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Introduction
As someone who counts themselves as a huge fan of Science Fiction and Fantasy movies, and has a lifelong appreciation for all things fashion. It is easy for me to say that the two have become synonymous in my mind. As both a fan and a designer, on many occasions classic fantasy films such as Peter Jackson’s The Lord of the Rings trilogy and modern classics like The Avengers movies, have been used as inspiration for my work many times. 
The rich, colourful landscapes and vibrant fabrics used in Science Fiction and Fantasy media is an endless source of creative inspiration, and I'm not alone in this way of thinking. Throughout my years of being a fan and designer separately, I am now left questioning, when did the two start to become so intrinsically involved? Why does it seem like now more than ever high fashion houses pull inspiration from cult classic Science Fiction flicks? Does it have something to do with the worlds in which these movies are set? Or is it something else that draws the two together for me, and other designers? My research has revealed that fan culture and fashion have a closely linked path that seems to be growing ever closer.
World-Building
 World-building is most often used to describe a component of a work of fiction, much like plot or character; unlike the word setting, world-building emphasizes that the world being created is entirely new (Franklin, 2016). For this reason, it's typically associated with fantasy and science fiction. Fantasy, sci-fi, or historical fiction tend to be heavier in terms of world-building than genres like contemporary romance or literary fiction. World-building has seen an enormous increase in usage in the past few decades, driven by the popularity of writers like J.R.R Tolkien and George R.R. Martin. The term has moved beyond literature to encompass a variety of media, including film, television, and games; it is increasingly popular; and its precise meaning is still in somewhat of a state of flux. The ‘word ‘worldbuilding’ itself holds a place in historical documents, in 1805 it was used by scientists to describe geologic formations’ (Elizabeth, 2017).

When thinking about world-building in its relationship to fandoms, it’s obvious why so many pieces of media that include fantasy worlds and made up places develop a big fanbase. It’s the escapism and comfort that the escapism brings that makes a piece so popular. 

“Humans have evolved special cognitive systems that enable us to participate in these fictional worlds. We can, in short, pretend and deceive and imagine, having mental states about mental states.”(Holland, 2009) 

For even just a little while, we can put on a film and spend two hours immersed in an environment completely different from our own. That alone is a powerful tool that stands to reason why fan bases and fandoms are as large as they have become. Especially in the 21st century, the need for distraction from the mundane is in high demand. Even if these fantasy worlds that an audience will escape into are just reflections of our own society, they’re stylized and often feature a good vs bad storyline that appeals to everybody. In these worlds, anyone can be a hero and for someone who perhaps isn’t going through a great time in their personal real life, that feeling of being able to achieve anything when they ‘step’ into this fictional, made up world is priceless. Which is why huge fantasy and science-fiction novels (and in turn their movies/television shows) have immensely popular fan followings. The more in depth and detailed a world is described, more than likely the bigger the fan culture surrounding the piece of material will be. An example of this would be J.R.R Tolkien’s Lord of the Rings series, when Peter Jackson announced that he would be making movies of the books, the announcement was met with a lot of Tolkien fan positivity. Then as the movies were released the fandom surrounding the material just continued to grow (and is still growing to this day). This is thanks-in part- to the immense scale of the world of Middle Earth that Tolkien built throughout his novels. There was so much for fans to dissect and learn about Middle Earth already and now that it was being made into something that was palpable and visual, not just something imaginative, there was so much more for fans to gain.

One thing that is evident in fan culture, is that fans like to learn every detail possible about the object of their obsession. Most consumers of media are casual fans, not superfans. The difference between a casual and super fan is huge, whilst a casual fan may watch a movie once or twice and enjoy it, put it back on the shelf and go back to their lives, super fans might not do that. They might spend an additional amount of time listening to podcasts, watching interviews and doing as much background information as humanely possible in order to better understand their favourite material. What is the reason for people becoming so obsessed with these fictional worlds? ‘It’s the conscious choices we make that send a message about the kind of people we are, the people we want to be and the people we want to associate with’ (Pearson, 2017).  People want a sense of belonging and these great big expansive fictional universes seem to fill the gap for fans. 

In our society it is seen as fairly normal for fans to become completely immersed in these fictional worlds that they feel like they are actually there. When a casual viewer becomes a fan and starts to explore the details of the world, they don’t want to leave it’s parameters, it’s just like when you’re reading a book and you don’t want to put it down or finish because you are so enraptured in what you are consuming, you feel like something is lost when it comes to an end. 

Most fictional worlds are created with the intent of mirroring our own world in some way, shape or form. So there is a discussion to be had about how people escape to a fictional world, that is based on the real world, to escape from the real world. It’s a paradoxical situation that is extremely common in today’s society. This situation ties in with the ‘Text World Theory’. 

      “Founded on a powerful conceptual metaphor of immersion: Text as World. This metaphor recognizes that processing any discourse involves constructing and consuming a mental representation which can be so vivid as to be comparable with the experience of the real world.”(Gavins and Lahey, 2016)

Which tells us that although we are fully aware that the worlds in which we have become immersed in and readily consume content from and about, are entirely fictional. The feeling of curiosity, belonging and joy that is brought forth by consuming this content, feels as real as the world in which we actually live in. Which is why the fandom around these universes are so strong. Fans feel as though this fictional world is as important as the real one. In some extreme cases it becomes hard to discern the difference between them and for some people that can become a problem, but as a whole the vast majority of fans are aware of the difference between worlds, and they choose to indulge in the fictional one as a daydream and a distraction from reality.
 Fandom
Fandom is described by the Oxford dictionary as the state or condition of being a fan of someone or something (Fandom, 2018). Fandom is a subculture composed of fans characterized by a feeling of empathy and camaraderie with others who share a common interest. Fans typically are interested in even minor details of the object(s) of their fandom and spend a significant portion of their time and energy involved with their interest, often as a part of a social network with particular practices (a fandom); this is what differentiates "fannish" (fandom-affiliated) fans from those with only a casual interest. Fandom as a term can also be used in a broad sense to refer to the interconnected social networks of individual fandoms, many of which overlap. There are a number of large conventions that cater to fandom in this broad sense, catering to interests in film, comics, anime, television shows, cosplay, and the opportunity to buy and sell related merchandise. Annual conventions such as Comic Con International and New York Comic Con are some of the more well-known and highly attended events that cater to overlapping fandoms. (Albert, 2018). The term ‘fanatic’ found it’s origins in the 17th century, the English using it as an insult towards Nonconformists (Protestants who wouldn’t adhere to the Church of England) (Fanatic, 2018). 

The word Fandom made it’s debut in 1903, it was coined by sports commentators to describe fans of baseball. It’s a combination of the word ‘Fan’ with the suffix ‘-dom’, Etymologist Michael Quinion suggests that “-dom” has two meanings when applied to words; in one usage, the suffix “denote[s] a rank or an area controlled by a person of that rank” (so a “kingdom” is the area controlled by a king, an “earldom” is the area controlled by an earl, etc). In its second usage, “-dom” refers to “a state or condition.” (“Wisdom,” for example, is the state of being wise.) (Quinion, 2015). Although fandom is generally used to describe a group of fans, if we read “fandom” the same way as “kingdom,” then it would literally refer to a region controlled by fans — a meaning that expresses something essential about fandom: It is a group dedicated to showing devotion to some object (a film, a show, a comic), but it is also a site of production generated and controlled by fans — a space where fans create their own language and communities, and where they reimagine characters and worlds into something that is uniquely theirs. It’s worldbuilding in real life and on a global, hive mind scale.

Fandoms and the awareness and acknowledgement of them has grown massively in the 21st century. Over the last 100 years the instances of ‘fan culture’ have become a more regular and recognized thing, some of the most notable examples being ‘Beatlemania’ and ‘Potterheads’ (Fans of The Beatles and Harry Potter respectively.) The recognition and rise in popularity of fandoms is thanks to the production of new technologies. The introduction of the internet allows fans to share the same online space in a way that has never been seen before. When fans connect and share their passion over a film, book, tv or a celebrity – the power of fandom begins to show.  “Fan culture has a real economic and cultural impact; fan tastes are ruling at the box office (witness all of the superhero and fantasy blockbusters of recent years) ... many media analysts believe that these fan communities will play an important role in the future of consumerism” (Gray, Sandvoss and Harrington, 2007)

Although fan culture is rapidly becoming a much more widely accepted and powerful space, it has not always been this way. There has always been a stereotype that (throughout film, tv and other forms of entertainment) people being huge fans of something are crazy and have not always been welcomed into society. It’s repeatedly shown throughout the media, the classic stereotypical ‘nerd’ not fitting in with the ‘jocks’ and made to feel like an outcast, just because they happen to like Star Wars or comic books. Professor of Communications, Joli Jensen suggests that perhaps one reason why people who are a fan of a certain thing were typically shunned and looked down upon in society could be that they fell victim to society’s ‘trap’.

Those who fall victim to the irrational appeals are manipulated by mass media to essentially display irrational loyalties to an aspect of pop culture. The discreditation of members of fan culture reveals society’s fear of modernity. They do not like the idea of being taken advantage of by a marketing firm or corporation, so they ostracize those who they believe have been. (Jensen, 2014)

While this could explain part of the reason for rejection, I’m reluctant to believe it is the sole reason. I don’t think it’s quite as easy as pinning down just one reason why fan culture has been so ostracized by non-fans, it’s more of a combination of reasons. Perhaps it is the high-brow way of acting that so many people are fond of part-taking in, in modern society; where in it is not ‘proper’ to show such devotion in a way that so many fans often do (screaming, crying, jumping around and generally making a fuss out of happiness). Combined with a few other behaviours that people who aren’t fans of something like to make fun of. However, despite being fundamentally verbally (and sometimes physically) attacked for loving a certain thing, the fan soldiers on and uses the network of other fans-the fandom- as a cushion to these blows. This kind of resilience is just one of the reasons why fan culture is only growing ever more popular and not diminishing in popularity, fandoms become like families and their reach is proving to be more impactful every day.

One subtle but impactful change that has occurred in modern mass media is the lexicon with which consumers of a product (a film or tv show) are referred to. In recent history it would be common to hear companies say that they were trying to get ‘viewers’ or the ‘audience’ to enjoy the movie, their target audience was everyone and no one at the same time. Now. In 2018 however when stars or directors are promoting their films (notably the Marvel Cinematic Universe is at the forefront with this) they make it clear that the product is for the fans. They target fans because they are aware that a high percentage of their viewing population are hardcore fans. They appeal and reward fans by listening to what they have to say online or in fandom communities and sometimes giving them what they want, (whether that’s character interaction or something else) and that just shows the type of power that fandoms have over the thing that they love and cherish. They have the power –sometimes unknowingly- to choose and change the things that they consume.
Fandoms have events like comic con so that they can meet and share all of their theories about characters, plots and other content related things. It’s also a chance for fans to sometimes meet an actor or actress that brings their favourite characters to life. It’s something quite unique that has blown up in popularity over the last 10 years. At these events there is of course a commercial side to everything. It’s not just famous brands that have a place in the ‘Vending Hall’. These places are overrun with fan created, fandom inspired items. Handmade and personalized and completely made with love of a particular movie or show. The content created can range from fan art prints, badges, t-shirts and homemade plushies. 
Fashion
Regarding the fashion world it is not a far stretch to say that worldbuilding plays a key part in quite a few areas of the fashion industry. From advertising and marketing to runway show concepts and photoshoots, worldbuilding has become something that is heavily relied on, without people even realizing it. Science fiction and fantasy films ‘are full of bold predictions about technology and adventures of the future, but they’ve also always had a remarkable impact on their presents, and particularly the fashion.’ (Fard, 2017) So it’s no surprise that the designers of today would be influenced by Science Fiction flicks, as they’ve grown up watching these rich, colourful, imaginative movies and in a lot of cases it’s where their first sparks of design imagination stem from. Science Fiction in particular is garnering popularity in High Fashion as well as mainstream high street fashion. Science fiction films are bold, well considered and notoriously famous for pushing boundaries and making bold predictions of how the future might be. The same can be said for brands such as Gucci, Moschino and Chanel. They make bold design decisions and have to constantly be thinking of future trends and reinventing and rejuvenating old trends to make them seem new and fresh.
 
Fandom in regard to fashion is quite a relatively new experience and its influence is ever growing. More and more we are witnessing high fashion houses such as Chanel and Gucci, making a crossover/reference to something with a huge fan following. Gucci recently released a fashion campaign spearheaded by designer Glen Luchford, which was heavily influenced by the Star Trek franchise. (Gucci, 2017)[image: ]Figure 1 - USS Gucciandbeyond - Gucci, Fall 2017 campaign
After the release of this popular campaign, other design houses decided to follow suit with the sci-fi inspired trend. The genre has become a huge inspiration in the silhouettes created by garments, the materials used and the use of layering and texture that is a commonality in sci-fi films. In Raf Simons SS18 menswear show and most recently Chanel’s SS18 collection, the two debuted garments made from plastic. Both shows took to designing rain-slicked show sets, a tribute to the famous scene from Blade Runner, ‘retiring Zhora’, where a young Harrison Ford chases Joanna Cassidy, who dons a plastic trench coat, down wet alleyways. (Blade Runner, 1892)
[image: ][image: ]
Figure 2 SS18 Ready to Wear – Karl Lagerfeld, Chanel, 2018                Figure 3 – retiring Zhora – Ridley Scott, Blade Runner, 1982
The use of world-building and fandom in popular culture has had a massive impact on fashion in the 21st century. (How Science-Fiction Influenced Fashion, 2017) It’s very common to look at fashion magazines such as Vogue after a big blockbuster release and they have pages dedicated to either the world where the movie is set or specific characters and where to get their look. This is because there is such a demand due to the rise of fandom culture to emulate or make reference to, and let the world know that you love this particular thing. It’s no longer considered such a socially unacceptable and ‘nerdy’ thing to wear your fandom on your sleeve, quite literally in some cases.  It’s not just references or subtle allusions that fashion houses are making towards popular sci-fi and fantasy media, it’s blatant in-your-face basically advertising for a particular show or movie. In Louis Vuitton’s closing finale, he sent a model down the runway wearing a Stranger Things t-shirt, to both the confusion and delight of the watching crowd.  

An argument could be made saying that design houses can see what is popular among fans online and on the streets and want to cater for that clientele, but it could also show that they are ready to capitalize on fans willingness and readiness to spend money on products which feature things that they love. The more active members of a fandom tend to be young, school through to university aged people. Purely because they don’t have the pressures of a job or a family to look after, so they have more time to be as active as they please online. The knowledge that most fandoms are made up of a younger audience is something that design houses are aware of and use to their advantage. Using bright colours and materials that perhaps someone who was older wouldn’t feel the need to add to their closet purely because it wouldn’t get worn easily, whereas someone who was younger is still experimenting with their style so wouldn’t feel the pressures of having to conform to a certain style just yet. 

Science fiction and Fantasy isn’t so much a singular obsession for a few careful brands, but a major theme, with both conceptual and more down-to-earth interpretations being showcased. ‘Exactly four decades after Star Wars debuted and helped catapult science fantasy productions into the blockbuster zone, we’re seeing a silver – albeit more sophisticated – age in the genre’(Yan Shuen, 2017).  Science fiction and fantasy are now two of the highest grossing and popular genres in the film and television industry. So it would only be smart business for brands and fashion houses to want a piece of that machine. The increase over the last 10 years of fashion that isn’t just inspired by Fantasy and Science Fiction based media in some subtle way, so that you could barely tell it’s there. Design houses are now using gimmicks and actual screenshots of films on their items such as faces of popular characters to sell clothing.
It isn’t just high fashion and Street fashion that have delved into fandom related fashion. It’s very common to see fans themselves making a profit by making t-shirts and merchandise, then selling them online at websites like Etsy and Redbubble. Some fans feel a more personal connection to items like this than if they bought something in a high street store. There is a personal aspect to the product that is missing from a giant label like Chanel or Gucci. As mentioned previously, fandoms become like families and in turn they want to support each other no matter what they do, so they buy these sometimes-one-off pieces to both support their friends and to have something special that they know isn’t going to be seen on someone else walking down the street. 
Conclusion
To Conclude, during my research it has been evident that fandom and fashion go hand in hand more often than it appears.  Who would fashion houses be in the 21st century if they were not appealing to fans-who make up a large part of their targeted customer audience-with their designs? It appears that the relationship between Fantasy & Science Fiction related media and Fashion will only continue in the future. It seems that when fashion show concepts involve something that is otherworldly, they often produce pleasing results to both the consumer and seller, the consumer for having something to their ever expanding collection and the seller for profiting from their work.
The rise in fan created merchandise is something that is ever expanding and with more website being created to accommodate the sheer scale of the fandom related industry, it’s only going to become bigger. It’s not just online that fandom related objects are being sold, pop-up shops and little corners of independent run shops are increasing in their sale of fandom related items, simply because there is a huge market for them. High street stores also have adopted and seen the popularity of fandom related clothing and merchandise and now stores like Primark are the frontrunners in fandom related content for the mass population. 
I can only see and increase due to the constant churning out of fandom related content being produced in Hollywood. More and more money is being spent producing big blockbusters that keep being incredibly successful, and fans are enjoying every single second of content. As long as companies stick to the same quota of providing quality entertainment for loyal fans, fashion companies will keep working in close proximity to fandom related content. So the fans who have experienced so much self doubt and endured slander purely for being passionate about something, will keep on becoming the creative designers and thinkers of tomorrow. All thanks to the movies and tv shows that they grew up and have loved watching for many years.	
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