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The Deep Operation Mechanism and Implication of

Brand Culture Phenomenon
Jiang Shiping

Abstract: Brand as an important cultural phenomenon in the contemporary era, its cultural
significance and cultural attributes can be found in the context of its historical changes. Based on
the perspective of historical consciousness, this paper uses the Greimas Square to the analysis of
brand, puts forward that brand symbol is a complex term that is also positive, negative, non—
positive and non—negative, and the deep structure reflected is the opposite of desire and necessi-
ty. From the historical evolution of the brand phenomenon, the cultural orientation of the brand
is a challenge to the established cultural statute and a mediation of the dualistic opposition. It is
dedicated to breaking the boundaries between traditional culture and nature, emphasizing the dis-
appearance of the opposite of nature and culture. Brand culture is a kind of ‘Inter—natural cul-
ture'.

Keywords: Brand ; Greimas Square; Complex Term;Cultural Connotation
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