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Whimsical & Pop Indie

The west has never shied away from its fascination with 'mystical' India. However, the explosion of Indian Pop Art has never enjoyed such prominence in the west as it does today. Pop Indian art has trickled down the fashion pyramid, down into international street fashion, with interesting impact in India too. 

Interestingly some of high profiled Indian designers are seen to draw inspiration from local/immediate pop kitsch and channelizing the same into their signature styles.  This breakaway from the otherwise 'pseudo-warholishm' is a refreshing trend; both visually and commercially.

An amalgamation of funky innovative intra-regional motifs, patterns and designs are being created .Hindu religious symbols and imagery, a la Manish Arora, pret lines like ‘Horn Ok Please’ by Sabina Singh, Avant Garde yet contemporary, designs that break boundaries and combine seemingly disharmonious elements together into a unified whole by Nida Mahmood  are just a few examples of local imagery being applied on designer wear. And then how can one forget ‘Bollywood’; the inspiration, the canvas, the trendsetter, the money bank, a religion. Designers, along with their loyal subjects are undergoing a re-education of sorts; tapping local treasure over internationally sourced inspiration.  Local kitsch has never been this endearing. The sheer diversity India has to offer is second to none, and it is fascinating and exciting to be surrounded by designs inspired by this rich crazy mix of quirky influences. It is not only a treat to the visual senses, appealing to the keen customer; but an ode to this colourful, rich and vibrant nation.
 
Pop Indian influences displayed amongst such brands are making its strong and well received presence felt on the competitive platform of fashion, which is also endorsing International Brands. I proudly believe that 'Brand Indie Pop ` has indeed arrived; and here to stay! It is indeed an interesting time in the life of loud, local, quirky Indian fashion.

Given the current scenario, I propose to conduct an in-depth study covering the exploitation of Pop culture and Art by Indian fashion designers through their small enterprises and their determination to bring individualistic ideas to the forefront, marrying whimsical styling with old fashioned design, how do they weave element of spontaneity in every design .I would also intend to find about their capability and belief of sustaining flavor of out of the ordinary  yet modern Indianess in their ideas for design.

Key words-Indian visual culture, contemporary Indian pop graphics, kitsch Indian colour, private branded labels, Street fashion, High fashion,Manish Arora, Playclan, 






Literature Review
To establish solid foundation for this research first the history of Indian culture and values will be touched upon. Additionally, fashion and its relationship to modernity will be discussed as a necessary precursor to any further discussion of fashion and its relationship to present demand.  Afterward the study would highlight emerging young designers with their pop and quirky styles. Subsequently will be, identifying the nature of fashion theory with element of Indian pop that has impacted fashion at an astonishing rate. Lastly paper will conclude with analysis, conclusion and a reflection on new take on Indie pop fashion. 
Incredible India as an Idea 
"This is indeed India; the land of dreams and romance, of fabulous wealth and fabulous poverty, of splendor and rags, of palaces and hovels, of famine and giants and Aladdin lamps, of tigers and elephants, eternal love for spirituality, the cobra and the jungle, the country of a hundred nations and a thousand tongues, of a thousand religions and two million gods, cradle of the human race, birthplace of human speech, mother of history, grandmother of legend, great-grandmother of tradition, whose yesterday bear date with the moldering antiquities of rest of nation - the one sole country under the sun that is endowed with an imperishable interest for alien prince and alien peasant, for lettered and ignorant, wise and fool, rich and poor, bond and free, the one land that all men desire to see, and having seen once, by even a glimpse, would not give that glimpse for the shows of all the rest of the globe combined.”Mark Twain, Following the Equator, 1897.
At the same time also think of which India do we address as inspiration? North India, South India, Urban India, Metro India, Rural India, Folk India, Tribal India, there are many India’s in the Idea of India. India, as country of inﬁnite visual opportunities and has abundance resources of its own, which, if put to good use can do miracles for its development. In fact, that is exactly what is happening in India today.
“Contemporary India is a country dotted with paradoxes where tradition and modernity, urban and rural, western and desi coexist. India finds itself in the postmodern construct without having lived through the western process of modernization. Modernity is a part of the Indian tradition and thus what is traditional in India, is in many ways post modern. From the ancient to the modern, from modern to post modern and issues of post colonialism are enveloped in the inherent duality and polarity of multi-cultural, multi-traditional India. Post colonial India brought with is its own obsession with contemporary art, artists were moving from India to the west and now there is a return of the Diaspora.” as said by Dr.Alka Pandey 
Indian society is becoming globalized as the effects are visible with mushrooming Mc Donald’s, Pizza huts, and Levis stores etc, along with mall culture in many cities and towns in our country and world over, with the result that shopping streets as compared to the world are becoming more and more uniform. Today mass-market –the copy –has overtaken the original design. (Global fashion local tradition, 2006). 
[image: ]According to Misty Lambert in his book ‘Warhol: Exploring Ostensible Kitsch’ -   “Commodity culture often provides the means through which kitsch is truly manifested, producing immediately-interpreted images that have a few swift seconds to capture the consumer’s attention. However, not all representations of commercial products are considered kitsch. Andy Warhol's Campbell's Soup Cans is a primary example of commodity culture as high art.



                                                        Andy Warhol's Campbell's Soup Cans dress
 Visually uncomplicated, easily understood, and representative of commodity culture, Warhol’s soup cans are simple compositions consisting of repeated images of a product on a white background. By definition, this imagery should be kitsch. Nevertheless, Warhol is one of the best known names in American high art. What, exactly, elevates Warhol’s work above the kitsch category? What is the boundary between dignified high art and quick kitsch? 
The manifestation of kitsch in the world of high art can be considered a rude debasement of the intellectual association that generally accompanies high culture. Theorists and art critics alike agree about the dangers of kitsch. Critic Clement Greenberg uses the term "predigestion" to describe art that spares the viewer the effort of contemplation (Greenberg 546), and kitsch predigests art by diluting the intellectual processes necessary to appreciate art with layered meanings. Kitsch borrows from commodity culture because it is easy to understand and, therefore, easy to sell. The eye quickly accepts commercial imagery because it is already desensitized to its visual information, and because the imagery is digested quickly, its marketability rises. The danger of “predigestion” is that people do not have to use higher cognitive processes to understand and appreciate it. Kitsch is considered the antithesis to artistic and cultural intellectualism; however, in the case of Andy Warhol's art, the line between kitsch and high art becomes blurred. Art historian David Joselit asserts that "Pop Art collapses 'high' art into 'low' by incorporating commercial imagery and industrial modes of mechanical reproduction into painting.”
Young designers are displaying uncanny talent of contemporizing indigenous imagery of  India’s large cities,which are known for their clamorous bazaars and the vibrant, fast-paced bustle of daily life to suit their modern ideas to create popular art.  In this crowded, colorful world, innovation is often born out of necessity and scanty resources, and can result in the very clever or the completely ridiculous. 
An Indian street is cluttered by examples of iconic vernacular graphics and commercial art. They come in many forms from personalized bodywork of vehicles to local advertising hoardings; from political posters to lavish Bollywood publicity hoardings. The result is a celebration that is a reflection of the religious, political and cultural diversity of India. That is the uniqueness of India's urban landscape: it is a visual gallery of art, if only we take the time to look at. 
Popular culture borrows freely en masse from the street and in fashion innovation The trickle-up theory states that the movement of fashion starts with consumers at lower-income levels ; think urban wear, the fashion seen on the street that later moves up to consumers with higher income. Some people are calling this sudden barrage of Indianness, Kitsch. 
Why is Desi Kitsch becoming cool and modern-
Last five years have witnessed change in the mindset of young Indian entrepreneur. Concerned Indian identity at present  is evolving all around ‘Design activism’, this action has brought much awaited change and awakening .Young designers now strongly consider extending their ideas through wide range of creative formats by contextual twist and weaving humor into it  . India has reinvented its usage of colour, craft skill by revisiting their roots and finding new design language for Indian niche is catered in new avatar as ‘ Indian kitsch’. 
It is surely a sort of Design movement or evolution of counter culture. A real design movement c happens when design is seen as relevant to society and business growth. There has been conscious development and awareness for an Indian popular Visual language in recent times in music, fashion, and graphics and has given birth to ‘indie pop’ genre, which is a hybrid of Indian and western sensibilities. For  India, it is transforming into a more significant member of the global community, the desire for unique identity is becoming more relevant. The popular street graphics that are apparent in hand painted signboards, truck bodies, auto rickshaws, religious posters speak a language that is vibrant and uniquely regional. The “mad celebratory chaos that is India,” exists on the streets of India and speaks a language that is vibrant and uniquely original as popular art. 
[image: local construction worker women in Vrindavana, Uttar Pradesh][image: http://www.sunday-guardian.com/administrator/iupload/photox200_1306584954.jpg]
[image: These are the tools of the trade for Indian roadside dentist Raj Kishore.][image: http://www.sunday-guardian.com/administrator/iupload/2905_page_21_26_1306584900.jpg] 
The creators of these prolific examples of graphic design are not schooled at any institute and are probably inheritors of family trade and very soon are a dying craft.


[image: ]Evolution of mature design language that is indeginous to young India  has taken place in the past few years , Indian design has been drawing inspiration from popular culture and imagery in search of an Indian langauge.The result is often Kitsch and reserved for niche market.
[image: ][image: ] 
At one point Marilyn Monroe and Audrey Hepburn used with a twist were pretty much the extent of kitsch on the domestic scene. Now ‘desi’ especially Bollywood - is cool. 
 “Our generation has become more accepting of our culture. We aren’t looking to ape the West anymore and are comfortable using Indian images. Now desi images like, say, a Don poster or a chai stall are considered cool,” says, a Delhi-based designer Nida Mahmood known for her extensive use of kitsch elements. Well this young designer is fervently seeking this feel-good factor from her work, who has decided to speak up for the fast-disappearing breed of artists, who hand-paint Hindi film posters. "Poster artists went out of work 10 years ago and my endeavor is to bring their art back into circulation," she says convincingly.
[image: ][image: http://www.tehelka.com/channels/TheHub/2011/March/12/images/gabbars.jpg]
                                                                                     




Posters with Andy warhole  a western muse to Gabbar Singh our very own desi inspiration



Mahmood has set up a trust, the New India Bioscope Company, with five poster artists from Delhi and two from Meerut, Uttar Pradesh. She has Bollywood posters painted on her designer-wear. And, according to Mahmood, 75 per cent of what she gets from the sale of her poster-art products goes towards the welfare of these artists. She finds herself being attracted to everyday things and themes, for I feel I can weave a beautiful drama around them. What others find ugly and boring is challenging for me,” shares Mahmood, whose did collection Maachis inspired by matchboxes.
 In fact, it’s this quirkiness in her collections that have caught the attention of the well-known museum in London. “The purpose of the Victoria and Albert Museum is to enable everyone to enjoy its collections, explore the cultures that created them and to inspire those who shape contemporary design,” points out Mahmood (http://www.indianexpress.com/news/pop-show/710840/, 2011). 
[image: ]                           [image: http://punvirdi.files.wordpress.com/2010/06/deewar.jpg?w=217&h=300]      (http://punvirdi.wordpress.com/2010/06/fashion-bollywood-movies/deewar, 2011)
Celebration of the “we are like this only” attitude
Fashion is about excitement and change, if the designers do not challenge people, fashion will not change.(Global Fashion Local tradition on Globalization of Fashion p.25)
For a cool edgy aesthetic to remain cool and edgy requires constant reinvention. Kitsch went mainstream a couple of seasons back. A celebration of the “we are like this only” attitude, it referenced all that was familiar, old Bollywood posters, truck art, chaotic Indian streets and sights and put them on clothes and accessories. Accessibility and appreciation have both grown hand in hand, as a growing tribe of young designers cater to a growing demand from different sorts of people.




[image: ][image: ][image: ][image: ]Kitsch has often been described as anti-art, or as the thing that money purchases when trying to buy beauty. Leaving aside the purist point of view, there is no taking away from its commercialism. “It is a mix of art and business. We have to make money and give people what they want,” says designer Nidhi Chopra of the brand ‘pop goes the Art’. She admits that desi kitsch has become a victim of commercialization. “The audience for kitsch is steadily growing. People want art they have grown seeing to be a part of their daily lives rather than something that hangs on the wall.


	


  www.popgoestheart.com/

Nida Mahmood, often dubbed the “queen of kitsch” with her collections inspired from symbolic staples like chai, matchboxes, Bollywood and Indian signboards, defends her tribe. “We’re a generation that wants to associate with everything that is funny, colourful and cool about being Indian and that is what desi pop art is catering to. People think what we are doing is very easy, adding colours to clichés. We may be using the same symbols over and again, but it takes time to reinvent cultural references and convert them to art.”
[image: ] It happens only in India is now on global request! Who can forget the great Indian auto! That rickety three-wheeled caricature of an automobile is now the greatest symbol of kitsch Indian cliché. Indians are proudly catching up on whimsical essence of being an Indian without any baggage of history, and tradition. And they feel pride in that.
[image: ]

       

                                                            Auto decoded from Wall graffiti to bag graphics

In many ways, kitsch expresses a sense of nostalgia and resurrection of the Indian identity. When did the good old ambassador car become cool? Only after was it shooed off the Indian roads by fancier western cars.It got its place as quirky print on bags and cushions. 
[image: ][image: ] 





Now you have a Cheerharan toilet paper, a smart spin on Draupadi’s vastraharan in the Mahabharata. Not only is the humour subtle, the utility is ubiquitous.
“Kitsch is always evolving. The days of copy-paste are gone. Today, kitsch is all about experimenting with graphics, colours and illustrations. The emphasis lies on original designs and not reproduction,” says Himanshu Dogra, the owner of Play Clan. They work on small focused products and infuse graphics and textual illustrations with classic kitsch.

[image: ]     [image: http://www.wallpaper.com/galleryimages/17052454/gallery/53_playclan_indiablog_jp160511.jpg]
                                                                   (http://shop.theplayclan.com/product_list.php?cPath=85, 2011)
The graphic designer and creator of kitsch store Kya Cheez Hai, believes that if a product does not have utility, then it lacks the characteristic Indian trait — The kitna deti hai formula. “We as Indians are always looking for paisa vasool(value for money). We don’t like to buy things which have zero utility and are only good to look at. Similarly, Indian kitsch is all about looking inward and respecting our quirks. Here, we work with the simple funda that everything must have some kind of functionality behind it. That is the Indian mentality and that is kitsch.”
[image: http://kyacheezhai.com/sites/default/files/imagecache/galleryformatter_slide/DSC_0601_4.jpg]
As Rahul Anand of Happily Unmarried puts it, “Of course a sense of nostalgia drives Indian kitsch. The quintessential Indian squat toilet is cool because it has been witness to many judgmental smirks from the western commode toilet and one product which can represent us in the totality, it is the sandaas. This is exemplary to how conservative Indians are exploring great Indian desi, quirky, loud and extremely mundane elements and weaving them into innovative ideas. 
[image: Happily Unmarried Sandaas Ash tray]
What makes kitsch so appealing is its ability to laugh at itself; a humorous critique of our shortcomings. Indian pop is  witty and self critique  ingrained in the DNA of Indian Kitsch has broken away from the over saturated and superimposed graphics, pseudo-Warholism and mere copy paste jobs and is a refreshing trend; both visually and commercially.
[image: ][image: ]

         


THE INDIAN FASHION SCENE AT PRESENT-
In the past few years, Indian fashion has evolved significantly. Globalization of the Indian economy has proved to be a great encouragement for the Indian fashion industry and it has risen by leaps and bounds.
It is important to understand the historic context of culture and fashion as stated - Late 60s India was going through profound changes. Plastics had replaced mud, brass and silver, wood took the place of sophisticated handicrafts and nylons displaced an ancient heritage of cotton and silk. Economy was booming, there were fortunes to be made, money to be spent on brands, lavish life styles were enjoyed in the West. 70s had some kind of methodology for westerners unknown madness, Excess worked in America, pop art and consumerism was at prime peak and young creative minds believed in experimentation. There was emergence from modern to postmodern culture.
 In western context Andy Warhol has been called the “Prince of Pop” mostly for his profound achievements as a pop artist of the 20th century. Warhol saw a chance to highlight how easily people are influenced by the media and pop culture. He used many aspects of the new cultural society to create his artwork. Warhol created his pieces by discovering what was popular as new styles and beliefs arising during these eras, his imagination would begin to produce ideas that were unheard of but revolutionary at the same time .
Fantasies were travelling from America to India and the youth in 60s landed copying west blindly. India not only confronted between tradition and modernity but lifestyles and values. The seeds of global fashion were sown during 60s, when young Indians saw west celebrating pop art and consumerism and in here any kind of experimentation was considered a waste. 
Despite the presence of few designers such as Ritu Kumar (one of the country’s leading designer and key handicraft revivalist) since 60s , the Indian fashion industry as such only began to shape in the late 80s.It was with setting up of the country’s first fashion design institute, the National Institute of Fashion Technology(NIFT).It is since 1986 that fashion was introduced as a ‘serious profession.’
Indian youth discovered that India was reservoir of delicate skills and ever since they started a drive to revitalize Indian roots and identity. A nation of thinkers has become nation of doers, urban rural bridges have reduced and all this has translated into a new language of patriotism and speaking of redefined culture.
Economic reform policies of 90s  was a boon and signaled the slow rise of nation ,which would soon be in the forefront of lists of countries leading the world into the next millennium. Young Indian designers , babies of MTV age, are ready to mingle diverse elements and not only base their design philosophies on mundane Indian intricate patterns.  
In fact it has given rise to ‘Glocalisation’. Businesses increasingly are catering to current culture. So Mc Donald’s has chicken tandoori, Mattel’s Barbie supports bindi, Pizza Hut has paneer tika. Indian people are influenced by the media and pop culture. Many young entrepreneurs are using many aspects of the new cultural society to create their art work. By 2010-11India has developed its strong kitsch style and we are proud of Indian princes & queens of pop.
With setting up of Fashion Design Council of India (FDCI) established under support of the Ministry of Textiles has played an immense role in common platforming talent, getting unprecedented amounts of press and creating organized market week that buyers can congregate to.
Ted Polhemus demonstrates that major labels usually cannot ignore their own identity and background if they want to build their own identity and background if they want to build world wide image. Is it not important for non –western designers to include their roots as a vital part of their label’s image? Global Fashion Local Tradition On The Globalization of Fashion
With an increasingly visual culture, fashion has become an omnipresent form of creativity, something we are all influenced by whether we like it or not. Young peppy designers are constantly getting inspired by the wonderful elements of design in their everyday objects, photography, films, nature, etc, they are ready to experiment and are becoming more individualistic in their approaches.
Fashion in India has the local ethnic flavor with contemporary finishes, which has a great market internationally. India brings to global forum that has not been seen before. Indian designers have an individualistic appeal with their excellent use of colours. Indian designers have retained their distinct sensibility. Amongst them a few are celebrating Kitsch. Desi pop art has never been this good before as players of it have turned it into a commercial success. All manner of urban graffiti is now finding expression on clothing.
Street style is fast becoming much more than just eye-candy. It’s pure inspiration! I recently came across an interesting point-of-view on the topic of where fashion really comes from; the street or designer? I call street—why? Many high brands are also looking towards Indian streets for eclectic ideas an moreover there are increasing numbers of fashion bloggers from virtually every city, large or small. Anyone with a stylish bone in their body is showing the world how stylish they are.
And who is influencing who, it’s a total chicken before the egg theory (or vice versa). One can say that people on the street would not have clothes on if it wasn’t for the designers, true, but a designer always has his or her muse. Really, the parties in question are BOTH checking each other out. Indian fashion stream is undergoing a paradigm shift as young designers no more want to get inspired from west and are proudly displaying a new sense of patriotism picking quirky elements from their own visual culture.
Quirky versatility (Insight into a case study to understand the topic better)
Manish Arora, perhaps India’s most flamboyant fashion designer, says he finds inspiration every where he turns these days: in the cheesy pop art graphics on the backs of trucks and auto-rickshaws; the visual exaggeration of India’s Bollywood movies; and even storefront signage. The zany melange of colors that permeates the streetscape in New Delhi had never before entered the elitist bubble of India’s high Fashion world. “There is no difference between my design and the sign on the roadside juice stall,” reveals Arora. 
[image: http://farm5.staticflickr.com/4014/4315436162_edda233555_z.jpg?zz=1][image: ]

                     

[image: ][image: ]                               
                                                          
                                                                                                                  
                                                                                           (http://en.wikipedia.org/wiki/Manish_Arora)


“Coming from India, color has always fascinated me. I love to create garments that bring a smile to people’s faces and I try to achieve it with cheerful bursts of color and embroidery,” he says. 
This is evident in his vivid color palette and avant-garde motifs, and the way he combines contemporary silhouettes with traditional Indian craft methods of embroidery, appliqué and beading. Indeed, it may be that he feels the rest of the world could benefit from his approach. “Indian women wear bright colors – it’s what I’ve seen since childhood
“Manish Arora takes the Indian pop iconography from the street and puts them on his high-fashion luxury clothing. “He is bridging a very critical art gap. His design reflects the seamless visual narrative of mass culture that he lives through every day.”
As Manish says everybody is looking at the booming India at this moment. It is as if the world has just discovered a new land. And he is very much part of that discovery, “If outsiders are looking at us, then that makes us look at ourselves harder. That is what I am doing. We are changing so rapidly. He is making best of this opportunity as he is getting inspiration from this moment of transition.”(The Washington Post)
Manish Arora ,India’s biggest international success story , cemented his rise to the top by scoring the top job at French fashion house, Paco Rabanne. He has fingers in many pies –Collaborations with Mercedes Benz, India, to give heightened drama to the launch of a new Merc; designed a range of limited-edition Swatch watches; and came up with an exotic signature line of packaging for MAC cosmetics ,a significant part of his portfolio has been his work with Reebok, designing shoes through his diffusion label, Fish Fry,Arora’s a sub brand. 
Is it pop art?
Not quite. Pop art tends to use kitschy elements in an attempt at humour and irony. You could call pop art one manifestation of kitsch. Pop art originated in the 1950s while kitsch came before it, in the 19th century. Explains designer Kallol Datta: “Pop art is more about the application of images. It’s more to do with colours, placement and arrangement of an image in an art form. Kitsch, on the other hand, uses everyday motifs. Take for instance a matchbox. Another distinction is that kitsch often uses graffiti. So, an image of goddess Kali will be accompanied with a ‘Jai jai Kali’ in Devanagari script. There is a thin line between the two and the boundaries have blurred.” How do you know it’s kitsch? Look for familiar images in unexpected settings. Example: Marilyn Monroe on a cushion. A Ship matchbox on clothes. Gabbar Singh on a shot glass. 
[image: http://www.verveonline.com/images/78images/fashion/styledecor/decor06.jpg]
Tinsel town is a perennial source of inspiration for Indian designers. Desi pop art creator Nida Mahmood uses The kaleidoscopic film posters of yesteryears There are Zeenat and Gabbar chairs, Don bags, Mogambo shoes. High on youthful spirit and energy, these are set to add an electric zing to otherwise mundane life
As trend can also start on the streets enthused with lower social income group visual imagery and subcultures. These trends are spotted and  used by designers for inspiration and so find their way on to catwalks and then into the upper classes of society ,which is based on trickle up theory.
[image: ]
         [image: Picture] Christian Louboutin's new suede embroidered pump of art was  inspired by the Kutch embroidery, Talk about the trickle up theory!Pump image courtesy of www.elle.com
With kitsch caught in its own clichés a fashion sub tribe ‘Indie pop’ has evolved in Indian fashion scenario, which is driven by their own distinct belief and motivation to pick up elements from street and mould them into their own style and consumer need. Handful who is trying to adopt Kitsch as aesthetic code that has differentiated them from other subcultures does not find it easy to interpret familiar cultural stereotypes.

          [image: http://26.media.tumblr.com/tumblr_lszfj5q9ii1qkd5cdo3_500.jpg]    [image: http://27.media.tumblr.com/tumblr_leofqeKQEV1qbafeeo1_500.jpg]   [image: http://29.media.tumblr.com/tumblr_lszfj5q9ii1qkd5cdo1_500.jpg]
(http://the-diplomat.com/new-emissary/2011/02/23/japan%E2%80%99s-fashion-forward-subcultures/, 2011)




Based on trickle up theory vibrant & loud streets of india presented in most chic & pop fashion statement
	[image: Designer Cycle Rickshaw]
	Anthropologie's $2,200 makeover to Indian cycle rickshaw
The Antrhopologie team inspired by the ride and feeling a bit whimsical, decided to design their own set of wheels, with  collapsible kantha fabric canopy, The designer touch is visible in the seat covers, which are made of ethnic batik print, and one of the two rare wheels has a Hindi inscription on it inspired by the Bollywood movies

	[image: Wills Lifestyle India Fashion Week]
	
Similar set of designer rickshaws were up on display at Wills Lifestyle India Fashion Week last year.  Indian designers such as Rajesh Pratap Singh, Shantanu-Nihil, Kavita Bhartia and Parvesh-Jai, added their imagination to the otherwise dull and dreary rickshaws, often seen on Indian roads.
 (http://www.bornrich.com/anthropologies-2200-makeover-indian-cycle-rickshaw.html, 2011)

	[image: street style india fashion][image: street style india]
	Paromita Banerjee-Her clothes are inspired by bartan walis, dhobis, & rickshaw walas. She likes the initial chaos of creating…prefers rustic elegance to glamorous fashion…likes to mix elements from different cultures in her designs.

( http://wearabout.wordpress.com/)






	
               [image: Buy Why This Kolaveri Di designer T-Shirt online and get free wrist watch in India]

	
As the song "Why This Kolaveri Di", is now become a phenomenal hit throughout the world.
the Why This Kolaveri Di designer T-shirts are out now. One can buy this online at a cheap price.
 (http://www.dealsandcoupons.in/resources/4189-Buy-Why-This-Kolaveri-Di-designer-T-Shirt-online.aspx)

	[image: http://www.bollywoodbilli.com/wp-content/uploads/2010/12/Band-Baja-Barat-movie-online-watch-free-full-video-300x300.jpg]
	
Bollywood is showing all sorts of tough and realistic roles and scripted jobs in the movie which new kids on the block are challengingly accepting or discovering as shown in the movie. The styling of poster to script to garments is done with enough research to show new urban India.
(http://www.bollywoodbilli.com/wp-content/uploads/2010/12/Band-Baja-Barat-movie-online-watch-free-full-video-300x300.jpg, 2011)


	
         [image: Om Shanti Om 800x600 Wallpapers]
	

"Om Shanti Om' is a light-hearted tribute to Retro Hindi cinema the way we have known it and love it, in spite of its flaws loved it.





	
            [image: http://www.thehindu.com/multimedia/dynamic/00858/09DFR_DENTED1_858902f.jpg]

	
used concept of High art from Highway- the popular signs and symbols, motifs taken from the back of the trucks, auto rickshaws to recreate the smells and sights of our streets through giant installations of signs like OK, STOP and lotus motifs. (http://www.thehindu.com/arts/art/article2697980.ece, 2011)


	
[image: ]


	
Product Furniture reﬂecting culture. Bangalore based designer Aarohi Singh is a product designer developing kitschy home décor items for her clients. Her Indian sensibility is seen in her products (prices vary between Rs 2,000 and Rs 40,000) which are drenched in loud colours and have funny names like the Singh Is King kettle (infused with Sikh symbolism) the Nazar battoo series on kettles (inspired by the black dot put on kids’ cheeks to ward off the evil eye) and the ‘item bomb tables’ (painted Bollywood item dancers and Bharatnatyam dancers) or the trunk which has a face of a Kathakali dancer on it. 
(http://www.slideshare.net/insightinstore/design-trends-global-indian-a-preview)



The days of copy paste are gone .Today Indian designer is busy experimenting with colours graphics and textures...where the emphasis seems more on original designs and not reproduction. Pop Indian influences displayed amongst such brands are making its strong and well received presence felt on the competitive platform of fashion.

Hand Painted Type (a young and meaningful initiative)
                    [image: http://www.wallpaper.com/galleryimages/17052454/gallery/63_type_indiablog_jp160511.jpg][image: http://www.wallpaper.com/galleryimages/17052454/gallery/71_type_indiablog_jp160511.jpg][image: http://www.wallpaper.com/galleryimages/17052454/gallery/62_type_indiablog_jp160511.jpg]
                                           (http://www.wallpaper.com/gallery/travel/india-guest-editor-the-india-tube/17052454/45019#45022, 2011) 
Hand painted signs are one of the most iconic visual elements of India. Unfortunately, due to the advent and growth of desktop publisher shops, roadside typographers are seeing their work replaced by amateurish computer graphics and ugly vinyls. However, with his project, Hand painted type , typographer and artist Hanif Kureshi is documenting and digitalizing the typefaces of sign painters across India, creating a database to prevent the rich Indian heritage of hand painted typography from getting lost. This particular typeface is by 45-year-old painter Kafeel, from Azamgarh, UttarPradesh.The project is an open, collaborative effort: detailed instructions on how to document local typography are available on the website, and anyone is welcome to contribute. Hand Painted Type, and a video about the project, will be part of the show Paris-Delhi-Bombay, Images courtesy of Hand Painted Type
With few glimpses shown above, make us to believe that 'Brand Indie Pop ` has indeed arrived; and here to stay! It is indeed an interesting time in the life of loud, local, quirky Indian fashion. The exotic authenticity of a product is so important in fashion at the moment that it is turning the whole fashion hierarchy upside down.
Research Questions
Although there are many observations made to provide insights into the topic ‘Whimsical and pop Indie’.Qualitative data was also collected by projecting questions to designers ,retailer, young student entrepreneur like What is the USP of their Brand?Where do you draw your inspiration from?What is your brand philosophy?How do you work on your project?What inspires you to come up with your ideas and designs?When and how the research work is done regarding concept and market?Do you think your brand look will sustain?What kind of message do you want to convey to masses?How do social issues find their way out through your design?How do you define your visual influence?How do you think your Brand projects INDIA? 
Methodology-
After I interviewed four design industry professionals,in which two are designers one of them works closely with craftsmen and second designer is famous as Queen of Indian Kitsch .Third interviewee is a young entrepreneur who has stalked various designers desi pop art pieces in her show room in Delhi and the fourth in all has taken her initial steps to create her own indie pop signature style and has put various solo exhibitions. After I gathered qualitative answers there was a matrix drawn to understand the similarities in these entrepreneurs-

	

	







Analysis
Indian Kitsch has definitely caught everyone’s fancy, lately. Some of the designers who have created a niche were sent the questionnaire. After studying qualitative data received from these young enterprising Indians what has emerged is the motivation to start to fill the void in the Indian design market which was in need of ‘a little humour and plain delight. Our new-found global economic power is a surge of confidence of liking us/loving us as we are. The important thing is to enjoy the essence of being an Indian. Most have their own websites and can be found on networking sites too.
The market has opened up immensely for whimsical products and with young designers jumping into the foray, there is a variety of fun stuff available. But ultimately how many nimbu mirchis and back of trucks can be considered as signs of India. One can only hope that creativity with this can merge with the depth of greater wit.” 
With modernization also has come the westernization of thoughts, food habits and influences on our culture. Given the above scenario, products that describe India, our culture, our root thoughts and attitudes are uncommon. “The travelled, well-read Indians absolutely love kitsch Indian designs in products.” 
But Pop kitsch also draws negative connotations. “Technically, the word stands for juxtapositioning of unpleasant elements in an unplanned manner, which   is what the beauty of the whole idea is. India is one of the brightest examples as a country of such a vivid cultures, colours, patterns and chaos. There is an element of kitsch in our ways beyond even design. It’s only recently that the sensibility has gained focus with more and more designers getting inspired by the madness it offers. Also I think our culture of cinema contributes a lot to our love for it.
 The response to products of interviewed design professionals has been overwhelming. The affordable arts lines are being created using digital line which reprints hand painted premium line artworks digitally. For them target buyer is “anyone who revels in India Cool!” 
Conclusion
Going absolutely local to hunt young entrepreneurs’ inspirations has never been as rewarding. The younger generation is getting smarter and more aware of globalization. More awareness and exposure has led to a brighter, pop and sensible India. Indian designers today are as capable or, in some cases, much more so than their Western counterparts. And most importantly, unlike in the 90’s, when there was a huge trend of migrating to the West, youth are applying their skills, their international exposure and knowledge to the ripe Indian market. Realizing the huge potential that India has, the global shift from West to East, everyone seems to be gravitating to this land of inﬁnite opportunities!
Design in India has evolved from being just something that makes a product or service look good to an industry or a process that facilitates development; to improve infrastructure, lifestyles, socio- cultural issues, education, and literacy - the list can go on. Design is slowly being seen adding meaningful value to the lives of people. 
Most importantly rises a question whether this passing phase is FAD or is this style here to stay? According to what I think it‘ll stay as it is rooted in our culture, is contemporary and colourful. Innovation is key factor if brand is to be kept alive. As far as creativity flows, India inspired products will find takers as they have so far. For present market status can be justified by how online stores are cashing in on the demand of quirky India inspired products. 
Reflection
For  clever young Indian fashion designers the global fashion industry was recovering from the effects of the global economic recession, when the young ,loud and nascent fashion community has taken  this  as an opportunity to reflect on past trends and given self a new look which carries strong Indian signature of ‘INDIAN KITSCH’.
Fashion design institutes are supportive of this awareness as national level competitions always carry theme based on heritage and tradition. 
Today the earning capacity of young individuals is higher and is the disposable income. Add to that a global outlook and outreach. People are actually willing to try new things, which result in your face quirky design sensibilities as opposed to tried out and tested beige neutrals. Some of the designers are communicating with their audience through small exhibitions, retail shops or blogging being latest to hit popular audience. Young designers desire to archive their work online and hence are interacting with likeminded people across different geographical habitats.
Innumerable small innovative businesses have popped up identifying the shift of recession. Niche businesses are increasingly appearing to cater to rational, practical, current needs and not based on traditional luxury, splurging and upgrading. Quirky, niche, hard-to- ﬁnd products are excellent to sell during recession at reasonable prices. More importantly, design has become consumer- centric. Every product or service created today absolutely needs to be designed around the end user. It is becoming more intuitive, interactive, friendly and multi- sensorial. 
Indian fashion designers need to get the most out of on traditional Indian elements like colour or costumes that have a sparkling appeal in the international fashion stage and more contemporary embellishments and designs should also be explored.
They also need to know about how Japanese were able to gain foothold in Paris so quickly? They became so successful because they broke all conventions of taste in fashion. Their aesthetics, their taste and handling of fabric and pattern were revolutionary as well a perfect match for  the prevailing idea of postmodernism –they were deconstructive and explored the boundaries of good taste as can be seen in cape with holes from 1982 Comme des Garcons collection. Incidentally, this was the formula employed by Rei Kawakubo, a Japanese fashion designer, who catapulted Japanese clothing in the worldwide fashion stage. Her creations — Comme des Garcons — were iconic as an idea explored was embedded in their tradition. Be it Issey Miyake or Yoji Yamamoto.
Indian fashion designers need to come up with creations that have a strong commercial quotient internationally. Creations, at one level, should increase the practical sensibilities of a worldwide audience. It is simply then that Indian fashion can have a prepared and widespread global market. This is also one important area of research and exploration that fashion design institutes can get on. 
Everyday world is taken too much for granted, and there is  much needed requirement of formal documentation of indie pop as sub-culture, which is fast getting replaced by malls and homogeneous urbanization.  
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there is a lighter side of life too.



Be yourself!.


sensitize people to look around s, to be original and not ape trends mindlessly. 


it touches on the nuances of our rich heritage in a very modern day context which connects with people of today


message conveyed to masses


















hoping it does sustain


individualism never goes out of style.


being inspired by local cultures is a timeless theme that can be reinterpreted in a million ways.


 defining the identity of new age india in more ways than one.



Sustaining brand look



















DIVYA
 JUST AROUND 
CORNER


LAKSHITA

Young entreprenuer


ADITI
 PURE DESI GHEE  
Fashion/Tex Designer


NIDA MAHMOOD

NIBC Fashion Designer. 








Question/Designer


















USP of Brand


“funk”

 an element of quirk that can be found common 


Pure Ghee Designs (PGD) is named after craftsperson


revisiting the indianness of india  in a stylised manner

Intelligent humor 


themes/colors/elements that the youth can relate to


















inspiration comes from



everyday things around me...music, dance, people I interact with etc


by gazing people,  Indian street colour, travel, friends, textiles, history and hand craft



mundane,  boring and  the missibl
 unfashionable. by  anti fashion



lighter and bohemian side of life. 
The free-spiritedness and the element of detachment. 















customers to smile when they are leaving the store


individual to be able to express himself uniquely !


exceptional cultural content 
celebrates the Indian design aesthetic



art translated


brand philosophy


















“research-analyze-keep/sift out 


prefer to work directly on the final design


India  has  huge resource base in terms of crafts and materials.
craft is used as a starting point 



Designer's very own original take on things.


Approach on  project


















evolves according to the lifestyle and requirement of the consumer.


few small scale exhibitions to garner feedback.



market research  curtails creativity


the concept,  is a long drawn process which keeps evolving as  deep you go into it. 


research on concept and market


















brings forth the not-so-serious side of Indian culture with a smile.



project free spirited souls in sync with the image of India 


 India in its everydayness.  but in bold unselfconscious way. Its about how we live our lives every day.


rehabilitating  dying art forms  back to life and making them relevant in todays context.  to be a fashion anarchist  trying to revive dying artforms.


how Brand projects INDIA



















confluence of quirk, color and free-spiritedness



Colorful, dynamic, effervescent.



complex amalgamation of all what is seen and experienced


aspects of indian  surreal  visual   imagery is interpretation of kitsch india in a modern day context.


visual influence


















endorse products from NGOs and other social initiatives.


based its natural to create/base them on the social issues facing people.


to celebrate the uniqueness of our country India and create designs that deliver what they promise ,offer hand crafted products made with care.


 as collections are inspired by disappearing art forms, such as street and folk theater, matchbox art, and indian street typography etc


social issues targeted through design
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