


























In the plush ambience of the Crowne Plaza 
Hotel I had the rare opportunity to chat with 
Morgan Spurlock. I found out that he's an 
easygoing, funny guy with a common-sense 
and straightforward approach to beating the 
fast food industry that he simply wants to share 
with the world. 

Morgan Spurlock is at the top of Ronald 
McDonald's hit list and he's lovin' it. 

Given the sheer magnitude and all-encompass­
ing power of the McDonald's corporation, being 
number one on their most wanted list isn't a 
desirable place to be. 

But that doesr.i't worry Morgan. 

His internationally applauded documentary Su­
per Size Me is, essentially, the one man attack 
on the fast-food industry that has launched him 
straight to that top spot on Ron's list. 

You 've undoubtedly heard the story; man eats 
nothing but McDonald's for 30 days straight. 

11 If people are educated about 
the food, McDonald's.will sta~} 

losing mone_._~,._,.,,.. 

parents aren't doing that. 

rgan Spurlock ' You'll never make every parent the perfect 
pa rent, but you can make every school the 
perfect school." 

Man gets very, very sick. Man gains weig t, 
pickles his liver, becomes a Mcaddict, vomits, 
suffers headaches and heart palpitations etc. 
etc. You know, the usual. 

It's compelling viewing. And the awards and 
rave reviews prove that. Morgan has won the 
Best Director Award at the 2004 Sundance Film 
Festival, the New Director's Award at the 2004 
International Edinburgh Film Festival and the 
MTV News Prize at the Full Frame Documen­
tary Film Festival 2004. In addition, the film 
has been officially selected to play at over 14 
international film festivals (including Christ­
church's), has had special screenings, opening 
night screenings, closing night screenings and 
every other accolade attached to it that you 
could imagine. 

Morgan might be on the McD's most wanted 
list, but given the power of cinema these days, 
and the effects of free thinking consumers, 
being on the receiving end of this ass-kicking 
documentary isn't my first choice destination 
either. 

And it's pretty obvious McDonald's is feeling 
the same way. Despite the applause for the 
film, from audiences worldwide, there have 
been the inevitable cries of "liar, liar," the 
'counter-attacks' (such as McDonald's spend­
ing millions of dollars worth of newspaper 
advertising and other people launching their 

own 'Mcdiets' to prove Morgan wrong), and 
the (admittedly few) media criticisms. 

But amidst all this frenzied damage control, 
Morgan is quietly explaining that Super Size 
Me is as much a message to us, the consum­
ers, as it is to the big wigs at McDonald's. 

"My goal was to make a film that would make 
people think about how they eat and live," he 
says. 

"If people are walking out of the movie saying, 
'I need to pay attention to how I eat and how I 
live,' that's a good thing." 

And that's precisely what they are doing. If 
you've been to this film, you've probably 
said it yourself (although it probably sounded 
more like "eewww, I'm never eating that shit 
again!"). It's enough to put anyone off eating 
McDonald's for life. 

In another reaction to the film, American 
stores have announced that the super size op• 
tion will be gone by the end of this year. 

Morgan's not holding his breath. 

"I take all of their actions with a grain of salt 
because I find them to be misleading most of 
the time." 

He talks about the time McDonald's an­
nounced they were going to replace their 
cooking oil with a healthier, lower fat alterna­
tive. 

"Everyone was like 'Yay'," explains Morgan, 
"and they never did it." 

Morgan's contempt for this corporation is 
clear. Not only does he not believe what 
they say, he hates their food (gee, I wonder 
why?), he loathes their blatant marketing to 
children via toys and playgrounds, (which he 
calls "nothing but magnets - specific tools to 
do one thing"), their sponsoring of athletes 
(hello, Sarah Ulmer), their use of processed, 
chemical-laden foods, their lack of initiative in 
helping to quell the obesity trend ... He hates it 
all. And he wants them to change. 

Additionally, he applauds the actions of a gov­
ernment ("in one of the countries we've just 
visited- I can't remember, there're so many!") 
that has recently launched a national promo­
tion to teach residents how to eat well. 

' They're talking about how many calories you 
should eat, how much fat you should eat in a 
day, how much sugar you should really take 
in -this is a national advertising campaign 
that is being launched. 

'If a government is going to spend money 
on something, they should spend money on 
that." 

Advertising for fruit and vegetables, such 
as the 'Climb Aboard the Asparabus' signs 
on city buses, is another idea that Morgan 
encourages to get people out of the "buying 
cycle" of fast food. 

"The cheaper the healthy food is, the more 
people are going to buy it. Because they're 
like, 'wow, I can get this whole bag of broccoli 
for like 13 cents, let's get the broccoli. How 
much is that bag of cookies? Oh my gosh it's 
$25! We better not get the cookies then'. 

"But that's not the way it is. Now it's the 
worst food for you that's the cheapest and I 
th ink that's where we also need to turn some 
th ings around." 

lf we, the consumers, change our eating hab­
its and insist on eating only fresh or only lo­
cally grown or only healthy food, McDonald's 
will have to adapt. If we, the consumers, start 

"At a time where obesity is reaching epidemic 
proportions around the world, McDonald's are llr--------------­

The ultimate student 

a~king more of the corporations, McDonald's 
will have no choice but to go along for the 
ride. 

"McDonald's could [change their menu]. 
They could, but they won't. And here's why: 
McDonald's' whole concept is based on 
uniformity and to come out with local food 
that is fresh, from local farmers, there's no' 
way you're going to get it to taste exactly the 
same all over the world and that's their selling 
point ... 

"Could they do it? They could, but they 
wouldn't, because then suddenly, somebody's 
going to say 'that fresh burger back home 
doesn't taste nearly as good as it does here'." 

Although it's hard to believe, Morgan doesn't 
want to see McD's dead and buried. "I think 
some of them should stick around. Some 
people like to have a Big Mac every once in a 
while." 

But if we become educated and begin to make 
smart choices, he says, McDonald's will "start 
to say 'does everything have to taste exactly 
the same in every single store?"' 

And that's when changes will begin. 

It's up to us to tell McDonald's that we're in 
need of nutritionally dense food, not just fat, 
sugar, caffeine and salt. 

It's up to us to tell them what we want. 

It's up to us to make change and to kick 
Ronald's ass! 

If you haven't seen Morgan's film yet, go see 
it. It's worthy of all the hype it's getting. 

FAVOURITES: 
Food? Does Guinness count? If not, I would say 
ham. 
Movie? A Face in the Crowd by Elia Kazan. 
Book? There's something I finished recently that I 
l1ked ... oh, Green Eggs and Ham. 
Mom_ent in your film? Where we ask the kids to 
identify people on the cards and none of them can 
identify Jesus Christ but they all know Ronald Mc­
Donald. God is dead, long live Ronald McDonald! 
It shows you who has the better marketing team 
doesn't 1t? ' 
Headline about you or your film? In The Onion a 
comedy magazine in the States with fake headlines, 
fake_ stories. The headline was "Michael Moore 
k1ck1ng self for not videotaping his last 600 trips to 
McDonald's". 
Country you've visited to promote your film? That's 
tough ... (after a lot of deliberation) Australia? No, 
~ew Zealanders won't be happy if we say Australia. 
I m gonna go with Brazil. 
Item on the McDonald's menu? Big Mac 
Ou_estion from a reporter? How's my sex life. 
Thing about New Zealand? Peter Jackson. 

the industry leader. You know what? Act like 
the leader. Don't just paint pictures of happy 
salads and tell me how much you care about 
me." 

But Morgan knows this isn't going to happen 
anytime soon. He knows that it's not just the 
responsibility of the McDonald's managers 
and the advertisers. He knows it's up to us, 
the consumers, and the great news is he be· 
lieves we have the power to turn it all around. 

WC.i'R'K USA 
"If people are educated about food, McDon· 
ald's will start losing money," he says. _ _ ._ 

And so, Morgan is setting out to educate the 
world. 

When he returns to the States, Morgan is to 
tour the country taking his film to schools. He 
says it is as important for school-aged chil· 
dren to see the film as it is for their parents 
to see it, so as to intercept the "cradle to the 
grave marketing" practiced by McDonald's. 
His theory? Somebody's got to teach these 
kids how to eat and more often than not, their 

Hpplications close October 1st ... 
don't get left behind! 

Wednesday September 15th 
Information Session: 

- 5pm, Commerce 101, 
Canterbury Uniuersity 

www.iep.co.nz or oeoo 443 769 



'! I 

Stardn.mk 'Stand Tall' release tour 
Jetset Lounge 

Coda 
Dux de Lux 

Stardrunk 'Stand Tall' release tour 
Wunderbar 

Taos, funky new reggae infused 
dub, groove beats 
Dux de Lux 

Dimmer with Ghostplane 
Jetset Lounge 

Hip-hop sensation TV with DJ Bi­
zznizz and special UK guests, with 
support from Trinity Roots and 
Manuel Brady 
Mansion 

RDU and Dux de Lux 'Roundup' 

band competition, first semi-final 
Dux de Lux 

RDU 'Roundup' band competition, 
second semi final 
Dux de Lux 

Cloud9 - Ed Wood student video 
awards from 7 .30pm, come and 
check out the efforts of your fellow 
stude11ts' 

Fat Freddy's Drop with support from 
The Numbers, brought to y<:>u by 
RDU 
Civic 

Skyver and OJon with support from 
Dose, Steel, Subz, Cre8 and MC 
Drex. $1 S door sales only 
Carbon 

~ tt. 
Graduate Programmes 

i 

Achieve your career goals by developing applied 
skills with a graduate qualification from CPIT. 

Computer Aided Design 
Arts & Design 
Digital Video Post Production 
e-Commerce 
English Language Teaching 
Event Management 
Information & Communication Technologies 
Laboratory Technology 
Information Design 

Call now for information. 

0800242476 
www.cpit.ac.nz 

~CPIT 
QIRmotlMCMPOIYTKHNICINmrun:OfTECHMOlOOl'le'MINngao~ 

do it.be it. 

.....------- -----➔--

1000 CRITIC11111HI With Gunther Lutton! 

'1l'1hia wNllc ~ 
I've been on a quest. As a responsible columnist I decided to undertake a 
task comparable to searching for Bigfoot; the hunt for cheap Italian! The 
fingers started walking. The standard conversation went as follows; 
Them: "Portofino/11 Felice/Saggio's ... how may I help?" 
Me: "Just wondering how much your mains are" 
"Mains $30, pasta $20" 

Now for the crunch, "Are you BYO?" 
"No! " (almost laughing) 
Finally the friendly voice at Bologna says "yes, but wine only". 
A reservation was made. 
If you dine at Bologna, don't expect chequered table cloths and Dean Mar­
tin - do expect a cosy restaurant with a pleasant atmosphere. The kitchen 
is visible from your table, which is cool. As far as restaurants go, it's enjoy­
able and a bit unique. 
We had garlic bread to start, a mixed seafood fettuccine and chicken cal­
zone for mains. The garlic bread was disappointing, (from experience, thei 
focaccia is better). The mains, however, were pretty damn yummy. The 
pasta: fresh spinach fettuccine with heaps of seafood, including prawn cut­
lets and mussels in the shell - yummy. The calzone (a stuffed pizza): filled 
with plenty of chicken, brie, brocolli and apricots, served with a massive 
side salad - really good and more than enough to leave me full. 
On the whole, an enjoyable dining experience. Not the best Italian food l'v 
ever had, however, it was pretty good, affordable and served in generous 
portions. If you're in the mood for Italian, Bologna is worth a visit. They're 
next to Sophie's on the corner of Sealey Ave and Papanui Rd. Meals range 
from $15-25. Phone 379 7497 for bookings. A Super Liquor is located 100m 
down the road, so your bases are covered! 

Know any good cafes or restaurants that deserve a·iook at? Drop me a line 
at g_lutton@hotmail.com 
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Supre-duper~1111n......__ __ _ 
Supre epitomises commercial, capitalistic bullshit. It's the embodiment 
of a common belief that you're not worthy unless you fit in. Su pre took 
everything good about chain stores, shortened hems, lowered necklines, 
hired many thin, pretty staff, made a profit by feeding off the insecurities o 
young girls. 
Morbid curiosity fuelled my recent trip to Supre. The similarities to a trash 
nightclub amazed me. Strobe lights accost your, a multitude of assistants 
in short, tight clothes to.ok one look at me and my dirty chucks and decided 
to ignore me, the music is so loud you can barely think. 
Ask a girl in Su pre why she's there - the answer would be along the lines 
of, "It's cool, and cheap." Ask her why it's cool. It's highly likely she'll get 
extremely defensive, possibly leading to a bitch slap. Is it because she 
really believes she looks good in a revealing top and a skirt that's better 
described as a belt? Moreover, if she sincerely thinks she does look good, 
why is she trying to look good in the first place? As biologically driven 
organisms, a human's need to mate is strong. But we have evolved in sue~ 
a way that we can transcend this base condition. My point is, we don't 
need to completely cast aside these innate urges - that would make life 
extremely boring, but we don't all need to be the same to be accepted. 
I'm not denouncing Supre, but what Supre symbolises; shown by girls 
dressing the same and not following their own ideas of what looks good, 
instead, following what looks good on a 6 foot anorexic. Please don't thin 
I'm a hypocrite by sometimes buying the odd top from Supre, because I 
do, but I do this while examining my individuality and the person that I 
want to be, expressed (sometimes) through what I wear - unless I haven't 
done my washing or am just feeling plain lazy. 

CHEM & BIO BALL 
This year's chem and bio ball is on Sat­

urday, September 18 at the Hotel Grand 
Chancellor in Cashel St. Cost $27 per ticket 
and includes two free glasses of bubbly 

and nibbles. Tickets are available from 
chem and bio administration offices, and 
rooms 858 and 832 in chemistry. 

UC CAREERS 
Career Development & Employer Liaison 

Centre 
ARE YOU A FINAL YEAR STUDENT looking for 

graduate employment in 2005, or a penultimate 
year student looking for summer internships/ 
work experience? Our 2004 Graduate Recruit­
ment Programme can provide you with these 
opportunities, so register now on Canterbury 
CareerHub www.canterbury.ac.nz/student/careers 
and regularly check Jobs and Events/Employer 
Information Sessions. 
For help with CVs, Interviews and Job Search 

Strategies, read our free "Guide to 

• 

Job-hunting" booklet and check 
Seminar dates on CareerHub Events. 

Also, check your student email regu-
larly for recruitment messages sent 
to course groups by UC Careers. 

2004 GRADUATE RECRUIT· 
MENT 

PROGRAMME 
Target: Final year students (also 

Summer Internships for pre-final year 
students) 
Employer Information Sessions: 

(Full details on CareerHub Events) 
15/9 Public Health Dept, Christchurch 

School of Medicine (Diploma in Public 
Health - all degrees); 21/8 Rydges 
Hotels & Resorts (Hotel Management 
- Finance, Management, Marketing, 

Hospitality); 22/8 Thinking of becoming a Social 
Worker? (all degrees). 
Application closing dates: 
(Full details on CareerHub Jobs) 
15/9 Treasury Summer Interns (all degrees); 17/9 
Forsyth Barr (Commerce); 17/9 JAWA Structures 
(Civil Engr); 17/9 McCain Foods (PAMS, Chem 
Engr); 17/9 Tait Electronics Summer Programme 
(COSC, IT, Electronic Engr); 17/9 'Mighty River 
Power (Civil Engr); 23/9 Palmerston North City 
Council (Civil Engr); 24/9 Smithbridge (Civil 
Engr, Grad and Summer work); 24/9 Industrial 
Research (PhD, MSc Chemistry); 30/9 Clendon 
Burns & Park (Civil Engr); 30/9 Fitzroy Engineer­
ing (Mech Engr); Shusaku Yamamoto, Japan 
(PhD, Masters or Hons in PAMS, Biotech, 
BioChem, Chemistry); 1/10 Wanganui District 
Council (Civil Engr); 2/10 Phenomena Academy 
(PR, Communications - volunteer); 2/10 Status 
Recruitment (AFIS). 
ABOUT TO FINISH YOUR DEGREE AND WON• 
DERING "WHAT NEXT"? CONTINUING STU· 
DENT BUT UNSURE OF YOUR STUDY /CAREER 
OPTIONS? 
Whatever your year of study, you can come and 
talk to a Career Counsellor. No need for an ap­
pointment, our drop-in sessions are: 
Mon, Tues, Thurs: 2pm-5pm; Wed & Fri: 
9am-12 noon. 

SPECIAL SEMINAR FOR INTERNATIONAL 
STUDENTS OR THOSE NEW TO NZ: "How 
to Find Work in New Zealand", Wed 15 Septem­
ber, 1-2pm, C3. 

Come up and see us• collect a free "Guide to 
Job-hunting" plus employer brochures and ap­
plication forms. 
UC CAREERS 
Level 7, Central Library Ph: 364 2591 

COMICS, GRAPHIC NOVELS, ART BOOKS 
AND ACTION FIGURES FOR SALE 
Action, adventure, indies, price guides, erotica, 

Classifieds in Canta are free to students. 
Deadline is midday Friday. Please keep 

them as brief as possible. Send classifieds 
to: canta@ucsa.canterbury.ac.nz. 

cult favourites, European masters and 
much more ... For a complete list e-mail 
Seiver: supercomixman@yahoo.co.nz or 
text to 021 052 7137 

OFFENSIVE BEHAVIOUR 
is coming ... for a limited time only!! 
Screening the following times at Christ­
church Rialto Cinemas: 
Friday 10th September -- 8:40pm 
Saturday 11th September -- 2:00pm, 8: 
40pm 
Sunday 12th September -- 6:30pm 
Go book your tickets - seats are selling 
fast! 
R16: Contains violence, offensive lan­
guage and sex scenes! 

NZRFU PRESS RELEASE 
An open invite to members of the public 
this Friday night to attend the Foundry 
(8ish) to meet members of the Mighty 
Barracuda Rugby team ahead of this 
Saturday's big final at 11am Fields. Come 
along, have a drink and meet all your 
favourite players. 

IGGY'S ELECTION CAMPAIGN ... 

... or else 
the cute 

woodland 
critter 
DIES. 

Vote For Iggy 

tour Vot, - Your Choi,,/ 

This person didn't vote for Iggy. 
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Sam. BCom. 1st Year. 
1. No 

2.666 
3. Me, large cock 

4. Dog house 
5. Fact, I read it in the Koran 

Josh. BA. 1st Year. 
1. Nup 

2. 3 
3. That guy, because he is ... 

4. Who the hell are the Baha Men? 
5. Oh, fact 

Zane. BA. 1st Vear. 
1. No 

2. 4 hrmdarara 
3. Saddam Hussein, cos he could organise an American inva­

sion ... it'II be great fun 
4. I don't know 

5. Fiction 

.__ __ Grumpy the penguin. Bsuckfulness. 15th Vear. 
1. Sure, if I can't sabotage it first ... I suck. 

2. Who cares? What a dumb question. You should be asking 
stuff about me. You suck. 

3. That Halle Berry. Why? Imagine her struttin' round the office 
in that outfit she had on in Canta the other week! Canta sucks. 

4. In the Bahamas with their clan of scantily-clad dancers, plot-

//030 

ting their comeback special. They suck. 
5. Christmas sucks. Santa thinks he's so damn cool. Santa 

sucks. 

APPLY NOW FOR YOUR 
2005 STUDENT ALLOWANCE 

AT www.studylink.govt.nz 

LINK 
Hoto Akoranga 
A~ <nthl! IMinist,yofSocJal~ j 



RE LAX Now make even 
cheaper calls! 

EasyCall Refer-a-Friend 
Earn$$$ on your account by 

telling your friends about our 
great rates and benefits 

Are you living or 
flatting with other 
people? 

Can't agree as to who made 
which phone call? 

Relax. 

Use EasyCall to make all your 
mobile, national and 
international calls. 

Pay for your calls. Not 
someone elses! 

•SAVE EVEN MORE! 
Sign up as an EasyCall 
member and get 10% extra 
FREE on every online 
purchase. 

\l!I'' .... 
·1, 

-~o 
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Purchase on line or from Unimart, UCSA building on campus 

Customer Services: 0508 789 888 www.easycall.co.nz 

Sparkz 
Raspberry Vodka 

Kristov Red, Kentucky Blue 

440ml Cans 
Exclusive Student Offer! 
With student 1.0 

$3.99 4pack 

16 pack stubbies 
Exclusive Student Offer! 
With student 1.0 

1 Litre 
Exclusive Student Offer! With student 1.0 

· $9.99 each or 2 for $18 

1 Litre 
Exclusive Student Offer! 

With student 1.0 
Aquila 
Zfor $15 

Our E.S.O's are not advertised in store. Ask for them, 
show us your student 1.0 and they're yours! 

Specials available until 21/9/04 close. 

45 Hornby Liquorland, 8 Tower St, Ph: 344 204 
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