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Fine art and advertisement have conventionally been thought of as two separate
forms, but the boundaries that separated the two started to erode during the emergence of
the Pop Art movement of the 50-60s when advertisement was appropriated by artists as
an art form. In turn, advertising agencies started to widely use fine art in their
advertisements to draw in more customers. The appropriation of fine art in advertisement
in particular can have an effective advantage in selling the product for the company
through the use of the prestige effect if the artwork is instantaneously recognizable and
the product being sold has an understandable connection to the art piece. In my paper, I
will analyze the use of fine art in advertising, defining what is considered to be the
effective use to gain the most recognition and ultimately profit. I will also evaluate the
results of surveys conducted, proving that when used correctly, fine art in advertisement
can be effective. In order to test my hypothesis that classical fine art is still more
recognizable today and therefore more effective in advertisement, I have also conducted a
similar survey myself with a portion of the Stetson community.
In his book, Advertising; Planning, Implementation, and Control, David Nylen
defines and characterizes four major steps advertising companies take while creating an
advertisement in order to ensure that the product is sold: “Analysis,” “Direction,”
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“Advertising Programs,” and “Evaluation” (Nylen 30). The company starts with
“gathering and analyzing” all the information on the product such as the name, the brand,
and any other important features of the product that make it distinct. This step should also
identify some of the challenges or problems that may arise during the process so that the
actual creation and implementation of the advertisement will be easier. Nylen states that
this is the most important part of the planning process and advises not to skip it; if
problems are addressed early on, more opportunities open up during the creative process
and more time can be spent here (Nylen 30). The next step is to decide on the “direction”,
identifying the “target audience” for whom the product is made and clearly defining the
objectives of the advertisement. If this step is not done, and the target audience is not
taken into consideration, the product may not be as effectively advertised. The following
step is the actual creation and implementation of the advertisement. The consumer
ultimately looks for whether or not the information in the advertisement is useful to them
and if the specific product will solve the problem they are facing (Nylen 105). If potential
customers determine that the information is not useful to them, they will ignore it.
Therefore, advertisers must make sure that the information used in the ad is what the
consumer is looking for. During the creation process, the agency or company must think
with the consumer in mind in order for the advertisement to be effective. The final step is
evaluating whether or not the advertisement was effective, which is measured by whether
the objectives of the company were met or not. If the advertisement is in fact deemed
effective then the company is more likely to continue using the same angle.
Even though the appropriation of artworks into advertising is a fairly recent
phenomena that started with the Pop Art movement and Andy Warhol in particular, the
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first company to use fine art in advertisement was far before the era of Warhol and
consumer culture. However, it still makes a fair point as to why modern advertising is the
way it is and how impactful this kind of advertising can be. Since the 1800s, companies
began experimenting with the use of artworks in
their advertisement. During the years after the
founding of the Pear’s Soap Company in 1807,
advertisement was mostly a print of the Pears
logo and a drawing of the bar. After the
innovative use of French centimes imprinted
with the Pears logo in order to boost sales,
Thomas J. Barratt decided to integrate the bar of
soup into several French classical paintings,
including Sir John Everett Millais’ A Child’s
World, 1886 (Hoffman 15). He kept the actual product in proportion with the image to
make it look as if the people depicted were actually using the soap (left).

These

advertisements sparked more controversy than the coins, causing a question to be asked
as to whether or not the company had defaced the artworks, but they were a major
success with a sales spike, even being framed and hung up on walls in cottages and inns.
This shows that, controversy aside, the use of such images caused greater success for the
company than ever before and integrating the bar into a fine art piece made a flawless
connection. However, it was American Pop Artist Andy Warhol, who completely erased
the boundaries between commercial and fine art, fusing high and low (popular) cultures.
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During his decade long tenure as a
commercial artist, Warhol made a major
impact on the industry by bridging the gap
between advertisement and art. Warhol’s
creations for advertisement looked more
like art pieces than ads. His work with
Miller’s Shoes between 1955 and 1960 specifically illustrates this (TheHistorialist).
Miller’s Shoes printed a full page editorial every Sunday in the New York Times that
contained Warhol’s advertisements for the company. Warhol’s drawings of the shoes
were designs based off the actual shoe, but Warhol added patterns and styles that
romanticized the shoe (right). Although the specific shoe from the ads were not being
produced by Miller’s Shoes and could not be found in stores, the idea of owning these
shoes created a draw and got the consumers into the stores. Warhol’s re-appropriation of
art for advertisement “revitalize[d] and revive[d] the I. Miller brand” according to the I.
Miller president Jerry Stutz and with this completely demolished the boundaries that
traditionally separated commercial and fine art (TheHistorialist). As Warhol’s focus
switched to the fine art world, he reversed his process and started flipping what he did as
commercial artist.
Many of Warhol’s most iconic images are of advertisement or consumer product
such as his breakthrough series Campbell’s Soup Cans, 1962. This series contained
thirty-two painted canvases of the different Campbell’s soups that look almost as if they
were mechanically made. This also started the idea or serial repetition, and Warhol
realized that by mass producing images the original meaning was erased (Ketner 60). The
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first exhibit of this series was held July 9 August 4, 1962 at the Ferus Gallery in LA
(left), and the cans were exhibited along a
shelf lining the room to look as if they were
one the shelves in a grocery store (Comenas
11). Warhol took these ads and images of consumer products out of their original context
but they still evoked the idea of consumer culture. Series such as Coca Cola, 1962, and
Brillo Boxes, 1964 (below), had the similar symbolic meanings behind them:
unapologetic embrace of American consumerism. Warhol’s artistic experiments
coincided with a rise of brand image advertising when a
company advertised using a specific logo that could also be
found on the product (Grudin). This new idea of associating a
certain image with a specific product not only allowed the
consumer to recognize and trust
the brand, it also attained to class
and what was socially popular at the time. This is what gave
rise to a more widely used advertising angle of utilizing fine
art to associate a product. A family living in a middle class
suburban area being able to use a product that was
advertised next to an artwork, one of the ultimate images of
upper class, gave those families hope that they were not as far removed from a higher
social status.

Garcia 6

Amir Hetsroni’ and Riva Tukachinski’s study, “The Use of Fine Art in
Advertising,” probes a hypothesis that advertisements that “quote, copy or refer to works
of art” are more prestigious than those that do not (Hetsroni and Tukachinski 101). To
prove this, Hetsroni and Tukachinski administered a survey to a group of 100 of
advertising creative who were asked how the perception of a certain product was affected
by inclusion of a recognizable fine art image next to this product and whether such
inclusion made the product appear to be of “high quality,” “limited supply,” and “high
social status.” The results demonstrated that when the ad included a fine art piece, the
product was perceived to correspond to all of these criteria and was, therefore, more
prestigious than a product that was advertised without a fine art piece. This perception of
a more prestigious product can ultimately lead to higher consumption rate. In the same
study, Hetsroni and Tukachinski also looked at the choice in artwork and found that
many of the pieces, 60%, were “representational figurative classics” or classical artworks
and only 30% were modern. This may be because classical works are more instantly
recognizable as opposed to more modern works. Classical works are more straight
forward while modern works require a little more from the viewer to understand the
reference and the meaning.
In 1995-1999, a team consisting of Dia Center for the Arts, the artists Vitaly
Komar, Alex Melamid, and Marttila & Kiley, Inc. polling company, conducted a survey
in several countries, researching people’s aesthetic preferences and taste in paintings.
Komar and Melamid took the results from the surveys and created The Most Wanted and
The Least Wanted paintings for each country where the surveys were conducted. The
results were strikingly similar, regardless of political and economic differences existing
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in these countries. The Most Wanted paintings for the most part featured a nature
landscape with mountain ranges and a lake with colors mostly earthy greens, browns, and
blues. Even the tree, water, and mountain were positioned similarly from piece to piece,
with the tree on the right side of the painting, the water
behind taking up a good portion of the piece, and the
mountains wrapping around the lake. The pieces were
extremely similar to some of those of neoclassical artist
Kenya Most Wanted

Claude Lorrain. These neoclassical landscapes at that
time were an American ideal of a romanticized
landscape

based

on

19th

century ideas of classical, and
USA Most Wanted

it seems that these are the

pieces that are more aesthetically pleasing to the majority of

Turkey Least Wanted

people. The Least Wanted pieces, on the other hand, contained
very geometric, brightly colored, abstract shapes, reflecting a
modernist aesthetics. Much in line with the results of Hetsroni
and Tukachinski’s study, it seems as though more people

China Least Wanted

prefer a classical piece over a modern, and this is why agencies tend to use classical fine
art as opposed to modern. Classical artwork are more aesthetically pleasing, readable, and
recognizable and therefore a better choice for an advertisement.
It should come as no surprise that one of the most widely used art works in
advertisement is the Mona Lisa, 1506, by Leonardo Da Vinci (Hoffman 56). She is by far
one of the most widely known faces and has taken on multiple different personas. Due to
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the fact the identity of the sitter for this
portrait is so open to interpretation; she can
virtually be used for anything and made into
anyone and because of this she the ideal
image for advertisement. Put her face next to
virtually any product and it would make sense due to the unknown meaning behind the
piece itself. The Mona Lisa tends to be more recognizable when compared to other
artworks as well, having a higher percentage of
recognition in advertisement, specifically in the
Ford Ranger advertisement in 1995 (above), as
compared to others that use other classical and
non-classical pieces (Maxwell, 1999). The
Mona Lisa only became popular however after
she was stolen from the Louvre in 1911, and due to the constant bombardment of
headlines, and the mystery that surrounds her, she became a household name and the go
to image when a company wants to connect their
product to high culture and also have an air of humor
to it. Such advertisements that use this double-sided
angle include Prince Spaghetti Sauce, where Mona is
depicted as “Original” and “Chunky” (above), and a
Got Milk? advertisement of model Iman in the classic
Mona Lisa pose and a milk mustache (right). Both ads
pay homage to the piece but also make fun of how
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overused and recognizable she has become. When an advertisement uses such artwork,
the Mona Lisa and many other classical pieces, people are more likely to recognize the
artwork first and be drawn to the ad. This factor of catching the eye and making the
consumer curious is one of the reasons an advertisement like this can be so much more
effective.
Once the piece is chosen, its manipulation plays a major part in whether or not it
is effective in the sense that the viewer understands the connection between the image
and the product. In the Pear’s soap
advertisement

mentioned

before,

the

product was a smaller portion and the
artwork took center stage (Hoffman 2003).
In this way the art is not defaced, just used.
The most common use is insertion of the
product into the artwork, which makes a stronger connection. The objective of this
method is to make the consumer feel that buying that product makes them closer to that
painting and they can be associated with it. The product may also replace certain objects
in the artwork, such as the ad that changes the melting clocks in Salvador Dali’s The
Persistence of Memory, 1931, into melting pizzas from Pizza Hut (above). The chosen
fine art piece is, in addition to being recognizable, establishes a connection between the
melting clocks and melting pizza. In this instance, the manipulation of the piece makes
sense and works with the meaning or visual representation of the piece itself.

Garcia 10

The same kind of ironic humor was used when Levis put a
pair of jean shorts on David, 1504, by Michelangelo
(right). The original statue is of a male nude and in that
time was the epitome of beauty. In today’s society it is
frowned upon to go walking around nude, so by putting
the shorts on David they are not only making a statement
that you need these pants to be socially accepted but also
that in this society if you wear these jeans you will be
considered beautiful. The manipulation of the piece plays a vital role in getting the
message across to the consumer and ultimately selling the product.
For this research paper, I have decided to test the hypothesis that classical fine art
works are more recognizable than modern art works and that the use of classical artwork
in advertisement is more effective and causes the consumer to be more inclined to
purchase the product. I created a survey similar to the study done by Hetstroni and
Tukachinski’s (see Appendix A). I then conducted the survey on a portion of Stetson
University students asking if the effectiveness of fine art in advertisement still rings true
with a younger age group (see Appendix B). The survey results are an accumulation of a
diverse set of 68 students that range in class, age, gender, and major and come from all
over the Stetson campus, involved in a variety of activities and organizations. The first
portion of the survey was basic background information (name, class, and major/minor)
that would be used to see if there were any differences between age groups and majors.
The second portion of the survey was a recognition quiz of three classical and three
modern fine art pieces. For this part, the students were asked to identify the artist, the
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Average Recognition
of Classical Artwork

title, the time period or style, and any other
miscellaneous information they could recall
about the piece. For the sake of data results,

No:
28%

only the first three questions were measured
Yes:
72%

(see Appendix C). Of the classical pieces,
85.34% of students were able to recognize
the Mona Lisa by Leonardo da Vinci, 64.64%

recognized David by Michelangelo, and 62.98% recognized The Last Supper by
Leonardo da Vinci. Of the modern pieces,
56.05% of students recognized Campbell’s

Average Recognition
of Modern Artwork

Soup Cans by Andy Warhol, about 30%
recognized Fountain by Duchamp, and
27.27% recognized The Persistence of

No:
62%

Yes:
38%

Memory by Salvador Dali. Overall, 70.9% of
students recognized classical fine artwork
over the more modern works.
The final portion of the survey consisted of two advertisements, one including a
fine art piece and the other not, positioned side by side. The students were asked to
decide which social class each advertisement was targeting (high, middle, or low), which
ad was perceived as being more expensive, of higher quality, and more sophisticated, and
which made them more excited for the product and more likely to buy the product. This
portion of the survey was modeled after the survey conducted by Hetsroni and
Tukachinski. The first advertisement, Ad A, depicted a repeated image of a woman with
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a Warhol-like filter and a green Smart Car
out in front with the caption “A salute to
Andy Warhol.” The second advertisement,
Ad B, was a cartoon like drawing of a

Warhol Ad Choice:
Ad B,
16%

Smart Car and a regular car waiting at a

Ad A,
81%

stop light with the caption “I give off less,
because there’s less of me.” When asked
to identify target audience, 97% of students said that Ad A was targeting the middle or
higher class consumer and on average 84% felt as if the car depicted in Ad A was a more
prestigious car. Due to this, 72% of students said that they were more likely to purchase
the car featured in Ad A. In addition to this, there was another advertisement set, both
depicting the 1995 Ford Ranger as was previously discussed above. One advertisement
was just of the truck and a list of qualities and the other was a picture of the Mona Lisa
seemingly drawn with the tires of the truck. Due to unequal quality of the images, the
first advertisement being in color and the one with the Mona Lisa being black and white
and grainy, the results were too varied to include in the analysis.
The results from the recognition portion of the survey back up the argument and
the research done by both Hetsroni and Tukachinski and Maxwell. Classical fine art
pieces were much more recognizable to Stetson Students than more modern day pieces,
with Warhol, however, being the outlier in the situation due to his impact on
advertisement. Close to 100% of the students were able to fully identify the Mona Lisa as
was expected due to her continued presence in pop culture today, and further supports the
claim the she is the most effective fine art image used in advertisement. Due to the
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recognition of Warhol in the advertisement portion of the survey, results confirmed the
additional inclusion of a fine art piece in advertisement was more effective in selling to
product as shown in the percentage of students who would buy the car in Ad A as well as
supported the argument that the product connected to an art piece was considered more
prestigious than the car depicted in Ad B. Overall, it can be concluded that although not
as prevalent today, the use of fine art in advertisement is still a more effective means of
selling a product, even to a younger audience.
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Appendix A

The Fine Art of Advertising
This survey will be analyzed for a portion of my final research paper for the First Year Seminar
Class, American Pop Art. Please answer all questions as truthfully as possible.

Part 1: Background

1. Name:

2. Gender:

3. Class rank:

Freshman

4. Major(s)/minor(s):

Sophomore

Junior

Senior

Part 2: Recognition

Identify the artwork (It’s ok if you do not know correct spelling)
1. Artist:

2. Title:

3. Time period/Style:

4. Anything else you know about the work:

Identify the artwork (It’s ok if you do not know correct spelling)
1. Artist:

2. Title:

3. Time period/Style:

4. Anything else you know about the work:

Identify the artwork (It’s ok if you do not know correct spelling)
1. Artist:

2. Title:

3. Time period/Style:

4. Anything else you know about the work:

Identify the artwork (It’s ok if you do not know correct spelling)
1. Artist:

2. Title:

3. Time period/Style:

4. Anything else you know about the work:

Identify the artwork (It’s ok if you do not know correct spelling)
1. Artist:

2. Title:

3. Time period/Style:

4. Anything else you know about the work:

Identify the artwork (It’s ok if you do not know correct spelling)
1. Artist:

2. Title:

3. Time period/Style:

4. Anything else you know about the work:

Part 3: Advertisement

Ad A

Ad B

1. In your opinion, which social class is the target audience for Ad A? (Circle One)
Low

Middle High

2. In your opinion, which social class is the target audience for Ad B? (Circle One)
Low

Middle High

3. In your opinion, which product is:
a. More expensive?: (Circle One) Ad A
Ad B
b. Of higher quality? (Circle One)
Ad A
Ad B
c. More sophisticated? (Circle One) Ad A
Ad B

4. Which ad makes you more excited for the product? (Circle One)

5. Which product are you more likely to buy? (Circle One)

Ad A

Ad A

Ad B

Ad B

Ad A

Ad B

1. In your opinion, which social class is the target audience for Ad A? (Circle One) Low
Middle High

2. In your opinion, which social class is the target audience for Ad B? (Circle One) Low
Middle High

3. In your opinion, which product is:
a. More expensive?: (Circle One) Ad A
Ad B
b. Of higher quality? (Circle One) Ad A
Ad B
c. More sophisticated? (Circle One) Ad A
Ad B

4. Which ad makes you more excited for the product? (Circle One)

5. Which product are you more likely to buy? (Circle One)

Ad A

Ad A

Ad B

Ad B

