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' Spot Incentives Appear To Be

Gaining Legislative Momentum

Pro-Filming Measures—Some Passed, Some Pending—Make
Headway In Several States Per SHOOT Survey At AFCI Show

By Robert Goldrich

SANTA MONICA—A day prior to the start of the Association
of Film Commissioners International (AFCI) 2005 Locations
Trade Show this past weekend (4/15-17) in Santa Monica, a
panel discussion—sponsored in part by the AFCI—took place
at Loyola Law School, Los Angeles, to address how to best take
advantage of filming incentives. The session focused primarily
on benefits available to features and TV programs, which is
understandable given what’s typically been the nature of anti-
runaway legislation.

However, AFCI president Pat Swinney Kaufman—
executive director and deputy commissioner of the New York
State Governor’s Office For Motion Picture and Television
Development—noted that by this time next year, it might make
sense to schedule a panel discussion about how to capitalize

on spotmaking incentives since momentum as of late seems
to be building on that legislative front. “I’m making a mental
note to consider putting that discussion on next year’s [AFCI
Locations] agenda,” said Kaufman.

SHOOT has recently reported on filming incentive
prospects for commercials in California (SHOOT, 3/11, p. 1)
and New York (SHOOT, 4/8, p. 1). The latter proposal, which
has taken the form of bills in the New York State Senate and
Assembly, is believed to be the first major tax credit incentive
designed for and exclusively targeting commercials. No
measure has yet been introduced in California but word is
that the administration of Gov. Arnold Schwarzenegger (R-
CA) intends to push a major anti-runaway bill that will cover
features, TV and spots.

>Continued on page 8

Avid, Apple Unveil Wares At NAB

By Carolyn Giadina

LAS VEGAS—Many from the
commercial editorial community made
the annual trek to the National Association
of Broadcasters (NAB) convention,
which concluded yesterday (4/21) in
Las Vegas, to get the latest from industry
leader Avid Technology, Tewksbury,
Mass., and its rival, Cupertino, Calif.-
headquartered Apple. Both companies

focused on new price/performance goals
and their continued emphasis on making
HD accessible to the masses.

Also, as prevalent rumors suggested
(SHOOT, 4/8, p. 1), Avid introduced an
HD Symphony—the Avid Symphony
Nitris, a nonlinear SD and HD finishing
system with the popular Avid interface,
designed to offer real-time editing and
effects for multi-stream 10-bit HD and

SD media, as well as HD Total Conform
with its Media Composer product family.
This represents a development that many
Symphony users in the spot community
had been hoping for—a high resolution
finishing system with the familiar Avid
interface.

“We are very excited,” said Steve
Beal, co-president of New York-based
Bionic Media, which posts commercials,

>Continued on page 10

A Custom Ad
Fit: Refinery,
Visible World

By Robert Goldrich

NEW YORK—AIlthough Joe Krings
of Refinery, New York, is a seasoned
editor, the past year has been a learning
experience for him and his company
colleagues. That’s because in spring
2004, Refinery and addressable ad
technology company Visible World, New
York, entered into a cooperative working
alliance. This has put Refinery on the
ground floor of customized advertising,
with extensive experimentation and an
ambitious campaign for the Ford Dealers
in the New York Tri-State area out of J.
Walter Thompson (JWT), Detroit, and
New Brunswick, N.J.

>Continued on page 9

Franklin And
Martinez Top
AICE Finalists

By Robert Goldrich

NEW YORK—Editor Chris Franklin of
Big Sky, New York, topped the field with
four finalists in the 2005 Association of
Independent Creative Editors (AICE)
Awards competition. Next up with
three nominations was Paul Martinez
of bicoastal Lost Planet. Garnering two

>Continued on page 16
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Going North

he Association of Independent
Creative Editors (AICE) Awards
and Hall of Fame gala isn’t until

May 24 at Chelsea Piers in New York,

but this year’s competition has already
made history with just two of its
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recently announced 33
nominations (see story,
p. D).

The pair of
nominations went to Panic
& Bob Editing, Toronto—
one for editor Matthew
Kett, the other for cutter Brian Williams.
Kett was nominated in the music/sound
category for Country Music Television’s
“Dueling Sitars” directed by Michael
Downing of Radke Films, Toronto, via
agency Zig, Toronto. (Downing directs
in the U.S. via harvest, Santa Monica.)
Williams’ nomination came in the local spot
category for Elections Ontario’s “Office”
directed by Tim Godsall of Untitled for
DDB Canada. (Godsall’s stateside home is
Biscuit Filmworks, Los Angeles.)

These are the first two AICE
Award nominations in the history of

Production View

the competition to be bestowed upon
editors from a house outside the U.S. As
in years past, only editors from AICE
member shops are considered for awards
recognition. However, with the AICE’s

formation of a Toronto chapter (SHOOT,

10/22/04, p. 1)—the organization’s first
chapter not in the U.S.—this means that
entries from Canadian shops became
eligible for the AICE Awards.

As earlier
11/5/04, p. 1), the AICE is also exploring

the possibility of expansion overseas.

This means that the geographic scope
of future AICE Award competitions

could continue to grow. But for now,

the competition extending its reach to
Canada is a significant stride unto itself.
Finalists are selected by editors

from AICE member houses in the U.S.

and Canada. This makes the nominations
particularly special in that they represent
recognition from one’s peers. And for
Panic & Bob, there’s the added bonus

reported  (SHOOT,

of being the first shop in Canada to have
editors included in the field of nominees.

Editor Williams’ support team on
the nominated :30 titled “Office” for
Elections Ontario included assistant
editor Naveen Srivastava and Panic &

Bob executive producer Sam McLaren.

The DDB creative ensemble consisted
of creative director Neil McOstrich, art
director Marketa Krivy, copywriter
Ben Weinberg, and producers Andrew
Schulze, Shenny Jaffer and Tom Evelyn.

McLaren was also the exec producer
on “Dueling Sitars,” a Country Music
Television :30 cut by Kett. The creative
coterie at Zig included creative directors
Elspeth Lynn and Lorraine Tao, art director
Stephen Leps, copywriter Aaron Starkman
and producer Amanda Loughran.

This is the fourth AICE Show—the
inaugural event was in New York in
’01 and then shifted to Los Angeles in
’02. Those first two shows took place
during the last quarter of the year, a

By Robert Goldrich

schedule which meant that the awards
honored editing on spots that debuted
during a July through June eligibility
period. Rather than hold a November
’03 awards ceremony, AICE officials
opted to push back the event some six
months so that the competition could
be positioned from ’05 on to recognize
the best-edited work of the previous
calendar year. The *04 Show covered an
18-month eligibility period (July 1,’02-
Dec. 31, ’03) to account for the event’s
altered schedule.

A blue-ribbon panel of judges will
review the ’05 AICE Awards’ finalist
spots and select the winner in each
category. The blue-ribbon body consists
of judges from the editorial, directorial
and ad agency communities. The
competition’s 1lediting categories are:
Comedy, Dialogue, Graphics, Local
Spot, Montage, Music/Sound, PSA,
Storytelling, Spec Spot, Visual Effects,
and National Campaign.

Preparing Commercials For Theatrical Exhibition

The decline in audience viewing of
television advertising due to personal
videorecorders(PVRs),picture-in-picture
and channel surfing has led advertisers
to look for alternative venues to hock
their wares. Movie theatres are one of
the hottest spots to place advertisements
today. They offer a premium experience,
a targeted audience and an opportunity to
linkaproductorservice withmega-budget
features. In the 2003 Arbitron Cinema
Study: Appointment Viewing by Young,
Affluent, Captive Audiences, Pierre
Bouvard, president, New Ventures,
states “Worldwide, nearly a billion
dollars is spent in cinema advertising,
little of it in the United States. Our
research indicates cinema audiences

are open to advertising,
and represent a large

and highly attractive

target audience for

advertisers. The U.S.

cinema advertising

H. Loren market is poised for

Nielsenis ~ growth.”

co-founder/ The theatrical
Eﬁ{g}fgf;ﬁ) Z’}) i market presents unique
Technology challenggs to the
commercial ~ producer:

especially today—when
many different forms of playback and
projection are being deployed in theatres
for pre-show presentation. It’s important
to understand the system your content is
destined for and then to post your ads to

ensure proper playback. Post production
for advertisements destined for the big
screen differs from TV post in many
important ways. Here are some things to
consider when you’re preparing your ads
for exhibition in the multiplex:

EXHIBITION FORMATS

No standards exist for pre-show
exhibition. Theatre chains use a variety
of technologies and media for their pre-
show entertainment. =~ Some theatres
use their 35mm systems and all content
must be delivered in that format. Most
theatres today have some kind of digital
projection and playback system. The
quality and the technology vary wildly.
Some systems are standard definition,

By H. Loren Nielsen

others high definition. Some use higher
quality digital cinema type projection,
others lower quality business projectors.
Learn about the system on which your
theatrical commercials will be displayed.
The success of your image depends on
it.

SCALE

Movie screens vary from 20 feet
to 70 feet wide. The area covered in an
average 35 foot movie screen is 665
square feet. Compare that to a 25 inch
television screen, which is 3.25 square
feet. Audiences sit relatively closer to
theatre screens. The average seating
distance in theatres is 2 to 3 times screen
height while at home, it’s 7 to 8. Things
look different when they’re big and
close. Colors appear brighter, makeup is

>Continued on page 6
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The Viral Factory Spreads
To The Stateside Market

By Kristin Wilcha
The Viral Factory, a London-headquartered shop that creates viral advertising for

an array of marketers, is setting its sights on the stateside market. The company,

perhaps best known in the U.S. for its award-winning series of Trojan virals that
presents coital activities as Olympic sport, is offering its services to U.S. ad agencies
via its affiliation with the newly launched Outsider, Santa Monica. (James Rouse,
who’s now handled for spots by Outsider, London and Santa Monica, directed the
Trojan campaign.) Currently, The Viral Factory with Microsoft and agency GLG, San
Francisco, is working on a viral package for the stateside market, as well as with Ford
and Oglivy & Mather, London, on a U.K. job.

The Viral Factory, headed up by Ed Robinson and Matthew Smith, launched
three years ago in London. Later production house Outsider, London, under the aegis
of partners/executive producers Robert Campbell and Toby Courlander, acquired a 25
percent stake in The Viral Factory.

“Robert thought [what we were doing] fitted in with his work at Outsider,” explained
Robinson of Outsider’s interest in the shop. “He saw we were doing something that
offered an element of newness, and perhaps of the future.”

Before partnering, Smith produced Web sites, and other online content, while
Robinson worked in production. “[Virals] just seemed like something that had to take

off,” related Smith of his company’s formation. “Especially given the fact that there
wasn’t really a compelling way to advertise on theWeb at the time—there was no real
rich media advertising on the Web.”

When The Viral Factory works on a project, its artisans write and produce the

content, as well as distribute it. While Outsider has a stake in the company, its directors
do not necessarily work on projects done through The Viral Factory, although Outsider
directors have worked with the shop.

“We do work alongside directors,” Robinson related. “[We don’t work] in a

traditional advertising sense of we come up with scripts and then we hire directors
and we make them. ... When we make work, it’s co-directed by a director and by the
Viral Factory. Because of the confines of the delivery mechanism—the fact that you
have to work within a certain frame rate, file size, et cetera—we’ve created a new L

way of working that’s much more collaborative and collective rather than driven by
individual directors....Matt, I and the director work as a triumvirate. The best people [ 410 Awwnat AICE Epimens Awanp Saow
we’ve worked with have never directed a commercial in their lives, because the tone is ; [ '
completely different. The media defines a totally different way of communicating with Mar 2414 2005

the audience. .... The viral senders, those are the guys who direct what we make. We Pue B0 Now Yous
just put on screen what we need to show.” '

One of the big differences between viral advertising, and more traditional TV a

advertising is how budgets are allocated. For instance, with the Trojan work, most of the AEE .
ad budget was invested in the production, rather than in the media. “The most you want '
to spend on media is 25 percent,” says Smith, noting that figure is on the high side. “The
rest is spent on content.” Smith notes that the Trojan work has been seen by estimated ' T ¢ . i .
40 millilz)n people worldwide—something that lilJ<ely wouldn’t have occuri]ed had the IIIEH’[E ok I]J.@,H?:!l discreat’ SONY: T Av'!d i

>Continued on page 7
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Dirs. Merhar, Thurber
Join Sandwick Films

By Robert Goldrich

NEW YORK-—Bicoastal Sandwick Films
has signed directors Dave Merhar, formerly
of bicoastal HSI Productions, and Rawson
Thurber, who had been with Santa Monica-
based F.M. Rocks and its commercial division,
Boondoggle.

The two directors share a couple of
common bonds; they have built reputations as
comedy specialists and both have scored with
ads on the Super Bowl. For example, Merhar’s
Super Sunday endeavors include Bud Light’s
“Falconer” in 2002 and “Shopping” in ’98.
The latter depicts several men finding refuge
in a department store clothes rack while
their significant others shop in the mall. The
dress rack not only hides the men from view,
but also houses a TV and a healthy supply
of Bud Light. “Falconer” shows a falcon
delivering bottles of Bud Light to a man in
a high-rise building. His female companion
is impressed; the spot then reveals that the
falcon is swooping down on patrons of an
outdoor café, wreaking havoc and absconding
with the bottles of brew.

Meanwhile, Thurber made his first major
spotmaking splash during the *03 Super Bowl
telecast. His Terry Tate: Olffice Linebacker
series of shorts evolved into a successful
Reebok campaign for The Arnell Group, New
York. The humorous “Terry Tate” ad fare
spurred Big Game viewers to log onto the
Reebok Web site in record numbers in order to
see the short films starring the Tate character
whose vicious linebacker hits and tackles bring
employee obedience to the office workplace.
MERHAR

Merhar’s move to Sandwick Films marks
a reunion with company principal/executive
producer Bill Sandwick. They and Merhar’s
exec producer Grayson Bithell, who’s also
shifted over to Sandwick Films, worked
together at HSI.

Merharbringsanagency creativepedigree
to the Sandwick studio. Having first gained
industry prominence as a creative director

at DDB Chicago, Merhar then became a
partner/co-founder in boutique agency Fusion
Idea Lab, Chicago. He started directing select
projects at DDB and then helped to set up
Fusion with the goal of continuing to work
on Anheuser-Busch brands, involved in both
creative and production.

He then divested himself of his interest
in Fusion to pursue directing full time for a
greater range of clients and agencies. Merhar
first joined now defunct production house
Visitor, and later came aboard HSI. Since
leaving DDB in 96, Merhar has teamed with
exec producer Bithell.

In addition to Anheuser-Busch ads,
Merhar’s credits include work for such clients
as Washington Mutual and ESPN. He recently
helmed jobs for Taco Bell and Pepsi, which
are slated to break soon.

THURBER

Thurber, who wrote and directed the
Terry Tate series of shorts, has also been
active in longform. He wrote and helmed the
feature film Dodgeball: A True Underdog
Story (starring Ben Stiller), and is gearing up
for his next theatrical movie.

Thurber’s commercialmaking credits
include a comedy campaign for General
Motors’ “Mr. Goodwrench” brand of vehicle
repair services, outofagency Chemistriin Troy,
Mich. The GM spots star Stephen Colbert,
a “reporter” on The Daily Show with Jon
Stewart. In the GM campaign, Colbert plays
an annoying reporter trying to do an expose on
the actual identity of Mr. Goodwrench.

Thurber and Merhar round out a
directorial roster at Sandwick Films that
includes Jeff Gorman, Steve Kessler and
Marc Klasfeld. Sandwick acquired the
former JGF, Hollywood, from Gorman
in spring of ’04, and renamed the shop
Sandwick Films, bringing in such talent
as Kessler and Klasfeld, and last fall
launching a division, The 5th Column,
specializing in handling feature filmmakers
for select commercials.
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Lookout Entertainment
Welcomes Hero Director

Zhang Yimou Lands First Stateside Spot Affiliation

By Robert Goldrich

HERMOSA BEACH, Calif—Hong
Kong-based director Zhang Yimou—best
known in the U.S. for the stylized martial
arts films House of Flying Daggers and
the Jet Li-starring Hero—has secured his
first stateside spot representation, landing
at Lookout Entertainment, the Hermosa
Beach shop headed by veteran executive
producer Yvonne Bernard.

Yimou is no stranger to the
commercialmaking discipline. His reel
currently contains spots for such Asian
market clients as Soutec cell phones,
Tsing Tao Beer and Bank of China.
Yimou’s credits also include a fashion/
beauty commercial for Giorgio Armani
fragrance Sensi, and a pitch film for what
turned out to be Beijing’s successful bid
to host the 2008 Summer Olympics.

Bernard said she was drawn to
Yimou’s stylistic storytelling, which she
feels will translate well in the American
advertising market. Yimou also represents
a new wrinkle for Lookout, a production
house which works regularly with several
freelance directors. Yimou is exclusively
handled by Lookout in the U.S.

Lookout is active not only in
commercials but also corporate
communications, special venue fare and
features. On the latter score, the company
plans to produce The Sitter, a scary
comedy based on the work of author R.L.
Stine. The script for the film is currently
being penned by Pat Proft whose credits
include Scary Movie 3, Scary Movie 4
and Hot Shots! Part Deux.

Bernard noted that Lookout has a
track record with Stine, an author known
for his horror tales popular with kids and
teens. Lookout earlier recruited feature
director Joe Dante (Gremlins, Looney
Tunes: Back In Action) to helm a 3-
D/4-D film based on Stine’s “Haunted
Lighthouse.” The film is currently being
shown at Anheuser-Busch theme parks
throughout the country, including Sea
World, San Diego and Orlando, and Busch
Gardens’ parks in Williamsburg, Va., and
Tampa. The alluded to 4-D dynamic refers
to sensory effects rigged throughout the
theme park theater venues.

In addition to production, Lookout
offers character and conceptual design
services.

Area 51 Breaks Ruell Into
Spots, Wraps Big Bang Job

Dynamite Artisan Available To Direct Ads And Videos

By Robert Goldrich
SANTA MONICA—Director Aaron
Ruell, known for his portrayal of older
brother “Kip” in last year’s surprise hit
comedy Napoleon Dynamite, has signed
with Area 51, Santa Monica, for exclusive
spot and music video representation.
Ruell has just wrapped his first

~ <<PreviousPage @ Searchlssue @~ SHOOTInfo 5

assignment under the Area 51 banner,
directing a campaign for iSoldlt, out of
Seattle agency Big Bang. The spots are
marked by offbeat humor, including
several in which stir-crazy warehouse
workers have invented imbecilic games
in order to use their overstocked inventory

>Continued on page 7
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Filmmakers With Spot Ties
Win 48-Hour Competition

Ricque, Billows Pen Script; Shadowlight, Nice Hat Produce

SAN JOSE, Calif—Here’s an interesting
filmmaking challenge, somewhat like the
Food Network’s Iron Chef competition.
In fron Chef, two culinary masters must
prepare several courses in less than one
hour with a surprise ingredient that is
announced at the
startofthe show. In
the 48-Hour Film |
Project, teams of
filmmakershaveto
make shortmovies
within  surprise
genres. When
the competition
beginsat 7 p.m.on
Friday night they
find out the genre
as well as a prop, line of dialogue and a
character that every team must include in
their films. Two days later, at 7:30 p.m.
on Sunday (organizers throw in an extra
half hour for travel), the competition
ends. The festival takes place in select
cities internationally, then, the winning
films from each city are pitted against

Moved

one another. Last month at the Cinequest
Film Festival in San Jose, Calif., Moved
was pronounced the 2004 Grand Prize
Winner.

The winning team came from Atlanta
and included writers Carlos Ricque of
WestWayne, Atlanta,
and Mark Billows,
Amold Worldwide,
Boston (both men
were with BBDO
South, Atlanta, at
the time they wrote
the script). Jim Issa,
owner of Nice Hat
Productions, Atlanta,

and director/writer
Scott Ippolito,
who’s repped by Nice Hat, directed and
co-produced the project with producers
Richard Sampson and Pamela Peacock
of Shadowlight Pictures, Atlanta.
(Shadowlight recently signed Issa for
commercial and branded media work;

>Continued on page 11

Prepping Commercials For Cinema

Continued from page 2

more apparent, blacks look milkier and detail of all kinds is more visible. It’s important to consider the immersive nature of
theatrical advertising and make production and post-production choices with that in mind.

ASPECT RATIO

Many advertisers are familiar with theatrical aspect ratios and use them for television advertising to emulate a cinematic
experience. 1.85:1 (wide) and 2.39:1 (scope) are the most common formats. Moviegoers have an expectation that content seen
in a movie theatre will fill the screen. Presentation in a letter-box or pillar-box format reduces the impact of the experience. In
addition to picture framing, you must rigorously preserve content ratio so that a circle stays round on the big screen and does
not appear wider or taller when presented in flat and scope presentations. Think about it, if you can’t get the aspect ratio 100
percent right, make sure your actresses are thinner, not fatter.

FRAME RATE

Frame rate dictates correct motion playback. Television plays at 30 frames per second, movies at 24. Digital pre-show
systems could playback at either 30 or 24 fps. Keep in mind that although frame rate conversion from 30 fps to 24 is available,
it generally introduces motion artifacts that are very unattractive on a large screen. Produce in 24 fps for 24 fps display. If you
start with 24 fps, you can add 3:2 pull down for 30 fps playback. That’s a more acceptable quality trade-off.

COLOR SPACE

The color palette in theatrical display is generally larger than that in television. Colors mastered for television will
frequently appear over-saturated or unbalanced in theatrical display. It is important to optimize your content for display in its
intended format. This will assure that your brand colors are correct and your images are appealing.

As high value advertisers take advantage of prime theatrical opportunities more and more often, commercial
production and post companies will face challenges. It is a tricky process for production and post to make the transition
between their accustomed formats to the new industry direction. Post and production houses that are already geared up
because of their work for feature films will have little difficulty with theatrical commercials and may see an increase
in work as a result. However, traditional commercial postproduction facilities will need to educate themselves in
order to succeed in this new business as the new medium takes hold. Once they do this, profit margin and increased
workload will follow.

SOMEHOW, ADS FOR NASAL DECONGESTANT

SOUND "“SEXIER" WHEN THEY'RE MIXED IN SoHo.
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Aaron Ruell Joins Area 51

Continued from page 5

of clip-clop shoes and racquetball
racquets. The remedy: taking that surplus
to iSoldlt, which sells the products on
eBay. We then see a happy warehouse
office worker holding up a check from
the sale.

Similarly, in another scenario, a
would-be middle-aged rock star takes
to the street to serenade the public. His
singing and electric guitar playing is
hard on the ears, prompting a young girl
passing by to unplug his microphone and
toss it away. She then takes his collection
box, which contains a few dollar bills and
some spare change. A voiceover relates,
“Dreams change,” as we see the man drop
off his electric guitar at an iSoldlt store.

This new tongue-in-cheek campaign
adds to Ruell’s directorial body of work
which includes: a client-direct campaign
for Vespa scooters done prior to Napoleon
Dynamite; the directing and designing of
that feature film’s title sequence; and a
pair of short films he wrote and directed.
Those shorts, Everything’s Gone Green
and Mary, were selected for competition
at this year’s Sundance Film Festival.
Landmark Theatres has slated Mary for
theatrical release as a short film prelude.

At Sundance, Area 51 co-executive
producer Preston Lee saw the two shorts
and met Ruell. Impressed by the films,
Lee then became familiar with Ruell’s
photography and design work. Lee
and Area 51 co-exec producer Phyllis
Koenig feel that these multi-disciplinary
talents will enable Ruell to transition
successfully into the commercialmaking
arena. Indeed Ruell said he was pursued
by different spot production companies.
The director related that he ultimately
chose Area 51 because of his affinity for

Lee.
VERSATILITY

The aforementioned design and
photographic prowess of Ruell have
been showcased in varied ways. His
design touch is evident in the alluded
to Dynamite title sequence, which
uses different means, including plates
of food, to entertainingly convey the
film’s credits to theater audiences. As
a still photographer, Ruell lensed the
shot that graces the Dynamite film
poster, and has been offered gallery
shows from Los Angeles to London.
In fact, over the past couple of months,
Ruell has fielded inquiries from several
ad agencies to shoot print campaigns.
His Web site featuring still work was

Aaron Ruell

recently named a winner of Photo
District News’ 2005 Photo Annual
Contest in the Web site category.

Ruell is also prepping for his feature
directorial debut, Warm Blue Day, which
is slated to shoot this fall. He also penned
the film, which is about the relationship
between a young woman and an older
blind man.

While in film school at Brigham
Young University, Provo, Utah, Ruell
met Jared Hess, who went on to direct
Napoleon Dynamite. Hess based a
character in the film, Kip, on Ruell’s
frequent mimicking of his younger
brother. Hess too is active in features and
commercials, his roost for the latter being
bicoastal/international Moxie Pictures.

Ruell comes aboard an Area 51
directorial roster that includes Jordan
Brady, Craig Henderson, Theodore
Melfi, Marc Scholermann, Simon Stock
and Charles Wittenmeier.

The Viral Factory Spreads To The Stateside Market

Continued from page 3
client just aired spots.
U.S. ASPIRATIONS

“From our point of view, the U.S.
is an ideal market for virals,” stated
Robinson, adding that the high numbers
of broadband connections in the U.S.
make for better delivery. “Viral doesn’t
see any borders,” he continued. “If a
piece of work is good, it goes around the
world, and because of the sheer size it
means you get much more value for your
money,” in terms of consumers who will

access and spread content.

“When we make a piece of work that
isn’t strategically aimed at the U.K.—in
other words, its much more universal,
which is very often what we try to do,”
added Smith, “we regularly see that about
sixty percent of the viewersare inthe U.S.,
so just that figure alone says to us “Well,
in that case, the U.S. is the best place to
run a viral marketing campaign.”

Smith reports that stateside ad shops
have expressed interest in what The Viral
Factory has to offer.

Jonathon Ker, executive producer
of Outsider, Santa Monica (as well as
bicoastal Tight) and whose purview also
encompasses The Viral Factory and its
U.S. representation, believes The Viral
Factory will be a stateside success, in
large part because of the ability of viral
marketing efforts to so tightly focus on
particular demographics. “The word
focused is pretty keen as to why virals
are going to be successful,” noted Ker.
“They can focus very specifically on
certain demographics.”

Farnath Exits CEO Post
At Vinton Studios

Search For LonF—term Successor Underway;
n

Harold Named

PORTLAND, Ore—Jeff Farnath is
leaving his position as CEO of Vinton
Studios, Portland, Ore, and Los Angeles.
The animation house had been in active
negotiations to renew his contract but the
two sides were unable to agree to terms.
Farnath will continue under contract to
Vinton Studios as a consultant. He joined
Vinton Studios as CFO in 2000, and in
fall of ’01 became its CEO.

Bob Harold, a Vinton Studios’ board
member and 18-year Nike, Inc. finance
executive, will serve as interim CEO at
Vinton until a permanent successor to
Farnath is found.

Known for its character animation,
Vinton Studios is active in CGI, stop-
motion and cel animation, as well as live
action. Thecompanyhasproducedassorted
commercials over the years, including the
longstanding M&M’s characters fare for
BBDO New York, and the classic Nissan

terim Replacement

ad, “Toys,” out of TBWA/Chiat/Day, Los
Angeles. Vinton Studios has also moved
aggressively into animated feature films.
The company recently acquired author
Laura Ruby’s second children’s book,
The Wall and the Wing, to be published
next year by HarperCollins, as a directing
vehicle for Henry Selick (The Nightmare
Before Christmas, James and the Giant
Peach), who joined Vinton Studios
as supervising director about a year
ago. Selick is currently working on his
short CG film Moongirl, and will then
begin production on his CG feature film
adaptation of Coraline.

Onthetelevisionfront, VintonStudios
produced the animated primetime series
The PJs with Imagine Entertainment
and Eddie Murphy, in association with
Warner Bros. Television. The PJs was
the first stop-motion animated primetime
series in television history.

Agency Update

By Kristin Wilcha

New Faces

JonathanHoffmanisjoiningCampbell Mithun, Minneapolis
as president/chief creative officer. Hoffman joined the shop
from Leo Burnett USA, Chicago, where he was vice chair-
man. Meanwhile Rodd Isberto is joining Campbell Mithun
as VP/creative director. He was formerly group creative
director at The Foley Group, Minneapolis....Arty Tan is join-
ing Deutsch LA as VP/associate creative director. He comes
over from Ground Zero Advertising, Los Angeles, where he
was a creative director. Additionally, Martin Dix is being
promoted to VP/creative director from senior copywriter at
Deutsch....Steve Ansell has joined JWT, New York, as cre-

ative services director.... ....

Account Movement

The Richards Group, Dallas, will handle the Stainmaster
carpet account....Connelly Partners, Boston, has been
awarded ad duties on US Mills, makers of products such as
the Uncle Sam brand of cereals....
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Commercials Gain Inclusion In Different Filming Bills

Continued from page |

While there are still significant
hurdles to be cleared in order for
these incentives to become reality
in California and New York, clearly
there’s been substantive high-powered
support for lensing-related reform
that is inclusive of commercials.
Furthermore, Illinois is in the second
year of its 25 percent wage tax
credit initiative, which encompasses
theatrical motion pictures, TV shows,
spots and branded content.

At the same time, however,
operating somewhat under the industry
radar are anti-runaway measures in
states outside the so-called major
markets. Several of these surfaced
as SHOOT made its rounds through
film commission booths at the AFCI
Locations event.

For example, Georgia’s legislature
has passed an investment tax credit
package for features, TV programs,
commercials, music videos and certain
interactive projects. Gov. Sonny Perdue
(R-GA) is expected to sign the bill into
law by the end of this month; it would
take effect retroactive to January 1,
’05. The tax credits apply to qualifying
film, video and interactive productions
(including commercials) that have
multi-market distribution, but only if
they have a total of at least $500,000
in qualified Georgia production
expenditures within a calendar
year. This means that a commercial
production company, for instance,
could qualify on the basis of different
spots shot in Georgia that collectively
meet the $500,000 threshold during
the course of a year.

Gov. Perdue’s signature is
considered a formality, according to

Greg Torre, director of the Georgia
Film, Video & Music Office. Torre
noted that the bill has been some
two-and-a-half years in the making,
and that the film commission pushed
hard for the inclusion of spots,
which represent a bread-and-butter
contributor to the state economy. Torre
said that commercials in particular
helped Georgia to weather the storm of
reduced feature and TV lensing in the
state in recent years. He related that
commercials have been key in keeping
Georgia’s filmmaking infrastructure
intact.

Regulations are in the process of
being developed to define exactly how
the Georgia tax credits will be applied.
The base tax credit is nine percent
(including the hiring of out-of-state
labor), with an additional three percent
attainable for all Georgia residents
hired, and three percent more if
shooting takes place in underdeveloped

economic areas of the state.

SOUTH CAROLINA,

HAWAII

Meanwhile, South Carolina has
an incentive for commercials that
went into effect on Jan. 1. South
Carolina spot production houses—or
out-of-state commercial production
companies that work through a South
Carolina production or production
services firm—qualify for a state
income tax credit equal to 10 percent
of the actual investment that takes
place in South Carolina. To gain the
benefit, more than $500,000 must
be spent in the aggregate during the
calendar year.

Commissioner Jeff Monks of the
South Carolina Film Commission,
under the aegis of the South Carolina
Department of Commerce, added
that he hopes that the legislature in
its current session will sweeten the

deal for commercials, increasing the
benefits and/or making incentives even
more easily accessible.

Another example of spot-friendly
incentives is starting to take shape in
Hawaii. A proposal calling for a 15
percentrefundable tax credit has passed
all the necessary committees in the
state legislature. The bill is currently
in conference between the two state
houses. While the political wrangling
process in arriving at a state budget
is unpredictable—particularly in the
face of a deficit—the filming incentive
proposal is clearly on the table. Its fate
will probably be decided by mid-May,
and if passed, the measure could take
effect in the summer.

As earlier reported, slated to firmly
take hold on July 1 is Los Angeles City
business tax reform, which will benefit
small and medium-sized production
houses that lens in Los Angeles. Many
of these shops are primarily involved in

spotmaking (SHOOT, 11/26/04, p. 1).

While incentives were a major
part of what was showcased on the
Locations exhibit floor, attendees also
got the chance to explore resources
and the diversity of locations available
around the world. More than 230
exhibitors, including 180 AFCI
member film commissions from 33
countries, showcased their wares. Also
in the exhibitor mix were assorted
production resource companies and
support services.

Though final attendance figures
at the AFCI Locations Trade Show
weren’t yet available at press time,
it appeared that attendance from the
commercialmaking industry = was
up over previous years. And initial
projections were that the overall
turnout was on track to be 20 percent
greater than the 3,000 or so attendees
who were drawn to Locations in 2004.

And yau thought the
neighborhood wes colorful. |

'h,

we did, foo.
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Visible World And Refinery Team On Targeted Ads

Continued from page |

“It’s a different mindset,” observed
Krings. “In a normal edit, you think about
reaching your audience in the most effective
way possible. But here, you have to think, for
example, of ten different ways to reach ten
different sets of people. What this year has
given us is a greater understanding of the
possibilities available to us and how to utilize
this technology to the greatest extent.”

Visible World’s PostMan software—
part of its IntelliSpot package of services
and toolsets—has been integrated into
Refinery’s Avid suites. PostMan enables an
editor to manage varied video, audio and title
elements, generating assorted versions of
spots by mixing and matching those elements.
For the aforementioned Ford Dealers
initiative, different versions were deployed
in communities within the Tri-State territory,
with promotions (financing, lease terms) and
visuals—primarily for the Ford F-150 truck—
tied to the demographics in specific zip codes.
For example, rural viewers saw F-150 trucks
towing a tractor and horse trailer. Meanwhile,
TV audiences in suburban markets witnessed
the F-150 pulling a motorboat. Additionally,
an ad in which the upscale Ford Lariat truck
was substituted for the F-150 ran in affluent
neighborhoods of Princeton, N.J.

For the Ford Dealers campaign, Krings
was able to expeditiously update and change
lease and financing rates by “frontloading” the
different voiceover elements, which he edited
and added to the storyboards in PostMan.
This quick turnaround accommodated the
fact that lease/finance offers actually changed
during the midst of the media buy schedule.
All the different spots were assembled on
the fly. When specific criteria were called
up, a commercial came together in any one
of the available combinations mapped out by
Krings utilizing PostMan. Thus Ford could
alter spots and the accompanying finance/
lease deals in any zip code without the time
and cost expenditures normally associated
with the conventional re-editing of an ad.

“There’s a lot more up-front work
mvolved for the editors,” said Elaine Morris
Palmer, Refinery’s director of business
development. “You have much more
reliance on the editor for the architecture of

a campaign.”

While JWT’s targeting pattern was for 10
differentmodel/offer combinationstoreach 10
different types of viewer demographics, there
were more than 1,100 possible combinations
in PostMan for the Ford campaign to draw
from, according to Jeffrey Marino, Visible
World’s director of client services.

The New York Interconnect, billed as
being the largest cable system interconnect
in the U.S., distributed the customized ads in
October/November *04 across a mix of the
cable networks it serves. In essence, Postman
helped to dovetail edit decisions with media
strategy, helping to drive the distribution of
the targeted spots.

Before it went to work on the Ford
campaign, Refinery received storyboards
authored in Visible World’s Storymaker, a
program in which creative is shaped in accord
with media planning. Marino worked closely
with JWT creatives on the use of Storymaker,
pre-visualizing various creative approaches
and story outcomes.

Marino noted that Refinery, under the
aegis of CEO Alan Eisenberg, is the only
editorial company thus far with which Visible
World has an ongoing formal affiliation.
However, Marino envisions Visible World
down the road entering into relationships
with other edit houses, making PostMan
readily available to them.

“We originally talked to a lot of editors and
post facilities,” related Marino. “But Refinery
took the bull by the horns so we focused on
that relationship. The feedback that Joe has
provided us with has been valuable.”

Taking the bull by the horns entailed
experimentation. In fact, Krings cut a
demo package, “Ford Broadcast,” that
led to the Ford Dealers’ on-air campaign.
Refinery also maintains New York-based
sister shops Stitch Motion Graphics and
Steam Collective (formerly Steam Films).
Productionhouse Steam Collectivehasbeen
restructured, formalizing collaborative
relationships with companies in varied
communications industry disciplines
in order to address a changing media
landscape, and to leverage the hands-
on experience and lessons learned about
customized content at Refinery. According

to Palmer, the Steam Collective is in
development on a project for a multi-
national client company seeking fresh
ideas and multi-platform exposure.
VISIBLE POTENTIAL

Launched in ’00 by founder Seth
Haberman, Visible World has steadily
grown, drawing investors to the customized
spot business. Proponents of the targeting
technology reason that ads that are more
relevant to viewers will survive and perhaps
flourish during this era of zapping, which
figures to accelerate with the projected
increase in household penetration of personal
video recorders. Furthermore, addressable
ads can potentially drill deeper than zip
codes, eventually into individual household
demographics and set-top boxes.

Prime investors in Visible World include
Grey Global Group, WPP Group, Comcast
Interactive Capital, Reuters Venture Capital
and Dawntreader Funds. (Dawntreader Funds
manages some $270 million that is focused
on information technology investments.)
Among the early investors in Visible World,
added Marino, was the late ad guru, Jay
Chiat.

Visible World additionally has a
partnership with cable TV’s Comcast,
allowing the addressable technology to reach
26 markets—encompassing 25 million-plus
households—in the Comcast network.

Haberman is a familiar name in post
industry circles. He was the founder of
the Montage Group, a pioneering firm in
nonlinear editing technology.

Besides the Ford Tri-State Dealers
spots on the East Coast, Visible World’s
IntelliSpot package has been deployed in
a 1-800-Flowers campaign that aired in
Los Angeles for Mothers Day 2002, and a
United Airlines campaign that debuted in
Chicago in May ’04. The latter introduced
United’s low-cost Ted airline to Chicago.
But rather than just have Ted send its
regards to Chicago, agency Fallon,
Minneapolis, saw the benefit of greeting
each of the smaller communities that
make up Chicago. Customized taglines
were created to recognize such Windy
City neighborhoods as Arlington Heights,
Crystal Lake, Joliet and the South Side.
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Apple Unleashes Tiger
and Final Cut Pro 5

Continued from page |

promos and long-form projects. Following a
demo during his meeting with Avid at NAB,
Beal told SHOOT that his company intends
to purchase a new Symphony Nitris, as well
as upgrade its current Symphony system.
“It’s good to know that we have a future with
Symphony,” he said. “We book it everyday.”
“This box will let us finish HD on the
[familiar] Avid platform, and no retraining is
necessary,” related Bionic co-president Todd
Feurer, whose company plans to use the systems
for finishing, in conjunction with its newly
purchased Avid Adrenaline editing systems.
The hitch to Symphony Nitris may be
the $89,995 price tag for a new system. (Avid
officials said that upgrade pricing had not yet
been determined.) Some NAB attendees felt

5
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it “a decent bargain.”

Avid reported that Symphony Nitris
includes Avid’s “Total Conform” functionality
for HD, meaning that it recreates every detail of
an offline edit from other Avid systems in full
HD resolution. Video and audio I/O support
includes Avid’s Meridien JFIF and ABVB
resolutions; it additionally includes project
collaboration capabilities through the Avid
Unity MediaNetwork.

AtNAB, Avid also presented new versions
of Media Composer Adrenaline HD (v2.1) and
DS Nitris (v7.6); both are now available. Avid
announced MediaNetwork 4.0, which would
deliver 4 Gb Fibre Channel throughput and is

that the system was overpriced yet Beal called

FLASHBACK

5 YEARS / 10 YEARS

U APRIL 21, 2000/The joint Eastern boards of directors of the Screen Actors Guild
(SAG) and the American Federation of Television and Radio Artists (AFTRA) voted
unanimously to launch a strike, beginning May 1, against the advertising indus-
try....Bicoastal/international Propaganda Films has signhed a deal to provide exclu-
sive spot and music video representation for director Mark Pellington, who comes
over from Crossroads Films, bicoastal and Chicago, his roost since 1991....Former
tomandandy producer Marit Burch has been hired to work in the same capacity
at Sacred Noise, New York....After three years as head of television at Leo Burnett
Co., London, Jonathan Davis has been nhamed executive producer/head of televi-
sion production at Leo Burnett’s Chicago headquarters....

U APRIL 21, 1995/Music/sound design house Endless Noise, Santa Monica, has
signed composers Bobby Paine, Eddie Reyes and Rick Cox for exclusive spot repre-
sentation....Bicoastal The Artists Company has added Skip D’Amico to its directing
roster. D’Amico joins the company after spending the past 10 years as an agency
producer....Following an expansion of its graphics arm, Broadway Graphics, and
on the heels of opening its new Broadway Video Duplication facility in New York,
Broadway Video has launched an audio division called Broadway Video Sound....
Vincent Paterson has signed an exclusive agreement with Dark Light Pictures,
West Hollywood, for representation as a commercial director....Independent
film and music video director Aki Spicer has signed with Cantaloupe Pictures,
Atlanta....
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expected to ship during Q2. Avid previewed
MetaFuze, a standalone application that enables
users to collect metadata for files. The company
also introduced Avid Xpress Studio HD, a
software bundle that includes Avid Express Pro
HD, Pro Tools LE, Avid 3D, Avid FX and Avid
DVD by Sonic.

APPLE

Apple previewed its anticipated new OS
X 10.4 “Tiger,” which includes Quicktime 7,
supporting the H.264 codec; Spotlight, a search
engine that would enable users to add metadata
to their files; and iChat AV, a four-way video
conferencing feature which appears to have
an application as a collaboration and review/
approval system for spotmakers. Tiger will be
unleashed on April 29.

Apple also introduced Studiotrack Pro, a
new audio editing and sound design application
available in May for $299. Apple presented
upgrades including its Final Cut Pro 5 nonlinear
editing system, Motion 2 motion graphics
software, Shake 4 compositing system, and
DVD Studio Pro 4, which is being designed
to support emerging high definition DVD
specifications. Apple also arrived in Vegas with
a production bundle, offering Final Cut Pro 5,
Motion 2, Soundtrack Pro, and DVD Studio
Pro 4 for $1,299.

Final Cut Pro 5 is designed to support
DV, SD, film and HD formats including
HDV, DVC PRO HD and uncompressed
HD. The RT Extreme engine in Final
Cut Pro 5 has been enhanced to allow
uncompressed HD effects to be viewed in
real time.

Examining Final Cut Pro 5 for the
commercial space, Kirk Paulsen, Apple’s senior
director of professional applications marketing,
acknowledged that an increasing number of
spotmakers have Final Cut Pro. But, he noted,
“We’ve turned a corner [with this Final Cut
Pro release], we’ve moved to client-supervised
sessions.”

Separately, Avid said it plans to support
Tiger with its Media Composer Adrenaline HD
and Xpress Pro HD system, which will ship
later this year.
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48-Hour Judges Moved By Short Film

Continued from page 6
they are also teaming up on some

feature projects.) Bill Burton was DP.

The genre the team had to work
within was science fiction. But all of
the teams in Atlanta had to incorporate
the same prop, line of dialogue and
character: a pair of gloves, “All we’ve
got is parts,” and professor N.B.
Hunsecker. In the local competition,
the team won Best in Atlanta, Best
Screenplay, Best Editing and Best Use
of the Line of Dialogue.

Although they didn’t attempt to
develop any story ideas beforehand,
Ricque said they did intend to make
the mandatory elements integral to the
story. Once the writers knew about
the prop, they started their process
with the question, “Why does he wear
gloves?”

From there, they developed a main
character who has an ability to move
objects with his mind—even when
he doesn’t want to do so. When he
wears gloves, the force of his power is
quelled. The otherwise ordinary man
is able to use his power toward the end
of the film to save the woman he cares
for from robbers. When he’s done
with the thieves, all the police find are
parts, body parts that is.

RAPID REWARDS

This was Ricque’s second year
participating in the event. Last year
he was a writer on Revelation and the
Atomic Wedgie, which won several
awards in the Atlanta competition,
including Best Screenplay and runner
up for Best Picture.

<< Previous Page

Ricque cited two reasons he likes
participating in the event. “There’s that
feeling when you’re in advertising like
everything is revised and edited all to
hell and you have to wait for weeks and
weeks to get something approved,” he
said. “In this case, just knowing that
you’re coming out on the other end
with something finished and that’s
purely creative was a big deal.” The
second reason he cited is the energy
that comes from working on a project
where everyone volunteers their time
(another festival requirement).

Sampson 1is also a previous
festival winner. He produced White
Bitch Down, which won National Best
Picture in ‘02.

On why she wanted to getinvolved
in the festival, Peacock cited creative
control as an alluring element of the
project, as well as fun, of course. She
added that they can now, “use it as a
calling card for what we can do. We
think this is a good example of the
type of work that can be harnessed
into short film advertising. This
project specifically wasn’t to advertise
any product or service, however, look
at the resources we can pull together
under a very limited amount of time
and money. This is what we can do
and the kind of effect we can have
on viewers without spending millions
and millions of dollars.”

Additional credit goes to editors
Jay Hunt, Michael Tew and Noel
Dowd of Lab 601, Atlanta. Robin
Finch cut the trailer.

Greg Crawford of Crawford
Communications, Atlanta, was sound
designer.
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Dir. Phil Morrison Hits A Home Run For XM Satellite Radio

Mullen-Created Ad Brings Together Rival Baseball Fans For Peaceful Coexistence

By Christine Champagne

here is no love lost between fans of the Boston

I Red Sox and the New York Yankees. But they—

as well as other arch rivals—miraculously find

common ground in “Truce” (:60), a new spot for XM

Satellite Radio created by Mullen of Wenham, Mass.,

and directed by Phil Morrison of bicoastal Epoch
Films.

Set to the classic War tune “Why Can’t We Be
Friends,” “Truce” finds fans of opposing teams in
humorously awkward face-to-face meetings. For
example, while a Red Sox fan and a Yankees fan can’t
avoid running into each other in their neighboring
driveways, a New York Mets fan and a Philadelphia
Phillies fan endure an unavoidable encounter as they
jog toward each other on the beach. Elsewhere, a trio of
San Francisco Giants fans squares off against a trio of
Los Angeles Dodgers fans at a barbecue.

No words are exchanged between the rivals—all
decked out in full team regalia. But the looks on their
faces show just how uncomfortable they are being so
close to their foes.

Ultimately, everyone realizes that they have at least
one thing in common. Turns out they all listen to their
favorite team’s games on XM Satellite Radio via the
portable Delphi XM MyFi receivers that they take with
them everywhere they go.

BATTER UP

While the message that XM Satellite Radio carries
all of the MLB games is a simple one, the creatives at
Mullen had the task of delivering it in a way that would
appeal to all baseball fans—and that was a challenge.

After some brainstorming, Mullen senior vp/group
creative director/copywriter Tim Cawley and senior
vp/group creative director/art director Michael Ancevic
thought, What if there was one thing baseball fans could
agree on? That thing being the benefits of XM Satellite
Radio.

“So we took that and created the arc of a story—
there is this hatred between the fans, then them looking
at each other, then the moment of realization that they
both have MyFi, a softening and finally acceptance,”
Ancevic related.

~ <<PreviousPage @ Searchlssue = SHOOTInfo 12 Full Screen View / Exit ~  PrintHardcopy =~ Next Page >>

Click Poster To View "Truce"

Communicating this kind of subtly—especially
given the fact that the fans in the spot don’t speak—
isn’t within the realm of every director, of course. After
a search, Mullen chose to rely on Morrison, who is
known for his performance-driven work.

“He got it from the second we were on the first call
with him, and he just nailed it,” Ancevic praised.

AmongMorrison’s strong suits is casting, according
to Ancevic. “The casting for this was so important,
and he realized from day one [the actors] would have
to be able to do this with their eyes and their body
language,” Ancevic said. “They couldn’t really say
anything, so it was important to find people who could
show that softening and that transition.”

BACK IN THE LINEUP

“Truce” marked a return to spots for Morrison
who had taken nearly a year off to direct his debut
feature film Junebug, which premiered at the recent
Sundance Film Festival and will be in theaters later
this year. “I am very, very happy to have gotten to do
this as the first thing back,” Morrison said, musing,
“I like when something is absurd but there is a real
honesty to the way the people behave.”

Morrison shot “Truce” over three days on location
in Los Angeles, with Claudio Miranda as DP. “What
we were shooting wasn’t that complicated,” Morrison
remarked. “But it was one of those commercials with
lots of different locations, and you eat up so much of

your shoot day with the company move.”

Upon settling in at each location, Morrison
focused on coaching his actors. “What we kind of went
for with the actors wasn’t that there was some secret
code between them that they already understood, like,
‘Oh, you’ve got the radio, so therefore you’re cool,’
“ Morrison said. “It was more like, ‘Hey, I hate you.
Wait a second. You have this thing [the MyFi device],
so suddenly I don’t hate you. Wait, I don’t know what to
do with that idea. This is weird.”

Incidentally, while Morrison worked with a cast of
professional actors (the fans were portrayed by Ptolemy
Slocum, Michael Horsley, Rafael Noble and Jonathan
Glaser), he also got the opportunity to direct legendary
Baltimore Orioles third baseman Cal Ripken Jr., who
also appears in the spot.

Once Morrison wrapped his shoot, editor Steve
Hamilton of Mad Mad Judy, New York, was able
to take a crack at the footage, cutting “Truce” to the
aforementioned “Why Can’t We Be Friends.”

“My editorial style is really subtle,” Hamilton said.
“For me, I’'m always looking for nuance, and I haven’t
worked on a commercial in a long time that had so much
nuance in it—from the look on the Red Sox fan’s face
when he finally looks up at the Yankees guy to the little
hand gesture as the Mets fan starts to run off down the
beach. These little, tiny gestures were so loaded with
pathos and just everything.”

HOMERUN HAMILTON

Hamilton, by the way, can be credited in part for
taking what was initially supposed to be one 30-second
spot and helping launch an entire campaign.

At the outset of the edit, “I edited each [fan
showdown] scenario as an individual thirty-second
scenario, figuring what I would do was find the essence
of each, and then incorporate that moment into the
thirty-second anthem spot,” Hamilton explained.

Then Cawley and Ancevic saw what he had done
and couldn’t help but want to see “Truce” mushroom
into an entire campaign, Cawley said. Fortunately,
the client shared their enthusiasm. “When you’re that
excited about a product, the client can kind of smell it on

>Continued on page 8

OF THE WEEK

Client
XM Satellite Radio
Production Company

Epoch Films, bicoastal.

Phil Morrison, director; Claudio
Miranda, DP; Doug Halbert,
executive producer; Marc
Marrie, producer. Shot on loca-
tion in Los Angeles.
Agency
Mullen, Wenham, Mass.
Edward Boches, chief creative
officer; Michael Ancevic, group
creative director; Tim Cawley,
group creative director/copy-
writer; Zeke Bowman, executive
producer.

Editorial

Mad Mad Judy, New York.
Steve Hamilton, editor; Jeff
Drury and Amy Khoshbin, assis-
tant editors; Heather Brown,
producer.

Post/Visual Effects

Company 3, New York.
Victor Mulholland, colorist.

Brickyard, Boston.
Dave Waller, Flame artist;
Michael McCarthy, executive pro-
ducer.

Audio Post

Soundtrack, Boston.
Mike Secher, mixer.

Principal Talent

Rino Ramano (voiceover),
Ptolemy Slocum, Michael
Horsley, Cal Ripken, Rafael
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Headquarters Dir. Eric King Enters School Construction Zone
“Welder” Burns Bright, Sparks Humorous Message For WA Lottery

By Robert Goldrich
ou wouldn’t call this crew for your home
-! improvement needs. But it’s comforting to
know that these folks are contributing in
other ways to build community—or as the tagline
says, helping communities to build.

We open on a woman wearing a hard hat
and wielding a hammer. She looks the part of a
construction worker. But looks are deceiving, at
least for a moment until we see that she’s trying
to hammer a bolt into a wood plank. The woman
doesn’t know a bolt from a nail, which sets the

bar in terms of what we should expect from her
construction crew colleagues.

XM Radio

Continued from page 12

you,” Cawley mused, “and your excitement becomes
their excitement.”

Morrison, of course, was thrilled that his footage
was fashioned into an entire campaign. “That was
like a gift from the client,” the director said, noting,
“It’s a tribute to [Mullen’s] relationship with their
client that they were able to show their clients the
benefits of expanding this.”

In addition to the 60-second “Truce” featured as
this week’s Top Spot, there is a :30 version of “Truce”
as well as three additional 30-second spots, each
focusing on one particular rivalry.

“It worked out great,” Cawley said of the
expansion of the campaign, citing the screening of the
Yankees/Red Sox showdown spot “Truce Driveway”
on the Jumbotron at Fenway Park, home of the Red
Sox.

“There were all these fistfights in the playoffs
between the Red Sox and the Yankees last year,
and on opening day [at Fenway Park] they showed
a montage of fight footage [on the Jumbotron]
before the game, then they cut directly to our spot
of the individual Yankees/Sox stare down,” Cawley
said, marveling, “And we didn’t even plan it. It just
happened.”

Next up is a welder. The only problem is that
instead of metal, the blowtorch is being applied to
a building’s wooden framework. The wood is set
ablaze as the oblivious welder moves onto to kindle
the next disaster.

Then we see a man driving a large cement mixer
truck. He’s driving the vehicle through a parking lot.
Unfortunately, the turrets are sticking out the back
of the truck, spilling cement mix over the parked
cars, setting off their alarms. Again, oblivious is the
appropriate adjective as the man drives on, paying
no attention to the havoc pouring off the back of his
truck.

A voiceover then provides some context to
this construction run amuck: “Every year, millions
of Washington Lottery players help with school
construction throughout the state.”

The voiceover continues, ‘“Thankfully, their
contribution is purely financial,” as we see the
welder trying to fan away the smoke rising from the
torched wood.

A supered message appears, which reads,
“Lottery ticket sales help communities build

Click Poster To View "Welder"

schools.”

An end tag carries the Washington State
Lottery logo, accompanied by the slogan, “It’s good
to play.”

Titled “Welder,” the spot is one of three in a
Washington Lottery campaign directed by Eric
King of bicoastal Headquarters for Publicis In
The West, Seattle. The other two similarly themed
spots are ‘“‘Steamroller” and “Sander”; they too

show construction workers being anything but
constructive.

Tom Mooney and Scott Flor executive produced
for Headquarters; line producer was Darrin Ball.
The DP was Steve Chivers. Production designer
was Chris Goodmanson.

The agency team consisted of president/
executive creative director Bob Moore, senior VP/
creative director Todd Grant; senior VPs/group
creative directors Robert Rich and Gethin Stout;
copywriter Joe Gerlitz; art director Greg Wyatt;
senior VP/director of broadcast Derek Ruddy; and
producer Mary Ellen Farrar.

The spots were edited by Johnna Turiano of
Slice Editorial, Seattle, with Molly Woodruff serving
as executive producer for the company. Online editor
was Troy Morrison of Flying Spot, Seattle. Jeff
Tillotson of Flying Spot was the colorist, with Kellie
Graces producing. Audio mixer/sound designer was
Vince Werner of Clatter & Din, Seattle. Kris Dangla
produced for Clatter & Din.

The principal actors were Carrie Nicholson,
Vini Kanal and Wilson McKay.
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SPOTLIGHT THE BEST WORK YOU MAY NEVER SEE IR L L A a0

X-Ray, Michael J. Fox Stop
Parkinson’s

CLIENT

The Michael J. Fox Foundation for Parkin-

son’s Research.

PRODUCTION CO.

X-Ray Productions, bicoas-tal and Chica-

go.

Robert Hales, director; Mott Hupfel, DP;
Camille Taylor and Dan Lindau, co-owners;
Carole Hughes and Joseph Ulilano, execu-

tive producers; Bettina Schneider, produc-
er. Shot at Silvercup Studios, Long Island
City, N.Y.

AGENCY

Deutsch, New York.

David Graham, senior VP/group creative
director; Carlos Fernandez, art director;

Jeff Bartsch, copywriter; Richard Horlick,

senior producer.

EDITORIAL

89 Editorial, New York.

Jordan Green, editor.

POST/VISUAL EFFECTS

Company 3, New York.

Fred Keller, colorist.

veakdlight Design + Visual Effects, New
ork.

Steve Zourntos and Bryce Barrows, visual

effects artists; Sara Mills, producer.

AUDIO POST/

SOUND DESIGN

Q Department, New York.

David Logan and Drazen Bosn{'ak mixers/

engineers/sound designers; Julie Brassem,

executive producer.

THE SPOT

The :30 “Video Degeneration” shows Par-
kinson’s sufferer, actor Michael J. Fox,

discussing the debilitatin% effects of the

disease. As he does so, the spot’s focus
becomes blurry and out of focus. After Fox

informs viewers that a cure could be found

for the disease with help, the PSA comes
back into focus and ends with the tagline,

“Make it stop,” and the Web address, mi-

chaeljfox.org.

Spot broke in late March.

; “Like To Win”’

By Robert Goldrich
et’s face it. Despite our boyhood dreams, many of us aren’t cut out to be athletes. Even
I recreational pursuits can be challenging, much less breaking into the ranks of professional
sports.

In this spot, a would-be weekend athlete not only isn’t very good but also is a danger to those
around him. First we see his prowess on the tennis court, playing mixed doubles. He serves and the
ball hits his female partner at the net right in the head.

We move onto foosball. With one twist of the rod handle, the ball flies toward his opponent,
striking him in the eye.

Bowling? Don’t ask. He lets go on his backswing and the ball sails backwards, knocking out cold
a man seated at the scorer’s table.

Predictably, billiards offers much of the same. The cue stick kisses a ball, causing it to carom into
the eye of his opposing player.

Click Poster To View "Like To Win"

Sportscaster Sam Rosen’s voiceover asks, “Like to win? Not very good at it? Play Max A Million, the new instant game from the New York Lottery.”

The :30 ends with a man picking up darts in a bar, asking if anyone would like to play. Instead, all the bar patrons run for cover.

Bruce Hurwit of Crossroads Films, bicoastal and Chicago, directed the spot for DDB New York.

The DDB creative team consisted of: Lee Garfinkel, chairman/chief creative officer, New York; Scott Grayson, creative director/copywriter; Rich Sharp,
creative director/art director; Bob Nelson, director of broadcast production; Walter Brindak, executive producer; and Stephanie Whitehead, producer.

Carole Hughes executive produced for Crossroads, with Carla Tate serving as producer. The :30 was shot on location in New York by DP Manuel
Ruiz.

Editor/sound designer was Clayton Hemmert of Crew Cuts, New York. Michelle Bellass produced for Crew Cuts. Tim Masick of Company 3, New York,
was the colorist. Peter Flack of Buzz, New York, was online editor. Buzz’s Michael Marinelli was the audio mixer.

with music in the styles, moods, textures, tempos and rhylhms you nead
with access 1o our antira E§00+4 CD Music Library on a portable 500-gig hard driva.
with pure authentic hip-hop from respected producers for Fat Joe, Big Pun, the Beatnuls and mone,

j:’ﬂ I,‘ fﬂ({ﬁ /fi-t..u-ﬂ'ﬂ

212,382 0220
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Agency Creatives At Mono, Minneapolis, Conceive Blu Dot Web Film

Seven Twenty Features Unique

By Emily Vines

With a desire to introduce more people
to their furniture company in the face
of what they concede is a “miniscule”
marketing budget, the partners at
Blu Dot—John Christakos, Maurice
Blanks and Charlie Lazor—decided
to create short films on their Web site
(www.BluDot.com). Partners/creative
directors Chris Lange and Michael
Hart of agency mono, Minneapolis, art
director and writer respectively, created
the concept for Seven Twenty, the first
of three short films set to run on the
site. Independent director Christopher
Arcella helmed and edited the two-
and-a-half-minute piece.

The dialogue-free film with an
artistic slant features a man and a woman
riding a bicycle. The merry pair stops
occasionally to take photos of numbers
they find in the environment, like the
price on a piece of litter and the numbers

on the back of two men’s
jerseys. Their journey ends in an
apartment where the man works
on his laptop while the woman
sleeps on the sofa behind him.

Cut to a series of photos.
These images begin with clocks
reading 1:54, 1:55, 1:56, 1:57,
but the next numbers, 158 to
251, come from a variety of
sources like signs and numbers
on buildings, as well as more
clock faces. These images
correspond to a bonus feature—
a downloadable clock with a
face that noticeably changes
each minute.

THE PLAN:
GOOD WORK TRAVELS FAST

Blu Dot has an electronic newsletter
that goes out to more than 25,000
subscribers. It received such positive

Click Poster To View "Seven Twenty

feedback that it prompted Christakos and
others within the company to wonder
if there was another way to market
the company through the Web. They
didn’t want to do ads, but thought short
films loosely tied to design would be
interesting.

“[This project] was actually a
solution to a vehicle they already had

which was their Web site and
newsletter,” Lange related. “They
wanted to give their audience
something that they’d appreciate
and sort of have fun with and also
pass along to their friends.”

To get the message out about
the short, Blu Dot included the
news in their newsletter and has a
link on their site below the film that
allows people to send it to a friend.
The work has also been fodder for
bloggers.

“Hopefully 1t will spread
on its own, especially with this
downloadable clock that is part
of the first movie. The idea there is to
have some kind of nice free thing that
will lead people to the site,” Christakos
said, adding that he also hoped it would
introduce the company to people who
were unfamiliar with it.

On his foray into the world of
filmmaking, the designer noted, “It’s

Clock That Viewers Can Download To Their Desktops

a nice diversion for us and hopefully
for people who follow Blu Dot a little
bit.”

REAL TIME

Lange and Hart shot the majority
of the 720 images needed to create the
clock. Lange described the pursuit as fun
and somewhat obsessive; he even shot
some while on his honeymoon in Italy.
Mono’s design director Travis Olson
also photographed some of the numerals
abroad while on a trip to Japan.

Ittook a few months to geteverything
that they needed to create the timepiece,
but it was important to them to keep it
authentic. “I think if we had started to
design it ourselves, it wouldn’t have the
character that it has, this found object
[feel]. It has a life that not one person
could give it,” Lange said.

The remaining two shorts should
be up on the site by fall and Christakos
hopes to have more after that.

bbcmoticngallery.com

A different take

15

Clips. Sequences. Short programmes. And the CBS News archive.
Decades of content. Seconds away.

Motion Gallery
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Franklin, Martinez Cut To Head of AICE Awards’ Finalists Class

Continued from page |

noms apiece were: Vito DeSario of
Version2. Editing, New York, Maury
Loeb of PS 260, New York, Jim Ulbrich
of 89 Editorial, New York (he recently
shifted over to the New York office of
Mad River Post), and Angus Wall of
Rock Paper Scissors, Los Angeles.

A Dblue-ribbon panel of judges
will review the finalist spots and
select the winner in each category.
The blue-ribbon body consists of
judges from the editorial, directorial
and ad agency communities. The
competition’s 1lediting categories
are: Comedy, Dialogue, Graphics,
Local Spot, Montage, Music/Sound,
PSA, Storytelling, Spec Spot, Visual
Effects, and National Campaign.

AICE Award winners will be
announced at the AICE Awards and Hall
of Fame gala on May 24 at Chelsea Piers
in New York. AICE New York chapter
president Bernadette Quinn, general
manager of Moondog, New York, is the
’05 AICE Awards chairperson.

From a historical perspective, two
nominations bestowed upon Toronto
house Panic & Bob Editing loom as
notable, underscoring that for the first
time in its history, the AICE competition
extends beyond U.S. editorial companies.
As in years past, only editors from
AICE shops are considered for awards
recognition. However, with the recent
formation of an AICE chapter in Toronto
(SHOOT, 10/22/04, p. 1), this means that
entries from Canadian shops have now
become eligible for the AICE Awards.
The Toronto chapter is the AICE’s first
chapter outside the U.S.

For Panic & Bob, the nominated
editors were Matthew Kett and Brian
Williams. Kett was nominated in the
music/sound category for Country
Music Television’s “Dueling Sitars”
directed by Michael Downing of Radke

helmed bi Matt Badier via bicoastal

Films, Toronto, via agency Zig, Toronto.
(Downing directs in the U.S. via harvest,
Santa Monica.) Williams’ nomination
came in the local spot category for
Elections Ontario’s “Office” directed
by Tim Godsall of Untitled for DDB
Canada. (Godsall’s stateside home is
Biscuit Filmworks, Los Angeles.)

FRANKLIN, MARTINEZ

Big Sky’s Franklin garnered finalist
recognition in the national campaign,
comedy and music/sound categories. His
national campaign finalist was Discovery
Channel’s “Milk Truck,” “Antlers” and
“Transporter,” directed by Jim Jenkins
of bicoastal/international Hungry Man
for agency nicebigbrain, New York.
“Milk Truck” was the comedy finalist.
And Franklin registered two music/
sound nominations: American Express’

Click Poster To View "Moved"

“Sherpa” helmed by Don King of Bam
Man, New York, for Ogilvy & Mather,
New York; and Discovery Channel’s
“Antlers” helmed by Jenkins for
nicebigbrain.

Lost Planet’s Martinez received
nominations in the comedy, graphics and
visual categories. The comedy nominee
was Altoid’s “Hair” directed by Douglas
Avery of bicoastal Villains for Leo
Burnett USA, Chicago. The graphics
finalist was Target’s “Raining Bullseyes”

Epoch Films for Peterson Milla Hooks,
Minneapolis. And the effects finalist was
the U.S. Air Force’s “Tornado” directed
by Baker Smith of harvest for GSD&M,
Austin, Texas.

Version2’s DeSario garnered two
nominations in the public service
category for work on behalf of the
Office of National Drug Control Policy,
directed by Doug Nichol of bicoastal/
international Partizan via Foote, Cone
& Belding, New York. The spots were
“Slam” and “Rewind.”

The pair of nominations for PS
260’s Loeb came on the strength of
a single spot, adidas’ “Unstoppable”
directed by Brian Beletic of bicoastal
Smuggler for TBWA/Chiat/Day,
San Francisco. “Unstoppable” was
a nominee in both the graphics and
visual effects categories.

Ulbrich scored a couple of finalists,
all for work done while he was with 89
Editorial. One in the national campaign
category for Coca-Cola’s ‘“‘Summer
Games” series of spots—“Stories,”“‘Pete”
and “Hired & Fired”—directed by Vogel.
Villar-Rios of bicoastal/international
Believe Media, out of Berlin, Cameron
& Partners, New York. “Stories” was also
nominated in the storytelling category.

And rounding out the list of editors
with two nominations was Rock Paper
Scissors’ Wall who gained recognition
in the storytelling and visual effects
categories. The latter was for Hewlett
Packard’s “Constant Change” directed by
David Fincher of bicoastal Anonymous
Content for Goodby, Silverstein &
Partners, San Francisco. The storytelling
nominee was Nike’s “Magnet” helmed
by Jake Scott of bicoastal RSA USA for
Wieden+Kennedy, Portland, Ore.

Receiving single nominations
were editors Hank Corwin of Lost
Planet, Jeff Doe of Brass Knuckles,
Venice, Calif., Sherri Margulies of

Chris Franklin

Crew Cuts, New York, JJ Lask of PS
260, Terry Kaney of Avenue, Chicago,
Adam Liebowitz of Go Robot!, New
York, Chris Hellman of Homestead
Editorial, New York, Sam Welch of
Homestead, Kelly Vander Linda of
Slice Editorial, Seattle, Michael Saia
of Jump, New York, Hal Honigsberg
of Chrome, Santa Monica, Tom
Scherma of bicoastal Cosmo Street,
Steve Prestemon of Cosmo Street,
Jack Douglas of Cosmo Street,
Mark Goodman of Terminal, Santa
Monica, and Richard Orrick of The
Whitehouse, Santa Monica, Chicago,
New York and London.

This is the fourth AICE Awards
Show—the inaugural event was in New
York in ’01 and then shifted to Los
Angeles in ’02. Those first two shows
took place during the last quarter of
the year, a schedule that meant that the
awards honored editing on spots that
debuted during a July through June
eligibility period. Rather than hold a
November *03 awards ceremony, AICE
officials opted to push back the event
some six months so that the competition
could be positioned from ’05 on to

recognize the Dbest-edited
work of the previous calendar
year. The 04 Show covered
an 18-month eligibility period
(July 1,°02-Dec. 31, ’03) to
account for the event’s altered
schedule.

HALL OF FAME

The AICE Hall of
Fame honor was launched
in 94 and held annually
until 01, when the AICE
decided to give it a one-
year hiatus in order to focus
on establishing the AICE
Awards competition. The
Hall of Fame induction then
returned in ’02 (the honoree
being editor Jacques Dury)
and continues to be coupled with the
annual awards gala.

This year’s inductee is a man
who inspired the creation of the AICE
Hall of Fame: Arthur Williams, whose
career spanned more than four decades
andinvolved cuttingclassicadvertising
(“I’d Like To Buy The World A
Coke”), pioneering new technologies
(HD post workflows), founding one
of the industry’s most influential post
houses (The Tapehouse, New York,
which has since closed) and working
for the good of the overall editorial
community as an AICE leader.

On the latter score, Williams served
as AICE New York president from *90
to ’92 and spent more than a decade on
the organization’s board of directors.
He chaired the first AICE Hall of Fame
Event in ’94 and the first AICE Awards
in ’01, which was paired with the Hall of
Fame ceremony.

Here is a full list of AICE Award
finalists:

Adidas’ “Unstoppable”

>Continued on page 17
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AICE Award Nominations

Continued from page 16

P.S. 260

Maury Loeb, editor; Sarra Idris,
assistant editor; Michelle Thibeault,
executive producer.
Agency: TBWA/Chiat
Francisco

Chuck McBride, creative director;
Scott Duchon, art director; Geoff
Edwards, copywriter; Jennifer Golub,
producer.
Production
bicoastal
Brian  Beletic,
Cronenweth, DP.

Day San

Company: Smuggler,

director;  Jeff

American “Robert
DeNiro” (:90)

Lost Planet

Hank Corwin, editor; Jennifer
Dean, assistant editor; Betsy Beale,
executive producer; Carol Lynn
Weaver, producer.

Agency: Ogilvy & Mather/NY

David Apicella, Chris Mitton, John
Liegey, creative directors; Alice
Mintzer, executive producer.
Production Company: Tool of North
America, bicoastal

Martin ~ Scorsese, director; Bob
Richardson, DP; Jennifer Siegel,
executive producer.

Express’

Coca-Cola’s “Until Now” (:60)
Jump, New York.

Michael Saia, editor; Daniel Lin,
assistant editor; Dee Tagert, executive
producer.

Agency: Berlin Cameron/Red Cell,
New York.

Jason Peterson, art director; Dane
Johnson, copywriter; Peter Feldman,

producer.

Production Company: Epoch Films,
bicoastal

Jeff Preiss, director

MUSIC/SOUND

American Express’ “Sherpa” (:30)
Big Sky Editorial

Chris Franklin, editor; Jenn Chambers,
assistant editor; Cheryl Panek,
executive producer.

Agency: Ogilvy & Mather, New York
Chris Mitton, John Leigy, creative
directors; Tom Drymalski, art director;
Curtis Mueller, copywriter; Melanie
Baublis, producer.

Production Company: Bam Man,
New York

Don King, director; Don King, DP
Music Composer: Los Lobos

Country Music Television’s
“Dueling Sitars” (:30)

Panic & Bob Editing

Matthew Kett, editor; Samantha

Mclaren, executive producer.
Agency: Zig Inc, Toronto

Elspeth Lynn, Lorraine Tao, creative
directors; Stephen Leps, art director;
Aaron Starkman, copywriter; Amanda
Loughran, producer.

Production Company: Radke Films,
Toronto

Michael Downing, director.

Discovery Channel’s “Antlers”
(:60)
Big Sky Editorial

Chris Franklin, editor; Miky Wollf,
assistant editor; Cheryl Panek,

>Continued on page 18

Post-Its

Final Cut, an international edit house with shops in London and New York, has extended its geographic reach
to the West Coast, launching a facility in Santa Monica. The new venue opens with partner/lead editor Eric
Zumbrunnen, formerly of Spot Welders, Venice, Calif., editor Jim Weedon, who shifts over from Final Cut’s
New York site, and executive producer Saima Awan, who formerly worked at Final Cut, New York, as a freelance
producer on varied projects. At Spot Welders, Zumbrunnen cut for such clients as Ikea, Levi's, adidas, Citibank,
Microsoft, Nike and Porsche. He has collaborated regularly with director Spike Jonze of bicoastal/international
MJZ on projects including MTV Award winning videos for Weezer and Fat Boy Slim, as well as the feature films
Adaptation and Being John Malkovich. Weedon’s recent editing credits are spots for Reebok, Coors, NetZero,
Rolling Rock and Allstate. Weedon is also represented as a director by Santa Monica-headquartered GARTNER
(SHOOT, 1/28, p. 7).....

Editor Holle Singer has been named a partner at Consulate, New York. During her 10 years at the com-
pany, Singer has cut assorted spots and music videos......

Editor Greg Letson, formerly of Red Car, New York, has joined the roster of editorial and music company Fluid,
New York. His clients over the years have included Coca-Cola, Mercedes-Benz, Visa, Smith Barney, Major League
Baseball and PaineWebber. Prior to Red Car, Letson had been a managing partner and founding member of two
New York editorial houses, Cabana and The Big Picture....

Cut+Run, New York, has added editor Anthony Marinelli. An AICE Award nominee in 2002, Marinelli has
turned out recent work for such clients as the Partnership for a Drug-Free America, Sears Optical, The Scotts
Company, GlaxoSmithKlein and TV Land. The move to Cut+Run reunites him with the New York shop’s founder,
editor Chuck Willis; the two earlier worked together at Crew Cuts, New York. Cut+Run also maintains offices in
Santa Monica and London....

Editor Bob Mori has come aboard Santa Monica-based editorial/visual effects/design house Cake,
marking a reunion with company president/executive producer Tatiana Derovanessian. The two had earlier in
their careers worked together at Cosmo Street, Santa Monica. At Cake, Mori has wrapped a pair of assignments
directed by Rob Pritts of Backyard, Venice: Dove for TBWA, London, and USPS via Campbell-Ewald, Detroit....

Editor Dustin Robertson has come aboard Cutters, Venice, Calif.....

Editor Jeff Landsman has joined Swell, Chicago, after eight years with Red Car, Chicago. At his new roost,
Landsman has already cut a package of Shoney’s spots featuring comedian Jeff Foxworthy as spokesperson.
Landsman began his career at Optimus, Chicago....

Inferno artist Alex Thomas has joined the commercials team at Framestore CFC, London. He was for-
merly with The Mill, London, and prior to that freelanced at such London shops as Clear, Smoke & Mirrors and
Framestore CFC....

Visual effects/motion graphic design house Liquid Images has opened with creative director Paul
Song, executive director Casey Gelvin and exec producer Valerie Schadt. The new venture is on the Cut+Run
premises in Santa Monica, but operates independently of that shop....

Editors Hernan Menandez and Alejandro Santangelo have teamed to form creative editorial compa-
ny Circolo. Overseeing the new Coconut Grove, Fla.-based venture is executive producer Michelle McKay.....

Rachelle Way, formerly a senior producer at Rhinoceros Post, New York, has been named executive pro-

ducer for editorial boutique Company X, New York....
Broadway Video, New York, has added several staffers: compositor/editor Mark Repasky, editor Freddy
Garcia, and director of operations Kim Caffiero. Additionally Alexandra Perez has been promoted to the
newly created position of director of client services for the company’s Video Services Group. She had previously
served as project manager in the Video Services Group’s duplication division....
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executive producer.

Agency: nicebigbrain

Jim Jenkins, creative director;
Jim Larmon, art director; Kenny
Herzog, copywriter; Ralph Laucella,
producer.

Production Company: Hungry Man
Jim Jenkins, director

Sound Lounge, New York

Rob DeFondi, audio mixer.

NATIONAL CAMPAIGN

Coca-Cola’s  “Sumer Games-
Stories” (:60), “Summer Games-
Pete” (:30), “Summer Games-Hired
& Fired” (:30).

89 Editorial, New York

Jim Ulbrich, editor (Ulbrich is now
with the New York office of Mad River
Post) Megan Swados, assistant editor;
Bob Cagliero, executive producer.
Agency: Berlin Cameron & Partners,
New York

Jason Peterson, creative director;
Dane Johnson, producer.

Production Company: Believe Media,
bicoastal/international
Vogel.Villar-Rios, director.

Discovery Channel’s “Milk Truck”
(:30),“Antlers” (:60),“Transporter”
(:30)

Big Sky Editorial

Chris Franklin, editor; Miky Wolf,

assistant editor; Cheryl Panek,
executive producer.
Agency: nicebigbrain
Jim Jenkins, creative director;

Jim Larmon, art director; Kenny
Herzog, copywriter; Ralph Laucella,
producer.

Production Company: Hungry Man

Jim Jenkins, director.

Hewlett Packard’s “Picturebook”
(:60), “Francois” (:30), “Relay”

(:30)
Chrome, Santa Monica
Hal Honigsberg, editor; Vince

Oresman, assistant editor; Deanne
Mehling, executive producer.
Agency: Goodby, Silverstein, &
Partners, San Francisco

Agency Creative Director: Rich
Silverstein, creative director; Steve
Simpson, creativedirector/copywriter;
John Norman, art director; Josh
Reynolds, producer.

Production Company: Tool of North
America
Francois Vogel,
Kimmel, DP.

director; Adam

PUBLIC SERVICE

American Legacy Foundation’s
“Replacement Smokers” (:60)
Cosmo Street Editorial, bicoastal
Tom Scherma, editor; Aaron P.
Langley, assistant editor; Maura
Woodward, executive producer.
Agency: Crispin, Porter + Bogusky,
Miami/Arnold Worldwide, Boston
Alex Bogusky / Pete Favat, creative
directors;

Production ~ Company:  Chelsea
Pictures, bicoastal/international
David Gordon Greene, director; Tim
Orr, DP.

Office of National Drug Control
Policy’s “Slam” (:30)

Version2. Editing, New York

Vito DeSario, editor; Micah Scarpelli,
assistant editor; Linda Rafoss,
executive producer.

Foote, Cone, & Belding, New York

Keith Ross, creative director/art
director; Gary Resch, creative director/
copywriter; Scott Cirlin, art director;
Heidi Hackemer, copywriter; Laura
Benjamin, producer.
Production ~ Company:
bicoastal/international
Doug Nichol, director

Partizan,

Office of National Drug Control
Policy’s “Rewind” (:30)

Version2. Editing

Vito DeSario, editor; Micah Scarpelli,
assistant editor; Linda Rafoss,
executive producer.

Agency: Foote, Cone, & Belding ,
New York.

Gary Resch, creative director; Ilana
Rosengarten, art director; Judith
Roth, copywriter; Laura Benjamin,
producer.

Production Company: Partizan

Doug Nichol, director

SPEC SPOT

Blackbush’s
(:60)

Cosmo Street, bicoastal

Steve Prestemon, editor

Production Company: Headquarters,
bicoastal

Jeff Labbé, director (He has since
joined bicoastal/international
(@radical.media)

“Phone Numbers”

Nike’s “New Ball” (:60)

Cosmo Street

Jack Douglas, editor; Yvette Sears,
executive producer.

“Little Busey” (:60 spec)

Terminal, Santa Monica.

Mark Goodman, editor; Paul Plew,
assistant editor; Michael Gresch,

executive producer.
Production =~ Company:
Films, West Hollywood
Tom DeCerchio, director

Incubator

STORYTELLING

Coca-Cola’s “Summer Games-
Stories” (:60)

89 Editorial

Jim Ulbrich, editor (Ulbrich is now
with the New York office of Mad
River Post); Megan Swados, assistant
editor;, Bob Cagliero, executive
producer.

Agency: Berlin Cameron & Partners
Jason Peterson, creative director;
Dane Johnson, producer.

Production Company: Believe Media

Director: Vogel.Villar-Rios

Lynx’s “Getting Dressed” (:90)

The Whitehouse, Santa Monica,
Chicago, New York, London

Richard Orrick, editor; Jane Dilworth,

producer.
Agency: Bartle Bogle Hegarty,
London
Nick Gill, Rosie Arnold, creative
directors; Dominique Smith,
producer.

Production Company: Small Family
Business, London

Ringan Ledwidge, director (He is
repped stateside by Park Pictures,
New York)

Nike’s “Magnet” (:90)

Rock Paper Scissors, Los Angeles
Angus Wall, editor

Agency: Wieden+Kennedy, Portland,
Ore.

Mike Burn, creative director; Vic
Palumbo, producer.

Production Company: RSA USA,
bicoastal

Jake Scott, director; Fran McGivern,

VISUAL EFFECTS

Adidas’ “Unstoppable” (:60, see
credits in Montage category,
above)

P.S. 260

Maury Loeb., editor

U.S. Air Force’s “Tornado” (:30)
Lost Planet

Paul Martinez, editor; Jen Dean,
assistanteditor; Betsy Beale, executive
producer; Christie Price, producer.
Advertising  Agency:  GSD&M,
Austin, Texas

Sr. VP Group Creative Director/
Writer: Daniel Russ, senior VP/group
creative director/copywriter; Brian
Born, creative director/art director;
Delores Stark, associate creative
director/copywriter; Brian Donnelly,
producer.

Production Company: harvest
Baker Smith, director;
Goldfarb, executive producer.
Visual Effects Company: Ring of Fire,
West Hollywood, CA

John Myers, executive producer;
Jerry Spivack, creative director/set
supervisor; Casey Conroy, producer.

Bonnie

Hewlett Packard’s
Change” (:30)
Company: Rock Paper Scissors, Los
Angeles

Angus Wall, editor;

Agency:  Goodby Silverstein &
Partners, San Francisco

Rich Silverstein, Steve Simpson,
creative directors; Rick Condos, sr.
copywriter; Hunter Hindman, art
director; Josh Reynolds, producer.
Production Company: Anonymous
Content, bicoastal

David Fincher, director.

“Constant

executive producer.
~ <<PreviousPage @ Searchlssue @ SHOOTInfo 18 —


http://www.shootonline.biz/pubs/shoot2005overview.pdf

Behind The Music

MUSIC SERIES

Music Production, Sound Design, & Audio Post

A look at how each track in the
Spring top 10 chart came into being.

or SHOOTs top 10 music and sound design chart,
variety in both original music and licensed tracks
abounds. Sam Spiegel of Squeak E. Clean, LosAngeles,
composed a dreamy tune performed by Karen O of
the Yeah Yeah Yeahs for the new adidas_1 shoe, while

James Brown’s classic “Superbad” is
updated for Mountain Dew. Speaking
of adidas, ads for the brand are proving
to be a great showcase for music, as

evidenced by its double appearance °

on the spring chart. Original music
continues to have a strong showing,
with great compositions supporting ads
for Heineken, Match.com and others.

Below is a look at how the chart-
topping tracks were created.

Number One
“Hello Tomor-row,” out of TB-
WA/Chiat/Day, San Francisco, and

promoting the new adidas 1 shoe is the first spot from director
Spike Jonze of bicoastal/international Morton Jankel Zander
(MJZ) since his Ikea “Lamp” commercial scored the Grand Prix

-
1

By Kristin Wilcha

at the Cannes International Film Festival two years ago. Like that
ad, “Hello Tomorrow” is a visual tour de force, which compels the
viewer to pay attention. Accompanying the visuals is a haunting
soundtrack. The spot opens on a sleepwalker who awakens in a
dark bedroom, furnished with only a bed and nightstand. As the

guy sits up, a pair of adidas_1 sneakers
magically rolls out of the blackness and
onto his feet. The pajama-clad dreamer
gets up, and leaps through a just-created
door. Realizing that he can manipulate

® his environment, the sleepwalker

begins a journey that takes him through
city streets, a forest, and back to bed.
The remarkably visual spot features
a dreamy tune sung by Karen O of
the Yeah Yeah Yeahs, and composed
by Sam Spiegel of Squeak E. Clean
Productions, Los Angeles.

Spiegel notes that the music lends
a surreal feeling to “Hello Tomorrow.”

“The music is very simple and soft and sweet,” he says of the
track that makes liberal use of the violin, cello and piano. “For
percussion, we just took two drumsticks and hit them together.

Continued on next page

19-Behind The Music, 20-Top Ten Spot Tracks
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TOP TEN SPOT TRACKS

MUSIC/SOUND AUDIO POST AGENCY PRODUCTION

Heineken stimmding, Sound Lounge, Publicis, New York Morton Jankel Zander, bicoast-
“Disturbance” Santa Monica New York Kara Drown, music producer | al/international

Jason Johnson, composer; Gus Koven, sound | Glen Landrum, mixer Dante Ariola, director

designer; Kelly Fuller, producer

< To view click poster

Nike Agoraphone, New York RavensWork, Wieden + Kennedy, Portland, | @radical.media, bicoastal/inter-
“Masks” Cop Shoot Cop, “Migration” Venice, Calif. Ore. national Tarsem, director
Dawn Sutter Madell, music supervisor Eric Ryan, mixer

< To view click poster

Subaru stimmding, Sound Lounge, DDB New York Believe Media, bicoastal/inter-
' “Two Wheels” Santa Monica New York national
David Winer, composer; Reinhard Denke, [ Tom Jucarone, mixer Zack Snyder, director
sound designer; Ceinwyn Clark, executive
< To view click poster prOdU cer

Saab Amber Music, bicoastal/international audioEngine, New York | Lowe, New York Anonymous Content, bicoastal
“Lost” Colin Smith and Simon Elms, composers;|Carl Mandelbaum, and Christian Loubek, director

Bill Chesley, sound designer; Patrick Oliver, [ Hillary Kew, mixers

music supervisor; Kate Gibson, producer

The Who, “I'm Free”

< To view click poster

Skittles Smoothie Mix Marshall Grupp Sound Design and Music, Sound Lounge, TBWA/Chiat/Day, New York | Moxie Pictures,
“Blender Hands” New York New York bicoastal/international
Marshall Grupp, sound designer Philip Loeb, mixer Martin Granger, director

< To view click poster
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Music Production, Sound Design, & Audio Post

A Look At The Genesis Of The Top 10 Tracks

Continued from previous page

It’s just really simple and pretty, and it just fits the
spot really well. ...
[The track] gives
it that soft, sweet
sleepy feeling.”

Number Two
Heineken’s
“Disturbance,” out
of Publicis, New
York, and directed
by Dante Ariola
of MJZ, illustrates
how the breaking
of a few bottles
Sam Spiegel of Heineken

is literally felt by
men everywhere. The ad opens with a bartender
balancing too many beers as he moves to stock the
bar. Several bottles from the case he is carrying
fall, breaking on the ground. At that same moment,
a boxer becomes distracted, and is knocked out, a
group taking a citizenship oath stops mid-sentence
with worried looks upon their faces, a surgeon stops
operating. Finally, a man in bed with a woman rolls
over, unable to continue their physical encounter.
When she asks him what is wrong, he replies that he
just feels sad, and rebuffs her efforts to comfort him.
A mournful, melancholy track scores the ad, starting
with soft piano notes, and building with orchestral
sounds like a violin and a cello, punctuated by sound
design, including an ominous thundering sound that
indicates that the beer has broken.

Jason Johnson, of stimmiing, Santa Monica,
scored the spot, which featured sound design by
Gus Koven, also of stimmiing. Johnson wasn’t
brought onto the project until after the rough cut
was complete, and wrote the final track literally the
night before it was due to the agency. “The agency
presented me with a cut that had a great piece of
music on it and I knew it was going to be difficult to

beat,” states Johnson. “After seeing it, I wrote two
pieces of music. The first piece was inspired by their
direction, but I made it more emotional. The second
piece was more of a departure.

“It was repetitive and mechanical, written for
piano, cello and mellotron,” he continues. “For both
pieces, I felt it was crucial to have a dramatic shift in
tone when the couple was in bed together at the end,
so I made the music more tragic, simple and looser.
The agency went with version two.”

Number Three

Online dating service Match.com’s “Football,”
out of Hanft Roboy and Partners, New York, and
directed by Peter Chelsom of Independent Media,
Santa Monica, features a guy so desperate to win his
girlfriend’s forgiveness for something left up to the
viewers imagination, he strips down to his skivvies
and runs out onto a football field in the midst of a
game. After sprinting onto the field, he turns to the
camera—he’s written “forgive me Andrea” on his
chest—and screams out “I love you Andrea,” before
being tackled by a player. Meanwhile, Andrea, at
home watching the game with friends, is thoroughly

disgusted, while one of her girlfriends exclaims that
it’s such a romantic gesture. The idea behind the spot,
which is scored with a stirring, orchestral ballad that
wouldn’t be out of place in a romantic film, is that
love is complicated, but finding it via Match.com is
pretty simple. A contingent of composers at Human,
New York, scored the ad’s track. “We talked it over
in depth,” says Andy Bloch, partner/composer at
Human. “[The agency] had very clear ideas, but
they were open to ours as well. We came up with
several approaches.”

Bloch and his team came onto to the spot after
the rough cut was assembled. “We had a good
amount of time on this one. Which in current
terms means more than a couple of days,” jokes
Bloch. “I can’t remember how many versions
we submitted but it was significant. We really
focused on one in particular, took it through
several revisions, but at the last minute the
current version came from behind! It came
down to the wire. The creative team was very
supportive throughout. It’s nice when you get
that positive re-enforcement. It really enables
you to go with your instincts a bit more.”

Number Four

Nike Apparel’s “Masks,” out of Wieden+Kennedy
(W+K), Portland, Ore., and directed by Tarsem of
bicoastal/international (@radical.media, envisions
athletes as warriors preparing for battle. In the ad,
athletes such as Yankees closer Mariano Rivera and
Brian Urlacher, linebacker for the Chicago Bears,
get on their game faces in the form of primordial
masks—the tagline: “For Warriors.” The track to
the spot is the gripping song “Migration,” off the
album Ask Questions Later, from the group Cop
Shoot Cop. The song, which elevates the tension as
each athlete’s face morphs into a mask to signal his
readiness for game time, was licensed by W+K via
Agoraphone, New York; Dawn Sutter Madell was
music supervisor on “Masks.” Storm Thorp, art
director for W+K on the ad, relates that the agency
team and the director were on a tight schedule—the
spot shot over the holidays—meaning that a licensed
track would likely make the most sense. “We were all
pretty sure of a tonal quality,” notes Thorp, “meaning
we could narrow [the music selection] down. There
were areas we knew we wanted to investigate.” He
praises the skill of Agoraphone for their ability to

Continued on next page
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Dir: Chris Milk
@radical Media
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Continued from previous page

assemble a number of great tracks. Thorp notes that
“Migration” helped to increase the tension of the
spot—much the way the theme from Jaws or The
Exorcist does—making it more memorable. “Most
of the time there’s an intention that you want the
track to be memorable,” he says, adding that the
spot had a natural build with the unveiling of the
masks, and the music helped convey the feeling of
tension as each one appeared.

Number Five

Adidas’“Night Practice,” directed by Kinka Usher of
House of Usher, Santa Monica, out of TBWA/Chiat/
Day, promotes the shoemaker’s involvement with
Major League Soccer. In the spot, young soccer
players seemingly play against their MLS idols,
who are actually being broadcast against walls
and garages, as the up-and-coming players hone
their skills. The music, from Brooklyn-based
band PS, and composer Jeff Derringer—PS’s
drummer—takes center stage, starting off as a
haunting orchestral piece, and speeds up to a
dramatic drum refrain midway through, as the
soccer players intensify their efforts.

Joe Calabrese, the agency producer on the spot,
relates that he knew the unsigned band from his
days in New York, when he would see them play at
venues such as the Mercury Lounge. Calabrese had
called on the band for previous efforts, but none of
those projects panned out. With “Night Practice,” he
relates, it was important to get across the feeling that
the kids playing soccer were alone, which the initial
string portion of the track achieved. The percussive
elements that build toward the end of the spot neatly
tie up the action.

This is the first spot track PS has created, and
Calabrese and the creatives have already called on
the band for another project, an upcoming FOX
Sports ad directed by Nicolai Fuglsig of MJZ.

Number Six

Subaru’s “Two Wheels” out of DDB New York, and
directed by Zack Snyder of bicoastal/international
Believe Media, feature cars up on two wheels as
they motor through the streets going about daily
business—paying tolls, pulling out of a driveway.
The strange sight is explained: what is the point
of having four wheels, when you just use two
wheels. Instead, you should opt for the all-wheel
drive Subaru Legacy. The spot’s track is an ethereal
melody that deftly sets up the explanation for why
cars are driving around on two wheels. David
Winer, a freelance composer who works through
stimmiing, Santa Monica, composed the track,
which also features sound design from Reinhard
Denke of stimmiing. Winer, who began work on the
track while the spot was in the storyboard phase,
says the agency “wanted something not necessarily
ethereal, but otherworldly.” Winer notes that there
were about three versions of the track prior to the
final. “It’s great,” he relates of “Two Wheels.” “The
real nice thing for me about it, is visually it’s high
concept, and looks really unique, but the main idea

of it is accessible and it’s delivered so well.”

Number Seven

“Elope” for Cadillac’s XLR, out of chemistri, Troy,
Mich., debuted during this year’s Super Bowl. The
spot, directed by Antony Hoffman of @radical.
media, features a young couple stealing off into the
night to elope. The girl’s father hears his daughter
sneaking out in his XLR, and follows the young
couple. When he catches up with them on a darkened
road, she makes an impassioned speech about how
she and her fiancé love each other, and are going
off to get hitched. He has no problem with this—he
just wants her to take her mother’s car, rather than
his Caddy.

The music is a haunting string melody out
of Asche & Spencer Minneapolis. Thad Spencer,
creative director at the shop, and composer on the
commercial along with Thomas L. Scott and Alan
Wolovitch, notes that he and his team were brought
onto the project before it was shot. “The creatives
had a strong idea about what role the music would
play in the spot, but the musical style and direction

was left to us,” he explains, adding that they had
several weeks to work on the project.

“Since we started before the shoot,” he says,
“we had the luxury of time. It gave us a chance to
compose many different ideas. A proper schedule
was a very cool part of this project. I think when all
was said and done, we composed around ten pieces
of music for the spot.”

Number Eight

“Lost” for Saab out of Lowe, New York, and
directed by Christian Loubek of bicoastal
Anonymous Content, positions the car as a way
to be original in a sea of conformity. In the ad,
people suddenly become aware of just how much
in common their surroundings and belongings
are with everyone around them. For instance, a
woman drives through a suburban subdivision,
desperately trying to figure out which house is
hers; a guy at an airport baggage claim carousel
realizes his bag is the same as his fellow
travelers; a woman trying on a dress walks out
the fitting room to see several other would-be

Continued on next page
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owners of the same garment. At the
end of the spot, a voiceover touts
the individuality of the Saab, as the
car is seen. The action is backed by
a track comprising sounds of horns,
maracas, and soft drums that segues
into The Who’s “I’'m Free,” as the
Saab appears on screen.

“We started at the animatic
stage,” explains Patrick Oliver, music
supervisor at bicoastal/international
Amber Music, the shop behind the
track. “The client had bought the
Who track and wanted
to see if there was some
way in which the track
could be edited to work
against this creative
idea. To no avail it
turned out. Instead, we
opted to try and find
some music that would
work for the main body
of the spot with the Who
track as a tag at the end.
. We actually went
through the process
with a few of these. In
the end, though, everyone agreed
to use a piece by Colin Smith and
Simon Elms, composers at Amber in
London, as a basis. Colin and Simon
worked with the agency to revise the
track to better suit the spot.”

Oliver notes that the process
of creating the track was highly
collaborative. “It was a constant
exchange and evolution of ideas
within the agency and we acted as

a consultative resource throughout,”
he says. “At times we bounced ideas
off each other and of course we were
there to do any musical research
throughout.”

The Amber team was pleased
with the end result: “We love it,”
states Oliver. “It creates a great
atmosphere throughout the main
body of the spot and does a great
job of branding the car with the Who
track at the end.”

Number Nine
Mountain Dew’s “Let’s Play,” out

“The creatives had a
strong idea about what
role the music would play
in the spot, but the musi-
cal style and direction was
left to us.”
—Thad Spencer

of BBDO New York, and directed
by Traktor of bicoastal/international
Partizan and Traktor, Santa Monica,
features an arranged version of the
James Brown song “Superbad.”
The spot opens on young African-
American guy with an Afro buying
a Mountain Dew from a vending
machine. As he presses the button
to vend the soda, the button flashes
the word “play,” just like in a video

game. As the guy sips his Dew,
a basketball rolls towards him.
He begins to dribble it towards a
basket, and is confronted by various
videogame-like characters—sword-
wielding Samurais, a knight in armor,
etc.—who he must defeat to make
the basket. He deftly weaves his
way through, fending off attackers
to ultimately dunk the basketball; he
notes that none of the villains even
touched him, as his clothes fall off
his body, and his Afro drops to the
street—seems a few swords got to
him after all. Scoring the action is
the James Brown
classic “Superbad,”
along with deft sound
design, which was
created by Francois
Blaignon at Nomad
Editing  Company,
Santa Monica.

Wendell Hanes,
of Bang Music,
New York, served as
the spot’s arranger.
He notes that there
were four musical
directions on the ad
before the final James Brown version
was selected. “The first direction
was edgy orchestral, the second
was street hip-hop and the third was
remixing a Stravinsky composition,”
relates Hanes, who was brought onto
the project after the edit. “The fourth
and final direction was a James
Brown ‘Superbad’ remix.”

Hanes relates the turnaround
time on the project was quick. “I had
about a day and a half to do the track

before
they wanted to hear something,” he
says. “I was actually being filmed
for an entire week for an upcoming
network television show so my
schedule was a bit overwhelming but
I work best when under pressure!”
The composer is pleased with
how the final product turned out: I
love the final spot. It was worth all
the work to end up with a spot this
entertaining. How can one compete
with James Brown?” he states. “It
was great mixing my rhythm styles
with his timeless music. When you
have great film like this, you’re
automatically inspired with each
new musical approach.”

Number Ten

Smoothie Mix Skittles “Blender
Hands,” out of TBWA/Chiat/Day,
New York, presents a rather strange
sight—a guy with blenders for
hands. The ad, directed by Martin
Granger of bicoastal Moxie Pictures,
opens on a somewhat nerdy looking
guy who joins two of his friends
in a garage. The guy, spinning his
blenders hands, says “look what
I did. Now we can make creamy
fruit smoothies whenever we want.”
His unimpressed friend notes that
instead, they can munch on new
Smoothie Mix Skittles, which just
came out. The disappointed blender
guy dejectedly lets his blender hands
fall to the floor. Sound design by
Marshall Grupp, of Marshall Grupp
Sound Design and Music, New York,
comprises the spot’s track, which

Marshall Grupp

consists of the blender hands making
a loud, rotating noise.

“There was no music in this spot,
only sound design,” notes Grupp,
who began his efforts after the edit.
“I worked on the spot for two days.
The most important element was
coming up with the right sound for
the blender hands. The agency had
production sound, but I felt that
it needed to be sweetened with
additional sound effects. The agency
didn’t want it to sound too good—we
all wanted the contraption to sound a
little funky.”

Grupp is pleased with how the
final work came out. “I loved the
spot’s idea of ‘low tech,’” he states.
“The joke is that the boy’s invention
is a bit cartoony, but not too cartoony.
The final sound was a combination
of the production sound and sounds
I created from my own recordings
of a blender and other machinery,
motor and gear effects.”
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Audio post house audioEngine, with offices in New York and Phoenix, has diversified. The shop is
expanding its sound design services in New York, and adding music production through its Phoenix
studio. Heading up original music services is Phoenix-based composer Jason Camiolo. Sound design
and music supervision is under the aegis of Tom Goldblatt in New York. AudioEngine’s general man-
ager Michael Porte described the diversification as “a natural next step” for the company, “allow-
ing us to provide quality service to our clients and deliver a complete package as appropriate.” The
audioEngine talent roster consists of sound designers/audio post mixers Goldblatt, Rex Recker, Joe
Vagnoni, Bob Giammarco, Carl Mandelbaum and Hillary Kew, as well as composer Camiolo...

Composer Andrew Hollander, who helped start New York-based Company X with editor Barney .

Miller in ‘02, has announced the launch of music/sound design company SugarboX, New York.
Joining the new venture will be composer Paul Riggio, formerly of Big Foote Music, New York. Other
key artisans are partner/engineer Robert L. Smith and assistant engineer/composer Jeff Slutz...

New York-based music/audio post shop Tonic has entered into a cooperative venture with audio
post house Light at the End of the Tunnel, best known for its work in the Hispanic market.

Light at the End of the Tunnel has moved into Tonic’'s Manhattan space, bringing both companies’

resources together under the same roof. Tonic principal/composer Peter Fish, noted that his shop
has been active in Hispanic ad assignments and that the affiliation with Light “will help us to better S E R V I C E S
serve and expand into that marketplace. Conversely Light owner/mixer/sound designer/composer
Juan Aceves said the relationship allows his company to be part of a larger infrastructure, freeing
him to spend more time behind the console.....In a separate development, Tonic has launched the
Tonic Song Library (TSL), a collection of fully licensed songs from a range of songwriters, from
street-level indie artists to Grammy Award winners. All master and synch licenses are administered
for Tonic by Spirit Music Group, an independent publisher. Metro Music is also on board to handle
some of the library’s distribution....

Yessian has graduated from its temporary digs in New York City to a full-fledged facility. Ad agen- PGYI'O”
cy vet Marlene Bartos joined Yessian last June as East Coast exec producer, heading operations at
the interim quarters in preparation for the completion of the new studio, which she now oversees. SOHWUre
Meanwhile, Yessian’s geographic expansion is not confined to the Big Apple. Continuing to maintain .
its original Detroit office, Yessian has opened a state-of-the-art audio facility in nearby Royal Oak, RES*dUGlS
Mich. All three Yessian shops are networked together with both audio and video. Executive producer 3 ;
Brian Yessian oversees production at the three studios. Michael Yessian is VP/director of opera- Produd‘|0n Accounhng
tions....

Chicago-based BAM! Studio has hired audio design veteran/voiceover artist Dave Leffel as its
new engineer. He comes over from Swell, Chicago. The move reunites him with BAM! owner Brian
Reed; the two first met while developing the audio department at Szabo Tohtz/Skyview, Chicago....

Bryan Hanna has joined Modern Music & Sound, Minneapolis, as a composer/sound design-
er/mixer. He is well known as a rock producer in the records industry, working out of Terrarium
Recording Studios, Minneapolis. Per the arrangement, Modern Music & Sound has forged an alli-
ance with Terrarium, a shop for which Hanna continues as an engineer/producer and co-owner.....

Lisa Blackwood Hope has been named VP of operations at Media City Sound, a Studio City,
Calif.-based audio post house associated with the Alan Ett Music Group....

Groove Addicts, West Los Angeles, sent a team—headed by executive producer/creative direc-

tor Dain Blair—to Jose Feliciano’s estate in Connecticut to record Spanish vocal tracks and origi-
nal songs by Groove Addicts composer/guitarist Carl Verheyen (Supertramp) for OneTouch Ultra’s LOS AﬂgElES 800333?5] 8
“"Diabetes Can Hurt” and "Diabetes Never Waits.” Both ads open with Feliciano’s hand strumming his NEW YDI'I( 866 4]4 96]5

signature guitar, followed by a super noting that the performer has had diabetes since 1994, and
accompanied by his voiceover testimonial for One Touch’s ability to deliver blood sugar results in : <
three seconds. The spots were directed by Leonardo Ricagni of A Band Apart, Los Angeles, for DDB W.MEdIG-SEWICES.COm
San Francisco....
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SHOOT'S 3RD ANNUAL

NEW
DIRECTORS SEARCH

IS ON!

ENTER TODAY

You might be one of tomorrow’s
hot new directors.

SHOOT is conducting a worldwide search to discover the best up-and-
coming director s who, based on their initial work, show promise to soon
make major positi ve contributions to advertising in its traditional and
emerging forms.

This global search is conducted by SHOOT's editorial staff with input from
advertising agency creative directors & heads of production, as well as
production compan y heads and established directors. The search is
conducted between February 25th and April 22nd

After the best work is chosen, SHOOT will profile the top up & coming
directors for a special feature in SHOOT's May 13th issue and e.dition. In
addition, SHOOT's Publisher and Editor will screen the showcase reel and
invite several of the directors to participate in one of two great panels
before an audience of advertisng agency and production industry
decision-makers at SHOOT's New Directors Showcase event on May 19 at
the DGA Theater in New York. Event & after party sponsored by: Thom-
son, Hungry Man, harvest, Anonymous Content, Biscuit Filmworks, Getty
Images, DGA, and FKKS.

ENTER SHOO T'S NEW
DIRECT OR SEAR CH TODAY.

2005

CALL FOR
ENTRIES

PROD.
SCENE

| DIRECTOR
CAMERAMAN

PROD. CO.

Who's Eligible to Enter?

Category 1: Commercials

Directors are eligible for consideration if they have been helming commercials for no more than two year s.
Category 2:Non-Commer cial

Directors with experience directing in other disciplines (films, music videos, spec pieces, shor ts, interactive

web, branded entertainment) even if they haven’t been involved in spots as of yet, but they must curently be
available to direct commercials.

For this 3rd Annual Showcase, Directors can submit work that was completed in the past 15 months.
(January 2004-March 2005) spanning commercials, music videos, spec pieces, shor t films
(excerpts from shorts, and excerpts from longform film or other entertainment fare). Directors
should submit NO MORE than fi ve minutes of work.

Get your submission form tday:
Email: kwilcha@shootonline.com or

rgoldric h@shootonline.com
Call: 203/2271699, ext 16

818/884-2440
http://wwwshootonline.biz/pubs/directorsentryform.pdf
Entry Deadline: April 27
Entry Fee: $75.®@

Send Submission form (must be compleely filled
out), entry €e, and work (1/2int VHS, 3/4ind or
DVD) to SHOOT's East Coast ofice:

SHOOT

21 Charles St., #203Westport, CT 06880 U8
Att: New Directors Entry

Ph: 203/2271699, ext: 6

It could be a big step towards being noticed by the production companies that can represent

you and the advertising agency creativ e and production decision-mak ers that can hire you.
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ORDER THE ‘04705 EDITION
OF THE SHOOT DIRECTORY

Advertising Agencies

Production Companies
Post/Editing/Video Production
Visual Effects

Music Production & Sound Design
Radio

Stock Footage

Film Commissions

L Production Services

3 International Companies

Trade Assocs./Award Shows/Film Festivals

NEED PRODUCTION & POST RESOURCES? THEN YOU NEED THE SHOOT DIRECTORY!

The SHOOT Directory is an indispensable research tool that has all the vital data you'll need to make your job easier and
more successful. If you're involved in commercial production or post, this is your guide to every resource and service in
the industry. All the information you need can be at your finger tips, 24 hours a day, 7 days a week and 365 days a year.

IT'S THERESOURCE YOU CAN'T AFFORD TO BE WITHOUT!

Call 203-227-1699 ext. 11 today!

Classifieds

Nice Shoes
islooking fora
nightscheduler
- 3pm-11pm -

Some experience preferred.
Must be hardworking,
organized and possess
leadership skills. Email cover

letters & resumes to:
info@niceshoes.com

A Los Angeles based high-end, fast paced
post house is looking for a highly
motivated telecine artist/assist. Must
have a minimum of 8 years experience. Must
have detailied knowledge of TLC, Davinci 2k,
Spirit Datacine and all film/tape formats and
standards. Please email resumes to:

resume_reply_87@hotmail.com

Mike Recording in Los Angeles is
seeking a high level audio engineer. Must
have background in spot work for TV and
radio and outstanding client skills. Sound
design skills a plus. Excellent pay package
includes base, percentage and benefits.
Reply instrict confidence to:

Chris@mikerecording.com

Associate Producer

Experienced in all phases of production.
Strong emphasis on post production
and recording sessions. Growing
independent NY agency. Detail oriented
and energetic. Please email your
resume to: hire@gardner-nelson.com

REAL ESTATE

Midtown Office and/or Production
Sublet Available approx. 2500 sg. ft
available in full service midtown post
production facility. Perfect for avid rooms,
composers, producers, etc. Separate
entrance. Will build to suit. Short or long term
lease. For more info, call Gail at 212.575.8664
or email to: gnord@soundhound.com.

Sublet: 16 West 22nd Street, NYC

Sublease 3 ¥ years, Occupancy: June 1st,
Area: 975 square feet,
Rent: $2,800/month, Space: fully renovated
space with plenty of windows. Fully air
conditioned, wired for phone and
networking. Free T-1 connectivity. All
inquiries call Mary 212-627-1900 or email
at:subletspace@click3x.com

Downtown NY commercial post
production co. has openings for a
college graduate with 1-2 years of
related experience. We offer a good
benefit package and a close-knit
work environment,
Duplication Coordinator

Must be organized, detail oriented
and able to multi-task. Customer
service and interpersonal skills are
needed.

Video Tape Operator
Macintosh experience preferred.
Knowledge of digital and analog
videotape machines and formats are
required. Video compressiona plus.

Fax resume and salary requirement to:

212-519-3794

Leading New York visual effects
facility The Mill is looking for full
and part-time senior Smoke and
Flame operators. If you are
interested please send your reel and
cvtoLily Crowley. Lily@the-mill.com

Wanted: Assistant editor for
commercial post-production
company. Top NYC commercial editing
company is seeking the rare individuals
who have a strong work ethic. Contact us
only if you are self-motivating, both
talented and confident, and contain an
outgoing personality. You must be detail
oriented, familiar as well as comfortable
working under pressure, handling
multiple projects in a demanding
environment. Experience and complete
working knowledge of the commercial
editing environment should go without
saying. For the individuals, who are
looking to be the best, you will be joining
a group of talented editors, designers
and producers that are like-minded. Not
to mention access to all the state of the
art equipment (avid, protools,flame,
inferno, smoke, CGI stations) in which to
expand your knowledge and hone your
talents.

Please forward resumes to
assistant_resumes@yahoo.com

Creative Director/Copy Writer
Japanese ad agency's LA affiliate
seeks freelance Creative Director for
global projects. Part-time.

Send resume and demo to:
5333 Village Green LA, CA 90016

Client Services

Nice Shoes has is seeking
someone for an entry level
position in our client service
dept. Must be friendly, detail
oriented and work well with
others. Email resumes to:

info@niceshoes.com

Sales & Marketing
High end NYC Post house seeks
experienced person for sales and
marketing.  Strong agency
contacts is a must. Email
resumes to:

adclass123@yahoo.com

To place
classified ad

simply email to:
ads@shootonline.com

A Los Angeles based high-end, fast paced
post house is looking for a highly
motivated telecine artist/assist. Must
have a minimum of 8 years experience. Must
have detailied knowledge of TLC, Davinci 2k,
Spirit Datacine and all film/tape formats and
standards. Please email resumes to:

resume_reply._87@hotmail.com

PRODUCTION SERVICES

Production Space Available
ldeal for sound/picture post for
WV/ffeature/Doc. Work 96s/f - 12,000s/f
Work Stations Available
Infemet/Phone/ Kitch/Prod. Services &
More. Long or Short Term Rental
212-420-6010, www.soundtrackft.com,
Mike.korash @soundirackny.com,

INTERNATIONAL DUBLIEATION CENTRE INC.
VIDEQ | AUDIO DUPLICATION © |
STANDARDS CONVERSION | |/

OvD ! O COMPRES SIDN
AUTHORIWE | REPLICATION

WAW.IDCDIGITAL.COM

Or Fax 203-227-2787 today!
Or click this ad to email to news@shootonline.biz

TEL 212 581 ¥340
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INSTANT GRATIFICATION IS NOW JUST
A CLICK AWAY FOR SHOOT READERS...

With instant benefits for advertisers! SHOOT's new e.dition is all about instant
ratification for readers and advertisers. When readers click on your ad in >2. Buy an ad in any e.dition during a week when there is no print issue and pay the
HOOT's e.dition they are linked to your web site or FTP location where they can outrageously low rates on the e.dition rate card. Sizes range from classified to Full
learn more about your company, services, products, artisans, and view your latest Computer Screen size to the Work Flow ad section (your logo, contacts, streaming

work in streaming video - Instantly! video of spot or other work, and credits)
There are two ways to place your ad in SHOOT's e.ditions: SHOOT's print issues and e.ditions have the attention of ad agency creatives,
producers, and brand marketers, offering you a powerful way to reach them. SHOOT's
>1. When you buy ads in SHOOT"s print issues, your ad in the same week's e.dition  must read News, ScreenWork and Feature Sections offer you a new opportunity every
is FREE. One week - Double exposure. Your e.dition ad reinforces your print ad's week to target key decision-makers with your sales message. Take advantage of
message! the time your clients spend with SHOOT and SHOOT's e.dition.
CHOOSING ISSUES TO ADVERTISEIN... A SNEAK PEEK AT FEATURES COMING UP IN
SHOOT'S APRIL - JULY PRINT ISSUES ... JUNE 24 ) _
PICK ISSUE DATES BASED ON THE TIMING THAT e BT I TRl Al
MAY 13 order Watch: Australia ew Zealan
YOU WANT YOUR MESSAGE TO HIT. Ad Agency Series: Creative Directors Events: Cannes Winners List
Directors & DP Series: SHOOT's 3rd Annual New Directors
SINCE EVERY ISSUE IS READ BY YOUR CLIENTS Showcase JULY 15
AND PROSPECTIVE CLIENTS --AND -- EVERY Border Watch: Florida & Claribbean_ Outlook Series: Mid-year Industry Report Card
ISSUE PROVIDES THE LATEST NEWS, SHOOT Event DIStI‘IbUtIOIIZSHOOT.S New Directors Border Watch: Mexico & Costa Rica
COLUMNS, AND SCREENWORK CREATIVE SECTION >"0case: AICE Awards, Clio Festival Events: SIGGRAPH preview & distribution
(“TOP SPOT", "THE BEST WORK YOU MAY NEVER MAY 27
SEE" PLUS "IWORK" AND "BRAND STAND").... Editing/Post Series: Editors & Colorists
Border Watch: New York
EVERY ISSUE IS ANOTHER OPPORTUNITYTO Events: AICP preview, Cannes Intl Adv. Festival Preview #1

REACH SHOOT'S AUDIENCE OF KEY ADVERTISING
AGENCY PRODUCTION & CREATIVE DECISION-
MAKERS.

JUNE 10

Directors & Dp Series: Cinematographers & cameras

Border Watch: France, Germany, Italy, Spain Events: AICE win-
ners list Distribution: AICP Show, Promax, Cannes Intl. Advertising
Festival

CONTACT US TODAY TO RESERVE ADVERTISING SPACE

Ad Deadlines:
e Space Reservations: Fridays, two weeks prior to issue date
e Ad Material Deadline: Fridays, one week prior to issue date

SHOQT | SHOQT e.dition | www.shootonline.com | The SHOOT Directory | The Commercial Production FORUM
The ONLY News publication, >e.dition, Web Site, Directory and Forum for all your Commercial, Interactive & Branded Content Production News and Information..

CALL 203/227-1699 OR CLICK AD TO EMAIL: RGRIEFER@SHOOTONLINE.BIZ
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street talk

0 New Reality, a spot production house formed in partnership with indepen-
dent film production and distribution company Fabrication Films, has opened
in Hollywood with a directorial roster consisting of Bruno Sauvard, Nick Egan
and Brewster MacWilliams. Roger Hunt is executive producer of the new
venture....Director Michael Maher—formerly VP/broadcast creative director for
Miami-based retail chain Burdines, a division of Federated Department Stores—has
joined Right Brain Films, Los Angeles, for exclusive commercials representation.
He has wrapped his first project for Right Brain, a package of swimwear and INC
clothing spots for Macy’s.....Richard Cormier—former VP of Nice Shoes, New
York, and managing director of its sister creative boutiques Guava and Freestyle
Collective—has formed a consulting service under the banner of Richard Cormier
Consultants. He will provide strategic and long-term planning guidance to compa-
nies involved in digital media production, postproduction and distribution. Prior to
Nice Shoes, Cormier served as senior VP of commercial digital services at Santa
Monica-based Ascent Media Group, following four years as managing director
of Ascent shop R!OT Santa Monica....Ascent Media Group and Thomson/
Technicolor are among the potential bidders to buy the U.K.s BBC Broadcast,
a subsidiary of the BBC specializing in the delivery and promotion of digital media,
offering a range of services needed to promote, play out and provide access to
broadcast content across all media, from TV to mobile phones....

rep report

Q Jane Brockman is joining New York-based independent firm PTA as a sales
rep. The PTA recently opened its doors under the aegis of rep/founder Phillip Tyler
Alden (see Rep Report in 4/8 SHOOT)....New York editorial house Jump has signed
Robin Fried and Richard Fink of R2, New York, for national representation.
Jump’s editorial roster includes Michael Saia, Barry Stillwell, Luis Moreno, Lin
Polito, Daniel Lin and David Bryen....Click 3X, New York, has secured Maureen
Butler of Mo Butler & Associates, Chicago, to handle the Midwest....Christine
Jackson, formerly a rep for production house Z Group Films, Venice, Calif., and
Chicago, has joined the sales team at HUM Music, Santa Monica. Jackson will be
splitting her time between Chicago and Los Angeles for HUM; she will play a key role
in the shop’s push in the Midwest market.....Dale Miller Represents, Chicago,
has taken on representation in the U.S. and Canada for London animation house
Banana Park....DP Martin Coppen has signed with Innovative Artists, Santa
Monica, for exclusive representation in commercials, music videos and features....

bulletin

Q April 21-May 1/New York: The 4th Annual Tribeca Film Festival. (212) 941-
2400; fax: (212) 941-3939;

festival@tribecafilmfestival.org; www.tribecafilmfestival.org.... .

Q April 21-May 5/San Francisco.: 48th San Francisco International Festival.
www.sfiff.org....

Q April 21-30/Newport Beach, Calif.: Newport Beach Film Festival 2005.
(949) 253-2880; fax: (949) 253-2881; www.newportbeachfilmfest.com....

Q April 22: Call for entry deadline for SHOOT’s 3rd Annual New

Directors Search. (203) 227-1699 x16; http://www.shootonline.biz/pubs/
directorsentryform.pdf....

Q April 28/New York: 2005 International ANDY Awards Show & Party.
Capitale, New York. www.andyawards.com....

Q May 11/New York: The One Show, presented by The One Club for Art & Copy:
www.oneclub.org....
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