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Foreword: It is a great honor for me to welcoming you to the International Post-Graduate
Conference on Media and Communication (IPCOMC) 2017 as an intellectual forum for the
development of media and communication studies. The International Post-Graduate
Conference on Media and Communication (IPCOMC) 2017 carrying a theme “Media And
Communication In The Politics, Industrialization, And Empowerment” which is divided into ten
call paper themes : Gender, Communication and Empowerment, Political Communication,
Media Democracy and Government, Society Empowerment Through Technological and
Communication Approach, Media, Culture and Society Dynamics, Corporate Marketing




Communications and Social Responsibility, Corporate Communications and Public Relations,
Media Communications and Public Policy, Media and Social Media, Media and Social
Movement, New Media and Consumer Culture. On this occasion, the International Post-
Graduate Conference on Media and Communication (IPCOMC) 2017 also involving several
circles from academics, researchers, students and practitioners to conduct discussions so that
they are expected to contribute knowledges in media and communication studies. Each of
every paper that submitted in the proceeding of IPCOMC 2017 has been through a series of
strict process by a reviewers team who are competent in their field. The organizing committee
has received a total of 142 articles and abstracts, but only 93 pass the review and declared
eligible. Finally, we thank you to the participants, team reviewers, keynote speakers, the
sponsors, all the academic community of Airlangga University, and the organizing committee
who have worked hard to make this conference happen. (Less)
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Commodification in Indosiar’s Dangdut Academy 3 in 2016
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Abstract:

Commodification, Dangdut Academy 3, Indosiar Television Program.

This study aimed to observe the commodification of the program “Dangdut Academy 3°, produced by the

Indosiar television station. The research was conducted through the application of a descriptive qualitative
method. The data for this research was obtained via in-depth interviews with informants, including the
assistant producer, creative team, audience, D*Academy 3 finalists, and sponsors. The results indicated that
there were some commodifications within D'Academy 3. The first was the commodification of program
content in which dangdut music was taken over by a new contemporary package, different from the original
version. Secondly, audience commodification, in which they became objects of commodity and were exposed
to as much advertising as possible. The third was staff commodification, resulting in workers being exploited
with long working hours beyond the normal eight-hour expectation. This program became a purely profit-

seeking media commodity.

1 INTRODUCTION

To raise their programs’ ratings, media companies
compete in  terms of production, program
reproduction, and market control. The higher the
program’s rating, the more ad revenue it earns. Ad
acquisition is what the media business depends on to
finance its business (Septyarini, 2013). Mosco (2009)
mentions that advertising and marketing strategies
become the main force in designing creative
television programs, which then causes television
programs to be produced merely for commercial
purposes. He further explains that in the study of
classical political economy, products with value
contributing to the satisfaction of humans’ specific
needs are described as having a 'usability value'.
Based on exchangeability, a product may bear an
'exchange rate'. This is referred to as the
‘commodification concept’ (Septyarini, 2013).
Commodification, according to Mosco (1996), is an
attempt to turn anything into commodity or
merchandise. In other words, commodification is the
change of value to become the exchange rate.
Dangdut is one of the developing music genres in
Indonesia and is hugely familiar among its people. It
is often regarded as the music of lower middle-class
society but is, in fact, becoming more and more
favored and accepted by the public. In 1970, dangdut
had already matured and become a contemporary
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music genre. As a type of popular music, dangdut is
very open to the influence of other musical forms and
traditional music genres such as keroncong, langgam,
degung, gambus, and even international genres like
rock and pop.

Presently, the popularity of dangdut music is
soaring and is performed on various private television
shows. Its flexibility and ability to absorb the
influence of other music genres has led it to become
an increasingly universal means of entertainment for
people (Karnila, 2015). Indosiar viewed the
phenomenon of dangdut music as an opportunity and,
as it was becoming a popular trend in Indonesia,
created the D’Academy 3 program with dangdut
music as its main feature.

This research discusses the commodification of
the 2016 program D’Academy 3 by Indosiar.
Researchers discovered that there were some
interesting points to study: First, the commodification
of dangdut music organized by Indosiar and second,
how Indosiar sold dangdut music to become a
commodity for specific market shares and to gain
profit. As previously discussed, the purpose of this
study was to investigate how this commodification
occurred.

(IPCOMC 2017] - Media and Communication in the Pofitics, Industriaiization, and Empowenm ent,
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2 METHODS

The nature of television is special as it provides a
combination of audio and visual media that are
informative, entertaining, educating, and at times, a
combination of all three elements. Throughout
history, television has been a huge source of
information and images and has become mainstream
for the public. The television station is a highly
complex workplace that involves many people with
different types of expertise. Cameramen, image
editors, reporters, graphic designers, and other
operational staff should interact and communicate
with each other to produce the best broadcast possible
(Mubarok, 2015).

According to the theory of Media Political
Economy, Moscow divides the political economy
media into three areas: commodification, structure,
and spatialization. The concept of commodification
triggers appropriate utilization of goods and services
according to their usefulness, which then transformed
them into a commodity based on market wvalue.
During this process, mass media, i.e. the media crew,
audience, market, and country are involved, each of
them with its own interest.

Commodification can be interpreted as any aspect
relating to a commodity or in other words, changing
something with a value of usability into money. When
correlated with media activities, commodification is
an attempt to make all media event programs useful
to reap benefits.

Within the media industry, work by Mosco (2009:
127) features three aspects of commodification,
which are the media content, audience, and staff.
According to Mosco, the political economy, in
treating commodities, tends to focus on media
content, is less concerned with media audience, and
even less concerned with staff in the media industry.

In the commodification process, the actions
performed by actors who have capital stocks are
separated according to execution and conception
based on skills or the capacity to implement it. There
are two processes in the commodification of labor.
First, the use of technology and communication
systems to increase performance eventually
commodifies the whole process of labor included in
the communication industry. Second, the process in
the political economy in which multiple processes of
the labor force exist, while conducting the activities
of commodifying media programs (Enga, 2016).

Audiences certainly demand interesting television
programs. However, before a production is aired, it is
important to consider what is needed to present a
good program. The content of the program or
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broadcast must serve the purpose of education,
information, or entertainment, while, through utilized
techniques, should also be pleasant and interesting.
Technique, tempo, motion, and aesthetics are main
elements of presentation that should also be taken into
consideration. A good program should also be
audience-oriented (Ibrahim, 2014).

Production serves as the primary basis of the
program’s design and becomes the goal of all
production stages so the design of a program will
become the main reference for the entire crew who
are implementing its production. Therefore, in
producing television programs, there are clear
standards to follow that cannot be separated and
instead must be complementary to each other.

Along with the commodification of television’s
function into a commercial one, a benchmark
measurement appraises values in television. Ratings
serve to measure the effectiveness of a television
channel in its delivery of messages, especially in
advertisements  (Morissan, 2005). Ratings are
enormously important for advertisers because they
will always search for television channels with the
most watched programs, ensuring their products are
seen by many people (Suwandu, 2013). Thus, ratings
will attract advertisers to gain the biggest benefit from
the media (Dewi, 2010).

This research utilized a descriptive qualitative
research method, while its setting was the audition
spot of D’ Academy 3 and Indosiar’s Studio 5 in Daan
Mogot, West Jakarta. Data was obtained by
observation, in-depth interview with informants, and
documentation. The informants in this study included
assistants, the creative team, the audience, Dangdut
Academy 3 finalists, and sponsors. Data analysis was
conducted through the application of case analysis,
describing the existing data in detail. Researchers
employed an interactive analysis model that consisted
of three main components of qualitative analysis ie.
data reduction, data presentation, and conclusion
(Miles & Haberman, 2014).

3 RESULTS AND DISCUSSION

3.1 Content Commodification

The commodification process in communication
always involves the transformation of messages by
converting data into meaningful systems of thought,
which then become a marketable product. In this case,
the media produces favorable and marketable content
that will eventually bring them benefits. In a
television program that presents dangdut music, this
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is inseparable from the content commodification
applied in every program to attract the audience's
attention. The television program visualizes media
content commodification through television screens
without the audience being directly aware.

The opinions expressed by informants led to the
presence of commodification in the 2016 D'Academy
program. These results were based on interviews with
the informants. The researchers drew the conclusion
that there had been content commodification on the
program, when the content was packed with
contemporary, creative, interesting, and a preferred
trend-based package. This was in accordance with the
theory conveyed by Enga (2016: 177), who stated that
content commodification is the process of changing
messages from a collection of information into
meaning, in the form of marketable products.

Figure 1: Content commodification in DANGDUT
ACADEMY 3 which consists of hosts, judges, theme or
content, the audition process, song selection, gimmick, or
settings, starting from a life story, love story, guest stars,
and text message votes from the finalists” supporters.

32 Audience Commodification

Audience commodification is a modification process
constructed by media companies in providing an
audience through the D’ Academy 3
program/broadcast to be sold to advertisers, resulting
in a mutually beneficial cooperation process between
media companies and advertisers. Indosiar utilized
D’Academy 3 to attract an audience, which was then
sold to advertisers (Enga, 2016).
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Figure 2: Media consumer.

The audience commodification process occurred
in D’Academy 3, where sponsors took advantage of
the involvement of the hosts, the juries, and the
finalists to promote their products. Because of this,
the share rating also affected the audience
commodification process.

Figure 3: Audience commodification in Indosiar’s Dangdut
Academy 3.

3.3 Staff Commodification

For staff commodification in D’ Academy 3, Indosiar
required employees to work beyond normal working
hours just to create content for the program being
broadcast. Due to the company’s organization, they
were divided into two sections, i.e. programming and
production.

Concepts and ideas were accommodated by the
programming section, while execution was carried
out by the Indosiar production team and event
organizer. Running a program with a high share rating
demanded staff to work more than eight hours,




including the stages of pre-production, production,
editing, and presenting the program.

The Indosiar crew and talent were required to
work harder to attain a high share rating for
D’Academy 3. This is in line with the theory
conveyed by Mosco (2009), which states that staff
commodification was a transformation of the
capitalism work process, in which employees” skills
and working hours were realized as commodities and
appreciated merely by their salary.

Figure 4: The staff commodification within the Dangdut
Academy 3 program took place with the Indosiar Team
Crew and Indosiar employees who were involved in the
DANGDUT ACADEMY 3 program, starting from the
briefing, rehearsal, through to the live concert as well as the
evaluation after the concert with all workload beyond
normal working hours for the success of the program.

Researchers discovered that commodification of
the D’Academy 3 program was obviously closely
related to the business interests of Indosiar in its
desire to generate greater profit for itself. D’ Academy
3 applied the economic principle, i.e. sacrificing the
smallest to obtain the greatest result possible.

The production, distribution, and consumption
process of D'Academy 3 was held by maximizing all
the strengths and synergistic competitive ad vantages
in every field. The program’s content was ultimately
commodified in a way that produced marketable
products, resulting in huge profits through the
maximization of human resources available at
Indosiar.

Commodification in Indesiar's Dangdut Academy 3 in 2016

4 CONCLUSION

Based on the results, it can be concluded firstly that
content commodification occurred  during the
production of D’Academy 3. Dangdut music content
in the program was transformed into a contemporary,
creative, interesting style, different from the original
version to attract an audience.

Secondly, audience commodification n
D’ Academy 3 required ratings to be the main goal to
attract as many advertisers as possible. Thirdly, staff
commodification occurred as Indosiar employees,
crew, and talents worked beyond normal hours to
execute fresh programs for D’ Academy 3 with a view
to generating profit.
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