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MISSION POSSIBLE: CREATING A SPECTACLE WITH 
A REPETITION OF THE SAME FORMULA

Abstract: A motion picture is one of the most popular spectacles people enjoy for var-
ious reasons, among others for entertainment. A film titled “Mission: Impossible” is 
one of the all-time most watched movies globally, since the first series was created in 
1996. In the year 2023 it has come to the 7th series, and what has been released was 
only the first part, leaving its fans anxiously waiting for the end of the story. Many 
people would say there is nothing new in each of the series; the script writer applies 
the same ‘formula” to attract audience, however the series never fail to generate a lot 
of revenue, with the last rendition already be very popular and recorded as one of the 
box-office only within the first two days of its showing. In the era where spectacles are 
the pinnacle of day-to-day life for almost everyone, this research is going to investi-
gate audience reception of the film “Mission: Impossible -Dead Reckoning Part One” in 
terms of the components of a spectacle, applying the concept of The Society of Spectacle 
by Debord (1967) which stated that a spectacle is built by utilizing “The Star, the Agent 
of Spectacle, False Choice / Pseudo needs and Détournement. The research focuses on 
the détournement by analyzing audience comments posted on a social media platform, 
investigating the reasons they love and hate the film, and the result will reveal how (un)
successful the detournements are applied. 

Keywords: mission: impossible; spectacles; the society of spectacles; détournement; 
reception studies

Received January. 02, 2024;  Revised May. 15, 2024; Accepted June. 03, 2024.

Introduction
In the era of spectacles, motion pic-

tures or movies or films – those terms are 
used interchangeably in this paper- hold 
a prominent role in society as one of the 
media of entertainment, despite the emer-
gence and growth of home entertainment 
such as Netflix and other streaming ap-
plications that people can enjoy in their 
domestic / private sphere. In the USA, 
film industry has long been one of the 
biggest contributors to their economic 
growth, besides playing a significant role 
of shaping American culture that even-
tually could influence the global culture 

due to its hegemony.  Despite the growing 
popularity of streaming channels such as 
Amazon prime, HBO, or others, Holly-
wood is still the number one film industry 
in the world with its domestic box office 
revenue reaching $7.37 billion in the year 
2022 (Zane, 2023, par. 2). Before COVID 
pandemic engulfed the world, Hollywood 
film industry contributed $504 billion to 
the US GDP (Zane, 2023, par. 4), while 
globally film industry also contributed a 
significant amount to the world economy, 
in the amount of $31.8 billion in 2010 
(Pangarker & Smit, 2013, p. 47). The 
number increased when the film indus-
try generated an estimated revenue of al-
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most $43 billion in 2017 (Robb in Joseph, 
2019).  proving the significance of the film 
industry in the world economy. 

In the past, film producers or studios 
used their intuition or following a set for-
mula or plan that has been proven to be 
successful (Schlesinger in Joseph, 2019) 
regarding the genre of movies that will 
be a box office, but now they utilize ana-
lytics in movies by identifying useful pat-
terns in the data to achieve economic gain 
(Schlesinger in Joseph, 2019).  To under-
stand audience preference, IBM partnered 
with movie studios (“Big Data and Holly-
wood: A Love Story” in Joseph (2019), to 
collect data on studios, actors, budget, au-
dience sentiment to understand audience 
reception and reaction toward a movie, 
so that they can address a specific target 
demography and thus create suitable mar-
keting campaigns to produce movies that 
will become box office.

Even though film industry would al-
ways try to create innovation or new 
ideas to the films they produce, it in fact 
remains faithful to the same formula if 
they want to create box office films, which 
are usually science fiction, action, espio-
nage, superheroes and  drama as reflect-
ed in the movies that are included in the 
box office for the years of 2021, 2022, and 
2023 (IMDb Pro, 2021, 2022, 2023). King 
(2000) mentions 2 (two) reasons that a 
Hollywood film can be very popular; the 
spectacular qualities of the audio-visual 
experience and the narrative of it; the first 
element of success is spectacles a movie 
creates, while the second means the narra-
tive remains equally important to attract 
audience to return to cinema. 

Besides having an impact on the econ-
omy, movies also play important roles in 
terms of culture, because it can penetrate 
public spheres, so that it is used to con-
vey various messages and agenda, such as 
propaganda that has allowed Hollywood 
movies to establish global cultural imperi-

alism (Maisuwong, 2012). Chen (2023, p. 
839) stated that film is a part of culture; on 
one hand it has the ability to shape popu-
lar culture, and on the other reflects the 
ideology and beliefs of the society which 
implies that what happens in the society 
is then adopted to movies, and therefore 
movies are reflections of what happens 
in the society, or vice versa, or as Debord 
mentions a spectacle,” … is both the re-
sult and the project of the dominant mode 
of production. It is not a mere decoration 
added to the real world. It is the very heart 
of this real society’s unreality. In all of its 
particular manifestations — news, propa-
ganda, advertising, entertainment — the 
spectacle represents the dominant model 
of life (2014, p.3), therefore a spectacle is 
not a mere collection of images, rather it 
shows a social relation between people; 
people can learn what happens in a so-
ciety by watching and understanding the 
popular films.

This research is conducted toward a 
box office film titled the “Mission: Impos-
sible -Dead Reckoning Part One” using 
the concept of The Society of the Spectacle 
formulated by (Debord (2014), in which 
he stated that a spectacle is comprised of 
four components which are The Star, The 
Agent, False Choice and Détournement. 
However, the focus of the research is the 
application of Détournement as a for-
mula for a successful film adopted by the 
producers to attract audiences, and this 
concept will be elaborated in the method-
ology part. Therefore, the remarks of the 
producers are presented and elaborated 
to be then corresponded to the respons-
es of the audiences to find out the reasons 
whether they like or dislike the film, and 
whether they agree, disagree or are am-
bivalent with the intention of the produc-
ers, thus showing a dominant-hegemonic, 
oppositional or negotiated positions.
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Literature Studies
Maisuwong (2012) analyzed the im-

pact of American films in terms of cultural 
imperialism, which is a domination of a 
more recognized culture over other cul-
tures, or a soft means of colonization, by 
analyzing 30 Hollywood movies produced 
between the years of 2001-2010, and each 
won international awards. The analysis 
focused on the critical cultural values and 
political messages that each film tries to 
communicate under the bases of freedom 
of expression; nationalism; sexuality; lan-
guage; lifestyle; value; and ideology. S/
he showed that the expected cultural im-
pacts to the audiences are related to lan-
guage; lifestyle; value; and ideology, and 
then summed up that each movie contains 
some or all of these cultural aspects as 
those are the most obvious culture that 
Hollywood movies show.

Pangarker & Smit (2013) conducted 
investigated the key factors that make a 
film box-office and revealed that the cost 
of the film production, releases by major 
studios, award nominations obtained and 
sequels to successful films as the key to 
achieve global box office revenue. On the 
other hand, the result also shows that in 
the global context, the film genre, the re-
lease date around holidays and positive 
critical reviews do not have significant role 
as factors that make a film successful in at-
tracting audience.

In the era of advanced digital tech-
nology, the film industry also leverag-
es the application of technology, as Wu 
(2022) in his study reveals that films can 
attract more audience - thus more popu-
lar- when they utilize the work of digital 
virtual technology; digital technology now 
plays a key part in the success of a film. 
Another study by Ndalianis (2000) also 
emphasizes the digital technology used in 
films and introduces a term “kinetic fren-
zy”, she experienced when watching “The 
Matrix” comparing it to being in a theme 

park ride such as Universal Studios and 
she argued that it epitomizes the trend of 
effects used in film industry by embracing 
digital technology to present sensations 
similar in an amusement park and that 
velocity in films will continue to be a fac-
tor of making a blockbuster. This means 
that the audience are entertained both by 
the visual and the kinesthetic feeling that 
makes them feel like being in a different 
space beyond their reality.  

Thus, the previous research concludes 
that in the past factors that make a film 
a box office are more those elements in-
herent in the films, which are critical cul-
tural values and political messages, film 
production cost, releases by major stu-
dios, award nominations obtained and 
sequels. While in the recent era with the 
progress of technology, the use of digital 
(visual) technology is a big driving factor 
that makes people go to movies and watch 
it, and they can even feel like being trans-
ported to a different realm while watching 
it.

There are a few research conducted 
using “Mission: Impossible” films as the 
corpus, but none of those use the per-
spective of The Society of the Spectacles 
formulated by Debord (2014). Mulhall 
(2006) studied the philosophical ques-
tions of human identity, integrity, and 
embodiment, leading to undismissible 
questions about what it is to be human 
in the first 2 series of ”Mission : Impossi-
ble” films at the level of content and form, 
resulting in a conclusion that the 2 (two) 
protagonist in the films show genuine 
humanity, by allowing themselves to get 
lost in crowds in a park avoiding the bad 
people who would force them to take the 
roles of monstrous force threatening hu-
man existence. In the end, the hero who 
saves the world is nothing more nothing 
less than a human being.  

Meanwhile, Broodryk (2024) studied 
the tensions between digital and analogue 
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technology applied in the whole series of 
the films, from the 1st until 7th part pro-
duced between the timeline of 1996 – 
2023. He claimed that the masks used by 
characters in the films reflect …” an iden-
tity technology that qualifies the persona 
as potentially deceptive and duplicitous as 
it relies on a convincing presentation of a 
character’s self that does not accurately re-
flect the interiority of this character,”. He 
concluded that the use of the mask shows 
… “seamless technology, which evokes 
further reflections on photorealism and 
deepfakes. Additionally, digital comes 
to denote ‘dead’, and the digital mask of 
especially the later Mission: Impossible 
films – identifiable by its skeuomorphic 
qualities – challenges the continued ex-
istence of the analogue (organic face) as 
mask and related appearance replication 
technologies come to replace human faces 
and bodies entirely.” 

There are 2 (two) other studies on 
“Mission: Impossible” films taking the an-
gle of celebrity studies. First, O’Donnell 
(2016) focused her study on the conflation 
of Cruise’s on-screen and off-screen perso-
na that can guarantee the audience’s satis-
faction and the threatened erosion of the 
star’s cultural currency if aspects outside 
films or in her words “extra-filmic itera-
tions” are not properly managed. The idea 
captures the duality of an image between 
film texts and all extra-textual representa-
tions of the star in wider celebrity culture. 
As the result, she stated that similar to 
other successful and popular Hollywood 
actors, Tom Cruise’ screen image shows 
unique alignment of characteristics, such 
as boyish vulnerability juxtaposed with 
exhibitionist masculinity. This makes him 
the ideal movie star, as his image shows his 
authenticity and sincerity, qualities which 
are important as his capital of being a star. 
The second research on celebrity culture 
is from Purse in Yu & Austin, 2017) who 
reveals how similarities and differences 
across star bodies, roles and narratives 

show a cycle of intense cultural negotia-
tion over the lived experience of the age-
ing male body in the film. The conclusion 
of the research stated that Tom Cruise 
might represent a productive anomaly in 
this context as he emanates an image of 
his performance-in-motion of a range of 
ageing male action stars, yet he can show 
himself to be an “ever-young” star. 

The current research is conducted 
on the film titled “Mission: Impossible – 
Dead reckoning Part One” that was pro-
duced in 2020 and was released in July 
2023, and became the 8th most successful 
in terms of revenue or box office catego-
ry in the amount of $567,535,388(IMDb 
Pro, 2023) .  The fact that this is already 
the 7th series of the film, but it can suc-
cessfully gather profit is the reason of the 
research being conducted; to understand 
the reasons why some audience love it or 
hate it and based on that to reveal their 
perspective toward the film.

Objectives of The Research

This research is aimed at answering 
the following questions: 

1. What are the reasons that the audi-
ence love or hate the film “Mission: Im-
possible -Dead Reckoning Part One,” in 
terms of the application of détournement 
as a “formula” of producing box office 
films?

2. How do the audience respond af-
ter watching “Mission: Impossible -Dead 
Reckoning Part One” film under the 
framework of audience reception using 
Stuart Hall’s “Encoding-Decoding” model 
of communication theory? 

Methodology
The research design utilized is a qual-

itative methodology that uses content 
analysis approach in analyzing audience 
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reception of the film “Mission: Impos-
sible -Dead Reckoning Part One” found 
on  its official trailer of the film posted on 
https://www.youtube.com/watch?v=avz-
06PDqDbM. A purposive sampling tech-
nique was done by taking the first 10 rel-
evant postings in the comment column, 
which contains reasons whether they love 
or dislike the film, either explicitly or im-
plicitly. There are no other criteria used 
in selecting than the response must show 
some liking or disliking toward the film, 
and therefore there are a few comments 
not selected because those did not reflect 
reasons why they like/ dislike it but mere 
expressions of admiration toward the film 
making it irrelevant to the research ques-
tions.

Cultural studies focus on people’s ex-
perience that stems from the circumstanc-
es surrounding them, as Couldry (2000) 
argued that it puts an emphasis on indi-
vidual perspective or how individual story 
works, because “Thinking about the indi-
vidual’s relation to culture means thinking 
about the process of individuation – that 
is how we each became ‘individuals.” In 
other words, this study analyzes individu-
al perspective, thus the number of respon-
dents does not decide the accuracy of the 
results, nor does this study try to gener-
alize something as the result. Therefore, 
the first 10 (ten) relevant responses were 
selected as data sources, to reveal their 
decoding of the message of the film, to 
achieve the objective of the research.  The 
responses are available on and taken from 
the trailer video of the film, broadcasted 
by the producer, as it is the official channel 
of its advertisement before the film was re-
leased. By using the official site, it is hoped 
that the accuracy and validity of the trailer 
is assured, as the trailer also contained the 
explanation from the producer in making 
the film, an important information to de-
cide whether responses are in a dominant, 
negotiation or oppositional positions. 

Bengtsson (2016, p. 8, quoting Berel-

son, 1952) defines content analysis as “a 
research technique for the objective, sys-
tematic and quantitative description of 
the manifest content of communication”, 
and “(it) provides a systematic and objec-
tive means to make valid inferences from 
verbal, visual, or written data in order to 
describe and quantify specific phenome-
na”.  In this research, content analysis is 
applied to categorize whether an audience 
likes the film or not, then identify the rea-
sons of dis/liking it. The words identified 
become codes that will be categorized 
into positive and negative responses and 
the reason they give such response, and 
which elements of spectacles in the mov-
ie they focus on. Besides that, the codes 
will also be used to reveal the audience 
positions in decoding the message they 
receive, whether in a dominant hegemon-
ic position, the negotiated and the opposi-
tional position toward the message of the 
film based on Hall’s “Encoding-Decoding” 
model of communication (in Durham & 
Kellner, 2006, pp. 171 - 173), stating that 
when a message, in this case it is a film, 
is sent or encoded, the audience will then 
decode it with the result that the encoded 
meaning may not always be the same as 
the encoded meaning from the sender. 

Having various backgrounds and con-
text, the audience will give meaning in-
fluenced by their ideals and perspective / 
position. There are three positions when 
an audience decodes the meaning within 
cultural text: dominant-hegemonic posi-
tion, the negotiated position, and the op-
positional position. 

When an audience is in a domi-
nant-hegemonic position, they will fully 
agree with the encoded meaning; there is 
little misunderstanding and miscommu-
nication, as both the sender and receiver 
of the message work under the same rule 
set, assumptions, and cultural biases. This 
position enables an ideal transmission of 
messages or ideas where it is completely 
understood, despite some minor frictions 
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Purje (2016) explain further how détour-
nement propagated by Debord plays its 
role in creating a spectacle as follows: 
Détournement as a means of interrupt-
ing the fabric of the everyday — whether 
it be repurposing old film reels, subvert-
ing iconic images or slogans, or devising 
literature inspired by the works of other 
writers. The act of détournement imbues 
revered and historicized works of art and 
literature with new life, thereby over-
coming their congealment at the hands 
of the spectacle.

In order to create a successful and 
memorable spectacle, the producer of 
it needs to use a détournement that will 
make it familiar to audience; a détour-
nement is a method of reiterating some-
thing, usually by taking advantage of 
something people are already familiar 
with, either something historical, or al-
ready famous, in this case the spectacular 
actions already implemented in the pre-
vious series of “Mission: Impossible” that 
have captivated its spectators. Therefore, 
a content analysis is used to dissect the re-
sponses to reveal whether détournement 
made the audience dislike the film.

Result
Responses selected are those that re-

flect some position when receiving the 
encoded message, instead of only stating 
a response such as…” can wait for part 2, 
best movie of the year” that does not re-
veal which part of the spectacle in the film 
attracts them the most, or other irrelevant 
comments. The 10 responses are:

that potentially be caused by class and 
power relation issues where one party is of 
the elite group who decides the rules, and 
the other party must fully adopt it. When 
an audience can decode the message under 
the context of the dominant cultural and 
societal view, but they do not necessarily 
abide by the hegemonic perspective and 
rules while familiar with it so that they can 
decode it adequately, this audience is now 
within the realm of negotiated position. 
The last category is when an audience al-
lows their own beliefs and perspective to 
interfere with the decoding process and 
thus defies the intended meaning from the 
sender and instead find another mean-
ing, this audience shows an oppositional 
position (Hall, 1993in Durham & Kellner, 
2006, pp. 171 - 173).

A spectacle has 4 (four) elements, which 
are The Star, The agent, False Choice and 
Détournement (Debord, 2014). The Star 
is the main element, being a representa-
tion of living human beings, and The Star 
is a famous individual or a celebrity that 
however does not have freedom to con-
duct their life activities which implies that 
while in a spectacle they will act according 
to a script decided by producers. Mean-
while, The Agent is a common individual 
that can perform as a certain role assigned 
that is a different personality from their 
day-to-day life very well and therefore 
captivate the audience; an agent will be 
The Star after assigned with a certain task 
or role.  To attract audiences, producers 
of spectacles will provide False Choice to 
make audience feel as if they have various 
options, while actually they are just a di-
versity of the same spectacle. And finally, 
the last element in creating “new” specta-
cles is a Détournement; “the tautological 
character of the spectacle stems from the 
fact that its means and ends are identical.” 
A producer of a spectacle will make use of 
something the audience is already familiar 
with, taken from its original context and 
develop it freely, as there is no rigid code 
of how to re-use the fragment. Morgan & 

Table 1. Selected Audience Response
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Discussion
The research identified some keywords 

to reveal which elements that attracted the 
audience and at the same time reflecting 
their position; whether they are in agree-
ment with the purpose of the producer in 
making the film, in a negotiation, or in 
an opposition. Consequently, there are 2 
(two) categories; one on the elements of a 
spectacle – in this case the film, that made 
the audience dis/like it, and their position 
on receiving the film.

The Producer’s Aims & Audience 
Comments 

To understand the intention of the pro-

ducer, some data was collected from the 
video of the making of the film available 
on the link:https://www.youtube.com/
watch?v=-lsFs2615gw , in which the actor 
who happens to be one of the producers, 
Tom Cruise explained how the team made 
efforts to create a special spectacle by try-
ing various actions that took carefully 
preparation by stating that: 

This is far and away the most dan-
gerous thing we’ve ever attempted, 
we/ve been working on these for 
years. We/re going to shoot in Nor-
way & it’ll be a motorcycle jump off 
a cliff into a BASE jump. Wanted 
to do it since I was a little kid, It all 
comes to 1 thing: the audience (min-
ute 0:04 – 0:24) 

which clarifies their intention to entertain 
the audience, so that they prepare very 
dangerous actions carefully and seriously 
to be a spectacle. The producers are ful-
ly committed in making the film attrac-
tive by providing new level of intensity, 
so that the practice they did was done 
meticulously and it was emphasized by 
Cruise when they were practicing for the 
motorbike jump, they must know how to 
do it well and correctly, by saying, “That’s 
what we say to each other: Don’t be care-
ful. Be Competent. Be Competent” (min-
ute 0:49). They were willing to take risks 
in preparing spectacles to entertain the 
audience.  The serious preparation was 
also demonstrated by performing various 
learning and practicing in terms of skydiv-
ing, BASE jumping, and tracking, as stat-
ed by one of the coaches of The Star, who 
did very intensive training and practic-
ing to …“Getting confident in motocross, 
so he’s comfortably jumping 70, 80-foot 
tabletop”, and  the trainings involved 30 
jumps a day, more than 500 skydives, and 
over 13,000 motocross jumps. (minutes 
02:24 – 02:40)

Besides relying on advanced individ-
ual performers’, in this case The Star’s, 

Mission Possible: Creating a Spectacle 
with a Repetition of The Same Formula

Vera Syamsi



Vol. XVII, No. 1 June 202420

skills, the team also leveraged the advance-
ment of digital technology, as in … “The 
other (challenge) is putting a camera in 
a place ... Finding the right lens, the right 
platform, the right medium. Even 2 years 
ago, the cameras didn’t exist that would 
allow us to do what we’re trying to do to-
day.” (minutes 02:06 - 02:20) They also 
attached a GPS chip on The Star’s back to 
record the heights of the jumps, to get the 
precise direction, ground speed and wind 
direction. The use of technology is nothing 
new in movie making, but they add and 
change the technique, exemplifying the 
application of detournement; a fragment 
of a familiar part in a movie making pro-
cess but adding some new elements to cre-
ate new sensations for the audience. The 
producer–cum- The Star in the video em-
phasized again how the spectacle was cre-
ated for the contentment of the audience 
by saying, “how do we involve the audi-
ence? I just want to give them that thrill? 
You train and drill every little aspect over 
and over and over and over again.” (min-
utes 02:28 – 02: 32). The film was made 
and intended to be a spectacle that will en-
tertain the audience by utilizing the latest 
technology and highest capabilities of The 
Star.

Based on the analysis there are 2 (two) 
categories; one on how the spectacle is 
created -implementing détournement 
and the other on The Star. Mainly, the 
responses that focus on the spectacle’s 
element emphasize the use of advanced 
(digital) technology in the making of the 
movie, hence reflecting the impacts of ap-
plying détournement. As Debord argued 
that to create a spectacle, some fragment 
of previous bigger picture is taken, mod-
ified and added with some spectacularity 
to create a new spectacle. The use of tech-
nology is not new to the sequels of Mission 
Impossible, but they keep improving and 
be up to date with the latest technology, 
and in “Mission: Impossible -Dead Reck-
oning Part One” the enemy is a sentient 
artificial intelligence, which does not exist 

at present time, and according to Wach-
ter (in (Russon, 2023) there is currently 
neither the scientific evidence of having 
a pathway to create such sentient AI, not 
event any evidence that sub pathways can 
be created. So, as a part of détournement, 
the producer of the film modifies the use 
of technology to be more spectacular by 
creating an AI with a capacity to feel or 
perceive like human beings.  It is not the 
only part of modifying advanced technol-
ogy that currently does not exist, as the 
film also shows people with the ability 
to hack facial recognition and augment-
ed-reality glasses which are usually pres-
ent in airports, besides an ability to adapt 
CCTV footage to change people’s faces 
and voices, that according to Kankaala (in 
Russon, 2023) is not foreseeable to exist 
nowadays due to very complex computa-
tional resources required.  Many techno-
logical advancements shown in the movie 
are not real in the current time, but they 
are very crucial détournement to make a 
movie a successful spectacle, as reflected 
in the responses.

Responses Reflecting Détour-
nement Factor

The responses mostly mention the 
spectacles created by utilizing technology 
as reasons why they like the film, such as 
those stated by R1, R4, R 8 & R9 regard-
ing the equipment used, which are: “Dirt 
Bikes, Aircraft, the train scene, zero-G 
moment,”  …”action sequences were fan-
tastic.” R1 mentions the use of “Dirt Bikes, 
Aircraft, and a Mission” makes the movie 
…” looks awesome!”, -an evidence of the 
usefulness of detournement.  Similarly, 
R4 stated “absolute blast, the train scene 
and zero-G moment that literally took 
my breath away.” R7 compares the movie 
with James Bond sequels which are also 
known as a movie supported by the use 
of the latest technology, cars and gadgets, 
and R8 mentions “The action sequences 
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were fantastic, narrow alley hand to hand 
combat scene and ending train sequence” 
and ending their comment by saying 
“Can’t wait for part 2.”. These responses 
demonstrate the success of détournement 
in attracting people to watch the movie.   

Unlike the previous audiences, R9 
wrote their response elaborately, showing 
admiration to The Star, the spectacles and 
cinematography of the film, however the 
emphasize is on the spectacles found in 
the movie by mentioning:

…action-packed scene and thrilling 
moment. The action sequences were 
spectacularly staged, leaving my 
heart racing with excitement. Tom 
Cruise delivered an impressive per-
formance as the lead, bringing the 
characters to life in a remarkable 
way. His stunts were mind-blow-
ing, and it was evident that he went 
above and beyond to provide the au-
dience with an unforgettable experi-
ence… stunning visual effects”. 

Besides towards the spectacle they also 
praised the “…plot was gripping and full of 
surprising twists …”, “The set designs and 
cinematography were fantastic, making 
me feel like I was transported to an entire-
ly new reality”.  This response reflects the 
crucial parts of cinematography skills, The 
Star and repetition of action or détour-
nement applied in the movie.  

And finally, similar to R9, R5 focuses 
on the cinematography aspects such as 
“The storyline, narrative, film making and 
visual are fantastic … The script writing 
is done very cleverly”, showing that the 
careful planning and execution of mov-
ie making makes the attraction for him/
her, besides “the stunt with the music”. It 
implies that great cinematography must 
be supplemented by actions that would 
make it a complete spectacle and so that 
it is worth experiencing. The responses 
from the 6 (six) audiences that refer to the 
attraction factors of using stunts, actions 

and high technology equipment describe 
a film making element which is not en-
tirely new, and have been used in previ-
ously popular movies as well, however the 
producer is still challenged from time to 
time to be creative to add something new 
to it; creating détournement. 

Responses focusing on The Star

5 responses (R 2,R3, R6, R7, R10) 
appreciated the efforts done by The Star 
to do his utmost in creating spectacu-
lar actions, and at the same time they 
also reveal dominant-hegemonic posi-
tion when they express their admiration 
to The Star by using words and phrases 
like “Respect”, “this dude is the driving 
force in just making awesome movies 
and maintaining what they are meant 
to be and that is an entertaining escape 
from reality”. 2 responses used the word 
“respect”, and 1 used “Massive respect” to 
show strong commendation which relate 
to what the actor mention in the video of 
the making of the film, “This is far and 
away the most dangerous thing we’ve 
ever attempted, we’ve been working on 
these for years. We/re going to shoot in 
Norway & it’ll be a motorcycle jump off 
a cliff into a BASE jump. Wanted to do 
it since I was a little kid, it all comes to 1 
thing: the audience” – expressing his ear-
nest intention in creating spectacles that 
will be an ultimate entertainment.

As Debord (2014) stated that The Star 
is the fundamental element to create a 
spectacle, they must be “perfect” as they 
are the representation of human being 
and serves as …” superficial objects that 
people can identify with in order to com-
pensate for the fragmented productive 
specializations that they actually live… 
these celebrities is to act out various life-
styles or socio-political viewpoints in a 
full, totally free manner. But the activ-
ities of these stars are not really free, 
and they offer no real choices”; The Star 
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in the movie has all the criteria of a very 
determined, brave and strong-willed in-
dividual to perform a mission impossible. 
According to Debord, regardless of the 
quality and their role as a model to the so-
ciety, The Star in fact cannot take a free 
choice as at the same time they are un-
der the command of the producer of the 
movie – in this context the capitalists in 
a film industry who decides the role and 
writes the script. They must play the role 
prepared for them by the producers. How-
ever, The Star in the film is also one of the 
producers, therefore he has authority to 
decide the narrative, and as revealed by 
him in the video of the making of the film, 
he even insisted to do the best to present 
a spectacular show for the audience of the 
film. 

The result proves that currently the 
world is dominated by the advancement 
of digital technology and the emergence 
of artificial intelligence. The movie adopt-
ed that, as previously quoted, the film as 
a spectacle shows an ideology that society 
adheres to. The film reflects the current 
circumstance, which is how people are 
pondering whether AI can control human 
beings while now in fact people rely more 
and more on it. Besides showing what 
happens within a society, a spectacle is 
also proof of an accumulation of capital, 
thus the capitalist can decide what the au-
dience can watch. 

Audience Reception

To answer the second research ques-
tion, audience receptions were analyzed 
to decide where their positions are, by 
implementing the concept of Encoding – 
Decoding from Hall (1993 in Durham & 
Kellner, 2006, pp. 171 - 173). The respons-
es were analyzed by scrutinizing keywords 
showing either dominant, negotiated, or 
oppositional positions. The followings are 
the analysis result which shows that all 
audience are in the dominant hegemonic 

position by giving approval and admira-
tion to the actions and the star.

Table 2. Reception Position  
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The responses show 6 (six) audience 
(R1, R4, R5, R7, R8, R 9) appreciated the 
actions or spectacle in the film, reflect-
ing the use of detournement. 4 (four) 
audience (R2, R3, R6, R10) admired the 
work of the star to prepare for the spec-
tacles in the movie. Meanwhile, R7 ad-
mired the spectacle, and their comment 
fully demonstrated the successful adop-
tion of détournement in the film, which 
s/he said similar to another popular film; 
James Bond. The other result of the anal-
ysis shows all the responses agree with the 
producers’ intention of creating a specta-
cle that gives utmost entertainment to the 
audience; all of them enjoyed the film very 

much. Thus, all of the responses are in the 
dominant-hegemonic position. 

The following table shows the analysis 
result of the elements of a spectacle and 
the audiences’ positions:

Table 3. Recapitulation of the Analysis  

Conclusion
Film industry that has been a major 

income for countries and the people in-
volved in it relies on various factors and 
elements to keep attracting audiences. 
Various strategies and efforts have been 
implemented and will always be explored 
to achieve the goal. Utilization of the lat-
est technology and highly- skilled and 
spectacular actions are not new factors 
that can allure audience to go to movies 
to have wonderful experience of watch-
ing a spectacle. The attraction factor of 
The Star who plays the main role is inev-
itable, and therefore s/he must perform 
their utmost to be considered successful 
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in their role, meanwhile, another equally 
important for the success of a film is the 
application of détournement; re-iterat-
ing a successful fragment by adding some 
newness in it. The familiarity factor serves 
almost as a guarantee to get the favor from 
audiences.  It may seem to offer something 
new, while in fact it is not.  A repetition 
can be boring and uninteresting, but if 
there is some creativity, the repetition is 
in fact an attractive facet that is very sig-
nificant for a successful spectacle. Besides 
that, element of timeliness is proven to be 
very crucial in making a film a box office 
as Mission Impossible movie has demon-
strated; by raising an AI issue and using 
a case of submarine sabotage, which is a 
frequent occurrence especially in a proxy 
war. The enemy in the film is a sentient AI, 
so The Star is trying to chase a very pow-
erful “ghost’. As Debord said that specta-
cles are reflection of the society, currently 
in the global world the powerful enemy is 
something intangible, such as AI and fake 
news, all due to advanced digital technol-
ogy.  

Thus, it is a mission possible to create a 
new and successful spectacle by relying on 
some “old stuff” but concealed with new 
packages. As long as a spectacle is con-
sidered as a worth-to-watch movie, it will 
be received happily and enthusiastically 
by audiences thus positioning them in a 
dominant-hegemonic perspective toward 
the film.

References
Bengtsson, M. (2016). How to plan and 

perform a qualitative study using 
content analysis. NursingPlus Open, 
2, 8–14. https://doi.org/10.1016/j.
npls.2016.01.001

Broodryk, C. 2024. (n.d.). Reflecting on 
Analogue Faces and Digital Masks 
Through Mission: Impossible (1996-
2023).https://doi.org/https://doi.

org/10.21153/psj2024vol9no2art1927

Chen, X. (2023). The Movie Culture of U.S. 
In Proceedings of the 2022 4th Inter-
national Conference on Literature, Art 
and Human Development (ICLAHD 
2022) (pp. 839–844). Atlantis Press 
SARL. https://doi.org/10.2991/978-
2-494069-97-8_106

Couldry, N. (2000). Inside Culture.
Debord, G. (2014). The Society of the 
Spectacle (translated by Knabb).

Durham, M. G., & Kellner, Douglas. M. 
(2006). Adventures in Media and 
Cultural Studies i Media and Cultural 
Studies.

IMDb Pro. (2021). Rank Release Group 
Worldwide Domestic % Foreign % 
Rank. https://www.boxofficemojo.
com/year/world/2021/1/6

IMDb Pro. (2022). Rank Release Group 
Worldwide Domestic % Foreign % 
Rank. https://www.boxofficemojo.
com/year/world/2022/

IMDb Pro. (2023). Rank Release Group 
Worldwide Domestic % Foreign % 
Rank. https://www.boxofficemojo.
com/year/world/

Joseph, S. E. (2019). What Makes a Movie 
Successful : Using Analytics to Study 
Box What Makes a Movie Successful : 
Using Analytics to Study Box Office 
Hits Office Hits. https://trace.tennes-
see.edu/utk_chanhonoproj

King, G. (2000). Spectacular Narratives. 
I.B.Tauris & Co Ltd.

Maisuwong, W. (2012). The Promotion of 
American Culture through Hollywood 
Movies to the World. http://www.ra-
zonypalabra.org.mx/anteriores/n43/
krampal.html

Morgan, T. & L. P. (2016). An Illustrated 
Guide to Guy Debord’s “The Society of 
the Spectacle.”https://hyperallergic.

Mission Possible: Creating a Spectacle 
with a Repetition of The Same Formula

Vera Syamsi



Vol. XVII, No. 1 June 2024 25

com/313435/an-illustrated-guide-to-
guy-debords-the-society-of-the-spec-
tacle/

Mulhall, S. (2006). The Impersonation 
of Personality: Film as Philosophy in 
“Mission: Impossible.” In Source: The 
Journal of Aesthetics and Art Criti-
cism (Vol. 64, Issue 1). Winter.

Ndalianis, A. (2000, February). The Fren-
zy of the Visible: Spectacle and Mo-
tion in the Era of the Digital. https://
www.sensesofcinema.com/2000/fea-
ture-articles/matrix-2/

O’Donnell, R. (2016). Mission: impossi-
ble? The rehabilitation of Tom Cruise. 
In Celebrity Studies (Vol. 7, Issue 3, 
pp. 425–428). Routledge.https://doi.
org/10.1080/19392397.2016.1202661

Pangarker, N. A., & Smit, E. V. D. M. 
(2013). The determinants of box office 
performance in the film industry revis-
ited. In J.Bus.Manage (Issue 3).

Russon, M.-A. (2023). Mission: Impos-
sible-Dead Reckoning’s technology 
unpacked-From AI to facial recogni-
tion. https://www.standard.co.uk/
tech/mission-impossible-dead-reck-
o n i n g - t e c h n o l o g y - u s e d - r e -
al-life-b1093576.html

Wu, X. (2022). International Journal of 
Education and Humanities Virtual 
Spectacle-Concept Design Concept of 
Film in The Era of Digital Media. In-
ternational Journal of Education and 
Humanities, Vol. 4(3), 35–37.

Yu, S. Q., & Austin, G. (n.d.). Revisiting 
star studies : cultures, themes and 
methods (2017th ed.). Edinburgh: Ed-
inburgh University Press. Retrieved 
May 1, 2024, from https://centaur.
reading.ac.uk/105589/

Zane, M. (2023, June 14). 25+ Striking 
U.S. Film Industry Statistics [2023]_ 
Facts About The Video Production In-

dustry In The U.S. - Zippia. https://
www.zippia.com/advice/us-film-in-
dustry-statistics/

Mission Possible: Creating a Spectacle 
with a Repetition of The Same Formula

Vera Syamsi


