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Co se dnes dozvite

e Rozdéleni do skupin, vybér tématu a zadani na pristé
e Podivame se na vyvoj vztahu vizualni kultury, uméni a komunikace, na
pocatky brandingu a vztah umeni a reklamy
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Na pristé: SWOT analyza

e SWOT analyza znacky a organizace (nikoliv produktu)

e Perspektiva zakaznika a verejnosti (potencialniho zakaznika)

e Zkuste se vyhnout domnénkam, ale vychazejte maximalné z faktd Ci
dostupnych dat (udélejte si reSersi)

PosSlete mi do nedéle 8. brezna jeden slide, ktery v pondéli rano viozim do mé
prezentace a vy svoji analyzu struc¢né predstavite na hodiné.




Umeéni, vizualni kultura, marketing

Uméni jako zdroj informaci

Vztah uméni a komercéni komunikace
Vztah uméni a spotrebniho zbozi
Role umélce v komercni komunikaci



Umeéni jako zdroj informaci

e Komunikace beze slov - (do zna¢né miry) nezna hranice
e Zaznam a zdroj informaci o vyvoji nasich obor(
e Vizualni komunikace, dokumentace, zaznam historické skutec¢nosti, ALE...

,Obrazy zpocatku vznikaly proto, aby evokovaly podobu néceho nepfitomného.
Postupné zacalo byt zfejmé, Ze obraz mUzZe prezit to, co znazornuje (...). O néco
pozdéji bylo za souc¢ast zaznamu zndmo rovnéz specifické vidéni tvlrce. Obraz
se stal zaznamem, ktera X vidél Y."

John Berger, ZpUsoby vidéni, 1972












Umeéni, vizualni kultura, marketing

,Nikdy drive neexistovala doba, jako je
nase, kdy vizualni zobrazeni je tak laciné v
kazdém slova smysilu. (...) | primitivni
barevné obrazky, které nachazime na
krabicich ovesnych vioCek u snidang, by
uvedly Giottovy vrstevniky v uzas. Nevim,
existuji-li na svete lide, kteri by z toho
vyvodili zavér, ze takova krabice predcCi
Giotta."

Ernst Gombrich, Uméni a iluze: studie o
psychologii obrazového znazornovani, 1960
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Umeéni vs. reklama

e Reklama vyuzivajici jazyk umeéni

+Reklama do znac¢né miry vychazi z jazyka olejomaleb. Oboji promlouva shodnym
jazykem o totoznych zalezitostech. (...) Tato spojitost neni vyznamna pouze na urovni
obrazové shody, ale také v roviné pouzitych znaka."

John Berger, ZpUlsoby vidéni, 1972

Gesta

Pbzy naznacujici genderoveé stereotypy

Materialy naznacuijici zivot v prepychu

Idealistické uziti prirody

Perspektivni zobrazeni dalky evokujici dojem tajemna



WAYS OF
SEEING

JOHN BERGER

Seeing comes before words. The child looks
and recognizes before it can speak.

But there is also another in which ing
comes before words. It is seeing which establishes our place
in the surrounding world; we explain that world with words,
but words can never undo the fact that we are surrounded by
it. The relation between what we see and what we know is

never settled.

fhe :»v:_/u'-c

The Surrealist painter Magritte commented
on this always-present gap between words and seeing in

a painting called The Key of Dreams.
The way we see things is affected by what we
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KacuSika Hokusai, Velka
vina u pobrezi
Kanagawy , 1829-1833

Jean Auguste
Dominique Ingres,
Jupiter a Thetis,
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Eugéne Delacroix, Svoboda vede lid
na barikady, 1830
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Pieter Claesz, Zatisi, 1649




Umeéni v komercéni komunikaci

e V minulosti i dnes byli umélci a jejich tvorba vyuzivani v marketingove
komunikaci
e Znama dila soucasti reklamnich sdéleni a citace dél reklamnim jazykem

+Reklamni obrazy nalezi jedinecné chvili vtom smyslu, ze musi byt neustale
obnovovany a aktualizovany. Presto nikdy nehovori o pfitomnosti. Casto odkazuji

k minulosti, vzdy ale promlouvaji o budoucnosti.”

John Berger, ZpUsoby vidéni, 1972
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b"“’g René Magritte, Syn
Clovéka, 1964

René Magritte, Zrada
obrazd, 1929 This 4is not a hasmmer.
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Our idea of pop art.

Found in Mom’s Basement



Without Alr-bog With Air-bog

Rensult Migane, Excessively safe.  RENAULY



Umeéni vs. spotiebni zbozi

Kultura vs. spotfebni kultura

Reflexe a kritika konzumerismu v umeéni

Komercionalizace umeéni — vliv umeéni na komercni produkty
Uzité umeéni vs. spotrebni zbozi






David LaChapelle,
Swatch, 2000
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CHICKEN ( CREAM OF
NOODLE JBeer] MUSHROOM
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WITH VEGETABLES AND BARE!

SONDENSED CONDENSED

PEPPER POT
< SOUP:

VEGETABLE GREEN PEA ‘

MADE WiTw BEEF 500K

NSOUP / \( SOUP

Marcel Duchamp, Fontana, 1917
Andy Warhol, Campbell's Soup Cans, 1962
Jeff Koons, Baloon Dogs

Maurizio Cattelan, Comedian, 2019, Art
Basel Miami Beach
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Hrnek FARGRIK, IKEA, 29 K&

Kubisticky Salek s podSalkem
(replika), Pavel Janak, 2 190 K¢

Vaza TIDVATTEN, IKEA, 45 KcC

Vaza Metamorphosis, Rony
Plesl pro Ruckl, 14 796 K¢



Umeélec—-marketér—celebrita—influencer
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Salvador Dali, 1969 Soucasne logo, redesign 1988



Zdenek Rykr
Kofila

Alfons Mucha
Chocolat Idéal




Dalsi spolupréce

Salvador Dali v reklamé na ¢okoladu Lanvin
Eliza Douglas a Anne Imhof pro Burberry
Wu Tsang pro Louis Vuitton

The Carters: Apeshit v galerii Louvre

David Lynch pro PlayStation 2

Sofia Coppola pro Miss Dior

Baz Luhrman pro ERDEM x H&M



https://www.youtube.com/watch?v=rK4Bh_arF-E
https://www.youtube.com/watch?v=zsYRlHLadpU
https://www.youtube.com/watch?v=vV_QoQD_nrA
https://www.youtube.com/watch?v=kbMqWXnpXcA
https://www.youtube.com/watch?v=msMehuZo3x8
https://www.youtube.com/watch?v=w1pc92zxYmo
https://www.youtube.com/watch?v=PEANC3ipyws
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Paris © This article is more than 8 months old attraCtS record Illlmber Of
. ts to Beyonce
Beyoncé and Jay-Z help Louvre

museum break visitor record in 2018

More than 10m visited Paris museum, with interest boosted by
music video filmed there

Angelique Chrisafis in Paris

¥ @achrisafis
Thu 3 Jan 2019 10.37 GMT
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Apeshit' music video which was filmed in the Louvre in Paris,

A Tourists photographing the Mona Lisa at the Louvre in Paris. Photograph: Graham Turner/The Guardian

The Louvre, the world’s most visited museum, broke all ticket office records
last year with more than 10 million people viewing its Paris collection of fine
arts and antiquities, boosted by foreign tourists and the interest in Beyoncé
and Jay-Z’s music video filmed there.
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