In Sfyle L
Urban Youth

CMAYSIUNE 2008
53,98 US S405 CAN
www nhamagazine.com
nnroﬁ\nhumugutm com




18

Every year in May, the major TV networks announce their new

TV shows for the next season. These shows aren’t selected by

mere quality. The networks factor in audience appeal so they

can deliver big ratings. TV's most coveted audience is the 18-34
demographic. This elite group, known as "the demo,” is the number
one consumer group. Adverfisers make commercials fargeting
"the demo” and pay top dollar to air their commmercials during the
highest rated shows. It is "the demo” that controls what is hot on TV,
And right now, what sizzles is reality TV. Industry insider and network
executive David Ngb explains how “the demo” fuels the

The Cultural

popularization of reality TV shows.
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s | turn on my TV, | see

Paris Hilton interning as a

stewardess at an airline. |

change the channel, only

to find myself watching
“experts” reveal how Paris spends her
family's vast fortune. Looking for some-
thing different, | change the channel again
and end up watching a show about which
celebrities are listed in Paris’'s address
book. As | watch this fluff, | think to my-
self, "Who puts this stuff on television?”
Sitting in a black ergonomic chair, | turn
away from the TV at my cubicle and grab
the latest copy of US Weekly on my desk.
At this moment, | come to a realization—I
put this stuff on television.

by David Ngd

In recent years, pop culture has ex-
ploded onto the American landscape, es-
pecially among people ages 18-34 (hereby
known as “the demo”). The iPod. Blog-
ging. The Apprentice. These are all ele-
ments in the pop culture world, and the
demo can’t get enough of it. In contrast,
Kofi Annan, NAFTA, and Alan Greenspan
are elements outside of pop culture (for
now), despite their importance to the free
world.

So, what exactly is pop culture? Pop
culture is based on the notion of contem-
porary consumption. Anything that a con-
sumer can consurme in the current mar-
ketplace is definable as pop culture. This
includes, but is not limited to, film, TV,
music, fashion, and random crap found at
Urban Qutfitters.






