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Throughout the history of time it’s been human nature as a species to create, whether it’s for a functional use or aesthetic purpose. Due to technological advances it has allowed for a large volume of knowledge about Earth and the universe to be gathered. The internet has become the gateway of communication allowing people from different cultures to share their own views and opinions. Social media has enabled a new form of visual language to be created these are known as memes. 'Social networks distribute internet memes without cessation every moment of everyday. Most Facebook users likely encounter a meme and/or distribute a meme daily' (Wiggins and Bowers, 2015 : 1890).

Charles Darwin played a significant role in the development of memetics; back in 1976 Richard Dawkins published The Selfish Gene using Darwin’s theory of evolution. Dawkins’ created a theory that a subject matter must be shared and reinterpreted multiple times for it to evolve and present itself as a meme. Due to the subject matter being seen by numerous people this would allow for it become viral, he compared this to gene mutation. 'Memetics is the counterpart of genetics in the cultural arena. In its application to science, it deals with the manner in which memes/ideas spread in the scientific communities' (Kantorovich, 2014 : 363). In addition to cultural factors, biological ones have a role too when it comes to the development of memetics. Before the meme even becomes a meme the meme has to be relevant at the given time in order for it to become viral. The individual who views the meme must be able to relate to it and this is a result of aesthetic appreciation. Aesthetic appreciation authorizes specific memories and experiences to take over, for the meme to have value it must deliver a sensory experience which stimulates an individual’s emotions. 

Brands use this to their advantage to help sell a product, ‘designers are increasingly focusing on the emotional experiences that products can bring about rather than on their functional benefits.’ (Mugge et al, 2009 : 467).
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(@Wendys, 2017).
Accessed: 30th May 2019

Demonstrated by the official Wendy’s Twitter account, the original purpose of this profile was to keep customers informed of promotional material however due to the culture of social media evolving; media teams have changed their approach. Allowing promotional accounts to become what would be considered a ‘meme’.

Consumers of Wendy’s would be considered emotionally invested with them if they have had a positive experience dining there, this allows the brand to bend the rules of professionalism and use memes as an approach when sharing information.  The image shows Wendy’s to be talking negatively about a competitor ‘McDonald’s’. This exchange of communication online has been done in a humorous way to present a common inside joke about McDonald’s ice cream machine never working. 

Globalization has enabled the development of memes with technological advancements allowing people to travel and distribute different cultures and traditions, implementing a new type of communication to develop. However ’what was once considered accumulated knowledge from practical experience is now rejected as anachronistic and irrelevant’ (Rusu, 2013 : 821). The nature of modern society has unconsciously started to upload everything onto the internet, thus creating the impression that if there’s no online proof of it, it never happened. 
Initiating the phenomenon of ‘FOMO’, the ‘fear of missing out’. ‘Social media is generally used to maintain and develop relationships, attachment style may affect its use. Anxiously attached people are insecure in relationships and often seek reassurance. They may use social media to maintain relationships and seek social feedback’ (Blackwell et al, 2017 : 69). The internet is still a young invention and the full long term effects on people have yet to be discovered. In this new age of technology it could be considered that more harm than good is occurring. Barry et al state that ‘connection between adolescent social media use and negative indicators of health (e.g., sleep problems, anxiety, lower self-esteem)’ (cited in Ehrenreich and Underwood, 2016; Woods and Scott, 2016). Mental illnesses have begun to increase in the general population; the brain wasn’t designed to process the enormous consistent amount of new content that’s being shared daily. Although this has been proven by researcher’s people struggle to reduce their usage, this due to addiction.
 Lacking in validation from those close to them an individual may find that by tailoring and reposting a meme to suit their circumstances may give them the instant gratification they crave when they receive positive feedback from it. This cycle of communication continues until the next meme has been created thus allowing the cycle to repeat itself and continue.

Communication in the modern world has become more visual, focusing more on what we see rather than noises that we make. Compared to our cousins from seven million years ago known as ‘Early Hominins’, ‘Homo Sapiens’ have evolved to have a significantly larger brain capacity. The earliest Homo species ‘Homo Habilis’ were able to begin developing stone technology during these physical adaptations two million years ago. New behavioral traits allowed the Homo species to migrate and explore the rest of the world. By having the ability to do this the birth of different civilizations had now begun. This allowed for new technologies, cultures and communication to be created. This itself evolved and has created its own timeline. 
The earliest examples of artwork from that time are forms of communication, they have been created to tell a story or express a message. This style of artwork was more prevalent during pre-historic times. ‘Hieroglyphs are picture-signs with fantastic allegorical meanings arbitrarily attached to them by the ancient priests’ (Gardiner, 1915 : 61).
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National Geographic (N.D) ‘Image of Egyptian Hieroglyphics’.
Available at: https://www.natgeokids.com/uk/discover/history/egypt/hieroglyphics-uncovered/
Accessed: 30th April 2019

Egyptians used hieroglyphics as a way to communicate, it was a visual language used to decorate buildings and tombs. Thus to such a degree creating the foundation of modern language. In the early 2000’s email, instant messaging and social media sites began the use of text symbols to create images known as ‘emoticons’. ‘The predecessor to newer emoji’s, were originally regarded as simple markers of emotions but more recent approaches have posited that they can serve many complex pragmatic functions’ (Weissman et al, 20 : 2). 
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New Design File (N.D) ‘Image of Japanese emoticons’.
Available at: http://www.newdesignfile.com/post_cute-japanese-emoticons-text-start_73557/
Accessed: 30th May 2019

As a result of communicating behind a screen it becomes impossible to read the other individuals true intentions due to a lack of seeing their actual body language and facial expressions, these visual cues are crucial to understanding how a conversation is going. The use of emoji’s allowing individuals to communicate with the specific tone of voice they want to put across thus avoiding any miscommunications. ‘The use of emoji’s in conjunction with ‘traditional written language can be seen as a type of multimodal interaction that combines more than one modality systematically into a single communicative utterance’ (Weissman et al, 20 : 1).
 Brands have also started to use emoji’s to reach a younger target market, as emoji’s show a direct meaning of emotion it could be said that they are easier and quicker to process and understand. ‘Brands both human and corporate are increasingly communicating with their social media audience using emoji’ (Pancer et al, 2017 :  1). For advertising this is crucial as they will only have a limited amount of time to make a memorable impression on a potential customer. 
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Ian Grainger (2015) ‘Image showing McDonalds Emoji Billboard’.
Available at: https://www.independent.co.uk/news/media/advertising/defaced-mcdonalds-emoji-billboard-shows-good-times-gone-bad-in-bristol-10392510.html
Accessed: 30th May 2019

McDonald’s brought out these billboards back in 2015, displaying emoji’s of cars and road traffic signs followed by the McDonald’s logo and a smiley face. Thus implying that a McDonald’s is all you need to improve your mood after a long day of driving. By adopting minimalistic advertising it allows almost anyone to understand the message. ‘The point is to build a community. It’s about creating a relationship between the institution and it’s most important audiences’ (Halligan, 2010 : 32). By using current trends which are featured online allows for companies to use it as a tool to build a strong reliable following.  
GIFs (Graphic Interchange Format) are another way visual communication has evolved, using a clip from a video repeating it on a loop.  While presenting an emotion in a relatable humorous way, GIFs have a ‘dexterous, malleable, and versatile file format that is central to digital cultures and communication. This malleability and versatility are key to the GIF’s capacity for interpretive flexibility’ (Miltner and Highfield, 2017 :  2). 
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GiantBomb (2017) ‘Image of Blinking White Guy GIF frame’.
Available at: https://knowyourmeme.com/memes/blinking-white-guy
Accessed: 30th May 2019

This image shows a screenshot of the ‘Blinking White Guy’ GIF, this GIF is often used as a reaction to express disbelief. Individuals often use GIFs to respond to other posts due to how easy it is to read the GIF and figure out what emotion they are trying to put forward. ‘This symbolic complexity makes them an ideal tool for enhancing two core aspects of digital communication: the performance of affect and the demonstration of cultural knowledge’ (Miltner and Highfield, 2017 : 1). GIFs allow individuals to share an instant response without having to put in the effort of producing a written one. 
As a result of not having to use a lot of effort this can lead to appropriation. Art appropriation refers to artists using previous creations and slightly reworking them. ‘Postmodern appropriation art first emerged in several places across the world in the wake of 1970s post-conceptual art’ (Mclean, 2014 : 629). Yet in spite of this some individuals take the artwork of others and pass it as their own. This is known as plagiarism. Individuals may participate in this if they have low self esteem about their practice, through using previous successful work it could help in growing their audience. However if caught could face serious consequences with the law. 
[bookmark: _GoBack]Pablo Picasso once said ’Good artists borrow. Great artists steal’. This is what Chinese performance artist Zhao Bandi did to show how much counterfeit products were being produced in China. ‘Zhao approached these complex subjects through the strategy of artistic appropriation, demonstrating his ease with an international language of conceptual, performance and lens-based art practices, but using it to assume a public persona that would address these social issues in popular fashion’ (Wong, 2012 : 22).  By using the panda to demonstrate how the Chinese market was producing fake versions of successful products he eventually became known as the ‘Panda Man’. The posters being distributed back in the late 90’s became well known through the individual seeing the artwork in person instead of online. Due to word of mouth in some ways this can be seen as the poster becoming a meme.
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Zhao Bandi and Little Panda (1999) ‘‘Image from the ‘Are They Clones of Me’? poster’’.
Available at: https://journals-sagepub-com.ezproxy.uwtsd.ac.uk/doi/full/10.1177/1470412911430463
Accessed: 30th May 2019

Due to the humorous nature of the detective gimmick, this enabled Zhao to present how extreme this problem was by using ‘exaggerated fear of a pile of ‘counterfeit’ panda dolls it poked fun at such hysteria, and at the purist distinctions upon which claims of authenticity are often based. ‘(Wong,  2012 : 21 ).  His campaign was successful and led to the reform of Chinese consumer rights. By using appropriation within his artwork he was able to communicate a message.
In 2003 Zhao used his Panda Man persona again to tackle the Sars epidemic; he presented himself and the pandas as children playing soldiers. ‘Here mimesis is not, as it often is, a form of sympathetic magic in which the copy draws ‘on the character and power of the original, to the point whereby the representation may even assume that character and power’ (Mclean, 2014 : 630). Incorporating his previous artwork with new creations it allowed the same humor to be used. Hence he could touch upon the topics of militarism and nationalism. 
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Zhao Bandi and Little Panda (2002) ‘‘Image of ‘Block Sars, Defend The Homeland’ Poster’’.
Available at: https://journals-sagepub-com.ezproxy.uwtsd.ac.uk/doi/full/10.1177/1470412911430463
Accessed: 30th May 2019

Although it’s acceptable to appropriate artwork to an extent there can be consequences when it’s reproduced without permission. Zhao experienced this first hand with his Sars poster, his signature was removed by two Beijing media platforms. Having broken Zhao’s intellectual property rights he sued for copyright infringement. Taking advantage of the whole situation he produced another performance piece throughout the entire court proceedings, this was recorded while Zhao presented himself as the Panda Man with the Panda doll sat at the table with him.
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Zhao Bandi and Little Panda (2003) ’’Images of ‘The artist signs his name on the court register from A Tale of Love Gone Wrong’‘’.
Available at: https://journals-sagepub-com.ezproxy.uwtsd.ac.uk/doi/full/10.1177/1470412911430463
Accessed: 30th May 2019

The performance called A Tale of Love Gone Wrong (2003). ‘Art production and appreciation seem universal and are observed in all cultures, and various explanations about its functions have been posited’ (Schabmann et al, 2015). By producing artwork using the concept of appreciation Zhao was able to spread numerous messages to the public. Visual language has a significant impact on individuals; a picture can share more information than words can. There are numerous layers which can be separated and looked at in depth. Colour, tone, texture, shape and form can provide visual cues which spoken word may fail to present to us. ‘Despite the prominence of language in appropriations through art history, the works that became iconic of contemporary appropriation art’s exploration of semiotic models of representation are most often appropriations using photographs’ (Linden, 2016).

In conclusion the three keywords I have selected to research discuss how visual language has evolved over time, by using memes to show how visual communication has gone from traditional print to social media allows us to see how communication styles have changed. Due to the nature of how memes are reproduced and shared it could be said that they are a form of art appropriation which leads us to the question: 
’More Than Just Memes: A New Visual Language built on Appropriation?’
By researching into how memes are reproduced and shared on different media platforms I hope to find out how this visual language can affect our communication skills in person. During conversations we are now referencing memes in the formats of ‘vines’, ‘tik toks’ and short video clips. We ‘tag’ each other in different memes over a subject topic that’s seen as relatable. The use of image to express emotions and scenarios has become part of everyday vocabulary. 
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