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Abstract

Under the influence of the values of Western European civilization, the life of contemporary human has been gradually shifted from the
supremacy of the practices of material consumption to the practices of self-realization. It is interesting to understand the phenomenon of
brand, which goes beyond researches in economics and marketing (D. Aaker, J. Trout and D. Ogilvy). Brand is able not only to take
away the individual's world but also helps the individual to stand out, to overcome the ordinary life through brand’s universality which
contributes to the establishment of mutual understanding between people. Philosophical anthropology and its theories by H. Marcuse,
J. Ortega y Gasset or E. Fromm can become the basis for a new interpretation of brand as a socio-cultural phenomenon that plays a sig-
nificant role in the human everyday life. The authors substantiate the thesis that brand and human-brand, in particular, can be tools of
assembly and can be used as a reference for other people, can overcome the crisis of the identity of modern human.
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1. Introduction

The modern consumer society and the mass culture are objectively
conditioned and historically determined by the development of the
Western European civilization and capitalistic relations. The cur-
rent trends in the development of society, i.e. the expansive
growth of global communications, focus of the Western culture on
innovation and on the maximum of human’s self-realization in all
spheres of his/her activity, the priority of individual freedom sig-
nificantly affect the relations between producers and consumers of
goods and services. The manufacturers’ attempts to unify the
needs of people have come up with the arising of various individ-
ual consumer demands with which every producer who is striving
for success in the market, material and spiritual, must now regard.
This reveals a gradual and regular turn from mass and impersonal
goods to goods, personifying the individuality of both producer
and consumer.

According to G. Hill, brand today is a significant component in
various spheres of public life and everyday life of a person [1].
Initially, its history was associated with commodity-money rela-
tions, the relations between producer and consumer. This relation
gradually stipulated the dominant position of the consumption
with changing their content. The modern society is oriented to the
mass consumption, but at the same time — to the individual con-
sumer priorities. Brand actively participates in the process of
"marking" the consciousness of a person as a consumer, in format-
ting his/her value world and preferences, creating his/her "own"
consumer and being responsible for him/her [2].

Nevertheless, any kind of consumption is the production. A cer-
tain mythology, connotative meaning, a kind of "implicit
knowledge" that is important to a person is always associated with
a brand. That is why it is possible to talk about the humanistic
functions of brand, to interpret this phenomenon from the point of
view of its cultural potential and opportunities in human’s "culti-
vating". In this case, brand appears not only as a means of con-

sciousness manipulating, providing profitable consumption but
also as a cultural form, a means of "production” of a person,
his/her personality. This corresponds to the general logic of histo-
ry, in which the dominance of the production of materialized
forms should in one way or another be replaced by a period of
domination of the production of people (including the production
by means of things). The priority of the living over the material-
ized must be designated. In brand, there is always a "voice" of the
consumer, i.e., of human living needs. In addition, brand always
refers to the person, through whom it appeared, to his/her personal
history, the history of his/her success, for instance. This is the
basis of concreteness of brand, not its abstractness.

The most important function of a brand with its history and my-
thology behind it is to induce a person to self-produce of his/her
own personality and his/her own life history. Modern people actu-
alize the nomadic mode of existence; nomadically they often
"roam" on brands. This can be interpreted not as a mere fashion
following, but as an intuitive or conscious search for "your own"
which would correspond to the individuality in all its manifesta-
tions. This brings the meaning of brand beyond the limits of mar-
keting practices, actualizes the phenomenon of brand from the
point of its humanistic interpretations.

The relevance of this paper is expressed in several positions: first-
ly, brand can and should be the subject of philosophical and, in
particular, philosophical-anthropological interpretation. Brand is
inextricably linked with the subjectivity of human and affects
his/her inner world. The nature of brand as an instrument for the
formation of the human value world cannot be described with the
help of the thesaurus of economic sciences. Secondly, in the fore-
shortening of philosophical anthropology, brand is a means of
producing personality and assembling a person. Brand can be a
guide in the realization of a person's own life project. Finally, with
the help of philosophical and anthropological tools, the phenome-
non of the human brand has been studied. The human brand is the
result of hard work and auto projection. This phenomenon is con-
sidered as a tool for the evolution of the spiritual world of the
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individual and overcoming the stereotypes of the consumer society.

Philosophical understanding of the phenomena of brand and the
human brand is necessary in order to deduce the auto projection
from the contexts of entrepreneurship and business.

The research problem lies in the fact that there is a contradiction
between brand's relevance in the individual's life and modern soci-
ety and the lack of a holistic picture of brand understanding.

2. Materials and Methods

The problem of brand as an important component of modern mar-
ket relations has been actively studied by theoretical and applied
marketing research since the middle of the XXth century, which is
caused by the revolutionary development of information technolo-
gies in the production and economic sphere of society as a whole.
As a result, gradually formed a whole trend called brand manage-
ment, the formation of which is laid not only in economic, but also
in sociological and psychological researches. Among the research-
ers on brand as an economic phenomenon there are such well-
known figures as D. Aaker, J. Trout, D. D’Alessandro, J. Rider-
stelle, N. Klein and D. Ogilvy. Moreover, the study of brand as a
phenomenon of the consumer society itself and an important com-
ponent of modern consumer practices can be based on the under-
standing of fundamental and applied research on the management
of market relations such as the works of D. Aaker, L. Keller,
S. Hurrell, D. Scholarios, R. Lunardo [3], J. Moulard [4].
Economic and technical achievements radically changed the ob-
jective and cultural world of human. That is why it is necessary to
turn primarily to fundamental research of the features of capital-
ism and of the understanding of human in the capitalistic system
by K. Marx and F. Engels. Furthermore, in the study of the phe-
nomenon of brand from the standpoint of philosophy it is also
necessary to appeal to widely known works of representatives of
Western European thought, whose works were devoted to the
problems of the mass culture, the society of consumption and the
problems of everyday life (J.-P. Sartre, R. Barthes, J. Baudrillard,
J. Lacan, H. Marcuse, J. Ortega y Gasset, F. Jamieson, R. Lifton,
E. Fromm).

R. Barthes's semiotic concept of mythology, translated via sec-
ondary (connotative) meaning, and V. Stepin's idea of human as a
semiotic system were used as a theoretical basis for the study. The
philosophical-anthropological approach was implemented with the
support of R. Lifton's ideas about the set of social roles of the
person and the problem of self-identification, L. Motorina’s idea
about the fundamental anthropological constants (self-transcen-
dence, creativity, openness to the world), J. Baudrillard’s ideas
about the space of symbolic exchange and simulacra.

The methodological basis of the study is connected with the use of
the dialectical approach: the dialectic of the essence and existence
of human, proper and general in human existence. Moreover, the
hermeneutic approach and, in particular, the method of interpreta-
tion, were used in the analysis of the phenomenon of brand. The
study of the phenomenon of brand was carried out using a semiot-
ic approach. Brand is treated as a semiotic system, the unity of the
primary (denotative) and secondary (connotative) meanings. Fi-
nally, general scientific methods such as comparison, analysis,
extrapolation, synthesis, induction and deduction were used.

3. The mythology of brand

3.1. Signified and signifier of brand

The majority of researchers admit that brand cannot be identified
with a trademark [5], [6], [7]. Moreover, the specificity of brand
cannot be reduced to the popularity of a particular trademark. This
would lead to unjustified emphasis on the representing of the ob-
ject, not on the referent. The mark replaces object not in all
respects, but correlates with a certain quality, property or idea of

the referent. The phenomenon of brand must be regarded as the
unity of the mark, the commodity and the person [8].

Denotation of brand conveys verbal and iconic messages. In the
words of R. Barthes, the first has a "linguistic substance" [9].
Rolex slogan is laconic and consists of only two words — "perfec-
tion" and "prestige". Pepsi slogan — "take everything from life" —
and Coca-Cola’s advertising with the words "always Coca-Cola".
As a rule, the verbal message of brand is laconic and easy to re-
member. A visual imagery corresponding to the verbal message
expresses the iconic message. For example, Coca-Cola’s advertis-
ing employs images of Christmas and Santa Claus. Both verbal
and iconic messages have primary (literal) and secondary (conno-
tative) meanings [10]. One of the main brand makers’ tasks is to
induce a product or service consumer to read a second meaning in
the first place. R. Barthes in "Rhetoric of the Image" used the
neologism "Italianicity" to denote the connotation in Panzani’s
advertising. Coca-Cola’s advertising is unlikely to employ neolo-
gisms to denote connotation. The secondary meaning can be ex-
pressed, for example, by the words "festivity" and "familiality".
Unlike brand sign, the signs of unbranded goods often represent
goods in a "false" light. On the package of a product containing
hazardous ingredients could be seen inscriptions like "highest
quality", "product number 1". Images on packages do not always
correspond to the appearance of the goods. Signs of unbranded
goods often distort the real state of things. In the words of
J. Baudrillard [11], if a sign disguises or distorts reality then it is a
second stage of simulacra.

The unique brand denotation is firmly connected with the signified,
that is, with a sign in the person's mind, with the image of the
product, service, company policy, etc. Brand denotation is often
transferred from its native context to a foreign one. For example,
the Mercedes sign used for key fobs and the Playboy logo is
placed on T-shirts. Despite this, the connection between the signi-
fier and the signified is not torn. Moreover, brand’s mark trans-
ferred to a foreign context can influence this context. A person in
a T-shirt with a rabbit muzzle silhouette seems to pose him-
self/herself as a ladies' favorite, and the owner of key fob as a car
enthusiast and the connoisseur of the car’s quality. Although, all
these attributes could be a completely random or simply following
the person's own taste or fashion.

The connotative message of brand is broadcasted for a specific
target audience. In the paper "Brand and branding in the life of
modern society" Y. Zapesotsky [12] illustrated this statement with
the magazine "Playboy" as an example. The magazine was found-
ed in 1953. The class of wealthy Americans who multiplied their
capital because of the economic recovery in the 1950s was its
target audience. The majority of wealthy Americans were not able
to perceive the cultural values of the establishment. Despite this,
they wanted to be like the elite. The authors of journal papers
wrote about expensive shoes, luxury suits, cars, watches, etc. The
publication quite satisfied the demands of "new Americans".
A person who was literally called self-made-man achieved
through his own work, talents and unique personality traits. How-
ever, this self-made-man understood nothing in art, philosophy or
science but he/she sought at least external resemblance to the elite.
Enjoying life in all its manifestations and respect from others were
the worldview cornerstones of "new Americans".

3.2. History of the company in the brand mythology

As was mentioned earlier, brand expresses a certain mythology.
Unlike ordinary trademarks brand always has a history. The richer
the history of brand is, the stronger its market position. The rich
past of the goods is the guarantor of its high quality and unique
properties. According to R. Barthes, in the myth the story "disap-
pears". The French thinker compared the story to the "ideal serv-
ant”, implicitly fulfilling the duty and disappearing at the appear-
ance of the master [9]. However, the mythology of brand, on the
contrary, needs a history. Directors and managers of companies, as
a rule, take pride in the past and periodically recall it during press
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conferences, promotions and other events. The history of brand
connects several generations. Having a rich past, brand evolves
and attracts the attention of people of different ages. Coca-Cola
drinks appeared in the XIX century. During the XX century, be-
cause of the advertising strategy, the composition of the drink and
the shape of the bottle have been changing dramatically. Despite
this, the products of Coke are still easily recognized. Today, at the
beginning of the XXI century, Coca-Cola confidently positions its
product as a drink that gives a sense of the family unity and fun
time with friends. More than a century-long history of the compa-
ny's existence allows uniting representatives of three or four gen-
erations.

The significance of brand is expressed in the fact that it acts as a
value reference. Brand helps to fill the human life with the mean-
ing that was not originally set. Mythology of brand translates vari-
ous personally significant values, from material prosperity to the
development of intelligence [13].

Swiss company Chopard exists since 1860 and is known for its
jewelry and expensive watches. The company prides itself on
producing men's and women's watch collections. All watches pro-
duced by the company are advantageously distinguished by high
accuracy. The clock mechanism of any series is designed by the
company's mechanics in conditions of strict secrecy. The mythol-
ogy of brand Chopard is based on the high quality of its watches
and, accordingly, on its price, business style, luxury, refinement of
taste and high income of the client. The target audience of such
watches is businessmen, top-managers and officials of high ranks.
The product emphasizes that the owner appreciates time and plans
his day. This model is used by many manufacturers of luxury
goods. The brand value in the luxury segment is determined by the
high quality of the presented product, by the combination of
unique knowledge and exclusivity in it, an individual approach to
the consumer [14].

The American corporation Apple has bet on the availability of
gadgets, as well as on their constant updating. One of the compa-
ny's main ideas boils down to the fact that smartphones contribute
to the development of intelligence. They can be purchased by
anyone who is interested in the surrounding world and continuous-
ly expanding their horizons. People naturally aspire to knowledge,
but many people stop along the way. The smartphone should em-
phasize that its owner has not lost interest in the world. This my-
thology of the smartphone differs significantly from the mytholo-
gy of cell phones, providing only fast and high-quality connection
of users.

The phenomenon of brand has a history much older than modern
marketing, PR and direct branding, which became significant in
the life of the West European society in the mid of XXth century
in the heyday of the so-called prosperity states and the capitalist
economy. This period is marked by the intensive development of
the means of communication, the triumph of mass culture, the
dominance of consumption, which influence the human values
from which the basic ones are self-realization and constant
maintenance of a high level of competitiveness. These values de-
manded both in the labor market and in other forms of social rela-
tions, for instance, in friendship, creative team of interests or fami-

ly.
3.3. Historical stages of brand

Speaking about the history of brand, it is necessary to identify
three important stages related to the emergence of Western Euro-
pean culture. The first stage is connected with pre-industrial de-
velopment, with manual labor, when things were unique and many
of them, weapons for example, had given their own names. At this
time, the stigma of the master symbolized the specific qualities of
not only the sword itself, but also the quality of the person who
created the thing: his/her skill, diligence, talent. In fact, there was
a strong connection between the thing and its creator. This caused
a peculiar emotional connection between the buyer and the manu-
facturer. In the product of labor, unique human abilities were iden-

tified.

With the advent of the second stage, from the appearance of the
first manufactories to the conveyors, in the era of industrialization,
mass production of consumer goods, each manufacturer had an
interest in ensuring that the consumer needs precisely his/her
goods. That is why at the end of the X1Xth century the phenome-
non of brand appeared on the market.

Brand is not only a means of identifying goods. One can brand
anything, from milk bags to politicians. At any request of society,
even from the opposition and counterculture, the producers of
material and spiritual goods responded by creating a new product,
which was labeled by brand. As a result, brands have become a
very effective means of managing a person. Many of them brought
incredible incomes to their creators and owners. It is the situation
when the producer during the half of the XX century controlled
the behavior of the buyer through the total branding of goods and
services. This process was rigidly ridiculed by N. Klein in her
book "No logo: Taking Aim at the Brand Bullies" [15] in which
she had investigated consumer behavior in the USA.

But in the transition period from the end of the XXth century to
the new millennium, with the development of communication
technologies, at the stage of emergence of the postindustrial socie-
ty, it became clear that it was impossible to manage the behavior
of consumers with the help of classic advertising technologies.
People do not want to consume a mass product, they refuse to be
ordinary buyers, the so-called "target audience", the conquest of
which seems necessary for any manufacturer. The modern con-
sumer wants an individual approach, appealing to his/her needs
and unique features. Access to the Internet makes it easy to find
out exactly what the manufacturer is deceiving in advertising, and
this leads to rational consumer practices. In connection with the
orientation of modern Western European culture to the priorities
of self-development, individualism, self-expression, person's daily
life often becomes the art of owning things. The symbolic lan-
guage of things helps consumer to express his/her social status, to
convey the mood, emotions, tastes and attachments. In the pre-
industrial era, brand told about the originality of the creator of the
thing, and today it narrates about the owner of the thing, pointing
out the individual features of his/her thoughts, lifestyle, prefer-
ences and desires.

3.4. Functions of Brand

It is obvious that not only things but also people can act as semiot-
ic systems. Performing the function of a sign system, a person
broadcasts a certain program of activity. According to V. Stepin
[16], human is a semiotic system if his/her actions become an
example for imitation. The actions of the master, showing his/her
student some of the techniques of work, the actions of an adult
copied by a child, the imitation of a pop star are just a few exam-
ples of the functioning of human as a semiotic system.

The society encodes certain patterns of activity, behavior and
communication. Demonstration of these samples is one of the
most ancient and effective ways of translating the experience.
Modern media technologies make broadcasting fast and access to
patterns of behavior is easy. In other words, people easily learn
anything about the actions of movie stars, big businessmen, politi-
cal leaders, famous sportsmen, musicians, etc. Various "samples"”
of "know how to act" are broadcasted daily from television
screens and personal computer monitors [17].

Any brand performs several functions in the individual's daily
existence:

1. Individualizing helps a person in the existing variety of
things and information to determine the choice, making the result
of this choice in the property of I. In this case, the person distin-
guishes himself, becomes different from others.

2. Value-oriented function indicates that brand can act as a
marker of the person's value priorities, both in material and in
spiritual consumption. Brand translates certain collective values
and “"encourages" a person to follow any patterns of behavior,
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norms and rules of life, i.e. affects the formation of the consumer's
worldview.

3. Socializing — the use of brands allows a person to form and
express his or her own individuality. Simultaneously, this means
cultural identification and implies the correlation of person with a
cultural community, group.

The most important function of brand, with its history and my-
thology behind it, is to induce a person to self-produce his/her
own personality and his/her own life history. After all, a person
lives in a very difficult situation — his/her symbolic status is ex-
pressed through things and behaviors that actually dictate how
he/she should be: a brutal man in a powerful car or a wildlife pro-
tector in a natural cotton T-shirt. Going over social roles, instantly
turning from one to another, a person is likened to the mythologi-
cal Proteus, who changed his body and could not confidently an-
swer the question of who he really is. R. Lifton [18] designated
this phenomenon as "Protean Self".

Brand acts on the person through the mythology that it transmits.
In particular, as a bearer of mythology, brand can be an object of
interpretation. Brand can be considered as a mental construct,
which contains a set of meanings, as well as a kind of value refer-
ence, a regulator in the process of human’s realization of consum-
ing practices, both material and spiritual.

There are different levels of perception and the possibility of read-
ing brand. The meaning of brand interpretation can be different.
However, today it becomes obvious that brand can be viewed not
only through the prism of the economy (as a means of identifying
and promoting a particular product), but also through the prism of
anthropology.

Brand is a symbolic construction, behind which stands the person,
its creator. Brand is a creative product expressing the creator's
ideas aimed at satisfying living human needs. Brand acts as a me-
diator not so much between a person and a thing to which brand
refers, as between a person such as creator and consumer. Con-
suming a thing, a person consumes what is behind it, the living
human energy (views, life priorities, goals, values), the energy of
the creator of brand [19].

Brand is a tool for self-actualization of personal principles, the
manifestation of individual qualities. Behind brand is a real person
with all his or her unique characteristics. At the same time a lot of
significant social and cultural meanings turn brand not only into
an object of sale and purchase but also into a special cultural form
that are gathered around brand.

The cultural form, in general, and brand as a cultural form, in
particular, is a structural formation, the stable features of which
are always reproduced in culture but can have different content,
depending both on the personality of the brand creator and on the
requests of its consumer. Therefore, it is necessary to take into
account that a more appropriate sense reading of brand as a cultur-
al form can be realized only in its natural cultural context. Brand
for its author becomes a means of identification. However, creat-
ing a brand the creator obviously does not use it as such a tool. In
brand, the relationship between the individual and the universally
significant is revealed: personal properties acquire supra-
individual significance. It is obvious that today the world in the
sense is ambiguous, therefore brand's value content directly de-
pends on its natural social and cultural contexts.

The person, who creates brand, guesses in his/her personal
experience something socially significant. In brand there are
individual (branded unique characteristics of its creator) and indi-
vidual (that the creator of brand guessed as socially significant),
who allows brand to be relevant. After all, any brand as a cultural
form is under the continuous influence of historical selection,
which presupposes, first of all, the selection of the most acceptable
ways of satisfying one or other requests of society. In the anthro-
pological sense, brand can serve as a kind of standard in defining
life attitudes, building value priorities for human existence, which
will allow a person oriented to it to feel himself as an organic part
of society and culture, while preserving his/her freedom, integrity
and diversity of is/her behavior.

The most important function of brand in the anthropological sense
is expressed in inducing human to take an independent action, to
manifestations of subjectivity towards him/her. A person must
become a "self made man". It must be remembered that the creator
of brand is not so much the result of imitating the samples, but
rather the result of the cultivation of the individual, that is, delib-
erate and consistent cultivation of oneself, through the systematic
implementation of a series of conscious actions aimed at self-
development and self-realization. But along with this the author of
brand does not pursue the goal that his/her personal characteristics
become brand [20].

4. Conclusion

Brand, filled with existential meaning, stands such a test with
social experience, as it has a constructive, meaningful and human-
forming side. In promoting himself/herself through brand, a per-
son can become "the human brand™" himself/herself. That is why,
brand becomes a benchmark, a kind of standard for the person
(consumer), modern to him/her and consonant with his/her intui-
tive or conscious search for himself/herself, his/her existence,
his/her "true self".

With the act of putting his/her own meanings into brand or waking
them up through brands, the existential path begins — the way of
returning person to himself/herself from a multitude of relation-
ships to his/her true self. The way of uniting an individual and
supra-individual, restoring the integrity of the inner world are
essential for a modern human who is living in an infinitely diverse
world of culture.

In the modern social and cultural situation, there is definitely the
possibility of the existence of the human brand, combining some
of the significant features of brand as a phenomenon of the eco-
nomic sphere (respectability, the representation of a certain life
reputation and life path, the mythologization of a person's biog-
raphy, the official registration of brand elements as an object of
ownership) with concrete-single expression of such fundamental
anthropological constants as self-identity, authenticity, openness
to the world and creativity. In fact, the human brand expresses
itself a form, model of activity, a value model that is in demand at
a certain point in time, in specific social and cultural conditions.
Brand as a cultural form is mediated by the "spirit" and content of
culture and is itself embedded in it, being its phenomenon. The
functioning of this cultural form as the human brand can be one of
the means of assembly for other people, because of which they are
able to find their unique way of self-realization in society, culture.
The human brand is a unity of a mentally constructed and objec-
tively real because it contains a name, a history and mythology
associated with a person, but also his/her actual concrete personal-
ity and creative product. The presence of these genuine, real ele-
ments in the human brand transforms human into a transgressive
phenomenon, taking him/her beyond purely mental constructions.
It is necessary to understand that the popularity, social status and
income of the human brand are the tip of the iceberg. Behind these
obvious things, there are hidden unique qualities of the individual,
hard work and determination, independence, responsibility for the
decisions made. It is this "added value" in the human brand that
can be the guide, that will help others to find options for overcom-
ing the very narrow limits of human existence set by society, by
deliberately working on themselves and searching for new ways of
self-actualization.
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