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In commercial production nowadays it is not enough to manufacture a given product; you have to 

make it function as a brand. And not just any kind of registered or as yet unregistered trademark. In 

a genuinely up-to-date brand, creating a logo is not sufficient; you need to launch an idea capable of 

filling its inner core.

The idea of Marx, the idea of Freud, Volvo’s idea of Safety, Adidas’s notion of power against impos-

sible odds, or the intense image of the rebellious outcast promoted by Nike, are weighty materials 

inseparable from the designation of a brand.

Thus every brand contains within it a conceptual, moral and sentimental message offering access to 

a world of its own, and it does so by means of the vehicle which creates a bond of affiliation through 

the freely-chosen act of buying, an act which has ceased to be a mere commercial exercise and has 

been raised to the level of scrutiny, decision-making, self-development. As the object and its brand 

are designed, they are at the same time designing deep within themselves the person who is admitted 

to their world.

VICENTE VERDÚ
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“Do Like Us, Be Different” proclaims the slogan of MARX®, an exhortation which is apparently as 

powerful as it is unattainable, as attractive as it is impossible. But that very impossibility is what pro-

vides tension to a brand trying to establish itself, since its potential use or consumption is never lim-

ited to one’s immediate experience of the product or to advantages of a kind that can be enumerated. 

Any item designed solely to be consumed would disappear from our demanding contemporary world. 

Because any product that properly attempts to establish itself will not confine itself to its utilitarian 

limitations but will extend into open fields where the brand ranges autonomously, leaving its indelible 

traces. Or at least that is what marketing with a sense of epoch and of the laws of fictional capitalism 

should be about.

In other words, the implications of an object are not exhausted by its particular utility nor by prag-

matics in the strict sense, the old sense. The object, propelled by its brand, rises from the concrete 

to the abstract, not so much to dissipate there in its ascent as to generate from that lofty height 

an invisible bell within which its consumers have a feeling of belonging and of being chosen as a 

special class, a group with definable characteristics in terms of what it is and what it does. And at 

the same time they will be consumers who, similarly, do not wish to confine themselves to the act 

of consumption but rather to extend themselves as characters through the conceptual suggestion 

conveyed by the brand.

Thus one can go as far as to say that a brand, when it attains that status, offers not just a material 

object but a life choice. This does not, of course, refer to a whole life, in its details and its entirety, 

but it does mean a segment of inner life permeated by the secretions, emotions and desires aroused 

by those pulsations that the brand has chosen both to identify what it offers and to seduce us with an 

enhancement of our identity.

Thus an intangible symbiosis is established between the brand and the subject, through which one’s 

options for feeling, recognising oneself and communicating are enhanced.
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In the past, a brand was little more than a sign. Nowadays it is a gramma, a temporary tattoo which is 

invisibly inscribed on one’s self-image and helps one to achieve a discriminating assessment of the 

world and others.

It will avoid riding roughshod over the will and the thought of its recipient, and instead of imposing 

itself on customers, treating them like donkeys, it will approach them with care to enrich their range 

of choice and, ultimately, the constitution of their individuality, which becomes more informed and 

sceptical every day.

The slogan of MARX®, “Do Like Us, Be Different”, is thus revealed as something other than a paradox 

or an oxymoron. The meaning of this appeal amounts to an invitation to take pleasure in and redefine 

oneself through a range of simulacra, as a possible way of achieving more, new, varied lives. No pro-

ducer should avoid being an artist, even when his merchandise seems merely instrumental. Nothing is 

any longer purely instrumental. All use value is doubled by its exchange value, by its representational 

and symbolisational value, by its capacity for social and psychological interaction. Thus it cannot even 

be considered an aberration that the music of S.R., included in this event, mimics the sacred hymn of 

the Internationale. The sacred has exploded into tiny particles which float in the social cosmos and 

are salvaged daily in order to re-enchant the world through brands of one kind or another. And this is 

the central aim of MARX®. For who does not recall that time of Marxist utopia as the period in which 

another, greater, more human world really did seem possible, and even seemed as much within our 

grasp as the designs and garments MARX® now offers us?




