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On Monday, August 13 2018 Supreme “collaborated” with
the New York Post' creating a sort of crazy meta uber-new
york cover wrap (i.e. advertisement) for the day’s edition. |
was researching and writing the first draft of this essay as
it happened, a couple time zones away in Japan. Not that it
matters much, but do you know how many Supreme stores
there are in the world? Do you know how many of those are in
Japan? Eleven and six, respectively. What does this say about
consumerism? The consumers (or as one poll put it: “most
desirable brand for upper-income teens”)?

If there is one thing I'll grant to Supreme it's that the brand
has somehow transcended the borders between blatant cor-
poratism, culture appropriation, and super-consumerism. In
the process it has become somewhat immune to a coherent
critique. Anything negative or confrontational about the brand
is absorbed, deflected, even re-purposed into another selling
point. The way we talk and write about the store and its power
seems to always be in the exceptional; SUPREME CAN DO
NO WRONG.

For my part, I'd honestly rather not waste the breath. Plus,
as they say, all press is good press, and in this case just
printing the word seems to already improve their ever-fertile
situation.

But the reason | want to discuss it and analyze its authority
is because like any other well-oiled machine of shameless
greed, vanity, and waste, it deserves to be dismantled. And |
think that the most apt group to do this is the same one that let
themselves be so embarrassingly duped and appropriated in
the first place; skateboarders themselves.
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Just think about this; James Jebbia did not and does not,
skateboard. From the very start (and by his own words) he
used skateboarders and skateboarding because it was the
“cool” thing at the time. If you think this fact is superfluous just
try to picture the brand minus the skateboarding. Its ongoing
popularity and staying power is due in large part and perhaps
entirely to the creative energy, style, and culture of street
skating. This includes of course the countless skaters, skate
photographers and videographers who have and continue to
contribute to what is basically a never-ending “street culture”
advertisement campaign.

All this despite the fact that skateboarding is not even
on the fringe or periphery of mainstream culture anymore.
This isn’t really an opinion. There’s no other reason the
Carlyle Group sought and bought a 50% stake in the brand.
Skateboarding is hot. But it’s also so cool. And a brand like
Supreme that tries so incredibly hard to appear like it is not
trying so incredibly hard is by all accounts the coolest.

The Carlyle deal was kept under wraps out of fear for dam-
aging the “street cred?” Supreme boasts. But honestly, does
it even matter? Are there really street credentials to damage
if it never came from the streets in the first place? Chains like
Zumiez sell skateboards and skateboard related soft goods
too, in fact they carry much of the same exact product. So why
do we, as skaters, readily mock and boycott the likes of such
chains while putting Supreme on a pedestal? Essentially, they
operate with the same business acumen, no? They just use
the image of skateboarders and skateboarding to sell it to the
herds.

With our generations’ unquenchable lust for more, with our
cynical and ironic dispositions about everything and everyone,
where all news is fake news and the cult-of-self dominates,
Supreme is the shining red reflection of our infantilized, drool-
ing selves.

So if skateboarders still possess any sense ideas like
“rebellion”, “anti-establishment”, or at the very least “indepen-
dence”, doesn’t Supreme represent the antithesis? Isn’t the
only sensible way to talk about Supreme to start with “Fuck
Supreme”? Why do we need some fashion-minded kook to
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dictate and perpetuate “drops”? Or some mindless celebri-
ties and ultra famous artists to lend their “collaborations”?
Why do we need perfect wooden bowls to be constructed as
set pieces inside of stores and given access only to the most
exclusive? Since when did skateboarding become so exclusive
anyway?

Skateboarding can be and still is subversive. It can under-
mine the system, break the rules, and threaten the status quo.
It has nothing to benefit from Supreme while conversely, Su-
preme has everything to gain. So let’s take back skateboarding
from the brand. Let’s make that distinction again; on one side
us, the skaters, and on the other them, the poseurs. The flag of
Supreme is the flag of my enemy. Put that on a t-shirt.

D) Reading about the New York Post thing and its subsequent me-
dia reverberations was a bit much. I felt disgusted and exhausted.
Every time I clicked on a new Supreme article I felt like it was as-
sisting the brand somehow. It’'s clear what a circus this whole thing
is. The way we write about Supreme is utterly absurd and surreal
at the same time. There’s touches of religious fanaticism, juvenile
obsession, and passionate subjectivity. We get it. You think every-
one thinks its cool. Anyway, this original writing was planned to be
much longer but I felt I was not getting anywhere. Hence the visual
essay that follows.

2) As in: “According to WWD'’s sources, the deal was kept under
wraps because Jebbia feared if the sum became public knowledge,
it could hurt the street cred Supreme has meticulously cultivated
since its establishment.” This is the same street cred that, for exam-
ple, tried to wash and clean away their tagged Layfayette storefront
after being confronted with an honest challenge from graffiti writer
Kidult the night before. From Kidult: “Supreme likes the streets
and graffiti? I put them the test. Graffiti, street culture, is taken out
of its context. Today, these brands make it luxurious and superfi-
cial, pointless. They try to intellectualize the practice by eliminat-
ing its crude essence, and that’s too bad.”
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What a ridlculous elusterfuck of totally uncool jokers.
I make my work about this kind of sadly foolish farce.
Fm waiting for all of them o sue me for copyright
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“The line is the new community,”
Glancing at them furtively, one pe-
titioner stammered:

“I can’t talk to you. I'm going to get
thrown off the line.”

“You can’t find this stuft at Blooming-
dale’s or Macy’s,” said a 40-some-
thing, suede-clad man at Supreme,
too press-shy to provide his name.
“I like the exclusiveness of people al-
ways seeing me and saying, 'Wow.” It’s

TN TR T
I

kind of like being

“The pos-
sibility of
| never get-
__ ting in is
exciting,”
Warbhel

! mused.

1 “But after
I that, wait-
ing to get
in is the
most ex-
citing.”

Ce i Traveling
in packs has additional perks.

“T'he death of the shopping center has
created this void in kids’ lives,”

a movie star.” &



So I was like, “Okay, cool, maybe I'll do a skate shop.” It cost
me, like, $12,000 to open the store. Rent was two grand. It
was like, “Hey, if we do five grand a week, then great!”

The store began to grow in populari-
ty and Jebbia’s decision to stick to using
skaters as staff worked in his favour. They
were arrogant and cocky, but just the right
amount of it. Does James Jebbia skate?
No, but what does it even matter. He has
created one of the best businesses in the
world thanks to his commitment to sticking

to a strong aesthetic and vision based on
skating, and people love it regardless.

“we just want to make really great-looking
clothes that are well-made, fit well... that you can
skate in. It’s just about rebellious youth who are
into cool shit.”
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Supreme was founded in 1994 by

James Jebbia and is catered to skaters.
There’s an air of mystery about the brand,
and Jebbia gives few media interviews.
Nike, Adidas, and Vans are all well rep-
resented in the shoe rack. These are the
three most popular brands among younger
consumers, and it’s further evidence that
Supreme is plugged into what’s hot.

The shop also sells skate gear like
decks and trucks — an obvious nod to its
roots serving skateboarders.

The experience of shopping in
Supreme kind of feels more like
a parody of a store, and I can’t
help but feel that's by design.
There’s no way to tell who is in
on the joke, but with Supreme’s
new $1 billion valuation, it no
longer matters — Supreme is de-
manding to be taken seriously.
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This was New Yorlk pre-internet, pre-mo-
bile phenes, pre-gentrification... Pre Rudy
Giuliani bringing cut the NYPD street-sweep-
ers and cleaning up the city. Aaron Rose was
shewcasing the emerging new generation of
stateside art and photograpby talent in bis
Alleged Gallery. That summer, photograpber
Larry Clark decumented the downtown tear-
aways in bhis epochal movie Kids, scripted
by a teenage Harmeny Karine. It was also the
yvear James Jebbia opened the doors to bis
Supreme shkate store on Lafayette Street in
downtown Manbattan, in its own way also an
incredible NY moment. Without realising it,
Jebbia managed to bottle the energy of the city
and the style of the streets with bis shate and
fasbion brand.

The brand’s effortless logo
- a Barbara Kruger-influenced
red box surrounding a white
block typeface - is an icon-
ic emblem for a worldwide
gang as recognisable as the
LV monogram or Hells Angels’
rocker for those who know.
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“We're big fans of Radiohead, and we
like a bit of art,” said Mr. Gamble, the
preening owner of a “pill shirt,” a Su-
preme item influenced by a signa-
ture artwork by Damien Hirst.

“One time | saw a guy with a three-
piece suit,” Mr. DeLeon said. “He was
wearing immaculate Moscot tortoise-
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shell glasses. He told me, ‘I'm a lawyer
meeting with a client, but | want first to
get a sweatshirt here.”

“I like Supreme,” he said, shrugging, “but

they could be Old Navy as long as it helps
pay my rent.”

The peals experience: going social
with your trophy. “Once you have it,”
be said, “you get to snap it a couple of
times on Instagram.” And after? “It’s on
to the next thing,” he said.
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Supreme

THE CARLYLE GROUP

The New York Post is a Rupert

Murdoch-owned, right-lean-
ing newspaper that has lent
its support to several of Don-
ald Trump’s policies in the
past. Compare and contrast
that with Supreme, which re-
cently donated a percentage
of T-shirt sales to families
affected by the president’s
anti-immigration policies. In
this year’s collection even, Su-
preme paid tribute to former
Democrat president Barack
Obama with a selection of col-
orful beanies.

Now, by plastering its logo
over the Post’s front page, you
could argue the skate brand
has essentially taken a piss on
a publication it stands ideo-
logically opposed to. A bit like
graffiting a right-wing mural.
In this dynamic, Supreme is

the heretic interloper that has
penetrated the establishment.
Additionally, Supreme would
have been aware of how cov-
eted the newspaper would
be upon release. The fact
that it’s managed to turniit into
a commodity could be read as
a veiled barb at Trump’s brand
of capitalism.

It also raises the age-old
question that has plagued
Supreme from the start, but
especially since the brand’s
$1 billion valuation just un-
der a year ago: is the brand
the high-concept fashion-
meets-art-meets-skating
project that its most loyal fans
claim it is? Or is it simply a
cynical albeit brilliant market-
ing play on Supreme’s part
that speaks to James Jebbia’s
prescient knowledge of the

current and future media landscape?
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' "-*c; Last but not least, the collaboration
- gives everyone (in the Big Apple at
" least) the chance to finally own a
‘ Supreme product. In comparison
with this week’s run, last year’s
MetroCard activation almost seems
like a playful experiment. While

that cellaborative product was only
available at a few subway stations
across the city.

picked up at nearly every newsstand and bodega in
the city — provided you were quick enough.

Monday’s New York Post could b ¢,
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“He told me he needed more,” Mr. Ali, who sells
the paper for $1 on weekdays, said. “I told
him ‘I don’t have any more!™

“We knew that this would be a collector’s item,”
said Jesse Angelo, the paper’s publisher.
“Supreme is such a cool brand and we have so
much affinity, to the design kinship of the logos, to
being bold, and never shy, and New York-based.”
Mr. Angelo was hesitant to say who from the
secretive team behind Supreme had ap-
proached the newspaper.

“I just want to make sure we don’t want run afoul
of our new friends and partners,” he said.
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“Slap a Supreme logo on it, and it
will fly off the shelves, literally no
matter what it is.”

27



I really liked all of the hard goods—
the decks, the wheels, the trucks.

But all of the clothing that the skate
companies put out was crap. These
companies had to sell to a wide range
of people, and a lot of them were very
young. When people think of skaters,
they think of, like, the 12- or 13- or
14-year-old kid. But in New York, it
was the 18-to-24-year-old hardcore kid
who wasn’t wearing any skate stuff.
They’d wear a hat or whatever, but
they wouldn’t wear the clothing,be-
cause it would fit badly and was bad
quality, and skaters want to look good
and pick up girls.
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[THE BT L] SYSTEM NO GIRL CAN RESIST!!

PGIRLSMADEEASY' This 40 minute album (or cassette} has eight actual

recorded pick up scenes to leam kom. You'll hear

axactly how to pick up a busty college girl in a library,

a all pretly blend on the street, a dark-haired sexy

swinger in & single's bar. You'll also learn how to

get a girl out of a bar and into your bedreom in

less than an hour . .. and how to tell when a girl
i& horny just by the sound of her voice.

You'll actually hear the voices of the people in-
¥ volved: the men, as they begin to work their
magic — the women az they fall willing victim to
their charm. Everything iz spelled owt for you,
from attention-getting opening lines . . . o fool-
proo! closing lines that get you her telephone num-
ber a date, and somslimes sven her body right then
and there.

S0 send for PrCKING UF GIRLS MADE EASY today. it's guaranteed tc turn you into an experl
picker-upper and seducer.

Indicale whelher you're ordering album or cassette and sand $8.98 plus $1.00 postage and handfing to:
Symphony Press, inc., Dapt, MEB, F.D, Box 515, Tenafly, N.J. 07670, (s¢e coupon below).

GO: How did you get big in Japan? Was it
Japanese kids coming here and then tak-
ing stuff back with them?

JJ: Yeah. Do you go to Japan much?

GO: | used to go a lot. I'm dying to go
back.

JJ: I 8o maybe once a year and I always get
inspired. I think what happened was, right
when we were starting, there was a little
scene building ap in Japan. There were a
few new Japanese brands starting up fer
voung people. Now, they don’t need any
more product out there, bat if it’s some-
thing that’s legitimate, then I think they’'re
very keen to embrace it. So our eyes were
never on Japan. It was more like—
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JJ: Yeab. We never pandered to the Japa-
nese customer. We still don’t. It’s more like
we’re just trying to make stuff for that real
pain-in-the-ass, picky New York kid. And I
think that the kids in Japan could see that
and say, “Okay, veab, that’s legit. There’s
nothing else quite like that g8oing on.”

GO: Japanese connoisseurship is so inter-
esting. There’s this great, educated taste.
Last night, | was lying in bed with my wife,
watching the football game. She was on
her laptop
and she said,
P “The Jap-

iy anese are
@ ruining the
ceramics
market!” |
said, “What?”
She’s really
into modern design, and | guess a lot of
the modernist stuff she collects has gone
through the roof because the Japanese
are buying it now. She said, “Our plates
have gone up five times in price!”
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When we
opened in Par-
is, we opened in
the Marais. And
when we opened in
London, it was in
Soho. These aren’t,
like, edgy places. These are places where peo-
ple—and young people—hang out. We don’t
like to be in places where people don’t go.
Elsewhere, Jebbia explains to Supreme’s
followers the reasoning behind not open-
ing up more company stores. “We're here
for the long haul. A big shop in Manhattan
would feel like we were betraying our roots.”
When James Jebbia opened Supreme in
1994, he didn’t think his little New York
skate shop would become the globally
recognized streetwear powerhouse it
is today. “l also didn’t expect Trump to
be fucking president,” he says over the
phone, hours before he’ll open Supreme’s
eleventh freestanding store in the
world —just its third in the United States,
and second in New York City.
“But honestly, most people I know ecither skate
or ride a bike across the bridge anyway.”



So when | do see
a line in front of
the store, I'm like,
“Cool. People still
like the stuff.”
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