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Juirky and Independence

The Values of Indie

< Bill MURRAY

[II. Quirky Films and Indie
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de%zelop a demonstrable understanding of:

ie values of Indie Culture.
. The logics of Indie branding.

[II. How mdie values are projected by/in quirky films..



_is because Auteurism 1s a Romantic model that eschews
>ven antagonistic to — the industrial nature of cinema

ell as obscuring Quirky’s status as a format, Auteurism
also obscures Quirky’s heavy reliance on branding practices

Tellingly, the branding strategy used for Quirky films goes
to great lengths to emphasize their Auteur credentials

Such branding frames Quirky films as examples of
American Independent cinema otherwise known as Indie

MAR

A RICHARD AYOADE FILM
AYLIE PART CORSINE CHAIG RENERTS TSI FUIGE 403 SALY Kin Rl

Eagle vs _Sha_;i;

R

y bR
B2 L) UL ) o o) o ; )
e 8 L/




Vhile prevale t, claims in Anglophone audiovisual culture of a film’s
independence or indie status are perhaps best understood as rhetorical

claim a film is indie is to declare its supposed distinctions from the
nt and structures of Hollywood; these are far from clear-cut though

T llywood releases are independent productions; Hollywood consists
of distributors that outsource production or buy films from third parties

2. Films deemed to boast the textual hallmarks of independence are also
often financed and distributed by the Hollywood companies themselves

Conversely, films handled by non-Hollywood companies often boast the
very features we typically associate with standard Hollywood releases



WUIFKV,S M eXt

dermine the credibility of industrial and
lependence are pronounced in Quirky Cinema
pecause Quirky Cinema belongs to the the industrial and
> terrain that Geoff King famously called “Indiewood”

minds us films labelled as independent are often handled

by specialty divisions that are owned by Hollywood companies

He argues such films combine traits of “standard” Hollywood
films with those considered to distinguish independent films

Often released by Hollywood companies or their indie divisions,
Quirky films mix “Hollywood” sincerity and “indie” detachment
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INDIEWOOD: SPECIALTY
DIVISION QUIRKY RELEASES
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_ | iwinement of Hollywood and independent cinema, we may
sh to-ask not 1f a film 1s indie, but rather how it is branded as indie?

man’s therorization of indie values helps us by providing a
eptual framework that enables us to examine individual cases ...

1at 1S 1ndie’s relationship to the “mainstream”?
2. What are the three core values that define indie?

3. Why does Newman consider indie an elitist
subculture?



nsists a product is shaped by an autonomous individual rather
than the the complex hierarchical structures of large corporations

2. It also nsists a product 1s authentic: that it reflects a unique vision
of integrity rather than the formula of “more commercial” products

3. These notions cast certain cultural products as a superior alternative
to a mainstream of commerciality, conformity, and conservativeness




ealities of cultural production; it conjures credible fantasy

sts on the mainstream actually existing, when it is a
ible concept stakeholders invoke to give indie meaning

ts on near-absolute creative autonomy, when cultural
products like all films derive from creative collaboration

It rests on authentic visions, when cultural products belong
to broader trends and borrow from established traditions

These 1deas permit folks to imagine their indie tastes as
superior to a foil of their own creation: 1.e. the mainstream




me

18 because Quirky’s indie credentials are jeopardized by
> of a sincerity generally associated with Hollywood

ituation means steps are taken to shore up a quirky
ndie credentials to avoid alienating indie consumers

As Newman’s examples indicate, a brand is not just conveyed
by marketing materials: it 1s projected by content as well

Branding of this sort invites us to approach films as active
agents 1n their own cultural positioning and heirarchizing
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- does this film use characters, narrative,
sthetics to project indie’s core values?

Joes this film depict creative endeavor to

position itself as indie?

3. How doés this films use their content to
distance itself from the “mainstream”?

. Bill MURRAY
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S 1ts indie credentials as a Quirky film,
an imagined Hollywood mainstream

pooning

ter all concerned with an eccentric leading a group
rilla filmmakers who make distinctive movies

m also unfolds as a struggle between an oftbeat
drama and a ridiculous Hollywood action movie

In the end, the former wins out, as Steve walks away
from sensational filmmaking to be a surrogate parent

It also promotes the idea of indie adaptations like itself
via its Greek chorus of Portuguese David Bowie covers




A LITTLE FRIENDSHIP

does this film use characters, narrative,
aesthetics to project indie’s core values?

s does this film depict creative endeavor to

| | position itself as indie?
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3. How does this films use their content to
distance itself from the “mainstream”?



ralizes filmmakers whose amateur status enables them
ate as fully autonomous creative practitioners

alizes characters whose authentic identities derive
perior nonmainstream tastes including for indie films

It mobilizes characters as foils whose identities and tastes it
derides to position its protagonists as a superior alternative

It does all of this not only to position itself as indie, but also
to protect itself from rejection for not being indie enough




>mphasizes indie values 1n order to justify its place
culture as it leans heavily into quirky’s sincere side

1 indi

r all, the film promotes sincerity via Greg’s embrace of
rable sincere engagement over protective ironic distance

s0 pairs indie values and a story reminiscent of hyper-
cam teen melodrama like Love Story and A Fault...

Evidently, Greg’s abandonment of quirkily remade indie films
for emotional expressionism calls for a new direction in indie

This positions the film as a self-proclaimed end-point for
quirky, in favor of a more emotionally-engaged indie cinema




Approaching Quirky through Auterism risks misrepresenting its cultural
politics as purely personal rather than a product of branding practices

Conceptual problems with claims of independence are avoided if we
approach these films as vehicles for established Indie branding regimes

Such branding enables them to be presented as credible avatars for values
that position them as a superior alternative to an imagined mainstream

This highly marketable status 1s pursued by implying unattainable
qualities of absolute authenticity of vision and autonomy of execution

Such values are invoked by the films’ ironic aspects; but also characters
who embody them, oftentimes because of their own creative endeavors



! Pi ] y’ ironie/sincere content and its indie branding have been used to
‘make it marketable and appealing to a specific segment of the public ...

pic: Quirky and the Hipster Audience
eadings: Newman (2013), “Movies for Hipsters”.

Home Screenings: 500 Days of Summer (2009)
Ghost World (1999)

|[Preparatory Questions on MS TEAMS and in the Syllabus]

Meeting: Thursday 20 October



