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ABSTRACT

This chapter explores the phenomenon of hacktivism in the context of
globalization debates and the evolving nature of new social movements. It
explores the historical trend by which capitalism has become increasingly
moreimmaterial initsappearancebut powerful initseffects. Using examples
of specific hacktivist groups, hacktivismisshown to be an inventiveresponse
to thistrend and represents an imaginative re-appropriation of the Web for
spider-likeanti-capitalist protest. The paper concludeswithasummary of the
hacktivist philosophy that seeksto reassert the origins of the marketplace as
an agorafor the peoplerather than just big business. Hacktivismis shown to
represent a rationale diametrically opposed to e-commerce.

INTRODUCTION-
ALL THAT ISSOLID MELTSINTO AIR...

Constant revol utionizing of production, uninterrupted disturbance
of all social relations, everlasting uncertainty and agitation, distin-
guish the bourgeois epoch from all earlier times. All fixed, fast-
frozen relationships, with their train of venerableideas and opin-
ions, areswept away, all new-formed onesbecome obsol etebefore
they can ossify. All that is solid meltsinto air, all that is holy is
profaned. (Marx & Engels—TheManifesto of theCommunist Party?)
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The Robespierre of this revolution is finance capital ... As the
Jacobins learned during the French Revolution, it is the most
zealous, principled advocates of new values who are ultimately
most atriskinarevolutionaryenvironment. (Greider, 1997: 25, 26)

Thepurposeof thischapteristodescribefroma’ Devil’ sAdvocate’ stance
thecultural contexttotheriseof variousonlineactivitiesthat opposethegeneral
valuesof e-business. Inthenew digital times, Marx’ sdescriptionof capitalism’'s
iconoclasticqualitieshasbeenenthus astically re-appropriated by businessgurus
ontheoppositesideof thepolitical spectrum. Hiscriticismof disorienting change
hasbeen swamped by atsunami of techno-enthusiasm. Theperennial pertinenceof
Marx’s poetically-charged analysis of the socially transformative power of
capitalism’ sincreasingly immaterial formisillustratedinaspateof suchrecently
evocativetitlesas: Livingon ThinAir,” TheEmpty Raincoat,” BeingDigital; and
TheWeightlessWorld. Such New Economy tractscanevenmakeMarx’ sflorid
languageseemrel atively understated - totheextent that it hasbeen described asthe
‘derangedoptimism’ and’ corporatesalivating’ of ‘ businesspornography’ (Tho-
masFrank 2001). | nthisatmosphereof revol utionary rhetoric, however, Greider’ s
abovequotationhintsat thedangersthat canawait thoseat thevanguard of change.
Wewill seelaterinthischapter that just asM arx arguedthat capitalism contained
itsownfatal internal contradictions, sovariouswritersarebeginningtoarguethat
thetechnol ogical infrastructureof e-commercemay providethefertilegroundsfor
oppositiona forces.

Thedot.comrevol ution hasproduced dot.communists, andinadditiontothe
recent slowdownintherevolution’ sowninternal momentum, theinformation
superhighway now hasspeed bumpsintheformof onlinepolitical activistsknown
ashacktivists. Together, hacktivistsand anti-corporatetheoristsarecreatinga
groundswell of opinionthat may mitigatefuturegrowthine-commerceandthe
dream of abstract friction-freecapitalism.

THE MANIFEST DESTINY OF FRICTION-FREE
CAPITALISM

Now capital haswings—(New Y ork financier Robert A. Johnson)?.

For how many eons had insurmountable geography impeded
man’s business? Now the new American race had burst those
shackles. Now it could couple its energies in one overarching
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