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Alex Bag
Elizabeth Dee Gallery, through Mar
27T (see Chelsea).
lex Bag has shifted the tarset of her
A satirical aritique from the art world
to the media in her current exhibi-

taoi, T he Coven Serviaces for Consumer
Mesmerism, Product Sorcery and the
Necromantic Reimagination of Con-
sumplion. she has zet upa hetitouws ad
agency in the main gallery at Elizabeth
Dee and turned the back space into a
acreening room where commercials
(many starring the artist herself) inter-
rupt the main program, excerpts from
the notorious Pariz Hilton sex videos,

Signs of witcheraft abound in
the front “office™ —mood-boards with
meantations, an image of Bush
Limbaugh metamorphosing into a don-
key, a mural inspared by antique sorcery
books, Homus-pocus recurs inthe video
as Bag plavs a character named for the
pharmaceutical mant El Lilly, cos-
tumed as the Wicked Witch of the West
ina lab coat, whispering plans for tar-
geting children as the next big Prozac
merrket. Bag aleo azsumes the character
of Iragi war hero Jessica Lynch as a
spokesperson for Halliburton in Irag,
making a peace sign while delivering
the slogan “Halliburton—making bad
thingrs oo™

By far the best commercial features
Bag consuming Procter & Gamble

Blex Bag, detail of Demo ReelCoven
Sﬂiﬂ,m

products—slathermg on “anb-odorant,”
eating “lard rounds” (a.k.a. chips), aln
larious riff on how products infiltrate
every aspect of our waking moments.
Becauze the commercials are cleverly
conceived to zeem as flat-footed as any
White House PR, viewers may long for
the kind of polish mimicked by
Adbusters magazine spoofsor Safur-
day Night Live, Still, the show raises
poweriul questions abaut the mechan-
ics of advertising, and viewers mav
leave wondering why they buy any-
thing they see on felevision, from
reported weapons of mass destruction
tomnipads e L. Godbody



