی، ثـػٙ ػاؿی کٚ مینتْ ٓؼؿٕ ؿا ٛؼایت ٓی ک٘٘ؼ. 

ربٓؼٚ کپیتبُینتی ؿـة ؿا ٓی تٞإ " ؼ. ػؿ ٛـ ربیی کٚ ثبى٘ؼ ک٘تـٍ ٓی ک٘آػٓیبٕ ٜٗبػٙ امت ٝ آٜٗب ؿا 

٘بی ؼػاٗنت کٚ گٞیب توٞا ثـایيبٕ ثٚ ٓ رٜٔٞؿی مـٓبیؼاؿإ " یب ىـکتٜبیی ٓجت٘ی ثـ "مـٓبیٚ اٗؼٝفی"

، ؿمتگبؿی ٓی ىٞػ ٝ ٛؼف اٍِی فٗؼگیمت ٝ مـٓبیٚ اٗؼٝفی ٓٞرت ٓٞكویت ٓبُی ػؿ فٗؼگی ػٗیٞی ا

.  ای٘زبمت کٚ امت ٛبی َٓـف گـایبٗٚـف کـػٕ ٝ ؿـم ىؼٕ ػؿ اؿّبی ٗیبفمٞػرٞیی ٝ اٗجبىتٖ ٝ یب َٓ

اؿٗؼ ٓضَُٞی ؿا ثب ٛـ ىکَ ٍضیش یب یک یک اكـاػ ربٓؼٚ ؿا ثـ ؿٝی ػٝه ٛٔؼیگـ ٓیجی٘یْ کٚ مؼی ػ

کٚ ثؼٗجبٍ  یَٓـف ک٘٘ؼگبٗ ،ثب ٗیبف پـٝؿی اف ؿاٙ ٓؼیب ثٚ َٓـف ک٘٘ؼٙ ای اؿائٚ ٗٔبی٘ؼ (كـیتٗبٍضیش )

ٓؼؿٗیتٚ ٓی ػٝٗؼ. گٞیی کٚ ٓؼؿٗیتٚ اٝد ٝ هِٚ اٍِی فٗؼگی اٗنبٕ ػؿ ثنتـ صیبت اٝمت ٝ ٛـ تٔؼٗی کٚ ثیيتـ 

مبُت ػاؿٗؼ رؼیؼ ؿ ٓؼؿٕ ثبىؼ پیيـكتٚ تـ ٝ اف ایٖ ؿٝ کبَٓ تـ امت. پ٘ؼاؿی کٚ گٞیی تکُ٘ٞٞژی ٝ ػِّٞ

ٛیچ ٝهت ػمت یبكت٘ی ٗینت ٝ ثب ؿىؼ تکُ٘ٞٞژی ، ىبػی کٚ اٗنبٕ ؿا آفاػ ٗٔبی٘ؼ، ىبػی ٝ عٞىجغتی ثیبٝؿٗؼ

گلت٘ؼ ثب عٞؿػٕ إٓ  ٜٗی ىؼیْ،)میت(  إٓ فٓبٕ کٚ ٓب اف عٞؿػٕ گ٘ؼّاٗنبٕ ؿا ػؿ ٓ٘زلاة كـٝ ٓیجـػ.  ثیيتـ

ایٖ ػاٗو عٞػٓبٕ  ٝ كکـ کـػیْ کٚ ثب ٓب اف ثٜيت ؿاٗؼٙ ىؼیْاف إٓ ؿٝف ػاٗو ٓٔ٘ٞػٚ ثـ ٓب ٗٔبیبٕ ٓی گـػػ. 

ٓٞؿػ ػلاهٚ ٓبٕ ؿا ثنبفیْ. ُٝی ؿٝف ثـٝف ایٖ ػاٗو ٓب ؿا ثیيتـ اف ثٜيت ػٝؿ کـػٙ ٝ  ٓی تٞاٗیْ ثٜيت

پـ اف آُٞػگی ٝ بلا ثجی٘یؼ کٚ ثٚ چٚ ؿٝفی اكتبػٙ، رٜ٘ٔی ٓینبفػ کٚ عٞػٓبٕ مبعتٚ ایْ. فٓیٖ ٓب ثٜيت ثٞػ ٝ ص

" )کٚ اف ٓٞاػ اػلآیٚ ىؼٕ ىؼبؿ ٓؼـٝف "رنتزٞی عٞىجغتی إٓ تیِٞؿ كِٔی٘گ ػؿثبؿٙ ٝاؿٝٗٚت. ٓيکلا

 کٚ:امتولاٍ آٓـیکب امت( ػؿ ٓنیـ صـً ٝ آف مـٓبیٚ مبلاؿاٗٚ ٓی ٗٞینؼ 

Eyes Wide Shut 

Who are the people manipulating this world? The rich people who are above the 

capitalist pyramid and are leading the modern slavery. The slavery, which, on the 

pretext of liberty, seems to unchain the mankind but in fact is putting heavier locks 

and chains on their minds so as to control them wherever they are. The West's 

capitalist society can be called the "Republic of Riches" or “The Companies Based on 

Capitalization". Virtue for such societies means financial success in a worldly life, in 

which getting more money leads to salvation, and the main purpose of life is to gain 

more profit and satisfy the insatiable consumerism. In this situation, we can see 

society filled with people trying to offer their products to consumers through media‟s 

moral and immoral approaches (deception) – consumers who are running toward 

modernity. It seems that modernity is the peak of human life, and more modernity 

means a better civilization. The notion suggesting that the technology and the new 

sciences are aimed at humans‟ salvation, joy and happiness – a joy that is never 

achieved – just takes the mankind down to what is worst. When we were commanded 

no to eat the forbidden fruit, they said eating the fruit will reveal the forbidden 

knowledge to us. Since that day, we were driven out of the paradise, mistakenly 

thinking that by that knowledge of ourselves we could build our own paradise. But it 

took us away from Paradise every day getting us closer to the hell we have built 

ourselves. The earth was our paradise and now look what has happened to it – full of 

filth, full of problems. Anne Taylor Fleming, in the mockery of the US‟s famous 

independence motto “The Pursuit of Happiness” explains how this motto has become 

reveres, saying that:  
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" ىٞعی توؼیـ ؿا ثجیٖ، رنتزٞی عٞىجغتی ٛٔبٕ چیقی امت کٚ ٓب ؿا ثٚ ٓـف ثؼثغتی ٓی ٓی ٗٞینؼ کٚ: 

]ٓضَٞلات  ٓنبثوٚ ػیٞاٗٚ ٝاؿ ػؿ امتلبػٙ اف ٓٞاٛت فٗؼگیکيبٗؼ، ؿهبثت ٝصيیبٗٚ ػؿ اٗؼٝعتٖ حـٝت ٝ 

 ُضظٚ ای آؿآو ٝ ؿاصتی ثـای ٓب ثبهی ٗٔی گؾاؿػ ٝ كبٍِٚ كـػ كـػ ٓب ؿا فیبػتـ ٓی ک٘ؼ."تُٞیؼی[ 

ٔبٕ ٗیبف پـٝؿی ٓی ک٘٘ؼ ثؼؼ ثـای ثؼمت آٝؿػٕ إٓ ٓضٍَٞ ٓزجٞؿ ی امت کٚ ثب ٓؼیب ٝتِٞیقیٕٞ ثـایایٖ ىبػ

ٔبٕ ؿا ثٚ ٗلـ ثبلاتـ كـاْٛ آٝؿیْ ٝ ثب عـیؼ ٓضٍَٞ پُٞثٚ کبؿ ٓنتٔـ ٓیيٞیْ تب پٍٞ ٓٞؿػ ٗیبف إٓ ٓضٍَٞ ؿا 

ٓیگـػیْ. ىبػ ؼٛیْ ٝ ثـای اٗؼک فٓبٗی ػؿ ػاىتٖ ایٖ ٓضٍَٞ ثاف عٞػٓبٕ کٚ ػؿ ٛـّ ثـ ػٝه ٓب ٗينتٚ 

اف ای٘زب ثیـٕٝ ٓی آیؼ کٚ ٛیچ ٝهت َٓـف ک٘٘ؼٙ ثٚ إٓ ىبػی کٚ ثٚ ٍٞؿت تْٞٛ ثـایو مبعتٚ اٗؼ ٓيکَ 

ٗٔی ؿمؼ. ّٓٞٞع ؿا ایٖ گٞٗٚ ثجی٘یؼ کٚ ثـای عـیؼ یک ٓبىیٖ چ٘ؼ مبٍ ثبیؼ کبؿ کـػ تب پٍٞ إٓ كـاْٛ ىٞػ. 

تی غصنبك ىبػی ٝ عٞىجػؿ ٍٞؿتی کٚ ثؼؼ اف عـیؼ إٓ ٓضٍَٞ امتلبػٙ ک٘٘ؼٙ فٓبٕ کٔتـی ثب إ ٓضٍَٞ ا

ٓیک٘ؼ. اف ٓـكی ػیگـ ثلا كبٍِٚ هجَ اف ثـٝف اصنبك مـعٞؿػگی آٗبٕ کٚ ثـ ػٝه ٓب ٗينتٚ اٗؼ كٞؿی ٗیبف ٝ 

ػؿ  ؿا پ٘ؼاؿی کٚ  ىبػی ٝ عٞىجغتی ؼ کٚ ثب ایٖ  ػیگـ ىبػ عٞاٛی ىؼ.ٓضَُٞی ػیگـ ؿا ثـایٔبٕ ػیکتٚ ٓیک٘٘

اُوب ىؼٙ امت ٛیچ گبٙ ثٚ  آػٓی کٚ ػؿ پی ایٖ عٞىجغتی ٝ ٓی ػاٗؼؿكبٙ ٓبػی ٝ ٍـف ٝ ػاىتٖ ٓضَٞلات 

ػؿ ایٖ ؿامتب ػاٗيگبٙ ٛب ْٛ ثٚ ٗبثٞػی ْ ٗٔیيٞػ تب ثزبیی ثـمؼ کٚ ثٚ إٓ ػمت یبثؼ. ٛصتی ٗقػیک  عٞىجغتی

 ػؿ ایٖ ؿاٙ  .چٕٞ ایٖ ٓضَٞلات صبٍَ تلاه ػاٗو آٓٞعتگبٕ ػاٗيگبٙ ٛب ٓی ثبى٘ؼ ٓی ک٘٘ؼکٔک  ثيـیت

مـٓبیٚ ػاؿإ ؿا مبُْ  یـاٗٓبیٚ ػاؿإ ثٞػٙ تب اف ٛـ گٞٗٚ ثضپيتیجبٕ مـ كـآبمٞٗـی مینتْ ٛبی امت کٚ

تيکیلات ٓغلی امت کٚ ػؿ اٗگِنتبٕ ٝ ثؼؼ ػؿ كـاٗنٚ ٝ آُٔبٕ ٝ آٓـیکب ایٖ مینتْ كـآبمٞٗـی  ثیـٕٝ ثـػ.

ثب ٗلٞؽی کٚ اف ٓـین اػٔبٍ ٗلٞؽٛبی ٜٗبٕ ٝ  ٝ پل اف إٓ ثٞرٞػ آٓؼ. مبفٓبٕ ٓغٞف، پیچیؼٙ ٝ 9ٔػؿ هـٕ 

ؿا پیو ٓیجـػ ثؼٕٝ ایٖ کٚ ػؿ لایٚ  ، اؿاػٙ ٝ ٓ٘بكغ لایٚ ٛبی ٓغتِق ٓجوبت مـٓبیٚ ػاؿٗبٓضنٞك عٞامتٚ ٛب

ٛبی پبییٖ ربٓؼٚ کٚ ػؿ فیـ ٛـّ ٓجوبتی ربی ػاؿٗؼ ٝ ثـػٙ گبٕ َٓـف گـایی ٛنت٘ؼ اف ایٖ تَٔیٔبت ثٞیی 

 ثجـٗؼ.

Saying that:  “Look at the funny joke of the fate! The pursuit of happiness has become 

exactly what that takes us to the misery; the wild rivalry between the mankind to get 

richer and the crazy race to take advantage of the gifts of life [Productions of factories] 

are widening the gap between us every day.” 

They create needs for us through media and television, then we have to work hard for 

the money to get what they have advertised; to buy a product, we will give our money 

to the person sitting in the higher rank of the pyramid just to be happy for a short 

while. The problem is that consumers never achieve the joy the media have created 

before their eyes. This is while the consumer will feel disappointed after buying the 

advertised product. On the other hand, those who impose such fake needs, 

immediately embark on a new mission to create a new product and a new need. The 

idea of reaching joy and happiness through materialistic welfare that keeps people 

running for an unreal mirage will never get us even close happiness and felicity. 

Universities also help destroy the humanity, because all factories productions are 

results of educated men come out from universities. In this way the Freemasonry 

systems have always been among the main sponsors of the capitalists in this regard 

helping them pass different crises over times. The Freemasonry system is a secret 

organization that was established in England and then prevailed through France, 

Germany and America in the 18th century and afterwards. A dreaded, sophisticated 

and influential organization that, through the implicit and intangible influence of the 

desires, wills and interests of the various layers of the capitalist class, goes on without 

being detected by the lower layers of society, and those at the bottom of the pyramid 

who have become the slaves of consumerism. 



 

 

Designers, get off the consumers  back 

46 
 

 ػؿ ایٖ ٓـامْ کٚ .مت ىـکت ٓی ک٘٘ؼاٛٔبیی کٚ یک ٓـامْ ٞٗٚ امت کٚ تٔبّ اػْب ػؿ ٛـ گـػیٖ گثؼایٖ 

کٚ  ٞی٘ؼگ ػؿ ٓٞؿػ ٓنبئَ ؿٝف ٝ ٛلتٚ مغٖ ٓی ،ثـ ػٜؼٙ ػاؿػؿیبمت ؿا  امت یکی اف ٜٓٔتـیٖ اكـاػ امتبػ

، تٞمؼٚ ٝ تؼٔین ػاٗو ٝ ثی٘و، پـٝؿه ٗیـٝٛب اكقایی ثَیـتثغيی،  زٞیی، آگبٛیبؿیىبَٓ اكقایو ٛٔؼُی، ی

کٚ ػؿ ؿامتبی  ایزبػ اٗنزبّ ٝ ؿكغ اعتلافاػْب،  ػاػٕ ٝظبیق كـػی ٝ ارتٔبػی  ایزبػ اٗگیقٙ كکـی ػؿ اٗزبّ

میبمت ٓؼاؿإ آٓبؿی کٚ اف ٗلٞؽ گنتـػٙ ىجکٚ ٓغلی ٓبمٞٗی ٝ ُینت  ٛنت٘ؼ. ٓی ثبىؼاٛؼاف كـآبمٞٗـی 

کٚ ثٞػٙ اٗؼ ثـای ٓخبٍ رـد ٝاىی٘گتٖ، تٞٓبك رلـمٕٞ، ؿإ اٍِی آٓـیکب ٛٔٚ اػْبی ایٖ ىج)میبمت ٓؼا

ربٕ آػآق، ث٘زبٓیٖ كـاٗکِیٖ ٝ ژإ لاكبیت( ٝاثنتٚ ثٚ إٓ ػؿ آٓـیکب ثؼْب اكيب ىؼٙ، ثنیبؿ ٍٛٞ اٗگیق ٝ تکبٕ 

ػؿ فٓبٕ ىکِگیـی ػُٝت ایبُت ٓتضؼٙ آٓـیکب، ٗلٞؽ كـآبمٞٗـی ػؿ ٛیبت  8ٔ ػٛ٘ؼٙ امت. ػؿ اٝایَ هـٕ

رٔق ٓبػینٕٞ افؿٛجـإ كـآبمٞٗـی آٓـیکب ٝ اف ٗٞین٘ؼگبٕ هبٕٗٞ  9ٓ9ٔصبکٔٚ ؿٝ ثٚ اكقایو گؾاىت. ػؿ

ؿ ثؼؼی آٓـیکب یؼ٘ی رٜٔٞؿئیل امبمی ایٖ کيٞؿ ثب ٗلٞؽ ٓبمٞٗی ٛب ثٚ ؿیبمت رٜٔٞؿی ثـگقیؼٙ ىؼ ٝ مٚ 

کنٕٞ ٛـ مٚ كـآبمٞٗـ ثٞػٗؼ. ثؼؼٛب ثب ٓغبُلت ٛبی ر٘بس ، ربٕ کٞی٘نی آػآق ٝ آٗؼؿیٞ ربٓٞٗـٝئٚریٔق 

گـیٜبی ٝیِیبّ ٓٞؿگبٕ ػِیٚ كـآبمٞٗـٛب اّٝبع کٔی ٓيٞه ىؼ آب بمٞٗی مـٓبیٚ ػاؿی آٓـیکب ٝ اكيبٓؿیـ

فٓبٕ ؿیبمت رٜٔٞؿی  ٝ اف 9۱ٔٔپل اف ٓـگ ٓـٓٞف اٝ ٓبرـا ثٚ ٗلغ كـآبمٞٗـٛب عبتٔٚ یبكت. اف مبٍ

رٜٔٞؿ ثؼؼی آٓـیکب ٛٔٚ كـآبمٞٗـ ثٞػٗؼ. ربُت ایٖ کٚ آثـاٛبّ ُی٘کِٖ کٚ ٗٔبی٘ؼٙ ؿئیل ٛبؿینٕٞ ٝ پ٘ذ 

ىٔبٍ آٓـیکب ؿا ػؿ ر٘گ ػِیٚ ثـػٙ ػاؿإ ر٘ٞة ثـػٜؼٙ ػاىت ٗیق كـآبمٞٗـ ثٞػ ٝ ٓؼبٕٝ اٝ  ٕمـٓبیٚ ػاؿا

رٜٔٞؿ ثؼؼی ژٗـاٍ اُٝیل گـاٗت ٗیق ؿئیل یؼ ٝ ٗیق آٗؼؿیٞ ربٗنٕٞ کٚ پل اف هتَ ُی٘کِٖ ثٚ هؼؿت ؿم

اٗتغبثبت ٓٞكن ٗيؼٗؼ ٝ یب ث٘ب ثٚ ػلایِی  ػؿػؿ ٓٞاؿػی كـآبمٞٗـٛب ثؼُیَ اعتلاكبت ػاعِی  ٝٓبمٞٗی ثٞػٗؼ. 

 .کٞٓت ک٘٘ؼصٓبمٞٗی ثـ آٓـیکب رٜٔٞؿٛبی ؿیـؿئیل تـریش ػاػٗؼ ثـعی اف 

All the members participate in every ritual. During the ceremony, which is chaired by 

the Master Mason, one of the most important people of the Freemasonry system, 

delivers speeches on the latest ongoing issues, including empathy, help, awareness, 

insight, development and deepening of knowledge, the fostering capabilities, creating 

intellectual motivation in fulfilling the individual and social duties, creating cohesion 

and resolving disagreements; all of these are done in line with the objectives of 

Freemasonry. The widespread penetration of the Masonic secret network and the 

number of politicians (main American politicians have all been the members of the 

network, for example, George Washington, Thomas Jefferson, John Adams, Benjamin 

Franklin and Jean Lafayette) who have been engaged in masonry is so shocking. In 

the early 19th century, when the US government was formed, Freemasonry secured its 

presence in the country‟s governing bodies. James Madison, one of the US Masonic 

leaders and a contributor to America‟s constitution was elected as the US president in 

1808; his three successive presidents, namely James Monroe, John Quincy Adams, 

and Andrew Jackson, were all Freemasons. Later, with a bitter disagreement of 

America‟s non-Mason capitalists and through William Morgan‟s disclosures against 

Freemasonry, some kind of perturbation emerged, but with Morgan‟s mysterious 

death, the story continued in favor of Freemasons. Harrison (1941) and all his next 

five presidents were Freemasons. Interestingly, Abraham Lincoln, who represented 

the North American capitalism in a war against southern slave laborers, was also a 

Freemason, and his deputy Andrew Johnson, who came to power after Lincoln's 

murder, and also the next president, General Ulysses Grant, were Masons. Only in 

some cases where Freemasons did not succeed in the elections or just preferred to 

give presidency to others, a non-Mason could serve for the country.  
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ػٝثبؿٙ ىبٛؼ إٓ ٛنتیْ کٚ ٓؼبٝٗبٕ اٍِی ٝ ٓوبٓبت ْٜٓ هْبیی یب م٘ب ٝ ک٘گـٙ آٓـیکب اؿِت ٓبمٞٗـی ثٞػٗؼ. 

، ثیَ رٜٔٞؿٛبیی چٕٞ ؿٝٗبُؼ ؿیگبٕؿئیل  یْ،تٝیک ْٛ ىبٛؼ ایٖ ّٓٞٞع ٛن ؿ هـٕ ثینتْ ٝ ثینتػ

، تـٖٝٓ، ُی٘ؼٕ ربٗنٕٞ ٝ رـاُؼ كٞؿػ. ثـ امبك ثـعی ، ٝاؿٕ ٛبؿػی٘گ، كـاٗکِیٖ ؿٝفُٝتکِی٘تٕٞ

ػبُی ػؿٍؼ هْبت ػیٞإ  6ٓػؿٍؼ ٝفؿا ٝ هـیت  ثٚ ۳9گقاؿىبت ػؿ ٗیٔٚ ػّٝ هـٕ ثینتْ ٗقػیک ثٚ 

کیلات ٓغٞف كـآبمٞٗـی يػؿٍؼ م٘بتٞؿٛب ٓبمٞٗـی ثٞػٗؼ. ٗلٞؽ صیـت اٗگیق ت 6ٓتب  ۳۳آٓـیکب ٝ ٗیق ثیٖ 

ثٚ ػ٘ٞإ ثبفٝی مبفٓبٗی مـٓبیٚ مبلاؿی رٜبٕ ؿـة ػؿ ٛیبت صبکٔٚ ٝ اؿکبٕ ارتٔبػی ٝ اهتَبػی ٝ 

ـة پـػٙ ؿئٚ گـی كـٛ٘گی ٝ میبمی رٜبٕ ؿـة اف ٗوو ْٜٓ ثبٗؼٛبی هؼؿت ٜٗبٕ ٝ ٗبٓضنٞك ٝ تٞٓ

رٜبٕ ؿا ثٚ ثـػگی گـكتٚ اٗؼ. ربٕ  ّعٞػ ٝ مبیـ ٓـػکيٞؿ ی َٓـف گـاثـٓیؼاؿػ کٚ چگٞٗٚ ٓـػّ ّؼیق ٝ 

لاک كیِنٞف اٗگِینی کٚ هجَ اف ٝهٞع ر٘گٜبی امتولاٍ آٓـیکب، هبٕٗٞ امبمی یکی اف ایبُتٜبی آٓـیکب ؿا 

ٓبمٞٗـٛب ٝ ُیجـاٍ ٛب "یؼ٘ی تنبٓش ٝ تنبَٛ" ثٞػ. ٗٞىتٚ امت اف تئٞؿینیٜ٘بی ٓطـس ک٘٘ؼٙ تؼبثیـ ٓيتـک كـا

ثب ایٖ کٚ اٝ اف "آفاػی ٝ ثـاثـی" ثنیبؿ مغٖ گلتٚ ُٝی آىکبؿا ٓؼاكغ كـآبمٞٗـی، امتؼٔبؿ َِٓ ٓضـّٝ ٝ 

ثـػٙ ػاؿی ثٞػٙ امت. ٓٞؿیل کـٗنتٕٞ ٓ٘توؼ ٓؼبٍـ كِنلی ربٕ لاک ؿا "پیيبٛ٘گ ٝاهؼی آپـیبُیقّ تزبؿی 

. ػؿ ٝاهغ ػیؼگبٜٛبی مـٓبیٚ مبلاؿاٗٚ ٝ مٞػرٞیبٗٚ اٝ ثٞػ کٚ تٞمٔ پؼؿإ ث٘یبٗگؾاؿ ربٓؼٚ ثـیتبٗیب" ٓی ٗبٓؼ

 آٓـیکب ٓٞؿػ تضنیٖ هـاؿ گـكت، تؼجیـی کٚ لاک ؿا پیبّ آٝؿ اُٜبّ ثغو رٜٔٞؿی آٓـیکب ٓی ٗبٓ٘ؼ.

 888ٔمبٍ امتِ٘ی کٞثـیک ثـای احجبت ػزیت ٝ ؿـیت ثٞػٕ ایٖ مبفٓبٕ كیِْ "چئبٕ کبٓلا ثنتٚ" ؿا ػؿ

( ثٚ ٗبّ "ػامتبٕ عیبٍ" مبعتٚ ىؼ؛ 8ٕ6ٔمبعت. چئبٕ کبٓلا ثنتٚ ثـ امبك ؿٓبٗی اف آؿتٞؿ ىی٘تقُـ )

 8ٓٛـچ٘ؼ، کٞثـیک صبٍ ٝ ٛٞای ایٖ ػامتبٕ ؿا اف ٝیٖ اٝایَ هـٕ ثینتْ ثٚ ٗیٞیٞؿک میتی ػؿ اٝاعَ ػٛٚ

 تجؼیَ کـػ. 

We can also see that the main chiefs and deputies in different decisive parts of the 

United State such as judicial authorities, the Senate and Congress, have often been 

Masons. Even in the 20th and 21st centuries the issue is obvious; Ronald Reagan, Bill 

Clinton, Warren Harding, Franklin Roosevelt, Truman, Lyndon Johnson and Gerald 

Ford were among such figures. According to some reports in the second half of the 

20th century, nearly 58% of the ministers and nearly 60% of the member of the judges 

in the US Supreme Court, as well as 55%-60% of Senators were Mason. The 

astounding influence of the horrific organization of Freemasonry in the governing 

body and the social, economic, cultural, and political components of the Western 

world reveals the clandestine role the conspiratorial powers against the weak and 

consumerist countries of across the world. English philosopher John Locke, who 

wrote the constitution of US state before the outbreak of the American Independence 

War, was one of the major theorists proposing the common interpretations of 

freemasonry and liberalism, called "Letter on Toleration." Although he boasted on 

advocating "freedom and equality," he was clearly defending Freemasonry, the 

exploitation of the deprived nations, and slavery. The contemporary critic, Morris 

Cranston, calls John Locke a "true vanguard of the British imperialism." In fact, his 

capitalistic viewpoints were highly praised by the Founding Fathers of the American 

community, calling Locke the inspirational herald of America. 

To show how this organization is weird, Stanley Kubrick has made a movie titled 

“Eyes Wide Shut”. It is a 1999 film, produced based on Arthur Schnitzler's 1926 

novella Traumnovelle (Dream Story), the story is transferred from early 20th-century 

Vienna to 1990s New York City.  
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ػامتبٕ كیِْ ػؿ ٓٞؿػ ػکتـ ثیَ ٛبؿكٞؿػ امت کٚ ىجی ٓٞكن ثٚ ٗلٞؽ ثٚ یک ٓیٜٔبٗی ثقؿگ ثبُٔبمکٚ ػؿ یک 

ٛب ػؿ ٓیٜٔبٗی یکی  ک٘٘ؼ. إٓ ىٞػ. ثیَ ٝ آُیل فٝد رٞاٗی ٛنت٘ؼ کٚ ػؿ ٗیٞیٞؿک فٗؼگی ٓی ارتٔبع ٗبٓؼِّٞ ٓی

ٛبی ػٝؿإ  زب ثیَ ثب یکی اف اعـاریک٘٘ؼ ٝ ػؿ آٗ اف ثیٔبؿإ ٓتٍٔٞ عٞػ ثٚ ٗبّ ٝیکتٞؿ فیگِـ ىـکت ٓی

ک٘ؼ کٚ اکٕ٘ٞ ثٚ یک پیبٗینت ٓبٛـ تجؼیَ ىؼٙ امت. ثیَ کٚ ثؼؼا  اه ثٚ ٗبّ ٗیک ٗبیتی٘گَ ثـعٞؿػ ٓی ػاٗيگبٙ

ىٞػ کٚ ػٝمتو هـاؿ امت ػؿ ٓـامٔی ثٚ ٍٞؿت  ک٘ؼ، ٓتٞرٚ ٓی ػٝثبؿٙ ثب ٗیک ػؿ یک کِٞة ىجبٗٚ ػیؼاؿ ٓی

ىٞػ کٚ ىـٓ ٝؿٝػ ثٚ ایٖ ٓـامْ ػاىتٖ ُجبك ٓغًَٞ،  ٛبیو ٓتٞرٚ ٓی ضجتچيْ ثنتٚ پیبٗٞ ث٘ٞافػ ٝ اف ٍ

ٓبمک، ٝ ؿٓق ٝؿٝػی ثٞػ کٚ ٗیک ؿٝی یک کبؿؾ ٗٞىتٚ ثٞػ. ثیَ ثلاكبٍٚ ثٚ كـٝىگبٙ آهبی ٓیِیچ ؿكتٚ ٝ ثب 

ک٘ؼ. مپل ثب تبکنی عٞػ ؿا ثٚ هَـی کٚ  پـػاعت ٓجِؾ ٛ٘گلتی یک ُجبك ٓغًَٞ ٓـامْ ثبُٔبمکٚ کـایٚ ٓی

ىٞػ ٓتٞرٚ  ؿمبٗؼ. ٝهتی کٚ ثب ؿٓق ٗیک ٝاؿػ مبعتٔبٕ ٓی ٛبیو ثٚ إٓ اىبؿٙ کـػٙ ثٞػ ٓی ک ػؿ ٓیبٕ صـفٗی

ک٘ؼ ٝ  ىٞػ کٚ ػؿ صبٍ ثـگقاؿی امت. ىغَی ٝی ؿا ثٚ ػاعَ اتبم ٓـامْ ؿاٛ٘ٔبیی ٓی ٓـامٔی ػزیت ٓی

ىٞػ  تٖ ػاىت ٓٞارٚ ٓیٛبی هَـ ثیَ ثب ؿٛجـ ایٖ ٓـامْ کٚ ىَ٘ هـٓق ثِ٘ؼی ثٚ  ػؿ صیٖ ػجٞؿ اف مبُٖ

ىٞػ  ک٘٘ؼ. پیو اف آٗکٚ اٝ ؿا اف ٓـامْ اعـاد ک٘٘ؼ ثٚ اٝ گلتٚ ٓی کيؼ کٚ اٝ ؿا ى٘بمبیی ٓی ٛـچ٘ؼ ُٓٞی ٗٔی

پل اف ثبفگيت ُجبك ٛبی  ثیَثٚ ٛیچ ٝرٚ ػؿ ؿاثطٚ ثب آٗچٚ کٚ إٓ ىت ٓيبٛؼٙ کـػٙ ثٞػ ثب کنی مغٖ ٗگٞیؼ. 

تضٞیَ ػٛؼ. ؿٝف ثؼؼ  ٗٔی تٞاٗؼؿا  ٓبمک، إٓ ثٚ ػِت گْ کـػُٕٝی  گـػاٗؼ، ای ؿا ثٚ كـٝىگبٙ ثبف ٓی اربؿٙ

ىٞػ کٚ ثیٔبؿ حـٝتٔ٘ؼه یکی اف اػْبی صبّـ ػؿ إٓ  ىٞػ ٝ ٓتٞرٚ ٓی ثیَ ثٚ عبٗٚ ی فیگِـ ػػٞت ٓی

كٜٔبٗؼ کٚ إٓ ارتٔبع ٓغلی ثٚ ؿاصتی ثب کنبٗی کٚ  ٓـامْ ثٞػٙ امت. فیگِـ ثٚ ٓٞؿ ؿیـٓنتویْ ثٚ ثیَ ٓی

ىٞػ کٚ ٓبمکی کٚ إٓ ىت  ک٘ؼ. پل اف ثبفگيت ثٚ عبٗٚ، ثیَ ٓتٞرٚ ٓی ی ایزبػ ک٘٘ؼ ثـعٞؿػ ٓیثـایو تٜؼیؼ

ػامتبٕ ایٖ كیِْ مٞاُی ؿا ایزبػ  ثب عٞػ ثٚ ٛٔـاٙ ػاىت ثـ ؿٝی ثبُو ٝ ک٘بؿ ٛٔنـه کٚ عٞاة ثٞػ هـاؿ ػاؿػ.

کٞثـیک ایٖ كیِْ ؿا  ٓخجت امت.ػؿ ٓٞؿػ ایِٞٓی٘بتی امت؟ پبمظ ایٖ مٞاٍ « چئبٕ کبٓلا ثنتٚ»ک٘ؼ کٚ آیب  ٓی

ٛبی  تـیٖ لایٚ ای کٚ صتی ثٚ عٍَٞی ثب ایٖ ٛؼف مبعت کٚ ٛٔگبٕ اف ٝرٞػ چ٘یٖ ارتٔبع ثٚ ىؼت ٓغلی

 ک٘ؼ ٓطِغ ىٞٗؼ.  فٗؼگی اكـاػ ٗیق ؿع٘ٚ ٓی

The film follows Dr. Bill Harford, who embarks on a night-long adventure, during 

which he infiltrates a massive masked orgy of an unnamed secret society. In this 

movie Dr. Bill Harford and Alice are a young married couple living in New York. 

They attend a Christmas party hosted by a wealthy patient, Victor Ziegler, where Bill 

is reunited with Nick Nightingale, a medical school drop-out who now plays piano 

professionally. Meeting Nick later at the jazz club, Bill learns that Nick has an 

engagement where he must play piano blindfolded. Bill learns that to gain admittance, 

one needs a costume, a mask, and the password, which Nick had written down. Bill 

goes to a costume shop and offers the owner, Mr. Milich, a generous amount of 

money to rent a costume. Bill takes a taxi to the country mansion mentioned by Nick. 

He gives the password and discovers a ritual is taking place. A porter then takes him 

to the ritual room, where a disguised red-cloaked master of ceremonies confronts Bill. 

Bill is ushered from the mansion and warned not to tell anyone about what happened 

there. Later Bill goes to return the costume, but not the mask, which he has misplaced. 

Then Bill is summoned to Ziegler's house, where Ziegler discloses he was one of 

those involved with the ritual orgy. However, he implies the society is capable of 

acting on their threats. When Bill returns home, Bill finds the rented mask on his 

pillow next to his sleeping wife. This movie creates a question that, Was Eyes Wide 

Shut really about The Illuminati? Yes, The main reason that Stanly Kubrick made this 

movie is this that he wants to show the secret society that even it can go to the most 

private issue of everyone life and can control everyone in society.  
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تٞاٗؼ ٝاهؼیت ػاىتٚ ثبىؼ. ثٚ ٛٔیٖ  ػٛؼ کٚ صتی آٗچٚ کٚ ىجیٚ عیبٍ یب ؿٝیب امت ٓی ػامتبٕ كیِْ ثٚ ٓب ٗيبٕ ٓی

عبٓـ چ٘یٖ ٗبٓی ؿا ثـای كیِْ عٞػ اٗتغبة کـػٙ امت تب ثگٞیؼ چئبٕ ٛٔٚ ثـ ؿٝی صویوت کبٓلا ثنتٚ امت. 

ٛبی ػیگـ عبً ثٚ  چٚ صؼ ٛٔچٕٞ ثـعی ٓـامْػٛؼ کٚ ؿكتبؿ ایٖ ارتٔبع ٓغلی تب  ایٖ كیِْ ثٚ عٞثی ٗيبٕ ٓی

تٞاٗؼ تٔبٓی  ک٘ؼ. ػلاٝٙ ثـ ایٖ، ربٓؼٚ ٓغلی ٓی ٝ پیيجـػ اٛؼاف إٓ کٔک ٓیکپیتبُیقّ عٞػ امت ٝ ٛـ ؿٝف ثٚ 

گـػ ْٛ  –یب ٛٔبٕ ایِٞٓی٘بتی ٝ كـآبمٞٗـی  –ٛبی امتغٞإ ٝ رٔزٔٚ  اػْبی ٗظبّ کپیتبُینتی ؿا ثب ٗبّ

ٛنت٘ؼ، ربٓؼٚ ٓغلی « ثنتٚ چئبٕ کبٓلا»ٓـػّ ػبػی ػچبؿ  عٞاٛؼ ٝهتی یِٞٓی٘بتی ٓیثیبٝؿػ. ػؿ ایٖ ثبؿٙ، ا

 چئبٗو ؿا کبٓلا ثبف ٗگٚ ػاؿػ.

ثـگـػ ثٚ مبٗلـاٗینکٞ، ثـگـػ ثٚ ربیی کٚ ثٚ إٓ »فٗ٘ؼ:  ، چ٘ؼ پنـثچٚ كـیبػ ٓی ٛبی  كیِْ ػؿ یکی اف مکبٗل

یَ ٝ کِٞة ثٞٛٔیبٕ ػؿ یاىبؿٙ ػاؿػ کٚ ػؿ ػاٗيگبٙ  ٛبای  امتغٞإ ٝ رٔزٔٚگـٝٙ ایٖ رِٔٚ ثٚ « تؼِن ػاؿی!

 ىٔبٍ مبٗلـاٗنینکٞ هـاؿ ػاؿػ. 

. اف ػیؼگبٙ امت لام ىؼٙٓٛبی ٓغتِلی ا ٗبٓی امت کٚ ثٚ گـٝٙ«( ؿٝى٘گـی ىؼٙ»ایِٞٓی٘بتی )ثٚ ٓؼ٘بی 

اىبؿٙ ػاؿػ، یک ربٓؼٚ ٓغلی ؿٝى٘گـی ىؼٙ کٚ ػؿ  Bavarian Illuminatiتبؿیغی، ٝاژٙ ایِٞٓی٘بتی ثٚ 

ٛبی ٓغتِلی ٗنجت ػاػٙ ىؼ کٚ  تبمیل ىؼ. ثؼؼٛب، ٝاژٙ ایِٞٓی٘بتی ثٚ مبفٓبٕ 556ٔٗغنتیٖ ؿٝف ٓبٙ ٓی مبٍ 

ٛب ٛٔیيٚ ٓتْٜ ثٚ  . ایٖ مبفٓبٕاٗؼ ی یب ارتٔبػبت ٓيبثٚ إٓ ثٞػٙثٚ ىکِی ٓؼػی اؿتجبٓ ثب ایِٞٓی٘بتی ثبٝاؿیبی

ػمتکبؿی ٝ ک٘تـٍ رٜبٕ اف ٓـین تٞٓئٚ ثـای 

ٓـاصی صٞاػث ٝ گٔبؿػٕ ٗیـٝٛبی ٗلٞؽی ػؿ 

ٛبی ٓغتِق ثـای کنت هؼؿت میبمی ٝ ػؿ  ػُٝت

 اٗؼ. ثٞػٙ« ٗظْ ٗٞیٖ رٜبٗی»ٜٗبیت ؿمیؼٕ ثٚ 

It wants to tell it is like illusion and 

dream. That‟s why he has selected 

this name on the movie which means 

eyes of everyone are absolutely closed. 

The movie wants to show how this 

secret society is a ritual which helps 

capitalism in everyday issues to 

overcome on issues. The secret 

society also can gather all members of capitalism on the names of Skull and bone, 

Illuminati and freemasonry. In this issue Illuminati wants the secret society keep eyes 

open when other ordinary people have “eyes wide shut”.  

In the movie, Kubrick has a section which school boys tell “go back to San Francisco 

where you belong, man” it is pointing to this issue that the Skull and bones has 

located at the Yale University and bohemian club is located at the north of San 

Francisco.  

The Illuminati (plural of Latin illuminatus,"enlightened") is a name given to several 

groups. Historically, the name usually refers to the Bavarian Illuminati, 

an Enlightenment-era secret society founded on 1 May 1776. In subsequent use, 

"Illuminati" has referred to various organizations which have claimed or have been 

claimed to be connected to the original Bavarian Illuminati or similar secret societies. 

These organizations have often been alleged to conspire to control world affairs, by 

masterminding events and planting agents in government and corporations, in order to 

gain political power and influence and to establish a New World Order.  
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 ٝ ٓبػؿ اٗگِیل، كـاٗنٚ ٝ امپبٗیب، پؼؿ 

 کپیتبُینْ آٓـیکبفای٘ؼٙ 

ؿاٙ  6ٓ5ٔاٗگِینی ٛب اُٝیٖ ىٜـک عٞػ ؿا ػؿ ٝیـری٘یب، آٓـیکب ػؿ مبٍثؼؼ اف ٛزّٞ اؿٝپبییبٕ ثٚ آٓـیکب، 

عٞػ ر٘گیؼٗؼ ٝ ٛٔقٓبٕ ثٚ  هتَ ٝ کيتبؿ ثٞٓیبٕ اٗؼافی کـػٗؼ. آٜٗب ْٛ ثب ؿهجبی امپبٗیبیی ٝ كـاٗنٞی 

ٗؼ، ثطٞؿی کٚ ثـای مـ رؼاىؼٙ ٛـ مـعپٞمت ثیٖ چَٜ تب ٍؼ ُیـٙ ٓی پـػاعت٘ؼ. ثٚ ػمـعپٞمت ٓجبػؿت کـ

ػِت کٔجٞػ ٗیـٝی کبؿ آٜٗب ثٚ ٓ٘ظٞؿ  ثبفػٛی ثٜتـ فٓیٜ٘بی کيبٝؿفی ٝ ثٜـٙ ثـػاؿی اف ٓؼبػٕ اهؼاّ ثٚ 

ٗیـٝی کبؿ ؿایگبٕ عٞػ ؿا كـاْٛ ٗٔٞػٗؼ. ثؼی٘نبٕ پٍٞ  ،ؼ ٝ ثب تجؼیَ آٜٗب ثٚ ثـػٙؿثٞػٕ میبٛبٕ آكـیوب ٗٔٞػٗ

ٜٓبرـیٖ   گـٝٙ ٛبیی افػٝمتی ٝ پٍٞ مبلاؿی ٝ اٗگیقٙ ٛبی ثٜـٙ کيبٗٚ اف ثٞٓیبٕ ٝ ثـػگبٕ میبٛپٞمت 

ایٖ پٍٞ  اف ٓؼتیکٚ ثؼؼ  ث٘یبٗگؾاؿإ ربٓؼٚ آٓـیکب ثٞػٗؼآٗبٕ  گـػ ْٛ رٔغ ٗٔٞػ،یت اؿٝپبیی ؿا ٞٓٔبع ٝ ثی ٛ

پـمتی ثبػج کيتبؿ ٛٔؼیگـ ْٛ ىؼ ثٚ گٞٗٚ ای کٚ تٞفیغ چبی ػؿ اٗجبؿ ٓبٗؼٙ ىـکت ٛ٘ؼ ىـهی آتو مـٓبیٚ 

تٞمٔ یک  556ٔػؿ مبٍ. ایٖ فٓبٗی ؿعؼاػ کٚ ػاؿإ کِ٘ی ٗيیٖ ؿا ثـاكـٝعت ٝ ثبػج ر٘گ ػاعِی گـػیؼ

ٝ ػؿ ایٖ فٓبٕ اؿتو  ثٚ ؿٛجـی یک كـآبمٞٗـ كـآبمٞٗـ ثٚ ٗبّ تٞٓبك رلـمٕٞ آٓـیکب اػلاّ امتولاٍ ٗٔٞػ 

ػیگـ ثٚ ٗبّ رـد ٝاىی٘گتٕٞ کٚ عٞػ یک ثـػٙ ػاؿ ثٞػ اٝ ؿا ٛٔـاٛی کـػ تب ػِیٚ هٞای اٗگِینی ٓجبؿفٙ 

ٚ ثٚ ُژٛبی كـآبمٞٗـی تتٔبٓی ایٖ ٓجبؿفات ؿا مـٓبیٚ ػاؿإ آٓـیکب ثـ ػٜؼٙ ػاىت٘ؼ کٚ ٛٔگی ٝاثن .ٗٔبی٘ؼ

ی كـیج٘ؼٙ ٝ ٛبؿا ت٘ظیْ ٗٔٞػ ُٝی ثب ٝرٞػ اػػب امت کٚ رلـمٕٞ اػلآیٚ امتولاٍ آٓـیکبثٞػٗؼ. ٗکتٚ ربُت ایٖ 

، اف ٓـكی ػیگـ ٗیق صتی اىبؿٙ وٞم َٓـف ک٘٘ؼٙ ػؿ ٗظـ گـكتٚ ٗيؼچ رب صیتٞعبُی ػؿثبؿٙ صوٞم ثيـ ػؿ ٛ

 ٛبی ٗژاػ پـمتبٗٚ ْٛ ػیؼٙ ٗٔیيٞػ. ثـػگبٕ ٝ اكٍٞ ثـػگی ٝ هطغ آفاؿ ای ٗیق ثٚ صوٞم

England, France and Spain, the generators of 

capitalism in the United States 

After the European colonization of the Americas, the British launched their first 

settlement in Virginia, United States, in 1607. They fought with their Spanish and 

French rivals while killing indigenous Indians, as they were rewarded 40 to 100 liras 

for beheading each Indian American. As they came short of manpower for agricultural 

works and exploiting mines, they embarked on bringing black Africans as slaves to 

the newly found continent to provide free labor. Thus, the insatiable greed and the 

unstoppable pursuit of wealth along with the strong incentives for exploiting the 

Native Americans and black slaves brought together greedy immigrants from Europe. 

They became the founding fathers of the American society; after a while, the tensions 

even raised among them to an extend they started killing each other. And finally, the 

distribution of the old tea by East India Company sparked the tensions among the 

colonizing capitalists, igniting the fire caused the civil war. The emergence of the 

Civil War was concurrent with proclamation of independence in 1776 by the 

Freemason Thomas Jefferson; after the proclamation, the army led by another 

Freemason, George Washington, backed him to fight against the English forces. All of 

these decisive American figures were capitalists, all dependent on Freemasonry. 

Interestingly, Jefferson set up the Declaration of Independence, but, despite his 

hideous hollow claims on respecting human rights, the consumer rights were not 

considered at all; the declaration also neither did mentioned the rights of slaves nor 

the decline of slavery and racism.  
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ایٖ اػلآیٚ اف اثتؼا آىکبؿا عَِت پٍٞ مبلاؿاٗٚ ػاىتٚ  اف آٗزبیی کٚ ٓیجی٘یْ اف ىـایٔ ؿای ػاػٕ ػؿ اٗتغبثبت 

آٓـیکب تٞمٔ  گـكت کٚ تٔبّ اتلبهبت اف ىـٝع کٚ ثب کيقایٖ ٗکتٚ ؿا ٗجبیؼ ٗبػیؼٙ ػاىتٖ مـٓبیٚ ثٞػٙ امت. 

ػؿ ؿامتبی گنتـه ػآ٘ٚ  ٝ پـمتبٗٚ ػاىتٚ کـینتق کِٔت ٍٞؿت گـكت تب ثٚ آـٝف ٛٔٚ ٝ ٛٔٚ ٓبٛیت پٍٞ

 . ثٞػٙ امت مٞػ رٞیی ٛبی ٓـػّ ؿـة

اٗيؼبة ٓؾٛت پـٝتنتبٗیقّ ٓنیضی ٓ٘يؼت ىؼٙ ٝ ثيؼت ٓ٘ؼکل ک٘٘ؼٙ  کٚ افپیٞؿیتبٗیقّ ؿـة ػؿ ایٖ فٓبٕ 

ػاؿإ ٝ  ؿٝس مٞػاگـاٗٚ ٝ مـٓبیٚ ػاؿی ٓؼؿٕ امت ٝ آٓٞفٙ ٛبی إٓ ػؿ عؼٓت ٓ٘بكغ ٝ عٞامتٚ ٛبی مـٓبیٚ

. پیٞؿیتبٗیقّ اثتؼا ػؿ ػؿ پبیٚ ٛبی ٗظبّ ربٓؼٚ آٓـیکب هـاؿ ػاػٙ ىؼ رٜت تضکیْ میطـٙ آٜٗب هـاؿ گـكتٚ امت

ٓیلاػی ػؿ اػتـاُ ػِیٚ کِینبی اٗگِنتبٕ ىکَ گـكت ٝ تضت تبحیـ ٝ ِْٜٓ اف آؿای ربٕ کبُٕٞ  ۳۳8ٔبٍ م

مـٓبیٚ ػاؿٛب آیبت ٝ ٗيبٗٚ ٛبی ثـکت عؼا تِوی ٓی ىٞٗؼ. پیٞؿیتبٗیقّ  ،ثٞػ. ػؿ ایٖ آییٖ ٓٞؿػ ػلاهٚ ؿـة

بىی٘ی ؿا ثب ٗضٞی آنبک ٗٞػی ؿیبّت مغتگیـاٗٚ رٜت اٗجبىتٖ مـٓبیٚ امت کٚ حـٝت اٗؼٝفی ٝ کبؿ ٓ

اكـآی ػؿ َٓـف کـػٕ ٓی آٓیقػ ٝ صبٍَ إٓ ىکَ گیـی ٗگـىی امت کٚ مٞػرٞیی ٝ امتخٔبؿ ٝ ؿكبٙ 

ت ثٞػ کٚ پـٝؿی امت. اف ایٖ رِٜٓجی ؿا ػیٖ توٞا ٓی پ٘ؼاؿػ ٝ اُجتٚ ثنتـ ٓ٘بمجی رٜت ؿىؼ تٔ٘یبت مـٓبیٚ 

ػی ػؿک مـٓبیٚ تٖ ثٞػٗؼ ٝ ٜٗٞٓبرـإ اُٝیٚ ثٚ آٓـیکب ثٚ ُضبظ ٓؾٛجی اکخـا پیٞؿی

ؿا ػاىت٘ؼ. ٛٔیٖ تلکـ کٔک ثنیبؿ ، ػجبػت، کبؿ ٝ امتخٔبؿ مبلاؿاٗٚ اف فٗؼگی

ؿ آؿای ُیجـاٍ مـٓبیٚ مبلاؿاٗٚ ػؿ فٓیٖ كـٛ٘گ ٝ ؾقؿگی کـػ تب ثث

ربٓؼٚ آٓـیکب ىکٞكب گـػػ ٝ مـٓبیٚ مبلاؿی ثٚ ٗظبّ ٝ ٓ٘بمجت صبکْ ثـ 

اٗگیقٙ ٛبی مٞػرٞیبٗٚ ٜٓبرـإ ٝ ثب  آٓـیکب تجؼیَ ىٞػ. پیٞؿیتبٗیقّ ثب

ثی٘و ُیجـاٍ كـآبمٞٗـی ث٘یبٗگؾاؿإ رٜٔٞؿی آٓـیکب ثنیبؿ مبفگبؿ ٝ 

 . امت ٛٔبٛ٘گ ثٞػٙ

The announcement had a clear opportunistic nature from 

the onset; we can see this nature since only the well-to-

do people were allowed to vote in the elections. It 

should be noted that all the events, starting with the 

discovery of America by Christopher Columbus up to 

now have all been of monetarist nature and have all 

been in the direction of the Westerners‟ interests. 

At this time, Western Puritanism, which emanates from 

Christian Protestant and reflects the speculative spirit of 

modern capitalism and its teachings, was put in action as the base of the American 

society system. Puritanism was first formed in 1559 in protest against the Church of 

England and was influenced by John Calvin's argument. In its view, the capitalists are 

seen as signs of God‟s blessing. Puritanism is some kind of austerity to pile up money, 

which combines wealth and mechanization with extreme inspirational form of 

consumption; Puritanism results in the formation of an attitude that considers profits, 

exploitation and welfare as piety, and, of course, is a suitable basis for the growth 

capitalistic desires. That is why the early immigrants to the United States were mostly 

Puritans and had a kind of capitalist understanding of life, worship, labor and 

exploitation. The same thought helped the seeds of the capitalist-liberal ideas flourish 

in the land of American culture and society, making capitalism become a system of 

American rule. Puritanism has always been consistent with the emancipatory motives 

of the immigrants as well as the Freemason-liberal vision of the founders of America.  
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ؿإ ٝ عـػٙ ػؿ ٝاهغ ایٖ آییٖ یک ثٜبٗٚ ثٚ ظبٛـ ٓؾٛجی ٓ٘بمت ثب ؿٝس مٞػاگـاٗٚ مـٓبیٚ ػاؿإ ٝ ثـػٙ ػا

ٓبُکبٕ ملیؼ پٞمت ٝ ٗژاػ پـمت آٓـیکبیی پؼیؼ ٓی آٝؿػ ٝ ٝرؼإ آٜٗب ؿا رٜت ثٜـٙ کيی ٝ اٗجبىت مـٓبیٚ، 

تٞریٚ ٝ آمٞػٙ ٓی ک٘ؼ. ػؿ ای٘زب امت کٚ ػؿک ایٖ ٗکتٚ کٚ ثٜـٙ کيی اف ٓجوٚ پبییٖ ٛـّ ٝ ثٚ ثـػٙ گـكتٖ 

ٝهتی کٚ ٗیکنٕٞ  ٓی گٞیؼ " عؼا ثب آٓـیکب امت . َٓـف ک٘٘ؼگبٕ ٝ گـكتٖ پٍٞ آٜٗب ؿا کٔک عؼا ٓی ػاٗ٘ؼ، 

 عٞامت عؼاٝٗؼ ایٖ امت کٚ آٓـیکب ؿٛجـی ػٗیب ؿا ثٚ ػمت ثگیـػ" ربُت امت. 

ٛب ٝ ظٞاٛـ ػی٘ی پیٞؿیتبٗینتی ٝ آخبٍ إٓ ٝ كْٜ ٓبٛیت مـٓبیٚ مبلاؿاٗٚ إٓ ػؿک ایٖ صویوت کٚ ثـعی اػػب

)هجلا ْٛ ٛب ٗوو ثنتٚ آٓـیکب ایٖ ٗٔبػ یػلاؿ امک٘بك یکتؼبُیْ ثٚ عٞثی ٓيغٌ ٓی مبفػ کٚ ٝهتی ثـ ؿٝی 

کٚ ػؿ یک ٓـف ػکل رـد ٝاىی٘گتٖ كـآبمٞٗـ ٝ ػلایْ گیـی چيْ ػؿ ثبلای ٛـّ اىبؿٙ ىؼٙ( ثٚ هـاؿ

ٗـی چبپ ىؼٙ ٝ ػؿ ٓـف ػیگـ إٓ ٗٞىتٚ ىؼٙ امت "ٓب ثٚ عؼا ایٔبٕ ػاؿیْ" ٓوَٞػ  ٛٔبٕ ٞؿٓقی كـآبم

کٔک ٓی ػٛؼ تب مـٓبیٚ ػاؿیيبٕ ؿا ػِیٚ ٓـػّ ثٚ آٜٗب اىبؿٙ ػاؿػ ، عؼایی کٚ  عؼایی امت کٚ ٗیکنٕٞ ثٚ إٓ

آٓـیکب کٚ ػؿ ٓجوٚ پبییٖ ٛـّ مـٓبیٚ ػاؿی هـاؿ ػاؿٗؼ ٝ كؤ کبؿ ٓی ک٘٘ؼ تب پُٞيبٕ ؿا ثـای عـیؼ کبلا ٛبی 

ػِیٚ َِٓ ػیگـ ىبٕ ؿا ٝ ٛٔچ٘یٖ آپـیبُیقّ ٗژاػپـمتبٗٚ  گنتـه ػٛ٘ؼ َٓـكی ثٚ ٓجوبت ثبلایی ٛـّ ثؼٛ٘ؼ

. اُجتٚ ایٖ ىیطبٕ امت کٚ آٜٗب إٓ ؿا عؼای عٞػ ٓی ٗبٓ٘ؼ. ؿٝس صبکْ ثـ ثی٘و اهتَبػی رٜٔٞؿی ثکبؿ گیـٗؼ

ػیٞإ ایبلات ٓتضؼٙ آٓـیکب امت ثـػاىت ؿئیل ، کٚ اُٝیٖ ؿا ٓی تٞإ اف ایٖ ػجبؿت ربٕ ری ایبلات ٓتضؼٙ

" ػؿ ربٓؼٚ .ـٓبیٚ ٛبی کيٞؿ ػؿ ػمت آٜٗب امتکـػ کٚ ٓی گلت " صکٞٓت ثبیؼ ػؿ ػمت کنبٗی ثبىؼ کٚ م

بکٔیت مـٓبیٚ ػاؿإ ٝ مـٓبیٚ ػاؿی ػاؿػ. ػؿ ایٖ ؿاثطٚ ریٔق ٓؼینٖ صآٓـیکب ٝ ٗظبّ صبکْ ثـ إٓ تبکیؼ ثـ 

یکی اف یبؿإ تٞٓبك رلـمٕٞ كـآبمٞٗـ ٝ اف ؿٛجـإ اٗولاة آٓـیکب ٝ ٗٞین٘ؼٙ اػلآیٚ امتولاٍ کٚ عٞػ ٗیق 

ؿ آٓـیکب ثٞػ ثطٞؿ ٍـیش اػلاّ ٓی کـػ کٚ ٓزِل م٘ب ثبیؼ ٗٔبی٘ؼٙ مـٓبیٚ ػاؿإ ٝ رٜٔٞؿئیل ػٝ ػٝؿٙ 

مـٓبیٚ ػاؿإ[ ػِیٚ اهؼآبت کنبٗی ثبىؼ کٚ ػؿ فیـ كيبؿ كوـ ٝ ؼاكغ آٜٗب ]ٓ"قؿگ ٝ ثٚ گلتٚ اٝ ثفٓیٖ ػاؿإ 

 ی ٓی پـٝؿاٗ٘ؼ."ػبػلاٗٚ تـ ثیچبؿگی ػؿ مـ ٛٞای ثـعٞؿػاؿی اف عٞىجغتی ؿا ثٚ ٗضٞ

In fact, this ritual provides a seemingly religious pretext to the speculative spirit of 

capitalists, and white-collar American racists, and justifies their exploitations and 

insatiable thirst for money. It becomes interesting to understand that the use of the 

lower-class in the pyramid and the slaughter of consumers to grab their money is 

considered by God's help; as Nixon says, "God bless America. It is God's will that 

America have the strength and the character to lead the world." 

Understanding the truth behind some of the Puritanism claims and perceiving the 

capitalistic nature of those teachings reveal that when the one dollar note has the 

emblem of the Freemason George Washington and numerous secret codes and has the 

expression “In God We Trust” on the other side, the word God actually means what 

Nixon refers to; a God that helps them push their capitalist, racist and imperialist 

goals against the middle class Americans. The God who helps the rich get richer and 

the poor get poorer through their consumerism. Of course, this is Satan that they call 

God. The main structure of the United States economy can be perceived from John 

Jay, one of the Founding Fathers of the United States, who said, "The government 

should be in the hands of those who have the capital of country." The American 

society and its ruling system emphasize the sovereignty of capitalism and capitalists. 

In this regard, James Madison, who was a friend of the Freemason Thomas Jefferson 

and hailed as the "Father of the Constitution", explicitly stated that the Senate should 

represent major capitalists and landlords, and they should have advocacy against the 

actions of those who, under the pressure of poverty, dream of a better life in a more 

justice environment." 
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مٞػاگـاٗٚ ٝ مـٓبیٚ ػاؿاٗٚ ػاؿػ ٝ مینتْ رٞآغ ٓؼؿٕ ایؼٙ آٍ عٞػ ؿا  امبمب مینتْ تلکـ رٞآغ ٓؼؿٕ ٓبٛیتی

 ػؿ پی ؿیقی یک ٗظبّ مـٓبیٚ مبلاؿ رنتزٞ ٓی ک٘٘ؼ. 

اهتَبػی کٚ تٞمٔ اُکنبٗؼؿ ٛبٓیِتٕٞ ٝفیـ عقاٗٚ  ،٘ب ٗینتیٚ ػاؿی آٓـیکب اف ایٖ ٓٞؿػ ٓنتخاهتَبػ مـٓب

مت کٚ " تٜ٘ب کنبٗی کٚ پٍٞ ػاؿٗؼ ٝ ػؿ عبٗٞاػٙ ٝػاؿی ػُٝت رـد ٝاىی٘گتٖ پی ؿیقی ىؼ. اف گلتٚ ٛبی ا

٘یٖ چ" اٝ ٛٔ.آثـٝٓ٘ؼی ٓتُٞؼ ىؼٙ اٗؼ هبػؿ عٞاٛ٘ؼ ثٞػ کٚ صکٞٓت عٞثی ثٞرٞػ ثیبٝؿٗؼ ٝ إٓ ؿا اػاؿٙ ک٘٘ؼ

ت ػُٝت ثبیؼ ثٚ هؼؿت ٍبصجبٕ پٍٞ ٓتکی ثبىؼ فیـا ایٜ٘ب ؿٝىٖ ثیٖ تـیٖ ٝ ٓطٔئٖ تـیٖ ٓؼتوؼ ثٞػ کٚ " هؼؿ

ٞؿ کٚ گلتیْ اف اٍٝ ٓبرـا عيت ث٘بی آٓـیکب ؿا کذ گؾاىت٘ؼ، ایٖ طٛٔبٗ صبٓیبٕ یک صکٞٓت ٝاهؼی ٛنت٘ؼ."

ٖ ربٓؼٚ ؿا ػؿ ّٓٞٞع ؿا ػؿ هبٕٗٞ امبمی آٜٗب ٓی تٞإ ػیؼ کٚ ثٚ ٛیچ ػ٘ٞإ صوٞم ٓـػّ َٓـف ک٘٘ؼٙ پبیی

مبلاؿی مـػاػٗؼ آب مبعتبؿ ٗظبّ ػؿ ایٖ ربٓؼٚ کٚ  ٗظـ ٗگـكت٘ؼ ٛـ چ٘ؼ کٚ ىؼبؿٛبی ػٓٞکـامی ٝ ٓـػّ

ٜٗب ٗلـ کبؿگـ كویـ ػؿ إٓ فٗؼگی ٓیک٘٘ؼ کٚ ٛـ ؿٝف ٓٞؿػ ٞٓیِیٜٞٗب ٗلـ ثـػٙ كبهؼ ٛـ گٞٗٚ صوٞم اٗنبٗی ٝ ٓیِی

اهؼاّ ثٚ عـیؼ ٓضَٞلات َٓـكی کٚ ٓٞؿػ ٗیبف  ایزبػ تْٞٛٝ  صِٔٚ ؿمبٗٚ ای هـاؿ ٓیگیـٗؼ تب ثب ٗیبف پـٝؿی

ٝاهؼی آٜٗب ٗینت ک٘٘ؼ تب ثـای ثـگـػاٗؼٕ ٛٔبٕ پٍٞ اٗؼکی کٚ ثب ٓيوت رٔغ کـػٙ اٗؼ ثٚ ریت ثبلاتـی ٛب ػؿ 

ی ثـ صبکٔیت مـٓبیٚ ػاؿإ ثٞػٙ ٝ ثـعی ػُٝت ٓـػإ ت٘اف امبك ٓجکٚ ٛـّ مـٓبیٚ ػاؿی ػزِٚ ک٘٘ؼ، 

 آٓـیکبیی ٗظیـ ٝاىی٘گتٖ، ٓؼینٕٞ ٝ ٛبٓیِتٕٞ ٍـاصتب اف ایٖ آـ ػكبع ٓی کـػٗؼ. 

ٛ٘ـی تٞؿٝ ٗٞین٘ؼٙ كـاٗنٞی تؼجیـ فیجبیی ؿا اف ربٓؼٚ مـٓبیٚ ػاؿی ؿـة ٗٞىتٚ "ػؿ فٓبٕ ٓب ؿٝیٚ یک 

ٓت ٞٔی تٞاٗؼ اف صکٗىؼ؟ ثٚ ٗظـ ٖٓ ػؿ صبٍ صبّـ ٛیچ اٗنبٗی اٗنبٕ ػؿ هجبٍ ػُٝت آٓـیکب ثبیؼ چگٞٗٚ ثب

آٓـیکب پيتیجبٗی ک٘ؼ ٓگـ إٓ کٚ ىـاكتو ؿا اف ػمت ثؼٛؼ. صویوت ایٖ امت کٚ ٖٓ صتی یک ػهیوٚ ْٛ ٗٔیتٞاْٗ 

  ."عٞػّ ؿا ٝاثنتٚ ثٚ صکٞٓتی ثؼاْٗ کٚ ؿٛجـی إٓ ثب ثـػٙ ػاؿإ امت

Basically, the thought system of modern societies is speculative as it searches for a 

capitalist approach.  

The American capitalist economy is no exception to this, an economy created by 

George Washington's Secretary of Treasury Alexander Hamilton. He said that "only 

those who have money and who are born in a respectable family will be able to 

establish a good government and rule it." He also believed that "the power of the state 

should depend on the power of the rich because they are clearly the closest and most 

reliable supporters of a real government.” The cornerstone of America was built in a 

wrong way at the start. This can be seen in their Constitution, which, despite all its 

democratic propagandas, does not take into account the rights of the low-income 

people. The governing system in this society, where millions of people live without 

their human rights being respected and are being attacked by the media every day to 

be lured into buying the stuff they do not need, is way different from what they try to 

show us. The system makes every effort to snatch the little money people earn with 

hard work to add to the wealth of the capitalists. This is what the capitalists based 

their ruling system on, and some American politicians like Washington, Madison and 

Hamilton defended it. 

Henry Thoreau, a French writer, wrote a beautiful interpretation of Western capitalist 

society: "How should a man behave toward the US government? I think that no one 

can currently support the government of the United States unless he has lost his 

dignity. The truth is that I cannot rely on a government led by slavers even for a single 

moment.”  
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مغ٘بٕ اٝ آـٝف ْٛ َٓؼام ػاؿػ فیـا اگـ چٚ ّـٝؿت ٛبی ٍ٘ؼتی ىؼٕ ربٓؼٚ آٓـیکب مینتْ ثـػٙ ػاؿی 

مبعت ٗیبف کبؽة ٝ ٗیبف پـٝؿی ٝ ایزبػ صـً ٝ آف  ثب کٚ فٗزیـ ثـ پب ػاىت٘ؼ ؿا ٗلی کـػٙ آب مـٓبیٚ ػاؿإ

کٚ ٛـ آٓـیکبیی ؿا ػؿ ػَٔ ثٚ ثـػٙ تجؼیَ کـػٙ  ثٚ کٔک ؿمبٗٚ ٛب َٓـف گـایی ایزبػ کـػٙ اٗؼ ٝ ٓٔغ،

ٗلٞؽ مـٓبیٚ ػاؿإ ٝ ٍبصجبٕ حـٝت ٛبی ٗزٞٓی ػؿ آٓـیکب ثٚ صؼی امت کٚ ٓطجٞػبت آٓـیکبیی، امت. 

 ٝؿٙ ٛیبت ٓؼیـٙ ٍبصجبٕ مٜبّ" ٗبّ ٓی گؾاؿٗؼ. رِنٚ ٛیبت ػُٝت ؿا " رِنٚ ٓيب

ارؼاػ صقة )ػؿ ٛیبت صبکْ مـٓبیٚ مبلاؿ آٓـیکب پل اف امتولاٍ ػٝ ر٘بس كؼؿاُینت ٛب ثٚ ؿٛجـی ٝاىی٘گتٖ

قة ػٓکـات( ٓوبثَ ْٛ ثٞػٗؼ کٚ ٛـ ثٚ ؿٛجـی رلـمٕٞ )ارؼاػ ص تػٓکـا رٜٔٞؿی عٞاٙ( ٝ رٜٔٞؿی عٞاٙ

ْ ٝ تٜ٘ب ىؼبؿٛبی تجِیـبتی ٝ ثـعی تبکتیک ٛبی ناكغ ٝ ٓؼتوؼ ثٚ ٗظبّ کپیتبُیػٝ اف ػٞآَ كـآبمٞٗـی ٝ ٓؼ

میبمی ىبٕ كـم ٓی کـػ. ثؼؼ اف ػٝ ػٝؿٙ ک٘تـٍ آٓـیکب تٞمٔ صقة كؼؿاُینت ٛب هؼؿت ػؿ اعتیبؿ تٞٓبك 

ن ىؼ. ػؿ فٓبٕ اٝ ٓنبصت آٓـیکب ثبف ْٛ اكقایو یبكت ٝ ُٞئیقیبٗب ٗیق ثٚ ایٖ کيٞؿ ِٓض .رلـمٕٞ هـاؿ گـكت

ػؿ ایٖ ؿامتب میبمت ٛبی عبؿری آٓـیکب ثـای کٔک ثٚ مـٓبیٚ ػاؿإ آٓـیکبیی آٜٗب ؿا ثـ ایٖ ػاىت تب 

ایٖ آـ ٓٞرت ایزبػ ػىٔ٘ی ثیيتـ ثب اٗگِنتبٕ  کٚ تلاىی ثـای صلع ٓ٘بكغ ىبٕ ػؿ آٓـیکبی ر٘ٞثی ػاىتٚ ثبى٘ؼ

گـػیؼ. ایٖ ر٘گ فٓی٘ٚ گنتـه ٝ تٞمؼٚ ٛـ چٚ ثیيتـ مـٓبیٚ ػاؿی آٓـیکب ؿا   9ٕٔٔٝ ایزبػ ر٘گ ػؿ مبٍ 

ػؿ پیبٓی ثٚ ک٘گـٙ  9ٕٖٔرٜٔٞؿ كـآبمٞٗـ ایبلات ٓتضؼٙ  ػؿ مبٍؿئیل ثیو اف گؾىتٚ كـاْٛ ٗٔٞػ. ٓٞٗـٝ 

بٕ ؿا اف ، اؿٝپبییت ٓتضؼٙ ٗنجت ثٚ آٓـیکبی ر٘ٞثیعبؿری تٞمؼٚ ِٓجبٗٚ ایبلاآٓـیکب ّٖٔ تـمیْ میبمت 

ػؿ ایٖ ػٝؿإ ٍ٘بیغ آٓـیکب ثٞیژٙ ٍ٘بیغ ٗنبری ٝ كِقکبؿی توٞیت ىؼٗؼ ؾؿ ػاىت. ػعبُت ػؿ ایٖ ٓ٘طوٚ ثـ ص

ؼتی ایبُت ٝ پبیٚ ٛبی مـٓبیٚ ػاؿی ٍ٘ؼتی ػٛٚ ٛبی ثؼؼ ىکَ گـكت آب إٓ چٚ ٓ٘زـ ثٚ پیؼایو آپـیبُیقّ ٍ٘

 ٓتضؼٙ گـػیؼ میبمت ٛبی اهتَبػی آثـاٛبّ ُی٘کِٖ ثٞػ.

His remarks can still be applied to the current situation of the United Sates because, 

although the industrialization of the American society has made the system to let go 

of slavery, the capitalists, have in fact turned each American into a slave by making 

false demands and fostering greed in them. The influence of capitalists in the United 

States is such that the American press calls the government session as a "board of 

directors' session".  

After America‟s independence, The US‟ ruling system was comprised of two wings; 

one was the federal party led by Washington (the Republicans‟ancestor) and the 

Democrats led by Jefferson (Democratic Party‟s ancestor), both of which were 

Freemasons and advocates of capitalism, who only differed in their slogans and 

political approaches. United State for two consecutive terms, Thomas Jefferson served 

as the third president of America. During his tenure, the United States the Louisiana 

Purchase (1803) was included. It was a land deal between the United States and 

France, in which the US acquired a big land in the west of the Mississippi River. In 

this regard, the US foreign policy which was aimed at helping American capitalists 

made the Americans to put every effort to protect their interests in South America, 

which worsened the situation with the United Kingdom and finally led to the War of 

1812. This war helped the expansion of capitalism in America more than ever before. 

James Monroe, another Freemason president of the United States, in 1823, outlined 

the US‟ expansive policies toward South America and warned the Europeans not to 

intervene in the United States affairs. In this period, the American industries, 

especially the textile and metal industries, observed considerable boom, and the 

foundations of industrial capitalism were formed. But what led to the emergence of 

industrial imperialism in the United States was Abraham Lincoln's economic policy. 
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فٗؼگی ٝ آفاػی کبؿگـإ ٝ امتخٔبؿ ٍ٘ؼتی ىؼٕ آٓـیکب ٝ پیيـكت ٍ٘بیغ ٓؼؼٕ ٝ ٗنبری  ثٚ هیٔت ٗبثٞػی 

ٝصيیبٗٚ فٗبٕ ٝ کٞػکبٕ ٓٔکٖ گـػیؼ. میبمت ٛبی گٔـکی ػؿ صٔبیت اف ٍ٘بیغ آٓـیکب ٓٞرت گـإ ىؼٕ 

ـٝػمت ٝ کبؿگـإ آٓـیکبیی ثٚ ػ٘ٞإ َٓـف ک٘٘ؼٙ ثٚ ٛـ صبٍ ٗبگقیـ كُیؼی ٓی گـػیؼ ٝ اهيبؿ ٞکبلاٛبی ت

ٓبٗ٘ؼ ٗظبّ ٛبی مـٓبیٚ ػاؿی ػیگـ کيٞؿٛبی ٓؼؿٕ ٗظیـ . اهتَبػ آٓـیکب ثٞػٗؼاف پؾیـه ایٖ ّٝؼیت 

اٗگِنتبٕ ٝ كـاٗنٚ ثب ثی ؿصٔی ٝ ثٚ هیٔت امتخٔبؿ ٝصيیبٗٚ کبؿگـإ ٝ فٗبٕ ٝ کٞػکبٕ ٝ ٗبثٞػی ػٙ ٛب ٛقاؿ 

ٗلـ ٝ عبٗٚ عـاثی ٓیِیٜٞٗب ٗلـ تٞمؼٚ ٓی یبثؼ. کِٞػ ژُٝیٖ ػؿ ایٖ ثبؿٙ  ػؿ کتبة "آٓـیکب ػؿ ػٝ هـٕ" ٓی 

ثٜبی ایٖ پیيـكت اهتَبػی ؿا کبؿگـإ عیِی گـإ ٓی پـػافٗؼ. آٜٗب اف ِٓٞع عٞؿىیؼ تب ػٙ ىت ٓؼاّ ٗٞینؼ " 

يبٕ ىجیٚ ّٝغ ثـاػؿإ ٓضـّٝ اؿٝپبیی کبؿ ٓی ک٘٘ؼ. ػٓکـامی یب ؿیـ ػٓکـامی كـهی ٗٔی ک٘ؼ. ّٝغ آٜٗب

ؿ ایٖ ٓؼؼٕ ٝ کبؿعبٗٚ امت. امتغـاد یک ٓؼؼٕ یب ؿاٙ اٗؼافی یک کبؿعبٗٚ مجت ثٞرٞػ آٓؼٕ ىٜـی ػؿ ک٘ب

ٓی ىٞػ ٝ ػؿ ایٖ ىٜـ هؼؿت ػؿ ػمت کنی امت کٚ ٓبُک ایٖ ٓؼؼٕ یب کبؿعبٗٚ امت. اٝ اعتیبؿػاؿ ٓطِن 

امت ٝ ثٚ ٛـ ىکِی کٚ ػُو ثغٞاٛؼ ٝ ٓ٘بكؼو ایزبة ک٘ؼ تَٔیْ ٓی گیـػ. ٓیقإ ػمتٔقػ ؿا ثٚ ٛـ ٓجِـی کٚ 

تب اف ٓـبفٙ ٛبیی کٚ اٝ ػایـ کـػٙ امت ار٘بك ٓٞؿػ ٓبیَ ثبىؼ تؼییٖ ٓی ک٘ؼ. کبؿگـإ ؿا ٓزجٞؿ ٓی ک٘ؼ 

ٗیبفىبٕ ؿا ثغـٗؼ. تٔبّ ثـگقیؼگبٕ ىٜـ ؿا عٞػ ثب پٍٞ ٓی عـػ ٝ اٗتغبة ٓی ک٘ؼ. ٛـ کنی کٚ ثٚ ٗظـه 

ٓبرـارٞٝ آىٞثگـ ٝ ٗبكـٓبٕ ثیبیؼ اف ىٜـ ٝ کبؿعبٗٚ اعـاد ٓی ىٞػ، فٗؼاٗی ٓی ىٞػ ٝ اگـ لافّ ثبىؼ ثٚ 

ٛٔٚ رب آٖ ٝ آبٕ امت ٝ ٗظْ ثی چٕٞ ٝ چـایی ػؿ ٛٔٚ رب صکْ ی ثٚ هتَ ٓی ؿمؼ. ٝمیِٚ هبتلإ صـكٚ ا

." ای٘زبمت کٚ ٝٝػؿٝ ٓی ثبى٘ؼ كـٓبمت ٝ ػؿ پ٘بٙ إٓ کبؿعبٗٚ ػاؿإ ثب عیبٍ ؿاصت ثٚ اٗؼٝعتٖ حـٝت ٓيـٍٞ

یبلات ٓتضؼٙ ٝیِنٕٞ ؿئیل رٜٔٞؿ اٝایَ هـٕ ثینتْ آٓـیکب گلتٚ " اؿثبثبٕ ٝ ٍبصت اعتیبؿإ ٝاهؼی صکٞٓت ا

 ."ٍبصجبٕ ٍ٘بیغ ٝ مـٓبیٚ ػاؿإ ثقؿگ ٛنت٘ؼ

America‟s industrialization and the progress of the mining and textile industries came 

at the expense of the destruction of the lives and freedom of workers and the brutal 

exploitation of women and children. Customs policies in support of the American 

industries led to higher commodity prices, while the lower-income groups and the US 

workers, as consumers, had to accept this situation anyway. The American economy, 

like any other capitalist system in other modern countries, such as Britain and France, 

brings about brutality at the expense of the exploitation of tens of thousands of 

workers, women and children, the destruction the lives of millions of people. Claude 

Julien writes in the book "America‟s Empire" writes that "the workers pay the hefty 

costs of this economic development.” They work around the clock and burn the 

midnight oil. Democracy or non-democracy does not matter. Their situation is similar 

to that of their deprived European brothers. Extracting a mine or setting up a plant 

will lead to emergence of a new city in the vicinity, while in that city, the power is in 

the hands of someone who owns the mine or factory. He is the sole authority who 

orders in whatever way he desires and seeks his own interests. He determines the 

amount of wages as much as he wants. He forces workers to buy their needs from his 

stores. He buys everyone and chooses who can live in the city. Anyone who he thinks 

is adventurous, disobedient and unrestrained will be cast away from the city and the 

factory; they could be imprisoned and, if necessary, murdered by professional killers. 

Everywhere is safe and the order is maintained in the city, while the capitalists are 

safely engaged in the accumulation of wealth in their factories. "That is where 

Woodrow Wilson, the president of the early twentieth century, said," The masters and 

the true rulers of the government of the United States are the capitalists and the 

owners of the industries. " 
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ٛبی ػظیْ امت کٚ ػؿ پـتٞ هبٕٗٞ امبمیيبٕ ثٚ میطـٙ ثیؼاػگـاٗٚ  آٓـیکب مـفٓیٖ صبکٔیت ٍبصجبٕ مـٓبیٚ

عٞػ اػآٚ ٓی ػٛ٘ؼ. آٓـیکبی هـٕ ٗٞفػْٛ ثٚ گٞٗٚ ای ٜٓؼ ثٜـٙ کيی ٝ ظِْ ٝ ٗژاػپـمتی ٝ مِطٚ ٓجوبتی 

ـبت ثی پبیٚ یامت ٝ آٓـیکبی هـٕ ثینتْ ثٚ گٞٗٚ ای ػیگـ ٛـ چٚ ٛنت ظبٛـی رؾاة ٝ ثی ثبٖٓ ٝ ٓيتی تجِ

ا ثٞػٙ تب ثب ایزبػ ٗیبفٛبی کبؽة کبؿگـإ ٝ ٓـػّ ؿا ربػٝ ٗٔبیؼ تب ثـػٙ ٝاؿ اٗؼک پٍٞ عٞػ ؿا ٗیق ثٚ کٚ تٞٛٔق

 ٍبصجبٕ مـٓبیٚ ثؼٛ٘ؼ. 

ػؿ ػٛٚ ٛبی پبیبٗی هـٕ ٗٞفػْٛ ػؿ آٓـیکب ٗبّ مـٓبیٚ ػاؿاٗی چٕٞ، گُٞؼ، اٗؼؿثیِت، ٛـیٖٔ، کبؿٗگی، ٛیَ، 

ایٜ٘ب مـٓبیٚ ػاؿاٗی کٚ ٍبصت اٗضَبؿات ػظیْ ٝ ؿٍٞ پیکـ  کٞک، ؿاکلِـ ٝ ٓٞؿگبٕ ثـ مـ فثبٜٗب اكتبػ.

ٍ٘ؼتی  ثب حـٝت ٛبی ٗزٞٓی ثٞػٗؼ. ایٖ مـٓبیٚ ػاؿإ اهتَبػ اٗضَبؿی کپیتبُینتی آٓـیکب ؿا اػاؿٙ ٓی 

ٛبی آٓـیکب ػاىت٘ؼ. ػؿ ٝاهغ كـّ ٝ مبعتبؿ مـٓبیٚ رٜٔٞؿ یلٞؽ ىؼیؼی ثـ ػُٝتٔـػإ ٝ ثٞیژٙ ؿئکـػٗؼ ٝ ٗل

مبلاؿی آٓـیکب پل اف ر٘گ ٛبی ػاعِی ٓتضٍٞ گـػیؼ ٝ مـٓبیٚ ٛبی کٞچک ػؿ مـٓبیٚ ٛبی ثقؿگ ٓنتضیَ 

گـػیؼ ٝ تٔـکق ٝ اٗضَبؿ ربٗيیٖ ؿهبثت ٝ ت٘ٞع مـٓبیٚ ٛبی کٞچک گـػیؼ ٝ ایٖ آـ ثیبٗگـ ٝؿٝػ مـٓبیٚ 

فیـا آپـیبُیقّ ثٚ ُضبظ اهتَبػی ٝ ثب صبکٔیت مـٓبیٚ ٛبی اٗضَبؿی ُیقّ ثٞػ. ػاؿی آٓـیکب ثٚ ػَـ آپـیب

ٝ ػظیْ ٝ آٓیقه مـٓبیٚ ٍ٘ؼتی ٝ مـٓبیٚ ػظیْ ثبٗک ٛبی ثقؿگ ٝ ؿٍٞ پیکـ تؼـیق ٓی ىٞػ. ٓـاس ایٖ 

اٗضَبؿات ثقؿگ ػؿ  مینتْ اهتَبػی پیچیؼٙ ٝ ثی ؿصْ ٝ ٓتٔـکق ٝ اٗضَبؿی صقة رٜٔٞؿی عٞاٙ ثٞػ.

بی ٍ٘بیغ ٓتضؼٙ ٗیق ػؿ ٓنیـ ٍیبٗت اف ٓ٘بكغ ایٖ اٗضَبؿات ؿٍٞ آمب ثٚ اٍلاس هبٕٗٞ امبمی صٞفٙ ٛ

آٓـیکب پـػاعت. یکی اف ایٖ ٍبصجبٕ مـٓبیٚ ٛبی اكنبٗٚ ای اٗؼؿٝ کبؿٗگی ثٞػ. اٝ ثب اف ثیٖ ثـػٕ ؿهجب ٝ كؼا 

مبفی کبؿٗگی" ؿا تبمیل کـػٕ ػٝمتبٕ کٔپبٗی ٛبی ثقؿگ ؿا عـیؼاؿی کـػ ٝ ثب اػؿبّ آٜٗب "ىـکت كٞلاػ 

ٗٔٞػ تب مِطبٕ كٞلاػ ػؿ اهتَبػ رٜبٕ ٍ٘ؼت ىٞػ. ؿاکلِـ یکی ػیگـ اف مـٓبیٚ ػاؿإ ثٞػ کٚ ثب مـٓبیٚ 

 فیبػی " ىـکت امتبٗؼاؿػ اٝیَ اٝٛبیٞ" ؿا ثٞرٞػ آٝؿػ.

The United States is the land of capitalist sovereigns who continue their oppression in 

the light of their Constitution. The 19th-century America was the period when some 

kind of exploitation, oppression, racism and class domination was going on; 

America‟s 21st century, on the other hand, was a fascinating and seemingly innocent 

appearance and a handful of propaganda that has been made to create false demands 

for the working class and lure them spend the little money they have and give it to the 

capitalist. 

The 19th century was involved with American capitalists, such as Gold, Vanderbilt, 

Harriman, Andrew Carnegie, James Hill, Cook, John D. Rockefeller and Morgan. 

They were the capitalists who owned huge monopolies in the industry. They managed 

the American economy and had a profound influence on the statesmen, in particular 

the American presidents. In fact, the form and structure of the American capitalism 

changed after the Civil War, and small enterprises were added to the bigger 

corporations, while monopoly replaced competition and diversity; this transformation 

indicated that the American capitalism was entering the era of imperialism. That is 

because imperialism is defined economically with the monopolistic capitals ruling the 

giant industries and banks. The rigorous, ruthless, centralized and monopolistic 

Republican Party first introduced this economic system. Big monopolies in the US‟ 

industries have also been working to protect the interests of the United States‟ bigger 

monopoly, which is the Constitution. Andrew Carnegie was one of the owners of 

these legendary capitals. He bought big companies by destroying his competitors and 

sacrificing his friends, and by merging those companies, he founded the Carnegie 

Steel Company to become the king of steel industry across the world. Rockefeller was 

another capitalist who spent a big sum to create the "Standard Oil". 
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ىـکت اٝ ثقؿگتـیٖ کٔپبٗی تَلیٚ ٗلت ثٚ ىٔبؿ ٓی ؿكت. ؿاکلِـ ٓؼتوؼ ثٞػ کٚ فٗؼگی اٗنبٗی ػـٍٚ ػی٘یت 

کبؿعبٗٚ ٛبی ثقؿگ ٗتیزٚ صبکٔیت  امت ٝ گنتـه ٍ٘بیغ ثقؿگ ٝ پیؼایو یبكتٖ تئٞؿی ػاؿٝی٘ینْ ارتٔبػی

هبٕٗٞ ثوبی اٍِش امت. اٝ ٍـاصتب اف ٗبثٞػی ٍبصجبٕ حـٝت ٛبی ٗبچیق ٝ ٝؿىکنتگی مـٓبیٚ ػاؿإ 

کٞچک ٝ ٓتٞمٔ ٝ عبٗٚ عـاثی ػٙ ٛب ٛقاؿ اٗنبٕ ٝ ثٜـٙ کيی ثی ؿصٔبٗٚ اف ٗیـٝی کبؿ کبؿگـإ ػكبع ٓی 

ثـ ػٝه ْٛ امت کٚ هجلا اىبؿٙ ىؼ. نِٚ ٓجوبت اهتَبػی ػؿ مِىؼٕ تک تک اكـاػ . ایٖ ٛٔبٕ مینتْ مٞاؿکـػ

 ـتیت  ایٖ تُٞیؼ ک٘٘ؼگبٕتٝ ثٚ ٛٔیٖ  ؼتُٞیؼ ک٘٘ؼگبٕ کٞچک ٗينتٚ اٗ هگ ثـ ػٝؿػؿ ای٘زب ٍبصجبٕ مـٓبیٚ ثق

" یک گَ مـط فیجب ٝهتی ٓی تٞاٗؼ ثـ ػٝه َٓـف ک٘٘ؼگبٕ ٗينتٚ اٗؼ. ؿاکلِـ اػتوبػ ػاىت کٚ  کٞچک

ػاؿای ػطـ ٝ ثٞی ػُپؾیـ ٝ فیجبیی ٝ ثی ٗظیـی ثبىؼ کٚ ثب اف ثیٖ ثـػٕ ؿ٘چٚ ٛبی آـاف عٞػ ثٚ ؿىؼ إٓ 

کٔک ىؼٙ ثبىؼ" اٝ ثب ایٖ ٓ٘طن ثی ؿصٔبٗٚ ٗبثـاثـی ٛبی ارتٔبػی ٝ ثی ػؼاُتی ٛب ٝ ثٚ عبکنتـٗينتٖ 

فات ایٖ ّٝغ پیٞؿیتٖ ٛب ٝ کنبٗی ٗظیـ اموق لاؿٗل ٍـاصتب اف ٛقاؿإ عبٗٞاػٙ ؿا تٞریٚ ٓی کـػ. ثٚ ٓٞا

ٍبصجبٕ مـٓبیٚ ػكبع ٓی کـػٗؼ ٝ ٓؼػی ثٞػٗؼ کٚ " ػیبٗت ٝ حـٝت ثٚ ْٛ آٓیغتٚ امت" إٓ ٛب اف " اٗزیَ 

حـٝت" مغٖ ٓی گلت٘ؼ ٝ ٓلبٛیْ اعلاهی ٝ ػی٘ی ؿا ػؿ عؼٓت اؿـاُ ٝ ٓ٘بكغ مٞػرٞیبٗٚ مـٓبیٚ مبلاؿإ 

 ػٗؼ. امتغؼاّ ٓی کـ

ػؿ ػٛٚ ٛبی پبیبٗی هـٕ ٗٞفػْٛ ثضـإ ٛبی ٓتؼؼػ کبؿگـی ػؿ ایبلات ٓتضؼٙ پؼیؼ آٓؼ. ػِت اٍِی ایٖ ثضـإ 

مبػبت کبؿ ٓٞلاٗی، ىـایٔ ؿهت ثبؿ فٗؼگی ٝ ىـایٔ عطـٗبک کبؿ ٝ تٞهؼبت ثی  ،ٛب پبییٖ ثٞػٕ ػمتٔقػٛب

اف اٍٝ تيکیَ إٓ ایٖ ثٞػ کٚ "صکٞٓتی ثٜتـ اٗؼافٙ کبؿكـٓبیبٕ ثٞػ. ربُت ایٖ کٚ ىؼبؿ رٜٔٞؿی ایبلات ٓتضؼٙ 

امت کٚ کٔتـ صکٞٓت ک٘ؼ" کٚ ػُٝتٔـػإ آٓـیکبیی آٗگبٙ کٚ ثب امتٔؼاػ ِٓجی عیَ ٓضـٝٓبٕ ؿٝثـٝ ٓی ىؼٗؼ 

ثٚ ایٖ ىؼبؿ امت٘بػ ٓی کـػٗؼ ٝ ٓؼتوؼ ثٞػٗؼ کٚ ٓـػّ كویـ ثؼٕٝ اٗتظبؿ صٔبیت یب ػعبُت صکٞٓت، عٞػىبٕ ثبیؼ 

 ٝ كََ ٗٔبی٘ؼ.ٓنبیَ عٞػىبٕ ؿا صَ 

Standard Oil was considered as one of the biggest oil refining companies of that time. 

Rockefeller believed that human life was the real object of Darwin‟s social theory, 

and the expansion of large industries and the emergence of large factories were the 

result of the truthfulness survival of the fittest. He explicitly advocated the bankruptcy 

of small and medium-sized enterprises, and destruction of the lives of tens of 

thousands of people, while focusing on the brutal exploitation of the poor workers. 

This is the same system in which people try to get each other‟s shoulder in different 

economic classes. Large capital owners here are sitting on the shoulders of small 

manufacturers, and so these small manufacturers are sitting on the consumers' 

shoulders. Rockefeller believed that "a beautiful rose can have a pleasant and unique 

fragrance only if other flowers around it have been uprooted so that it would grow 

easily." With this brutal logic, social inequalities justify the destruction of thousands 

of families. Along with this situation, Puritans and those who, like the Bishop Mark 

Lawrence, explicitly defended the owners of the capital, claim that "religion and 

wealth are interwoven," spoke of the "gospel of wealth," and used moral and religious 

concepts to serve the capitalists‟ opportunistic purposes. 

In the late 19th century, numerous labor crises arose in the United States. Low wages, 

long hours of work, dreaded living conditions and dangerous working conditions, and 

employers‟ extreme expectations were the main reasons behind such crises. 

Interestingly, the slogan of the Republic of the United States from the very first day of 

formation was that "a better government is the one that rules less". When American 

statesmen encountered deprived people, cited this slogan and believed that the poor 

must resolve their own problems instead of waiting for the Government support or 

intervention. 
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اػتـاّبت ثٚ صن  ٝآب فٓبٗی کٚ مـٓبیٚ ػاؿإ ٝ ٍبصجبٕ حـٝت ٛبی ٗزٞٓی ٝ اكنبٗٚ ای ثب اػتَبثبت 

ٓـػّ ٝکبؿگـإ ؿٝثـٝ ٓی ىؼٗؼ، صکٞٓت آٓـیکب ىؼبؿ "صکٞٓت کٔتـ" ؿا كـآٞه ٓی کـػ ٝ ثٚ صٔبیت اف 

ت کبؿگـإ ثب کبؿكـٓبیبٕ ٝ صٔبیت ٝ عٕٞ ٓی کيیؼ. رٞ ثیـصٔبٗٚ ؿٝای مـٓبیٚ ػاؿإ اػتـاّبت ؿا ثٚ عبک

امت. یب ػؿ ٓخبُی ػیگـ ٓیتٞإ ثٚ میبمت ا ـصکٞٓت اف کبؿكـٓبیبٕ ػؿ ٗٞىتٚ ٛبی رک ُ٘ؼٕ گٞیبی ایٖ ٓبر

رٜٔٞؿ آٓـیکب ىؼ، ٛٔبٗ٘ؼ ؿئیل ٛبی ٝیِنٕٞ اىبؿٙ کـػ. اٝ کٚ ثٚ کٔک مـٓبیٚ ػاؿإ ثـ ؿٝی کبؿ آٓؼ ٝ 

آٓـیکب ٓزجٞؿ ثٞػ کٚ عٞامتٚ ٛبی مـٓبیٚ ػاؿإ ؿا ٓغلیبٗٚ ارـا ٗٔبیؼ ػؿ یکی اف  ؿمبی رٜٔٞٝمبیـ ؿ

إ  پبؿٙ ای اٍلاصبت اهتَبػی ٓج٘ی ثـ اكقایو ٓبُیبت ثـ ػؿآٓؼ ؿا رٜت ٓٞاؿػ اٝ ثٚ عٞامت مـٓبیٚ ػاؿ

رِٞگیـی اف ٓـیبٕ ٛب ٝ ىٞؿه ٛبی کبؿگـی ّٝغ کـػ. ٓطجٞػبت ٓؼاكغ صبکٔیت ثطٞؿ ٓنتٔـ اف ایٖ 

ب ػؿ بمت ٛبی ٝیِنٕٞ ػهیویػٝمتبٗٚ یبػ ٓی کـػٗؼ. صبٍ آٗکٚ ایٖ مـکت ٝیِنٕٞ ثب ػ٘ٞإ اٍلاصبت ثيـص

پیتبُینتی آٓـیکب ٓـاصی ىؼٙ ثٞػ. ایٖ كؤ ر٘گ تجِیـبتی ثیو ٗجٞػ کٚ ٝیِنٕٞ اف پبیٚ ٛبی ٗظبّ کٓنیـ تضکیْ 

ایٖ ؿاٙ ٓٞرت تؼؼیَ حـٝت ٓی ىؼ، فیـا ػؿ ٝاهغ مـٓبیٚ ػاؿإ ثقؿگ ؿاٙ كـاؿ اف ٓبُیبت ؿا ٓیؼاٗنت٘ؼ ٝ كؤ 

چـط ٛبی ٗظبّ مـٓبیٚ ػاؿی آٓـیکب ثٚ پٍٞ ٓبُیبت آٜٗب  ثب ایٖ اكـاػ ٓتٞمٔ ثٞػٗؼ کٚ ٓبُیبت ٓی پـػاعت٘ؼ تب

صٔبیت گنتـػٙ اكـاػی چٕٞ م٘بتٞؿ آُؼؿیچ اف ایٖ لایضٚ ٗيبٗٚ ؿّبیت کبؿ اكتؼ ٝ اف ىؼت ثضـإ کبمتٚ ىٞػ. 

ٓضبكَ ٓبُی اف ایٖ ٓـس ثٞػ. فیـا کٔک ٓیکـػ تب ثب کبٛو حـٝت اكـاػی کٚ ػؿ مطش پبیی٘تـ ػؿ ٛـّ 

ؿػ ٓجوبت ثبلاتـ ٛـّ  ٝٓضبكَ ثقؿگ ٓبُی ىٞٗؼ. ثب ایٖ تـك٘ؼ ٓطِٞة ایٖ کپیتبُینتی کبؿ ٓی ک٘٘ؼ ٗتٞاٗ٘ؼ ٝا

ٓضبكَ ثٚ ٓ٘ظٞؿ کبٛو ؿهبثت ٝ اٗضَبؿی کـػٕ تـاکْ حـٝت ػؿ ٓجوبت ثبلایی ٛـّ کپیتبُینتی ثٞػ کٚ ثٚ ٗلغ 

ؿگ ؿاٙ عبٗٞاػٙ ٛبی مـٓبیٚ ػاؿإ صبکْ ٝصِوٚ اٗضَبؿی آٜٗب ثٚ ارـا ػؿ آٓؼ ٝ اُجتٚ ٍبصجبٕ مـٓبیٚ ٛبی ثق

ٓخبُی ػیگـ اف صٔبیت ٝ ػعبُت  ٕٓكـاؿ اف ایٖ ٓبُیبت ؿا ٓیؼاٗنت٘ؼ. ثضـإ ثٞؿك ٝاٍ امتـیت ػؿ اٝایَ هـٕ 

صبکٔیت اف مـاٗی امت کٚ ػؿ ثبلای ٛـّ کپیتبُینتی رب عٞه کـػٙ ثٞػٗؼ، ػؿ ایٖ ثبؿٙ ریٔق پـلاف ػؿ کتبة 

 ٓی ٗٞینؼ: 8ٕ8ٔ"مبیٚ ٛبی هؼؿت" ػؿ مبٍ

But when the capitalists and owners of enormous wealth faced strikes and protests, 

the US government forgot about the slogan "ruling less" and started to suppress the 

protesters to protect the capitalists. The ruthless atmosphere of the workers' concerns 

with employers and the government's support of employers are clearly depicted in 

Jack London's writings. Another example could be Wilson's policies. He, who came 

to power with the help of the capitalists, just like the other presidents of the United 

States, had to secretly run to the demands of the capitalists; in one case, he called for 

some economic reforms to raise income taxes to prevent the upheavals and labor 

uprisings. The press, defending Wilson‟s ideas, regularly referred to his move as a 

humanitarian reform, while these policies were designed precisely to consolidate the 

foundations of the American capitalist system. It was only a propaganda war through 

which Wilson could pile up numerous amounts of money, because capitalists knew 

the way for tax evasion, and only the average people who were paying their tax 

money were the wheels of the American capitalist system keeping it away from crises. 

Extensive support to this bill by prominent politicians such as Senator Nelson W. 

Aldrich of the showed satisfaction capitalist circles of the overall plan. Because it 

helped to reduce the wealth of those who worked at a lower level in the capitalist 

pyramid and could not enter the higher classes and the great financial powers. This 

trick was implemented in line with the plans to help the monopolizing families secure 

their position in the capitalist pyramid, while they already knew how to evade taxes. 

The Wall Street crisis in the early 20th century was another example of the support 

and interference of the powers who dominated the capitalist pyramid. James Perloff 

(1988), in his book: 
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یت ]مـاٗی کٚ ػؿ ـ"موٞٓ هیٔتٜبی مٜبّ مـٓبیٚ ػاؿإ کٞچک ؿا ٗبثٞػ کـػ آب ٓضبؿّ مطش ثبلای ٝاٍ امت

ٓـػإ ؿا صلع  ـٝد پیيبپیو اف ثبفاؿ ٗٚ تٜ٘ب ایٖٓجوبت ثبلای ٛـّ مـٓبیٚ ػاؿی ٛنت٘ؼ[ ثـ ربی ٓبٗؼٗؼ... ع

کـػ ثِکٚ آٜٗب ؿا هبػؿ مبعت کٚ ثٚ ثبفاؿ ثـگـػٗؼ ٝ ٛٔٚ ىـکتٜب ؿا ثٚ هیٔت ثنیبؿ پبییٖ تـ اف هیٔت ٝاهؼی 

عـیؼاؿی ک٘٘ؼ. مٜبٓی کٚ فٓبٗی یک ػلاؿ اؿفه ػاىت اکٕ٘ٞ ثٚ پ٘ذ م٘ت ٓؼبِٓٚ ٓی ىؼ. گلتٚ ٓی ىٞػ 

ؿمیؼ ٝ ایٖ  8ٖ۳ٔٓیِیٕٞ ػلاؿ ػؿ مبٍ ٓٓٔثٚ  8ٕ8ٔٓیِیٕٞ ػلاؿ ػؿ مبٍ ۱حـٝت ژٝفف پی ک٘ؼی اف

ٓٞؿػ ػؿ مبیـ ػٝؿٙ ٛبی  ؿمٞایی ثقؿگی ثٞػ کٚ ػؿٝؽ  ىؼبؿ "صکٞٓت کٔتـ" ؿا آىکبؿ ٓی مبعت. ایٖ

گی كؤ ٝ كؤ ثٚ ُٝت گـكتٚ تب ػٝٗبػ تـآپ کٚ ٛٔمت رٜٔٞؿی آٓـیکب ٗیق ػیؼٙ ٓی ىٞػ اف كـاٗکِیٖ ؿٝفبؿی

ربٕ ؿامکٞة  8ٕ9ٔبت ثبلایی ٛـّ رب عٞه کـػٙ اٗؼ. ػؿ مبٍكکـ ریت مـٓبیٚ ػاؿاٗی ثٞػٗؼ کٚ ػؿ ٓجو

"ىـکت ػٝپٞٗت" ٝ ٗیق ٓؼبٕٝ ٓؼیـ "ىـکت ر٘ـاٍ ٓٞتٞؿف" ثٞػ ٓتٞرٚ ؿئیل ٓیِیٞٗـ ٓؼـٝف کٚ ٓؼبٕٝ 

ایٖ اُٝیٖ گبّ رٜت تـهی ؿٝفُٝت ػؿ مِنِٚ ٓـاتت ؿٝفُٝت گـػیؼ ٝ اٝ ؿا ٗبٓقػ كـٓبٗؼاؿی ٗیٞیٞؿک کـػ. 

ٓتضؼٙ ٝ کنت پنت ؿیبمت رٜٔٞؿی ثٞػ. اٝ چ٘بٕ ٜٓـٙ ثی اعتیبؿ ػؿ عؼٓت مینتْ  ٗظبّ هؼؿت ػؿ ایبلات

کپیتبُینتی ثٞػ کٚ ػآبػه کٞؿتیل ػاٍ ػؿ ٓٞؿػ كـاٗکِیٖ ػؿ کتبة "ؿٝفُٝت، پؼؿفٕ امتخٔبؿ ىؼٙ ٖٓ" چ٘یٖ 

ت ثٚ "ٓؼتٜب ثـ ایٖ ثبٝؿ ثٞػّ کٚ كـاٗکِیٖ ؿٝفُٝت اٗؼیيٚ ٛب ٝ ٓـس ٛبی ثنیبؿی ثـای عؼٓ ٓی ٗٞینؼ

ثٚ ٝمیِٚ  کيٞؿه ػؿ مـ ٓی پـٝؿاٗؼ، آب ٝاهؼیت چ٘یٖ ٗجٞػ. ثیيتـ آؿای اٝ ٝ ٜٓٔبت میبمیو ٛـ چٚ ثٞػ

گـٝٙ حـٝتٔ٘ؼإ پیيبپیو ٝ ثٚ ػهت ثـایو مبعتٚ ٓی ىؼ. اٝ ٛٞىیبؿاٗٚ ٝ ثب اىتیبم كـاٝإ ٛٔچٕٞ ٓبىٚ تٞپ 

ـ ٝ ٗب عٞػآگبٙ عٞػ یؼ٘ی ٓـػّ آٓـیکب ٓی ثقؿگی ثٚ اٗلزبؿ ٜٓٔبت اف هجَ آٓبػٙ ىؼٙ اه ػؿ ٓیبٕ ٛؼف ثی عج

" اٝ کٚ میٔبی پٜ٘بٗو صکبیتگـ إٓ امت کٚ كـآبمٞٗـی ثٞػٙ کٚ تٞمٔ ٓضبكَ ٓبُی ٝ ثبٗکؼاؿإ ثیٖ پـػاعت.

ٝ آٗچٚ کٚ ثٚ ٗبّ ٗیٞػیَ یب ثـٗبٓٚ رؼیؼ اؿائٚ کـػ ػؿ ٝاهغ ٛٔبٕ ٓـس ٓضبكِی اف مـٓبیٚ  أُِِی ٛؼایت ٓی ىؼ

ثـای ٗزبت ٗظبّ مـٓبیٚ ػاؿی ایٖ کيٞؿ اف ثضـإ گنتـػٙ ای ثٞػ کٚ ٓٔغ ٝ مٞػرٞیی ٝ ػاؿإ ٓبُی آٓـیکب 

 عٞػثی٘ی مـٓبیٚ ػاؿإ إٓ ؿا پؼیؼ آٝؿػٙ ثٞػ ٝ ٓـػٓی کٚ ػؿ پبییٖ ٛـّ هـاؿ ػاىت٘ؼ تبٝإ إٓ ؿا ٓی ػاػٗؼ.

“The Shadows of Power” wrote, “The collapse of stock prices destroyed small 

businesses but the bigger ones in Wall Street [the leaders who were in the upper 

classes of the capitalist pyramid] survived… The early Exit from the market not only 

kept them alive, but it also enabled them to return to the market and buy all the 

companies at a much lower price than their real value.” A stock, once worth a dollar, 

was then traded at five cents. Joseph P. Kennedy‟s wealth reportedly reached $100 

million in 1935 from $4 million in 1929. This big scandal revealed the true image of 

the “ruling less” slogan. It's also seen in other US presidential constituencies, from 

Franklin Roosevelt to Donald Tramp, all of whom just poured money into the pockets 

of the capitalists who were in the upper classes of the pyramid. In 1928, John Roscoe, 

the famous millionaire who was the vice president of the DuPont, as well as the vice 

president of General Motors, became aware of discovered Roosevelt‟s capabilities and 

nominated him for the New York governorate position. This was the first step in the 

rise of Franklin Roosevelt in the hierarchy of power and presidency in the United 

States. He was a puppet in the service of the capitalist system, whose son-in-law on 

Curtis B. Dall, in his book "FDR, my exploited father-in-law" wrote "I had long 

believed that Franklin Roosevelt had many thoughts and plans to serve his country. 

But it was not the case. Whatever he had in mind and figuratively speaking, whatever 

ammunition he had in his political gun, was already made by the capitalists. He just 

pounded the pre-made explosion, like a trigger, without knowing what the real prey 

was: the American people.” His covert character revealed that he was a Freemason led 

by financial circles and international bankers, and what he called the New Deal or the 

New Plan, is in fact the same scheme coming from the same American financial 

circles which was … 
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ػؿ ػٝؿٙ ؿیبمت رٜٔٞؿی اٝ ثٞػ کٚ ٝفیـ عقاٗٚ ػاؿی ػُٝتو ٛ٘ـی ٓٞؿگ٘تب یکجبؿٙ هیٔت ٓلا ؿا اف اٝٗنی 

ػی بػلاؿ اكقایو ػاػ ٝ مٞػ ٛ٘گلتی َٗیت صبٓیبٗو یؼ٘ی ثبٗکؼاؿإ ٗٔٞػ. اف ػیگـ كزبیغ اهتَ ۳ٖػلاؿ ثٚ ٕٓ

، ىٞؿای ـیکبیی ػؿ گـم٘گی ثٚ مـ ٓی ثـػٗؼاٝ ایٖ ثٞػ کٚ ثٚ تؼجیـ ریٔق پـ لاف "ػؿ صبُی کٚ ٛقاؿإ آٓ

ب ٓضَٞلات ، ثٚ کيبٝؿفإ کٔک ٓبُی ٓی کـػ تـای ت٘ظیْ ثبفاؿ ٓضَٞلات کيبٝؿفیؿیبمت رٜٔٞؿی ث

عٞػ ؿا ثٚ ٓ٘ظٞؿ ثبلا ثـػٕ هیٔت ٛب اف ثیٖ ثجـٗؼ." ٛٔٚ ٝ ٛٔٚ ػؿ ؿامتبی کٔک ثٚ مـٓبیٚ ػاؿی ثٞػ آب آٗچٚ 

ـإ ٓبُی ٝ ثؼمت گیـی هؼؿت رٜبٗی اكتبػ ٝهٞع مـٓبیٚ مبلاؿی آٓـیکب اف ثضکٚ ثیو اف ٛٔٚ ػؿ ٗزبت 

ٛبؿثـ ثٞػ کٚ ؿٝفُٝت اف هجَ آلاع ػاىت ٝ  ػعبُت آٓـیکب ثٚ ثٜبٗٚ صِٔٚ ژاپٖ ثٚ پـٍر٘گ رٜبٗی ػّٝ ٝ 

تٔبّ تزٜیقات ٗظبٓی م٘گیٖ ؿا اف ٛبٝایی عبؿد کـػٙ ثٞػ تب صِٔٚ ژاپٖ ٓٞكویت آٓیق ىٞػ تب ؿٝفُٝت ثب 

ٗٔبیی ثٜبٗٚ صِٔٚ ؿا كـاْٛ ٗٔبیؼ. ػؿ ٝاهغ ر٘گ رٜبٗی ػّٝ ثب ٛٔٚ ٝیـاٗی ٛب ٝ كزبیغ ٝ کيتبؿٛبی ثی  ٓظِّٞ

غ ٓضبكَ ٓبُی آٓـیکب تٔبّ ىؼ. ام٘بػ ٓٞرٞػ ٗيبٕ ٓی ػٛ٘ؼ کٚ ؿٝی کبؿآٓؼٕ ٗبفی ٛب مبثوٚ إٓ ثٚ ىؼت ثٚ ٗل

 ػؿ آُٔبٕ ٝ پیؼاکـػٕ هؼؿت ٍ٘ؼتی ٛیتِـ ثؼٕٝ کٔک مـٓبیٚ ػاؿإ آٓـیکبیی ٓٔکٖ ٗجٞػ.

ایبلات ٓتضؼٙ آٓـیکب اف اٝاعـ هـٕ ٗٞفػْٛ  ثٚ ُضبظ 

پیکـ  اهتَبػی تضت میطـٙ تٔبّ ػیبؿ اٗضَبؿات ؿٍٞ

گـكت ٝ ٓ٘طن مٞػرٞیی ایٖ اٗضَبؿات اف یک هـاؿ 

مٞ ٝ ّـٝؿت ٛبی ٗبىی اف ثضـإ اهتَبػی إٓ فٓبٕ 

اف ٓـف ػیگـ ػُٝتٔـػإ آٓـیکب ؿا ٝاػاؿ ثٚ ػؿ پیو 

گـكتٖ میبمت ٛبی آىکبؿ تزبٝفکبؿاٗٚ ٝ تٞمؼٚ ِٓجبٗٚ 

مینتْ کپیتبُیقٓی عٞػ ٗٔٞػ. ثؼی٘نبٕ آٓـیکب ػؿ 

ٚ ثٚ تؼؿیذ ثٚ یک ىـایطی هؼّ ثٚ هـٕ ثینتْ ٜٗبػ ک

 هؼؿت امتؼٔبؿگـ كـاهبؿٙ ای تجؼیَ ٓی ىؼ.

…aimed at saving the capitalist system from a massive crisis; while the crisis was 

created by the greed and profligacy of the big financers, low-income people at the 

bottom of the pyramid were paying the price for it. During his presidency, Secretary 

of Treasury Henry Morgenthau Jr. suddenly raised the price of gold from $20 per 

ounce to $35, giving a huge profit to his supporters – the bankers. Another economic 

catastrophe he that he brought about, according to James Perloff, was that "the 

Presidential Council gave financial support to farmers to ruin their own agricultural 

products in a bid to regulate the market, while thousands of Americans were starving.” 

All in all, it was in the direction of capitalist aid, but what most of all arose in 

rescuing American capitalism from the financial crisis and taking over global power 

was the outbreak of World War II and US involvement under the pretext of Japan's 

attack on Pearl Harbor, which Roosevelt was already aware of. He had taken out all of 

the heavy military equipment from Hawaii to make Japan's attack look successful so 

that he could attack the East Asian country under the pretext of retaliation. In fact, the 

World War II, with all its unprecedented devastation and massacres, ended in favor of 

American financial circles. Existing documents show that it was not possible for the 

Nazis to operate in Germany and Hitler's could not have reached such industrial 

strength without the help of American capitalists. 

The United States was economically dominated by giant monopolies in late 19th 

century. The logic these monopolies, on the one hand, and the imperatives of the 

economic crisis of that time, on the other hand, forced the US administration to take 

clear aggressive and expansionist policies of its capitalist system. Thus, the United 

States of the early twenties, gradually became a colonialist with extraterrestrial power. 
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ٞػی ثٖ ثنت ػؿ میـ ٛبی اٗؼک کبؿگـإ ٓٞرت پیؼایو ٗػاهتَبػ كوـفػٙ پبیبٕ هـٕ ٗٞفػْٛ آٓـیکب ٝ ػمتٔق

مٞػرٞیبٗٚ مـٓبیٚ ػاؿی آٓـیکب گـػیؼٙ ثٞػ ٝ کلإ حـٝتٔ٘ؼإ ؿا ثب کبٛو مٞػ ٓٞارٚ مبعتٚ ثٞػ. اف ایٖ ؿٝ 

ٛبی رؼیؼی ثـای اٗجٞٙ تُٞیؼات آٓـیکبیی ػؿ آٓـیکبی ر٘ٞثی ٝ ٓـکقی ٝ تلاه گنتـػٙ ای آؿبف ىؼ تب ثبفاؿ

ُت ػؿپبٗبٓب، ػعبُت ػؿ آٞؿ ػاعِی کٞثب، تَـف كیِیپیٖ، كیِیپیٖ ٝ صتی چیٖ ٝ ىـم ػٝؿ ثٚ ػمت آیؼ، ػعب

تَـف پٞؿتـیکٞ ٝ هؼّ گؾاىتٖ ػؿ ٓـفٛبی چیٖ ثٚ ٓ٘ظٞؿ ثٚ ػمت آٝؿػٕ ثبفاؿ گنتـػٙ إٓ کيٞؿ، آؿبف 

آپـیبُیقٓی آٓـیکب امت. اف ایٖ پل ٗظـیٚ -ؿهبثت ثب ژاپٖ، ٗغنتیٖ ٗيبٗٚ ٛبی ایٖ صْٞؿ امتؼٔبؿی

گ ىبػـ اٗگِینی ٓؼاكغ امتؼٔبؿ کٚ ػؿ ٛ٘ؼ فٗؼگی ٓیکـػ، مـُٞصٚ میبمت عبؿری امتؼٔبؿی ؿٝػیبؿػ کیپِی٘

اٗگِیل ٝ آٓـیکب هـاؿ گـكت، کیپِی٘گ ٓؼػی ثٞػ کٚ ملیؼ پٞمتبٕ ٝظیلٚ م٘گی٘ی ػؿ ٓتٔؼٕ مبعتٖ ؿٗگیٖ 

ٝ ػُٝت آٓـیکب ٗیق تضت ُٞای ىؼبؿٛبی آفاػیغٞاٛبٗٚ ٝ ثيـػٝمتبٗٚ ٝ ػؿ ٝاهغ ثٚ ٓ٘ظٞؿ  ػاؿٗؼپٞمتبٕ 

 گنتـه ثبفاؿٛبی رؼیؼ ػؿ ٗوبٓ ػٝؿ ػبُْ ٝظیلٚ امتؼٔبؿَِٓ آكـیوبیی ٝ آمیبیی ؿا ثـ ػٜؼٙ ٓی گیـػ. 

ٓـیکب ثیو اف ػٝ "آ چبٗنی ػیپٞ میبمتٔؼاؿ ػیگـ آٓـیکبیی ؿٝس تٞمؼٚ ِٓجی آٓـیکب ؿا ایٖ گٞٗٚ ثیبٕ ٓی ک٘ؼ

ٓیِیٕٞ ػلاؿ ٓضَٞلات تُٞیؼی ثیو اف ٗیبف َٓـكی تُٞیؼ ٓی ک٘ؼ، ثبفاؿٛبی ػٔؼٙ ػؿ کٞثب، پٞؿتٞؿیکٞ، 

كیِیپیٖ ٝ ٛبٝایی ؿا ثٚ ػمت ٓی آٝؿیْ ٝ میطـٙ عٞػ ؿا تضون ٓی ثغيیْ." ایٖ ٗکتٚ ربُت امت کٚ آٓـیکب 

تـٖٝٓ ثٚ ارـای ٓـصی ثٚ ٗبّ "ٓـس ٓبؿىبٍ"  صتی ثٚ ٛٔپیٔبٗبٕ عٞػ ْٛ ؿصْ ٗٔی کـػ فٓبٗی کٚ ٓیجی٘یْ

پـػاعت کٚ ثٚ ػؿٝؽ رٜت ثبفمبفی اهتَبػی اؿٝپب تؼٝیٖ ىؼٙ ثٞػ آب ػؿ ٝاهغ ػؿ هبُت ایٖ ٓـس آٓـیکب ثب 

رٜت عـیؼ کبلا ٝ ٓضَٞلات اف ایبلات ٓتضؼٙ ؿا كـاْٛ ٓی مبعت   اؿائٚ کٔک ٛبی اهتَبػی ثٚ اؿٝپب آکبٗی

َٓـف ک٘٘ؼگبٕ اؿٝپبیی ثٚ ٍ٘ؼت آٓـیکب کٚ ثب ٓيکَ ٓبفاػ تُٞیؼ ؿٝثـٝ ثٞػٗؼ تب ثب كـٝه تُٞیؼاتو ثٚ 

یبٕ ٝ حـٝتٔ٘ؼ تـ کـػٕ مـٓبیٚ ػاؿإ ٝ تُٞیؼ ک٘٘ؼٙ َٓـف گـاایٖ ٗکتٚ ػؿ رـیبٕ كویـتـ کـػٕ کٔک ک٘ؼ. 

تٚ کٚ گبٕ ٗیق ْٜٓ ثٞػ کٚ ػؿ ایٖ رـیبٕ ٓ٘بثغ ٓجیؼی کٚ یک حـٝتی امت ثـای ٛٔگبٕ ػؿ رـیبٗی هـاؿ گـك

 اف ػمت ٝ امتلبػٙ كویـإ عبؿد گـػیؼٙ ٝ ثؼمت گـٝٙ اٗؼکی اف مـٓبیٚ ػاؿإ اكتبػٙ تب آٜٗب ؿا ؿ٘ی تـ ٗٔبیؼ.

The impoverished economy of the late 19th century, and the low wages of workers led 

to the emergence of a stalemate in the US capitalism‟s profligacy, and the macro-rich 

faced the loss of declining profits. Hence, they put extensive efforts to create new 

markets for mass production in the South and Central America, Philippines, and even 

China and the Far East. Interference in the internal affairs of Cuba, the seizure of the 

Philippines and Porterico and violating China‟s borders in order to gain a wider 

market were the start of a competition with Japan. Such moves were the first signs of 

the US‟ colonial-imperialist presence in the world. Since then, the colonialist theory 

by Rudyard Kipling, the British colonialist poet who lived in India, was at the 

forefront of British and American foreign policy. Kipling claimed that whites had a 

heavy duty in civilizing the colored people, and the US government under liberal and 

humanitarian slogans, and in fact, in order to expand the new markets around the 

world, had to colonialize the African and Asian nations. "The United States produces 

over $2 million worth of manufactured products over the consumption needs," said 

Chansi Deepo, another American politician. "We will get major markets in Cuba, 

Puerto Rico, the Philippines and Hawaii.” It's interesting that the United States did not 

even have mercy upon its allies as we see Truman launched a plan called the Marshall 

Plan, which was falsely designed to rebuild Europe's economy; but in fact, 

Washington was providing the grounds to sell its products to Europe to overcome the 

crises grappling its own industry. It was also important in making the consumers 

poorer and making the capitalists and producers richer; in this system, the natural 

resources are deemed as a treasure that has been taken out of the hands of the poor 

and seized by a small group of capitalists who are getting richer every day. 
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ث٘بّ " امتؼٔبؿ رؼیؼ" ٓی گٞیؼ: "ػؿ اػٔبم ر٘گِٜبی گـٓنیـی آكـیوبی ٓـکقی،   تبة عٞػهٞاّ ٗکـٝٓٚ ػؿ ک

كـیوب ْٛ هبثَ امتلبػٙ یکی اف ؿ٘ی تـیٖ ؽعبیـ م٘گ ٓؼؼٕ ٓ٘گ٘ق رٜبٕ ربی ػاؿػ. آب آیب ایٖ ؽعبیـ ثـای ٗیبف آ

، اف ٓؼؼٕ امت. م٘گ پل اف امتغـاد اؿی ىـکت ٛبی كـاٗنٞیػ، ایٖ ؽعبیـ کٚ ٓٞؿػ ثٜـٙ ثـامت؟ ٓيکَ

ثٚ ث٘ؼؿ ثب ٓبىیٖ ٛبی صَٔ م٘گ ٝ ُکٞٓٞتیٞٛب بیَ ثٚ ٝمیِٚ کبثَ ٛب صَٔ ٓی ىٞػ، مپل ٓ ۳ٓٗغنت ٓنبكت 

ثبؿ کيتی ٛب  [ای٘زب رٜبٕ یؼ٘ی آٓـیکب ٝ كـاٗنٚ]ؼ کبؿعبٗٚ ٛبی كٞلاػ مبفی رٜبٕ پٕٞ ٗٞا ٓی ؿمؼ تب ثٚ ٓوَ

 ٝ آٓـیکب ٗیق ثـ ػٝه كـاٗنٞیبٕ امت. ثٞػٕ كـاٗنٚ ثـ ػٝه آكـیوبییبٕمٞاؿایٖ ثٚ ٓخبثٚ  ".ىٞػ

ٜبٓؼاؿاٗو پغو کـػٙ اىبؿٙ کـػ: ٓیبٕ م 86۳ٔػؿ ٓخبُی ػیگـ ٓیتٞإ ثٚ ثغي٘بٓٚ ای کٚ ىـکت ىَ: ػؿ مبٍ 

عٞػ ؿا کٚ ثغو ػٔؼٙ ٓجبػلات عبؿری عبٌُ  ٜب کيٞؿ كبهؼ ٓ٘بثغ ثقؿگ ٗلتی امت٘ؿیـ اف ِٛ٘ؼ، اٗگِنتبٕ ت"

میغ رٜبٗی ػٝ ىـکت ثیٖ أُِِی تزبؿت ٗلت ٙ امت ٝ ایٖ ثغبٓـ ػِٔیبت ٝثب ثٜبی ٗیبفٛبی ٗلتی کبٛو ػاػ

تٜ٘ب اف  8۳6ٔٝ  8۳۱ٔامت کٚ ػؿ ایٖ کيٞؿ هـاؿ ػاؿٗؼ: ىَ ٝ ثـیتیو پتـُٝیّٞ. اٗگِنتبٕ ٓیبٕ مبُٜبی

 ؟ایٖ تزبؿت امت یب ػفػیٓیِیٕٞ ُیـٙ ثٚ ػمت آٝؿػ"  ٕٓٓٔؼٝػ، ٝاؿػات ٗلتی عبَُی ثٚ اؿفه صىَٓـین 

پیو اف آعـیٖ ٓؾاکـات ثیٖ أُِِی ٗلت، ػُٝت اٗگِیل اف یک گبُٖ ٗلت عبٝؿٓیبٗٚ، کٚ ػؿ اٗگِیل ثٚ هیٔت 

پ٘ل ٓبُیبت ٓی گـكت تب عـد ٓـػّ اٗگِیل ثک٘ؼ، ػؿ صبُی کٚ کيٞؿ   ۳.ٕٕپ٘ل كـٝعتٚ ٓی ىؼ،  ۳ٖ

ٙ امت کٚ ٛـگبٙ عطـی ػؿیبكت ٓی کـػ. ؿـة ثٞیژٙ آٓـیکب ٗيبٗؼاػ یكـٝى٘ؼٙ تٜ٘ب کٔی ثیيتـ اف یک پ٘

ٞٗت اف آٜٗب صٔبیت يمـٓبیٚ گؾاؿی ٛبیو ؿا تٜؼیؼ ک٘ؼ، ثبکی ٗؼاؿػ کٚ ثب امتلبػٙ اف صیٞاٗی تـیٖ ٗیـٝی ع

تَٔیْ گـكت کٚ ٓ٘بثغ ٗلتی عٞػ ؿا کٚ ػؿ اعتیبؿ ىـکت ٗلتی  8۳َٔٔ صکٞٓت ایـإ ػؿ مبٍ خک٘ؼ. ثـای ٓ

ی ٝرٜبٕ ثب تٞٓئٚ ٝ صٔبیت اٗگِیل ٝ ٛٔچ٘یٖ تٔبّ ٗیـ ایـإ ٝ اٗگِیل ثٞػ ِٓی ک٘ؼ. كٞؿا ىـکتٜبی ٗلتی

 صکٞٓت آٓـیکب ٝ ثبٗک رٜبٗی، ٓتضؼا اف ػاػٕ کيتی ٛبی ٗلتکو ثٚ ایـإ عٞػاؿی کـػٗؼ.

Kwame Nkrumah, in his book „Neo-Colonialism‟ writes, “Deep in the tropical 

rainforests of Central Africa, there lies one of the world‟s richest deposits of 

manganese ore. But are these reserves used for Africa‟s own profit? The problem is 

that the reserves are benefited by the French companies. After extraction, the stone is 

first transferred for 50 miles by belt conveyors, then they take it to the port of Pune 

Nova by big trucks and railway. Afterwards, they are shipped to the world‟s biggest 

steel companies [here world means the US and France].” This is like the French are 

sitting on the Africans‟ shoulder while the Americans are sitting on the French‟s. 

In another example, we can refer to the circular, which Shell shared with its 

shareholders in 1965: “Except the Netherlands, the United Kingdom is the only 

country lacking large oil resources, which has cut most of its net foreign trades which 

were conducted via the costs of its oil purchase, due to the vast global operations of its 

two international oil companies: Shell and British Petroleum. The United Kingdom‟s 

oil imports via Shell stood at around 1.2 million Lira from 1954 to 1956. Is it trade or 

theft? Prior to the last international oil talks, the British government received a 22.5- 

pence tax pear each gallon of Middle East oil, which was sold at 35 pence. Such hefty 

taxes were used to pay for the British people, while the sellers only received a little 

more than a penny for each gallon. The West, especially the United States, has shown 

that if anything puts its investments at risk, it would not hesitate to support its benefits 

with the most animalistic manners. For example, in 1951, the Iranian government 

decided to nationalize its oil reserves, which were already at the disposal of the 

Anglo-Iranian Oil Company. Immediately, the world‟s giant oil companies in 

collaboration with Britain, as well as the entire power of the US government and the 

World Bank, unilaterally refused to give send oil tankers to Iran.  
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ؿا ثٚ ک٘نـمیٞٓی اف ٗبچبؿ ىؼ ؽعبیـ ٗلتی  8۳ٕٔػؿ مبٍ ،ایـإ کٚ ػؿ آمتبٗٚ ٝؿىکنتگی ثٞػصکٞٓت 

ػؿ رـیبٕ اٍلاصبت اؿّی  8۳ٖٔ، صکٞٓت گٞاتٔبلا ػؿ مبٍؿـثی ٝاگؾاؿ ٗٔبیؼ. ثٚ ٛٔیٖ ىیٞٙىـکتٜبی 

ت گؾاىتٚ ثٞػ ؿا ػاؿ آٓـیکبیی ثـ آٜٗب ػم" ىـکت ٓتضؼ ٓیٞٙ" ؿا کٚ یک فٓیٖ عٞػ، ٓوؼاؿی اف فٓیٜ٘بی 

ػلاؿ پیيٜ٘بػ کـػ. یؼ٘ی ٛٔبٕ  6ٓٓٓٓٓٓجِؾػُٝت گٞاتٔبلا ثـای رجـإ عنبؿت ىـکت  ،ِٓی اػلاّ کـػ

 ٓجِـی کٚ ىـکت آٓـیکبیی ثـ فٓیٖ ثٚ ٛٔـاٙ ثبفػٙ ٓبُیبتی إٓ گؾاىتٚ ثٞػ. ایٖ ىـکت ٓجِؾ پیيٜ٘بػی ؿا ؿػ

ٓیِیٕٞ ػلاؿ کـػ. چٕٞ ایٖ ٓجِؾ پؾیـكتٚ ٗيؼ، صکٞٓت آٓـیکب  6ٔکٞٓت آٓـیکب توبّبی صکـػ ٝ ثب پيتیجبٗی 

 865ٔؿا ثٚ "ىـکت ٓتضؼ ٓیٞٙ" ثبف گـػاٗؼ. آٓـیکب ثـای صلع ایٖ ىـایٔ ػؿ مبٍثب ػعبُت ٗظبٓی فٓیٜ٘ب 

ػلاؿ ثٚ پِیل ٓنتجؼ ٝ كبمؼ گٞاتٔبلا ػاػ تب آٓـیکب ؿا  ۳ٓٓٓٓٓٗقػیک ثٚ ػٝ ٓیِیٕٞ ػلاؿ کٔک ٛبی ٗظبٓی ٝ

 کٔک ٗٔبی٘ؼ. 

ؿا ای٘گٞٗٚ ثیبٕ ٓی ک٘ؼ" صن کٚ م٘بتٞؿ آٓـیکبیی ٛ٘ـی کبثٞت لاد ایٖ ٗگبٙ تٞمؼٚ ِٓجبٗٚ  ػؿ ایٖ ؿامتب امت

ایٖ امت کٚ اف ؿیٞگـاٗؼ تب اهیبٗٞك ٓ٘زٔؼ ىٔبُی كؤ یک پـچْ ثٚ اٛتقاف ػؿآیؼ. کبٗبُی ثیٖ ػٝ اهیبٗٞك 

آِل ٝ آؿاّ ایزبػ ىٞػ. ثـای صلبظت ایٖ کبٗبٍ آٓـیکب صبظـ ثٚ هجٍٞ ٓنئُٞیت ثبىؼ ٝ ثب صْٞؿ ػؿ اهیبٗٞك 

 ت ثغيؼ."ـ رقایـ ٛبٝایی ؿا ٝاهؼیآؿاّ مِطٚ ث

 . ػؿ ٓجبؿفٙ ثب ػفػیامت ٗٔٞٗٚ ػیگـ ایٖ کٚ ػؿ کيٞؿ ثُٞیٞی كویـتـیٖ کيٞؿ آٓـیکبی لاتیٖ ؿعؼاػٙ

" گٞؿک٘بٕ، ػؿ ثیبٗیٚ ای عطبة ثٚ ِٓت چ٘یٖ گلت:  85ٓٔکِینبی ٓتؼینت ثُٞیٞی، ػؿ ٓبٙ ٓبؿك کپیتبُیقّ،

ىٞٗؼ ٝ پل اف عبتٔٚ ػٝؿإ کٞتبٙ ثبؿٝؿی کٚ ػؿ ػ٘لٞإ رٞاٗی هـثبٗی ٓی ٛنت٘ؼ ی گٞاٛبٕ ٓـگجبؿ ٗنَ ٛبی

ثٚ گٞؿ مپـػٙ ٓی ىٞٗؼ. یتیْ ٛب ٝ ثیٞٙ فٗبٗی کٚ ػؿ ثی پ٘بٛی کبَٓ ٓی مٞفٗؼ ٝ تجبٙ ٓی ىٞٗؼ. ػؿ صبُیکٚ 

ٝ ٍ٘ؼت ٝ تزبؿت کيٞؿ  اهِیتی کٞچک ؿا حـٝتٔ٘ؼ ک٘ؼامتغـاد ٓی ىٞػ تب  ٕبٗم٘گ ٓؼؼٕ ثٚ ثٜبی ربٕ آ

 ."ٛبی ؿ٘ی ؿا ؿٝٗن ثغيؼ

The Iranian government, which was on the brink of bankruptcy, had to transfer oil 

reserves to a consortium of Western companies in 1952. In the same way, the 

Guatemalan government in 1953, during its land reform, announced the 

nationalization of a part of the United Fruit Company, which was under an American 

landowner‟s focus. The Guatemalan government offered $600,000 to compensate the 

company‟s loss. That was exactly the same amount that the American investor had 

offered for the land and its income tax. The American company rejected the offer and 

asked for $16 million. Since the big sum was not paid by the Guatemalans, The US 

government returned the land to the Unified Fruit Company through military 

intervention. In 1967, Washington provided nearly $2 million in military aid and 

$ 500,000 to the corrupt Guatemalan police to help America keep those conditions in 

place. 

In this regard, American Senator Henry Cabot Lodge says, "From Rio Grande to the 

Arctic Ocean there should only be on flag. A canal should be built between the 

Atlantic Ocean and Pacific Ocean. The US should be present at the canal to protect it 

and extend its dominance over the Hawaiian Islands.” 

Another example is Bolivia, the poorest country in Latin America. In the fight against 

the capitalists' colonialism, the Evangelical Methodist Church of Bolivia, made a 

statement in March 1970, addressing the nation, "Gravediggers are the witnesses of 

the generations who are victimized in young ages and are buried after the they are of 

no use anymore; among them are the orphans and widows whose lives are destroyed, 

while the ore is extracted at the expense of their lives to make a minority richer and 

boost the economy of the more powerful states." 
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کٞثب ثب ٓٞكویت اف مِطٚ ٗظبٓی ٝ ػعبُت آٓـیکب ػؿآٞؿ ػاعِی کٞثب تضت ُٞای آفاػیغٞاٛی کٚ ثبػج ىؼ 

. اٗولاة کٞثب فٓبٗی ؿعؼاػ کٚ ثٚ گلتٚ ربٕ اف ک٘ؼی: ٗٔٞٗٚ ػیگـ امت اهتَبػی اؿٝپب ٝ آٓـیکب ؿٛب ىٞػ

کٞٓتٔبٕ ؿا ػؿ رٜت ثبلا ثـػٕ ص"آٓـیکب رٞاثگٞی ٗیبفٛبی ىؼیؼ کٞثب ثٚ پیيـكت اهتَبػی ٗجٞػ. ٓب ٗلٞؽ 

آٓـیکبیی کٚ ثـ اهتَبػ رقیـٙ کٞثب صبکْ ثٞػٗؼ ثکبؿ ثـػیْ. آٓـیکبیی ٛب قٝػٕ مٞػٛبی ىـکتٜبی كٓ٘بكغ ٝ ا

ٝ ػؿ ٛٔبٕ فٓبٕ  آىکبؿا ثبتینتب ؿا ٓی متٞػٗؼ ٝ اف اٝ ثٚ ػ٘ٞإ ٓتلوی امتٞاؿ ٝ ػٝمتی یکؼٍ یبػ ٓی کـػٗؼ

ٛبی عٞػٓبٕ ایٖ میبمت کپیتبُیقّ ؿا ثیٔٚ ٗٔبیؼ. ث٘بثـ ثبتینتب ٛقاؿإ ٗلـ ؿا ٓی کيت تب مٞػ مـٓبیؼاؿإ ٝ

(. 86ٓٔ/ ٓٔ/5 ـٝی ٓب هـاؿ ػاػ" )ٗیٞیٞؿک تبیٔقٛبی کبمتـٝ کٚ ٛٔنبیٚ پیيیٖ ؿا ؿٝث تثٞػ ٝ ٗٚ میبم

ای٘بٕ مغ٘بٗی ثٞػٗؼ کٚ ک٘ؼی آٗبٕ ؿا پیو اف ػٝؿإ ؿیبمت رٜٔٞؿی ثٚ فثبٕ آٝؿػ. مبٍ ثؼؼ پل اف ایٖ کٚ 

ی کٞثب ؿا ػؿ تضـیْ اهتَبػی ٝ ٓضبٍـٙ کٞثب ىـکت ٗلتی امتبٗؼاؿػ اٝیَ ؿا ِٓی اػلاّ کـػ، ػُٝت ک٘ؼ

 ٓٞكن ثٞػ. ٗظبٓی کـػ تلاىی کٚ عٞىجغتبٗٚ ٗبػؿیبیی کبَٓ هـاؿ ػاػ ٝ ػؿ عِیذ عٞکٜب اهؼاّ ثٚ صِٔٚ 

یٖ ٗٔٞٗٚ امتلبػٙ اف هؼؿت ٗظبٓی، هَبثی عٞٗیٖ ٝیت٘بّ امت. ٓجن گقاؿه ٛبی ؿمٔی  ثیيتـیٖ ـتؿْ اٗگیق

فٗبٓٚ ٛبی آٓـیکبیی، ثـ مـ ٓـػّ ثی گ٘بٙ ٝیت٘بّ ؿیغت. ػؿ إٓ فٓبٕ ؿٝثٔت ىیٔیبیی ؿا آٓـیکب ػؿ ایٖ ر٘گ 

، یکی اف ؿ٘ی تـیٖ ٓ٘بٓن رٜبٕ ؿا ٓـیکب ػؿ ایٖ ر٘گ ٓی ٗٞىت٘ؼ کٚ "ثـٗؼٙ ٛ٘ؼ ٝ چیٖگیـی آثٚ ٛ٘گبّ ػؿ

تَبصت ٓی ک٘ؼ. تٞرٚ كقای٘ؼٙ آٓـیکب ثی رٜت ٗینت. هِغ، لامتیک ]ٓجیؼی[، ثـٗذ ٝ ٓٞاػ عبّ اٍِی، ایٖ 

(. مبُٜب 86۱ٔ/6/۱ٔقٛب ػلایَ اٍِی ر٘گ امت. آٓـیکب ٓی عٞاٛؼ ثٚ ٛـ هیٔتی إٓ ؿا ثٚ چ٘گ آٝؿػ" )چی

ثؼؼ ایٖ کبٓلا آىکبؿ ىؼ کٚ آٓـیکب ٓجِؾ ٛ٘گلتی اف پٍٞ ٝ ربٜٗبی اٗنبٗی ؿا ٍـف صٔبیت اف ؿژیْ ٗظبٓی 

ک٘٘ؼٙ کٚ آٓـیکبیی ٛب ثب إٓ ىبػ ٓ٘قرـٖ ٝاهؼیتی امت نتؼ. اییكبمؼی ٓی ک٘ؼ تب ػؿ ثـاثـ اؿتو ػٛوبٗی ٝیت٘بّ ثب

 :ؿثبؿٙ آمیبی ر٘ٞة ىـم چ٘یٖ گلت ػ 86۳ٔثٞػٗؼ. آُلـػ ٝٗت ٝؿث ٗبئت ؿئیل ثبٗک ٓبٜٗتٖ ػؿ مبٍ 

The next example is the US' interference in Cuba's internal affairs, under the pretext 

of liberty, which was a success for American and European economic and military 

domination. According to John F. Kennedy, "The United States could not tolerate 

Cuba's economic growth. We used the influence of our government to raise the 

benefits and add to the profits of the American companies ruling the economy of the 

Cuban island. The Americans obviously admired Batista, and they regarded him as 

solid friend, and at the same time Batista killed thousands, to insure the profits of 

capitalists and capitalism. So, it was our policies and not Castro's policies that put our 

neighbor against us." (New York Times; 1960/07/10). This is what Kennedy said just 

before his presidency. The following year, after Cuba announced the nationalization 

of Standard Oil, the Kennedy government put Cuba into a full economic sanction and 

offshore boycott, and launched a military invasion on the Bay of Pigs, though it was 

an unfortunate effort. 

The saddest example is the use of military power, the bloody butchering of the 

Vietnamese. According to official reports, the United States used the most chemical 

bombs in the war over the innocent Vietnamese people. At that time, American 

newspapers wrote that "the winner of India-China rivalry will win one of the richest 

regions of the world. The US' growing attention has a bigger purpose behind it: tin, 

rubber [natural], rice and main raw materials were the main reasons for that war. The 

United States wants to catch it at any cost (16/4/1964). Years later, it became clear 

that the United States spent a massive amount of money to support a corrupt military 

regime against the peasants' army of Vietnam. This was a disgusting fact that 

Americans were happy with.  
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"ػؿ گؾىتٚ مـٓبیٚ گؾاؿإ ؿـة ٗنجت ثٚ چيْ اٗؼاؿ میبمی ٓ٘طوٚ تب اٗؼافٙ ای ثی اػتٔبػ ثٞػٗؼ. ثب ایٖ ٛٔٚ 

لات ٓتضؼٙ ػؿ ٝیت٘بّ کٚ حبثت کـػٙ امت آٓـیکب صٔبیت ]تزبٝف[ ٓٞحـ عٞػ ؿا اف ثبیؼ ثگٞیْ کٚ ػِٔیبت اعیـ ایب

 ِٓت ٛبی آفاػ ٓ٘طوٚ اػآٚ عٞاٛؼ ػاػ. مـٓبیٚ گؾاؿإ آمیبیی ٝ ؿـثی ؿا تب صؼ فیبػی آیؼٝاؿ کـػٙ امت"

ثب تلَیَ ثیيتـی  ٓٞهؼیت ؿا 869ٔـیٚ جٗيـیٚ "تزبؿت ِٓت" ػؿ ىٔبؿٙ ك (.8۳6ٔ)ٗيـیٚ میبمی، ژٝئیٚ 

٘ؼ کٚ كـٍتٜبی تزبؿی ػظیْ کٞٓت ٓب ٛٔؼامتبٗصثٜتـیٖ ٍبصج٘ظـإ ػؿ آٞؿ تزبؿت ٝ ىـس ٓی ػٛؼ "

ٝ م٘گبپٞؿ ٝرٞػ ػاؿػ. اٗتظبؿ ٓی ؿٝػ کٚ ثب پیيـكت ٓٞهؼیت ٗظبٓی  ٝیت٘بّ، تبیِ٘ؼ، لائٞك، اٗؼٝٗقی، ٓبُقی

یبؿی اف مٞػاگـإ ٓؼـٝف آٓـیکبئی ػؿ آمیبی ػؿ ٝیت٘بّ رـیبٕ تزبؿت ػٝ ثـاثـ ٝ چ٘ؼ ثـاثـ ىٞػ ... ثن

، ُج٘یبتی ٛبی ػٔؼٙ، ثبٗک آٓـیکب ٝ ثبٗک ثقؿگ ٓبٜٗبتٖتی ػؿ ٝیت٘بّ  ٓخلا صر٘ٞة ىـهی كؼبُیت ػاؿٗؼ، 

کبُتکل، امٞ، ىـکت تزبؿت آٓـیکب، ثـاػؿإ اٗؼی٘گ ٝ ىـکب، ىـکت ٜٓ٘ؼمی ثـَٝٗ ُٖ، ىـکت پتـٝىیٔی 

ثـ  بٓی ٓجتلا ثٚ مّٔٞ ثٔت ٛبی ىیٔیبیی گٞاٙ آىکبؿی ثـمتْ ٝصيیبٗٚ اٗنبٕآٓـیکب ٝ ..." ؿٗذ کٞػکبٕ ٝیت٘

ٕ تونیْ کبؿی ػؿ مطش تـؾیٚ تٜ٘ب اف ٗظـ کٔی ثب إٓ ٓتلبٝت امت. ٛـ ػٝ ىبٛؼااٗنبٕ امت. آب ػؾاة ىؼیؼ مٞ

ثبؿ صبُیکٚ ػیگـی  ؿػک ٗلـ ػؿ گـم٘گی تغٌَ پیؼا کـػٙ، کٚ ثٚ گلتٚ پَ ثبؿإ ػؿ إٓ " ی رٜبٗی ٛنت٘ؼ

، ایٖ مینتْ اهتَبػی ثٚ گٞٗٚ ربٓؼٚ ؿـة پٍٞ مبلاؿ امت" .گـػآٝؿی مٞػ ٛب ٝ پٍٞ ٛب ؿا ثـ ػٝه ٓی کيؼ

٘زیؼٙ ٓی ىٞػ. ػؿ ایٖ ربٓؼٚ ثٚ ٛٔگبٕ ثٚ ىغَیت اكـاػ ػؿ إٓ ربٓؼٚ ثب پٍٞ مای ٓـاصی ىؼٙ امت کٚ 

کخیـی امت ثٚ صنبة ثبٗکی  اٗؼافٙ ؿكغ ٗیبفىبٕ پٍٞ ػاػٙ ٗٔی ىٞػ ٝ حـٝتی کٚ صبٍَ تلاه گنتـػٙ ػؼٙ

مبی رٜٔٞؿ آٓـیکب ٛیچ ٝهت ٓتٞهق ٗيؼ ٝ ػؿ فٓبٕ ٝاؿیق ٓی گـػػ. ایٖ ؿكتبؿ ثؼ ؿٝ ٓتٞؿّ ػؼٙ ٓؼؼٝػی

ؿیگبٕ ثب ٓـاصی ایؼٙ "ٗظْ ٗٞیٖ رٜبٗی" ػؿ رٜت صبکٔیت رٜبٗی مـٓبیٚ مبلاؿی ارـا ىؼ کٚ ثؼؼٛب تٞمٔ 

لّٜٞ ٗظْ ٗٞیٖ رٜبٗی رنتزٞ ٓی کـػٗؼ چیقی ٜٓب ؽیَ رـد  ثٞه ٝ ثبؿاک اٝثبٓب پیگیـی ىؼ. إٓ چٚ کٚ آٗ

 رق مِط٘ت مـٓبیٚ ػاؿإ ٝٓضبكَ ٓبُی آٓـیکبیی ثـ رٜبٕ ٗجٞػٙ ٝ ٗینت. 

"In the past, western investors were somewhat distrustful of the political outlook of 

the region," said Alfred Wentworth, chairman of the Bank of Manhattan, about 

Southeast Asia in 1965."However, I have to say that the recent US operations in 

Vietnam proved to continue its support [violation] for the free nations of the region. It 

was a great hope for the investors in Asia and the West." (Political magazine, July 

1956). Nation's Business Magazine in February 1968 explains the situation in more 

detail: "The best experts in our business and government say that there are business 

opportunities in Vietnam, Thailand, Laos, Indonesia, Malaysia and Singapore. The 

expansion of military footprint in Vietnam is expected to multiply the business profits 

in the Southeast Asian country... Many famous American businesspersons in 

Southeast Asia, even in Vietnam. Among such businesses were the Bank of America 

and the Great Bank of Manhattan, major dairies, Caltex, American Trading Company, 

Anding Brothers and Partners, Brunel Engineering Co., and US Petrochemical 

Company." The sufferings of the Vietnamese children by chemical toxins are a clear 

indication of a man‟s brutality on another man. Both are witnessing the same mission 

at the global level that according to Paul Baron, "Someone has been specialized in 

tolerating hunger, while the other just gains money more and more." The western 

community is money-savvy; the economic system weighs people's personality with 

money. In this society, no one is paid as much as their needs, and the wealth that is the 

result of extensive efforts is being deposited into a big bank account of a few. Such 

wrongdoing by the American presidents has never stopped; during Reagan's tenure, 

the "New World Order" was introduced in the direction of ruling the world under the 

capitalists' goals; it was later followed by George Bush and Barack Obama. What they 

were looking for under the concept of the New World Order was nothing but a 

monarchy of American capitalists on the rest of the world.  
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ػؿ اؿتجبٓ ثب ػؿ ایٖ ؿامتب ثٞػ کٚ آٓـیکب ثٚ ثٜبٗٚ ر٘گ ثب ػـام ػؿ کٞیت ػمت ثٚ تزبٝف ػؿ عِیذ كبؿك فػ. 

 88ٔٔژاٗٞیٚ  5ٓٚ ٗیٞیٞؿک تبیٔق ٓٞؿط رٜٔٞؿ مبثن آٓـیکب ػؿ ؿٝفٗبؿئیل ایٖ ّٓٞٞع ؿیچبؿػ ٗیکنٕٞ 

ٓب ثغبٓـ ػٓکـامی ثٚ کٞیت ٗـكتیْ، ثـای مـکٞة یک ػیکتبتٞؿ ٝف ؿا ایٖ گٞٗٚ ثیبٕ ٓی ک٘ؼ کٚ "ػِت تزب

ؿكتیْ کٚ ثٚ ، ٓب ثٚ ایٖ ػُیَ ثٚ آٗزب ٝی ثیٖ أُِِی ْٛ ثٚ کٞیت ٗـكتیْْٛ ثٚ کٞیت ٗـكتیْ، ٓب ثـای ػكبع اف تنب

 ػ کٚ ػؿٞایٖ ث ػط ػاؿ کٚ ػؿ فٓبٕ تـآپ ثٚ ٓ٘بكغ صیبتی ٓب ُطٔٚ ثقٗؼ." ػؿ ٗٔٞٗٚ ػیگـْ ٛیچ کل اربفٙ ٗؼٛی

ؿٝیی ثب ٝاؿػ ىؼ، ایٖ ثبؿ ٗٚ ثغبٓـ ؿٝػؿ یذ كبؿكثـ آٓـیکبیی ثٚ عِٗبٝ ٛٞاپیٔب 8ٕٔٓاٝایَ ٓبٙ ژاٗٞیٚ 

ؿط ـثنتبٕ مؼٞػی ػثٞػ کٚ ثـعی ثبٝؿ ػاىت٘ؼ کٚ ٓٔکٖ امت ثقٝػی اتلبهبتی ػؿ عبٓـ ثٚ ایٖ ایـإ ثِکٚ 

 ،ٖ مِٔبٕٝ ٓؼیـیت ٝ ؿكتبؿٛبی ثؼ ثثٞػٕ  ثی تزـثٚ اكتؼ.ثٚ عطـ  ایٖ کيٞؿػٛؼ ٝ ٓ٘بكغ ایبلات ٓتضؼٙ ػؿ 

ی ػـثنتبٕ ِٓـػّ ؿا عئگیٖ کـػٙ ثٞػ. ٝهتی کٚ ای٘زب اف كْبی پـاُتٜبة ػاعمبیـ ىبٛقاػگبٕ مؼٞػی ٝ 

ٍضجت ٓی ک٘یْ ثضج كؤ ػؿ ٓٞؿػ ایٖ ٗینت کٚ ٓٔکٖ امت ٓـػّ ثغٞاٛ٘ؼ ىٞؿه ک٘٘ؼ آب ثضج ثـ ایٖ امت 

ٝ  ٝ اعتلاف ٛبی ثنیبؿ فیبػی ىؼٙکٚ صتی ٛیبت صبکٔٚ اف عبٗؼإ مؼٞػی ػؿ ایٖ فٓبٕ ىبٛؼ چ٘ؼ ػمتگی 

ذ ىؼٙ اٗؼ. صبٍ ثیْ إٓ ٓی ؿٝػ کٚ ٓغبُلبٕ ثنیبؿی اف آـا ٝ ىبٛقاػٙ ٛبی مؼٞػی ثـ ػِیٚ ُٝیؼٜؼ ٝ پبػىبٙ ثنی

اف ایٖ كـٍت امتلبػٙ ک٘٘ؼ ٝ ثـ ػِیٚ ىبٛقاػٙ ٓضٔؼ ثٖ مِٔبٕ ثغٞاٛ٘ؼ هؼٓی ثـػاؿٗؼ ٝ ایٖ صـکت آٜٗب ٓ٘زـ 

تزـثٚ ٗيبٕ ػاػٙ کٚ آٓـیکبیی ٛب ػٝمت ٝ ؿكین ٗؼاؿٗؼ ٝ كؤ ٓ٘بكؼيبٕ  .ثٚ آىٞة ػؿ ػـثنتبٕ مؼٞػی گـػػ

 ؿا مـ ثٚ فٗگ ٛب ٍٝ کـػٗؼ اصتٔبٍٛٔبٗگٞٗٚ کٚ ىبٙ ایـإ ٝ ٍؼاّ صنیٖ ٝ ٓجبؿک ثـایيبٕ اٛٔیت ػاؿػ ٝ 

پل ػُیَ ٝرٞػ ایٖ ٗبٝٛب ایٖ ٗینت کٚ  .ایٖ کٚ فیـ پبی ىبٛقاػٙ ٓضٔؼ ثٖ مِٔبٕ ؿا ٗیق عبُی ک٘٘ؼ فیبػ امت

ٔبیت ک٘٘ؼ ٝ ص ٜٗب ٓ٘بكؼی ػؿ ػـثنتبٕ مؼٞػی ؿااف ىبٛقاػٙ ٓضٔؼ ثٖ مِٔبٕ صٔبیت ک٘٘ؼ ثِکٚ ایٖ امت کٚ آ

آٜٗب ٝاٛٔٚ إٓ  .ٝاٛٔٚ إٓ ؿا ػاؿٗؼ تب ٓجبػا ثب ثٞرٞػ آٓؼٕ آىٞة ػؿ ػـثنتبٕ مؼٞػی ایٖ ٓ٘بكغ ثٚ عطـ ثیبكتؼ

 ؿا ػاؿٗؼ کٚ اتلبهبتی ػؿ ػـثنتبٕ پیو آیؼ ٝ ػـثنتبٗی ٛبی ٗبؿاّی اف ػعبُت آٓـیکب ػؿ کيٞؿىبٕ 

In this regard, the United States raided the Persian Gulf under the pretext of fighting 

Iraq in Kuwait. Regarding this issue, former US President Richard Nixon wrote in the 

New York Times on January 7, 1991, that "we did not go to Kuwait for democracy, 

we did not go to Kuwait to suppress a dictator, we even did not go there to defend the 

international equality internationally; we went there to prevent anyone from harming 

our vital interests." Another example of such monopolistic measure could be found 

during Donald Tramp's presidency, when in early January 2019, a US-based aircraft 

carrier arrived in the Persian Gulf, this time not for confrontation with Iran, but 

because some believed that things could happen soon in Saudi Arabia, and the US 

interests in the country could be compromised. Saudi Crown Mohammad Bin 

Salman's inexperience and weak management had offended other Saudi princes as 

well as the Arab country's people. When we talk about the Saudi Kingdom's indignant 

atmosphere here, the debate is not just about how people might want to revolt, but it is 

argued that even the governing body of the Saudi family has witnessed a lot of 

disagreements over this period, and many Saudi princes have been mobilized against 

the crown prince and the king. Now it is feared that the opposition will take advantage 

of this opportunity to move against Prince Mohammed Bin Salman and lead to a riot 

in Saudi Arabia. Experience has shown that Americans do not have friends and 

comrades, and only their interests matter to them; and as was the case with the Shah 

of Iran, Saddam Hussein and Mubarak, it is most likely that they will abandon Bin 

Salman too. So, the US aircraft carries have not come in the Persian Gulf to back 

Prince Mohammed Bin Salman, but they are here to secure their own interests in 

Saudi Arabia, and they are afraid that these interests will be jeopardized by the 

turmoil in the Kingdom. They are afraid that things will happen in Saudi Arabia, and 

the Saudi people, dissatisfied with the US intervention in their country,  
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ای٘کٚ ٓیِیبؿػٛب ػلاؿ تنِیضبتی ؿا کٚ آٓـیکبیی ٛب ثٚ ػـثنتبٕ مؼٞػی ٓخلا ثٚ تبمینبت آؿآکٞ صِٔٚ ک٘٘ؼ ٝ یب 

ایبلات ٓتضؼٙ پل اف تٜ٘ب ػٝ هـٕ اف پیؼایو إٓ ثٚ کيٞؿی فٝؿگٞ ٝ ٓتزبٝف ٝ كـٝعتٚ اٗؼ ؿا ثٚ یـٔب ثجـٗؼ. 

فیـا آٓـیکب اػتوبػ ػاؿػ کٚ ثـتـ اف ٛٔٚ امت ٝ ٓؼیـیت  .مٔجَ اؿتزبع مـٓبیٚ مبلاؿاٗٚ تجؼیَ ىؼٙ امت

ػاؿاٗٚ اٝ ثٜتـیٖ ٓؼٍ صبکٔیت امت ٝ ٛٔٚ ثبیؼ اف إٓ تجؼیت ک٘٘ؼ، تئٞؿیی کٚ ٓ٘بكغ پبیبٕ ٗبپؾیـ  مـٓبیٚ

ثبٗکؼاؿإ ٝ گـػاٗ٘ؼگبٕ مینتْ کپیتبُینتی ٝ كـآبمٞٗـی ػؿ إٓ هـاؿ ػاؿٗؼ کٚ ثٚ کٔتـ اف ثِؼیؼٕ ػٗیب ؿاّی 

ػؿ تزبؿت ثـای کپیتبُیقّ ٛیچ چیق ٜٓٔتـ اف پٍٞ ٗینت. آٜٗب ثـای پٍٞ ػمت ثٚ ٛـ کبؿی ٓی  ٞٗؼ.ٗٔی ى

ثٚ گـٝٙ تـٝؿینتی ُ٘ؼکـٝف' 'ٛقاؿ عٞػؿٝ تٞیٞتب  6ٓٝ  فٗ٘ؼ. ثـای ٓخبٍ كـٝه تزٜیقات ٗظبٓی ٝ عٞؿاک

کٚ ثٚ ٛـ هیٔتی  ٛنت٘ؼگٞاٙ ایٖ ّٓٞٞع  ٝ ػـثنتبٕ مؼٞػی تٞمٔ اؿتو آٓـیکبػؿ ػـام ٝ مٞؿیٚ ػاػو 

صتی ثب ؿیغتٖ عٕٞ ٛقاؿإ ثیگ٘بٙ صبّـ ثٚ کنت ػؿ آٓؼ ٓی ىٞٗؼ. کٚ اُجتٚ عٞػىبٕ اف تٔبٓی ایٖ 

کـػ کٚ ػاػو ػمت پـٝؿػٙ آٓـیکب  ٙٗؼ )تـآپ ػؿ فٓبٕ اٗتغبثبت ثٚ ایٖ ّٓٞٞع اىبؿآّٞٞػبت ثبعجـ

ک٘تـٍ ٓی ک٘ؼ صبٍ  NSAمبفٓبٕ ٛنت(. چٕٞ آٓـیکب آة عٞؿػٕ تٔبّ ٓـػّ ػٗیب ؿا اف ٓـین ای٘تـٗت ٝ 

چگٞٗٚ آکبٕ ػاؿػ ثبٝؿ ک٘یْ کٚ یک کبؿعبٗٚ ای ٓبٗ٘ؼ تٞیٞتب ٛقاؿإ عٞػؿٝ ؿا ثٚ یک گـٝٙ تـٝؿینتی 

ثلـٝىؼ ثؼٕٝ ایٖ کٚ کنی ٓتٞرٚ ىٞػ ٝ اُجتٚ یک رٞاة ثیيتـ ٗؼاؿػ ٝ إٓ ایٖ امت کٚ ثٚ عٞامت ػُٝت 

ثـاثـ امتخٔبؿ ٓؼاّٝ  " تزبؿت " ٝاژٙ ٓٞػثبٗٚ ای امت کٚ ػؿ آٓـیکب ایٖ ىـکت ایٖ كـٝه ؿا اٗزبّ ػاػٙ امت.

یٕٞ ٝ مبیـ ٓؼیب ثـای َٓـف کپیتبُیقّ ٜٗبػٙ ىؼٙ امت. ایٖ ؿٝٗؼ ثٚ کٔک تِٞیق گبٕ ثٚ ٝمیَِٚٓـف ک٘٘ؼ

ـ ثـ كکـ، آفاػاٗٚ كؤ یپـٝؿی ٓی ک٘ؼ ٝ ثٚ ٓـف ٛٞىٔ٘ؼاٗٚ ای اٗنبٜٗب ؿا ثـػگبٗی کـػٙ کٚ فٗزک٘٘ؼگبٕ ٗیبف

ٝ ٓضَٞلات آٜٗب ؿا  ، پٍٞ ػؿ ٓی آٝؿٗؼ(ثـػگی ٓیک٘٘ؼهؼّ ثـ ٓی ػاؿٗؼ )ػؿ ؿامتبی اٛؼاف مینتْ کپیتبُیقٓی 

ٛبیی کٚ ٗیبف ف پـٝؿی ٓی ک٘٘ؼ تب ثب عـیؼ کبلاػؿ ػَٔ ثب ؿٝه ٛبی تْٞٛ فا ثـای َٓـف ک٘٘ؼٙ ٗیبٓی عـٗؼ. 

صْ توؼیْ ٗٔبی٘ؼ تب ٗیبف پٍٞ پـمتی آٗبٕ ؿا ثـٓـف ک٘٘ؼ، ػؿ ایٖ آـ ٗؼاؿٗؼ پُٞيبٕ ؿا ثٚ مـٓبیٚ ػاؿإ ثی ؿ

ىبٕ ثـاٝؿػٙ ٝاهغ ٛیچ کؼاّ ایٖ ػٝ گـٝٙ ٗیبف ؿمبٗٚ ٛب ٝظیلٚ  تضون ٝ امتؼٔبؿ آٜٗب ؿا ثـ ػٜؼٙ ػاؿٗؼ ٝ ػؿ

یٚ كؤ یک ٗیبف کبؽة ػاىتٚ کٚ تٞمٔ مـٓبف اٍٝ ٗیبفی ٗؼاىتٚ کٚ ثـٓـف ىٞػ، ٗٔیيٞػ. َٓـف ک٘٘ؼٙ کٚ ا

 ـٓـف ٗٔیيٞػ. پـمتیو ٛیچ ٝهت ث ػاؿ ایزبػ ىؼٙ ٝ مـٓبیٚ ػاؿ ْٛ ٗیبف پٍٞ
Do something like -- for example, attack Aramco facilities -- or to loot billions of dollars 

worth weapons sold by Americans to Saudi Arabia. After just two centuries of its 

emergence, the United States has turned into a bullying and aggressor country and has 

become the symbol of reactionary capitalism. This is because the US believes that it is 

superior to all, and that its capitalist management is the best model of sovereignty, and 

everyone should follow it – a theory that supports the endless interests of the bankers and 

operators of the capitalist and Freemasonry system, whose insatiable greed is not satisfied 

expect by ingesting the whole world. In “trade”, for capitalist nothing can be important 

more than money. They are doing everything for money. For example, selling military 

equipments, food and 60 thousand Toyota ' land-cruise ' to ISIS in Iraq and Syria by 

the U.S. Army and Saudi Arabia are evidences that at any cost even with killing 

thousands of innocents. Of course, they are aware of all these issues (In duration of 

election, Trump pointed out that ISIS was supporting by the U.S.). As America is 

controlling all the people of the world through the Internet and the NSA organization, 

how could we believe that a factory like Toyota sells thousands of cars into a terrorist 

group? of course has one answer and that Toyota gave these cars with the U.S. 

government permission. "Trade" is the polite word for exploitation of consumers by 

capitalists. This process, using TV and other media, creates unnecessary needs for 

consumers and cleverly turns humans into slaves who just pursue the goals of the capitalist 

system, and blindly buy their products. In practice, they create needs for the consumers 

with illusory methods to lure them into buying goods they do not really need therefore 

they give their money to capitalists. In this case, the media must fulfill their duty and 

colonize them and while none of these two groups actually meet their needs.  
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ػؿ مینتْ کپیتبُیقّ، مـٓبیٚ گؾاؿی ٝ ؿاٙ اٗؼافی تُٞیؼ یک ٓضٍَٞ  ػؿ مبیـ کيٞؿٛب ثـای َٓـف ک٘٘ؼٙ 

ػاعِی إٓ کيٞؿ ٝ یب عبؿری )مبیـ کيٞؿٛبی ٛٔنبیٚ إٓ کيٞؿ( ٓوؼٓٚ پیيـكت آٜٗب ٗینت، کٚ عٞػ ىکَ 

ْ کٚ کيٞؿٛبی مـٓبیٚ ػاؿ ػیگـی اف امتخٔبؿ كویـ ثٚ ٝمیِٚ ؿ٘ی امت. ٓب ایٖ ٓيکَ ؿا ثٚ ایٖ ىکَ ٓی ثی٘ی

ٓضَٞلات عٞػ ؿا ثٚ امْ "ٍ٘بیغ تُٞیؼی ثٞٓی" ثٚ مبیـ کيٞؿٛب ٓی كـمت٘ؼ. ٍ٘بیؼی کٚ رق یک ٓٞٗتبژ 

مبػٙ ٗینت ٝ ثب کْ کـػٕ ٛقی٘ٚ صَٔ ٝ ٗوَ ٝ ٛقی٘ٚ ٛبی  کبؿگـ اؿفاٗتـ عبؿری کٔک ثٚ ثـػاىت مٞػ ثیيتـ 

یب مـٓبیٚ مبلاؿی امت. ایٖ یک كبرؼٚ ی ثقؿگ  ثـای ، پٍٞ مبلاؿی ثبؿفتـیٖ ٝیژگی رٞآغ ؿـثیٓیک٘ؼ. 

یب َٓـف  ٚ کـػٕٓوبّ ٝ ٓـتجٚ اٗنبٗی امت کٚ اؿفىٜبی اٍِی یک ربٓؼٚ صٍٞ ٓضٞؿ پٍٞ ػٝمتی ٝ اٗجبىت

ثـای مٞػ ؼیگـ ؿا ٓغ آىکبؿا ػیؼٙ ٓیيٞػ کٚ ٓـػّ یکصـیَبٗٚ ٝ ػیٞاٗٚ ٝاؿ ٓضَٞلات ثگـػػ. ػؿ ایٖ رٞا

ایٖ ربٓؼٚ ٛـ کل کٚ اػتجبؿ ثبٗکی ػاىتٚ ثبىؼ ٓی تٞاٗؼ فٗؼگی ک٘ؼ ٝ مبیـیٖ اف  چپبٍٝ ٓی ک٘٘ؼ. ػؿثیيتـ 

ٚ ٓـػّ ثٞػرٚ ٛب ؿا ثبلا ٓی ٓبیٚ ػاؿإ ثب ثٜبٗٚ عؼٓبت ػاػٕ ثآکبٗبت ٝ ربیگبٙ ٓ٘بمت ثـعٞؿػاؿ ٗینت٘ؼ. مـ

عٞػ ثب ٗبّ " ْ ػؿ كیِ کٞپِنٕٞ، ٗٞین٘ؼٙ  اة ؿٝ امٔیق کي٘ؼ. ایٖ ّٓٞٞػبت ؿا رٞئَ ىٞٓبعـ ٝ آؿُٗٞؼ

تَٞیـ کيیؼٙ ٝ ٗيبٕ ٓی ػٛؼ کٚ ٜٓ٘ؼك تٞاٗٔ٘ؼی کٚ مبثوب ٚ کٚ ربٓؼٚ ثیٔبؿ آٓـیکب ؿا ث "موٞٓ / كـٝپبىی

ػاؿای ایؼٙ ثٞػٙ ٝ ٓـاصی ٓٞىک اٗزبّ ٓی ػاػٙ ثب اتٔبّ پـٝژٙ اه ثٚ ػِت تٔبّ ىؼٕ تبؿیظ َٓـكو ثـای 

، ربٓؼٚ ای کٚ ثـاثـ کٚ كبهؼ آفاػی صویوی امت ٝفاؿت ػكبع اف کبؿثـک٘بؿ ىؼٙ امت ٝ اف ٓـف ربٓؼٚ ای ٗب

ربٓؼٚ ای کٚ ػؿ آٗزب ٛـ ؿٝف آـاؿ ٓؼبه ػاىتٚ امت ٓٞؿػ  ٝ اف ٓـف ػؿٝؽ عٞػ ؿا ربٓؼٚ آفاػ ٓی ػاٗؼ ثٚ

كـٝه ٛٔجـگـی کٚ اٍلا ٓبٗ٘ؼ تَٞیـ تجِیـبتی ؿٝی  -ٛٔبٗ٘ؼ ٓٞاؿػی چٕٞ: ، چپبٍٝ هـاؿ گـكتٚ ٓی ىٞػ

اٝ ٓی ثی٘ؼ کٚ مـإ صکٞٓتی اف تٔبّ ٓيکلات ٝ ؿیـٙ.  ٝىی یک هٞٓی ٗٞىبثٚگـإ كـ - گیيٚ كـٝه ٗینت

ػؿ ایٖ ثغو اف كیِْ كـػی کٚ ػؿ رِٞی  -ثبعجـ ٛنت٘ؼ )تَٞیـ

پـچْ آٓـیکب ٗينتٚ ٝ ٓیگٞیؼ کٚ اٝ اف ٛٔٚ چیقثب عجـ امت( کٚ 

ؼ، ایٖ ثبػج ٓی ىٞػ یتبُینتی چگٞٗٚ پٍٞ ٛب ؿا ٓی ثِؼمینتْ کپ

و آیؼ ٝ ػمت ثٚ کبؿی رٕ٘ٞ ٓيکلاتی ثـایو پیاف ُضبظ ؿٝاٗی 

 .ػٝثِٚ ىؼٙ امت موٞٓ فٗؼ. ایٖ كیِْ ػؿ ایـإ ثب ػ٘ٞإ آٓیق
A consumer who has never been in need of some things in the first place, has now reached 

a stage that nothing can satisfy his insatiable thirst. In capitalist systems, investments and 

implementation of new projects or production lines are not conducted with the aim of 

helping people or pushing a country towards growth and development, but it is an 

introduction to exploiting them and making them poorer. We see this as the capitalist 

countries send their products to consumer countries as "domestic products". Industries that 

are just assemblers and try to make more money by abusing lower transportation costs and 

cheaper foreign labor wages. The most obvious feature of the Western societies is the 

monetary policy or capitalism. This is a big disaster for the humans as well as the level at 

which the values of a society revolve around greed and the consumption. It is so clear in 

these societies that people abandon each other for more profit. In such an environment, 

anyone who has bigger bank accounts can live while others do not have the proper 

facilities and social position. Capitalists embezzle money from people with fake services 

and products. Such issues have well been addressed by Ebbe Roe Smith, Arnold Kopelson 

and Joel Schumacher in their book "Falling Down". The book depicts the American sick 

community in which a former engineer, who had been employed by the Department of 

Defense for the design and development of missiles, has now been dismissed from the 

project as he is not of any use any more. He has been cast away from a society filled with 

inequality, and lacks any real freedom, a society that has robbed his life and everything, a 

society full of lies -- just like: selling a hamburger which is not like the advertised one or 

charging too much for a simple cola. He sees government officials are aware of all the 

problems (image -in this part of the film, the person sitting in front of the American flag 

saying that he knows everything) know that how the capitalist system swallows the money.  
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 یب ٓؼاػ ربػٝ چـاؽ ربػٝ
کپیتبُیقّ اف ػیٞ پٍٞ امتلبػٙ ٓیک٘ؼ تب عٞىجغتی ٓب ؿا ثگیـػ ٝ ٓب ؿا اف صویوت ػٝؿ مبفػ ٝ ثـػٙ عٞػ گـػاٗؼ. 

ؿا افٓب گـكتٚ ٝ ٓب مبف ٓی ىٞػ. پٍٞ فیبػ آؿآو َ پٍٞ ػیٞی امت کٚ اگـ ػؿ ک٘تـٍ ٓب ٗجبىؼ ثـای ٓب ٓيک

ٝ  ػیٞ پٍٞ ٝاؿػ رنْ ٝ ربٕ ٓب ٓیيٞػ ٗبػیؼٙ گـكتٖ یک ٗکتٚ ْٜٓؿا امیـ ٓی مبفػ. ػؿ ایٖ ؿامتب امت کٚ ثب 

 ثٚ ػ٘ٞإ یک ىؼبؿكؤ مؼؼی امت کٚ ثـ مـػؿ مبفٓبٕ َِٓ ٗٞىتٚ ىؼٙ )کٚ یک ثیت ىؼـ ػؿإٓ یک ٗکتٚ 

ٕ فٓبٕ آامتلبػٙ ٓی ىٞػ( کٚ ٓی گٞیؼ "ث٘ی آػّ اػْب یکؼیگـاٗؼ کٚ ػؿ آكـی٘و فیک گٞٛـٗؼ" ػؿ  ثؼٕٝ ػَٔ

ٓبٕ ٓی ؿٝػ کٚ ٛٔٚ ٝ یبػامت کٚ چیقی ثٚ ٗبّ "ٓبٍ ٖٓ ٝ تٞ" ػؿ ػمتٞؿ کبؿ ٝ ػَٔ كـػی ٓب ٝاؿػ ٓی ىٞػ 

ؿا عٞػٓبٕ کنت کـػٙ ایْ ٝ ٓب یکی ٛنتیْ ٝ ٛـچٚ ػاؿیْ افإٓ عؼاٝٗؼ امت. ٓب كکـ ٓیک٘یْ کٚ ػاىتٚ ٛبیٔبٕ 

ٓب ٛٔبٗ٘ؼ ٓبکیبٗی ٓیيٞیْ کٚ ػؿ رِٞیو ػاٗٚ ؿیغتٚ ٓیيٞػ ٝ اٝ كکـ ٓیک٘ؼ ػؿ ایٖ صبُت ٓب امت. عٞػ ٛٔٚ ٓبٍ 

کٚ عٞػ إٓ ؿؾا ؿا پیؼا کـػٙ ٝ عٞػ ؿا ٍبصت إٓ ٓیؼاٗؼ. ٛٔچ٘یٖ ٓبٗ٘ؼ ٛٔٚ صیٞاٗبت ایٖ ػبػت ؿا پیو ٓی 

 ک٘٘ؼ. ٛیچٞهت ثٚ ػیگـإ كکـ ٗٔیک٘یْ، اف آٜٗبی ی ٓبٗ٘ؼ فیـ عبک ؽعیـٙ ٓگیـیْ کٚ یبكتٚ عٞػ ؿا ٓیجـٗؼ ٝ ربی

ُیٞإ ٝهتی کٚ پـ ىٞػ ػیگـ ثیيتـ  ٞتقٙ كیِنٞف چیٖ ثبمتبٕ ٓی گٞیؼ:ئلاثقٝؿ ٓیگیـیْ ٝ ٓبٍ عٞػ ٓیک٘یْ. 

پـه ٗک٘یؼ چٕٞ ثیـٕٝ ٓیـیقػ. صبلا اگـ ػؿ ؿیـ ایٖ ٍٞؿت ٓب ثغٞاٛیْ ثیيتـ اف صؤبٕ ٝ اٗؼافٙ ُیٞإ 

ٓؼ مـؿیق ىؼٙ ثٚ ثیـٕٝ ٓیـیقػ، آُٞػٙ ىؼٙ ٝ ثٚ پٍٞ کخیق تجؼیَ ٓیيٞػ کٚ فٗؼگی آؿٝفی کنت ک٘یْ ایٖ ػؿ

ٝؿ ٗؼاؿیْ کٚ ؿٝفی ؿا ٓـاس ٛنتی ثـایٔبٕ تؼـیق ٓی ک٘ؼ، اٝمت کٚ اٗؼافٙ ٓبٕ ؿا ٗیق آُٞػٙ ٓیک٘ؼ. ایٖ ؿا ثب

ُیٞإ ؿٝفی ؿا کْ ٝ فیبػ ٓیک٘ؼ کٚ إٓ ثٚ ؿكتبؿ ٝ کـػاؿ ٓب ٝاثنتٚ امت ٝ ثیيتـ اف إٓ ؿا ٗٔیيٞػ اف ؿاٙ 

 ٍضیش کنت کـػ ٓگـ اف ؿاٙ ؿیـ اعلاهی.

 

Magic Lamp or Magic Pen 

Capitalism uses the genie of money to take our happiness and keep us away from the 

truth so that it could turn us into slaves forever. The money is a genie, which, if not in 

control, will become problematic for us. Too much money will take our peace and 

subdue our lives. Therefore, ignoring one important point here lets the evil genie 

penetrate our lives and bodies, and this is a point mentioned in a poem by Saadi, 

which is inscribed on the entrance of the United Nations (which is used only as a 

slogan and is not enacted at all), It says that "The sons of Adam are limbs of each 

other, Having been created of one essence." At that time, something called "mine and 

yours" comes into our individual agenda and practice. And it reminds us that we are 

all one and all that we have, have been given to us by universe. We think we have got 

everything by our own effort and everything is ours. In this case, we become like a 

bird which is fed grains but thinks it has found the food by its own efforts. Like all 

animals, we also have the habit of storing what we find and hiding it somewhere that 

nobody can find it. We never think of others, we just take everything by force and 

make them our own. Ancient Chinese philosopher Laozi says: When your cup is full, 

stop pouring, because it overflows. Now if we try to get more than what is ours then it 

will overflow and pour out, then it becomes contaminated and becomes dirty money 

that infects our lives. We do not believe that it is universe who increases and 

decreases our income, which highly depends on our behavior and our actions, and 

more cannot be obtained from the right path except through an immoral way. 
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پٍٞ کخیق ثٚ فٗؼگیٔبٕ ؿا اٗجبىت پٍٞ امت ٝ ٗٚ اٗجبىت توٞا؟ چـا ٗجبیؼ رِٞی ٝؿٝػ  كکـ ٓیک٘یْ ؿاٙ اؿتوب چـا

ػؿ اُٝیٖ ملـّ ثٚ ٛ٘ؼ ثـای عـیؼ کتبة ثٚ ثگیـیْ؟ ایٖ ػؿ ک٘تـٍ ٓب ثبیؼ ثبىؼ تب پٍٞ پبک ٝاؿػ فٗؼگیٔبٕ ىٞػ. 

ؿٝپیٚ  ۳ٓٔگـكتْ، پيت رِؼ هیٔتو ؿا ػؿ ػمت ٛٔـاٙ ػکتـ میؼ ٛبػی اثـاٛیٔی ثٚ کتبثلـٝىی ؿكتیْ. کتبة ؿا 

ؿٝپیٚ ؿٝ آٓبػٙ  ۳ٓٔ. ٛٔیٖ ٓٞهغ ثٞػ کٚ ٖٓ ٘ؼ ٛنتؼٙ پـمیؼ کٚ هیٔتو چؽکـ کـػٙ ثٞػ. میؼ ٛبػی اف كـٝى٘

کيیؼ. ٖٓ کٚ كکـ  ۳ٓٔکـػٙ ثٞػّ تب ثلـٝى٘ؼٙ ثؼْٛ. كـٝى٘ؼٙ کتبة ؿا اف ػمت ٖٓ گـكت ٝ یک عٔ ؿٝی 

ٛب ؿایذ امت(، ک٘بؿه ا ث٘ٞینؼ )ثلایی کٚ ػؿ ثـعی کيٞؿکـػّ کٚ كـٝى٘ؼٙ تَٔیْ ػاؿػ هیٔت ثیيتـی ؿ

کْ کـػ؟   ؿٝپیٚ  ۳ٔ تب ىؼٙ ثٞػ اف ػٝمتْ پـمیؼّ . چی ىؼ ؟ چیکبؿ کـػ؟ چـاچئبْٗ چٜبؿ ؿٝپیٚ، 8ٓٗٞىت 

ؼ صجیت عؼامت. ٛـ چ٘ؼ کٚ ػی٘و میک ٛنت ٞی٘ٓیگ ػؿ املاّگلت ایٖ ٕٛٔٞ کبمجی ٛنت کٚ ػکتـ اثـاٛیٔی 

ػ فٗؼگیو کـػ. ثِٚ، ُٝی ؿكتبؿه ٓنِٔبٕ ٛنت. ایٖ كـٝى٘ؼٙ مٞػ صلاٍ ٝاؿ ؿا صنبة کـػ ٝ كؤ إٓ ؿا ٝاؿ

ٛـ گٞٗٚ کنت ػؿآٓؼ ٝ تزبؿتی کٚ ثـ پبیٚ مٞػ ٝ ػؿآؼفایی ىـٝع ىٞػ ٝ عؼٓت گقاؿی ثٚ ٓـػّ ػؿ ٗظـ 

ثٚ عٞىضبُی عـد عٞاٛؼ ىؼ  کنت ىٞػ اف ؿاٙ ٍضیشاگـ گـكتٚ ٗيٞػ ٛٔـاٛی ثب کپیتبُیقّ ٝ ػیٞ پٍٞ امت. 

اٗؼ عؼا عٞة ٓی ػاٗؼ کٚ إٓ پٍٞ اف کزب ٝ چگٞٗٚ ، ٛـ کل ٗؼٗگـاٗت ٓی ک٘ؼ ػؿآیؼ ػٍ اىتجبٙٝ اگـ اف ؿاٙ 

ثـٝیؼ رٞ ف  "گ٘ؼّ اف گ٘ؼّثٚ ٛٔبٕ ىکِی کٚ ػؿ آیؼ عـد ٓیک٘یؼ.  پُٞی ؿا کٚ کنت ٓی ک٘یؼ،کنت ىؼٙ امت

 ْٛـٕ ٛلتْ هجَ اف ٓیلاػ( گلتٚ ىؼٙ: "هٝ ٛٔچ٘یٖ ػؿ کتبة آپبٗیيبػ )بكَ ٓيٞ"رٞ،  اف ٓکبكبت ػَٔ ؿ

 عٞاٛؼ اٗنبٕ عٞة کی عٞة اػٔبٍ ثب اٗنبٕکٚ اٝ; کـػاؿ ٝ ؿكتبؿ ثٚ تٞرٚ ثب ،إٓ یب ایٖ ٓخَ اٗنبٕ یک،اکٕ٘ٞ

 ای٘زب ػؿ ; ٝثؼ، ثؼ عٞاٛؼ ىؼ اػٔبٍ ثب ٝ پبک، پبک عٞاٛؼ ىؼ، اػٔبٍ ثب ; اٝثؼاٗنبٕ  ثؼ، اػٔبٍ اٗنبٕ ثبىؼ, 

 اٝ ٝ عٞامتٚ ٛب کـػاؿٛب عٞامتٚ ٛبی اٝ ؿا ٓی مبفٗؼ آؿفٝامت;  آؿفٝٛب اف ٓتيکَ كـػ یک کٚ ٓیگٞی٘ؼ آٜٗب

ایٖ مکٚ ثـ مکٚ  ٝ "عٞاٛؼ کـػ. ػاىتثـامت کٚ اٝ اٗزبّ ٓیؼٛؼ تٔبّ کـػاؿه  ٛـ آٗچٚ ،ؿا ىکَ ٓیؼٛ٘ؼ

 ػوت ٓی اكتؼٛـمکٚ کٚ ؿٝی ْٛ رٔغ ٓیک٘ؼ ثیيتـثٚ افاء ٝؿا رِٞ ٗٔی اٗؼافػ. ٍضیش اٗنبٕٜٗبػٕ اف ؿٝه ٗب

Why do we think that we have to accumulate money to promote ourselves but forget 

about piety? Why should not we prevent stopping the dirty money from entering our 

lives? It should be in our control to bring clean money into our lives. In the first trip to 

India, I went to a bookstore along with Dr. Seyyed Hadi Ebrahimi to buy books. I 

picked a book, the price of which was 105 rupees. Seyyed Hadi asked the seller about 

the price. At that time, I had prepared 105 rupees to pay. The seller took the book and 

scratched the price on the cover. I though he was going to charge for more money 

(what we can see in many countries), but he simply wrote 90 rupees. I was astonished. 

Then, I asked my friend about the reason. "What did he do right now? Why did he 

lower the price?" Dr. Ebrahimi told me he is the one who we call "God's friend" in 

Islam. Although his religion is Sikh, he behaves like a Muslim. This merchant only 

counts on Halal money and does not want dirty money in his life. Yes, any sort of 

business which is built on only profit instead of trying to serve people will be 

accompanied by capitalism and the money genie. If you get in the right way, you will 

be happy and if you take the wrong path, it will make you go astray. God knows well 

where and how that money was earned. You spend the money in the same way you 

earn it. Rumi says, “Don‟t you forget Karma, Things will happen to you good or bad, 

according to how you behave [As you sow, so shall you reap].”Also in 

Brihadaranyaka Upanishad book (7th Century BCE) “Now as a man is like this or like 

that,according as he acts and according as he behaves, so will he be;a man of good 

acts will become good, a man of bad acts, bad;he becomes pure by pure deeds, bad by 

bad deeds;And here they say that a person consists of desires,and as is his desire, so is 

his will;and as is his will, so is his deed;and whatever deed he does, that he will 

reap.“And this accumulation of capital through wrong approaches does not help 

anybody grow; just the opposite, it degrades their humanity.  
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ؿا اف ثـای رٔغ کـػٕ إٓ یک مکٚ، ٓضیٔ فینت ،پؼؿ ٝ ٓبػؿ، رٞاٗی، آؿآو، اػتجبؿ، ؿٝس ٝ ... چٕٞ 

ثَٞؿت ٍضیش صبٍَ اُجتٚ اگـ اٗنبٕ امیـ پٍٞ ٗيٞػ ٝ پٍٞ ؿا  ػٛؼ کٚ ٛیچگبٙ ثبف ثـٗٔی گـػٗؼ. ػمت ٓی

ٛب ؿا ثکبؿ گـكت تب ثـایو کبؿ ک٘٘ؼ ٝ ٛٔبٗ٘ؼ مِیٔبٕ کٚ ػیٞنبٕ ٓیيٞػ، ، ایٖ ػیٞ امیـ اٗٗٔبیؼ ٝ عـد ک٘ؼ

ایٖ کٚ ثـای چٚ  ؿا ثنبفٗؼ، ٓب ْٛ ثبیؼ امیـ ػیٞ پٍٞ ٗيٞیْ ٝ اف اٝ کبؿ ثکيیْ ٝ اٝ ؿا امیـ عٞػ مبفیْ. ٓؼجؼی

چیقی ػؿ ىـِٔبٕ کبؿ ٓیک٘یْ ثبػج صلاٍ ىؼٕ ٝ ثب اؿفه ىؼٕ کنت ٝ کبؿ ٓی ىٞػ. تلبٝت ػؿ یک ٗیت پبک 

َ اٗنبٕ ػؿ پی إٓ ٗیت پبک امت. اگـ ٓؼِٔی ٝظیلٚ عؼٓت ثٚ ػاٗو آٓٞفإ ؿا ػاؿػ. اگـ پِیل ٝظیلٚ ٝ ػٔ

عؼٓت ثٚ عِن، اگـ ؿاٗ٘ؼٙ اتٞثٞك ٝظیلٚ عؼٓت ػؿ ربثزبیی ٓـػّ ؿا ػاؿػ. اگـ کبؿ ؿا ثـای کنت ػؿآٓؼ 

ب ثٚ ایٖ كـػ ٓؼاّٝ ٓ٘تظـ ؿمیؼٕ ثٚ آعـ ٓبٙ امت ت ػؿ ثٜتـیٖ صبُت ٝمؼت پیؼا ٗغٞاٛؼ کـػ ٝ بٕ٘ؼ ؿٝفیيٗثؼا

ٝ  ٓؼىبٕ ؿا ثیيتـ ٗٔبی٘ؼاف ٓنیـ ؿامت عبؿد ٓیيٞٗؼ تب ػؿآ ٛب اكـاػ ثنبػگیپُٞو ثـمؼ. ػؿ ایٖ گٞٗٚ کبؿ

ٓؼی کٚ گبٛی ٗبػؿمت ثٞػٙ ٝ ػؿ علاف عؼٓت ؿمبٗی ٓی آ. ػؿٓـػّ ثـایيبٕ كؤ اثقاؿ کنت ػؿآٓؼ ٓی ىٞٗؼ

ؿا  ثٚ عِن تٞ ؿاٙ ٓی اٗؼافّ ٝ ؿٝفی اُـصٖٔ اُـصیْ، عؼایب ایٖ کنت ؿا ثـای عؼٓتالله نْ ثبیؼ گلت . ثثبىؼ. 

ٝ ػؿ ػَٔ ْٛ ٗجبیؼ عؼٓت گقاؿی ؿا كـآٞه کـػ. پل پٍٞ ٛٔٚ چیق  ِجْ کٚ تٞ ثـای ٖٓ توؼیـ کـػٙ ایٓیط

کٚ مبُیبٕ گؾىتٚ ثٚ ٛ٘ؼ ٜٓبرـت  ٗٚ ػاؿ ٛ٘ؼ یک فؿتيتی ایـاٗی ٓی ثبىؼٗینت. ثـای ٓخبٍ، ثقؿگتـیٖ کبؿعب

. ایزبػ ىـَ ثـای ٓـػّ امت کنت پٍٞ ٝ حـٝت ٗجٞػٙاف ؿاٙ اٗؼافی کبؿعبٗٚ يبٕ ای . ٛؼف اٍِیامت ٙکـػ

 ، ثـای ٛٔیٖ امت کٚ ٓـػّ ٛ٘ؼ عبٗٞاػٙ تبتب ؿا ثنیبؿ اصتـاّ ٓیگؾاؿٗؼ. ثٞػٙتـ ثـایيبٕ رؾاة 

مٞفاٗؼٕ ٝ ػٝػ کـػٕ یکی اف ٜٓٔتـیٖ ؿٝه ٛب ثـای اصْبؿ ىیبٓیٖ ٝ ٓٞکلإ امت چٚ ثب مٞفاٗؼٕ ٗلت ٝ 

ایـإ ٝ ٛ٘ؼ ٝ چیٖ ؿٝؿٖ چـاؽ ٝ چٚ ثب مٞفاٗؼٕ امل٘ؼ، ػٞػ ، ػٝٗب ، ک٘ؼٝؿ ٝ ... کٚ ػؿ تٔبٓی كـٛ٘گ ٛبی 

 .ٓـمّٞ ٓی ثبىؼ

Because to collect a coin, they lose their environment, parents, youth, calmness, 

credibility, and spirit that never return... . Of course, if we take this love of money, 

which is like a demon, under control, we can use it in a good way. Just like Solomon, 

who had the power to command daemons and genies and ordered them to build his 

temple, we need to not be captured by the demon of money and instead enslave it and 

make it fulfill our quests. Being aware of the reason behind the job we do can 

generously contribute to its positive impact on our lives and make it Halal (spiritually 

and religiously legal). Purity of intention makes a great difference in human actions. If 

the teacher has a duty to serve students, if the police is to serve people, if the bus 

driver has a duty to serve the people, and if they only consider the job as a way for 

making money, their daily portion will not expand. In this situation, the individuals 

only think about the end of the month to get their salary. This can easily mislead 

people from the right path to increase their gains; they even think of others as means 

to reach their personal goals. This sort of income is somehow unrighteous and 

contravenes serving people. So, we shall say: In the name of God, the Compassionate, 

the Merciful. O, God! I will do this business to serve your creatures, and I ask for a 

portion that you have honored me, and in practice I shall not forget the service. So, 

money is not everything. For example, the biggest Indian producer is an Iranian 

Zoroastrian who immigrated to India many years ago. He did not intend to set up 

factory just to make money. He dreamed of creating jobs for people, and that is why 

the people of India respect the Tata family so much. 

Burning and smoke are among the most important ways to summon demons and 

angels; it could be burning light oil, or burning wild rue, incense, Boswellia, etc. It 

has been a common place activity in all cultures of Iran, India and China.  
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ٗٔبیؼ تب آٞؿ ٓؼ٘ٞی اصْبؿ ک٘ؼٝؿ، یک ٓٞکَ عٞة ؿا  ٝ ٓی تٞاٗؼ اف مٞفاٗؼٕ امل٘ؼ، ػٞػ، ػٝٗباصْبؿ ایٖ 

تب  ،صبػث گـػػ ٝ ٛٔچ٘یٖ ثب مٞفاٗؼٕ ث٘قیٖ ٝ ٗلت ػؿ چـاؽ ٍ٘ؼت ػیٞ ىـٝؿ اصْبؿ ٓی ىٞػٝ اعلاهی 

، ٛٔبٗ٘ؼ ٛٔبٕ چـاؽ ربػٝ ػؿ ػامتبٕ ػلاء اُؼیٖ کٚ ثب ػمت ثـای کنت پٍٞ ر٘گ ٝ عٕٞ ؿیقی صبٍَ ىٞػ

ٔچٕٞ ثٚ ىکَ ػٝػ ثیـٕٝ ٓی آٓؼ ٝ ػیٞی ٓی ىؼ تب عٞامتٜبیی ٛچـاؽ ٓینٞعت ٝ ، ؿٝؿٖ ؿٝی إٓ ٕکيیؼ

ٗینت، صویوتی ٛب هَٚ  ػؿ ثٚ یبػ ػاىتٚ ثبىیؼ کٚ چـاؽ ربػٝ كؤ .پیؼا کـػٕ ٓلا ٝ پٍٞ ٝ حـٝت ؿا ػِٔی ٗٔبیؼ

آٓـیکب ٛٔیيٚ ػؿ فٓبٕ  ر٘گ ثب چـعبٗؼٕ ثیيتـ  ثـ ٓیغیقػ. ٓٞاػامت کٚ ػیٞه اف ػٝػ صبٍَ اف مٞعتٖ 

 ػؿآٓؼ ثیيتـی ایزبػ کـػٙ ،چـط ٍ٘ؼت ٝ مٞفاٗؼٕ ٗلت ٝ ؿٝؿٖ ٝ کٔک ػیٞ ثیـٕٝ آٓؼٙ اف إٓ چـاؽ ٍ٘ؼت

ٛبیی کٚ ٓی آی٘ؼ تب اٗنبٜٗب ؿا ثٚ عبک ٝ ، ػیٞغ ٓی ىٞٗؼٓبم إٓ ٛب  اف ثغبؿاتامت. ٗلت ٓی مٞفػ ٝ ػیٞ

ٗبک امت کٚ تٔبٓی ر٘گٜبی ثيـ اف ؿٝف اٍٝ ثـای ایٖ ػیٞ ثٞػٙ  ، ػیٞی عطـییحـٝت ٝ ػاؿاػیٞ  عٕٞ کي٘ؼ.

 امت. 

ٝ مٞفاٗؼٕ ٝ ػٝػ کـػٕ ؿٝؿٖ ٝ ٗلت ٓٞؿػ ػمتٔبُی کـػٕ چـاؽ ٍ٘ؼت ثب ٛبی ثیيتـی ؿا ؿٝف ػیٞٚ ؿٝف ث

ثٞرٞػ  ؿاػظیْ ثلای ربٕ ثيـیت اٗؼ ٝ ػؿ آی٘ؼٙ علوبٗی  . ایٖ ػیٞٛبٓی ک٘یْ اصْبؿ ایٖ چـاؽامتلبػٙ ػؿ 

َِ رُقٝی»ثب ؿىؼ ایٖ ؿا ثٚ آىکبؿا ٓیجی٘یْ کٚ تٔبّ ؿىتٚ ٛبی ػاٗيگبٛی  عٞاٛ٘ؼ آٝؿػ. ػؿ ؿامتبی ؿىؼ  «ػو

ػؿ ٗوطٚ ٓوبثَ  ُضظٚ ٓب ؿا اف ػين )عؼا( ػٝؿٓیک٘٘ؼ.ٚ اٛؼاف اهتَبػی ىیطبٕ هؼّ ثـٓیؼاؿٗؼ ٝ ُضظٚ ث

َِ »كـػ ػؿ ؿامتبی . ػؿ ثیؼاٗيگبٙ ػاٗيگبٙ، ثیؼاٗيگبٙ امت ٛـ چٚ كـػ ػِْ ٝ ػاٗو  صـکت ٓی ک٘ؼ ٝ «ًُِیػو

 کٔتـی ػاىتٚ ثبىؼ ثٜتـ ٓیتٞاٗؼ ػؿ ؿاٙ عؼا هؼّ ثـػاؿػ.  

 ػؿ ای٘زبمت کٚ ٓٞلاٗب ُت ٓیگيبیؼ:

 ث٘ؼ ثيکٖ ؿٙ ػیبٕ اٗؼؿ ػیبٗنت ای پنـ      ػوَ ث٘ؼ ؿٙ ؿٝإ ٝ ػبىوبٗنت ای پنـ

This summoning can be done by burning wild rue, incense, and Boswellia to use an 

angel for good purposes, and on the other hand, it can be done through burning 

gasoline and oil to summon the evil demon of industry to devour everything and 

ignite the flames of war and bloodshed, like the magic lamp, in the story of Alaa al-

Din, which, by knocking on it, littered the oil and smelled out, and the genie would be 

able to fulfill the demands of finding gold, money and wealth. Remember that the 

magic lamp is not just in the stories, it is a fact that its demon rises from burning of 

materials. The United States has always made more money during wars by oiling the 

wheels of the industry, and with the help of demon that came out of the industry's 

Magic lamps. The oil burns down, and the demons will appear among its vapors; the 

demons who come to shed the humans‟ blood. The demon of wealth and property, is a 

dangerous one which can be considered as the main cause of all human wars so far. 

Every day, we summon more demons by manipulating the industry and use every 

advantage we can. These demons are the calamities afflicted upon humanity, which 

will create an enormous suppression in the future. We can openly see that all 

academic disciplines go along with the "elemental wisdom" in the direction of the 

growth of the devil's economic goals and from the moment to the moment we are 

moving away from the real love (God). Contrary to what the universities induce to us, 

is the individual‟s moves in line with the common sense; the less he follows such 

elemental wisdom, the better he can walk in the path of God.  

Here, Rumi says: 

On son! Wisdom clarifies the smooth path of love… Break the limits of your mind so 

you can see what best suits you! 
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کؼاّ  ثٚ یَ ثٚ ؿمتگبؿیرٜت ٗ»ثٚ ایٖ مٞاٍ ثـٓیغٞؿیْ کٚ  ؼگبٙ ٓٞلاٗبیػوَ اف ػ یثـؿمؿامتب ثـای  ایٖ ػؿ

اف ٓ٘ظـ ٓٞلاٗب پـػاعت. ػوَ  یٓؼ٘ب یثٚ ثـؿم ینتیثب یٖ پـمو، ٓیػؿ پبمظ ثٚ ا «ْ؟یبٝؿیث یؿٝ ػوَ ثبیؼ

ؼ ٝ یگٞ یٓ یٖ پبیػوَ ؿا منت ٝ چٞث ربیی  ،جبىؼیظبٛـاً ػٝگبٗٚ ٝ ٓت٘بهِ ٓ «ػوَ» بٕ ٓٞلاٗب ػؿ ثبةیث

 رٜبٕ امت. یٜٗبٕ ٛنتوت یػوَ، صو ییؼ ًٚ گٞیمتب یٓ  یق ػوَ ؿا ثٚ ٗضٞیٗ ربیی ػیگـ

َِ اثـــؼالإ چٞ پّـَ رجـئ  (۱ٖٔ8/6َ )یَ، ٓیپـػ تــب ظَِّ مـــؼؿٙ ٓ یٓــ       ـــَیػوـــ

َِ یْٛ ٓقاد عـ ىُؼمت ا  (ٕ/9۳5ٌٔ٘ٚ چٕٞ ػِق آؿّ ثٚ ػمت )یكٌـه ا   پــنت  ٖ ػو

ب اف ػٝ ٗٞع ػوَ مغٖ ٓٞلاٗ یثٚ ٓٞؿ ًِؿّب رٞاٗـٝس ػؿ ٓوبُٚ عٞػ ثٚ ایٖ ّٓٞٞع اىبؿٙ کبِٓی کـػٙ کٚ 

َِ رُقٝ» ؼ:یگٞ یٓ ًُِ» ـ «یػو  َِ ٖ ػٝ گٞٗٚ ػوَ ی، ایٓؼ٘ٞ یٓٞلاٗب ٝ ػؿ ٓخ٘ٞ ٚيیاٗؼ ٚ.اگـ ػؿ ٓطبُؼ «یػو

 ْ ىؼ.یعٞاٛ یٝ ًژكٜٔ یْ، ٓٞرت مـػؿگٔیق ٗؼٛیگـ تٔبیٌؼیؿا اف 

ؿا  یؼیتوِ  ػِْٖ پب امت ٝ یامت ًٚ منت ٝ چٞث یٖ ٛٔبٕ ػوِیگـا ٓؾّٓٞ امت، ا یب ػوَ ٓبػی یػوَ رقٝ

. ىٞػ یؼٚ ػاػٙ ٓیامت، اف ثؼٝ تُٞؼ ثٚ اٗنبٕ ٝػ یٖ گٞٗٚ اف ػوَ، ًٚ رٜت ٓؼبه اٗنبٗیػٛؼ. ا یزٚ ٓیٗت

ػاؿای ْٝٛ ٝ گٔبٕ ٝ ىي  ٚ امت کٚ : منت امت، ًٞتٚ ٗگـ ٝ ٓبػی گـامت،ٗٓيغَبت ایٖ ٗٞع ػوَ ایٖ گٞ

ًجـمت ٝ ٌٓ٘ـ ػين،  تٓٞرٗبتٞإ ػؿ ٜٓبؿ ىٜٞات ٝ ٗلنبٗیبت امت، ؿِٔ ثیٖ ٝ مطضی ٗگـ امت،  امت،

 .تـمبٕ اف ارَ امتػؼّ آٌبٕ ؿاٛیبثی ثٚ صویوت ٝ ًٔبٍ، ثب تؼِیْ ٝ تزـثٚ اكقایو ٓی یبثؼ، 

 (ٔ/ٕٖٕٖٔ ثٞػ )یتٌٔ یٖ مغت ثیچٞث یپـــب     ـــٖ ثــــٞػیبٕ چٞثیامتـؼلاُ یپـب

 (8۱/۱ٕٔنت )یكٖ ٝ ٓضتبد ٗ یـایرـــق پــؾ  نتیػوَ امتغـاد ٗ یرُقٝػوــــَ 

In order to examine Rumi‟s view on “reason” this question pops up that "which 

wisdom could lead us to salvation?" to find the answer, we need to study different 

aspects of reason from Rumi‟s point of view. Rumi‟s sayings on “reason” seem to be 

ambivalent and contradictory; sometimes he describes it as a feeble foot that cannot 

be stood on, and sometimes he praises it to an extreme extent as if reason is the 

hidden reality of the world. 

The wise person‟s reason is like Gabriel‟s wings, it flies from one place to another in 

a blink of an eye (4139/6) 

This wretched reason has become like a donkey, it is all preoccupied with finding its 

grass (1857/2) 

Reza Javanrouh has referred to this issue in his article saying that Rumi divides reason 

into two kinds: “partial reason” and “general reason”. If we do not distinct these two 

in Rumi‟s poems, we will definitely miss interpret his words. 

Partial reason or materialistic reason is despicable; it is feeble foot that con not be 

stood on and spreads the imitating science. Such reason, which is used in line with 

humans‟ materialistic goals, is granted to us from birth. It is feeble, narrow-minded 

and materialistic. It is also featured with delusion, hesitation and is weak against 

cravings and lust. It leads to arrogance and denies real love. Such reason hinders 

mankind from reaching the truth and salvation. 

Reason‟s foot is made of wood, a wooden foot can‟t be relied on. (1/2132) 

Partial reason is not good for determination, it can only learn from outside and is 

always needy. (4/1294) 
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 (ٕ/9۳5ٌٔ٘ٚ چٕٞ ػِق آؿّ ثؼمت )یكٌـه ا     ٖ ػوَ پنتیىُؼ مت ا ْٛ ٓقاد عـ

وــــَ یًـًل آٓؼ ا یػوـــَ رُقٝ َ ) یلــٚ عٞاؿیپـــــ اٝ ثب ر        ُٓ تََّ ُٓ۱ٖٔ9/6) 

ٌٕ٘ٞ )یآٖٓ اف ؿ   یػوـــَ ًِ           ــٕٞـٙ، گٚ ٗگـیگبٙ چ یػوَ رقٝ  (ٖ/۱۳ٔٔت  أُ 

ْٖ  یػوَ رقٝ ْْٛ امت ٝ ظ   ٝ ْٖ )          آكتو   ٓ  ٝ  (ٖ/۳۳9ٔفاٌٗٚ ػؿ ظُِٔبت ىؼ اٝ ؿا 

 (ٓ/ٓٓ)ــچیــچ ٛیكٌــــــىبٕ ػؿ تـى ىٜـــٞت ٛ            چیـــچ پیب پیػوِيـــبٕ ػؿ ٗوَ ػٗ

 (6/ٕٓٔـإ ىؼٙ مت ٝ تٖ ػؿمت )یفاٌٗٚ ػٍ ٝ      منت یٌٖ پـــبیقمت ُیػوَ مـ ت

ْْٛ عٞاٗو آٗي ىٜٞت ؿا گـؼامت ْٛـــْ هِت، ٗوؼِ فؿِ ػوـــَ ٛــبمت )       ٝ   ٕٖٝٓٓ/۱) 

َِ تٞ ػمتٞؿ ٝ ٓـِٞةِ ٛــٞامـت ِٙ عؼامت )       ػو ِٕ ؿا  (۱۳/۱ٕٔػؿ ٝرــــٞػت ؿٛـــق

ًَُ        ؼٕ ف ّؼقِ ػوَ اٝمتیإٓ عطب ػ  َِ َِ ٓب چٞ پٞمت ) ػو  (ٔ/5۱ٖٖٓـقمت ٝ ػو

ْٛــْ اكُتؼ ػؿ عطب ٝ ػؿ ؿِـــٔ  (ٖ/۳5ٖٓػوـــــَ ثبىــؼ ػؿ اٍِـبثت ٛب كؤ )          ٝ 

َِ رُقٝ ٌْ٘ــ ثٞػ یػو ُٓ ّـ ثٞػ )یگـ چٚ ث٘ٔب               ػين ؿا   (ٔ/89ٕٔؼ ًٚ ٍبصتِ م

 (ٖ/۱5ٕٖػوــَ ؿا آٗزب هؼّ )ػؿ ىٌنتـــٚ                  ػؼّ یبیپل چٚ ثبىؼ ػين، ػؿ

ٌنج  ٓ ج یًٚ ػؿآٓٞف        یػوــــَ ػٝ ػوِنت اٍٝ   ٍ  (8۳8/۱ٔ) یچٞ ػؿ ٌٓتت 

ِّ عـٞة ٝ ثٌِـــ یاف ٓؼــــبٗ           اف ًتــبة ٝ امتبػ ٝ كٌـ ٝ ؽًِــ  (ٓ/ٓٓ)ٝف ػِــــٞ

 (86ٔ/۱ٔف صلعِ إٓ گـــإ ) یي تٞ ثبىیُ           گـإیػوَ تٞ اكــقٕٝ ىٞػ ثـ ػ

ُْــــٚیث جـُــػٙ ػوَ، ٛؼ یا  (۳69/۱ػوـَ، آٗزب ًٔتـمت اف عبىِ ؿاٙ )               ٚ تب اِ

 (ٔ/66ْٜٓٔٗ، مٞفػ ٓــا ) یگبٓ یٌیگــ                ؼ: اصٔـــؼایَ گٞیػوَ چٕٞ رجـئ

ًُِٞط ) یم٘گ، ً       ػوَ، ُـفإ اف ارَ، ٝإ ػينِ ىُٞط  (۱ٕٕ5/۳تـمؼ ف ثبؿإ چٕٞ 

This wretched reason has become like a donkey, it is all preoccupied with finding its 

grass. (1857/2) Partial reason is like a vulture, it feeds from the rations of others 

(6/4138) Partial reason can‟t be trusted as it is sometimes overwhelming and 

sometimes too weak; the general reason can always be relied on. (3/1145) 

Partial reason is affected by delusion and doubt, as if it is dwelling in a dark world. 

(3/1558) Their reason is obsessed with exalting the world, but when it comes to 

abstaining from lust, nothing! (00/0) 

One whose heart has been captured but has a healthy body, has a sharp mind but 

feeble feet. (6/120) Call it delusion not reason, if it seeks lust; delusion undermines 

any wisdom. (4/2300) Your reason is captured by cravings and lusts… there is a 

bandit in you, blocking the path of God. (4/1245) Wrong seeing is caused by 

weakness of reason…. General reason is like the nut and our reason [partial reason] is 

like the shell (1/3743) Delusion leads to astray and error… only reason takes us to the 

right goal (3/3570) Partial reason denies love… even though it pretends to be sharp 

and correct (1/1982) What is love? A sea on inexistence…. The wrecked reason 

wandering in it (3/4723) Reason is of two kinds if you are an acquirer…. And you 

will acquire them if you seek to (4/1959) From books, teachers, contemplation and 

effort… there will raise good knowledge and reason(00/0) 

The higher the power of your reason gets…. The more difficult preserving it will 

become (4/1961) O you that have been granted reason by God… be aware that your 

reason is nothing in comparison with that of God (4/568) 

As Gabriel said, God‟s reason is so much powerful that it is like the sun, if you get too 

close you will not tolerate its power (1/1066) Partial reason is scared of death and real 

love; how could a general reason which is firm like stone be afraid of such things 

(5/4227) 
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اٗنبٜٗبیی امت امت ًٚ ٓٔؼٝس امت ٝ ٓغًَٞ  یٓ٘ظٞؿ ػوِ هـاؿ ػاؿػ. یػوَ ًِػؿ ٓوبثَ ػوَ رـــقٝی 

اٝ ثب رٜبٕ  یاٗنبٕ ٝ آى٘بئ یوت رٞئیوِ ؿاٙ صوی، ًٚ رٜت گيبیٔبٗیٖ ػوَ ای. اکٚ ؿاٙ ٍضیش ؿا یبكتٚ اٗؼ

ثبٍ پـٝاف  ٍَٞیبت ػوَ رـــقٝی امت. ٝ ثٚ ایٖ ىـس امت:عٓتلبٝت اف  یبتیعٍَٞ یٓؼ٘بمت، ػاؿا

ًَ ػبُْ ، ّؼ ىٜٞت امت، ػؿمت ٝ ثزب )ػبػلاٗٚ( هْبٝت ٓی ً٘ؼ، امت، رٞٛـ ٝ ٓوَٞػ ىـیؼت امت

ْٛ تـاف ػٍ ٝ ربٕ آػٓی امت، اف ىي ٝ تـػیؼ آعـثیـــــٖ امت، تزِی ٝ ٍٞؿت إٓ امت، ؿؾای ربٕ امت، 

 . گؾىتٚ امت، گنتـٙ ای ثل كـاط ػاؿػ، چـاؽ ؿاٙ ىت ٝ ؿاٛ٘ٔبی ٗیٌی ٝ تٔییق صن ٝ ثبَٓ امت

ــــ َِ ؿٛجـ           یػوـــَ ثبىؼ ٓـػ ؿا ثبٍ ٝ پ ـ  (۱ٓ5۳/6) یچــٕٞ ٗؼاؿػ ػوَ، ػو

ٍِ عــٞه رٞ اف ـــّٞ ٝ ٗٔبف یؽؿّٙ ا           ثل ٌٗٞ گلت إٓ ؿمٞ ٍُ  ػوِـــت ثـــٚ اف 

ُیفاٗي ػوِت رٞٛـمت ا  ـ ــ ُ )یٖ ػٝ ػؿ تٌٔیا        ٖ ػٝ ػ  لْت ـ ُٓ    (۱۳۳/۳َ إٓ ىؼ 

ؼ ػوِو ٓغٞإ ) یآٗي ىـــٜٞت ٓ          پِٜٞإ یػوَ، ّؼ ىٜٞت امت ا  (۱/ٕٖٕٓت٘ 

 (ٖ/۳۳5ٕثـ اٝ چٕٞ ؿبُت امت ) یٗ لْلِ ظِٔبٗ           ٌٞ ٓبُت امتیٝ ٗ یػوـَ، ٗٞؿاٗ

َِ ا ِْ ىٜـ ػٍ امت )             ػبػٍ امت ٚچٞ ىض٘ یٔبٗیػو  (896/۱ٔپبمجبٕ ٝ صبً

ًَُیٖ رٜبٕ، یا  َِ  (ٕ/859ػوَ، چٕٞ ىبٛنت ٝ ٍٞؿتٜب ؿُمَُ )     ي كٌـت امت اف ػو

ًَُ امـت َِّ ػبُْ، ٍٞؿت ػوَ   (۳8/۱ًٕٖٞمت ثبثبی ٛـ آٗي اَٛ هَُ امت )         ًــــ

 ٗـٞؿِ ػوِت ای پنـ، رـــبٕ ؿا ؿـــؾی             ٓبیؼٙ ػوَ امت، ٗی ٗبٕ ٝ ىِٞی

ِٞؿه ِـ ٗٞؿ، آػّ ؿا عُـ ٝؿِه )            ٗینت ؿی  (8۳ٖ/۱ٔاف رق إٓ، ربٕ ٗیبثؼ پ ـ

On the other side, there is the general reason. It is a highly praised feature and is 

owned by people who have found the right path. Such reason comes from faith, which 

shows the path of truth and salvation and reveals the true meaning of life to the 

mankind. It can be described as a wing to ascend, an essence for creation, a force 

against lust, and a power to judge; the universe can be defined as the physical form of 

general reason, it is food to the soul, it opens our eyes to reality, and is equal to our 

heart and soul. The general reason frees us from doubt and becomes a force guiding 

us through the dark to the light. 

Reason is like a wing to man… reason could guide him through (6/4075) 

Our peace-seeking and righteous Prophet was right, for he said, a bit of true reason is 

better than a whole lot of prayer and submission 

Because reason is the essence of your soul and when it comes along with other 

features you will be complete (5/455) 

Reason is against lust… one that is captured by cravings does not have any reason 

(4/2302) 

Reason is the light and the force to seek salvation… so, how could the darkness of lust 

overwhelm it 

A reason that comes with faith is a judge… it is the governor and protector of the 

heart (4/1986) 

This world is a small piece of a greater mind; reason is like the king and others like its 

messengers (2/978) 

The whole universe is the embodiment of the general reason (4/3259) 

The real food is your reason not bread and water…. The light of the reason feeds your 

soul 

There is no food but light for the man… nothing but light could nourish the human 

soul (4/1953) 
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ػیث یٖ ٛٞا پـ صـً ٝ صبُیًب  ٞ ػیــــّٞ ػیيــــٚ یػوـــَ ؿا اٗؼ           ٖ ثُ  ٞ  ــٖ ثُ

 (۳8/۱ًِٕٔيؼ اٝ ؿٗذِ عبؿ ) یثٜـ إٓ گَُ ٓ          بٕ ًــبؿیؼٙ ػؿ پبیػوــــــَ ؿا ػٝ ػ

 (6ٔ8/۳٘ؼ )ییف یٓ یػؿ صزبة اف ٗٞؿِ ػ ـى        اٗؼ یػ ـى یگٔبٗ یػوَ ٝ ػٍ ٛب، ث

َِ ػ ِٕ رـــبٕ ثــــٞػیإٓ ػؿ ٓ ٚچـئــــ           ثـٞػقػإ یگـ، ثغيو یػوــــ  ـــب

٘ؼٙ ٗٚ ػ       ٘ٚ، آةِ ػاٗو رٞه ًــػیچٕٞ ف م  (86۱/۱ٔ٘ٚ ٗٚ فؿػ )یـیٗـٚ ىٞػ گ 

 (ٔ/8ٓٔٔػوَ ) یبیٖ ػؿیتب چٚ ثب پٜ٘بمت ا           ػوــَ یتب چٚ ػبُٜٔبمت ػؿ مٞػا

َِ ػوـــــَ، آكـــبم ػاؿػ پـُـــ ف ٓبٙػوـــ            ــــبٙیٌنـ میػوَ، ػكتـٛب ً٘ؼ   ــ

 (ٖ/۳ٖٕٕٗٞؿ ٓبٛ و ثـ ػٍ ٝ ربٕ ثبفؿنت )           كبؿؽ امت یؼیٝف مپ یبٛیاف م

ؼ کٚ ٛٔیيٚ ثٚ اىتجبٙ ٓؼِْ ٓبٕ مٞاُی ؿا ٓطـس ٓی کـػ کٚ "ػِْ ثٜتـ امت یب ییبػّ ٓی آ ی ٓؼؿمٚػؿ آٓٞفىٜب

ٝ کؼاّ یک  ٓیک٘ؼ ِْ ٝ ثؼاٗ٘ؼ کٚ پٍٞ اٗنبٕ ؿا تجبٙثگٞی٘ؼ ػحـٝت؟" ٓ٘ظٞؿه ایٖ ثٞػ کٚ ػاٗو آٓٞفإ 

ایٖ چـا پٍٞ عٞىجغتی ٗٔی آٝؿػ؟ ؼاٗیْ ثثـای ایٖ کٚ . اُجتٚ صبٍ ٓی ػاْٗ کٚ ٛیچکؼاّ ٓی آٝؿػ. ىجغتیعٞ

پبػىبٙ ثٚ اٝ گلت  ىبٙ گلت کٚ ثـٝیؼ ٝ عٞىجغت تـیٖ كـػ ؿا ثیبٝؿیؼ. عیبٓ ؿا آٝؿػٗؼ. ؿٝایت ؿا ٓی عٞاٗیْ.

چـا تٞ عٞىجغتی. گلت ؿٝفی یک مکٚ ػؿآٓؼ ػاؿّ ٝ إٓ ؿا ثب ُؾت عـد عبٗٚ ٝ فٗؼگیْ ٓیکْ٘. ىبٙ صنبػت 

کـػ ٝ ثٚ ٝفیـه گلت چـا اٝ عٞػ ؿا عٞىجغت تـ اف ٛٔٚ اصنبك ٓیک٘ؼ. ٖٓ ثب ىبٙ ثٞػْٗ ایٖ اٗؼافٙ 

ٚ پيت ػؿة عبٗٚ عیبٓ ؿكت ٝ اف کٔـ کینٚ ٍؼ عٞىجغت ٗینتْ. اٝ ؿا ثؼ ثغت ػبُْ ٗٔبییؼ. ٝفیـ ىجبٗگبٛبٕ ث

مکٚ ای ؿا ثبف کـػ ، یک مکٚ اف إٓ کْ ٗٔٞػ ٝ ایٖ کینٚ ؿا پيت ػؿة عبٗٚ عیبٓ گؾاىت ٝ ػؿة ؿا فػ ٝ 

ؿكت. ثؼؼ اف ٓؼتی ىبٙ کنی ؿا ثؼٗجبٍ عیبٓ كـمتبػ. اٝ آٓؼ ٝ ٝهتی رٞیبی اصٞاٍ عیبٓ ىؼٗؼ ٓتٞرٚ ىؼٗؼ کٚ اٝ 

 . امت  ىؼٙتجؼیَ  ثؼثغت تـیٖ كـػ ػؿ مـفٓیٖ پبػىبٛی ػٕ ٝ ٓـاهجت اف پٍٞ ثٞػٙ ثٚ چٕٞ ػائٔب ثلکـ رٔغ کـ

Cravings capture us in the materialistic world… while reason keeps us alert about the 

Last Day 

Reason bears the burden that the eyes lay on it… they see, it feels (4/1259) 

The reason and heart belong to the heavens… they live within the light of God (5/619) 

The general reason is the gift of God… it has put inside the soul of the man         

When knowledge that springs within the soul…will never get spoiled or dirty (4/1964) 

Many worlds have sought the greatness of the reason… so vast is the sea of the reason 

Reason can be used in every matter… the real reason is so light like the moon 

Reason is distinct from division of the white and black… its light on the soul and the 

life of humans is so clear (3/2532) 

I can remember my school times when our teacher always asked us”which one is 

better, money or knowledge?” by asking this question, he meant to tell us that 

knowledge is better as it leads us to salvation while money could lead the mankind to 

astray. However, now I can understand that neither is so great. To understand that 

why money does not bring happiness we can read the following story. The king told 

his companions to go and bring the happiest person in the living within his kingdom. 

They brought the tailor. The king asked him, “Why are you happy?” The tailor said, "I 

earn a coin per day and I spend it with pleasure in my house and in my life.” The king, 

who had become so jealous, asked his minister about the tailor‟s serenity while saying 

in sorrow, “I'm not happy enough with my kingdom… Make him unhappy.” The 

minister, then went to the tailor‟s house, and dropped a bag filled with one ninety nine 

coins at his door, knocking on the door and left. Times passed, and one day the king 

sent a man to bring the tailor. He came, and when they were sewed around him, they 

realized that he had become the most unfortunate person in the kingdom because he 

was constantly thinking of collecting and taking care of money.  
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ثِٚ، پٍٞ عٞىجغتی ٗٔی آٝؿػ ُٝی ثب ثـػٙ کـػٕ اٗنبٕ ٓی تٞإ ثؼثغتی ؿا ثـای اٗنبٕ كـاْٛ آٝؿػ کٚ تب آعـ 

ػٔـ ثؼٗجبٍ إٓ ثؼٝػ ٝ آٗچٚ ؿا کٚ ٓیغٞاٛؼ ٗیبثؼ. ای٘زبمت کٚ ّـة أُخَ ؿٝمی ٓی گٞیؼ "عٞىجغتی ثب پٍٞ 

ٓبٗ٘ؼ پٍٞ امت ؿا ثب ایٖ ى٘یؼٙ اّ اف ٓـػّ ٛ٘ؼ ػؿ فٓبٕ فٗؼگیْ ػؿ آٗزب  ػِت ایٖ کٚ ػِْ ْٛ ؿاثطٚ ای ٗؼاؿػ".

تّٞیش ٓی ػْٛ، کٚ ٓیگلت٘ؼ: ؿٝفی ػٝ ٗلـ ثـای یبػ گیـی ؿاٙ صویوت ٗقػ ػبؿكی ؿكت٘ؼ، عٞػ ؿا ٓؼـكی 

کـػٗؼ، یکی تضَیلات ػاىت ٝ ػیگـی ٗؼاىت، ثؼؼ اف ػبؿف مٞاٍ کـػٗؼ کٚ چٚ ٓؼت فٓبٕ ٗیبف ٛنت تب ػؿ 

ؿاٙ ٓٞكن ىٞٗؼ. ػبؿف ثٚ كـػی کٚ تضَیلات ٗؼاىت گلت کٚ تٞ مٚ مبٍ فٓبٕ ثبیؼ ٍـف ک٘ی تب ؿاٙ ؿا  ایٖ

ه كکـ ٓیکـػ کٚ ْٛ اکٕ٘ٞ ػبؿف ثٚ اٝ ٓیگٞیؼ کٚ ػؿ فٓبٕ ثنیبؿ کٞتبٛی ػثیبثی. ػؿ صبُی کٚ ٗلـػّٝ ثب عٞ

مبٍ فٓبٕ لافّ ػاؿی تب ایٖ کبؿ  اٝ ٓیتٞاٗؼ ایٖ کبؿ ؿا اٗزبّ ػٛؼ، ػبؿف ثٚ اٝ ؿٝی کـػ ٝ گلت تٞ ٗیق ٛلت

ؿا اٗزبّ ػٛی. كـػ تضَیَ کـػٙ کٚ چئبٗو اف تؼزت ثبف ىؼٙ ثٞػ گلت ، چـا؟ ٖٓ تضَیلات ػاؿّ. ػبؿف 

ثٚ اٝ رٞاة ػاػ کٚ: ػهیوب ثٚ ٛٔیٖ عبٓـ امت کٚ ٓٞلاٗی تـ ٓی ىٞػ. چٕٞ تٞ چٜبؿ مبٍ ثبیؼ ٍـف ک٘ی تب 

چـا ػِْ ٛٔبٗ٘ؼ پٍٞ امت ٝ  ٙ ؿٝ صویوت ىٞی.ٍٞ ٓیکيؼ تب ؿٍ ٓآٓٞعتٚ ٛبی عٞػ ؿا كـآٞه ک٘ی ثؼؼ مٚ مب

کؼاّ ؿىتٚ ػاٗيگبٛی ٛنت کٚ ثٚ اهتَبػ ٓ٘تٜی ٗيٞػ؟ ثـای ؿكتٖ ثٚ ػاٗيگبٙ ْٜٓ تـیٖ  عٞىجغتی ٗٔی آٝؿػ؟

ٓؼ ؿىتٚ ٗٚ آاٗتغبة ؿىتٚ ک٘کٞؿ ٓی ک٘یْ ثـ امبك ػؿیؼ٘ی ، ٓؼ ػاىتٖ ؿىتٚآػبَٓ اٗتغبة ؿىتٚ چینت؟ ػؿ

صبٍ یک مٞاٍ ْٜٓ ثٞرٞػ ٓی آیؼ. آیب تؼؿیل ػِْ هؼٓی ػؿ ؿاٙ ٗبثٞػی ثيـ امت؟ . ٝ عؼٓت ؿمبٗی ربٓؼٚٗیبف 

ثِٚ، ٗٞاثؾ ػِٔی ثٚ کپیتبُینْ کٔک ٓیک٘٘ؼ تب رٜبٕ ؿا ثب مـػت ثیيتـ ثٚ اٗوـاُ ثکيبٗ٘ؼ. فٓبٗی کٚ ثـای 

آیب ٓب ؿا اف عؼا ( ؿا ثٚ ػٗجبٍ اٛؼاف اهتَبػی عٞػىبٕ ٓیکيبٗ٘ؼ. ک٘٘ؼگبٕ عبُی کـػٕ ریت ٛب، ٓـػّ )َٓـف

ثـای ٓخبٍ ٓـاصی عٞػؿٝ، ىبیؼ ثـای ىٔب ایٖ ع٘ؼٙ ػاؿ ثبىؼ. ُٝی . امت ٓیک٘ؼ؟ تب کٕ٘ٞ کٚ چ٘یٖ ثٞػٙػٝؿ 

 ٗگبٙ ٓیک٘یْ إٓ ٛبی ؿكتبؿ امتلبػٙ ک٘٘ؼٙٝ ٝهتی ثٚ آخبٍ ایٖ ٓضَٞلات کٚ عـٝری ػاٗو ٝ ػاٗيگبٙ امت 

 مت. ع٘ؼٙ ػاؿ ٗینت ٝ یک ٝاهؼیت آیجی٘یْ کٚ 

Yes, money does not bring happiness, but it can bring misery to man since it gets him 

to pursue more until the end of his life while he will never find what he wants. This is 

where the Russian proverb says: "Happiness has nothing to do with money."I will 

explain why I believe knowledge is just like money by telling you a story I heard 

when I lived in India. According to a local story, one day, two people went to a mystic 

to learn the way of the truth. They introduced themselves, one was educated and the 

other was illiterate. Then, they asked the wise man asked how long it would take to 

succeed. The mystic told the illiterate person “you should spend three years to find the 

way”. While the other person thought that mystic would tell him a shorter time span, 

the mystic turned to him and said that “you will have seven years to do this”. The 

educated man, who was taken by surprise, said, “Why? I have my education.” The 

mystic replied to him, “That is precisely why it lasts longer. Because you have to 

spend four years to forget your lessons then it takes three years to get to the 

truth.”Why knowledge is like money and it does not bring happiness? Which 

academic field do you know that does not lead to economic goals? What is the most 

important factor in choosing an academic major? Sure, it is the income of that field. I 

mean we choose a field based on the money we could generate from it not the service 

we would give to the society. An important question arises here: Is teaching and 

giving knowledge to others a step toward the destruction of humanity? Yes, academic 

geniuses help capitalism to end the world at a faster pace. Trying to empty people‟s 

pockets, they lead customers in a direction that satisfies their own economic goals. 

Does it take us away from God? So far, this has been the case. For example, car 

designing is may be funny for you. But when we look at the likes of these products, 

which are the output of knowledge and academic study, and looking at the behavior of 

its users, it is not funny; it is a fact.  
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ػؿك ٓیغٞاٗؼ ٝ ثٚ ػاٗيگبٙ ٓی ؿٝػ. ثؼؼ ثٚ کبؿعبٗٚ ؿكتٚ  صنبة عٞػه ثب ٛٞه ٝ اىـف ٓغِٞهبت،اٗنبٕ ثٚ 

إٓ عٞػؿٝ ٝ... ؿا امتلبػٙ ٓی ک٘٘ؼ. ایٖ  ،ثب آٓٞعتٚ ٛبی ػاٗيگبٛیو عٞػؿٝ ٝ ... ٓینبفػ. امتلبػٙ ک٘٘ؼٙ ٛب

ٓضَٞلات آُٞػگی ثـای ٛٔٚ ٓینبفٗؼ. ثـای ػبثـ پیبػٙ کٚ عٞػؿٝ ٗؼاؿػ ٝ .... ثؼؼ ثٚ صيـ ٝ هیبٓت ٓی ؿٝیْ. 

ٛیچ  ایٖ کٞػک. ؟مٞاٍ ٝ رٞاة ٓیيٞػیب یک تضَیَ کـػٙ ػاٗيگبٛی کٔو  ػاٗوثب  مبُٚ 5یک کٞػک بٍ ص

ٓبمت کٚ ٛقاؿإ ثلا  ػاٗو . ایٖٛنت٘ؼٗبثٞػ ک٘٘ؼٙ  بؿم اُتضَیلإ ػاٗيگبٙ ٛبكٍؼٓٚ ای ثٚ فٓیٖ ٗٔیقٗؼ ُٝی 

ایٖ فٓیٖ ٗیبف ثٚ آػٜٓبی تضَیَ کـػٙ ػاٗيگبٛی ٗؼاؿػ ثِکٚ "مـٓبٕ ٓی آٝؿػ. ای٘زبمت کٚ ػالایلآب ٓیگٞیؼ 

چـا كکـ ٓیک٘یؼ کٚ  "، هَٚ گٞیبٕ ٝ ػبىوبٕ اف ٛـ ٓـاّ ٝ ٓنِکی امت.ضیٖ، ىلبگـإٗب آیؼاٗٚ ٗیبفٓ٘ؼ َِٓ

عـیؼ عٞػؿٝ ٝ ایزبػ آمبیو ثـای عٞػ ثب ٗينتٖ ػؿٕٝ عٞػؿٝیی کٚ ٛٞای ػؿٝٗو ٛٔیيٚ ثٜتـ اف ثیـٕٝ 

کنبٗی کٚ امتلبػٙ ثیـٕٝ ؿكتٚ، امت ٝ ایٖ ػؿ صبُینت کٚ ػٝػ صبٍَ اف مٞعت ثـای ػبثـاٗی کٚ پیبػٙ ٓیـٝٗؼ 

 ایٖ گ٘بٙ ػبػی ىؼٙ ثٚ گٞٗٚ ای کٚ ىٔبی عٞاٗ٘ؼٙ ْٛآیب ایٖ اعلام امت؟ چـا نت٘ؼ. ٛک٘٘ؼٙ كؤ ػٝػ عٞػؿٝ 

صبٍَ ایٖ ٓضٍَٞ چٚ کنی ایٖ گ٘بٙ ؿا ػبػی کـػٙ؟ کپیتبُیقّ.  کٕ٘ٞ ػؿ صبٍ ع٘ؼیؼٕ ثٚ ٖٓ ٗٞین٘ؼٙ ٛنتیؼ؟ا

ایٖ عـیؼ ؿا چٚ ربیی . ؿمبٗٚ ٛبٝ ػاٗيگبٙ. عـیؼ إٓ ؿا چٚ کنی پیيٜ٘بػ کـػٙ؟ تِٞیقیٕٞ ٗتیزٚ کزبمت؟

ثبٗک، کٚ کبؿعبٗٚ فٗزیـ مبفی کپیتبُیقّ امت. فٗزیـ چینت؟ اػتجبؿات ثبٗکی. کبؿت ٘ؼ؟ تْٔیٖ ٓی ک

ربُت ای٘زبمت کٚ ػاٗيگبٙ ٓضَ کبؿّ ثـای تٔبٓی کبؿک٘بٕ کبؿت اػتجبؿی یـی امت ثـ گـػٕ. اػتجبؿی فٗز

تٜیٚ کـػ. کبؿتی کٚ ایٖ آکبٕ ؿا كـاْٛ ٓیکـػ ٛـ ٓبٙ تب ٓجِؾ 

ک٘یْ ٛٔٚ عٞىضبٍ ىؼٗؼ ٝ ٖٓ یٞإ ثب ریت عبُی عـیؼ  ۳ٓٓٓٓ

 گـینتْ.

)ٍ٘ؼت  ٖ ٝ ٗلت ػؿ چـاؽ ٍ٘ؼتؿمٞعتٖ ؿٝتضویوبت ػؿ ٓٞؿػ 

مٞعتٖ ٗلت  صبٍَ ػٝػ ٗيبٕ ٓی ػٛؼتُٞیؼ یب ٍ٘ؼت صَٔ ٝ ٗوَ(

 ػاىتٚ امت، لآت رنٔیثـ متبحیـاتی ؿا ٝ پلامتیک 

Human beings think they are superior to all other 

creatures. They go to university, then they go to a factory with their university degree 

and design and build cars. Users use that car and, the vehicles spew poison to the air 

and make everyone suffer. It does not matter whether you are a driver or a pedestrian, 

with no car. So, will we really be questioned at the Last Day in the same way? Is a 7-

year-old child questioned just like an educated person is queried? This child has not 

hurt anything while those university graduates have. It is our knowledge that afflicts 

thousands of calamities upon us. This is where Dalai Lama says, "This land does not 

need educated people, but it desperately needs reformers, healers, storytellers and 

lovers of every kind." Why do you think buying a car and sitting in a vehicle which is 

only comfortable for you is the best thing to do, while automobile creates smoke that 

hurts pedestrians who walk on the street? While you are in comfort, they only get 

smoke. Is this morality? Why has this guilt become so normal that some of you are 

now laughing at me? What has made this guilt normal? Capitalism. Where has this 

result come from? University. Who has suggested us to buy that product (car)? TV 

and media. What entity guarantees this purchase? Bank, which is center to preserve 

the capitalization chain. What is the chain? Bank credits. Credit card is yoke on 

customers‟ necks. Interestingly, my university provided credit cards for all employees. 

Using the card, we could buy up to 50,000 yuan per month with an empty pocket; 

while everybody was delighted, I cried to this misery. 

Studies show that the considerable amount of oil and gas burnt by vehicles and 

through the transportation has had an irreversible impact on people‟s physical health;  
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ؿ فٓبٕ ثقؿگنبُی کٞػک ثبػج ثـای ٓخبٍ ایٖ ػٝػ ٓی تٞاٗؼ ثب امتئبّ إٓ تٞمٔ کٞػک یب ٓبػؿ ثبؿػاؿ، ػ

ثِٚ ثٜـٙ ٛٞىی اٗنبٕ ػبَٓ تٔبّ ایٖ ثؼیغتی ٛب امت ٛٔز٘نگـایی صبکی اف ایٖ امت.  ىٞػ، تـییـؿكتبؿر٘نی

کٚ چـط ٍ٘ؼت ثب چـعیؼٗو ثـای ٓب آٝؿػٙ ٝ ایٖ اٗوـاُ اٝمت. اگـ اٗنبٕ اف ثٜـٙ ٛٞىی کٔی پبیی٘تـ یب 

ػ ٓيکلات ک٘ٞٗی پیو ٗٔی آٓؼ. ٛٞه ٓب ثیيتـ اف صیٞاٗبت امت کٔی ثبلاتـ اف ایٖ کٚ ػاؿػ ثـعٞؿػاؿ ٓی ثٞ

ُٝی ٗٚ إٓ اٗؼافٙ فیبػتـ کٚ اٗوـاُ عٞػٓبٕ ثؼمت عٞػٓبٕ ؿا ػؿک ک٘یْ. ثٚ ٛٔیٖ ػُیَ ػائْ اىتجبٛبتٔبٕ ؿا 

 تکـاؿ ٓی ک٘یْ. 

مـػت اٗوـاُ ؿا ی٘ؼ کبؿ ػاٗيگبٙ ٛب ثؼؼ اف اٗولاة ٍ٘ؼتی تب ثٚ آـٝف ایٖ ثٞػٙ کٚ كبؿم اُتضَیَ إٓ ثـآ

ثیيتـ ثٚ  ک٘٘ؼٙ کٔک ٝ آَ اٗوـاُٞٞیقیٕٞ ػِػاٗيگبٙ، ٍ٘ؼت ٝ ت ثبٗک، ٍؼ چ٘ؼإ کـػٙ اٗؼ. پٍٞ ،

ثـای مکٚ مبفی ٓنتکجـإ ؿٝف ثٚ ؿٝف ثیيتـ آٓبػٙ ٓی ک٘٘ؼ ٝ ٓب ػؿ صبٍ  ا. آٜٗب ثنتـ ؿٓی ثبى٘ؼ کپیتبُیقّ

ٔبٕ ػٝیؼٗ ،اٗولاة ٍ٘ؼتیفٓبٕ  تب .ٓی اكقایؼظٚ ثٚ مـػت ٓب ضاٗوـاُ ٛنتیْ کٚ ٛـ ُ یػٝیؼٕ ػؿ مـاىیج

. ػمت عٞػٓبٕ ٗینتهبثَ ک٘تـٍ ثٞػ ُٝی ثؼؼ اف إٓ ثٚ مـػت ٓب ؿكتٚ ؿكتٚ اكقٝػٙ گـػیؼ ٝ ػیگـ ػٝیؼٗٔبٕ 

اٗنبٕ ثغيی اف ٓجیؼت امت ٗٚ مٞاؿ ثـ إٓ. مٞاؿ ثـ ٓجیؼت ثٞػٕ ػؿ آعـ ثٚ اٗوـاُ عتْ ٓی ىٞػ. مبػٙ 

ایٖ یک تْٞٛ ثیيتـ ٗینت کٚ ٓب اف مبیـ صیٞاٗبت  اؿ ثـإٓ.ٞاٗنبٕ ؿا ک٘بؿ ٓجیؼت هـاؿ ٓیؼٛؼ ٗٚ م یفینت

ْ تب ٛٔٚ چیق ؿا ی. ٓب ای٘زب ٗیبٓؼٙ ااٗؼثـتـیْ. یب ای٘کٚ ثیيتـ ٓیلٜٔیْ. ػؿ ٗقػ عؼا تٔبّ ٓٞرٞػات یکنبٕ ٝ ثـاثـ

کٚ ای٘زب ؿا ثٚ ٗبثٞػی ٓی کيبٗیْ ٝ ٛٔقٓبٕ ایٖ ثنیبؿ ربُت امت ٗبثٞػ ک٘یْ. ٓب ٍبصت ٛٔٚ ٓجیؼت ٗینتیْ. 

کٚ ربیی ثـای ؿكتٖ ػاىتٚ  ،ثزبی صلع فٓیٖ ثب ٛقی٘ٚ ٛبی فیبػ ثؼٗجبٍ پیؼا کـػٕ صیبت ػؿ مبیـ میبؿات ٛنتیْ

ثبىیْ ُٝی عجـ ثؼ ایٖ امت کٚ ٗقػیک تـیٖ میبؿٙ ای کٚ آکبٕ اػآٚ صیبت ؿا ػاىتٚ ثبىؼ چ٘ؼیٖ ٛقاؿ مبٍ 

 اؿػ. ٗٞؿی ثب ٓب كبٍِٚ ػ

For example, breathing polluted air by a child or a pregnant mother will have dreadful 

consequences on the child during adulthood; it can also affect the person‟s sexual 

orientation, and homosexuality is a clear example of it (Carahealth, 2008). Yes, 

human intelligence is the cause of all these miseries. The monstrous industries are 

leading humans to extinction. If the humans had a bit lower or slightly higher IQ, 

none of the current problems would occur. Our intelligence is more than animals, but 

not so much that we understand we are bringing our own extinction. This is why we 

constantly repeat our mistakes. 

Universities in post Industrial Revolution period have had nothing but dispatching 

graduates to the society to speed up the process of extinction. Money, bank, university, 

industry and TV are the agents to help capitalism more and get us closer to extinction. 

They prepare the ground for coinage of mercenaries more and more every day, while 

we are running on a slump of extinction. Until the Industrial Revolution, our fast 

move toward extinction was somehow under control, but afterwards, we gradually 

paced, as we run now but the control is not ours. Man is a part of nature, not a rider on 

it. Riding on nature will eventually end in extinction. Having a simple life means 

living along with nature, not exploiting it. It is nothing but an illusion that we are 

superior to animals, or we understand more. All creatures are one and the same for 

God. We are not here to destroy everything. We do not own all nature. It is very odd 

that we destroy our planet, and at the same time, instead of saving it, we are looking 

for life on other planets with great costs. We are looking for some place safe to go, but 

the bad news is that the closest planet that we can survive is thousands of light years 

away. 
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ی ٓيکلاتچ٘یٖ ، ثؼجبؿتی ثبلا ثٞػٕ مـػت ؿىؼ تکُ٘ٞٞژی ثبػج ایزبػ ػؼّ ؿىؼ یکنبٕ تکُ٘ٞٞژی ٝ كـٛ٘گ

ٓبٗ٘ؼ  ؼٝ ٛـگق ثٚ اثؼبػ ػیگـ ؿىپیو ثـػٙ ػؿ ؿامتبی تکُ٘ٞٞژی كؤ  ثؼؼیفٓبٗی کٚ اٗنبٕ ؿىؼ ؿا یک  ،ىؼٙ

فٓبٗی کٚ كؤ ثٚ فیـ مبعتبؿ ٍ٘ؼتی ٝ اهتَبػی كکـ ٓیک٘یْ ٝ ٗٚ فیـ مبعتبؿ  ؛امت كکـی ٗکـػٙاعلاهیبت 

اٗوـاُ. یؼ٘ی آکبٗبتی کٚ  كـٛ٘گی. مبعتبؿ ٍ٘ؼتی ٝ اهتَبػی یؼ٘ی چٚ؟ ایٖ یؼ٘ی فیـ مبعتبؿی ثـای

  ٓضَٞلات تُٞیؼی کبؿعبٗزبت،اٗوـاُ ؿا كـاْٛ ٗٔبیؼ. چـا ثـم تُٞیؼ ٓی ىٞػ. ثـای امتلبػٙ ػؿ ٗیبفٛبی 

عٞامتٚ ٛبی فیبػ ٓب ػبَٓ اٗوـاُ امت. چـا  ؿا امتلبػٙ ٗٔبییؼ. ٜبؿا عـیؼیؼ ثتٞاٗیؼ آٗ تکٚ ٝهتی ایٖ ٓضَٞلا

ؿٗگ ٓجیؼی  آیب کبؿؾ کبٛی کٚ)چٕٞ ثٜتـ كـٝه ٓیـٝػ. پل ملیؼ إٓ مٞػآٝؿتـ امت(  کبؿؾ ثبیؼ ملیؼ ثبىؼ.

مبٍ ٛبی کٞػکی ثیبػ ٓی ػؿ  ٗٔیيٞػ ٗٞىت؟؟ آیب ؿٝی کبؿؾ کبٛی امتلبػٙ کـػ ٔی ىٞػٗ ؿاکـّ ؿٗگ امت  إٓ

. آیب یب ٓیؼاٗیؼ ثـای ملیؼ کـػٕ کبؿؾ چٚ ٓوؼاؿ کِـ ٝاؿػ ٓجیؼت ٓی ىٞػآ خـ کبؿؾٛب کبٛی ثٞػٗؼ.آٝؿّ کٚ اک

چـا  ؟ مٞاُی ػیگـ،بی ٓٞلاٗی ػؿ ٓجیؼت ثبهی ٓی ٓبٗؼتزقیٚ ٗٔی ىٞػ ٝ ثَٞؿت مْ ثـای مبُٜٓیؼاٗیؼ کِـ 

. ؿا ػاىتٚ ثبىؼ. اگـ ثب چ٘ؼ حبٗیٚ فٓبٕ ثنتٚ ىٞػ چٚ ٓی ىٞػ "ىؼٕ مـیغ ػؿة ثنتٚ"ؿ ػکٔٚ ٞثبیؼ آمبٗن

یب آٓیيٞػ. صلع  چٚ ٓوؼاؿ اٗـژی (ٓی ىٞػ امتلبػٙ ٓزؼػ اف إٓ کٚ ثبػج)مبٗنٞؿ ٓیؼاٗیؼ ثب ربٗٔبٗؼٕ اكـاػ اف آ

تٞاٗؼ ثيٞیؼ ثب  چـا ٓبىیٖ ُجبميٞیی کٚ صزْ فیبػی ُجبك ؿا ٓی ؟ؼـاف كکـ کـػٙ ایمثب عٞػ ثٚ ر٘جٚ ٛبی ا

؟ چـا ػٝه ٝ ٝإ ؿا ٗبثٞػ ٓی ک٘ؼٝ اٗـژی  هبثَ امتلبػٙ کـػٕ امت ٝ ٓوؼاؿ فیبػی آة  ُجبك یک یب ػٝ تکٚ

ٓگـ  ؟صٔبّ اف ثیٖ ٓی ؿٝػٝ ٝإ صٔبّ تُٞیؼ ٓی ىٞػ؟ چٕٞ كـٝه ػاؿػ. آیب ٓیؼاٗیؼ چٚ ٓوؼاؿ آة تٞمٔ ػٝه 

ٛ٘ؼ کٚ ثب یک مطَ کٚ ػؿ إٓ آة ثب ػؿرٚ صـاؿت ٓ٘بمت آٓبػٙ ىؼٙ ٗٔی ىٞػ امتضٔبّ ٓـػّ امتضٔبّ ثٚ ىیٞٙ 

ػَٔ ٗٔبیؼ ٝ چٕٞ ٛٔیيٚ اٝ صکْ كـٓب امت ػؿ ٗتیزٚ کپیتبُیقّ تبکٕ٘ٞ ٗتٞاٗنتٚ مجق  ،ػؿ ربٓؼٚ ٓؼؿٕکـػ؟ 

ٚ اهتَبػی تُٞیؼ ٓی ىٞٗؼ فٓیٖ ؿا ثٚ ؼتٔبّ ٓضَٞلات تُٞیؼی کٚ ػؿ ؿامتبی تٞمآی٘ؼٙ ٗیق مجق ٗغٞاٛؼ ثٞػ. 

 اٗوـاُ ٓی کيبٗ٘ؼ ٝ تٔبّ ایٖ ٓضَٞلات صبٍَ کبؿ ػاٗيگبٙ ٛب ٛنت٘ؼ. 

Unequal growth of technology and culture, and the high speed of development have 

created such problems because human beings have only advanced one-dimensional 

growth in technology and have never considered promoting other aspects such as 

ethics. This happens when we only think of industrial and economic infrastructure and 

not of the cultural needs. What is the industrial and economic structure? It is a sub-

structure for extinction; in other words, it is the grounds that provide extinction needs. 

Why electricity is produced? To be used on factory in making products. A lot of our 

demands are the direct causes of extinction. Why should the paper be white (because 

it sells better, so white is more profitable)? Is it not possible to use the natural color of 

the paper? Can‟t we just write on a paper which is not pure white? I can recall that in 

my childhood most of the papers were not pure white. Do you know how much 

chlorine enter the nature to make papers white? Are you aware that chlorine does not 

decompose and remains in nature for many years? Another question is that why 

elevators have to have a „Door Close‟ button? What would happen if the door closes 

after few second? Do you know how much energy could be saved if fewer people are 

left behind closed doors? Have you ever thought about the consequences of 

dissipation? Why can a large washing machine start with only one or two pieces of 

clothing while we know it would squander so much water and energy? Why do 

showers and bathtubs are produced? Because they sell! Do you know how much water 

is wasted by shower and bathtub? What is wrong with Indian‟s bathing habits, when 

they bathe with a bucket? In modern society, capitalism has so far failed to act green, 

and since it always decides, the future will not be green either. All of the goods 

produced in the course of economic development endanger the land and all these 

products are the result of the teachings of the universities. 
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ٗبثٞػی فٓیٖ ػؿ ایٖ ؿامتب تِٞیقیٕٞ کٚ اثقاؿ کپیتبُیقّ امت ٛٔبٗ٘ؼ ػاٗيگبٙ ٗیق ثٚ ػیٞ پٍٞ کٔک ٓی ک٘ؼ تب ثٚ 

ثـای چ٘ؼ ػیٞ ٓنکٞؿات ػوَ آػٓی ؿا مـػت ثیيتـی ثؼٛ٘ؼ. ثٞاهغ تِٞیقیٕٞ اف ىـاة ْٛ صـاّ تـ ثبیؼ ثبىؼ. 

ثؼ ثٚ اآٜٗب ؿا ثـای  ٓی فٗؼ َٝٓـف ک٘٘ؼٙ ثؼی ثـ كکـ ٝ ؽٖٛ یقیٕٞ هلِی اُی تِٞمبػت ثٚ فٗزیـ ٓیکي٘ؼ ٝ

ؼ. ٓنٔٞٓیت یک ؿؾا ثب چ٘ؼ ؿٝف امتـاصت اف ثؼٕ عبؿد ٓی ىٞػ ُٝی ٓنٔٞٓیت كکـی ػؿیبكت فٗزیـ ٓیکي

ٔب ثب تٞٛٔبت ایٖ ؿا تؼاػی تجِیـبت ػائىؼٙ اف یک ثـٗبٓٚ تِٞیقیٞٗی ٓٔکٖ امت ثـای ٛٔیيٚ كـػ ؿا ثـٗزبٗؼ. 

 ؼ. یتٖ پٍٞ ٝ عـیؼ ایٖ ٓضٍَٞ عٞىجغت ٓی ىٞىٓی ک٘٘ؼ کٚ ثب ػا

 صـاّ امت.""تجِیـبت تِٞیقیٕٞ 

صـاّ امت. چٕٞ مؼی ػؿ کيبٗؼٕ عـیؼاؿ ثٚ ؾ ایٖ ثٜتـیٖ مغٖ آبّ عٔی٘ی ثٞػ. ٗلل ٝ ؽات تجِیاف ٗظـ ٖٓ 

ٓـف ٓضَُٞی ؿا ػاؿػ کٚ ٗیبف إٓ ُضظٚ امتلبػٙ ک٘٘ؼٙ ٗینت. چٕٞ ثـای امتلبػٙ ک٘٘ؼٙ ٛب ٗیبفمبفی ٓیک٘ؼ، 

عٞة ثیو اف صؼ ٝاهؼی ؿا چ٘یٖ ٓضٍَٞ ک٘ؼ ٝ ٛٔ ی ٓیٝاػاؿ ثٚ پؾیـه ٗیبف ءیؼ٘ی كـػ ثی ٗیبفی ؿا ثب اُوب

چیقی کٚ ػؿ تجِیؾ ٗيبٕ ٓیؼٛ٘ؼ ؿٗگ ٝ ثٞی ٓتلبٝتی اف إٓ  . ٛٔیيٚ إٓٓؼبیت إٓ ؿا ٓی پٞىبٗؼٝ ٗيبٕ ػاػٙ 

. ایٖ یؼ٘ی کلاٛجـػاؿی. تجِیؾ ٓی تٞاٗؼ ػؿ تِٞیقیٕٞ یب ای٘تـٗت ٝ یب ٛـ ربی ػاؿػ چیقی کٚ ثؼمت ٓب ٓی ػٛ٘ؼ

تٞاٗؼ ثـ ؿٝی ثنتٚ ث٘ؼی ٓضٍَٞ ثبىؼ. ٝهتی ىٔب یک ٓضٍَٞ ؿا اف ثیٖ چ٘ؼ ٓضٍَٞ . ٓی ثبىؼ ػیگـی

ٓیيٞیؼ کٚ  ٚؼ ٓتٞرؼاٗتغبة ٓی ک٘یؼ ىٔب ؿا رؾة ٓیک٘ؼ. پـػاعت ؿا اٗزبّ ٓیؼٛیؼ ٝ ثنتٚ ؿا ثبف ٓی ک٘یؼ. ث

ػبػلاٗٚ ٝ پٍٞ صتی اگـ  ٓؼ آُٞػٙ؟آرق کنت ػؿ ٓضتٞی ٛٔبٗ٘ؼ تجِیؾ ؿٝی ثنتٚ ٗینت. ایٖ چٚ ٓؼ٘ی ػاؿػ.

َٓ٘لبٗٚ ثب ؿٝىٜبی اعلاهی ثؼمت آٓؼٙ ثبىؼ، كؤ ػؿ ؿامتبی ٓبػیبت فٗؼگی ٝ ٗیبفٛبی اُٝیٚ ٝ آؿبفیٖ ثيـ 

ٞٗبت ٝرٞػی اٗنبٕ ٗینت. ثِکٚ ٍـكب تبٓیٖ ک٘٘ؼٙ ٗبیی پبمغگٞیی ثٚ ٛٔٚ ٗیبفٛب ٝ ىئٓطـس امت ٝ تٞا

ؿٍ ٓبؿکل ثیبٗگـ ٗضٞی اف عٞػثیگبٗگی ٗیبفٛبی پبییٖ تـیٖ ٓـتجٚ صیبت ثيـ ٓضنٞة ٓی ىٞػ ثٚ تؼجیـ کب

  اٗنبٕ ثب صبٍَ تُٞیؼات ٝ علاهیت ٛبی عٞػه امت.

In this regard, television, which is a tool of capitalism, like the university, also helps 

the demon speed up the destruction of the earth. In fact, TV should be banned and 

considered as a taboo thing. Wine could lock down a man‟s mind for a few hours, but 

the TV puts an eternal lock on their mind and blindfolds them. Food poisoning will be 

cured after a few days of rest, but the poisoning received from a television program 

may endanger the person forever. Advertisements are constantly trying to induce 

illusions that you will be happy if you buy their product.  

"Television advertising is forbidden." 

In my opinion, this was the best talk of Imam Khomeini. The soul and the essence of 

advertisement are forbidden. It is because advertisements try to pull the buyers 

towards a product that they don‟t really need. They create the need for consumers; 

that means they force them to buy something by the induction of admission, through 

highlighting the advantages of the product and hiding its disadvantages. What they 

show in the ads always has a different color and smell from what we get. This means 

scam. The ad can be on TV, the Internet or anywhere. It can even be on the product‟s 

packaging. When you choose a product among several others, it means that it has 

attracted you. Pay the price and open the package. You will notice that the content is 

not the same as the ad on the package. What does it mean? Does it contribute to 

anything other than dirty money? Even if it has been obtained fairly by moral means, 

it is only in the context of the materialistic life and basic needs of humankind, and is 

not capable of responding to all human needs. It merely serves the lowest needs of the 

human life. According to Carl Marx, this issue expresses some kind of alienation 

between humans and creativity.  
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اپـمتبٕ ؿا گٔـاٙ ثت پـمتبٕ ثٚ عطب ثزبی عؼا ثت ٓی پـمتیؼٗؼ. مکٚ کٚ عٞػ ثتی امت عطـٗبک. چ٘بٕ عؼ

 ٓی ک٘ؼ کٚ عٞػىبٕ ْٛ ٓتٞرٚ ٗٔیيٞٗؼ. مکٚ ثتینت ػؿ ثتکؼٙ ىیطبٕ ٝ اُضن ٛقاؿإ ثبؿ ثؼتـ اف ثت م٘گی.

آتو مکٚ پـمتی آپـیبُیقّ رٜبٕ عٞاؿعیِی ثقؿگ ىؼٙ امت. آتو ٝهتی کٚ عیِی ثقؿگ ىٞػ ػیگـ ثب آة 

ػؿ ایٖ  .ا عبٓٞه ثک٘ؼ. ٓبٗ٘ؼ آتو چبٙ ٗلتعبٓٞه ٗٔیيٞػ. ای٘زبمت کٚ آتيی ثقؿگتـ ٓی تٞاٗؼ إٓ آتو ؿ

ؿٝه ػؿ ٗقػیکی آتو چبٙ ٗلت اٗلزبؿی تُٞیؼ ٓی ک٘٘ؼ تب آتو اٗلزبؿ تٔبّ اکنیژٕ آـاف آتو چبٙ ٗلت ؿا 

ؿثٔ ثب آتو امتلبػٙ ک٘ؼ ػؿ ٗتیزٚ آتو چبٙ ٗلت ثٚ ػِت ٗؼاىتٖ اکنیژٕ عبٓٞه ٓیيٞػ. ایٖ ّٓٞٞع ثی 

تلبٝت ٕٞ آتو ىبٕ ثقٝػی ثب آتو تُٞیؼ ىؼٙ تٞمٔ چیٖ عبٓٞه عٞاٛؼ ىؼ. کپیتبُیقّ آٓـیکب ٝ ؿـة ٗینت. چ

ٗيبٕ  ٓـیکب ؿا ؿٝىٖآػٗیبی ثؼٕٝ ؿػ کٚ ایٖ تلبٝت مـٗٞىت آی٘ؼٙ ٝ يی ثیٖ چیٖ ٝ آٓـیکب ٝرٞػ ػاكبص

ت ػؿ لایٚ لایٚ ثٞػٕ كـٛ٘گ چیٖ ٜٗلتٚ ىؼٙ امت کٚ ٗيبٕ ٓیؼٛؼ ؿكتبؿٛبی آپـیبُینتی ٗؼاؿػ ٝ بٝٓیؼٛؼ. ایٖ تل

گ ٘كـٛتبؿیغو ٗيبٕ ػاػٙ کٚ ٛیچگبٙ مـفٓی٘ی ؿا اىـبٍ ٗکـػٙ ٝ ؿكتبؿ امتؼٔبؿ گـایبٗٚ ٗؼاىتٚ ٝ ٗؼاؿػ. 

  کٚ یک لایٚ ػاؿػ. بچیٖ مٚ لایٚ ثٞػٙ ثـ علاف آٓـیک

، كـٛ٘گی مٚ لایٚ ؿا ایزبػ ایٖ کيٞؿ کٚ تبؿیظ چ٘ؼ ٛقاؿ مبُٚ ؿا ػؿ پيتٞاٗٚ عٞػ ػاؿػ فرىنگ سو لایو چین:

ؿا ثب پيتٞاٗٚ گلتبؿ ثٞػا، لائٞتقٙ  یقّاکٚ ػؿ ػؿٕٝ ایٖ كـٛ٘گ ٛنتٚ ای ثقؿگ اف كـٛ٘گ ثٞػیقّ ٝ تبئٞ کـػٙ

پٞىبٗؼٙ ىؼٙ کٚ اُجتٚ ایٖ ٛنتٚ کٚ ثب ػٝ لایٚ كـٛ٘گ کٔٞٗینت ٝ کپیتبُینت  تيکیَ ػاػٙ امت. ٝ ک٘لنیٞك

 اٗؼافٙ ایٖ ػٝ لایٚ ػؿ ثـاثـ اٗؼافٙ ٛنتٚ ػؿٝٗی ٗبچیق ٓی ثبىؼ. 

The coin is some sort of idol; a dangerous one. It strongly makes them go astray to an 

extend which is even beyond their imagination. The coin is an idol in the Satan‟s house; an 

idol way worse than the stone idols. The money worshiping imperialists‟ greed is like a 

flame having soared to dangerous levels. The fire may not be put out with water when 

it gets too big. This is where a bigger flame can be used to shut off that fire. Just like 

when an oil well catches fire, they create an explosive flame near the well to use up 

all the oxygen in the vicinity so that the well‟s fire would go out. This can be easily 

related to the flames of the American and Western capitalism because their fire will 

soon be put out by the bigger fire produced by China. There is a considerable 

difference between China and the United States, 

which illustrates the difference between the future 

and the world without the US. This difference lies 

within every layer of the Chinese culture, which 

does not have any sign of imperialism; China‟s 

history has shown that it has never occupied any 

land and has never shown any colonial behavior. 

Chinese culture has three layers, unlike that of the 

US which only has one layer.  

China’s three-layer culture: China is a country 

with thousands of years of history. A three-layer 

culture has been built up in China throughout all 

these years with a strong core that is formed by 

Buddhism and Taoism backed by the sayings of 

Buddha, Laozi and Confucius. This core is 

covered with two layers of communist and 

capitalist culture, but the size of these two layers is 

insignificant compared to the size of the inner core.  
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ؿ اػتوبػ رؼی ػاؿػ ایٖ اُٝیٖ لایٚ ثؼؼ اف ٛنتٚ لایٚ کٔٞٗینت امت اف ربیی کٚ ایٖ مینتْ ثٚ تنبٝی ثیٖ اهيب

ثب گلتٚ ٛبی ٛنتٚ ػؿٝٗی ت٘بهْی ٗؼاؿػ ٝ ػهیوب ثـ علاف کپیتبُینْ ٓی ثبىؼ. لایٚ آعـ لایٚ کپیتبُینتی  تلکـات

امت کٚ چٕٞ پيتٞاٗٚ ػٝ لایٚ هجَ ؿا ػاؿػ تزبؿتی ؿا پیو ٓیگیـػ کٚ اعلام ٓؼاؿ ثبىؼ ٝ ثـای کنت حـٝت، 

اّ تزبؿت عٞػ اعلام گـایبٗٚ ػَٔ کـػٙ ٝ صبّـ ثٚ اٗزبّ ٛـ کبؿؿیـ اعلاهی ٗینت. ثٚ ػجبؿتی ػیگـ ػؿ ٓـ

 اعلام ؿا ثبلا تـ اف ٛـ چیق ػیگـ ٓی ػاٗؼ.

اكـاػی تيکیَ ٓی ػٛ٘ؼ کٚ ثب صل مٞػرٞیی ٝ پٍٞ ث٘یبٗگؾاؿإ ربٓؼٚ آٓـیکب ؿا  فرىنگ یک لایو آمریکا:

ایٖ مـفٓیٖ ؿا ٗبثٞػ کـػٗؼ. کيٞؿی ثـ امبك تلکـات پـمتی ثٚ ایٖ مـفٓیٖ ٜٓبرـت کـػٗؼ ٝ ثٞٓیبٕ 

ػٝینت ایٖ کيٞؿ ػؿ ثٞػ.  امتؼٔبؿ َِٓ ٓضـّٝ ٝ ثـػٙ ػاؿی تيکیَ ػاػٗؼ کٚ ثٚ ػٗجبٍ ٝ کپیتبُیقّ كـآبمٞٗـی

امت.  ه ؿا تبٓیٖ ٓی کـػٙا ػی ٍ٘بیغبػ کـػٙ کٚ ٓ٘بكغ اهتَبػؿ مـامـ ػٗیب ر٘گ ایز ػٔـ عٞػ مبٍ گؾىتٚ

ػیٖ ٗتٞاٗنتٚ لایٚ ای رؼاگبٗٚ ػؿ كـٛ٘گ ایٖ ٓـػّ ایزبػ ک٘ؼ. ٓؾٛت اٍِی ٓـػّ آٓـیکب ؿا پیٞؿیتبٗیقّ  صتی

یقّ ٓنیضی ٓ٘يؼت ىؼٙ ٝ اٗيؼبة ٓؾٛت پـٝتنتبٗ افتيکیَ ٓی ػٛؼ. ٛٔبٗطٞؿ کٚ هجلا ْٛ گلتیْ ایٖ ٓؾٛت 

ػؿ عؼٓت ٓ٘بكغ ٝ عٞامتٚ  ثيؼت ٓ٘ؼکل ک٘٘ؼٙ ؿٝس مٞػاگـاٗٚ ٝ مـٓبیٚ ػاؿی ٓؼؿٕ امت ٝ آٓٞفٙ ٛبی إٓ

ٙ ػؿ پبیٚ ٛبی ٗظبّ ربٓؼٚ آٓـیکب هـاؿ ػاػٙ ىؼٝ ػاؿإ ٝ رٜت تضکیْ میطـٙ آٜٗب هـاؿ گـكتٚ  ٛبی مـٓبیٚ

. ٓبکل ٝثـ ربٓؼٚ ى٘بك هـٕ ثینتْ ٓؼتوؼ امت کٚ ػؿ اٗؼیيٚ پیٞؿیتبٗیقّ امتؼٔبؿ تب إٓ رب ٓيـٝػیت امت

ایٖ ٓٞاؿػ ثبػج ٓیيٞػ کٚ آٓـیکب کلا یک لایٚ َ حـٝت اٗؼ. ٓی یبثؼ کٚ گٞیی آػٜٓب ثٚ ٗٞػی ٓبىیٖ تضَی

تزـثٚ ٗيبٕ ٓیؼٛؼ آٓـیکب ثب ر٘گ ثیيتـ ربٕ ٓی گیـػ ٝ اف اٗزبیی کٚ  ٞیبٗٚ ٝ ٓ٘لؼت ِٓجبٗٚ ػاىتٚ ثبىؼ.رمٞػ

ایٖ فاٗٞ ػؿ آٝؿػ. ثؼؼ اف ٚ تٜ٘ب امتلبػٙ اف اثقاؿ اهتَبػ امت کٚ ٓیتٞاٗؼ آٓـیکب ؿا ث ػؿ ٗتیزٚٝ هٞی ٓی ىٞػ 

 امت کٚ ؿكتبؿ چیٖ ػؿ تُٞیؼ ٝ تزبؿت هبثَ ثـؿمی عٞاٛؼ ثٞػ تب ثجی٘یْ کٚ ثؼؼ اف إٓ چٚ عٞاٛؼ کـػ.

After the core, first comes the communist layer. Since this layer is strongly committed 

to the equality of different levels of people, it has no conflict with the inner core, 

which is precisely the opposite of capitalism. The last layer is the capitalist layer, 

which, because of the backwardness of the two previous layers, provides a business 

that is ethical or is not willing to do any immoral work to gain wealth. In other words, 

it acts morally in the business and sees morality higher than anything else. 

The US’ single-layer Culture: The founders of the American society are people who 

migrated to the land with the aim of gaining more profit and money, and destroyed the 

indigenous people‟s lives. A country based on the ideas of Freemasonry and 

Capitalism, which sought the colonization of deprived nations and slavery. In the past 

two hundred years, the US has waged wars across the globe, which have provided 

economic benefits to American industries. Even religion has not been able to create a 

separate layer in the culture of these people. The main religion of the American 

people is Puritanism. As I have already said, this sect is a branch of Protestant 

Christianity, which strongly reflects the speculative spirit of the modern capitalism, 

and its teachings serve the interests and aspirations of the capitalists who try to 

consolidate their domination, and in the foundations of the system of society where 

America has been placed. Max Weber, a sociologist of the twentieth century, believes 

that in the idea of colonial Puritanism, the idea becomes legitimate as if people were a 

sort of machine to generate wealth. Such factors have made a greedy and 

opportunistic layer in the American culture. The experiences gained through history 

show that the US gets stronger through engaging in more and more wars, while 

economy is the only means to subdue its greed for dominance. So, we can look into 

the close future what will happen after the trade war between the US and China. 
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ثٚ آیؼ ایٖ کٚ اعلام آٓٞفاٗؼٙ ىؼٙ تٞمٔ 

ٝ ٓتلکـیٖ  ، کٞٗلنیٞكثٞػا، لائٞتقٙ

ٝمیبُیقّ مـُٞصٚ  میبمت، اهتَبػ، 

تُٞیؼ ٝ تزبؿت چیٖ هـاؿ گـكتٚ ثبىؼ تب 

ثٚ ثوبء فٓیٖ  ٝ ثيـیت کٔک ک٘ؼ. تب 

چیٖ ؿا ثٚ یک ُیؼؿ رٜبٗی ثب اعلام 

 مبٗؼ. ثي٘ب

We hope that the ethics and 

principles of Buddha, Laozi, 

Confucius and other socialist 

masterminds would be followed 

in China‟s political, economic 

and trade activities; to expose 

China as a great world leader.  

 

 

 

 

 

 

 

 

 

 

 

 لائٞتقٙ، كیِنٞف چیٖ ثبمتبٕ.ی ىؼٙ اف ىتَٞیـی ٗوب ىکَ.

Figure. Laozi, an ancient Chinese philosopher. 
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 فینتی مبػٙ
مبفی مجک  ٛبی ػاِٝٓجبٗٚ گٞٗبگٕٞ ثـای مبػٙفینتی یب فٗؼگی مبػٙ ػجبؿت امت اف کبؿثـػ ؿٝه مبػٙ

ػاؿػ، مبػٙ  ییثنقاـ یاٗنبٕ تأح یٝٓؼ٘ٞ یٝ ٓبػ یٝ ارتٔبػ یكـػ یکٚ ػؿ فٗؼگ یاف ّٓٞٞػبت یکیفٗؼگی. 

إٓ ٗؼاىتٚ ایْ ٝ  فینتی مبػٙتٞرٚ یکنبٗی ؿا ثٚ ػٝ ٓوُٞٚ تکُ٘ٞٞژی ٝ  ٓتأملبٗٚ . ُٝیٝ ه٘بػت امت ینتیف

اف  یکیکٚ اف ٗظـ كـٛ٘گ،  یتٞرٚ ىؼٙ امت، ػؿ صبُفینتی  مبػٙکٔتـ ثٚ فٙ کٚ ثٚ تکُ٘ٞٞژی تٞرٚ ىؼٙ ااٗؼ

ٓٔکٖ امت تٞمٔ اكـاػی ى٘بمبٗؼٙ ىٞػ کٚ ثب إٓ چیقی کٚ  فینتی ؼ. مبػٙیآ یثٚ صنبة ٓ یٓتؼبُ یاؿفه ٛب

فینتی اف اكـاػی کٚ ػؿ كوـ ارجبؿی فٗؼگی ٓی ک٘٘ؼ،  ػاؿٗؼ ؿاّی اٗؼ ٝ ثؼٗجبٍ حـٝت اٗؼٝفی ٗینت٘ؼ. مبػٙ

 یػاٗب ثٚ فٗؼگ ی، پبمظ اٗنبٕ ٛبینتیمبػٙ ف ٓتٔبیق امت، فیـا اٗتغبة یک ىیٞٙ فٗؼگی ػاِٝٓجبٗٚ امت.

ثب ٗٞع ى٘بعت  ینتیٖ، مبػٙ فیىٞػ. ث٘بثـا یبمت کٚ ػؿ پـتٞ إٓ، آؿآو ػؿٕٝ ٝ ثـٕٝ صبٍَ ٓیؼاؿ ػٗیٗبپب

 یی آىکبؿ ثبىؼ.َٓـف گـافٗؼگی مبػٙ ٗیق ٓی تٞاٗؼ ٝاک٘و ثٚ ب ٓـتجٔ امت. یػٗ یاٗنبٕ ٝ ٗگـه اٝ ثٚ فٗؼگ

 یآٝؿػٕ ثٚ فٗؼگ یػؿ ػَـ صبّـ، عطـ ؿٝ ییذ َٓـف گـایػٞآَ هؼؿت ٝحـٝت ٝ تـٝ ی٘ؼٙ یؿىؼ كقا

َٓـف گـایی ػؿ ػَـ کٚ ایٖ كـآٞه ٗک٘یْ و ػاػٙ امت. یب ؿا اكقایٝ كـٝ ؿكتٖ ػؿ ٓـػاة ػٗ یتزٔلات

ت كٞم ٝ یّٝؼ ٝ ایٖ عـثقٙ ای امت کٚ ثؼؼا ثبیؼ ثٚ پبی ُـفه ٗينت. ٓی ثبىؼٓؼؿٗیتٚ  ٚ ؿٝیػٗجبُ صبّـ

ْ تب اف یک٘ یٝ آحبؿ ٓخجت إٓ ؿا ثـؿم ینتیمبػٙ ف یٛب یژگیِٓجؼ کٚ ٝ یٓ یتزٔلات یبٕ ثبؿ فٗؼگیآحبؿ ف

   ْ. یػؿ آبٕ ثٔبٗ ییثٚ تزَٔ گـا یعطـات ػٍ ثنتگ

Simple living 
Simple living encompasses a number of different voluntary practices to simplify one's 

lifestyle. Simply living and contentment are among the main factors that influence a 

person‟s social, material, and spiritual life. Unfortunately, we have not had the same 

attention to the two categories of technology and simplicity that is we have grasped to 

technology but have let go of simplicity. This is while simple living is considered one 

of the transcendental values of a culture. Simple living is not the same as the way poor 

people live because it is a voluntary life style. Simple living is the wise men‟s answer 

to the mortal life. This lifestyle brings about inner and outer tranquility. Therefore, 

simple living is directly associated with the type of recognition of and view toward 

the worldly life. Simple life can be deemed as a clear reaction to consumerism. 

The nonstop growth of power and wealth factors and the expansion of consumerism in 

the current century have posed deadly 

threats to the human lives. We should not 

forget that this consumerism comes in the 

wake of modernity, and this is something 

that we should await the consequences of. 

The mentioned situation and the harmful 

effects of greedy lifestyle make it 

necessary to study the positive impacts of 

simple living so that we could be safe 

from possible dangers of lavish lifestyle. 

 

 .ٝ عٞػکلب اػتوبػ ػاىت ٙٓیلاػی. گبٗؼی ثٚ فٗؼگی مبػ 8ٕٜٗٔٓبتٔب گبٗؼی ػؿ صبٍ ٗظ ؿینی ، مبٍ ىکَ. 

Figure. Mahatma Gandhi spinning yarn in 1942. He believed in a life of simplicity 

and self-sufficiency. 
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فینتی ؿا تيٞین ٓی ک٘٘ؼ.  م٘ت ٛبی ٓؾٛجی ٝ ٓؼ٘ٞی مبػٙ ،کٚ ثیيتـ ثٚ ىـم ٓی ؿم٘ؼؿ٘ی  یػؿكـٛ٘گ ٛب

ٝ املاّ امت. اكـاػ ٓيٜٞؿ  نْی، تبئٞیػَـ آٖٛ ػؿ ٛ٘ؼ، ثٞػینْ ٓخبُٜبی اُٝیٚ ىبَٓ م٘تٜبی مبؿآب اف

، )ع(آبّ ػِیفینتی تجؼیَ کـػٙ امت، ٓبٗ٘ؼ  ٓغتِق اػػب ٓی ک٘٘ؼ کٚ اُٜبّ ؿٝصبٗی آٜٗب ؿا ثٚ یک ىیٞٙ مبػٙ

نی، إٓٓٞ ٛ٘بٗتل، ُئٞ تُٞنتٞی، ؿاثی٘ؼؿاٗبت تبگٞؿ، یٓوؼك ٗٞؿینی، كـاٗنیل آمٙ، قلائٞتگٞتبٓب ثٞػا، 

 ٝ یٞٗبٕ ثبمتبٕ املاّ ،ٓنیضی ٝ ثٚ ىؼت ػؿ كـٛ٘گ فؿتيت، یٜٞػ، تٔب گبٗؼیٜبٓ ٝ آُجـت ىٞیتقؿ

تبکیؼ ثـ ؿٝصبٗیت ٝ اعلام ٓی ک٘٘ؼ. ػیٞژٗل می٘ٞپ، یکی اف ىغَیت ٛبی اٍِی كِنلٚ   گـآیؼاىت ىؼٙ ٝ

ٝ گلتٚ ٓی ىؼ ػؿ یک  امتیٞٗبٕ ثبمتبٕ، اػػب کـػ کٚ یک فٗؼگی مبػٙ ثـای ػمت یبثی ثٚ كْیِت لافّ   ی

 کٞفٙ ی ىـاة فٗؼگی ٓی کـػ.

مبػٙ فینتی اكـاػی چٕٞ گبٗؼی، ػطبؿ، ٓٞلاٗب، ثٞػا ٝ لائٞتقٙ ػُیَ ثـ ػؼّ كْٜ آٜٗب ٗینت. کٚ اف ثنیبؿی 

چیقٛب کٚ ػیگـإ امتلبػٙ ٓیکـػٗؼ ثٜـٙ ٗٔی رنت٘ؼ. چٕٞ ٛٔٚ اٗنبٜٗب ُؾت ثـػٕ ؿا ٓتٞرٚ ٓی ىٞٗؼ. ایٖ ٗيبٕ 

 ٜٗب ثٞػٙ امت. آػؿک  اف مطش ثبلای

Some rich cultures which mostly are related to the East as well as a number of 

religious and spiritual traditions encourage simple living. Early examples include the 

Sramana traditions of Iron Age India, Buddhism, Taoism and Islam. Various notable 

individuals have claimed that spiritual inspiration led them to a simple living lifestyle. 

Simple living has traditions that stretch back to the orient, resonating with leaders. 

such as Imam Ali, Gautama Buddha, Laozi, Benedict of Nursia, Francis of Assisi, 

Ammon Hennacy, Leo Tolstoy, Rabindranath Tagore, Albert Schweitzer, and 

Mahatma Gandhi. It was heavily stressed in Zoroastrian, Islam, Greco-Roman culture 

and Judeo-Christian ethics. Diogenes of Sinope, a major figure in the ancient Greek 

philosophy, claimed that a simple life is necessary for virtue, and was said to have 

lived in a wine jar. 

Simple living by many prominent figures like Gandhi, Attar of Nishapur, Rumi, 

Buddha and Laozi does not mean that they did not understand the real life; just the 

opposite, they had not bound themselves in materialist things and did not use many 

things that others were using. This signifies their high level of understanding.  

 

 .ػیٞژٗق ػؿ یک عٔـٙ ملبُی ىـاة فٗؼگی ٓی ک٘ؼىکَ. 

Figure. Diogenes living in a clay wine jar. 
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ٓی تٞاٗ٘ؼ مـػت تغـیت فٓیٖ ؿا کٔتـ ک٘٘ؼ. ٓبٗ٘ؼ  صؼاهَکٚ ٗٔی تٞاٗ٘ؼ ٓبٗ٘ؼ گبٗؼی ٝ ... ثبى٘ؼ  ٓؼُٔٞیاكـػ 

امتلبػٙ ٗکـػٕ اف عٞػؿٝ ثٚ ٓٞؿ تک مـٗيیٖ ٝ یب امتلبػٙ کـػٕ اف یغچبٍ ثب اٗؼافٙ ٓ٘بمت ٝ امتلبػٙ ٗکـػٕ 

امتلبػٙ کـػٕ ٍضیش اف ٓضَٞلات تب ػٔـ آٗبٕ فیبػ ٝ یب ػٝ ٗلـٙاف یغچبٍ مبیؼ ثبی مبیؼ ػؿ یک عبٗٞاػٙ 

ػؿ ٛ٘ؼ كـٛ٘گ ثٚ  ؼت ٓؼ.٘ؼ ٝ پیـٝی ٗکـػٕ اف ٍ٘کبؿ ٓیک٘ ٜبٓضٍَٞ تب فٓبٗی کٚ آٗاف ىٞػ، امتلبػٙ کـػٕ 

ٕ ٝمیِٚ کبؿ ٓیک٘ؼ. یبػّ ٗٔی آایٖ گٞٗٚ امت کٚ یک ٝمیِٚ ؿا اگـ ثغـٗؼ ػیگـ ػٝؿ ٗٔی اٗؼافٗؼ تب فٓبٗی کٚ 

کٚ ثب تل٘گ  ٗيبٕ ػاػّ، ثٚ ثـاػؿّ کٚ اف ایـإ آٓؼٙ ثٞػؿا ٛ٘ؼ پِیل ٗگٜجبٕ ثبٗک  ٕٓٔٓػؿ مبٍ ؿٝػ ٝهتی کٚ 

ی ٛنت٘ؼ یبٛهؼیٔی "اّ یک" کٚ ٓب ػؿ ٓٞفٙ ٛب إٓ ؿا ٗگٚ ٓیؼاؿیْ ػؿ ک٘بؿ ثبٗک اینتبػٙ ثٞػ. ایٖ ٓضَٞلات ػیٞ

 مِیٔبٕ ٓیتٞاٗیْ آٜٗب ؿا ثکبؿ گیـیْ.صْـت ٛٔبٗ٘ؼ ؿمت َٓـف کـػٗيبٕ ثب ػؿمت اٗتغبة کـػٕ ٝ ػ کٚ

ثبفؿگبٗی ؿا  ٓی گٞیؼ: ػؿ ٓٞؿػ مبػٙ فینتی اُؼیٖ ٓيـف ثٖ ػجؼالله ٓيٜٞؿ ثٚ مؼؼی ىیـافی ىیظ َِٓش

ى٘یؼّ کٚ ٍؼ ٝ پ٘زبٙ ىتـ ثبؿ ػاىت ٝ چَٜ ث٘ؼٙ عؼٓتکبؿ ىجی ػؿ رقیـٙ کیو ٓـا ثٚ صزـٙ عٞیو ػؿ آٝؿػ 

ىت ٗیبؿٓیؼ اف مغٜ٘بی پـیيبٕ گلتٖ کٚ كلإ اٗجبفّ ثٚ تـکنتبٕ ٝ كلإ ثْبػت ثٚ ٛ٘ؼٝمتبٕ امت ٝ ایٖ ٛٔٚ 

هجبُٚ كلإ فٓیٖ امت ٝ كلإ چیق ؿا كلإ ّٔیٖ، گبٙ گلتی عبٓـ امک٘ؼؿی ػاؿّ کٚ ٛٞایی عٞىنت ثبف گلتی 

ثویت ػٔـ عٞیو ثٚ گٞىٚ ٗٚ کٚ ػؿیبی ٓــة ٓيٞىنت مؼؼیب ملـی ػیگـّ ػؿ پیينت اگـ إٓ کـػٙ ىٞػ 

ث٘يیْ٘. گلتْ إٓ کؼاّ ملـمت? گلت گٞگـػ پبؿمی عٞاْٛ ثـػٕ ثٚ چیٖ کٚ ى٘یؼّ هیٔتی ػظیْ ػاؿػ ٝ اف آٗزب 

کبمٚ چی٘ی ثـّٝ آؿّ ٝ ػیجبی ؿٝٓی ثٚ ٛ٘ؼ ٝ كٞلاػ ٛ٘ؼی ثٚ صِت ٝ آثگی٘ٚ صِجی ثٚ یٖٔ ٝ ثـػ یٔبٗی ثٚ پبؿك 

اَٗبف افیٖ ٓبعُٞیب چ٘ؼإ كـٝ گلت کٚ ثیو ٓبهت گلت٘و . ْٝ فإ پل تـک تزبؿت کْ٘ ٝ ثؼکبٗی ث٘يی٘

* إٓ ى٘یؼمتی کٚ ػؿ اهَبی ؿٞؿ: گلتْ .ای ای ٝ ى٘یؼٙ ٗٔبٗؼ، گلت ای مؼؼی تٞ ْٛ مغ٘ی ثگٞی اف آٜٗب کٚ ػیؼٙ

 یبه٘بػت پـ ک٘ؼ یب عبک گٞؿ * گلت چيْ ت٘گ ػٗیب ػٝمت ؿا               -ثبؿ مبلاؿی ثیلتبػ اف متٞؿ

Normal people who cannot be like Gandhi can at least do their best to reduce the 

speed of destroying the earth. This can be practiced in simple tasks such not using 

single-passenger vehicles or using proper-sized refrigerators instead of a side-by-side 

refrigerator for two-member family as well as using the right way to use product for a 

long lifetime, and using the product for as long as possible. When Indian people buy a 

product, they will never throw it away till it will become completely useless. I can 

recall that, back in 2010, when my brother came to visit me in India, I showed him 

that a bank security guard had an old M1 gun in his hands. Such things are exactly the 

demons that, if captured correctly, can be used in a right way, just like the way 

Solomon utilized them. Regarding the importance of simple living, Saadi of Shiraz 

says: “I met a trader who possessed 150 camel loads of merchandise with forty slaves and 

servants. One evening in the oasis of Kish he took me into his apartment and taking all 

night no rest kept up an incoherent gabble, saying: 'I have such and such a warehouse in 

Turkestan, such and such goods in Hindostan; this is the title-deed of such and such an 

estate and in this affair such and such a man is security.' He said: 'I intend to go to 

Alexandria because it has a good climate', and correcting himself continued: 'No, because 

the African sea is boisterous. O Sa'di, I have one journey more to undertake and after 

performing it I shall during the rest of my life sit in a corner and enjoy contentment.' I 

asked: 'What journey is that?' He replied: 'I shall carry Persian brimstone to China because 

I heard that it fetched a high price. I shall also carry Chinese bowl to Rum and Rumi 

brocade to India and Indian steel to Aleppo, convey glass-ware of Aleppo to Yemen, 

striped cloth of Yemen to Pares. After that I shall abandon trading and shall sit down in a 

shop.' He had talked so much of this nonsense that no more strength remained in him so he 

said: 'O Sa'di, do thou also tell me something of what thou hast seen and heard.' I recited: 

“Thou mayest have heard that in the plain of Ghur   *    Once a leader fell down from his 

beast of burden, Saying: "The narrow eye of a wealthy man will be filled either by content 

or by the earth of the tomb. "" 
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  Money                                                    پٍٞ 
 تیکٚ ، مجک چَٜاىؼبؿٓضنٖ رؼلـٗیب

Poetries of Mohsen Jaafarniain Collage ArtStyle 

ثجغيیْ ٝ اػتوبػ ثٚ عؼا ػاىتٚ ثبىیْ کٚ ٝػؼٙ ػاػٙ کٚ چ٘ؼیٖ ثـاثـ إٓ ؿا ثبف ٓی گـػاٗؼ. ایٖ ثبٗکی اُٜی امت ٝ 

 ىؼٙ ػؿ فٓبٕ ٗیبف ثٚ ٓب ثبف گـػاٗؼٙ عٞاٛؼ ىؼ. ایٖ پٍٞ ثغيٞػٙ

We need to forgive and believe in God as he has promised to return the favor several 

times more. This is a divine bank, and the granted money will be returned to us when 

required. Idolaters worship idols instead of God. 

*** 

 مـٗٞىت ػیـ ٝ فٝػ ػٔـ تٞ ٓی ػاٗؼ*      ایٖ کٚ ٝاؿػ ٓیيٞی ثٚ هجـ تٞٓی ٓبٗؼ

I believe this one that you enter looks like your grave; I believe it is the fate of your life  

 ؿٙ ثٚ آؿاّ گٜی ٓی ػاْٗ*      ثٚ ك٘ب ث٘ؼٙ ؿٛی ٓی ػاْٗ

I believe at the end every one goes to grave  

 مکٚ پبػىٜی ٓی ػاْٗ*      ػاؿٜبی ػٍ عٞػ ؿا ٛـ یک

I believe everyone's desire is having money  

 ٖٓ كقٕٝ اف مپٜی ٓی ػاْٗ*      مبیٚ إٓ مکٚ یکٚ مٞاؿ

I believe the power of money is more than that of a military  

 مؼؼی ثٜبیی ٝ مبیـ ىؼـای ٗبٓی*      عٞه گلت كـػٝمی ٝ ؿٝٓیچٞ 

Famous poets Ferdowsi, Rumi, Saadi, Bahai and other say so good  

 کٚ ؿصٔت صن ثـ تـثت ىبٕ ثبػ*      آٗبٕ کٚ ثٞػٗؼ اف ث٘ؼ پٍٞ آفاػ

Those great people were free from the chain of money that God gave them blessing  

 مکٚ ثـ مکٚ ٜٗبػٕ ؿلِت امت*      ػٔـمٞفی اف ثٜـ مکٚ ؿلِت امت

Spending life to collect money is a mistake, piling up coins is so wrong 

 مکٚ ثـ مکٚ ٜٗبػٕ ٛٔٚ ثـ ثبػ ك٘ب*      ػبىن مکٚ ىؼٕ ػیٖ عطب ثٞػ عطب 

Being in love with money is a mistake as you miss all money at the end 

 آٗی اف ػمت عٞاٛی ػاػ، کَ ػٔـ ثٚ عطب*      آٗی ؿا کٚ ثبػ آٝؿػ ثبػ ٓی ثـػ ثٚ ك٘ب

Whatever comes by wind again goes by wind. suddenly you loose all money you 

collected in your life. 

 ثٚ رنْ ٝ ربٗیٓخَ ػطو *      صـً ٝ ٓٔغ ٝ فیبػٙ عٞاٛی

Greed and desiring more and more is like fire on our body and mind 

 اٗؼؿ ٛٔٚ رب ثٚ ػٝؿ گـػٕٝ ظِْ ٝ متٔی، رلبیی ٝ عٕٞ   *   

Injustice and oppression everywhere come with the money    

 پُٞت ىؼٙ ٓبیٚ ؿـٝؿت *      ای ث٘ؼٙ ٓيٞ امیـ پُٞت

Hay man do not be slave of money, do not be proud of your money 

 ثب پٍٞ ثؼ اف فٓیٖ ثـمتی  *      ػیٖ ٝ ىـف ٝ عؼا پـمتی

Because of moneyfaith and honor and worshiping God have gone from our life 

 ثتغبٗٚ ىؼٙ عبٗٚ ثٚ عبٗٚ  *      اُضن کٚ ىؼی ثت فٓبٗٚ

Really everyone is worshiping money and every house has become temple of money 

 کٞتبٛی ػٔـ، ارـ تٞ ثبىؼ  *      ربٕ ک٘ؼٕ ٓب ثٜـ تٞ ثبىؼ

All our efforts are because of money, ashorter life will be your gift 

 ٛـ ػّ کِک ٝ صوٚ ثبفی   *      ٛـ ُضظٚ ىٔبؿه ٝ عیبُی

Every moment counting money and thinking about tricks to collect more money 
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 ؿفام صویوی پـٝؿػگبؿ امت  *      مـٓبیٚ ٝاهؼی عؼا امت

Real funds is God, that gives us everything    

 ثی پٍٞ ٓيٞ ؿٔیٖ اف ٗؼاؿت  *      ػاؿا ٗيٞ ٓــٝؿ ثٚ پُٞت

O Rich man! Don‟t be proud of your money, 

 O poor man! Don‟t be sad for not having money 

 پبیبٕ ىت میٚ ملیؼ امت  *      ایٖ كوـ ٝ ؿ٘ب ٓٞهتی امت

Being rich and poor is temporary, the night will end and the sunshine will come   

 ٓـػّ اٗؼؿ چبٙ اكکٖ امت ایٖ پٍٞ پنت*      چبٙ ػٗیب ٓیک٘ؼ ایٖ پٍٞ پنت

This bad money makes a trappushes people into that trap 

 ثؼٗجبه ؿٝٗؼ ای٘نٞ إٓ مٞ   *      ػؿ ٝرٞػه چيْ ػبُْ ٓبت ٝ مٞمٞ

To find money every eyes are looking and going to find it everywhere  

 یبؿ ٝ ؿكین ػفػإ   *      ىیطبٕ تـ ف ٛـ چٚ ىیطبٕ

It is the master of devils, and friends of impure people 

 كت٘ٚ آٝؿ ایٖ رٜبٕ ٝ آتو إٓ رٜبٕ  *      ػبَٓ اٗوـاُ تٞ ػؿ ٛـ ػٝ رٜبٕ

People lose here and the Paradise because of money 

 پٍٞ امت پٍٞ  *      پٍٞ امت پٍٞ 

Because of money, Because of money 

 پٍٞ رٞیبٕ ػفػ ٓبٛـ ٓی ىٞٗؼ  *      ثب تٞ آػّ ٛب چٚ فٝػ گْ ٓی ىٞٗؼ

With money people forget friends and the past, money lovers become thief 

 کٚ ٗیکی ؿمبٗؼ ثٚ عِن عؼای  *       کنی ٗیک ثی٘ؼ ثٚ ٛـ ػٝ مـای

Man can find happiness in both phases of his life only if he really helps people. 

 ػمتگیـی ٛـ کٚ پبیو ػؿ گِنت *      تـرٔبٕ ٛـ چٚ ٓب ؿا ػؿ ػُنت

The heart believes in just one thing, take the hand of whoever needs your help. 

 ٍؼ ُؤٚ عٞؿی کٚ ٓی ؿلاّ امت  *      عیبّ ٗیيبثٞؿی گلت امت

 Famous poet Khayam has told, drinking wine is hundred times more acceptable than 

you cheat the others money  

 ثکيیثبلا  پٍٞ آٗگٚ کٚ ٓی ؿلاّ امتٍؼ ثبؿ   *      ثبلا ٗقٗی تٞ ؿـٙ ثؼإ ٓيٞ کٚ ٓی

Do not tell you do not drink, as you cheat people for money which is hundred times 

worst than wine  

 مکٚ ثـ ٗوو ٗیک٘بٓی ٓج٘ؼ  *      گـ ثِ٘ؼی ٓی ؿمی ثـ چـط ثِ٘ؼ

If you find material achievements do not become proud 

 ایٖ پٍٞ ٝ فؿ ػیگـ عٞؿٗؼػبهجت *      ٗـػثبٕ ایٖ رٜبٕ پٍٞ ٝ فؿاٗؼ

Promotions of this world is based on money, finally the collected money will be used 

by others, not by you. 

 ػیگـإ عٞؿ ٓی ىٞػ إٓ پٍٞ ربٕ  *       پٍٞ تٞ ؿاٛی ٗؼاؿػ إٓ رٜبٕ

Banks can not transfer your money to the paradise, then it remains here in this 

world to be spent by others 

 ػبهجت ایٖ ٗـػثبٕ ثيکنت٘ینت  ٗـػثبٕ ایٖ رٜبٕ پٍٞ فؿینت   *    

In this world money is like a ladder which will break finally 

 ػؿػمـٛبیو ٛٔی اكقٝػٙ گيت  *      ٛـکٚ ثـ ایٖ ٗـػثبٕ ثبلاتـ ٗينت

Whoever goes upper on this ladder will face more problems 

 اٝ کٚ كکـ ٝ ؽکـه ثـ پُٞو ثگيت  *      ؽکـ الله ت ثٚ پٍٞ آُٞػٙ گيت

"In God we trust" polluted with money through those people whom were thinking 

about money  
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 كکـ ٝ ؽکـه گيت ایٖ پٍٞ ُٔيت *      ؽکـ الله ه ٛٔی اف یبػ ؿكت 

"In God we trust" has been forgotten through those 

 who always have concentrated on collecting money  

 پٍٞ ؿا ثـتـ ىٔبؿی ثـ ٛقاؿ *      ث٘ؼٙ پُٞی ٝ ٗٚ پـٝؿػگبؿ

You are working for money, not for happiness of others, 

 you like money more than everything 

 تب تٞاٗؼ کيتی اف كزبؿ ؿمت *      کيتی ؿا ثـای إٓ ىکنتعْـ 

Prophet Khidr broke the ship because the broken one can escape from problems 

 آٖ ػؿ كوـ امت اٗؼؿ كوـ ؿٝ  *      چٕٞ ىکنتٚ ٓی ؿٛؼ اىکنتٚ ىٞ

Safely passing the world could happen through traveling by poor condition   

 مِطبٗی اگـ عٞاٛی ػؿٝیو ٓزـػ ىٞ*      ٗٚ ؿىتٚ ثٚ گٞٛـ کو ٗٚ مکٚ ثٚ ػؿْٛ فٕ

Do not be after making money, if you want to achieve a good promotion go for 

becoming a self-sufficient simple living person 

 مکٚ ٓـػٓبٕ گیـی اىک آٗبٕ ؿیقی  *      گـ ٛـ ػٓی مکٚ ؿا پیٞمتٚ ٓٔغ ػاؿی

If you always go after money and get money from others, you will make them cry 

 ٗؼٗٚ پٍٞ ثٚ کبؿ آیؼ، ٗٚ فؿ ثٚ تٞ ٓب*      چٕٞ عبتْ کبؿت ؿا ثـ ػمت ارَ ػاػٗؼ

Then before you go to paradise they will calculate your deeds when the money can 

not work and change theresult 

 ػؿ إٓ ىجی کٚ ک٘ی اف ػکبٕ ٝ پٍٞ ػجٞؿ*   ثٚ ٗیکی گـای کٚ اٝمت ٓٞٗل تٞ اٗؼؿگٞؿ

Go to a good way as at the end you must leave everything here in this world 

 پُٜٞب ثزب ٓبٗؼاٗؼ*      ٕ ٛٔٚ ؿكت٘ؼىبٛب

Kings all left this world, but their money has remained here 

 ٛ٘گبّ کٞچ کـػٕ ىبٕ*      ىبٙ ٝ گؼا یکنبٕ

 King and beggar left this world with the same condition 

 ثزنتیثزبی ثبؿإ ؿْ پٍٞ، ىبػی  *      ثزبی مکٚ ٝ پٍٞ اؿ عؼا ؿا رنتی

Instead of money if you could follow God, instead of sadness you could find happiness 

 ػؿ پی پٍٞ ٝ کِک ٓی گؾؿػ *      ایٖ ؿبكِٚ ػٔـ ػزت ٓی گؾؿػ

Ah, how this life is going ahead in the way of just collecting money 

 مٞی کذ ٓی کيبٗ٘ت ػٔـی*      ٛـ ػٝ ث٘ؼ ثـ گـػٗت TVپٍٞ ٝ 

TV and money are chain locked on your neck and drag you   

 ٛـ ػٝ فٗزیـ ثـ كکـت فٗ٘ؼ*      ٛـ ػٝ ػربُ٘ؼ TVپٍٞ ٝ 

TV and money are both Dajjal, they lock chain on your mind   

 ٓـػٓبٕ ؿا ػؿ عٞؿػٗؼ ثب گٞه کـ*      ٛـ ػٝ ىیطبٗ٘ؼ ثب یک چيْ مـ

Both are devils with one eye, they eat people‟s mind without thinking about them 
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 ٗی ثٚ ػمت پـ، ریت پـ، ٗی*      تٞ ثٚ إٓ ػٗیب ثب ػٍ ٓی ؿٝی 

You go to paradise with good deeds not with money 

 مٞی ٓب آؿػ پِيتی*      صـً ٝ آف ٝ ٓبٍ پـمتی

Greed brings you impurity 

 رٞؿ رٞؿ ٛـ ػٝ آؿٗؼ ٓيکلات *      پٍٞ ٝ فؿ ػبَٓ ٛـ كنن ٝ كزٞؿ

Money is the important factor of impurity which brings many problems 

 مت پٍٞ ُٔيت امتثی٘ی اٗکـ اایٖ کٚ *      ایٖ کٚ عٞاٛی پبک ٗینت پٍٞ پِيت امت

This money which you see is not clean as it makes many impurities 

 ٛٔٚ ػبهجت ػؿ گؾؿػ  moneyپٍٞ ٝ *      ای ػٝمت ؿْ پٍٞ كـػا چٚ عٞؿی 

Hay, why you are sad for not having money, while the situation is temporary 

 مـٓنتی پٍٞ ثـٕٝ ف اٗؼافٙ ىؼ امت*      آـٝف ؿْ پٍٞ ثِ٘ؼ آٝافٙ ىؼ امت

Today money has become an important issue which is more than requirement  

 ایٖ ػٔـ ثٚ ریت پـ گؾاؿی یب ٗٚ*      تب کی ؿْ إٓ عٞؿی کٚ ػاؿی یب ٗٚ

You can not be sad forever that you do not have money and you can not pass the life 

with a lot of money 

 کیٖ ػّ کٚ كـٝ ثـی ثـاؿی یب ٗٚ*      عؼا کٚ ٓؼِٞٓت ٗینتؿٝ کٖ ثٚ 

Follow God‟s orders as it is not clear when your life gets over 

 ٝف صبٍَ ػٔـ چینت ػؿ هِجت ٛیچ*      ث٘گـ فرٜبٕ ثب پٍٞ چٚ عیـ ثـثنتی ٛیچ

Go through the past and what you did in your life? and what is the result of your life? 

 ثب پٍٞ رٜبٕ مـٗگٕٞ مٞػٙ ىؼی*      ثب ایٖ ٛٔٚ پٍٞ ثی كبیؼٙ كـمٞػٙ ىؼی

With having a lot of useless money you just lose your life, with out enjoying your life 

you are at the end of life 

 ػٔـ ؿا ؿ٘یٔت ىٔـیْٝیٖ یک ػّ *      ای ػٝمت ثیب تب ؿْ پٍٞ كـػا ٗغٞؿیْ

Dear friend, let's do not suffer for future's money 

 ثب ٝؿىکنتگبٕ مـ ثٚ مـیْ*      كـػا کٚ اف ایٖ ػیـ کٜٖ ػؿ گؾؿیْ

The time when we leave this world even if we have a lot of money again we are like 

bankrupts people  

 ػٔـ گـاٗجٜبیت چٞ ؿكت ؿكتی*      بٕ چٞ ؿكتی ؿكتیثبف آٓؼٗی ٗینت ثؼیٖ رٜ

There is no return to this world, and when your valuable life goes it will never return 

 ثبف آٓؼٙ ای ثٜـ پٍٞ رٔغ کـػٙ کٞ کٚ ثٜـٙ ثـػ ثبف*      اف رِٔٚ ؿكتگبٕ ایٖ ؿاٙ ػؿاف

So many people have died and left this world, which one could come back to use the 

collected money again? 

 پُٞی رٔغ ٗک٘یؼ کٚ ٗٔی آییؼ ثبف*      ٛبٕ ثـ مـ ایٖ رٜبٕ اف ؿٝی ٗیبف

Then in this world do not collect too much money, more than your requirement that 

you do not come back 

 پی گیـ ؿٙ ؿامت ٝ عؼا ػٝمت*      ػٝمتپٍٞ ؿا ؿٛب کٖ ای 

Leave collecting money and follow the right way 

 ٝ حـٝت گـػػ ٓبیغ ؿٗذ گ٘ذ ٝ پٍٞ  *      تٞ ؿٔیٖ گـػی اٗؼؿ پی گ٘ذ

In the way of finding money you become sad, as all your money make a lot of 

suffering 

 ؿٗذ آؿػ اّطـاة مـ ثٚ مـ*      پنـپٍٞ عٞىجغتی ٗیبؿػ ای 

Money cannot bring happiness for you it can just bring suffering 

       moneyٛ٘گبّ رٔغ کـػٕ*      تٞ ػاٗی ثٚ چٚ ٓبٗی

Do you know you look so desperate while collecting money 

 



 

 

Designers, get off the consumers  back 

92 
 

 ربٗیکـػٙ ػٍ ؿا ٛٔچٞ *       moneyكکـ ثیو اف صؼ ثٚ 

Too much thinking about money makes you like a madman 

       moneyثـای رٔغ کـػٕ *      كکـ ٓیک٘ی ٓبٗی ثٚ ایٖ رٜبٗی

Do you think you can stay in this world forever to collect more and more money?   

  کـػٙ ات ٛٔچٕٞ ؿٝاٗی*        moneyؽکـ   moneyكکـ 

Too much talking and thinking about the money has made you like madman 

 moneyتٞ ٓيٞ ىبػ ثٚ  *       ؿـٙ کٚ ٓبٗی  تٞ ٓيٞ

Do not think you stay here, do not be happy with money  

 moneyثـای *      هِک گِیٖ ػٍ ٓـػٓبٕ ٓیيک٘ی

You break the piggybank of people's heart for money 

 moneyکٚ گلت٘ؼ ثقی ثؼٕٝ  *      تٞ ػاٗی آبّ ػِی ٝ پیبٓجـ ٓبٗی

Do you know Imam Ali and Prophet Mani have commended us to live without 

seeking materialistic goals and money? 

 تٞ ثـ صن چيْ ثـ ثنتٚ*      تٞ چٕٞ ٓبؿ علتٚ ثـ مکٚ

You look like a snake that tours on money and does not care about people 

 عٞؿٗؼ پٍٞ ػٗیب ٝ ؿصٔت آعـت *      ػٝ ٓبؿ ؿٝییؼٙ اف ریجت

Two snakes have grown up from your pocket, eating money of this world and destroy 

your credit for entering the paradise   
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 ؿاٙ ٝ ثی ؿاٙ ثـ مـ ٓـػّ فٗی*      ٜٗی صن ٝ ٗبصن پٍٞ ٛب ثـ ْٛ

You put good and bad money on each other and every moment deceive people 

 ؿاٙ ٝ ثی ؿاٙ صن ؿا ٗبصن ک٘ی *      صن ٝ ٗبصن کـػٗت آتو ىٞػ چٕٞ

Your manner that do not respect people rights makes bad deed as you always disturb 

people         

 تب ثٚ ػؿ ٛنتی ثـمی*      تٞ ؿٙ عؼاپـمتی پی گیـ

You must follow God to achieve the real value 

 تٞ ثٚ آٗچٚ عٞاٛی ثـمی*      ػؿ ؿٙ پٍٞ پـمتی ٛـگق

In the way of following money never you find happiness 

 ٍـآ پَػؿیبة إٓ *      ػجؼ اُپٍٞ ؿٛب کٖ پٍٞ

O money lover! leave the money and think about the next world and the paradise 

 ث٘ؼٙ الله ىؼٕ مغت امت ای ربٕ*      ث٘ؼٙ پٍٞ ىؼٕ آمبٕ امت آمبٕ

Going to the bad way to make bad money is easy; and finding good money is difficult 

in the right way  

 کٚ ایقػ ػؿ ثیبثبٗت ػٛؼ ثبف*      ٗیکی ٓیکٖ ٝ ػؿ ػرِٚ اٗؼافتٞ 

You create good deed and leave it, but God never forgets it and give you back again 

when you need it 

   مقا مٞی ٓب آیؼ رلبٛب ؿا*      کنت ٓب ٗؼا ایٖ رٜبٕ کٞٙ امت ٝ

This world is like a mountain and our business is voice. The sound of our voice will 

echo and come back to us   

 چینت إٓ عل صت ربٙ ٝ ٓبُٜب*      چینت إٓ عل ػؿ گِٞ ٓبٗؼ إٓ مبُٜب

What is the biggest problem in life?  

 ظبٛـه ثب تٞمت ٝ ثبٖٓ ثـ علاف *      مـ پٜ٘بٗنت پٍٞ اٗؼؿ ٍؼ ؿلاف

Money is a hidden secret under hundreds of covers. From outside it looks good, but 

from inside the situation is quite contradictory. 

 ٓبٗی کٚ صلاٍ یب صـاّ امت؟ پٍٞ ٝ پِٚ تٞ ػؿ کق ػمت   *   

You have the money but you do not know it is a good money or bad money 

 آب کٚ ثٚ صن، ٓـؽ رٜبٕ عجـ ثؼاؿػ ٚ ثٚ كتٞای عٞػت اىکبٍ ٗؼاؿػ   *   ثب ای٘ک

Although you say it is good money, but the God knows better how you could find this 

money 

 مکٚ ٓچیٖ یکی یکی*      مکٚ ٓقٕ ثٚ ٓنگـی

Do not make money, do not collect money 

   ٓـؽ رٜبٕ عجـ ػؿ*      مکٚ ىبٙ ّـؿ ػؿ

 Money makes problem for you as God knows everything you do to make money  

 چی ٓیچی٘ٚ؟ مکٚ*      عبٕ ثٚ کزب؟ ثٚ ثبٗکٚ

Where is the businessman? He is in the bank. what does he collect in the bank? Coins 

 ع٘ٚ ٛبی ثچٚ ثـا*      کٚ ثـا چیٞ ثـا

For what and for whom? For members of his family 

 ثکـػ ػؿ هجـ اف مـ ٝ فی چـعی ثگّٞ*      گـػ ثگّٞ ٝ گـػ ثگّٞ ٝ گـػ ثگّٞ

Money lover searched a lot for money and at the end went to his grave 
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