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few cases, mediums are noted to distinguish be-
tween works having identical titles. Numbers refer to
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La Berceuse (Madame Roulin), 243

Golden, William

CBS Symbol, 316

Gottfredson, Floyd

Mickey Mouse, 210, 410

Gould, Chester

Dick Tracy, 183
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Dusty Shadow, A-One Steph, and Nod Tech Daze,
379

Soup Cans (Lee and Fred), 377

Style Wars (NOC), 38081

Subway drawing (Haring), 380

What Is Art? Why Is Art? (Freedom), 382

Grandinetti, Jerry

“Wingmate of Doom,"" in Al-American Men of War,
209

Grandville, J. J.

Un Autre Monde, 156

Cent Proverbes

Oh! Les Vilaines Mouches!!,

7L,
s

Gris, Juan
| ‘Asstette au beurre, cover, 135
The Bottle of Banyul, 31

Breakfast, 44

Fantornas (Pipe and Newspaper), 44

Glasses, Teacup, Bottle. and Pipe on a Table, 39

Le Journal, 25

The Man at the Cafe, 45

Grosz, George

Republican Automatons, 122

Gulbransson, Olaf

"How can we poke the fire any longer? We have no
more charcoal,” 122

Guston, Philip

Chair, 222

Head and Bottle, 220

Mesa, 223, 410

Pull, 225

Sleeping, 224

Strong Light, 221

Haacke, Hans

The Saatch Collection, 389

Hains, Raymond

Ach Alma Manetro (with Jacques de la Villeglé), 89
The Gypsy Woman, 88




Halley, Peter

Two Cells with Circulating Conduit, 393

Hallgren, Gary

New York magazine, cover, 228

Hamilton, Richard

Installation (with John McHale), "“This Is Tomorrow'
exhibition, 319

Hers Is a Lush Situation, 322

Just What Is It That Makes Today's Homes So Differ-
ent, So Appealing?, 185, 320

Hamlin, V. T.

Alley Oop, 189

Haring, Keith

Subway drawing, 380

Untitled, 380

Hausmann, Raoul

Dada-Cino, 53, 258

Dada Siegt, 52, 259

Heath, Russ

"Aces Wild,"" in Al American Men of War, 206

“"Hunted Tank vs. Killer Tank.” in G.I. Combat, 206

Herriman, George

Baron Bean, 409
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Krazy Kat, 169-74
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Prieu vélo Michelin, 245

Héch, Hannah
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The Lovely Maiden, 260

Hogarth, William

Characters and Caricaturas, 111

Holzer, Jenny

Granite Bench, from the Under a Rock series, 401

Installation at the Sclomon R. Guggenheim Muse
um, 403

Laments, 399

Untitled, from the Survval series, 401

Iwerks, Ub
Wild Waves, poster, 183
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Tricky Cad, 193
Tricky Cad. Case V, 192
Johns, lasper
2y Oop, 188

light I, 332
Flashlight fI, 332
Light Bulb I, 333
Light Bulb I, 333
Painted Bronze (Savarin Can), 334
FPainted Bronze l, 330

Jorn, Asger

The Avant-Garde Doesn 't Give Up, 91
Untitled, 91

Juez

Auca del Treball a Catalunya, 181

Kane, Robert

"Batman,” in Detective Comics, 183

Klee, Paul

Charli, 123

Vulgar Comedy, 102

Koons, Jeff

Baccarat Crystal Set, 395

Bear and Policeman, 397

Jim Beam J. B. Turner Train, 395

New Shelton Wet/Dry Double Decker, 395

Pink Panther, 396

Rabbit, 368

Kruger, Barbara

Untitled (| Shop Therefore | Am), 390

Untitied (You Invest in the Divinity of the Master
piece), 390

Kurtzman, Harvey

Mad, cover, 212

Lee and Fred

Soup Cans, 377

Leger, Fernand

Bargeman, 290

The City, 292; study for, 293
Compasition with Four Hats, 287
The Syphon, 288

The Typographer, 291

Umbrella and Bowler, 285
Leonardo da Vinci

Diagrams and Profiles, 104

Five Grotesque Heads (attrib.), 105
Old Man, 105

Two Profiles, 104

Two Profiles, 105
Levine, Sherrie

Untitled (Lead Checks; 1), 391

Lichtenstein, Roy
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owWning A

Duridium, 341

Hopeless, 200

34

Keds, 339

Look Mickey, 196

Magnifying Glass, 229

340, 404

Okay, Hot-5hot, 207

Spray, 340

Tension, 203

Tire, 340

Whaam!, 204-05

Lissitzky, El

“The Sun,” from Dyla Golosa (For the
Viadimir Mayakovsky, 59

Lucas, E. V.

What a L ith George Morris),

Luks, George B.

Hogan's Alley (oniginated by Outcault), 158

Magritte, René
The Key of Dreams, 302

The Listening Room, 359

Personal Values, 358

The Rape, 103

The Treachery of Irmages (This Is Not a Pipe), 301
Malevich, Kasimir

An Englishman in Moscow, 54

Private of the First ;
Wbman at Poster Cc

Man Ray

Gift, 282

Marinetti, Filippo Tommaso

Vive la France, 50

Words in Freedom (Chaudronneries), 51

Marville, Charles

Rue Tirechapps, 232

McCay, Winsor

Dream of the Rarebil

Little Nemo in Slumbe

McHale, John

Installation (with Richard Hamilton), “This Is Tomaor-
row'" exhibition, 319

Michelin & Cie

Advertisement for Michelin automotive repair tools
{Poulbot), 304

Bibendum figures at Carnival, Nice, 246

Ca dit pneu dans 300 langues (Petit), 343

2w, 159, 160
fand, 161-63

Le Coup de la semelle Bibendum (Q'Galop), 2, 245
Grand Prix Michelin de l'aviation (Gamy), 246

Le Joyeux Bibendum, 244
Notre Avenir est dans ['air, 43
Nunc est Bibendum (O'Galop), 245

Prieu velo Michelin (Hindre), 245

Thédtre illustre du pneu par Bibendum, 271

Miro, Joan

Dialogue of Insects, 306, study for, 1
Dog Barking at the Moon, 175, study for, 176
Landscape with Rooster, 176

May 1968, 98

77

Painting, 307, Collage (study for Painting), 306
Painting, 308; Preparatory Collage for Painting, 308
Painting, 308; Preparatory Collage for Painting, 309
Painting, 310, Preparatory Collage for Painting, 310
Pastoral, study for, 177

The Somersault, 178, study for, 178

Study for a composition, 177

llaurada, study for, 177

Te
Effc

Morris, George
What a Life! (with E. V. Lucas), 257
Moser, Kolomon

Page of typography, 36

Munch, Edvard

The Shriek, 102

Murphy, Gerald

Razor, 298

Murray, Elizabeth

Just in Time, 387
Labyrii

96 Tears,
Tomorrow,

Nauman, Bruce
One Hundred Live and Die, 400

NOC

Style Wars, 380-81
Novick, Irv

“Star Jockey, " in All-Amn
O'Galop

Le C ile Biber
Nunc est Bibendum, 245

Oldenburg, Claes

Architect’s Plan for the Maus Museurn at Documen-

Clipping #560: Tumbling Carpet

Pork Cho,
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Poster fi
210

r the artist's e
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Mouse, 211
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in the Form of a Chicago

. 356

Proposed Colossal Monument for Thames River
Thames Ball, 355

Froposed Coloss. nument: Good Humar Bar for
Fark Avenue, 3

Propased Colessal Monument to
ington Obehsk, Washington, D.C
tion, 354

The Store, 349

39 Cents (Fragment of a Sign), 348

Two Cheeseburgers with Everything (Dual Hambur-
gers), 348

Oppenheim, Meret

Object, 283
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O’Sullivan, Timothy

Historic Spanish Record of the Conquest, Inscription
Rock, 70

Outcault, Richard Felton

Hogan's Alley (continued by Luks), 158

Paolozzi, Eduardo

Real Gold, 319

Petit, Boulet Dru Dupuy

Ca dit pneu dans 300 langues, 343

Philipon, Charles

“Les Poires,” in Le Charivari, 116

Picabia, Frandis

Ici, c'est ici Stieglitz, 269

La Poesie est comme lui (Voila Hawland), 268

Portrait of a Young American Girl in the State of
Nudity, 270

Portrait of Max Jacob, 271

Picasso, Pablo

Au Bon Marche, 252

Bottle and Glass, 33

Bottle of Bass, Wineglass, Packet of Tobacco, and
Calling Card, 47

Bottle of Vieux Marc, Glass, and Newspaper, 26

Bouillon Kub, 42

Bust of a Woman, 143

Caricature, 125

Caricatures, 125

Caricatures and Portraits: Guillaume Apollinaire,
Paul Fort, Jean Moreéas, Fernand Olivier, Andre
Salmon, Henri Delormel, 124

Dream and Lie of Franco, 179

Egyptian and Other Sketches, 127

Five Sketches of Greek Personages, 127

Gilass of Absinth, 279

Guitar, Sheet Music, and Glass, 27

Head of a Man (drawing), 125

Head of a Man (papier colle), 60

Head of a Warrior, 144

Head of a Woman (Marie-Therese Walter) (plaster),
143

Head of a Woman (Marie-Therese Walter) (bronze),
142

Horse's Head (study for Guernica), 180

Landscape with Posters, 42, 251

Ma folie, 24

Menu of Els Quatre Gats, 35

Madernist, 127

Pipe, Glass, and Bottle of Rum, 31

Pipe, Wineglass, Newspaper, Guitar, and Bottle of
Vieux Marc: Lacerba, 61

Portrait of André Salmon (charcoal), 131

Portrait of Andre Salmon (ink), final state, 132; stud-
ies far, 131

Portrait of Daniel-Henry Kahnweiler, 102, 134

Portrait of Gertrude Stein, 129

Portrait of Josep Fontdevila and Sketch of a Nude
with Raised Arms, 125, 150

The Scallop Shell;: Notre Avenir est dans ['air, 43

Self-Portrait (pencil), 126

Self-Portrait (charcoal), 128

Self-Portrait (crayon), 151

Self-Portrait (oil), 130

Self-Portrarit and Other Sketches, 128

Sketch: Heads (Pere Romeau), 126

Sketches with Pierrot Figures, 124

Souvenir du Havre, 41

Still Life, 280

Still Life with Chair Caning, 24

Student with a Newspaper, 37

Table with Bottle, Wineglass, and Newspaper, 22, 37

Various Sketches (textbook page), 123

Various Sketches, 127

View of the artist’s studio, 279

Violin, Wineglasses, Pipe, and Anchor, 47

Young Girl Seated, 150

Pollock, Jackson

Untitled, 82

della Porta, Giovanni Battista

Physiognomic comparison, 107

Poulbot, Francisque
Advertisement for Michelin automotive repair toaols,
304

Puvis de Chavannes, Pierre
Expressive Head, 121
Young Girls at the Edge of the Sea, 121

Rauschenberg, Robert
Coca-Cola Plan, 327

Factumn |, 329

Factum Il, 329

Gloria, 328

Mainspring, 329

Mona Lisa, 328

Rebus, 93, 326

Riou, Edouard

“Skeleton of the Mammaoth,” 157

Robledano, José
"El suero maravilloso,” 180

Rodchenko, Aleksandr

Advertisement for Chervonet cigarettes, 57

Advertisement for light bulbs at Gum), the State De-
partment Store, Moscow, 58

Advertisernent for Mozer watches at Gum, 271

Advertisements for Mosselprom, 56, 57

Cover design for On Mayakovsky, by B. Arvatov, 58

Cover design for the prospectus of the first issue of
Lef, 59

Packaging for Zebra biscuits, 56

Wrappers for Our Industry caramels, 56

Rosenquist, James

F-111, 366-67

Rotella, Mimmo

Cinemascope, 90

Mythology, 89

Ruscha, Ed

Actual Size, 347

OOF, 152

Standard Station, Amariflo, Texas, 346

Sachs, Bernard

“Give Me an Hour” (with Tony Abruzzo), in Girls”
Romances, 197, 202

Salle, David

Muscular Paper, 372

The Tulip Mania of Holland, 373

Saul, Peter

Donald Duck Descending a Staircase, 383

Scharf, Kenny
Elroy Mandala I, 383

Schén, Erhard

lllustrations from Unterweissung der Proportion und
Stellung der Bosse, 110

Schwitters, Kurt

Eva Stee, 66

Figurine, 64

Green over Yellow, 321

Knave Child, 254

The Kots Picture, 62

Miss Blanche, 65, 296

Die neue Gestaltung in der Typographie (pamphlet),
67

The Saddler Portfolio, 63

“Typoreklame™ issue of Merz, 67

Untitled (For Kate), 184

Untitled (Kwatta), 65

Seurat, Georges

Le Chahut, 239

The Circus, 240

Invitation to the Sideshow (La Parade de cirque), 240

Sunday Afternoon on the Island of the Grande Jatie,
240

Sherman, Cindy

Untitled, 374

Untitled Film Still #21, 374
Shuster, Joe

"Superman,” in Action Comics, 182

Siskind, Aaron

Bronx [, 83

Chicago, 82

Hoboken, New lersey, 83

Smithson, Robert

Spiral Jetty, 371

Spiegelman, Art

Maus: A Survivor’s Tale, 384

Read Yourself Raw, 384

Steinberg, Saul

Comic Strip, 191

Page from an unpublished sketchbook, 149
Sterrett, Cliff

Polly and Her Pals, 164

Stieglitz, Alfred

Photograph of Fountain (Duchamp), 276
Swinnerton, James

Little Simmy, 164

Tad

Silk Hat Harry's Divorce Suit, 143

Tapies, Antoni

Writing on the Walls, 84

Tenniel, John

“The Jabberwock,” illustration for Through the
Looking Glass, by Lewis Carroll, 157

Topffer, Rodolphe

Voyages et aventures de Docteur Festus, 155

Toulouse-Lautrec, Henri de

Moulin Rouge (La Goulue), 34

Yvette Guilbert, 121

Travies, Charles-Joseph

"La Poire est devenue populaire!,” from Le Charivari,
75

Twombly, Cy

Dionysus, 97

The Italians, 99

Leda and the Swan, 96

Untitled, 94, 95

Wilder Shores of Love, 98

Vasarely, Victor

Mizzar, 338

Venturi, Robert, Denise Scott Brown, and
Steven lzenour

llustration frem Learning from Las Vegas, 370

Vernet, Horace

Desnoyer Reading a Report, 120

Villeglé, Jacques de la

Ach Alma Manetro (with Raymond Hains), 89

122, rue du Temple, 90

Sévres-Montparnasse Intersection, B8

Voltz, Johann Michael

True Portrait of the Conqueror, 139

Walker, Mort

Beetle Bailey, 410

Warhol, Andy

Before and After, 336

Campbell’s Soup Cans, 344

Dick Tracy, 195

Popeye, 194

Storm Window, 338

Telephone, 337

Various Boxes, 345

Wigs, 343

Window display for the Bonwit Teller department
store, New York, 336

Wolcott

Cartoon: "'In the slum district of New York ..., 278

Wolverton, Basil

"Powerhouse Pepper,” in Tessie the Typist, 213

Wood, Wally

"Superduperman,’’ from Mad, 213
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masters of “low"” art; we can also discover the sur-
prising, imaginative inventions that modern artists
have made from anonymous vernaculars. From sub-
tle rearrangements, like those Roy Lichtenstein
worked upon his comic-book sources, through
stranger transformations, like Joan Mird's creation
of Surrealist fantasies from printed advertisements,
the more than 600 illustrations in this book capture
our century's culture in all its unpredictable vitality.
The authors examine not only the self-evident in-
stances of the dialogue between high and low, such
as the works of British and American Pop artists;
they also explore more covert relationships be-
tween, for example, Fernand Léger’s aesthetic and
the design of shop windows, or the paintings of Cy
Twombly and the graffiti-marked walls of Pompeii,
to see what such similarities tell us about the
dreams and ambitions of modern culture.
Published to accompany a major exhibition at
The Museumn of Modern Art, High and Low con-
structs a new framework for the history of modern
art, yet remains rooted in a specific chronicle of the
lives and works of individual artists. Through a mo-
saic of particular incidents, tracing a history of as-
tonishing imaginative leaps and discoveries, High
and Low offers us a fresh account of the evolution
of the language of modern art, and of the connec-
tions between that language and the world around it.

Kirk Varnedoe is Director of Painting and Sculp-
ture at The Museum of Modern Art. He has also
been Professor of Fine Arts at the Institute of Fine
Arts, New York University. His previous publications
for The Museum of Modern Art were Vienna 1900:
Art, Architecture and Design, in 1986, and three es-
says in “Primitivism” in 20th Century Art: Affinity of
the Tribal and the Modern, in 1984.

Adam Gopnik is an editor and staff writer at The
New Yorker. He is the magazine's art critic and a
regular contributor to “Notes and Comments” and
“The Talk of the Town."
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