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[bookmark: _Toc532971580]Introduction 

This dissertation will illustrate the different roles that design play in relation to a capitalist system and mainstream media. How artists and corporations navigate consumer attention through the overpopulated world of imagery, but also what techniques and aspects of design have the ability to add worth above its face value. A large focus of my research will rotate around branding and advertising, to find how design may influence consumerism. I would also like to analyse the work of two diverse artists with different styles to determine how they create a selling point. 

The intent is to incorporate both primary and secondary research to support and assist me during the development of this dissertation. Primary research will include individual analysis on both artists and thinkers. Secondary research will be compiled through library resources, quantitative studies as well as credible foundations found online to address primary sources. 

Firstly, chapter one will discuss design and its uses, which give background analysis to the way people, perceive design through semiotics.  In this section I will be also be looking into capitalism to find out how designs fits within this system. Chapter two will primarily speak about the use of branding and techniques used to sell, focusing on consumerism and advertising. In addition to this, I will discuss the use of brand extensions and brand equity; to find out what importance they have in relation to this topic. Finally, Chapter three will include two case studies, concentrating on Andy Warhol and then followed by Stefan Sagmeister, so that I can compare their use of branding in relationship to art.


[bookmark: _Toc532971581]


Chapter One
[bookmark: _Toc532971582]Design and its uses
[bookmark: _Toc532971583]Design and semiotics


According to Oxford Dictionary (2018), Semiotics are “The study of signs and symbols and their use or interpretation”. In relation to design, semiotics have the potential to communicate information to the consumer. Design is considered to be a language that is universal. Supporting this, Schroeder writes “Discourse on art has ancient roots—visual images preceded written language as a means of communication” (1997, p. 475).

In relation to product design, the use of semiotics is evident. A selection of products placed on a shelf in a social situation should have the ability to communicate to the consumer through its design. To successfully conduct a message through design, basic elements such as shape, colour and function must introduced. Content is highly important, as is the aesthetics. Ambiguity in design is needed to differentiate from what is already known and is essential when establishing a relationship with the public, in order to achieve this, the sign must have the ability to be translated. Whist a product transmits its own information, imitated through use, the designer must create a visual language that allows the product to speak for itself (Gambarato, 2013, p. 429). Within a modern setting, design is more crucial than ever in a capitalist system, supporting the survival of a business inside a crowded market. Assisting this theory, Schroeder writes “As we move into a postmodern society, dominated by visual images, informed by five hundred cable television channels, and obsessed with global symbols, visual literacy takes on greater importance to both the consumer and marketer” (1992)
Currently, due to the amount of competition between different corporations contending for the attention of the consumer, designers are faced with ever growing pressure to perform well. If a promotion is not perceived positively, blame will fall with the designer. The basic and fundamental functions of a designer are to serve the client and to visually communicate to the consumer. To be able to further themselves in this chaotic industry, designers must be equipped with knowledge and be up to date with current affairs. Designers are expected to be able to work with a wide range of issues, meaning an understanding of sociology, psychology and cultural studies are useful tools when communicating their designs. (Sassoon, 2008)
[bookmark: _Toc532971584]What role does design play within a capitalist society? 

According to Cryan and Shatil in Introducing Capitalism: A Graphic Guide (2013, p. 3) “Capitalist systems give a central role to the accumulation of resources that can be used for further production.” This means Capitalism is not only centred around short-term profit, it recognises reinvestment as a crucial basis for future growth and larger profits. As well as reinvestment, design is also an important factor that can generate economic value for a company. Design is a process that is applied in the creation of products sold and used every day. John Heskett (1937-2014), the author of Design and the Creation of Value trained as an economist. Heskett contributed research methodologies into design and how it can create a source of wealth in the world of business, teaching designers the value of researching economics (2017, p.1-4) and reminding designers “that they are not just merely designing something, but that in doing so, they have both opportunities and obligations to contribute in a meaningful way.” (2017, p.31). Uniting the world of design and economics through a cross-pollination of theory, suggests that design should be seen as a necessity for any business to expand.  In addition to this, Stefan Sagmeister writes “A good design is something people are willing to pay for” (Hall, P., Sagmeister, S. and Pearlman, C., 2001, p. 279)


A supporting example of how design can contribute to the success of a business can be seen within the competitive world of branding.


[bookmark: _Toc532971585]Chapter Two
[bookmark: _Toc532971586]Branding
[bookmark: _Toc532971587]The creation of the brand and how having a well-designed brand sells. 

The enormous development and success of multi-national corporations over the past few decades can be traced back to the idea that to be a strong and flourishing corporation you must predominantly fabricate brands, rather than products. Before branding was part of everyday life, around the second half of the 1800s, advertising was used to sell products, not brands. There was a flow of new products being invented, such as the phonograph and the car. Adverts were used to notify the public about the presence of these newly create inventions, then to persuade them that the products would improve their quality of life. Why use a waggon when a car takes less effort? Why write and post a letter when you can use the telephone instead? The fact that these inventions were new and exciting forms of technology was an advert in itself. As a result of this, during the machine age, common products produced on a mass scale such as sugar, soup, cereal and soap were effectively identical. Branding became essential to push sales and persuade customers to purchase their products above others. Advertising swapped roles, from providing information of new inventions to constructing a picture around a specific brand-named variation of a product  (Klein, 2010, p. 3-6). Companies adapted due to the social situation during this time. Supporting this theory Sardar and Abrams write:
Species adapt to changes in their environment. Markets respond to changing circumstances (prices, technological advances, changes in style etc.) the human brain constantly organizes and recognises its billions of neutral connections to learn from experiences. (2013, p. 84)

Instead of just selling soup, advertisers now had to convince people to buy Campbells soup. Brands and Logos were designed to evoke a sense of familiarity and comfort. It was realised that the idea of family sells, names such as Uncle Ben’s and Aunt Bessie’s were created to bring a personal and warm connection with the consumer (Klein, 2010, p.20). Currently adverts and their content can be seen almost everywhere; billboards, magazines, clothes and pens just to name a few variations. Adverts are broadcast on radio and television stations. According to Klein there is an overwhelming concertation of adverts being used to improve and develop brand identity, stating “manufacturers are on a cultural feeding frenzy as they seize upon every corner of unmarketed landscape in search of the oxygen needed to inflate their brands” (2010, p.12). There is a strong held belief that a brand must have a constant and increasing flow of advertisement pushed towards the public to be able to maintain it’s position. As a result of this advertisement has become more aggressive than ever, in hope to stand out. “consumers are like roaches – you spray them and spray them and they get immune after a while, so if consumers are like roaches, then marketers must forever be dreaming up new concoctions for industrial strength raid” (2010, p.12). As advertising becomes a more ubiquitous means of communication thrown to the masses, designs are becoming more persuasive and visual. These convincing forms of imagery are designed to effect behaviour and to adapt ones mindset by furtively signifying how consumption can fulfill our most intimate desires and ambitions (Beasley and Danesi, 2002, p. 5). The work of Edward Bernays will be used to assist this argument.
[bookmark: _Toc532971588]Consumerism and the mass media

The propaganda and advertising techniques used throughout the life of Edward Bernays can be traced back to the psychoanalyst theory of his uncle, Sigmund Freud. Bernays’s work can also be seen as a reflection on the theory written by Benedict of Spinoza (1632-77) who in his beliefs also spoke about the power and control of feelings in the unconscious mind (García, 2015). 
Spinoza (1996, p. 163) came to the conclusion that because of the leaning preferences in human conduct, people are directed by their individual self-interest and emotions and states that “there is no affection of the body of which we cannot form a clear and distinct concept”. It is well known that Bernays seized Freud’s philosophies on people’s subconscious yearnings and their emotional drives and used these theories this is supported by Cutlip (1944), however, re-imagined in a different theoretical area into Public Relations (García, 2015; Spinoza, 1996). Due to Bernays’ strong association to Freud, he would market himself as a “psychoanalyst for troubled corporations” (Cutlip, 1944, p. 136).
In relation to branding, imagery and content is used to direct the attention of a consumer away from any competition. A way in which this can be achieved is through memorability and emotion. Vice President of marketing at Starbucks, Scott Bedbury states:

consumers don’t truly believe there’s a huge difference between products, which is why brands must “establish emotional ties” with their customers, through the “Starbucks experience”. (1997, quoted in Klein, 2010, p. 20)

An example of this technique can be seen through specific advertisement during the Christmas period presented by retailers to establish an emotional connection with their consumers to promote sales. Research conducted by Cartwright, McCormick and Warnaby (2016), expands on this and how the content of an advert can influence the perception or change previously existing attitudes towards a brand. The study implies that advertising erected around emotion is more enjoyable for the audience and can affect their decision-making.
As already discussed, having a well-maintained brand is necessary for a company’s growth, designing and using well-liked television advertisement is an example of how a business can develop a stronger relationship between consumer and brand, as well as increase and grow memorability, which again, contributes to strengthening a brand, encouraging the public to buy products. 

  
Donald Norman recognised emotion basic part of day to day life that has the ability to affect behaviour, mood and perception. He explains “Without emotions, your decision-making ability would be impaired, emotion is always passing judgement, presenting you with immediate information about the world” (2004, p. 10). Research provided by Antonio Damasio, neuroscientist supports Norman’s thoughts by stating “without emotion, the process of decision making becomes harder, as a result, so does choosing between alternatives” (1994, quoted in Norman, 2004, p. 12). 

Use of emotion in the context of advertising is used on a great scale during the Christmas period. For retailers, Christmas can be seen as an opportunity to maximise sales. Christmas is a feel-good time of the year that encourages warmth, love and friendship, but most importantly, to a retailer, spreading positivity through gift giving. To stay ahead of competitors during this time, multiple retailers promote adverts containing sentimental themes, in hope that it will generate a positive perception and connection to the public that creates a pathway directly into the retailers’ doors, differentiating them away from the competition. A positive response from the public is of great importance to a brand when designing advertisement, as equity is produced as a result of successful marketing activity.
Consumer response in regards to adverts has been significantly researched, though television is currently still the strongest means that has the ability to evoke emotions though warm feelings and nostalgia. In regards to John Lewis Partnership (JLP), studies have shown the success of this retailer year after year in regards to it’s Christmas promotional media. Everything from the music content, to the depiction of the ordinary everyday family is relatable. When viewing a JLP Christmas advert, research suggests that the public enjoy the story-based design and strong emotional connections to the characters. Attitudes and feelings towards JLP adverts are overall positive, creating raw emotions and sometimes an overwhelming response, referring to the Christmas advert almost as an incentive or reward for consumers, which has in turn connected and supported the brands positive stance (Cartwright, McCormick and Warnaby, 2016). Proving that correct use of emotion is an effective tool when persuading consumers to purchase goods.

In contrast to the support received from JLP advertisement, during the Christmas period, there is a huge clutter of communication and advertisement, predominantly created by retailers, studies have revealed this to be an influential factor toward negative consumer attitudes. A copious amount of messages are broadcasted on a daily basis, which has the ability to then lower the attention levels of the intended market. (Cartwright, McCormick and Warnaby, 2016). Breaking through brand blindness, countless consumers have come to the conclusion that they are un-able to identify the difference between big brands and private labels. Infinite spam and advertisement from respectable companies showing how much, or actually, how little they know about their consumers. According to Klein, (2010, p.13) consumers have become “blind to the alluring images of advertising and deaf to the empty promises of celebrity spokespersons”. Demonstrating that although there is a high volume of advertisement circulating at any given time, with the intent to engage with consumers, it is not always effective and may negatively affect a brands image.

Luckily for JLP, one crucial factor in which they succeeded was memorability. According to the studies founded by Cartwright, McCormick and Warnaby (2016), “JLP was cited as the most memorable advert, having succeeded in cutting through the broad array of Christmas advertising”. The success and memorability of JLP’s Christmas advert is partially down to the quality and detail produced and how relatable themes were for consumers. According to the JLP website, the £6 million cost in production can be completely warranted due to the amount of sales generated by the advert which came to the amount of £600 million (johnlewis.com). 
Competitors such as Matalan and M&S fell short during the Christmas period according to research, for Matalan this was primarily down to pre-existing dislike of the brand, whilst for M&S this was due to the use of minor celebrities, lacking relatability and credibility (Cartwright, McCormick and Warnaby, 2016). This shows the effectiveness of having a well-designed and developed brand, strengthened with advertisement containing memorable content and relatable themes that convey emotion, creating loyalty as well as profitability whilst also successfully gravitating consumer attention away from competition. In addition, this proves that with the use of appropriate research, advertising and branding can successfully change the perception of the public.


In contrast to the warm and emotional themes used to sell during the Christmas period is advertisement revolved around the tobacco industry. Advertising sexuality and power were the key themes that were promoted with Edward Bernays’ work with the American Tobacco Corporation directed at this area. According to Adam Curtis (2002), George Hill, the president of the business came to the realisation that only males consumed cigarettes and wanted to manipulate a way to influence women as at the time, there was a ‘taboo’ against women being seen smokers. Bernays’ requested the help of psychologist Abraham Brill, who came to the conclusion that cigarettes formed an illusion of power and authority as well as symbolised the male genetalia. 

Bernays strategised a plan intending to capitalize on an Easter day parade to challenge male power and gain the attention of women who sought equal rights. After persuading a number of wealthy debutantes to conceal cigarettes underneath their garments, Bernays’ contacted the press with information regarding a group of suffragettes that planned on protesting during the parade. After Bernays’ gave his signal, the debutantes were to light up their ‘torches of freedom’ in a dramatic manor, in front of the awaiting photographers. By creating a rational phrase and mixing it with emotion and liberty, Bernays’ effectively persuaded women to smoke. As news scattered across the globe, powerful images of women started to appear in the film and advertising industries, further promoting freedom and power that was now associated with cigarettes (Justadamcurtis, 2002).
[image: ]
Fig 1: Cigarette Advertisement

Philip Morris International is the world’s leading tobacco business best known for the brand of cigarettes, Marlboro. As previously discussed, mass media, which includes communication through television and the Internet, have the ability to influence the lifestyle of the population globally. Tobacco companies such as Philip Morris International and American Tobacco Corporation track and react to changes in the needs and wants of their target markets. Therefore the tobacco industry continuously contributes to the growth of the world-wide consciousness by means of assertive advertising campaigns that simultaneously connect the brand to current culture and values, illustrated above by using promotions aimed at women during a time where there was a rising movement challenging women’s right to smoke (Hafez and Ling, 2005). 

Joe Corré, son of Sex pistols manager Malcolm McLaren and Vivienne Westwood demonstrated his contrasting opinion in relation to mainstream marketing by setting fire to over 5 million pounds worth of punk memorabilia. The protest was in reaction to events planned to mark the 40th anniversary of the subculture, encourage the public not to tolerate hypocrisy. Corré exclaimed “Punk was never, never meant to be nostalgic” and added “Punk has become another marketing tool to sell you something you don’t need. The illusion of an alternative choice. Conformity in another uniform.” (Press Association, 2016)

The rise of the commodity gives rise to the spectacle, and then relies on it to give goods a spectacular value that replaces their use value. As things become increasingly commodified, the spectacle comes to permeate the whole culture. It is the bedrock the lies behind everything from fashion and celebrity to mass media. For Guy Debord, even rebellion becomes a commodity, as demonstrated by the products aimed at and sold to angsty teenagers. (Cryan and Shatil, 2013, p. 141-142)


[bookmark: _Toc532971589][bookmark: _GoBack]Brand Equity 

In relation to branding, during the year 1988, Phillip Morris International bought Kraft, an American food conglomerate. It was purchased for $12.6 billion, on paper, this was more than six times what the business was worth. This apparently, was down to the value added to the company by its brand name. According to research, a well-identified brand name has the ability to add value to a business increasing the resources and annual sales (Klein, 2010). This shows how a brand name can add more value to a company through equity created by being established. The realisation of brand equity is supported by Klein who states that, “advertising spending was more than just a strategy. It was an investment in cold hard equity” (2010, p. 7-8). This notion led to an increase in advertising, also the money spent during the process.  Within a contemporary setting, creating and maintaining a brand commands a never-ending spectacle of brand extensions. To survive, a brand needs to be strengthened by bursts of creativity and endless new imagery, brand image placed in fresh ways for marketing to spread the brands own impression of what they are about.  (Klein, 2010) 


[bookmark: _Toc532971590]Brand Extensions



With the recognition of brand equity, brand extensions have become a popular way to increase the value of a company even further through both trust and loyalty. More often than not, brand extensions offer different variations to pre-existing products or services including different flavours and size, or for Calvin Klein, stretching their premium clothing line to sell bed sheets and dishes.  Amazon is a prime example of brand extensions and consumer trust and loyalty. Amazon’s huge portfolio of extensions took “vertical integration to a new level” (Dans, 2018) Amazon’s extensions include; Amazon Publishing, Amazon Studios, Amazon Basics, as well as having a large number of products and services. On top of this, Amazon also has its own consumer electronic lines and own over 40 subsidiaries. Amazon has successfully managed to obtain a winning marketing and branding strategy, in which they attempt to fill any openings that they have located throughout numerous markets, with a goal to deliver to their consumers what other brands may fail, all placed online in one location, making life simple for the public. In doing all of this, earlier this year, Amazon became the second company in the world valued at 1 trillion dollars (Aboutamazon.co.uk; Molla, and Rey, 2017). This example demonstrates the effectiveness of brand extensions, and proves how this method can lead to increased profitability.




[bookmark: _Toc532971591]
Chapter Three
[bookmark: _Toc532971592]Branding and its relationship with art
[bookmark: _Toc532971593]Case study one: Andy Warhol
One artist that has made a name for himself with help from mass media and pop culture is Andy Warhol. Warhol was a commercial illustrator and artist whose choice in subject matter revolved around the research he compiled around consumer behaviour and the mass media, with his work focused primarily on branding, celebrities and consumption (Schroeder 1997, p. 475). Warhol was best known for his mass-produced style and silk screen printing technique. “Investigating the Pop Art movement through a consumer research framework can shed light on consumption; Pop Art provides impressive and eloquent content to examine materialism”. (Schroeder 1992, p. 13)
Pop art applied themes that were easily recognisable, such as comic books, celebrities and Coca-Cola, Warhol himself was most well-known for his images associated with Marilyn Monroe and Campbell’s Soup, borrowing pre-existing stimulating subjects from the mass media. Warhol came to the realisation that the public were being shown the same thing repeatedly and chose to link his art with consumer research, using the same mass production technique within his work. Prior to his role within the Pop Art movement, Warhol trained in commercial art, printmaking and advertising. Taking inspiration from comic books and advertising slogans, Warhol’s first big success came from his series of prints based on Campbell’s Soup, which attracted a huge amount of attention and notoriety. Similarly throughout his career, Warhol produced many images using repetition for his work with Coca-Cola and Celebrities (Schroeder 1997, p. 477).
The Pop movement was, in part, a reaction to the current dominant form of painting of the day. Abstract Expressionism, which focused on the inner imagination of the artist and the technique of creating art. (Schroeder 1997, p. 477)
However, Warhol became a symbol for pop art and was even labelled the ‘Pope of Pop’. Since Modernism arrived, artists have developed their own style and individual identity as a result of brand equity, creating identifiable artworks as form of trademark. Warhol is an extremely successful example of how brand equity can be built, creating a style that is highly recognised through his use of unoriginal subject matter. Although he did not create any of the brands, he was then linked with any subjects that he featured, gaining a brand identity and equity, which was the cause of his transformation into a pop persona. A number of his subjects were hugely advertised brands already, such as Coca-Cola, due to Warhol’s compositions there was now another layer of meaning behind the brand and he was more than aware of the powerful relationships within his work, this is supported by Bourdon who states that “Andy always seized on the most familiar and recognizable objects" (1989, p. 90). In a similar way as John Lewis produce their advertisement during the Christmas period, Warhol used his trained eye to focus on powerful imagery and familiarity found in mainstream culture (Bourdon 1989, p. 6, Schroeder 1997, p. 477-478). This is supported by Schroeder, who states that
Warhol was a shrewd marketeer of both his work, and perhaps more significantly, his image. His background in advertising assisted him in knowing what sells and how to sell it. He was driven by a desire to be famous. (Schroeder 1997, p. 478) 
Like Amazon, Warhol is also an example of brand extensions, promotion by association including relationships and friendships with celebrities whilst also endorsing careers such as The Velvet Underground (Schroeder 1997, p. 478). Warhol produced both new products, allied by older and much loved consumables, demonstrating that a recognisable brand can flourish through brand extensions in a different format, also proving that brands can be psychological entities outside the environment of consumer consumption.
Warhol was a compelling figure, thorough research assisted him through the clever and deliberate process of presenting the market with the ultimate commodity, himself. This can be further supported by the artwork he created based on his own image. Warhol’s personality was presented in a similar manner in relation to his work, memorable and pleasant whilst also appearing distant and removed. Also supporting this, is the method in which his work was produced, on a mass scale, allowing the public to feel disconnected, to strengthen this emotion, Warhol had employees to produce his prints on a regular basis, detaching himself further. “Warhol's artistic output can be scrutinised for insights into consumer behaviour as well as his self-generated production of the Warhol brand,” (Schroeder 1997, p. 476) Warhol himself had become the ultimate production line.
[image: Marilyn and Andy - Marilyn Diptych, 1962, by Andy Warhol]Throughout the duration of his career, Warhol created numerous works based on celebrity culture, captivated by mainstream media, he produced images of Liz Taylor, John Lennon and Elvis Presley. After being deeply affected by the suicide of Marilyn Monroe in 1962, Warhol based a number of pieces around her image. The first compilation, the Marilyn Series, is thought to be some of Warhol’s strongest work (Schroeder 1997). Using a silk screen, Warhol highlighted areas on Monroe’s face, using non-representational but bright and cheerful colours. Fig 2 : Marilyn 


In his work Marilyn Monroe Twenty Times, Warhol made deliberate mistakes when experimenting with repetition and mass production, compiling images that were poorly aligned containing smudges, with each print containing slight changes whilst also keeping the mass produced style of consumer goods. As seen in the image that Warhol based his prints on, Monroe stares calmly towards the viewer behind a fake smile and heavily applied makeup, chosen for homage and respect to Monroe’s beauty and status. Continuing to use Monroe’s image, Warhol created In Reverse Marilyn a series of eerie prints supported by his colour choice. The image reveals dark faced trauma with pain and distress contained within her glowing eyes. This image allowed the audience to see the consumption of celebrities by the public and as commodities, but also as a reminder to the different conflicts between her personal identity and public persona. The nature of the image in relation to her tragic death is morbid and chilling (Schroeder, 1997; Mamiya, 1992).
Warhol produced a voluminous output of material. His work pointed out the similarities between mass produced goods- soup, cleaners, celebrities, news events, in a way that made clearer how images are manufactured. (Schroeder 1997, p. 476)
As displayed, Warhol’s most successful work was undoubtedly linked to mass media and mainstream culture, unconsciously providing the audience with familiar imagery that they are able to react to, as discussed previously in relation to Edward Bernays, Warhol showed the public how they consume by rotating his work around images that are attached to brands and commodities. His work was highly original for the time period, yet deliberately and blatantly copied the work of others, opening the publics eyes to how mainstream media techniques and mass production can be made appealing through repetition. Warhol also demonstrated the construction of celebrities as commodities, using true material dealing with fame and beauty infused with tragedy that contrasts the media image that they relished, but also the popularity of his work shows that celebrities themselves have brand-equity. Finally, becoming a commodity himself, Warhol’s work is an example of how an additional form of brand equity can be created though pre-existing brands that are already well known, strengthened through brand extensions, supporting the notion that design is an influential factor when determining the value of a company. Contrasting Warhol’s art based on mainstream media Cryan and Shatil write “a side-effect of mass media and culture is the evaporation of art with any significance, the type of “art which can criticize and transform social reality” (2013, p.136). In addition to this “mass media helps to supress any possible alternatives” .Cryan and Shatil, (2013, p.136) in addition to this  Herbert Marcuse, a member of the Frankfurt School describes mass media as an instrument for fabricating people’s perception on a large scale. The media is able to transmit the same information, reaching millions of people at once.

So the way the masses think and behave can be dictated to a considerable extent by those who control the media. People are practically told how to think, and are programmed to keep the technological machine running. (Cryan and Shatil, 2013, p. 137)

Supporting this, Theodor Adorno, a German philosopher, sociologist and psychologist who was known for his critical belief of society, thought of mass media as the spine of post-industrial economies, accountable for the ‘intoxication’ of the public and described the media as an ‘opium of the masses’ that prevents people advancing their social position. 
The mass media encourages celebrity worship; products relating to the music industry, cinema and tv are seen as an essential element of life. Constant news and trivia lets the media produce the same instantaneously satisfying products, but in different image and form (Cryan and Shatil, 2013). The mass media are doing “nothing but offering the same basic system- they are nothing but a commodity in a new spectacular wrapper” (Cryan and Shatil, 2013, p. 141).
An artist that supports this notion is Stefan Sagmeister.

[bookmark: _Toc532971594]Case study two: Stefan Sagmeister.

In contrast to the work of Andy Warhol, Stefan Sagmeister, a graphic designer based in New York and co-founded of Sagmeister & Walsh Inc. Sagmeister has designed numerous eye-catching posters, business cards and CD Designs. Sagmeister has formed his own style that does not rely on mass media and current trends. After being commissioned by iconic David Byrne, a rock-pop star, to create the design for a forthcoming album, Sagmeister acted on the idea that a celebrity figure is a commodity to the public, in reaction to the commercial structure and style of the music industry. The final product displayed an image of David Byrne portrayed as an action figure with typography in a frame, resembling a plastic ‘twist and snap toy kit’  reading ‘parts are not interchangeable with other dolls’ further exposing a seamless appearance of contemporary consumerism (Hall, 2001, p. 211-214). 
This illustrates visibly Sagmeister’s judgement and attitude toward mainstream celebrity culture and consumption of a public figure, although the product itself, a CD cover was created with the intent to be seen by the public, Sagmeister attracts attention by underlining a problem and making a statement.
A number of Sagmeister’s designs are interactive and demonstrate his style, incorporating optical illusions and trickery to create an experience that captures the attention. Through his collection of business cards for clients, his concepts create excitement and curiosity, resulting in a memorable business card that the consumer is less likely to throw away. Sagmeister was commissioned to create an identity for a shop named ‘Blue’ that sold denim jeans. Sagmeister found a solution to make the otherwise dull name, stand out, an orange logo featuring black bold typography, which became an instantly memorable and fashionable all-round solution that created a personality for the firm (Hall, 2001, p. 172). 

[image: ]Although these are good examples of how Sagmeister’s savvy and highly original creativity energise ideas, Sagmeister is infamously known for his more extreme compositions including his poster for AIGA, a professional association for design. In 1991, Sagmeister endured over eight hours of pain, using his body as a canvas to communicate a message by cutting typography onto his skin (Hall, 2001, p. 191), the image was “intended to reflect the ordeals of the design profession. The anxious periods, the fighting and the pain”(Hall, 2001, p. 191). However shocking, the final design captured the public’s attention and the event was well-observed. Fig 3: AIGA Detroit Poster 



Although gruesome, the effectiveness of his piece is supported by Julia Kristeva in Powers of horror: an essay on abjection (1982). Kristeva clarifies the divisions among the abject and the grotesque. Abject can equally contribute to the physical entities that can cause repulsion, but also exceeds a sordid expressive response. Kristeva’s own term of ‘Abjection’, is the consciousness of being in a state of disgust and the capacity to develop something from a point of repulsion to the density of horror. The public are mutually drawn to and deterred by the abject, recognition of this may be found biologically though involuntary nausea or may be presented through adrenalin and fear. When humanity is faced with malice and intent, the situation, although horrifying, becomes more captivating. Why does the public tolerate this kind of imagery, or even want to view it? In relation to documentaries based on true crime, the audience is exposed to the evil nature and sin inflicted on victims by their killers, this is an example of abjection, choosing to watch something, intrigued to find out the answer, whilst simultaneously frightened. As well as the ability to induce horror and repulsion, negative stimulation can often create a condition of morbid fascination, captivating curiosity within spectators (Kristeva, 1982; Hall, 2001; Oosterwijk, 2016, p. 11-12). Dale Brady writer for the Observer, supporting the claim that crime documentaries have become increasingly popular in regards to, writes, “During the week of December 28, 2015, nearly one in five adult television viewers were watching the Netflix original series, Making A Murderer” (2016). To contribute further, Michael Malone reports “The recently concluded limited series The People v. O.J. Simpson: American Crime Story averaged 12.6 million total viewers throughout its first eight episodes, adding up linear and non-linear viewing”(2016). Claiming the show was the most watched novice series in the history of the channel (Malone, 2016).
The information presented assists the reasoning behind why some of Sagmeister’s more graphic imagery gained so much appeal.  This is evidence that Sagmeister’s poster created for the AIGA is a work of Abjection, shocking the audience through imagery, breaking free from typical poster designs, yet still engaging with the public through curiosity and horror. According to Sagmeister “movies have 90 minutes to do all that heart touching, books have several days and design has seconds. While most graphic design has seconds to connect” adding that “The design is to help sell the record. We hope to draw your attention to it and encourage you to pick it up” (Hall, P., Sagmeister, S. and Pearlman, C., 2001, p. 276). To conclude, Sagmeister’s strong and daring characteristics contribute to his appeal. As a graphic designer, no matter who the client, Sagmeister’s end product needs to work in order to sustain interest. The examples chosen above prove, not only his versatility, it demonstrates Sagmeister’s ability to interact with the consumer, triggering memorability, whether it be through shock or trickery. 
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This dissertation has addressed a number of significant areas, which show that firstly, design is a fundamental element to consider in the communication of ideas through a chain of development from the initial thought process to the final outcome that is presented to the consumer. Design is also a universal communication tool proliferated through mass media and branding. 

Branding encourages loyalty via emotional content amongst other themes such as power and liberty. These are combined in the use of current trends contained in mainstream media and through the use of celebrity endorsement. These are used to influence the public’s desire to purchase an ever-growing supply of commodities. 
As well as developing customer base, branding also attributes to the growth of individual companies, with additional help from brand extensions, using both vertical and horizontal integration methods
Through the recognition of brand equity and marketing a company can mass advertise to develop a consumers’ perception of a brand name, with the intention of expanding profits and value of the company itself. In contrast, the public reaction to constant bombardment of advertisements may negatively impact reputation and eventual sales.

The case studies chosen display similarities, both Warhol and Sagmeister created original styles and their over-all goal was to seek attention from the consumer. Whilst Warhol created work based on popular imagery from the mass media to gain notoriety, Sagmeister technique was based on shock value and interaction. Both artists shed light on the consumption of celebrity icons and commodities, Sagmeister’s piece was a more obvious statement. In contrast, Warhol recognized brand value and used this to his advantage when producing his prints, he is also an example of how brand extensions can be created in relation to marketing art, whereas Sagmeister was found to toy with appeal, almost as if he was opposed to it. Finally, Sagmeister successfully created his own brand image without the use of obvious inspiration from pre-existing sources, as opposed to the style in which Warhol created his.
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