Taken by Surprise

Craig Costello and Krink is featured in Taken by Surprise: Cutting-edge Collaborations

Between Designers, Artists and Brands.
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Typically, street artists appear to work inan at-
mosphere remote from—or even opposed to—
the fluctuatingtrends of the consumer industry
The New York-based artist Craig Costello, a.k.a
Krink, is one of the very few who has achieved
global celebrity status, bothinthe commercial
and sub-cultural environmnent. He achievesthis
notby switching back and forth between worlds,
but by wisely defining his own.

Done right, creative collaboration is full of op-
portunities. From the brand perspective, that
means acceptance ina particular field of arts or
a certain interest grou p—in Krink's case, the in-
ternational stree tart community—along withthe

brands. Good collaborative projects have this connection
thatis generally obvious. If they don't, it's a reason to turn
down the proje ct. We were recently approached by a car
company. and I felt they had no idea what they were do-
ing. no concept ofwhat the audience was interested in, they
were just 100 big to see anything outside of their cubicle.
The carwas awful. They had ne concept whatsoever about
urban culture or style, and itwas sad. Whenwe did the Mini,
the person who approached usunderstood the Krinkbrand
He actually made the effortto getaround his large compa-
ry's bureaucracyto make it ha ppen. He took a risk, because
he knew itwould be well received. And itwas. ™

“The Mini is a design classicwitha history inan urban en-
vironment, " Costello g0es onto say. As amatter of fact, his

“Through graffiti I learned a lot about placement and how some-
one might view something, like painting something really big that’s
meant to be viewed from far away. With branding and marketing,
I learned that often when people want something, you just have to

give it to them.”

wvariou s benefits of association that e mtails. New
customer groups may be targeted almost unerr-
ingly and, along the way, the productrange gains
ambitious creative solutions and at best takes
share in the well-received and unique style of
the collaborator.

Krink's signature style is a paradigm in conti-
nuity and distinction. The visual language of the
New York-base d artistis based on his signature
dripping technique. Interested in street culture
and trying to reach out to it, many commercial
clients want the iconic Krink drips. Mot all get
them.

Knowing that every collaboration is a creative
statementon either side, Craig Costello operates
with elarity and foresight. As an artist, he has al-
lows himself to be selective. Asa brand. Krinkhas
an asse tive corporate strategy. "We are careful
about how we portray ourselves, and people ap-
preciate that. It's very i mportantta have a con-
nection between brands working together. The
collaboration should make sense; there should
be a story of connection that is relevant to both
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Krink x Tom Sachs
Custen Narkes, 2010
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creative partnerships that work are known to be based on
comman ground: Krink > Mini, Krink> Tom Sachs, Krink <
Casio, Krinkx Incase

Butif the i 1standsforcr itcer-
tainly stands for crossing borders, t00. The border between
industries and target groups. for example, or the border
between art and product design. While mary artists from
warious creative backgrounds hold onto the claim that art
should never sell itself for advertising, Craig Costello has
sensibly established a bodyof warkthat balances his per-
sonal cre ative vision with the commer cial requirements
of the brands he works with. Understanding art as a rela-
tive term, he points at itsintrinsic relationto commercial
inte rest. “The art world is a business that treats artwork
like commodities, and artists like companies with market
share and prices. Buy low. sell high, supply and demand.
Artists need to positionthemselves well. laugh at jokes,
and sacrifice like anyone else. Sointhe end. in a capitalist
culture, it'swhat you buy or don't buy, sell or don't sell.™

Instead of worrying aboutthe issue of commercialization,
Krirk focuses on process. Treating the Mini Gooper more
like a sculptural piece, he refers to most of his other col-
laborations as designproje cts. Whateverthey are, theyare
allintrinsicaltytied to his background as a graffiti artist, Af-
terall, graffiti works a bit like brand marketing. He says, "I
only realized the parallels after [was exposed to market-
ing and working with a brand. It's about the projection of
ideas, style, placement. It's a completely different angle,
butin some ways very similar.”

Krink
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“People view the Krink brand and style as unique and interesting.
I've been very fortunate to have the opportunity to work with some
great companies. I like their products and their style.”

2 Krink
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“It’s good to break rules and cross bound-

aries. There’s a lot of o pportunity to make
interesting things, and that’s also an impor-
tant part of collaborative projects.”
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“Krink isa brand that represents a creative
community. People see that Twork OW
projects and am not a giant less fon.
I think this has been really important.”
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