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For this dissertation proposal I intend to explore three keywords which are Appropriation, Culture and Trends. On how appropriation has evolved and become more apparent through social media. The effect of American brands and company’s have on society’s culture, and finally on how shocking/ popular cultural moments can cause a trend to emerge.

  Appropriation is the technique of borrowing parts/appearances from other places in order to create something new. Appropriation mainly includes using Images and techniques from other works of art, cultures and trends. The appropriated artworks aim is to reference the previous artwork it gained inspiration from, while having its own identity to stand out as its own piece of work. 

  With all that bared in mind,  It brings out the argument  that all types of art have used appropriation in some shape or form because an artist or designer may borrow from nature, cultural trends, changes in society, political landscapes  or simply using techniques found in other paintings. (Also the internet in modern day history)

  While the final appropriated art may stand out as it’s own piece of work, it can still provoke thoughts and to alter the way we think, making us question our perception of the original source material.
  
    In my opinion I don’t see appropriation as a problem when used appropriately but others see it as being inappropriate, sly and cheating the original artist of there work. While on the other hand I can see where there opinion is coming from. As the use of appropriation could also be used to disrespect and lower the value of the original source as they are, “practising without a license” (Evans, 2009).

  “ Art never improves, but... the material of art is never quite the same” (Eliot, 1982).What must be remembered is that art feeds off itself and every artwork, art movement and art period is influenced and shaped by those that have already been and gone.As the main/idea theme of appropriation in art is to recontextualise what is borrowed.

  The twentieth century has shown a massive increase in the use of appropriation, which has continued into the twenty first century to scale of which that appropriation can now be considered as another form of art. To show how much appropriation has evolved within the last century I will use Andy Warhol and Richard Prince as examples.

  To start with Andy Warhol who is easily recognised as one of the most famous and successful artists of the 20th century. He is also known as a appropriation artist as his vast majority of his work involved restyling ready made images into work of his own, as he once said, “Yes, it’s a fad, but I don’t see what difference it makes” (Warhol and R.swenson, 1963).
    
   His process of appropriation was mainly creating numbered layered silkscreen prints which became his artistic style and gave him the breakthrough into the art world. Warhol’s most famous work are his variations of the Campbell soup cans and his prints of Marilyn Monroe. First being sourced from an image and the second from a label. He continued to push the boundaries of fair use for the rest of his career as, “art is what you can get away with” (Revolver Gallery, 2014). Which resulted in  a incident causing him to be sued for his flower series in 1966, by photographer [image: ]Patricia Caufield for using her photo.









          
                                       Marilyn Diptych (Warhol, 1962)
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                                 Campbell's Soup Cans (Warhol, 1962)
   Richard Prince is an contemporary artist, who is also considered an appropriation artist but his work is vastly different to Andy Warhol’s. What makes him different is that instead for example using silkscreens to alter the image , he has invented his own practice of Re-photographing. Which involves taking a photo of a photo then editing the photo even more .
  
  In 2014 he launched a new exhibition in New York called New Portraits. The work itself was instagram screenshots blown up to larger scales with the fictional comments on each Instagram post from Richard Prince, which was his alteration to the screenshot to appropriate it into his work.
[image: ]   
          
                                      Untitled Portrait, (Prince, 2014)
   In my opinion I do in a way really like what  Prince has done, as the chosen screenshots are actually thought provoking and have a sense of artistic imagery. However I will also say that this is probably where the thin line of appropriation/stealing is drawn as all things considered, there is little change in the imagery.Which has resulted in him being “described throughout his career as a con man, a creative hustler.” (Black, 2015)
  
   Now when you compare both artists work you can see how Appropriation has become a more dominant art form in the twentieth and twenty first centuries, with evolving to new areas such as internet and social media platforms. Which shows how adaptable appropriation is and how it’s used in big and small ways to influence trends and cultures.

      Culture and art go hand in hand and effect the everyday life of every person. They help define the aesthetic on what we value in our lives. In a way culture is defined on how art/design effects our thoughts opinions and experiences during our time living on this earth. So therefore it helps in what effects our sense on who we are and where we come from. Fashion, sculpture, music, film, television, architecture, paintings and etc, are all forms of expression unique to each (for examples) countries society. Which therefore corresponds as a sort of blueprint that builds up countries different cultures throughout decades , century’s and present day.Which, “Implicitly assumes a common shared set of meanings, beliefs and values between people which somehow cohere into an integrated whole.” (Featherstone, 1991).

       Then the effect of cultures changing and alternating through this time, due to things like war, disasters and foreign influence have caused these cultural blueprints to break, wrap and grow in all different ways which alters the cultural  heritage  for society’s. For example japan was originally know around the world for its time consuming and complexed woodblock prints by master printers such as Hokusai. Now however in modern day culture, Japan’s society is know for comic manga and anime such as One Piece and Naruto which are global brands. As you can see below there is a drastic change in art culture within 200 years.
[image: ]                                
                         
                       Example of a Japanese wood block print, (Hokusai, 1829)
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                           Example of manga/anime, (Toei Animation, 2016)


  The main cause for this change in Japan can be linked to the American occupation of Japan in ww2, where the American way of life and culture made a big imprint on Japanese culture.
  
    America is known for its global super brands, these also are a massive contender in causing changes in cultural trends, while also in some cases being part of the changed society. This particularly relevant in the fast food and fashion industries. In the book , No logo by Naomi Klein she asks the question, “If brands are not products but ideas, attitudes, values and experiences, why can’t they be culture too?”(Klein, 2001) After reading that particular question, I was already convinced that that brands are in fact a part of culture or a culture by themselves. To explain this I will use some examples such as McDonald’s.

  McDonalds is one of the biggest names and company’s in the food industry. It has been around for over 80 yrs and is a global giant in the fast food business. Today across the globe the Golden Arches is straight away identified as the logo for McDonald’s and is a strong example of American culture influence on world wide imperialism. The fast food burger restaurant can be found anywhere from America to china. It has mainly changed cultures by in forcing America culture into overseas territory’s. As William Gould says in his book, “Fast food was almost unknown. McDonalds was the first company to try and export America’s love of fast food and changes in eating habits of other nations” (Gould, 1995). 
[image: ]






                                   Golden Arches,(McDonalds, 2006)
    
   Another famous brand which is also a major American cultural brand is the Coca Cola company. The company operates in over 200 countries and markets. It also owns four of the world’s top five non-alcoholic sparkling beverages brands, which are Coca-Cola, Diet-Coke, Sprite and Fanta. 

     However it’s most famous by far is Coca Cola which for many people has become a part of every day life and is extremely hard not to see the logo at least once a day. Ever through commercials, billboards, shops or even litter on the floor. It has even been suggested that Coca Cola is the second most recognised word in the world after okay. It is so relevant and dominant in global cultures in so many ways including if for example you go out for a meal, cinema, sports game, party, barbecue then there’s a very high percentage yourself or someone near you in that venue will be drinking a coke. 
    
    Another example on how it is a cultural brand is how now in the U.K during Christmas time you always know that there will be an image of father Christmas drinking a Coca-Cola and that the famous red  Coca-Cola truck will be on television. In a way it is a necessity to have at Christmas time when seeing friends and family. It has even been mistaken at times as the reason why Santa Claus has a red costume.
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                                     Coca-Cola Santa (Sundblom, 1940)
        Culture isn’t just effected by food and beverage, another influencer is fashion and style icons, such as Supreme, Ralph Lauren, Tommy Hilfiger and many more. For now I will focus on the Tommy Hilfiger fashion brand. Same as McDonald’s and Coca-Cola company it is a American brand, which is easily recognised by its distinguished logo. Tommy Hilfiger is know for its all American style which now in modern day has retail stores across the globe and is one of the few American clothing company’s making an increase in sales. Reasons for this is that it has very profitable collaborations with celebrity’s such as super model Gigi Hadid. Which gave the brand a major boost in younger people buying there clothing as Gigi Hadid is a massive Instagram star with 30 millions followers who have all seen her posts of her modelling Tommy clothing. Which leads to, “Life-sized Tommy dolls, mummified in fully branded Tommy worlds.” (Klein, 2001).

   Mainly as, “Most recently, the new economic power of celebrity culture has effectively been harnessed” (Church Gibson, 2012).These profit boosting and cultural influencing collaborations aren’t just with celebs but with other brands as well such as Mercedes and Coca Cola. Now I see these collaborations as first of all cultural influencers as for example, if 30 million people see there favourite model (Gigi Hadid) wearing Tommy then they are gonna be tempted to copy and wear Tommy. Causing a ball to start rolling of friends influencing friends, then families and then work colleagues on what could be the new fashion trend of there society’s culture.
   
   Second of all, some of these collaborations use appropriation in the design to help boost sales of both sides of the partnership. Such as Coca Cola collaboration which in my opinion is all  about saying if you drink coke then you wear Tommy. Mainly because all they have done is put the easily recognisable Coca Cola logo in the middle of the Tommy clothes. With basically no redesign whatsoever. But with all criticism put aside both designs do work really well with each other as both are American cultural icons, which gives them the advantage of stitching together easily. 
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                 Tommy Hilfiger and Coca Cola collaboration, (Tommy, 2019)
    
        A trend can be described as a new fashion for the general public to adopt, a general direction in which something is developing or changing, and also as a popular post on a website/ social media platform in a short period of time. In modern society trends are now more effective at changing society’s culture and also at appropriating the world around us more than ever in recorded history. Also worth mentioning that a trend can be caused by a normal or controversial topic.

    What causes a trend to be so popular and relevant are factors of a metaphorical wheel that is powered by a even balance of popularity on social media, cultural shock and acceptance, appropriating what has been done to something new and links to society icons.

    A good example of this that comes to my mind is the continuing rise of popularity in American brands,Calvin Jeans and Calvin Underwear. To start with, Calvin Kline underwear has been at the front of fashion popularity since the 80s and what we see as iconic. They have used celebrity icons such as Mark Wahlberg , Justin Bieber and the Kardashian’s in underwear shoots using black and white filters to add a essence of seductiveness to make them products more desirable/attractive to the consumer.

  Also using social media icons such as Justin Bieber have helped create trending posts for the company. Where for example Bieber was posting pictures of himself where the viewer  could see the Calvin Kline logo under his clothes. Which led to the famous social media advertisement campaign featuring the hashtag #mycalvins with Justin Bieber being the model for the new advertisement. So in a sense it was smart marketing tactics to tease a upcoming new advertisement, based on the #myCalvins which anyone could use to tag themselves on there own social media posts. Which led to a rise in Calvin Kline underwear sales so that the consumer and purchaser could show themselves off using the same hashtag. So that they could too be part of the #myCalvin trend. 
[image: ]                                  Calvin Klein Jeans, (Calvin Klein, 2015)

      Even tho there add campaigns have been very successful and easy to remember, they have however had there fair share of controversy. In 1992, Calvin Kline launched a add campaign featuring a half naked Mark Wahlberg and a topless Kate Moss when she was only 17. Which first caused  backlash as many people saw it as unacceptable, as being 17yrs old was far to young for that type of advertisement. However tho the ad campaign was still a success and a early example of a global trend as Kate Moss appeared again in 1993 for another topless add showing the audiences were still watching and buying.

  

[image: ]
                            Calvin Klein underwear , (Calvin Klein, 1992)

  Calvin Kline also before 1992 had another controversial ad campaign for Calvin Jeans. In 1980 Brooke Shields was recruited by Calvin Kline for a series of adds modelling there new line of skin tight jeans. However she was only 15 at time and the advertisements were seen as scandalous and too sexual, especially with the then 15yr old uttering the infamous flirtatious line, Do you know what comes between me and my Calvins? Nothing. Which in the end result saw it being pulled from certain television channels because of the public uproar. 

      
     Even tho there was controversy it led to to sales of four hundred thousand pairs of jeans a week after the advertisement debut on tv. Which led to the , “Calvin Klein image-edgy, clever, sexual, and usually controversial-was born, as was the public outcry that allowed this company to maximise its media exposure.” (March, 2004). Showing that even controversy can be a trend and profitable.

      After finishing my research into the chosen three keywords, I came to the conclusion that the rise of social media has given way for appropriation to evolve on to a digital platform that has affected society culture by being influenced on what is trending across digital devices.

       Furthermore this has led me to my idea for a research question which is, 
How has appropriation changed with advent of trends on social media?
     With possible subquestions being , Is the use of cultural appropriation fair use or unfair?, What causes something to trend?, Is Appropriation of branding stealing?
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