The Populist Imagination

The X-Factor

Foundland Collective

Artist contribution - January 17, 2011

The graphic design and research collective Foundland (Ghalia Elsrakbi,
Lauren Alexander and Dirk Vis) conducts research from within political and
social developments through graphic design. They translate complex issues in
Dutch society into accessible communications products, such as posters and
installations. The editors of Open have asked them to make a special

contribution because of their research into populism.

Documentation

THE X-FACTOR

TELEVISION PERSONA:

/" POLITICIAN OR
" REALITY TV STAR?

he visibility of politicians on television and i the media is ubig

uitous and continuous. Consequently politicians create a distinct
television persona for the public. They need to represent the ideas of
authenticity, trustworthiness and efficiency, as well as feed into main-
stream expectations of entértainment, spectacle and beauty in order
to capture and hold public attention. Fouridland presents a speculative
hand of power cards, dealing with a colletion of observations connect-
ing reality TV to the populist tactics of Obama, Palin, Berlusconi, Ver-
donk and Wilders.
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uns, pencil skirts and showmebile Tacing,/All draped in a shiny
American flag. The self- proclaimed *hockéy mom, John McCain's
blican presidential running-mate Sarah Palin, was used in the 2008
prican election run-up\in a calculated populist attempt to outshin

Hemocrats. It was hoped that her stroyig female presence would luré -
hle conservative voters away from Hilary Clinton. She represents
flaskan girl next door who married her high school sweethearf/and
ds his snowmobile racing conteéts on weekends. In personality she
e stereotype of a conservative, Christian Republican who also has
harm of being a beautiful, slender woman in the Republican polit-
kirena, hence her nickname ‘Bible Spice’. She is undoubtedly| ditsy

Inaive, but her unfailing confidence allows her to carry her own and .
as been known to voice her outspoken opinions sometimes to the
iment of the Republican campaign message. For this reason, John
ain fondly, and rather condescendingly, described these moments
hrah Palin ‘going rogue. Not altogether coincidentally this became
itle of Palin’s dew biographical bestseller. She.embodies a combi-
utes of the all-American woman, to ‘whom the average

class ‘folks’ can relate. She can dress up to sell her political ideas

ess down(to be a mom or a wife, the perfect beauty pageant winner.

iting; fear and suspense grips a reality TV audience. Thinl
2 escue 911, Crime 360 and in the Netherlands{ ‘Spod
‘Opspoting Verzocht’. In 2009 a reality TV progranfme call

lips, windmills, cheese, cow§‘and clogs. One clicl ede:
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Verdonk used a trashy ly overacted scenario fior her | of nationalis, Linda de Mol, i3 o

t campaign promotior ¢k rightiving party ‘Trots op Neder- the pf Y  fous
’ (March 2010 elections X re enacting crime as it suppf 'sedb’ of Endemol, one of the largest reality TV pfoduction companies in
rs on Dutch streets. Her Ug wéic, amateur actors and scgnario world. In 2008 it was made public thatJohn de Mol had
mbles low-budget reality TV -prog like Rescue 911. The g the ppolitical campaign of “Trots op N er\lélnd’, the right-wing, p
paign video was.widely ridiculed in'the media, and was noft very list phrty led by Rita Verdonk. Recen(ly Berlusconi’s Mediaset a
tions. Endemol to its media empire. )

ince an audience
articula
e simplistic methods

nce comgared with ‘De Verdonk’s party ‘Trots op Nederland’ uéeswell known national symi

filated to appropriate Dutch identity. Identjffisg what is ‘Dutch’ means dis

torion lifying the un-Dutch. The fagade f 4 nationalistic political campai
and perhaps also that of a garge shaw, masks the manifestation
growing resentment against the Other.
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donk, Jis simplistic and crude approach functions as effective]
P S o

page: 3 / 4 — The X-Factor onlineopen.org



Foundland Collective (Ghalia Elsrakbi, SYR and Lauren Alexander, ZAR) is a design,
research and art practice, based between Cairo, Egypt and Amsterdam, the Netherlands.
Since its inception in 2009, the collective have focused on critical analysis of topics
related to political and place branding, manifesting their speculations and ideas through
visual and written manifestations, exhibitions and publications. See further:
www.foundland.info.
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