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T

ays the work of the critic 1s easy. We risk
enjoy a position over those who offer up
ir selves to our judgment. We thrive
which 1s fun to write and to read.
e bitter truth we critics must face 1s that in the
cheme of things the average piece of junk 1s

y more meaningful than our criticism

ating 1t so. But there are times when a critic truly
risk ething: that 1s 1n the discovery and the defense
of the new. The world 1s often unkind to new talent, and
new creations. The new needs friends ... Not everyone
can become a great artist, but a great artist can come
from anywhere”.






sy of high concept 1s reality: Hollywood 1s a machine
nsing and supplying superficial audiovisual content

However, “globalization” (Hollywood’s increased attention
to non-US markets) signals a return to the classical period

In terms of movie content, this 1s the biggest paradigm shift



hemes were used to
3 attractive to a

recific non-US moviegoers are

duld this material be seen to
act those audiences?

How doe Madagascar 3 use allegory
to promote Hollywood and its
products?
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Holl _y wood’s Recent Re-turn to an

PRANODNT PRESENTS
gregory | The wait is over!

I You can thrill again to the happiest sound
el in '111 the world.
‘ A 1

audrey

as North American audiences

O oo
-90s: American cinema 1s mainly H()\ldW
ard looking: think Top Gun! &H""E'““ET e

Maximize domestic market (new US
audiences and home delivery)
High end fare is mainly set in the US, g \%\,f ‘,/,»

and feature US characters and actors
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Hollywood Output (1997

NOTHING ONEARTH
EBETWEEN THEM.
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factors that led Hollywood
certain international



What distinguishes those markets from the
rest of the world?



eas markets grow
Ition sector
regulation of television

wth of home video

efforts tentative
1. Medium-Budget films
~ 2.0Id Style Historical Epics

Internationalization of high concept
blockbuster is gradual despite
Jurassic Park ... until Titanic that 1s
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Hollywood’s Internat

ays been
come (5%
oulatic

t cannot support high ost
llywood films

" aining 60% from ...

apan, Australia, UK , Germany,
france, Spain, and Italy
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od courts movie-watchers in
overseas markets

\ It seeks to avoid the alienation of
- smaller markets like Czech republic

Most 215t century blockbusters made FINFiN
with US and some of big 7 in mind o

- cssrmecs HERGE
% STEVEN MOFFAT ano EDGAR WRIGHT & JOE CORNISH
A — iz weeuoos SPSTEVEN SPEBERG s :







Making Blockbusters Transnational:

Negcotiating the Amerincan-ness of
Hollywood

essity shapes content

pals

ncrease marketability; attract audiences
Maximize pleasure; fuel positive sentiments;
etain those audiences

Rationale
Viewers often gravitate to assumed domestic fare
(based on “national” content/personnel)

Hollywood’s assocation with the US means that
popular Anti-Americanism can damage business




(yoverning Princ

Century Culculzyteg

of 70s/80s fare

lliarization:
s reference points to viewers in
jor non-US markets

Dilution:
Reduces perceived American-ness of
films — formally and thematically

Cultural Diplomacy:
Showcases normalcy and benefits of
“America”’ overseas




¢ and appealing to non-American



Cars 2: A Formula (1) Pictur

or performance of

travelogue forma
najor markets as settings

onal Groups: avoids
 “evil” with any nation

Shows Americans maturing from |
overseas experiences and interaction |-




Thus, 1n contrast to o1l, Hollywood is the
good face of global commerce!




hemes were used to
3 attractive to a

pecific Internatione
bers are being courted?

duld this material be seen to
act those audiences?

How doe Madagascar 3 use allegory
to promote Hollywood and its
products?
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hreatening “Americans”
nomads from Africal)

ong national “foreign” stereotypes

Power: negotiated, multidirectional




JS Stereotypes

anti-hero for parents weary of
to watch these films

1s metaphor for Hollywood

b, Promotes superiority of US-
- European family entertainment

Film promotes itself and twenty-first
Century Hollywood




Assembling the Contemporary

tagonists, antagonists, and supporting characters

We also need to consider personnel, inter-textuality,
(reference to other cultural products) and themes™

*perhaps avoiding academic exercises 1n free association!
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From the Creators of BRAONSTERS, INC.

FEED

THE MELTDBWN

There are 3.7 rillion fish in the ocean.®
They're loaking for one.
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WALT DISNEY PICTURES PRESENTS A PIXAR ANIMATION STUDIOS FILM




FROM

THE DIREGTOR OF TERMINATOR 2

AVATAR

EXPERIENCE IT IN IMAX 30D

AND TITANIC
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OF BOING WHAT

HE WAS BUILT FOR,
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needs “Big 7” International markets to

| perceived American-ness of most high-end films
o many medium budget films as well)

familiar references for major markets
otentially US-patriotic material

\ Normalizes cross-border flows of cultural products and of
~Americans

Often creates overtly accented forms of transnational cinema



important to bear in mind:
heir historical dimensions
e concessions made to content

1zation™ stresses public acquiescence to foreign agents,

yet we might note that movie-going 1s a voluntary activity which

- 1s encouraged by compromising content to the assumed
preferences of local audiences. Hollywood only has a certain
amount of confidence in the exportability of “American” movies.



