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ethical surplus

Arvidsson:
how we create a meaning, social-cultural value to a brand through our 
involvement with it/consume thing. This is a direct relation to the brand’s 
economic value. This ethical surplus is a form of free immaterial 
labour.



labour

Labour is an activity that produces value, and use-value to 
objects/services/ideas. This use-value must be translatable, and 
(material or not) things must be able to be converted into a form 
that can be realized on the market (a commodity)



informational content
cultural content

as regards to the "informational content" of the 
commodity

it refers directly to the changes taking place 
in workers' labor processes in big companies 
in the industrial and tertiary sectors, where 
the skills involved in direct labor are 
increasingly skills involving tech- and 
computer- control (and horizontal and 
vertical communication).

as regards to the activity that 
produces the "cultural content" of the 
commodity

it involves a series of activities that 
are not normally recognized as 
"work"—in other words, the kinds 
of activities involved in defining 
and fixing cultural and artistic 
standards, fashions, tastes, 
consumer norms, and, more 
strategically, public opinion.

immaterial labour

the labor that produces the informational 
and cultural concept of the commodity

Lazzarato “Immaterial 
Labour” from Radical 
Thought in Italy: A Potential 
Politics (1996)



process of valorization

Marx: 
“This increment or excess over the original value I call ' surplus-value' . 
The value originally advanced, therefore, not only remains intact while in 
circulation, but increases its magnitude, adds to itself a surplus-value, 
or is valorized [give value to / raise or fixe the price or value of (a 
commodity or currency) by artificial means]. And this movement 
converts it into capital” (Capital Volume I, p. 251-52)

http://en.wikipedia.org/w/index.php?title=Capital_Volume_I&action=edit&redlink=1
http://en.wikipedia.org/w/index.php?title=Capital_Volume_I&action=edit&redlink=1


material culture

stuff, 
things, 
objects

values, 
practices, 
norms

Social lives have things (cultural significance) 

Things have social lives (they have narratives)





BRAND SPACE is a set of coordinates in which we are free to make 
links, associations and choices mediated by the products of that 
brand

also part of what Henry Jenkins (2006) calls: convergence 
culture. 

By convergence, he means “the flow of content across multiple 
media platforms, the cooperation between multiple media 
industries, and the migratory behavior of media audiences who 
would go almost anywhere in search of the kinds of entertainment 
experiences they wanted. This circulation of media content – across 
different media systems, competing media economies, and 
national borders – depends heavily on the active participation of 
the consumer. Convergence does not occur through media 
appliances – however sophisticated they may become. 
Convergence occurs within the brains of individual consumers. 
Yet, each of us constructs our own personal mythology from bits 
and fragments of information we have extracted from the ongoing 
flow of media around us and transformed into resources through 
which we make sense of our everyday lives

 We are never passive!”













“Communities of resistance are replaced by communities of 
consumption” - bell hooks
A choice of brand is a gateway to sociability. 
We constantly engage in a consumption of identity-creating 
goods.


