
“The magic, relived!  The songs you love, the characters you adore, the memories you treasure, all brought back in Disney’s newest direct-to-video animated classic, The Sword in the Stone II:  Arthur’s Malignant Tumor!  As young King Arthur struggles with a debilitating cancerous buildup, Archimedes the talking owl experiments with his sexuality at the local birdbath!  This all-star cast is joined by the hysterical antics of legendary comedian, John Leguizamo, as the mystical wizard, Merlin!  Filled with TWO brand new songs written by award-nominated amateur composer, Vladamir Mahasatok, this magical adventure is SURE to live in your hearts forever!  Disney’s The Sword in the Stone II:  Arthur’s Malignant Tumor!  Buy it today on VHS and DVD!”


The saddest thing about this miserable load of tripe is that you can expect it to be obnoxiously blared out, nearly word for word, during some movie preview in the coming months.  The day apocalyptic animation critics have been warning us of has finally emerged - cheap franchising and flimsy reproductions have taken significance to creativity and originality at Walt Disney Studios, and the catalyst is not hard to name:  sequels.


Production has already started on follow-up films for Tarzan, Atlantis, Mulan, Hercules, The Jungle Book, and even Dumbo.  Think about that:  a sequel to a film about an elephant with oversized ears.  What could they possibly do with that?  Dumbo’s son, with a hideously elongated trunk, searches for his niche within the circus?

The most recent whisper across online cartoon forums has been that considerations for a Snow White II are currently being weighed.  This is yet another of the proofs that no story is too sacred to modify for the corporation – as shown in the horrendous excuses for animated storytelling, Cinderella II:  Dreams Come True and Lady and the Tramp II:  Scamp’s Adventure.  With the birth of the Snow White II rumor, spectators are dubbing this current stage Disney seems to be going through as “The Greed Age of Animation”.

The company has recently had troubles with their original features being predictable and formulaic, but this problem is most notably visible in the case of sequels.  They can usually be narrowed down to one and/or two ideas:  the main villain (even if (s)he is thought dead), or a close relative that looks similar to the first villain disrupts the peaceful equilibrium the characters fought for in the first film, or the main characters have children that face the same type of obstacles as their parents did.

The main problem with these are that it’s completely obvious that there was more thought and effort put into Spice World then there are into these “Masterpieces”.  The average Disney sequel costs a mere $15 million to produce and brings in over $150 million in video sales and rentals, alone (of which the writer received about $30, which was fine with him, because he’s used to earning minimum wage for cleaning the toilets at the local Taco Bell he works at during the day, after school).

“Animation dilution” is a commonly heard phrase, nowadays.  Joe Tracy, publisher of Digital Media FX, a movie review website, explains about animation dilution:  “Many fast food joints learned years ago that they could make more money from selling soft drinks [that are comprised mostly of] ice…Ice is virtually free and by conditioning people to believe they need ice to keep drinks cold, these places were successfully diluting the soda to make more money.  [Disney] is diluting its own marketplace to make an extra buck.  The movies are more watered down and without substance but as long as the public doesn’t care, [they] will continue.  Disney’s ultimate goal would be to create a brand image where people expect (and perhaps even want) an animated sequel, just like many people come to expect ice with their soft drink.”

For the past three years, Disney Studios have not been even nominated at the Animatasia Awards for “Best Animation Studio of the Year” – an area they have always unquestionably swept.  The Studio’s push is now on their computer animation company, Pixar Entertainment (creators of hits, Toy Story, Toy Story 2, and Monsters, Inc.) to make two of the three of their remaining films with Disney into sequels of their own.  Quoted Pixar Chief Executive Officer, Steve Jobs, “[We have] only three pictures left to deliver under the current deal with Disney, and all three are currently in some stage of production…[we] have the right of first refusal to make sequels of our films, [and hold] no obligation to do so.”

It is in dark times like this, where the company is rapidly losing its non-comatose audience above the age of five, when Disney must look around and see the light.  Walt Disney, in his life, never made a single sequel, because he knew that his productions were so intricate and meaningful that there wouldn’t be enough left over for a second decent storyline.  Originality, imagination, and good performance are the only things that will give Disney the financial strength and viewer loyalty they so apparently crave.  Please, leave King Arthur’s health alone.
