Milkin’ it for All it’s Supposedly Worth (Sour Version)
Philip Lee

10/26/06

My cousin once visited America after living in rural Korea for 14 years to finally witness the country supposedly paved with golden streets and to sightsee within its rumbling cities. I accompanied her to Manhattan, and as we ventured into the famous Times Square, there was an enormous advertisement of the movie, “Star Wars: Episode II.” We then passed by FAO Schwartz, displaying giant models of battle droids. After that, we passed by a newsstand, and there, hanging by the side, was an edition of Star Magazine that read, in bold letters, “Natalie Portman: A Spicy New Relationship?” Needless to say, after about four more Star Wars-related signs, my cousin was confused and baffled for a good portion of that day. Yet, I believed business was occurring in standard, normal, and unquestionable ways; I stood with a belief that everything I saw was commonplace… and an empty wallet in my hand.

The commercialization of entertainment has taken a turn for the worst. Producers will go to unimaginable lengths to make profits from a show or performance.  Entertainment used to be an act of art that intrigued the interests of the audience and something simple that “entertained” the people. Now, the exploitation and manipulation of entertainment churns out laughable manifestations (solely for the purposes of economical gain that are believed and followed as “dogma” by the general public.)

Commercialization used to be the act of posting up a sign to advertise that movie was going to come out next Friday. We now have behind-the-scene documentaries, sneak-peek previews, interviews with the stars, and copyrighted collectible limited edition souvenirs regarding said movie. There are emerging magazines that specifically list the type of shampoo the movie stars use, which Malibu summerhouses they visit, and each person they “hooked-up” with at Bungalow 8. An issue of Us Weekly asks us how long we think it’ll be until Vince Vaughn and Jennifer Anniston get back together again (http://www.usmagazine.com/) – The real question is… who cares? Executives try to squeeze every single penny they can out of a certain happening.  Also, while we’re still on the topic of pathetically funny news, there has been a massive increase in the percentages of people converting to Buddhism; apparently, this is because the new flavor of the month, to recent celebrities, is Buddhism, according to tabloids. (Jenifer Johnston, http://www.wwrn.org/article.php?idd=14553&sec=52&cont=5) People changing their view on life because their favorite singer did too? – Why don’t companies try to commercialize this kind of humor?

Within the past 20 years, the field of “entertainment” has broadened into a substantially large powerhouse in the world of economics and society, most significantly related to the rapid growth of communication technology. Along with the World Wide Web and exponential growth of Internet, entertainment was efficiently commercialized through these sorts of advancements and corporations, giving new birth to the term, mass media; methods of commercialization have also evolved as this technology and time progressed. (http://independentmedia.ca/)

Before the process of commercialization came to look like desperate advertising, it was standard procedure to make flyers and signs to advertise a movie. Now, it’s standard procedure to uphold a press conference, back-stage interview, and an opening premiere fully stocked with young celebrities, old producers, jittery photographers, and the ever popular red carpet of fame. Oh, and don’t worry, ‘cause if you miss the live opening show, you can still turn in to VH1 and see the re-run over and over again at 8 P.M./7 P.M. Central; everything possible has been stuffed into our faces.  These butchers have made all the steaks they can out of one cow; now they’re trying to see if they can sell the hooves. 

At the end of this surprisingly simple procedure, executives have just successfully made millions of dollars off a probably mediocre movie using business maneuvers that have made themselves “standard,” in the tattooed and brainwashed minds of this world. The commercialization of entertainment trains us to believe and follow whatever the big guys produce, and denounce it as good. 

Adding to the brainwashing, advertising companies and tabloid presses make broad and probably untrue generalizations to print just to make their product look more enticing. For instance, the writers at Cinemablend.com, a tabloid website, could’ve had a headline of “Madonna seeking to help adopt underprivileged child,” when Madonna announced she was planning on adopting an orphan. Yet, the headline was “Madonna Joins Angelina Jolie's Adoption Club,” claiming that Madonna copied Angelina’s doings. The basis for this? - The underprivileged child was African, just like the baby Angelina Jolie adopted recently. The media gave up on attracting audiences the old fashioned way – telling the truth; these businesses couldn’t care less about universal moralities as long as it gets your $2.99 into their treasury. 

There is a gross exploit of entertainment, as seen in recent commercializing techniques and happenings, and yet, after regarding all of this, you may still ask yourself: Why is this bad?  Sure, the sort of stuff that comes from commercialization today is inane, corrupt, and even immoral in some cases, but it sells, and we like it. Don’t believe me? – There’s proof. 

In the year 2006, the circulation of tabloid magazines such as People, Cosmopolitan, and Maxim has surpassed that of the informal news magazines, U.S. News, Newsweek, and even Time, by nearly 2 million more copies. And in single copy sales, People rakes in 9x more profits than Time Magazine. (Circulation of Titles. http://www.stateofthenewsmedia.org/2006/narrative_magazines_audience.asp?cat=3&media=8) Surely, you can tell something’s wrong when more people in America want to hear about Brangelina’s last trip to Hawaii more than the status of nuclear disarmament within the world today. "Abuses of economic power are nothing new. Every major religion in the world has warned about societies allowing excessive influences of mercantile or commercial values. The profiteering motive is driven and single-minded. When unconstrained, it can override or erode community, health, safety, parental nurturing, due process, clean politics, and many other basic social values that hold together a society."
(Ralph Nader, On the Presidency and Democracy)

It’s plain and true that the commercialization of entertainment has evolved into something beyond our control, so it is safe to say that this newly emerged economy is irreversible.  What we can do, as a society, is maintain a steadfast goal and not allow the executions of these economic ploys to alter our mindset; the day we allow petty abominations of media to influence our priorities in the real world is the day that we as a society will crumble. Want the simple version? – start spending your money on things that actually matter.  
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Intro


Thesis – State that commercialization of entertainment has taken a turn for the worst, and it’s laughable outcomes plague our society with negative effects





Personal Anecdote


How I brought my cousin from Korea to the city, and she questioned the advertisement of a certain movie





In what ways has commercialization turned out ridiculously?


Evidence: celebrity magazines, limited opportunities, “one time offers”, queer advertising





2 Parts-


Method of commercialization /


Result of commercialization





How and why society’s being affected:


Priorities misplaced /


Inane directional motives











Misc. Evidence: tabloid magazines have higher circulation than news; 





Intro(2) – Vague


State definition of entertainment and means of commercialization








