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Postmodernism is associated with an awareness of societal and cultural transitions after World 
War II and the rise of mass-mediated consumerist popular culture in the 1960s-1970s (Tate.org). 
However there is no cooperative postmodern theory or understandable set of opinions, and this 
is why it is so hard to explain and understand what it is. There is a wide range of definitions, 
debates and assumptions of theory from different professors and philosophers; some people say 
that postmodernism is the reaction against the ideals of modernisms, others say that it is the 
continuation and completion of various neglected strains within modernism. But one thing is 
clear, you can’t have postmodernism without modernism, as the post-structuralist philosopher, 
best known for his highly influential formulation of postmodernism in The Postmodern 
Condition, Jean-Francois Lyotard says:
“A work can become modern only if it is first postmodern. Postmodernism thus understood is 
not modernism at its end but in the nascent state, and this state is constant.”
Other ways to define postmodernism are: ‘Incredulity toward metanarratives’, ‘Crisis of cultural 
authority’ and ‘Shift from production to reproduction’

In terms of art, postmodernism was specifically a reaction against modernism and the traditional 
technique, which had dominated art theory and practice since the beginning of the twentieth 
century.
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In the world that we life now, one of the things if not the thing that confronts us 
most frequently is publicity. Publicity is part of and affects our day to day lives like 
no other form of society in history.
It consists of visual  messages that stimulates the consumer-producer offering it an 
image of itself made glamorous by the product or service its advertising. It proposes 
to each of us that we can transform ourselves, or our lives, by buying something 
more. This more it proposes will make us in a way richer, even though we will be 
poorer as we would have spent our money on the product/service. This is why 
publicity benefits the public and the most efficient manufactures, and thus, the 
national economy.

Publicity persuades us of this transformation by showing us people who have 
apparently been transformed and are, as a result, enviable. The state of being envied 
is what establishes glamour. And so, publicity is the process of manufacturing 
glamour. It is about social relations, and not objects. Publicity doesn’t promise the 
consumer-producer pleasure, but it offers it happiness, the happiness of being 
envied, which provides the consumer a form of reassurance as it constitutes to its 
glamour, which then will transform him or her into an object of envy by others 
which will justify his or her love for him or herself. In other words, ‘The publicity 
image steals his or her love of him or herself as he or she is, and it offers it back for 
the price of the product’
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