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STEREOTYPES, MYTHS AND
ARCHETYPES OF MERCHANT " S IMAGE

The chronicle of the Great Silk Road, connecting ancient peoples and regions, is rich not only in
secrets and unresolved riddles, but also in many legends and tales, partly contrived, part based on other
people’s assumptions, partly limited by the time, but undoubtedly played out the history he had planned
role. The purpose of this article was to draw the attention of the scientific public to the importance of
stereotypes, mythologies, and partly prevailing prejudices today, connected both. The importance thatis
having an impact on the modern vision of ancient history and shaping today’s relationshipswith the his-
tory of functioning and with the practice of further studying the Silk Road. The main idea of scientific
research was an attempt to uncover the concepts of stereotypes and mythologies that, according to the
author, are most suitable for the purpose of studying the images of both ancient merchants and the fate
of the trade highway itself. The study is distinguished both by its undoubted novelty, and by its share of
certain courage, where the author not only gives a review, but also tries to approach the background of
many problems of the present. In the work on the material we used both methods of comparative analy-
sis, means of linguistic comparative studies and the search for analogies, as well as content analysis of
historical and modern materials from literature and the media. The article may be of certain interest both
for scientists and direct participants in the modern market.

Key words: stereotypes, archetypes, mythologemes, prejudices, the Silk Road, media coverage,
trade contacts, merchant.
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Cayaarep GeitHeciHiH, cTepeoTunTepi, MudpTepi MeH apxeTunTepi

E>XeAri XaAblKTap MEH aAbIC anMakTapAbl 6arAaHbICTbipFaH YAbl JKiBeK >KOAbIHbIH, LIEXipeci Tek
KYMMs MEH LLIELLIAMEreH XXymbakTapra Oai eMec, COHbIMEH KaTtap, KONTereH aHbi3Aap MeH epTeriAepAi
OMAQH LbIFapblAFaH GeAiri, 6eTeH >kopamassapra HerispeAreH 6eAiri, ©3 3amaHblHbIH, LIeKTepiMeH
LekTeAreH 6eAiri 6oAraHMeH, Gipak, TapuxneH GeAriAeHreH PeAAi comAaraH. MakaAaHblH MakcaTbl
— FbIAbIMM KOFaMHbIH, Ha3apblH Ka3ipri 3amaHfbl JKibek >KOAbIH >KYMbIC iCTey TapUXbIMEH XKOHE OHbI
apbl Kapar 3epaeAey TaxipubecimeH OGalAaHbICTbl CTepeoTunTepre, MMMOAOrMIAapFa KeH TapaAFaH
NiKipA€PAIH MaHbI3AbIAbIFbIHA ayAapy GOAAbI. E>keAri TapmxTbiH Kasipri keskapacbiHa >koHe OyriHri
KaTblHAaCTapAbl KAAbINTACTbIPYFa 8Cep eTKEH >KoHe acep eTeTiHi MaHbI3Abl. TbIAbIMM 3epTTeyAEpAiH,
HEri3ri MAESICbl CTEPEOTMNTEP MEH MU(OAOTUSIAAPABIH, TYCIHIKTEPIH allyFa 8peKkeT GOAAbI, aBTOPAbIH,
nikipiHLIe, eXeAri kenectepaiH 6efHeAepiH >KoHe cayAa XKOAbIHbIH ©3 TafAbIPbiH 3epTTey YILiH eH
KOAaMAbl 6OAbIN TabblAaAbl. 3epTTey ©3iHiH CO3Ci3 XXaHaAbIFbIMEH A€, OeAriAi 6ip OaTbIAABIKMEH Ae
epeKLIeAeHeAl, OHAA aBTOP TEK LLIOAYAbI Oepin KaHa KoMarAbl, COHbIMEH KaTap Kasipri kesaeri kentereH
MOCEAEAEPAIH HEri3AepiHe XXakblHAAyFa TbipbiCaabl. MaTepmaa GoWbIHILA >KYMbICTA CaAbICTbIPMAAbI
TAAAQY BAICTEPI A€, AMHIBUCTMKAABIK CaAbICTbIDMAAbl 3epTTEYAEP A€, YKCACTbIKTapAbl i3Aey Ae,
COHbIMEH KaTap TapyXu >KoHe Kasipri 3aMaHfbl 9A€0METTEP MEH MEAMA MaTEPUAAAAPADBIH Ma3MYHADIK,
TaAAQYbl KOAAAHbIAABI. MakaAa FaAbIMA@p YLiH A€, Ka3ipri HapbIKTbIH TiKeAen KaTbICYLIbIAApPbl YLLiH
A€ KbI3bIKTbl 6BOAYbI MYMKIH.

Tyiiin cesaep: crtepeoTunTep, apxeTunTep, mMmudoAoremasap, >kaHcak, nikipaep, >Kibek >KOAbl,
OyKapaAbIK, aknapart KypaAsAapbliHAA alkbliHAQY, CayAa OaiAaHbICTapbl, cayaarep.
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CrepeoTunbl, MUpbI M apXeTUNbl Kyrne4yeckoro oopasa

Aetonucb Beankoro LLIeAkoBOro nytu, CBsi3aBLIErO APEBHME HAPOADI M AAAEKME PernoHbl, Gorara
He TOAbKO TalHaMM M HepaspelleHHbIMM 3araAkamu, HO M MHOXKECTBOM AEreHA M CKa3aHWi, 4acTblo
HaAYMaHHbIX, OCHOBAHHbIX Ha Yy >KMX NMPEAMNOAOXKEHUSIX, OrPAaHUUYEHHBIX paMKaMu CBOEro BpeMeHMU, HO,
HECOMHEHHO, CbIrpaBLUMX NpeAHAYepPTaHHYO UM UCTOPUEN POAb.

Lleab aaHHOM cTaTbM — 06paTUTb BHUMAHME HayuyHOM MYyBAMKM Ha BaXKHOCTb CTEPEOTMIIOB,
MUEOAOTEM M OTHACTM PACMPOCTPAHEHHbIX MOHbIHE MPEAYBEXAEHUI, CBSA3AHHLIX C UCTOpPUEN
(PYHKUMOHMPOBAHUS, NPAKTUKON AdAbHeiLwero ndyyeHus LLleakoBoro nytu. BaxxHocTb, oka3aBLuyto 1
0Ka3blBaloLLYI0 BAUSHME Ha COBPEMEHHOE BUAEHME APEBHEN MCTOPUMN 1 (hOPMUPYIOLLLYIO CErOAHSILLIHME
B3aMMOOTHoLLeHUst. OCHOBHOM MAeel HayuHOro MCCAeAOBaHMS SIBUAACH MOMbITKA PACKPbITb MOHATUS
CTepeoTunoB 1 MUGOAOreM, KOTOPble, MO MHEHMIO aBTOPOB, HAaUBOAEE MOAXOAAT AAS M3yueHus
006pa3oB Kak APEBHMX KYTLIOB, Tak M CYyAbObl CaMOI TOPrOBOM MarnMCTPaAu.

MccaepoBaHME OTAMYAETCS HOBM3HOM, AOAE OMNPEAEAEHHOM CMEAOCTM, aBTOpPbl He MpPOCTO
NMPOBOAST 0630p MaTEPUMAAOB MO TEME, HO W MbITAOTCS BbIIBUTb «MOAOMAEKY» MHOMMX MPOBGAEM
coBpemMeHHOCTU. B pabote OblAM MCMOAL30BaHbI METOAbI CPaBHUTEABHOrO aHaAM3a, CPEACTBa
AMHIBUCTMYECKOM KOMMAPaTUBUCTUKM WM TMOMCKA aHAAOTMIA, KOHTEHT-aHaAM3a MWCTOPUYECKMX U
COBpeMeHHbIX MaTepnaroB AuTepaTypbl 1 CMW. CraTbs MOXKeT NPeACTaBASITb ONPeAEAEHHbIN MHTepec

KaK AASl HAyUHbIX paGOTHUKOB, TaK U HEMOCPEACTBEHHbIX YUYACTHUKOB COBPEMEHHOIO PbIHKA.
KAtoueBble CAOBA: CTEPEOTUIbl, apXeTurbl, MUGOAOreMbl, npesybexxaeHus, LLIeAkoBbIn nyTh,

ocBelleHne B CMU.

“There is nothing more beneficial to the people
than freedom of trade — and nothing more unpopular”
Thomas Babington Macaulay

Introduction

Will there ever be an image in history
that somehow inexplicably combines all the
contradictory and mysterious qualities of human
nature, whether it is curiosity and courage, unbridled
thirst for everything new, a tendency to unnecessary
risk and adventure, while being prudent, a sharp
sense of danger, will there ever be a similar type,
which would be so subtly mixed with the desire to
please and take into account the wishes of the client,
without forgetting for a moment about their own
benefit, it would combine the ability to constantly
keep a profit in your head, maintain a minute-by-
minute readiness to rush into battle with competitors?
Undoubtedly, this type of character always has a
charisma which attracts the attention of all those
involved for centuries, a mystical inexplicability of
its success that often frightened others, a fixation on
small things and avarice that sometimes leads the
public to a sense of disgust, hostility and rejection.
It is not surprise that the description of the trade
person is the merchant or industrialist or more close
to us a businessman — there is so much conflicting
sketches: it’s a brave man who isn’t afraid of multi-
days crossings through the deserts and the seas,

in the process of opening new lands and entering
into dangerous negotiations with the natives, he
is the innovator and inventor, going against of all
prevailing standards and old traditions, throwing
the last of his savings on reckless projects, or he is
incorrigible rogue and adventurer who lives it upin
ostentatious idleness.

Hypothesis and relevance of the study

The concept of “stereotype” is the best way to
describe the image of a “merchant”. In 1922 the
American journalist Walter Lippmann introduced
the term “stereotype” into scientific circulation in
his book “Public opinion” (Lippmann, 1922), which
is now widely known and widely used everywhere.
At first, paying attention to the audience’s haste
in forming opinions about neighbouring and
interacting ethnic, social or professional groups,
the journalist comes to the conclusion that there is a
certain amount ofbias in most of our ideas about the
objects of reality that surround us. The perception
of the community is the only a “picture of the
world” in a human’s mind” (Platonov, 2007), a kind
of intermediary, “information construct” between
the object of perception and the subject of its
evaluation, “ordered, schematized and determined
by its culture”, the baggage of their own feelings
and inherited values. Stereotypes are inevitable and
stable, W. Lippman argued, and explained it by the
same feature of the human mind to fix “the useful
facts” and discard information that contradicts
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them. Stereotypes are an integral part of human
nature. “There is little wonder that any attack on the
stereotype seems to be an attack on the foundations
of our universe...» (Lippmann, 2004).

In the future, this concept is developed in
many other schools and areas, maintaining its
main provisions. According to the English social
psychologist Henry Tajfel, author of the “Social
Identity Theory”, who tried to summarize all its main
“characteristics”, the main features of the stereotype
are: instant readiness to generalize vast human groups
(or “social categories”) with undifferentiated, crude
and biased characteristics; special stability and long-
term duration of such categorizations; slowness of
any changes in the structure of stereotypes; increasing
their expressiveness and hostility when situations
of social tension arise; assimilation of stereotypes
by children long before they have clear ideas about
“native” groups; absence of any problems until there
is an obvious hostility in the relations of groups; the
highest degree of complexity of their modification
and management of stereotypes in the conditions
of tension and conflict (Tajfel, 1981). This list and
the results of other studies are supplemented by
claiming that the structure of the stereotype will be
presented by three major components: a cognitive
element that impact on knowledge about the object,
the affective component includes emotional and
evaluative component of an object and behavioral
component that determines the willingness of the
subject to act in a certain way towards the object.It
can be said that all of three elements “programmes”
our general attitude to the reality which surrounds us
and to its individual components.

What are the sources of our ideas about people
of the “merchant class” of past times? Even today,
it is quite rare and mostly fragmentary evidence
from descriptions of distant countries that have
been preserved and inherited from us or from the
first philosophers and chroniclers (Herodotus,
Ibn-Batuta, Mark Strabo, etc.) and it is important,
and perhaps not surprisingly for their time, who
compiled descriptions of countries with which they
were more often “indirectly” familiar. May be it
was report of travelers who decided to embark on
dangerous and multi-day adventure, but they didn’t
set themselves on special scientific goals, they
rather showed a purely private, mercantile and
business interest, but it had been often copied
from their own words by others (Marco Polo, Ibn-
Fadlan, Wilhelm Rubruk, Afanasy Nikitin, etc.).
In the context of this theme, some researchers
pay special attention even to the periodically
discovered receipts about the facts of ancient
trade transactions and notes about auctions in the
“state” books on behalf of the first officials, but
also, in turn, rather talking about the nature of the
trade than about the nature of its participants.But
can we fully trust to theseindirect and incomplete
testimonies, most of which have not spared time,
and perhaps, they also have theirown prejudices,
speculations and superstitions? As I.Filshtinsky
wrote: “Unfortunately, (and the nature of the first
merchants-note.auth.) we can judge about the scale
of trade operationsonly indirectly and mainly from
the extensive geographical literature and from the
numerous semi-folklore descriptions of distant
overseas voyages” (Bisenbayev, 2003, quote).

Picturel — Statuette of a Western merchant. Chinese terracotta sculpture from the Northern Wei Dynasty (386-534 AD).
The Museum Cernuschi, Paris, France.
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By using the artifacts of the literary heritage,
folk tales and folk legends in order to form the same
ideas about the image of the ancient merchant people,
we will have to take into account the fact that they
will not be deprived of a lot of indirect, unconfirmed
or purely personal factors. Once Japanese poet and
writer Akutagawa Ryunoske said: “Literature is the
art of self-expression through words” (Ryunoske,
1974). And for this reason, in such a narrative note,
either voluntarily or unwittingly, both the personal
interpretation and the opinions and attitudes of the
surrounding witnesses will be mixed in. Perhaps,
not only participants of past events will say,
but significant adjustments will also made their
circumstances of the genre’s development dynamics.
Thus, “a distinctivepeculiarity of the myths and
sagas of earlier eras was that they attached special
importance to heroes and monsters, weapons and
conflict, to honor and pride, and superhuman
struggle against of supernatural forces. We never

meet ancient Greek heroes, who used money or went
to the market” (Vezerford, 2001). Undoubtedly,
proverbs and sayingspreserved for uscolorful and
vivid pictures of the past, and they were passed
down for generations among many people. But “it
should be noted that proverbs (usually rhymed),
characterized by sharpness of expression, directly
reflect the person’s attitude to the situation — and in
sayings that differ in imagery and connection with a
certain life event, a figurative meaning is revealed”
(emphasis.by authors) (Tokhtarbayeva, 2017).
If in the case of literary and partly documentary
sources we speak of factual relativity, what can we
say about fairy tales and legends? “A fairy tale is
not a chronicle,” the founder of the comparative
typological method in folklore, the genre theorist V.
ya. Propp, argued at the time, ““...the development (of
the plot in fairy tales — note.auth.) goes by layering,
by substitutions, reinterpretation, etc., on the other
hand — by neoplasms” (Propp, 1986).

Picture 2 — The Caravan Of Marco Polo. Great Silk Road. The Catalan Atlas, 1375

Literature review

But if the sources that we use in our attempts
to imagine the portrait of the merchant of antiquity
are so fragmentary and incomplete, differ both in
personal participation and are influenced by many
cultural and historical factors, can we say that the
image transmitted through them differs in integrity
and accuracy of description? And if the conveyed
portraitreminds us the only partially and vaguely the
object that we are looking for, can we assume that
we are dealing with stereotypes rather? “History is
the past, mediated by a source, material or spiritual”

(Filyushkina, 2016), which means that, in fact, we
study only artifacts, ancient documents that only
partially recorded the opinions of the authors.”The
totality of many individual opinions on a specific
issue”, as we know today, forms a general public
opinion (Aleshina, 1997). So are we familiar with
this general opinion, “volonte general” (Bolts, 2011)
or only a small part of it? In favor of this assumption,
it will be said that the ancient philosophers, the
first archivists and chroniclers, travelers, poets and
storytellers, and a significant part of the merchants
themselves, already in those days belonged to the
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elite, intellectual part of society, sometimes located
at opposite poles from the bulk of the “grateful
audience”. How realistically could they convey
a “General idea” of the image of the merchant
people, and is it not possible that we are only able
to get acquainted with the ideas of the elites of
ancient communities? And if so, is it even possible
to create any “average”, general idea of the merchant
class?

Perhaps the solution to this problem is the
archetype phenomenon. After all, in fact, the problem
of the existence of such “averaged” images in the
audience was puzzled even in his concept of the
collective unconscious (Kollektives Unbewusstes,
Collective unconscious) by the famous Swiss
psychiatrist, the founder of analytical psychology,
Carl Gustav Jung. In his works (Yung, 1991, 2010),
the famous theorist spoke, of course, about the
presence in each of us of a set of special, inherited
and universal, mental structures that include the
experience of previous generations, about the

mental residue of countless experiences of the same
type. However, he also singled out elements of a
universal and unifying, independent of a particular
era or situation, a kind of “psychological memory”
of humanity, which is manifested in repeated images
and plots in a variety of myths, legends, fairy tales
of people, and pointed to the common mythological
motives of all ethnicities and times. For explaining
these prototypes, Jung introduced the term archetype
(from the Greek arche — “beginning” and typos —
“image”). Is it possible that we are not dealing with
the image of the “merchant” or in its modern version
with the image, but with a fairly old and strong
archetype, despite all the adjustments of history,
preserving common and ancient elements? After all,
there are archetypes of the wizard, the witch, the
hero, the king, the father and mother, besides, most
people have a merchant image that has very similar
and fairly stable descriptions. “Our unconscious
mind, like the body, is a repository of relics and
memories of the past” (Tsuladze, 2003, p.13).

Picture 3 — Trading without using money. Engraving from a book. Olaf Magnus °
History of the Northern peoples, 1555

One of the characteristics of the archetype is
its special mythological character. However, the
myth is not a “mismatch” of reality, but rather a
state of consciousness where irrational attributes
successfully form a rational explanation. For
example, the picture of reality presented in a
mythological story sometimes simply does not
require our critical rethinking. “The mythological
is not checked. If there is no correspondence to it
in reality, then it is the fault of reality, not of myth.
Then reality begins to be dissected and adjusted, not
myth” (Pocheptsov, 2000). Thus, the myth does not
contrast the rational and the irrational, but rather
combines them in a single, coherent picture of its
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world. This is also the reason for the persistence of
all myths and the difficulties of influencing them in
any way. “Even after losing its Foundation over time,
the myth continues to remain a symbol in the history
of culture, a sign that allows people of subsequent
generations to comprehend their past and present
through it” (Kuchinskiy, 1989). According to the
French philosopher, cultural critic and sociologist
Claude Lévi-Strauss, “myth is a machine for
destroying time” (Materialy NovGU, 2006). It means
that myths are not a tribute to antiquity; modern
myths are no less effective. At the same time, the
mythological picture often consists of the bricks of
one mosaic of archetypes, and archetypes, in turn, as
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a foundation based on the myth. The same K. Jung
and his Hungarian colleague K. Kerenyi introduced
the term “mythological archetype” into scientific
circulation, which later gave another, more famous
name to mythologem or mythem (Jung, Kerenyi,
1949 and etc.). In practice, these are borrowed
motives and themes that persist and pass from myth
to myth. Then, archetypes are also mythologems.
Stories about merchants, and not only the old
“descriptions” from the life of merchant people
mentioned above, but even modern ‘“business
cases” of a later time, are essentially the same
mythologems. In favor of this, the fact that
they present, although with different degrees of
modification and different mixing of shades of
local color, the same motives, characters and
plots. In fact, in different versions, we are dealing
with the same repeating picture. Regardless of the
time and location of the origin of the “stories”,
the merchant hero has very recognizable and
close characteristics and attributes in them.

Descriptions of the characteristics with which we
started this article are inherent in the merchant and
businessman of different times and ethnicities,
among the attributes-the possession of capital
(regardless of what it was in different periods of
history) is the most recognizable in any situation
and locality. The stories (plots) that the literary
historian, Professor A.N.Veselovsky, spoke about
as “about complex schemes, in the imagery
of which the known acts of human life and the
psyche were generalized in alternating forms of
everyday reality” (Serikov, 2009), despite the past
centuries, are also not particularly distinguished
by their sophistication and complexity. In fact,
these are all the same recurring stories of trade
deals, or dramatic narratives of business success
or failure. Respectively, and themes, by definition
the same prof. A.N.Veselovsky, “in which there
are different positions-motives” (Serikov, 2009,
ib), differ only in the details of the entourage and
stylistic design (compare. pic.3 and 4).

Picture 4 — Trading on the New York stock exchange

Myths, stereotypes and archetypes are United
not only by a special stability, but also by a special
mediation. In the formation of the first, second,
and third, it is not personal experience that is more
involved, but the “experience” of the surrounding
society. The subject of perception is not just in a
position to trust “someone else’s” opinion in a special
way, which has its own reasonable explanations
(saving time, inability to grasp the immensity,
trusting authorities, etc.), but often is not even able
to use the necessary filters for critical screening and
reinterpretation of facts. The result, not having met
personally never representative business China,
we are prepared to attribute to him “the Asian” the

cunning and treachery, being in partnership with
the German or American management, expect him
to excessive nicety and ‘“Nordic” callousness and
nonchalance... But there is some grading of such
“mediation”. Thus, the opinion of so-called small
groups (family, friends, and the collective) has a
great influence on the formation of stereotypes.
The” authorities “ of an opinion may be brothers or
friends. Myths are more often important at the level
of large groups (the same team, clan, classes, ethnic
groups). At the same time, stereotypes are preserved
in them, but with the participation of a group,
they can either be eliminated or, on the contrary,
fixed. In this situation, we can even say that the”
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duration “of the stereotype is much less than the”
life span ““ of the myth. Myth builds on stereotypes,
weeds out and in some cases cements stereotypes.
If a stereotype forms an attitude, then the myth
provides a moral justification for this relationship.
British anthropologist and sociologist Bronislaw
Malinowski wrote about this: “Myths ...are not
fictional stories, but a reflection of a more majestic
and significant reality, setting the motives for ritual
and moral actions of a person” (Rezepov, 2009).

If stereotypes and myths “work™ at the level
of small and large groups, then archetypes are
suprasocial, in the sense of their exposure to both
external influences and their own influence on
individual groups. It is not for nothing that their
“ancestor” K. Jung attributed archetypes to the sphere
of the collective unconscious. Adding to the famous
Germanpsychologist’sdefinitionofthe “psychological
memory of the people”, it can be clarified that they,

archetypes, are the psychological (and historical in
the same context) memory of generations, without
referring specifically to a particular ethnic group or
social class. Sifting through centuries of stereotypes
and myths, at the level of the subconscious of people,
sometimes not quite clear, but clear in their action,
the original, but strong proto -, prototypes were
formed. Not everyone is able to explain what good
and evil are, but everyone is able to “imagine” ancient
archetypes, a priori forms of corresponding behavior.
No one really knows what witches and wizards were
like today, but the old archetype continues to coexist
with us very successfully. Myths and stereotypes
may disappear over time, but their “trace” remains,
the “original outline of things” (Karasik, 2009),
which we call archetypes. “Archetypes are a legacy
inherited from previous generations. An inheritance
that we can’t give up with all our desire” (Tsuladze,
2003, p.130).

Picture 5 — Archetypes as the Foundation of myths and stereotypes. Author’s drawing

Conclusion, consequences

However, stereotypes and myths also do not exist
separately in themselves, and, in turn, they also rely
on the same ancient archetypes as a solid foundation
(pic.5). In practice, the archetype is the original matrix
on which new images are layered, whether they are
modern images, stereotypes, or myths. “Mythology
was the original way of processing archetypal images”
(Yung, 1991). At the same time, if they coincide,
they only increase their impact. For example, the
established archetype of the cunning merchant
only reinforces negative stereotypes about foreign
economic expansion. Even in the case of honest and
mutually beneficial business, there will be a “residue”
from the fear of possible fraud. When “mismatch” is
created, a situation of cognitive, semantic imbalance
is created, and in all probability, the last “layer” will
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be the loser. For example, there are still difficulties in
promoting the concepts of socially-oriented business
in public opinion or opportunities for free assistance
from business to the population. Another example
of an unsuccessful “docking” of archetypes with
reality is the tragic history of our countries that have
experienced social upheavals (the German Empress
and the archetype of the Teutonic invasion, class terror,
the destruction of the kulaks and the business stratum
of the country, the tragedy of the NEP), or another,
no less tragic history of European countries that also
failed to reconcile their archetypes and myths. K.
Jung warned of more significantly terrible dangers,
when, if you are unable to work with archetypes, “the
destructive and dangerous forces hidden in it break out,
which sometimes leads to unpredictable consequences
... in spite of all arguments and will” (Yung, 1997).
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Picture 6 — The poster of the collectivization of the USSR

Thus, through the portraits of the merchant, left
to us as in the scrolls of ancient manuscripts, and on
the pages of familiar media today, we will always
be able to see the elements of ancient archetypes
that have preserved the power and vitality of age-
old prototypes, able to show the light connecting
us to this day single threads, point to common
roots. But the image of the merchant people is at
the same time myths that were layered on top of
each other in the legends of ancient storytellers, the
retellings of travelers in caravanserais, the gossip

of merchants in the market, and the reflections
of past philosophers. The image of the merchant
class is also strong stereotypes that we do not
hesitate for a moment to hand over our trust, use
in our work, and sometimes implicitly accept at
face value. But stereotypes, myths, and archetypes
have both a negative and a positive charge. The
merchant is an innovator, the merchant is a brave
man, the merchant is a patron... Our task is to learn
to use to the full the untapped possibilities of our
imagination and the human spirit.
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