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Jury Members Discuss Cannes
Advertlsmg Festival Prospects

Client Attendance Seen As A Positive Dynamic For Upcoming Event;
Entries In The Competition Are Up 18 Percent Over Last Year

Enterprises, London—will be honored as the advertiser of the
year. Ken Kutaragi, president/group CEO of Sony Computer

By Kristin Wilcha

CANNES, France—The 52nd annual Cannes International
Advertising Festival is quickly approaching—the weeklong

Entertainment will accept the award during the Film gala.
Last year could have been dubbed year of the client, with

event is scheduled to take place June 19-25.
Overall entries to the festival, which this year
includes two new categories—Radio Lions
and the Titanium Integrated Lions—have
increased 18 percent over 2004, with the
Lions Direct, Media Lions and Cyber Lions
experiencing the largest growth.

The international celebration of
advertising will feature panel discussions,
parties, and awards ceremonies, culminating
in the film gala, which will be held on

several blue chip marketers, including Procter
& Gamble, McDonald’s, Ford and Coca-
Cola, among others, checking out the scene
on the Croisette. The trend shows no signs of
abating—McDonald’s is sending a contingent,
as i1s P&G.

“I think it’s a really good idea that clients
attend Cannes,” said John Hunt, worldwide
creative director for TBWA Worldwide, and
the chairman of this year’s Film and Press &
Outdoor juries. “They can see for themselves

Saturday, June 25. Sony PlayStation—which last year scored how eighty percent of the work suffers from sameness. If they
the Grand Prix in the Film competition for “Mountain,” out of
TBWA, London, and directed by Frank Budgen of Gorgeous

>Continued on page 9

AICP Show Set For Return To MoMA

By Robert Goldrich

NEW YORK—Bucking the axiom
that you can never go home again, the
Association of Independent Commercial
Producers (AICP) Show and Lecture
Series event will return to the Museum
of Modern Art (MoMA) in New York
on June 14. This comes after a four-year
hiatus from the venue while the museum
underwent a  multi-million  dollar

reconstruction and expansion.

However, there’s been no hiatus in
terms of the winning AICP Show work
gaining artistic perpetuity at MoMA,
a tradition that dates back to the
inception of the annual competition
in 1992. The honored commercials
each year continue to be made part of
the permanent archives of MoMA’s
Department of Film and Media.

The first half of this year’s AICP
event comes in the form of a Tuesday
morning Lecture Series, from 9:30 a.m.-
12:30 p.m., during which the focus will
be on America’s best public service
work. Titled “ADvocacy,” the session
will take the form of a TV talk show
that will be moderated by Peabody- and
Emmy award-winning journalist and
author John Hockenberry.

>Continued on page 14

Sound Lounge
Scores At 4th
AMP Awards

By Robert Goldrich
BEVERLY HILLS, Calif—Sound
Lounge, New York, topped the 4th
annual Association of Music Producers
(AMP) Awards for Excellence in TV
Commercial Mixing during a spirited
ceremony earlier this week (6/6) at the
Mosaic Hotel in Beverly Hills. Earning
distinction as Mixer of the Year was
Sound Lounge’s Philip Loeb on the
strength of three spots: TBS’ “Buttons,”
AOL’s“Quotes-9.0 Launch,” and Federal
Express’ “Desert Island.”

Loeb received the AMP Decibelle
trophy as Mixer of the Year. He won
out over two other finalists who were

‘Continued on page 13

Headquarters
Gets Lift
From Cruz

By Robert Goldrich

SANTA MONICA — Bicoastal
Headquarters, headed by New York-
based president Tom Mooney, has
extended its reach internationally while
also putting a new face on its West Coast
operation and launching a satellite. These
three expansive company moves have

resulted directly from the coming aboard
>Continued on page 18
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Virtuoso Performance

he fourth annual Associ-ation of
Music Producers (AMP) Awards
for Excellence in TV Commercial
Mixing was held earlier this week in
Beverly Hills (see story, p. 1). The
competition offered significant new
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1 wrinkles, perhaps most
notably its inaugural
Spotted Excellence
Award, which enabled
the public to log onto
Www.ampnow.com,
watch and listen to three
finalist commercials, and then decide
which sounded best.

Internet voters chose Mountain
Dew’s “Sled” from BBDO New York
as the Spotted Excellence winner; audio
post mixer was Tom Jucarone of Sound
Lounge, New York. Allowing the
industry at large to cast votes diversified
the AMP Awards beyond its continuing
slate of honors based on the assessment
of expert judges.

Meanwhile, across all other
categories, judges were enamored with
the field of submitted commercials.

Creative Voice

AMP Awards event chair Liz Myers
of Trivers/Myers Music, Manhattan
Beach, Calif., related, “The judges were
extremely impressed with the quality of
entries this year and this is the reason
we expanded our awards list to include
more winning spots.” This was reflected
in more honorary mentions of particular
commercials than in years past,
continued Myers, who is also president
of AMP’s West Coast chapter.

But perhaps even more impressive
than these new developments is an “old”
carryover from the 2004 AMP Awards,
whereby a portion of the proceeds
generated by the event was donated to
Mr. Holland’s Opus Foundation. That’s
one of the many reasons that SHOOT
was particularly proud to again be a
prime sponsor of the AMP Awards.

Mr. Holland’s Opus Foundation
was inspired by the motion picture
Mr. Holland’s Opus, the story of
the profoundly positive impact that

a dedicated music teacher had on
generations of students. The film’s
composer, Michael Kamen, founded Mr.
Holland’s Opus Foundation in ’96 as
his commitment to the future of music
education. Kamen passed away in ’03
but the legacy he left behind includes
not only his amazing body of work, but
also the Foundation itself.

The organization was started to
address the fact that across the nation,
school and community music programs
have been discontinued or greatly
diminished due to budget cuts. The
positive effects of music education on
children’s emotional and intellectual
growth have been proven in numerous
case studies. Arts and music education
also contribute to students doing better in
school generally. Kids feel a connection
to the arts—and as a result, they begin
to value schooling in different subjects
such as math, English, science and
history. Youngsters start to realize that

By Robert Goldrich

education is relevant to their lives.

The Mr. Holland’s Opus Foundation
recognizes the importance of music to
children and seeks to keep music alive
in our schools and communities. The
organization maintains The Melody
Program and the Special Projects
Program. The latter targets community
schools of the arts, after-school music
programs, and youth orchestras. And
the Melody Program targets qualified
kindergarten to 12th grade music
programs.

Donations to Mr. Holland’s Opus
Foundation are tax deductible. People
can mail a check or money order to Mr.
Holland’s Opus Foundation at 15125
Ventura Blvd., Suite 204, Sherman
Oaks, CA 91403. Donations via credit
card can be made by phone (818 784-
6787) or fax (818 784-6788). Musical
instruments can also be donated. For
further info, log onto www.mhopus.
com.

W+K London Makes Hate A Good Thing

Without wishing to sound blasé, awards
are nice. But I truly believe that if we
had written any of these Honda ads
with awards in mind, we wouldn’t have
ended up making nearly as interesting
commercials,” says Tony Davidson,
who with Kim Papworth serves as co-
creative director of the London office of
Wieden + Kennedy (W-+K). “As long as
we continue to innovate and tell the truth
in compelling ways, I will be happy. If
we win awards in the process that’s great.
But the reason we are doing this is to
improve our client’s business.”
Davidson, along with Papworth, has
overseen some of the more creative—
and award-winning—car ads seen in
recent years. A category more known
for running footage than great creative

ideas, automotive advertising does have
its occasional creative highlights—
Volkswagen, Saturn and Mini Cooper
come to mind. And, in the past few years,
Honda and W+K have added to the
shortlist of great car work—that’s both
award winning and effective.

In the midst of another season of
awards shows, a spot for Honda out of
Wieden + Kennedy (W+K), London,
is sweeping the top prizes. “Grrr,” for
the Honda VTEC engine, won best of
show at the One Show and the Grand
Clio at the Clio Awards, the GRANDY
at the ANDY awards, two Golds—a.k.a.
Black Pencils—at the British Design
& Art Direction (D&AD) Awards, and
will likely score a Gold Lion—if not

the Grand Prix—at this month’s Cannes
International Advertising Festival.

“Grrr” is a fanciful, animated
tale that asks the question, can hate be
good?, and tells the story of how Kenichi
Nagahiro, an engineer at Honda who
hated what were then the standard diesel
engines. So, he wound up creating a new,
more efficient diesel engine, the VTEC.
The spot features diesel engines flying
through a colorful landscape filled with
bunnies and rainbows while a catchy
tune, performed by Garrison Keillor,
asks: “Can hate be good?”” The answer,
in the form of the new engine, is yes. The
team of Smith and Foulkes—Allan and
Adam—of Nexus Productions, London,
directed the spot.

By Kristin Wilcha

This isn’t the first time a Honda spot
from W+K, London has swept the awards
circuit—"“Cog,”’theRube Goldberg-esque
extravaganza that features the sum of a
Honda Accord’s parts coming together to
form the car began its juggernaut awards
procession in 2003. The spot, directed
by Antoine Bardou-Jacquet of bicoastal/
international Partizan, won a Gold Lion
at Cannes, and in 2004, scored best of
show at the One Show, the GRANDY
at the ANDYs, the Grand Clio, and an
honor in the international category at the
Association of Independent Commercial
Producers (AICP) Show. Two other
Honda spots, “Everyday” and “Senses,”
directed by Ivan Zacharias of Stink,
London, and Peter Thwaites of Gorgeous
Enterprises, London, respectively, also
scored numerous awards during the

>Continued on page 7
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Group101Spots Showcases
Directors At Annual Event

Commercial-Oriented Collective Helps Helmers Develop

Reels And Careers, Plans Expansion To New York City

By Emily Vines

SANTA MONICA—Commercial
industry insiders gathered last week (6/3)
at Red Car in Santa Monica for Specs
and the City, Groupl01Spots’ screening
of its latest round of directorial talent.
This is the third annual event for the
Groupl01Spots organization that gives
up-and-coming commercial directors the
challenge of creating one spot per month
for six months. Twenty-nine spots, of the
directors’ choosing, were shown at the
event.

Seven select directors finished this
year’s program: Lance Larson, Brandon
Kraines, Corbett Scott, Michael Victor,
Ed Schumacher, Paul Sincoff and Steven
Oritt. They come to the group with varied
industry backgrounds seeking to develop
their spot reels or perhaps to change a
reel’s direction.

Every 30 days, the directors must
present one commercial each at a
meeting that includes the other directors,
GrouplO1Spots leaders, as well as
production company executives and
agency staffers. Through critiques and
advice, these gatherings give the helmers
insight into improving their spots as
well as opportunities to network. At one
of the meetings Patti Coulter, co-owner
and executive producer of commercial
production house BeachHouse Films,
Santa Monica, was impressed with
Kraines’ submission and soon signed
him. His experience includes helming
music videos for the likes of Bone Thugs-
n-Harmony and he will maintain his
production company Stereo Lab Films,
Los Angeles, for select projects.

As for the other participants, Orittis on
the roster at Black Dog Films, a sister shop
of bicoastal RSA USA and London-based

~ <<PreviousPage @ Searchlssue @~ SHOOTInfo 3 Full Screen View / Exit ~ PrintHardcopy =~ Next Page >>

RSA Films, for music videos. Victor owns
editorial house Play, Hollywood, which
specializesinwriting, producingandediting
television promos. Scott comes from an
agency background as does Schumacher,
who has spot directing experience for
clients like Bacardi. Schumacher also
owns Ambush Productions, Venice, Calif.
Larson has worked as an editor and has
helmed a short, music videos as well as
some commercials. Sincoff’s experience
includes acting for 15 years and working
as a creative.

What they all have in common are
their aspirations. “Basically what we are
trying to find are people who really know
that they want to direct commercials as a
career and are committed to the kind of
work that it requires to make a reel that
will actually get them work,” founder and
director of GrouplO1Spots Dina Mande
said.

To gather material for the work,
Group101 solicits scripts for the directors’
consideration from advertising creatives.
“The creatives love this group because it
gives them the freedom to work without a
client,” Mande related. One rule the

directors must adhere to is seeking
permission to use the scripts from the
author(s). They are encouraged to pitch
their visions to the creatives and keep
them involved throughout the production.
“That’s primarily the secret to the success
of some of these guys, they are working in
a much more real world scenario,” Mande
noted.

PROFESSIONAL GROWTH
“In this next round we are going
to focus more on the agencies and

>Continued on page 8

To everyone,
thank you.

Celebrating 30 years of great sound.
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Director Steve

NEWS
Beck Joins

Revamped Rhythm + Hues

By Robert Goldrich

LOS ANGELES—Director Steve Beck,
formerly  with  bicoastal/international
Believe Media, has joined Rhythm +
Hues Commercial Studios, Los Angeles.
Beck’s new roost has been restructured
with the recent hiring of Paul Babb as its
live action executive producer (SHOOT,
4/8, p. 4). Now, the different operations at
Rhythm+Hues, including visual effects,
computer-generated  animation,  and
postproduction, have come together with
the live action division under the studio’s
Commercial Studios banner, meaning ad
agencies, clients and production houses
can access any or all of those disciplines in
one-stop fashion.

The signing of Beck, whose reputation
is in meshing live action and effects as well
as CGI, dovetails well with the complete
digital studio philosophy adopted at
Rhythm + Hues. Beck has access to
all the studio’s mixed media talent and
resources. His recent directorial credits at
Believe include spots for such clients as
Volkswagen, McDonald’s and Chevrolet.

Much of the effects fare for which
Beck is known contains major live-
action, performance-driven components.
Case in point is the lauded First Union
campaign—including “Launch,” “Noise”
and “Cityscape”—which swept the visual
effects category and earned a production
design honor at the Association of
IndependentCommercial Producers (AICP)
Show in 1999. The combo package for
Publicis & Hal Riney, San Francisco, also
deployed assorted live-action actors and
elements to portray a darkly surreal world
of economic turmoil and deception, which

First Union breaks through. “Launch”
additionally garnered Beck a Bronze Clio
for direction.

Beck directed the First Union
campaign through the now defunct
commercial production arm of Industrial
Light + Magic, San Rafael, Calif. There he
also helmed other varied jobs, including
Gatorade’s “Raptor vs. Raptor,” an ad that
pitted Toronto Raptors’ basketball star
Vince Carter against a prehistoric raptor in
a pick-up, one-on-one game of basketball.
Selected as a SHOOT Top Spot (2/25/00,
p. 16), “Raptor vs. Raptor” introduced the
new Gatorade Fierce line of flavors for the
client’s agency at the time, FCB, Chicago.

AWARDS

Over the years, Beck-directed
commercials have gained recognition not
only at the AICP Show and the Clio Awards,
but also from such competitions as the
Cannes International Advertising Festival,
the London International Advertising
Awards, the Siggraph Electronic Theatre,
and the

Advertising Awards.

International ~ Automotive
Beck has also helmed work—including
Nissan’s “Pigeons” for TBWA/Chiat/Day,
Los Angeles, Primestar’s “Runaway Pipe”
via now defunct Adler Boschetto Peebles,
and Pontiac Grand Prix’s “Coyote” for
the former DMB&B Detroit—that has
premiered during Super Bowl telecasts.
After Industrial Light+Magic
Commercial Productions (ILMCP), Beck
directed ads via Reactor Films, Santa
Monica, and then Believe Media. In
addition to spots, Beck has experience in
the feature arena, directing Ghost Ship and
>Continued on page 8
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Click 3x And Editor Senia
Find New Creative Habitat

NEW  YORK—Design/visual  effects/
animation house Click 3x, New York, has
teamed with editor Billy Senia to launch
Habitat, a creative editorial boutique serving
advertising and broadcast clientele. The new
venture features three editors and three Avid-
based edit suites located on the Click 3x
premises.

Click 3x executive producer Jason
Mayo will assume the same role for Habitat,
which has a roster of editors that includes:
Senia whose most recent staff position was
at Slingshot, New York; Rob Campbell who
comes over from Click 3x; and Aimee Lyde,
who’s been freelancing the past seven years.

Habitat and Click 3x will function as
independent entities, noted Senia, but will
co-venture on individual projects when
appropriate on a nonexclusive basis. “My
clients have been encouraging me to start
my own company,” said Senia, “and this
is the ideal opportunity...There are many
advantages in being located in the same
facility as a graphics house. If I need 3-D or a
type treatment for a project, it’s immediately
available.”

Senia is no stranger to Click 3x. He
has been doing freelance work out of that
company for three months, collaborating

with it on several projects, including a four-
spot campaign for Meijer Stores via New
York agency DeVito/Verdi.

Conversely, Click 3x gains via Habitat.
“Editorial has always been important to our
process and a service that we package when
it benefits our clients,” said Mayo. “We have
long felt it would be advantageous to have
easy access to more editorial talent.”

Senia has worked as a spot editor for
15 years, with recent credits for such clients
as Club Med, Abreva and Carraba’s Italian
Grill. Meanwhile, Campbell was with Click
3x since 2003. He has cut commercials for
MTYV, Canon and Miller Lite. And Lyde’s
endeavors include working with Click 3x on
spots for Road Runner and broadcast graphics
for The History Channel and Showtime.

In addition to commercials, Lyde has
been active in longer form disciplines. She
edited 100 Years of Ford, a retrospective
produced by bicoastal Imaginary Forces
for J. Walter Thompson, Detroit, as well
as such documentaries as Neal Casal:
Anytime Tomorrow, which premiered at
the 01 New Yorker Film Festival, and
The Great Game: The Story of Wall Street
for CNBC.

--by Robert Goldrich

Partners Sharabani And
Freedman Get “Wicked”

Music Venture Opens Doors In The Big Apple

By Carolyn Giardina

Sharabani—who 1is also a former sound

engineer—said Wicked Music’s approach of
employing both composers and filmmakers
to create music for picture helps “to make
sure the filmmaking comes through in the
music.” This can entail music storytelling
techniques such as punctuating moments or
adding suspense.

NEW YORK-—Vico Sharabani, creative
director/visual effects artist and partner/
supervisor of New York-based rhinofx, has
teamed with composer Daniel Freedman
to launch Wicked Music, a New York shop
created to “write music for picture.” The new

CHARLEN

FRNGTH NEW YO
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company is unaffiliated with rhinofx, and
Sharabani’s role at rhinofx goes unchanged.

>Continued on page 10
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PROMAX & BDA Confab Set For 6/21-23

NEW YORK—PROMAX & BDA, the
world’s largest association for promotion
and broadcast designers in the electronic
media, has a broad-based agenda on tap for
its annual conference slated for June 21-23
at the Marriott Marquis in New York. In
addition to its award proceedings (PROMAX
& BDA Awards are slated for Thursday
evening, 6/23), the three-day confab will be
highlighted by numerous sessions addressing
various aspects of the industry, ranging from
creative to business to the impact of new
platforms and technologies.

On the latter front, Nihal Mehta,
founder/president of ipsh!, San Francisco,
will discuss how the entertainment industry
is looking to capitalize on the personal
mobile phone platform. Content ranging
from entertainment to marketing/advertising

is starting to gain prominence on mobile
phone screens.

Meanwhile, another PROMAX & BDA
session is scheduled to tackle marketing in
a post-TiVO world, with panelists to be
announced. Also on tap are discussions on
the HD marketplace with Andrew Struse,
creative director, iINDEMAND, and the
burgeoning video game industry.

The video game arena is the key focus of
apanel discussion billed as featuring “change
agents.” Slated to participate are William
H. “Bing” Gordon, chief creative officer/
executive VP/founder of Electronic Arts, a
leading designer, marketer and promoter of
video games; Charles Hirschhorn, founder/
CEO of G4 Media, the 24/7 TV network
dedicated to video games; and J. Allard,

Your work interrupts.

>Continued on page 16

FLASHBACK

5 YEARS / 10 YEARS

U JUNE 9, 2000/ After resigning from bicoastal RSA USA, director Marcus Nispel
agreed to join Los Angeles-based Morton Jankel Zander (MJZ)....Director Bob
Giraldi and partner Phil Suarez of bicoastal Giraldi Suarez Productions have
reunited with their longtime director of sales Carol Case to launch GSP4, a
New York-headquartered shop that opens with directors Joe Rey and Joakim
Eliasson....Director Scott Bergstein has sighed with Santa Monica-based Area 51
Films for exclusive spot representation....FCB Chicago has promoted Mike Leary
to the position of senior VP/director of broadcast production. Leary has spent
10 years at FCB, most recently as senior VP/executive producer....Editor Staci Le
Van and senior producer Elizabeth Ryan have joined The Lookinglass Company,
Santa Monica. The house also maintains an editorial shop in Chicago....

It has to. You have 30 seconds or less to make
a statement. 5o the power of your image is
crucial. On film, you're already in high-del—
with pixels to spare. So your work will jump

ofl any screan—any size, anywhere,

Want attention? Get it on film.

U JUNE 9, 1995/Gregory McClatchy Film, a motion picture market/feature
trailer production company in West Hollywood, has launched a commercial divi-
sion, GMF/A signing director/cameraman Gerard Hameline for exclusive North
American, English-language spot representation....Harold Friedman, a pioneer
in computer animation and special effects work in commercial production,
died May 19 in New York after a lengthy bout with cancer....Derek Van Lint &
Associates, New York, Toronto and Miami Beach, Fla., has sighed Venezuelan
director Eduardo Scull for spotwork....Dialogue/comedy director Larry Robins,
who most recently directed commercials through New York-based X-Ray
Productions, has sighed with Firehouse Films, New Rochelle, N.Y. The company
also has an office in New York....

e E S PTG ©

DAK Maotion Picture Film
Get noticed.
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Davidson, Papworth Continue Award-Winning Collaboration

Continued from page 2

’04 season. (Thwaites is repped stateside via bicoastal Anonymous
Content, and Zacharias is handled in the U.S. by bicoastal Smuggler.)

Davidson notes that Honda and W+K have been able to team
on such great work because of shared company philosophies. “We
are both independent,” states Davidson of W+K and Honda. “We
are both slightly crazy and slightly sensible. Both brave. Both
take a long-term view. Both passionate. Both honest. Both don’t
believe in researching ads. And both have an amazing respect for
what each other do.

“In order to do great ideas you need a great relationship and a huge
amount of trust,” continues Davidson. “Often Honda will question our
work, but if they truly believe that we are doing something we truly
believe is right, they will listen. I would personally like to thank them
for believing in us for the past three years—it has been a truly amazing
journey. Long may it continue.”

The goal for Honda’s advertising in the U.K. is not to just create
good work, notes Davidson; its goal is to “tell the truth in compelling
ways.” For instance, “Cog” came about because the Accord had been
completely re-engineered, and the spot illustrated how much attention
and detail went into the redesign. “Grrr,” explains Davidson, came
out of a true story. “Honda’s first ever diesel engine was designed by
Kenichi Nagahiro, whose first words at the press conference were ‘I
hate diesels,”” explains Davidson. “He only agreed to build the engine
if he could start from scratch and design a far more efficient diesel.”

Davidson notes that he and the agency team “hope to make to
make people realize what an amazing company Honda really are by
telling the truth,” he remarks. “The closer you get to them, the more

you fall in love. Ask anyone at Wieden who has worked on Honda
what they are like as a company and you will feel the passion—they
literally bleed Honda. We need the public to do the same.”

If sales are any indication, the strategy appears to be working:
Davidson reports that Honda’s sales in the U.K. have gone up 35
percent, even though spending for marketing has decreased by about
three percent. He also says that “the type of traffic through their
showrooms has also changed dramatically—younger people are
learning about Honda’s passion and love of engineering.”

“GRRR”EAT SPOT

Davidsonand Papworth
oversaw the creative team
behind  “Grrr,”  which
includes copywriters/art
directors Sean Thompson,
Michael  Russoff, and
Richard  Russell, and
producers Rob  Steiner,

Charlie Tinson and Julia
Partiff. Davidson relates
that animation was selected for
the spot because “we also had to
be true to the idea and create a positive world of hate—something that
was much easier to do in animation.”

The agency opted to work with Smith and Foulkes based on prior
experience. “We spoke to a few great animation teams, all of whom
would have done an amazing job, but we loved Allan and Adam’s

Click Poster To View
Honda's "Grrr"

"MORE AND MORE AD AGENCIES
ARE RELYING ON T&A

IN THE SPOTS THEY PRODUCE."

: 333 Hudson Street New York City10013 phone 212.206.7388 fax 212.206.7288 www.twistaudio.com
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symmetrical vision for the piece,” relates Davidson, who praises the
pair’s production company, Nexus, for its high standards. “It felt like
nothing we had seen before. We had also worked on an amazing Aiwa
project with them and knew how versatile they were. I don’t like it
when directors and animators get pigeon-holed—surely like us they
want to do something different too.”

Davidson and his team are by no means resting on their “Grrr”
laurels. “We plan to, and indeed already are, getting into other areas of
Honda’s business,” says Davidson. “There is no point in having great
advertising if the other consumer touch points fail to deliver. How can
we improve and help dealerships? What role will should the Web play?
I am very interested in the business side—how will cars be sold in the
future? Will culture cause us to downgrade the number of vehicles we
own?”

Davidson and Papworth have known each other for 20 years, and
been a creative team for 17. The pair first began working together at
what’s now BMP DDB, London, splitting up briefly, then reuniting
at Leagas Delaney, London, and eventually shifting to Bartle Bogle
Hegarty, London, where they created the “Flat Eric” campaign for
Levi’s. Davidson and Papworth were appointed co-creative directors
of W+K in 2000. At the shop, the pair oversees work on a number of
accounts, including Nike, Aiwa, Revlon and Pizza Hut, in addition to
Honda. “When we joined Wieden as creative directors, we made a
decision not to do the work ourselves,” relates Davidson. “Dan Wieden
told us that his mission was to help other people do the best work of
their lives, whether they are agency or client side. Collaboration is a
large part of this office and I like to think that people who do great
work here realize that it is down to more than just them.”

ist

mixing | sound design | radio

A SOUND LOUNGE SATELLITE.
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R + H Signs Steve Beck

Continued from page 4
13 Ghosts.
Beck said he

comprehensive studio resources at Rhythm

was drawn to the
+ Hues. “This is a tremendous opportunity
to not only regain both quality and control
for the work we do, but redefine the way we,
as artists, work as a whole....We never need
to go out of house. Do you realize what a
relief that is?” Beck related.

ROSTER

Beck joins a roster of directors at
Rhythm & Hues Commercial Studios that
also includes: Clark Anderson, a live-
action/effects artisan who came over to the
company with Babb from ka-chew!, the
Hollywood-based spot division of animation
studio Klasky Csupo; and stop-motion
specialist Michael Wright.

While Babb heads live-action spots
at Rhythm + Hues, his executive producer
counterpart in animation and effects is
studio staffer Amy Hassler who oversees
effects, CGI and postproduction. In addition

to offering multiple services and disciplines
under one roof, Rhythm + Hues, said
Hassler, can harness the capabilities and
R&D resources that come from developing
effects and animation for major movie
studio clients. Recent film division credits
include The Interpreter, The Ring 2 and
The Chronicles of Riddick. Currently in
production are The Chronicles of Narnia:
The Lion, the Witch and the Wardrobe and
Superman Returns.

Hassler added that her visual effects/
animation/post operation will collaborate
not only with Rhythm+Hues spot directors,
but also live-action directors from other
houses. Independent reps Arthur Portnoy on
the East Coast, Mary Ida Bonadio and Donna
D’Aguanno in the Midwest and Connie
Mellors on the West Coast and in Texas
handle Rhythm & Hues on the live-action
front. Repping the studio in animation and
visual effects are indies Henry Hagerty on
the East Coast, Marci Miles in the Midwest,
Toni Saarinen and Jennifer Spencer on the
West Coast, and Fran Montoya in Texas and
the U.S. Hispanic market.

Group101 Screening Showcases Dirs.

Continued from page 3

getting bigger and better scripts,” said Steven
Gould, production advisor for Group101Spots
and executive producer at Subliminal Pictures,
Burbank. “...We’ve got heavy West Coast
representation and we’ve got a little bit of East
Coast ... we’re going to focus more heavily on
getting creative out of New York.”

This outreach to Madison Avenue and
beyond is in line with Group101Spots’ plans
to expand the collective into the Big Apple.
The organization has set up a home base at The
Now Corporation in Manhattan and Mande
plans to go back each month for the meetings.

For the next round of spec work, the group
will be accepting applications until June 24 for
both Los Angeles and New York.

Although the spotlight is on the directors,
Mande commented, “This is an opportunity
also for DPs, editors, production designers and
other collaborators—Ilike composers who get
involved with the spots and help out—to come
away with new pieces for their own reels. We
are not only helping to advance the careers of
our directors, but all of the collaborators who
helped them.”

(To view the 29 spots that were
screened, visit http://www.group101spots.
com/2005/2005_spots.html.)
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Cannes Fest Previewed Through
The Eyes Of Competition Judges

Continued from page |

genuinely do want to leverage their
advertising buck, the worst thing to do is
demand your agency maintains the status
quo. Cannes also usually has interesting
guest speakers at various seminars—
anything that provokes debate on the new
way forward can only be good. Plus, the
atmosphere at Cannes also seems to melt
the silos between client and agency—that
can’t be bad.”

Cannes also gives clients the ability
to view several different messaging
tools—from interactive to integrated.
“To go someplace where you’re exposed
to the best work in the world, to see what
might break through the clutter, and how
the challenge of a target with fractured
media consumption is being dealt with
is great,” noted Glenn Sheehan, North
American creative director, digital, for
Wunderman, Irvine, Calif., and a juror
for the Cyber Lions competition. “It may
sound old, but it is still great ideas that are
what move the needles, and creative is in
a very interesting transition in this media-
agnostic world. If our clients understand
that the limits of creativity are being raised
at Cannes, then they’ll in turn look to us
to strive to those heights here at home.
Our job is far more entrepreneurial than
it has ever been.”

Robert Greenberg, chairman/CEO/
chief creative officer at R/GA, New
York, related that to have clients at
the Festival enhances the experience.
“Client attendance elevates the entire
Cannes experience. It’s one continuous
interrelated scenario where clients bring
their top agency executives, who are
then influenced to design better work,
thus raising the creative bar,” he related.
“I think it’s also beneficial for clients to
attend because it helps them understand
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the value of developing stronger
creative.”
MORE ENTRIES, MORE

COMPETITION

Because of the increase in entries,
12 new jurors were added in the Press
& Outdoor, Media and Cyber Lion
competitions. Despite an overall hike,
entries in the Film competition were
down two percent as compared to last
year; the Radio category attracted 1,020
entries, while the Titanium category
attracted 133 entries.

This is not the first year the Titanium
Lion will be awarded—the honor was
created in 2002 by Dan Wieden, who
led the film jury that year, to honor
work in any category or combination
of categories that displays innovation
in design, thinking, execution and/or
sensibility; the inaugural Titanium was
given to the second round of BMW Films
out of Fallon, Minneapolis, and produced
by bicoastal RSA USA. This year, the
Titanium award is being recast to honor
campaigns that use at least three distinct
communication channels, including both
traditional and non-traditional media.
There is no limit on the length of a
given piece of work, or on the number
of outlets used to communicate the work.
The Titanium Lion will be awarded in
four categories, determined by the media
budget: under $1 million; $1 million-
10 million; $10 million-$50 million
and more than $50 million. A Titanium
Grand Prix will be awarded from the mix
of winners.

Jeff Goodby of Goodby, Silverstein
& Partners, San Francisco, will chair
the Titanium Integrated jury, which
comprises 10 judges from a wide
spectrum of advertising disciplines,

including interactive, media, and direct.
The U.S. jurors are: Greenberg; Cheryl
Berman, chairman/chief  creative
officer at Leo Burnett USA, Chicago;
and Daniel Morel, chairman/CEO of
Wunderman, New York. “I think it was
smart to create the Titanium category,”
said Greenberg, who last year chaired
the Cyber Lions jury. “I also remember
conversations with Terry Savage, Festival
CEOQ, on the real need to have an award
that recognizes marketing concepts that
move strategically across well-targeted
channels—that first and foremost, this
is the fate of the advertising industry.
Secondly, very few agencies do it well. It
requires both the big idea and for that idea
to be properly executed for each specific
media.” Greenberg also noted that he
hopes the category “encourages agencies
and clients to think more broadly about
their campaigns.”

Likely to factor into the inaugural
Titanium competition are campaigns
such as “Rainier Vision,” for Rainier
Beer and created by Cole & Weber/Red
Cell, Seattle. The package included
several elements: a series of 22-minute
episodes that aired on a local cable
access channel, along with Web and TV
elements. The broadcast portions of the
project were directed by Wyatt Neumann,
who directs via Neverstop, New York.
Another integrated package likely to do
well is Virgin Atlantic Airways’ “PPV”
created by Crispin Porter+Bogusky
(CP+B), Miami, which parodies pay-
per-view porn films. CP+B may also
see some of its Burger King work,
including its “Subservient Chicken” and
“Chicken Fight” fare, gain recognition.
The latter included TV spots, online

>Continued on next page
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Client Attendance Viewed As A Major
Plus For Upcoming Cannes Fest

Continued from previous page

been exposed to the world before.”

In terms of trends, Hayden expects
that as in years past, comedy will take
center stage. “Humor is going to be big
this year, because the world is under great
stress, and we need to release it,” she
said, adding that simple ideas that hold
up over time will also make an impact.
“There’s no question that humor will be
a major force—but when hadn’t humor
been a major force at an international
adverting competition?”’

Hunt didn’t think there would be any
one trend that stood out. “I’'m not sure if
I see any absolute trends in this year’s
commercial work,” stated Hunt. “Maybe
we’re less depressed than we were two
or three years ago. We’re laughing more
(especially at ourselves).

“I also feel that Asia as a region
is beginning to make itself felt,” he
continued. “I think going forward,
they’re going to become one of the major
advertising pillars.”

Hunt also cautioned that as
technologies change, the foundation of
good ideas is of paramount importance.
“This is more a watch-out than a trend:
the more technology allows us to create
pyrotechnic special effects , the more we
have to remind ourselves it’s an original
idea that breaks through and not how
you decorate it,” he said. “We all know
how difficult it is to earn thirty seconds
of the consumer’s time. Often though
simplicity breaks through more than
senseless razzle dazzle.”

Heading up the Cyber Lions
Jury is P.J. Pereira, executive creative
director at AKQA, San Francisco. The
U.S. judges for the Cyber Lions are:
the aforementioned Glenn Sheehan of

Wunderman, and Kris Kiger, executive
creative director at R/GA. “Having done
the jury gig a bunch of times, I really
try not to look at the tide of popularity
that builds from the other winners,” said
Sheehan when asked about his predictions
for winners at Cannes. “Obviously,
‘Subservient Chicken’ has shook up the
world and set a bar—whether it is a pure
creative bar, or the current flavor of the
year, time will tell.

“The greatest part of the experience
of being involved in a show like
Cannes Cyber Lion is that you have an
opportunity to see work from around the
planet,” continues Sheehan. “Digital has
always been a tough medium to share
and view work—much of it is transient,
it disappears, there are no reprints, no
reels to view. Work that may have been
great has come and gone in a matter of
weeks, and unless you know the creator,
or are lucky enough to be on a jury, you

miss so much breakthrough work.”

“I don’t think there’s any one
particular piece that stands out to me. It’s
fairly open,” related Kiger. “I think in the
past year or so, I’ve seen a lot of strong
work coming from many places around
the world.

“I love that the production values of
many online initiatives have been brought
up to a very high level and that the work
has taken on a tremendous viral quality,”
continued Kiger. “I think the concept
and site created for Mercury’s ‘Meet The
Lucky Ones’ was really great. I also liked
the type of work that was done by San
Francisco-based Mekanism for Sega’s
Super Monkey Ball Delux site.”

Sheehan noted that while judging
work, he is able to see the new horizons
of digital. “To me, the great opportunity
is where we blur the lines of the virtual

>Continued on next page
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Cannes Fest Previewed
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reality of a digital conversation with
the real world, and begin to push
brand experiences and conversations
from online to on-land and back,”
he explained. “As we expand further
into the realm of integration, there are
more opportunities to connect with the
consumer—and more opportunities for
creativity to flourish.”

Kiger has similar thoughts, noting
that the lines between media are
becoming less discernable. “I think that
a lot more clients are thinking more
strategically, and thus spending more
on online,” she said. “We’re beginning
to see the blending and blurring of the
lines between broadcast and online. The
storytelling is becoming more in-depth

and developed—it’s really an exciting
time.”

TV WORK

“Cannes is the melting pot,” stated
Tony Granger, chief creative officer at
Saatchi & Saatchi, New York, and a juror
for the Press & Outdoor competition.
“There are a lot of fantastic shows out
there ... but Cannes is the one show
that’s completely international, which
is so nice.” Granger predicts “Grrr”
will take the Grand Prix, noting “the car
category is really good this year. ... It’s
a really hot category—year after year,
it seems to be so brilliant, especially
this year.”

Some of Granger’s other car picks
include the Volkswagen spot “Singing
in the Rain,” out of BMP DDB, London,
and directed by Ne-O of Stink, London.
The ad features the classic Gene Kelly
montage, but with an updated tune.
Another car ad on Granger’s win list
is _the Mercedes-Benz ad “Space To

Think,” out of Campbell Doyle Dye,
London, and directed by Frank Budgen
of Gorgeous Enterprises, London.
(Budgenisrepped stateside viabicoastal
Anonymous Content.) The ad shows
an office worker literally becoming
squished and distorted by the hustle
and bustle of life; he returns to normal
behind the wheel of his Mercedes.

Granger  also  cites Sony
PlayStation’s “Golfers”—part of a
campaign that also includes the spots
“Porn Stars” and “Athletes”—as a
likely Lion recipient. The spots, out of
TBWA, London, and directed by Daniel
Kleinman of now defunct Large—he’s
since opened Kleinman Productions,
London—feature PlayStation land,
which is much like the Serengeti,
except instead of tigers going after
hyenas, porn stars attack golfers. The
spots scored a Gold Pencil at the One
Show, among other accolades.

Granger also pointed to another
spot that has been doing well of late—
NSPCC’s  “Ventriloquist,” directed
by Kleinman for Saaatchi & Saatchi,
London. The spot shows an abused
little girl as a ventriloquist’s dummy,
being controlled by her abuser.

Also likely to factor into the Lions
race are the spots “Love Scene,” Good
Cop/Bad Cop,” and “Establishing a
Character,” for the Canadian Film
Centreis  Worldwide  Short Film
Festival, out of Taxi, Toronto, and
directed by Tim Godsall via untitled,
Toronto. (Godsall is repped stateside
via Biscuit Filmworks, Los Angeles.)
The ads feature a film school instructor
who humorously shows his students
how to quickly establish several movie

>Continued on next page
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Upcoming Cannes Fest

Continued from page 6

clichés so they’ll work in a short film.

A trio of ads for adidas—
”Carry,” “Made to Perfection,” and
“Unstoppable”—out of TBWA/Chiat/
Day, San Francisco, is another strong
candidate to make a splash at Cannes.
“Carry,” directed by Noam Murro
of Biscuit, features Kevin Garnett of
the Minnesota Timberwolves literally
carrying what seems like an entire city
on his shoulders, while “Unstoppable,”
helmed by Brian Beletic of bicoastal
Smuggler, shows Tracy McGrady of
the Houston Rockets fighting off his
inner demons as he attempts to dunk
a basket. And “Made To Perfection,”
directed by Rupert Sanders, then of
Omaha Pictures, Santa Monica—he’s
since signed with bicoastal/international
Morton Jankel Zander (MJZ)—features
a God-like figure who creates McGrady,
Garnett, and Tim Duncan of the San
Antonio Spurs, and then places them on
a basketball court to realize their destiny
to become basketball greats. A fourth
adidas spot, “Hello Tomorrow,” directed
by Spike Jonze of MJZ, may also factor
into the Cannes mix. The spot features
a sleepwalker whose dream is propelled
by adidas 1 sneakers.

EVENTS

For the second year in row, the
Association of Independent Commercial
Producers (AICP) and the Commercial
Film Producers of Europe (CFP-¢) will
hold their World Producers Summit.
Slated for June 23 at the Carlton
International Hotel, the invitation-only
gathering offers executive producers
from commercial production companies
around the world the chance to enter
into a dialogue about the business and
factors that impact it globally.

Additionally, the AICP and CFP-e
will hold a panel discussion on Friday
morning at the Palais des Festivals.
The topic is “The Creative Role of the
Producer,” and will explore the impact
a producer has on a spot. Scheduled
participants are: Matt Miller, AICP CEO/
president; Frangois Chilot, who heads up
the CFP-¢; Jon Kamen, chairman/CEO
of bicoastal/international (@radical.
media; Daniel Bergman, founder/
producer at Stink, London; director Ivan
Zacharias of Stink (he’s repped stateside
via bicoastal Smuggler); Nancy Gabriel,
producer at Wanda Production, Saint
Denis la Plaine, France; and director
Wilfrid Brimo of Wanda.

Other scheduled presentations and
panel discussions at the Palais include
the 15th annual Saatchi & Saatchi New
Directors Showcase, which features
notable up-and-coming talent from
around the world.

Once again, Sony and Young &
Rubicam will presents the “Dreams”
short film series, this time under the
banner “Flight.” Directors whose
shorts will be screened at Cannes are:
Samuel Bayer of bicoastal RSA USA
(Max); James Gartner of bicoastal
GARTNER (Vuelo); Jeffrey Plansker
of bicoastal Supply & Demand (The
Lion Has Wings); Jesse Dylan of Form,
Los Angeles (Inside The Light); Hank
Perlman of  bicoastal/international
Hungry Man (Switching to Glide: The
Abe and Frida Kogan Story); Alison
Maclean of Park Pictures, New York
(Flight); Charles Stone III of Brown
Bag Films, New York (The Bet);
Baker Smith of Harvest, Santa Monica
(Le Roi); Doug Nichol of bicoastal/
international Partizan (40 Love); and
StyleWar of bicoastal Smuggler (Little
Pony).
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Sound Lounge Tops AMP Awards

Continued from page |

honored with certificates: Sound
Lounge’s Rob Sayers for Nextel’s
“Bees,” Saab’s “Sticky,” and Nike’s
“Marauders”; and Michael Marinelli
of Buzz, New York, whose mixing
prowess was reflected in General
Electric’s “Columbus,” M&M’s “And
You Were There,” and Xenadrine’s
“Closet-Three Months.”

While the Decibelle honor was
based on assessments from a panel of
industry judges, the AMP competition
offered a new wrinkle this year with its
inaugural Spotted Excellence Award,
which enabled the public to log onto
www.ampnow.com, watch and listen
to three finalist commercials, and then
decide which sounded best. Again,
Sound Lounge came out on top with
mixer Tom Jucarone winning for
Mountain Dew’s “Sled,” deemed by
Internet voters to be the best sounding
spot of the past year. Also receiving
Spotted Excellence recognition for
“Sled” were Mountain Dew’s agency,
BBDO New York, and Stewart
Copeland of Groove Addicts, Los
Angeles, who served as composer
and featured performer of the musical
score.

“Sled” topped a field of three
Spotted Excellence Award finalists,
the other two Dbeing: Toyota’s
“Wheel,” with postproduction audio
mix by Eric Ryan of RavensWork,
Venice, Calif., for Saatchi & Saatchi
LA, Torrance, Calif.; and United
Airlines’ “Interview,” audio mixed by
Jimmy Hite of Margarita Mix de Santa
Monica, for Fallon, Minneapolis.

SPECIAL MERIT

Besides bestowing the Mixer
of the Year honor upon Loeb, AMP
judges voted on awards in several
other prime categories. Tim West of
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POP Sound, Santa Monica, received
the coveted Special Merit Award for
best newcomer to the audio mixing
discipline. He earned the honor
for three commercials: Gateway’s
“Philly,” Full Spectrum Warrior’s
“Thousand Threats,” and Del Taco’s
“Product Placement.”

Additionally, honorable mentions
for a particular spot or campaign were
awarded to the following mixers: Tom
Goldblatt of audioEngine, New York,
for Snapple’s “Robot”; Mitch Dorf
of POP Sound for Ford Mustang’s
“Cornfield”; Paul Rodgers of Avenue
Audio, Chicago, for Hallmark’s
“In The Attic”; and David Baker of
Crescendo!, San Francisco, for the
California Milk Processors Board’s
“Russian Family.”

“The judges were extremely
impressed with the quality of entries
this year and this is the reason we
expanded our awards list to include
more winning spots,” related AMP
West Coastchapterpresident LizMyers
of Trivers/Myers Music, Manhattan
Beach, Calif. Myers served as chair
of the AMP Awards event.

The evening awards proceedings
drew some 200 attendees from the
advertising and entertainment arenas.
Eduardo Xol, the host of Extreme
Makeover: Home Edition, served as
awards show emcee. The winning
work was screened, as was a show
DVD featuring insights into the
judging and an interview with Mixer
of the Year Loeb. This fourth annual
AMP event actually marked its
second year as a national competition
honoring the talents of postproduction
audio engineers who mix the final
sound on TV spots. (The first two
years of the awards honored the work
of mixers on the West Coast.) Eligible
commercials for the 05 AMP Awards

must have debuted on air in the U.S.
between Jan. 1, °04, and Dec. 31, ’04.
Entries had to be the on-air versions
of the spots.

“Alotofexpertise goesintomaking
a great television commercial, and the
sound mix is the critical last step,”
related AMP president Jan Horowitz
of New York-based music/sound
design house David Horowitz Music
Associates (DHMA). “Pulling all the
audio elements—the music, dialogue,
voiceover and sound effects—into
perfect balance supports both the
visual image and the advertiser’s
message. That’s what the very best
postproduction mixers do, and we
think they deserve recognition.”

SHOOT was a primary sponsor of
the event. A portion of the proceeds
generated by the awards show will
benefit the Mr. Holland’s Opus
Foundation, which provides musical
instruments and instruction to public
schools that need assistance.

‘“Wicked”

Continued from page 5

The company has already caused a
stir with its first project—the opening
from the Fourth AICE Annual Awards,
held last month in New York. The
music supported a graphics opening
created by Sharabani and rhinofx.

Initially, Wicked Music is focusing
on short form projects, including
commercials and music videos. Sharabani
reported that the company plans to branch
out into long form in ’06.

Currently, the company consists
primarily of the partners and executive
producer Adi Ezroni. The shop intends
to bring on additional composers and
filmmakers.
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AICP Show Back To MoMA
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Joining him to screen their public
service spots and to discuss the genesis
of the work will be representatives from
three not-for-profit organizations—The
Advertising Council, the Partnership for
a Drug-Free America (PDFA), and the
American Legacy Foundation—as well
as a corporation proactively involved in
public service projects, MTV.

Scheduled  speakers  include
Peggy Conlon, president/CEO of The
Advertising Council; Nina DiSesa,
officer,
McCann-Erickson, New York, and
member of the Ad Council board;
PDFA president/CEO  Stephen J.
Pasierb; Allen Rosenshine, chairman of
BBDO Worldwide, and vice chairman/
executive creative director of the PDFA’s

chairman/chief creative

board of directors; Dr. Cheryl Healton,
president/CEO of the American Legacy
Foundation; Pete Favat, managing
partner/group creative director at Arnold
Worldwide, Boston, who in partnership
with Crispin Porter+Bogusky, Miami,
leads the Legacy Foundation team
behind the effective anti-tobacco “truth”
commercials; Kevin Mackall, senior
VP, MTV & MTV2; and Ian Rowe, VP,
public affairs, MTV.

“This year’s event will explore both

the intentand efficacy of some of the most

International award-winning
production company is bailding
olir rostar of 1aleated Direciors

for a vanety ol media.
Seml reals.
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celebrated public service campaigns in
recent years,” said 2005 AICP Show and
Lecture Series chairman Dan Lindau,
who’s partnered in Crossroads Films,
bicoastal and Chicago.

AICP SHOW

On Tuesday evening, the 2005
AICP Show will debut with the honored
commercials being screened at MoMA’s
Roy & Niuta Titus Theater 1. Next will
be a black-tie reception and buffet dinner
at MoMA’s Abby Aldrich Rockefeller
Sculpture Garden.

Commercials will be honored
in 15 technique categories, two
concept categories, a pair of overall
excellence categories, and five specialty
categories.

The technique categories are:
Visual Style; Dialogue or Monologue;
Humor; Tabletop; Cinematography;
Animation; Editorial; Graphics; Visual
Effects; Original Music; Sound Design;

Musical Arrangement; Production;
Production Design; and Talent/
Performance.

Concept categories are: Agency Art
Direction; and Copywriting.

Overall excellence categories
are: Advertising Excel-lence/Single
Commerecial; and Advertising
Excellence/Campaign.

And the specialty categories
are: Public Service Announcement;
Low Budget; Spec Spot; Student
Commercial; and Advertising
Excellence/International.

For further info, log onto www.
aicp.com.

Signing
with a
production
company?

» LEGALEASE

Bv Jerrrey AL GREt

weeks ago at the DGA Theater in New York City, heard directors, production company heads, and others
talk about the many challenges of building a new director’s career. Without a doubt, if you're a director,
building a reel, finding a production company, and getting good work isn’t going to be easy.

One of the early challenges that you are going to have to face, when joining a production company, is what
to do about the production company’s director contract. Should you just sign what the production company
gives you? Should you negotiate? Don’t those contracts all really say the same thing? These are important
questions. Here are some common mistakes that directors make.

Iit’s The Relationship
When choosing a production company, don’t just shop for the best financial deal. Instead, find the right
production company. You need to find people you trust, who understand you and your work, and who are truly
committed to investing in you and helping you build your career. Find out how other directors have done there.
Talk to the sales reps. It might be nice to get a signing bonus, a guarantee, or a large share of the profits. But
those kinds of things won’t matter in the long run if you aren’t getting the work that you want.

Terms Do Matter
Don’t sign whatever is put in front of you. Some people assume that all contracts are basically the same
and that, so long as they have agreed upon a day rate and a share of the profits, they don’t really need to worry
about the specific contract terms. It’s just not true. The terms of director contracts—for example, how profit
participations are calculated—vary widely. Signing with a production company is a big decision. You should
consider the terms of the contract carefully. You may be bound to the contract for several years, so you had
better make sure that you are comfortable with what it says.

What’s Important?

Think about what is important to you. For example, how long of a commitment are you willing to make? Are
you willing to be exclusive to the company? Are you expecting to do music video and long form work as well?
What are your expectations about a day rate and a share of the profits? What do you hope to earn? The terms
of director contracts are generally negotiated, and you should make sure that the deal meets your needs.

Unrealistic Expectations

Don’t have unrealistic expectations, though. Educate yourself about what is fair. If you're just starting out, you're
not going to get the same deal as a director who’s doing $10 million of billings a year. On the other hand, there’s
nothing wrong with asking to be treated fairly and to be properly compensated for the work that you're doing. Just
remember that production companies have some things that are very important to them too. And don’t expect them
to treat you dramatically differently than the rest of the company’s directors (unless they should).

Win-Win
Finally, don’t forget that for a relationship to be successful, a contract has to be win-win. That means

coming up with reasonable financial terms, where everyone feels that they will profit. It also doesn’t hurt to get
the deal done in a respectful manner, so that there aren’t any hard feelings. That’s the worst way to start off a
new relationship. So, negotiate, but be reasonable. If the director and the production company each respect
what the other is bringing to the relationship, you’ll come up with the right contract.

It's not just the directors, of course, who make mistakes when negotiating contracts. There are common
traps that production companies fall into as well. But more on that in a future column.

* kK

Aln addition to seeing some terrific work, the audience at SHOOT’s New Directors Showcase, held a few

This column presents a general discussion of legal issues, but is not legal advice, and may not be applicable in
all situations. Consult your attorney for legal advice.

*kk

Jeffrey A. Greenbaum ESQ. is a partner at Frankfurt Kurnit Klein & Selz, New York. If you have a suggestion for a
topic to be covered in a future column, send an e-mail to jagreenbaum @fkks.com
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Directors Tilby And Forbis Walk ““Mr. Pants”’ To The Airport

Animated United Airlines S

By Christine Champagne

allon, Minneapolis, continues its tradition
of creating amazingly artful animated spots

for United Airlines with “Mr. Pants” (:30).
Directed by Wendy Tilby and Amanda Forbis of
Hollywood, Calif.-based Acme Filmworks, the spot
depicts a pair of legs—those of a businessman—
waking up in the morning and showering, then
making his way to the airport. Along the way, he
encounters other legs as they do, well, the things
that legs do—Ilike play soccer, skateboard and walk
along city streets.

Whimsical, colorful and fun, “Mr. Pants” illustrates
the message that United Airlines offers more legroom
than any of the other airlines, and the spot makes its
point without getting too literal—we never do see a pair
of legs stretched out in an airplane seat. This approach
was intentional, according to Fallon group creative
director/copywriter Stuart D’Rozario, who said that the
agency has been careful not to be too literal with any of
its United Airlines spots. “People enjoy watching the

Stuart D’Rozario
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spots, and they absorb the message better, we believe, if
you don’t hit them over the head with it,” he reasoned.

Tilby and Forbis, Oscar-nominated filmmakers who
had previously worked with Fallon on another United
Airlines commercial titled “Interview” (another SHOOT
Top Spot of the Week), were onboard with that notion.
In terms of animation style, the thought on the agency’s
part, D’Rozario shared, was that Tilby and Forbis could
simply revisit the technique that they employed to
create “Interview,” which had them shooting video, then
painting over the frames. But Tilby and Forbis had other
ideas on how to animate the spot, and they presented
the agency team, which also included art director Bob
Barrie, with numerous creative suggestions, D’Rozario
praised.

WALK THIS WAY

In the end, it was decided that the directors
would utilize a fairly simple technique employing
Flash animation and Photoshop to animate “Mr.
Pants.”

Tilby and Forbis incorporated the use of actual
paper into the process, which gave the spot a
warm, handmade look and feel. In fact, if you look
closely, you can see that a piece of paper scanned
into the computer serves as the background for the
entire spot. Incidentally, the sheet was torn out of a
notebook that Tilby and Forbis had lying around their
Calgary studio. “It’s a little bit like handmade paper.

ot Out Of Fallon, Minneapolis, Has Really Got Legs

It has a lot of dots in it, and you can see the shreds
of paper in it,” Forbis said, noting, “We lessened
the texture a little bit by reducing the contrast. We
didn’t want the texture to be overwhelming.” The
paper was also re-tinted for various scenes to offer
some variety in look.

Tilby and Forbis also fashioned the legs out of
paper and scanned them into the computer, drawing
over them in Photoshop with a brush that had an
irregular quality to it.

Whiletheanimationprocesswasstraightforward,
the most difficult part of the process was deciding
in the initial stages exactly how to depict the leg
characters. After all, legs without a torso could
appear downright creepy. With that in mind, “One
of the things we had to settle on was, is this a regular
world where there would be torsos and there just
aren’t?” Tilby shared. “Or are these really just leg
people?”

It was decided that these were just “leg people”
and that gave Tilby and Forbis license to add some
fun touches, like, for example, having the main
character hail a taxi to the airport with his foot. “If
he was just a normal person where you were just
seeing the legs, he wouldn’t do that,” Tilby said. “So
that was nice to be able to put that joke in there.”

On to the music, which was an integral
part of the spot, a playful version of the United
Airlines theme song—the George Gershwin classic
“Rhapsody in Blue”—specifically scored for “Mr.
Pants” by John Trivers and Liz Myers of Trivers/
Myers Music, Manhattan Beach, Calif., underlines
the animation’s whimsy and humor. “We actually
score original versions of “Rhapsody in Blue” for
every commercial we do,” D’Rozario noted.

Reflecting on the “Mr. Pants” project, Tilby
and Forbis were glad that they got the opportunity
to take creative flight with Fallon a second time
around. “It was a pleasure to work with people we
knew because there is a level of trust there that you
don’t have on every job, so that was really great,”
Tilby said. “They gave us quite a bit of freedom to
do what we wanted.”

United Airlines
Production Company

Acme Filmworks, Hollywood.
Wendy Tilby and Amanda
Forbis, directors/production ani-
mators; Ron Diamond, executive
producer; Holly Stone, senior
producer; Maximilian Graenitz,
production animator; Michael
O'Donnell, digital supervisor;
Philip Scanlon, production assis-
tant; Scott Coleman and Kirk
Shaffer,
network administration.

Agency

Fallon, Minneapolis.

Paul Silburn and Bruce Bildsten,
executive creative directors;
Stuart D'Rozario, group
creative director/copywriter;
Bob Barrie, art director; Brian
DiLorenzo, director of broadcast;
Kate Talbott, executive producer;
Henni Iwarsson, assistant
producer.

Editorial

Acme Filmworks.
George Khair, offline editor/
postproduction supervisor.

Post

Post Logic Studios, Hollywood.
Mike Underwood, daVinci color
correct operator.

Audio Post

Pixel Farm, Minneapolis.
Music

Trivers/Myers Music, Manhattan
Beach, Calif.
John Trivers and Liz Myers,
arrangers/producers.
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Director Kohl Norville Delivers Pitch For ESPN Radio 1000

Darkly Humored “Coroner” Leads Obsessed Sports Fans To Station In Life

By Robert Goldrich

his :30 puts us smack dab in the middle of a

I morgue, where a coroner seems to have made

a bizarre discovery. He asks a colleague to

come over and check out what his examination of a
corpse has revealed.

We are not yet privy to what’s on that gurney,
but one could deduce that it’s a piece of physical
evidence or a clue to the cause of death. Maybe it’s
telling enough to even identify a murderer. In this CS/
era, our imaginations run wild.

While the camera spares us having to see the
deceased’s face and most of his body, a rigor mortis-
stricken hand reaching skyward comes into view. The
original coroner says to his buddy, ““a splitter,” which
is in reference to a pitcher’s grip on the seams of a
baseball in order to properly throw a split-fingered
fastball.

His fellow coroner corrects him—but not
regarding medical ethics or just the plain poor taste
of using a corpse to discuss the national pastime.
Instead, the second coroner repositions the fingers
on the deceased’s extended hand. ‘“Now, there’s
your splitter,” says that coroner with a sense of pride,
having instructed his colleague on the fine points of
the game. Indeed these coroners are die-hard fans.
Meanwhile, in the background, we hear the whirring
of what sounds like a buzz saw, adding to the dark
comedy of the offbeat piece.

A voiceover intervenes, “There’s a place for
people like you.” That place is ESPN Radio 1000, the
Chicago-area sports station.

Titled “Coroner,” this is one of three spots in
an ESPN Radio 1000 campaign directed by Kohl
Norville of Z Group Films, Venice, Calif,, and
Chicago, for boutique ad agency Generator. In
“Slim Jim,” a thief breaks into a car to steal its sound
system. But when he inadvertently turns on the radio,
he forgets to make good on his escape. Instead he sits
in the car and listens to a Chicago Bulls basketball
game that’s just gone into overtime. And in “Ravine,”
we see an automobile that has run off the road and
crashed. The sight of the car’s wreckage is horrific but
amazingly the driver is still alive. Clearly, though, he’s

seriously injured. He extends his hand in pain toward
the dashboard, presumably to grab a cell phone or to
activate an OnStar-like communications device to
summon help. He finally reaches his goal—the radio
dial and turns on an ESPN 1000 sports talk show.

Dan Zigulich executive produced for Z Group
Films, with Cory Berg serving as line producer. The
DP was Chris Deford.

The core creative team at Generator consisted of

By Robert Goldrich
his promo for PBS’ lineup of science
I programs is an adventure featuring original
character design and animation directed by
Pascal Campion of Bent Image Lab, Portland, Ore.
Our protagonist is a heroic PBS viewer who’s taken
through a visual cornucopia of gizmos, gadgets,
space probes and satellites, “going where no one
has ever gone,” winding up hanging onto a Nova
logo. (Nova being a longstanding sciences show on

PBS).

But his journey has just begun, as he careens

copywriter Jeff Martin and art director Vince Cook.

Offline/online editor was Amy Harvey of Swell
Inc., Chicago. Swell’s Tom Rovak was the colorist.
Other Swell contributors included graphics artist
Tom Mackey, and audio post mixer/sound designer
Dave Leffel.

Principal actors were John Pick and Ed Hoffiman
who played the coroners, and Bill Moor who was the
corpse.

HE BEST WORK YOU

Click Poster To View "Coroner"

through unraveling DNA, swims with the sharks
and digs up ancient artifacts, at which point we
arrive at the TV series Nature.

Next up, we’re at the top of the volcano, diving
to the bottom of the sea—a prelude to the appearance
of the title Scientific American Frontiers.

Now with a jetpack on his back, our hero
character continues zooming about as a voiceover
relates, “We like science as much as you do. Our
labs are cooking up the best science on TV. The logo
for Nova Science Now then comes on screen.

>Continued on next page

Click Poster To View "Science Lineup"

DVDs TO GO...

G : “YOUR SPOTS ON DVD...FAST
i £ PAL/NTSC

T Contant: John DiMaggio or Carlo Mastrandras
infoiniceshoss. com 212683, 1704

www.nlcashoss.com
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JibJab, Bud Partnership Sparks Teaser Video Featuring Frankie & Louie

By Emily Vines

reative studio JibJab, Santa
‘ Monica—the shop behind the

pre-election video “This Land,”
which featured animated versions of
John Kerry and President George Bush
verbally attacking one anther to the tune
of Woody Guthrie’s “This Land is Your
Land”—and Budweiser have formed a
marketing partnership to create online
branded entertainment.

To informally kick off the alliance,
co-founders Gregg and Evan Spiridellis
directed and produced the :35 “Roll
Out The Barrel,” showing on JibJab.
com and Budweiser.com. The video
features collage animation versions
of the Budweiser lizards, Frankie and
Louie. Decked out with hats, canes and
red-and-white striped vests, the reptiles
sing about Clydesdales, putting Miller
beer on the run and replacing wine and
martinis with a Bud—all to the tune of a
polka classic.

“It was just a little something to put

out, a quick little fun piece announcing the
deal to get everyone excited about what’s
coming,” Gregg Spiridellis said of the
teaser video, which featured music from
Wojahn Bros. Music, Santa Monica.

The first official work to come out of
the JibJab/Budweiser partnership should
appear on the two parties’ Web sites later
in the summer. Although he couldn’t

Continued from previous page

SCREENWORK

say much about the upcoming work,
Spiridellis shared that it will probably be
a one to one-and-a-half minute musical
piece. He also hinted that there would be
interactive projects to come. “Instead of
pushing out a short video, we’re going to
actually have users get involved in the
campaign.”

LEGACY OF LAUGHTER

An end tag contains the PBS logo. The voiceover advises, “We know what it’s
like to be smart. Just don’t let it go to your head.”

Bent Image Lab produced the job for the PBS marketing group. The PBS
marketing team consisted of creative director John Ruppenthal, writer Eric Yeater, art
director Derrick Chamlee and producer Kevin Lahr.

Ray Di Carlo executive produced for Bent, with Anthony Greene serving as
producer. Project coordinator was Jenny Grayson. Animation artists were Campion,

Chad Essley, Eric Kilkenny and Rob Shaw.

Steve Miller of Bent was offline/online editor. After Effects/composite artists were
Bent’s Steve Balzer and Orland Nutt. Technical coordinator was John Wiegand.
Sound designer/audio mixer was Eric Stolberg of Digital One, Portland.

It was “This Land” that caught
the client’s attention, senior director of
Budweiser marketing Andy Goeler said.
Noting that Bud’s target audience is 21-
49 year olds who spend a lot of time on
the Internet, Goeler related it made sense
to create the partnership.

“One thing that’s enticing to us ...
is that when you’re on the Internet you
can be a little bit more irreverent, have a
little bit more fun, if you would, versus
traditional television advertising,” Goeler
added. “The other thing, obviously, is
the viral nature of this stuff. If you do
good work, it gets passed around and
consumers look for it, and they want
to be communicated to in this format.
So it’s a very powerful marketing tool,
again, versus traditional TV.”

With a strong following and their
company logo opening each piece they
produce, the Spiridellis brothers are
careful to develop work they believe in.

“Our brand is on the line, too, so
it creates a whole different dynamic

Click Poster To View
"JibJab"

because, forus, the mostimportant thing is
our fan base and we’re not going to make
anything unless we think we can make it
funny and that’s why we have probably
turned down two dozen corporate gigs
already because the brands don’t work.
It’s hard to make people laugh when you
got to sell dish soap,” Spiridellis shared.
However, with Budweiser’s iconic status
and history of entertaining advertising,
he joked that if they can’t make people
laugh with Budweiser, they couldn’t
tickle an audience’s funny bone with any
corporate client.

A different take.

Motion

bbcmotiongallery.com Now featuring QuickTime.
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Headquarters Adds Pablo Cruz, Launches Satellite "Donkey"

Continued from page |

of Pablo Cruz, founder of The Lift, a
noted international production house with
shops in Barcelona and Mexico City.

Cruz has relocated to Southern
California to take a lead role at
Headquarters, where Scott Flor continues
as executive producer. In concert
with Mooney, Cruz will help to shape
Headquarters’ sales and its West Coast
base. Cruz will also serve as president/
executive producer of the newly formed
Donkey, a satellite of Headquarters,
that is set to bring several of The Lift’s
leading directors to the American ad
market. That directorial lineup includes
David Alcalde, Martin Aamund, Jose
Maria de Orbe and the mono-monikered
Felix from The Lift, Barcelona.

Mooney and Cruz believe this
ensemble of international directors will
translate well and transition successfully
into U.S. advertising. Alcalde is no
stranger to American agencies, having
helmed work for Procter & Gamble’s
Ariel via Saatchi & Saatchi, New York.

New York Gears Up For PROMAX &

Continued from page 6

corporate VP/chief XNA architect of
Microsoft, and a founding member of the
Xbox Platform Project.

Offering assorted perspectives on
the electronic media design industry will
be a roundtable discussion moderated
by Jeanne Kopeck, president/creative
director of Citizen Pictures. Panelists
will include: Jakob Trollback, president/
creative director of Trollback & Co.;
Patrick McDonough, founder/creative
director of PMcD Design, Dan
Pappalardo, executive creative director/
co-founder of Troika Design Group;
Citizen Pictures’ creative director Mitch

Alcalde is known for his storytelling
and visual prowess. Plans call for him to
move to New York from Barcelona later
this year.

Felix’s reputation is in visuals and
vignettes, with credits that include a pan
European campaign for Audi. Orbe has
gamered considerable attention as a visual
artist, perhaps most notably with BMW’s
“Crossroad” spot in Europe, which went
on to gain recognition at last year’s Cannes
International Advertising Festival. And
comedy director Aamund is well established
in Europe while making stateside inroads
with a McDonald’s assignment for Leo
Burnett USA, Chicago.

Through The Lift’s offices,
Headquarters  expands  worldwide,
picking up footholds in Europe and
Mexico. Conversely The Lift gains an
American base of operation, continuing
that shop’s geographic expansion.
Cruz launched The Lift in Spain four
years ago. He opened the Mexico City
operation last year, and now he has a
major stateside presence through the

Monson; Juan Delcan, creative director,
Spontaneous; Micha Riss, founder/
creative director of Flying Machine;
Adam Toht, founder/director, The Saline
Project; and Jeff Doud, executive creative
director, R!OT Atlanta.

A separate session on the state of
design will feature FElaine Cantwell,
creative director of Spark, who will
present to attendees some of the best
broadcast, commercial, music video and
other work completed from around the
world over the past year.

Complementing this will be a look
at young emerging talent in the field,
via “Voices of Youth,” a competition
being conducted jointly by UNICEF and
PROMAX & BDA. Aspiring producers/

established Headquarters.

With Cruz relocating to the L.A.
area, The Lift’s day-to-day operations
have been put under the aegis of executive
producers Ana Laura Soliz in Barcelona
and Aublino Rodrigues in Mexico City.
CRUZ CONTROL

Beyond the global footprint and
an infusion of international directorial
talent, Headquarters secures certain
other intangibles, according to Mooney,
who specifically cited Cruz’s prowess
in bringing agency decisionmakers and
directors together, as well as in helping
to build helmers’ careers. He sees Cruz
as a strong counterpart on the West
Coast in cultivating business and agency
relationships.

Cruz’s joining comes at a juncture
when Mooney himself is getting more
hands-on involved in sales. In fact, he and
Cruz will serve as co-directors of overall
sales for Headquarters and Donkey.
Additionally, Mooney hasrecently named
staffer Virginia LuPone as East Coast
rep. Jill Reehl of Get Reehl, Chicago,

BDA Conference

designers under the age of 25 from around
the world will enter one-minute videos
to showcase their design/filmmaking
prowess.

There will also be ample opportunity
forconfabattendeestonetwork, facilitated
in part by exhibit pods—including info
kiosks, Internet stations, networking
cafes and demos—that will be laid out
as a marketplace on the fifth floor of the
Marriott Marquis.

PROMAX & BDA is a global,
nonprofit association dedicated to
advancing the role and effectiveness of
promotion, marketing and broadcast
design professionals in the electronic
media. For further info, log onto www.
promax.tv.

continues to handle the Midwest. Indie
rep firm Short List is handling the West
Coast for Headquarters’ director Eric
King. Plans call for Mooney and Cruz
to line up West Coast representation
for the rest of Headquarters’ directorial
lineup as well as Donkey’s helmers; in
the meantime, Cruz has assumed sales
responsibilities out West.

Mooney noted that he and Cruz are
additionallylookingtomakeHeadquarters
and Donkey responsive to client needs for
longer form content, including branded
entertainment. Donkey, for example, can
make the animation directing team of
No Domain from The Lift, Barcelona,
available to the American ad community.
No Domain has been active in long-form

fare. Mooney added that Headquarters’
directorial talent also has long-form
chops; he cited Lloyd Stein who has a
writing pedigree, and up-and-coming
director Matt Ogens, whose background
is in documentary filmmaking.

Headquarters’ roster of directors
consists of David Cornell, Agust
Baldursson, Steve Reeves, Frank
Samuel, Jerry Simpson, Richie Smyth,
King, Ogens and Stein.

Cruz added that other directors from
The Lift could also figure in the U.S.
mix via Donkey. These include comedy
director Nicolas Kasakof from The Lift,
Mexico City, and Stockholm-based Filip
Nielsen, a new talent being handled by
The Lift.
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Winning Ways

What went into this year’s lauded work

By Kristin Wilcha

he frenzy of advertising awards show season
will culminate later this month with the
Cannes International Advertising Festival.
Several spots and other projects have amassed
a bushel of honors—among them a trio of
adidas spots—*“Carry,” “Unstoppable,” and
“Made to Perfection”; the Rainier
Beer and Subservient Chicken
integrated packages; and the
National Society forthe Prevention
of Cruelty to Children’s (NSPCC)
“Ventriloquist.” In this week’s
agency producers series, SHOOT
talks to the producers behind
this stellar work about how each
project came to fruition.

ADIDAS

The three adidas spots
promote the brand’s basketball
shoes, and celebrate the athletes
associated with the shoe and
apparel maker. Each is likely to
made a splash at Cannes. “Carry,”
directed by Noam Murro of
Biscuit Filmworks, Los Angeles,

/ Getty Images

YLF_094 Photodisc Collection

features Kevin Garnett, the forward for the Minnesota
Timberwolves literally carrying what seems like an entire
city on his shoulders, to the tune “The Whole World In His
Hands,” from Etta James, while “Unstoppable,” helmed by
Brian Beletic of bicoastal Smuggler, shows Tracy McGrady,
guard-forward for the Houston Rockets fighting off his inner
demons as he drives the length of
the court to dunk a basketball.
And “Made To Perfection,”
directed by Rupert Sanders,
then of now defunct Omaha
Pictures—he’s since signed with
bicoastal/international ~ Morton
Jankel Zander (MJZ)—features
a God-like figure who creates
McGrady, Garnett, and Tim
Duncan, forward-center of the
San Antonio Spurs, and then
places them on a basketball court
to realize their destiny to become
basketball greats.

The effects-intensive spots
have garnered a number of
accolades—including several
Gold Pencils at the One Show,
and several Gold Clios at the Clio
Festival, among other honors.

Continued on next page
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Agency Producers Reflect On Honored Spots

Continued from previous page

Jennifer Golub, executive producer
at TBWA/Chiat/Day, San Francisco,
the agency behind the spots, served
as agency producer on the package.
(Andrea Bustabade served as assistant
producer on “Carry.”) According to
Golub, she knew the spots were good
early on. “As soon as I saw the key
frames, 1 knew it was great work,”
she relates. “And that is the privilege
of working with such talented people.
I think we really understand this
brand, and the brand has done a great
job communicating to us who they
are, so the work that has come out
of those conversations, and a great
client relationship, has been very,
very clear.”

While Golub saw each spot’s
potential early on, it wasn’t until
after they were completed that she
had a chance to reflect on them, in
large part because of the complexity
of each spot, as well as going from
one to the next in fairly quick
succession. (“Carry” broke first,
followed by “Unstoppable,” then
“Made to Perfection.”) “For me,
there’s no mind space to think beyond
the challenges,” she notes. “I’'m in it,
and I can give you an example—with
‘Carry,” I was worried the whole time.
I was foremost concerned about the
safety and comfort of Kevin Garnett,
I was concerned about the safety
of the stunt. I was concerned about
the fluidity of the effect. I sweated
procuring the track, managing the
costs, and probably, most importantly,
maintaining the lightness of touch
throughout the edit—maintaining
that tone, which is very special.” Avi

Oron of Bikini Edit, New York, cut
“Carry.”

Selecting the director for each
project was challenging, and came
down to the treatments, noted Golub.
“Withboth ‘Carry’and ‘Unstoppable,’
we spoke to a very select group
of directors and their production
companies, and the criteria there
were individuals that had the personal
ability to work with athletes, while
embodying the creative and technical
abilities to manage the projects,”
she explains. “The selection was
ultimately made through the treatment
process, identifying the compatibility
of tone to what was conceived and
desired. In the case of ‘Made to
Perfection,” we approached Rupert
Sanders first, and he got it so right,
we stopped there.” Each spot had
extensive visual effects—the effects
for “Carry” and “Made to Perfection”
were done at Method Studios, Santa

Monica. Visual effects
supervisors were Alex
Frisch and  Cedric
Nicolas, respectively.
Digital Domain, Venice,
Calif., created effects for
“Unstoppable,” which
were overseen by visual
effects supervisor Brad
Parker.

Asked about the
awards bestowed on
the spots—and the
possibility of winning
at Cannes—Golub
notes, “for me success is
measured in satisfying

it’s “Subservient
Chicken” campaign,
which comprised
three :30 spots, a
print component,
as well as a buzz-
generating Web site
that allows users to
command a chicken to
complete actions such
as dancing, jumping
jacks, or sitting on a
couch. The site, www.
subservientchicken.
com, remains
active, and since its
launch has received

15,195,220  unique
visits, and a total of
425,599,736 hits, and

my agency and my

clients needs, and the g e ing's "Subservient
rest is icing on the Chicken."

cake.” still averages about
“SUBSERVIENT CHICKEN"” 15,000 unique visits a day. The
Agency Crispin  Porter + campaign has mastered the awards

Bogusky (CP+B) caused a stir with shows—it scored Best of Show at

c

AGENCY PRODU

-"lc

the One Show Interactive, the Grand
Clio in the Clio Festival’s interactive
competition, the Yahoo! Big Idea
Chair Award at the ANDYs, a Silver
at the British Design & Art Direction
(D&AD) Awards, and is competing
in the Titanium Integrated category
at Cannes.

David Rolfe, co-head of
integrated production at CP+B, who
produced the “Subservient Chicken”
package along with freelance
producer Terry Stavoe, related that
he and the agency had no idea the
campaign would generate such buzz.
“We were concentrating so much of
our creative forces behind the TV
spots—and the TV spots were great
spots, but they were difficult to make
because they were so surprising, and
so different,” relates Rolfe, referring
to “Pencil,” “Accordion,” and
“Vest,” directed by Rocky Morton of
bicoastal/international Morton Jankel
Zander. The latter two spots feature a

>Continued on next page
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Agency Producers Reflect On Award-Winning Spots

Continued from previous page

creepy looking guy thumbing through
Polaroids, and instructing the chicken
what to do and wear, while “Pencil”
features two comely young women
who drop a pencil in order to check out
the chicken’s backside. Rolfe related
that Morton was extensively involved
in the design of the chicken suit,
which was created by Stan Winston
Studios, Van Nuys, Calif. The Web
site was created internally, and with
The Barbarian Group, Boston.

Rolfe notes that the project was
one of the first efforts CP+B created
for Burger King. “The Web site came
out, in conjunction with the TV, and
the site just started exploding, and
we really didn’t have any idea of
the power of it,” says Rolfe. “That’s

why I do think interactive is always
worth working on in terms of tie-
ins with television because a lot of
times you can create them in very
simple ways—i.e. you don’t have
to spend a lot of money, you don’t
expand loads of resources, and you
can create something that’s huge.
And the branding potential for it was
extraordinaryintheend,”hecontinues.
“It was surprising to everyone—the
client and the agency.”

Rolfe related that the project was
a “democratic movement,” in that
Jeff Benjamin, creative director for
interactive at the shop, sent an email
around the agency asking staffers to
respond with their requests for what
they would make a chicken do if they
could. Those responses became the
basis for the chicken’s actions. “It

Click Poster To View RainierVision "The Heist"

was a lot of fun to realize it,” states
Rolfe. “It’s such a fantastic tool—it
has a basic level of recognition for
Burger King, and it just works in a
very subtle way for BK, and for [the
tagline] ‘have it your way.” ”

Asked about the work’s potential
to bring home a Lion from Cannes,
Rolfe notes, “I think it’s going to do
well. I think expectations are going
to be pretty high for it.”

RAINIERVISION

The RainierVision campaign for
Rainier Beer, outof Cole & Weber/Red
Cell, Seattle, has taken the industry by
storm. The fully integrated package
includes new and vintage TV spots,
a cable-access style show featuring
two die-hard fans of Rainier Beer
called RainerVision, which aired on
a UPN affiliate in Seattle, print and
posters, as well as a 12-foot, neon R
that rode around Seattle in a pick-up
truck, and a Web site that tied all the
elements together. (Wyatt Neumann,
who directs under the Neverstop,
New York, banner, helmed the
broadcast elements of the project.)
The package has won assorted
accolades: the Gold Cube in the
inaugural hybrid category at the Art
Directors Club Awards, a Gold Clio
in the Content and Contact category,
as well as the inaugural Battle of
Brands competition presented by the
Association of National Advertisers
(ANA) and the Association of
Independent Commercial Producers
(AICP). “The award success is
amazing,” says Nicole Hartshorn, the
agency producer on the mammoth
project. “When you work so hard

with a team you love and it pays off,
there is nothing like it.

“Honestly, we had no clue
how things would turn out for
‘RainierVision,’ ” continues
Hartshorn, who joked that the summer
the series and the other elements
were created was the longest of her
life. “We knew it was something
unique and special, but the insanely
low budget and weekly deadline
scramble made me more thankful
that we actually had something on air
each week.”

A total of 11 episodes of the

show featuring Tim and Chuck, for
whom Rainier Beer is as necessary as
water, were produced, with a budget
that Hartshorn estimated was “less
than half the cost of a typical thirty-
second spot. ... Scrappy—yes, but
once we had a team committed to the
project, it was going to get done no
matter what.”

Part of the wvastness of the
Rainier project, came out of wanting
to increase awareness for the brand,
which, Hartshorn explains, had a

>Continued on next page
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Agency Producers Discuss Their Cannes Lion Contenders

Continued from previous page

long history of cult advertising. The
agency wanted to tap into the history,
so it was decided that some vintage
Rainier spots would be broadcast,
with new materials—including the
show and other elements—to support
it. “Cole & Weber has really hit a
stride with non-traditional formats.
We never seem to be comfortable
stopping at the original assignment,”
relates Hartshorn, who noted that
all the components “fed off each
other”—the show led to the truck
with the R sign, there were fliers,
tc. “Each Rainier component fed off
the other. ... We tried to carve every
avenue to get Rainier seen, heard,
talked about.”

Neumann had great chemistry
with the RainierVision hosts—Tim
Horner and Kevin Brady—and was
selected to direct because of “his
high energy and ‘of course we can do
that’ response was a no-brainer fit,”
explains Hartshorn.

A new round of work for Rainier
is in the offing—a short film in the

Click Poster To View
"Ventriloquist"

vein of last year’s TV show, and four
spots, reports Hartshorn. “This time
we had more foresight, more time to
prep and had re-occurring characters
from last year,” she explains. “We
concentrated our efforts on a single
five-day shoot, higher production
value and a more controlled script.
It’s different, but definitely has that
same raucous Rainier heart of last
year.”

“"VENTRILOQUIST"”

Daniel Kleinman then of
now-defunct Large directed
“Ventriloquist,” for the NSPCC via
Saatchi & Saatchi, London. (He has
since started Kleinman Productions,
London.) The haunting spot, which
seeks to raise awareness of abused
children, effectively shows the
stranglehold abusers have over their
victims by presenting Sally, the
abused little girl as a ventriloquist’s
dummy. Throughout her day, when
questioned, she either doesn’t speak,
or speaks words from her puppet
master, who in actuality is her abuser.
The tagline: “Abused children can’t
speak up.”

The ad has won a number of
accolades, including a Gold Clio and
an ANDY Award. Given the NSPCC’s
history at Cannes—a 2002 effort for
the organization, “Cartoon,” directed
by Frank Budgen of Gorgeous
Enterprises, London, scored a Gold
Lion—it’s chances at the festival are
good. “It’s great when any ad goes on
to be applauded by the industry, it’s
the icing on the cake,” says Manuela
Franzini, the agency producer on

“Ventriloquist.” “Winning awards
is very motivating especially if the
commercial also performs well for
the client in the marketplace. Awards
juries are notoriously skeptical about
PSAs in general, with the false
perception that creating impactful
advertising is somehow easier. The
NSPCC is a genuine advertiser with
a real marketing budget, unlike some
commercials that are sometimes
made for more spurious reasons
and I think that this can command
respect. Saatchi has helped create
some of the most powerful and
memorable advertising ever created
for this cause, but it has also been
a draining experience, emotionally
speaking, with the thought of abused
children continuous in one’s mind.

Paradoxically, winning an award
is rewarding but also somehow
irrelevant.”

Franzini notes that she knew
the spot would be a good one from
the beginning. “As a producer you
instinctively know whether or not
the idea will move off the page into
moving image in a form that will
communicate the message clearly, and
this was backed up by the high level
of'interest shown by top directors who
recognized the value of this project,”
she explains. “The production team,
model makers, crew and cast were
really committed to the project and
their enthusiasm shows through via
the high production values that we
managed to achieve on a relatively
modest budget.”

Sally, the ventriloquist’s dummy
who portrayed the abused -child,
was created by Asylum, a London

 <<PreviousPage  Searchissie  SHOOTInfo 22

effects company recommended by
Kleinman, who cast a little girl who
would provide the basis for Sally,
making her appear more life-like.
“Sally became the central prop around
which a successful ad hinged,” says
Franzini. “As a visual metaphor for an
abused child, she had to be somewhat
lifelike yet obviously a dummy.
Through Sally we wanted viewers
to be able to identify with an abused
child’s feelings, continually feeling
the presence of the abuser even when
that person is not really there.
Franzini explained that Kleinman

was called upon to direct because of
his showreel, and his treatment, which
she called “spot on.” She also noted,
“one aspect of Danny’s work is that he
can recognize when an idea needs to
directed with subtlety and it was this
quality of his, the attention to small
detail that made all the difference. He
is also a director that involves you
and listens, really listens to what the
agency has to say. This was a truly
collaborative production with client,
agency and production company all
working to achieve exactly the same
objective.”
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VISUAL EFFECTS

Colorful Changes

Technology and creative needs prompt new

workflows; lines blurring with VFX.

he rapid pace of change in the color correction
sector continues, and as new tools and techniques
emerge, the fundamentals of the process are
being rewritten. One consequence is that the
lines are blurring between color correction and

visual effects.

That blurring is changing the
order of the traditional commercial
production and post workflow. It
is also prompting questions about
the artists’ roles. Many feel the
colorist and visual effects artists will
collaborate more closely than ever
before; some believe there will be an
emergence of a new breed of talent
who are skilled in both areas; while
others predict that some artists will be
left behind.

“Initially all color was done in
the traditional telecine suite including
tape-to-tape color correction,” relates

Fred Ruckel, creative director/Discreet Inferno artist at Stitch,
New York. “Spots weren’t so heavily reliant on special effects to
augment the story. But today, pretty much every spot has some

AA044716 Jason Reed / Getty Images (background photo)

By Carolyn Giardina

Ruckel notes that “when we put the whole spot together [in
a finishing system], we can then decide to grade it a bit more
than was done in the transfer to give it the polished, integrated
final look. When creating composites, the artist has to color all
the different layers to make them blend best and not show the

different pieces used to make the final result.”

kind of retouch, replacement, removal or color stylization.”

“Now it’s almost standard
operating procedure [to collaborate
with visual effects artists],” explains
colorist Stefan Sonnenfeld, managing
director of bicoastal Company 3. “If
they are not doing that, that’s not good,
especially for effects-laden jobs. I
feel more comfortable with a visual
effects artist [in a telecine session];
you have a better chance to achieve
creative success. ... It’s about more
people working together. Everything
is intertwined these days. We are in
this together and have an objective to
achieve the best possible creative for

the client. I think clients are more confident and secure when we
are all speaking.”
Sonnenfeld says that for him to successfully do his job, the

Continued on next page

21-22 Colorful Changes On Horizon

23



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

VISUAL EFFECTS

Relationship Between Effects Artisans And Colorists Evolves

Continued from previous page
input of the effects artisan can make a huge difference
in making a spot appear seamless. “There is a much
more symbiotic relationship in which the colorist
comes up with a look, and to achieve that look, the
colorist needs the artistry of the visual effects artist
to complete it,” he explains. “[For instance], I might
do several passes. If they are not blended properly
in a tasteful way, it looks manipulated and hokey. If
done tastefully and artistically, they have something
that works seamlessly and enhances the work.”
Andy Mac, creative director at R!OT Santa
Monica, a sister shop to Company 3, says this sort
of collaboration leads to more control. For instance,
he often request two passes: One of the beauty
color correct of the overall image; a second as an
optimized pass in order to get a quality edge for the
compositor.

TECHNIQUE, DOLLARS AND SENSE

The emerging techniques surrounding data
based postproduction and software-based color
correction systems may usher in even more
changes—most evident to the client is that
data brings with it a nonlinear environment.
“In a nonlinear environment, an agency can
see [color-corrected] work in cut order—
that’s an advantage to which clients will get
more accustomed,” says colorist Tom Poole,
of the New York office of The Mill, which is
headquartered in London.

“The downside is when it affects the revised
edits that can happen mid-session.” Poole adds,
noting that agencies shoot a lot of footage for
commercials. “Storage of high resolution files
is high; whether one would transfer all the film
or just the cut, I’m not sure.”

At Nice Shoes, New York, a data workflow
is in development. Chris Ryan, a Nice Shoes
colorist, believes that this could lead to “a
more modular approach with multiple people
working together.” That includes the colorist

and visual effects team, which would have the
ability to share data from a central server. “We
are getting toward a point where there is no
order anymore to how you have to do things,”
he relates.

Once in the data realm, “then it’s who
do you want to do the color. Who knows?”
comments Mac of R!OT. “I see agency people
playing with dailies in Photoshop—color
correction software could allow them to do
that more precisely. With data, you can work
on a laptop. You are liberated and you can
move around. As manufacturers come up with
cleverer software ... maybe agencies will play
with looks on set.”

In post house environments, Ruckel points
out that it is the scanning portion of the telecine
equation that represents the big difference with
most visual effects boutiques. But he believes
even that is moving toward a change. “Scanners
are getting cheaper and faster. There will been
film scanners affordable for effects houses. I
think that will be the next step.”

Meanwhile, both colorists and compositors
have access to a wider palette of creative tools.
“Data grading software is pushing more [effects]
tools to colorists—in some ways its good, in
some its bad,” contends Poole. “A problem
is there is a tight window to do a commercial
and you are in danger of over complicating
things—this is a feeling I’ve heard from other
colorists.”

“Too many manufacturers are trying to
[build color correction tools] at the moment—
some are good for just color, some are good for
integration,” relates Mac. “I don’t think anyone
has a full grasp on it. We are reinventing the
color pipeline, and I think it will be this year
[that significant changes occur]. Someone will
say, ‘this is how we are going to do it,” and I
don’t think it will be a manufacturer.”

The industry could also see a change where

Dave Waller

budgets are concerned. “There are a lot of low-
end color correction systems that just came
out and are all going to vie for market share,”
points out Ruckel. “I really think a lot of color
correction is going to be brought to the desktop
level.”

Dave Waller, co-owner/visual effects artists
at Brickyard, Boston and Santa Monica, says
all of these choices are good for the creative.
“Everybody is so color happy because of all of
the new tools,” he says. “That’s why so many
more ads look so great.”

Assisting Brickyard’s workflow is the use of
UP Sessions, a long-distance collaborative tool
offered by Santa Monica-headquartered Ascent
Media Group, parent of Company 3 and R!OT.
There, Waller and clients can watch a color
correction session in another city from Waller’s
Discreet Flame suite—while Waller is working
on in his creative environment. Waller explains
that this allows clients to supervise two sessions
at once. Meanwhile, he has the ability to ask
for passes, answer questions, and in general
collaborate more closely with the colorist.

ROLE REVERSALS?
As always, in the end it all boils down to
creative talent. As well, artists will have to stay

educated about new technologies. “Obviously
compositors have been doing effects for a long
time; and we’ve been doing color correction for
long time,” says Poole. “Your career is driven
by what you’ve learned. [Now] what we do is
work side by side.”

But opinions vary. “I believe that color
correction as we know it—and compositing as
we know it—will merge. I think the compositor
and colorist will become one and the same,”
states Larry Bridges, CEO of Red Car, which
maintains offices in New York, Santa Monica,
Chicago and satellites in cities including Buenos
Aires and Detroit. “They will do more in the
area of look creation,” adds Bridges, who is an
editor/director/DP. “Filmmaking is becoming
more spontaneous and less sequential... that
means a move toward one room.”

“Worlds will collide for sure,” comments
Ruckel. “On any given day a visual effects artist
is asked to online edit, color correct, Paintbox,
dustbust, add/remove something from a scene,
or add rain or some particle effect.”

“You have to have two steps,” asserts
Sonnenfeld. “I don’t think one box and one
person can do everything. Effects artists are not
necessarily great at color and colorists are not
necessarily great at visual effects.” Looking at
the client perspective, Sonnefeld adds, “People
work weeks and weeks on [visual effects] shots.
In color correction sessions, they come in and
want to leave. They don’t want to stop to track
and render.”

Mac predicts that the future many hold
room for some talented hybrid compositors/
colorists, “But I think the software might be
killing the old [color correction] hardware, not
the artists.”

“People are still very loyal to their telecine
artist and composting artist,” concludes Waller.
“I think it remains to be seen who—if anyone—
gets left out in the cold.”
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Globes and World Maps / Corbis

t’s about that time of year when industry eyes will again
be focused on France. Indeed the Cannes International
Advertising Festival is fast approaching. (For a full
preview on prospects for the 05 Cannes Fest, see this
week’s page one story authored by Kristin Wilcha,
SHOOT senior editor/creative & production.)

Among the French industry artisans playing prominent roles at
Cannes will be Film Jury member Bertrand Suchet, president of DDB
Paris, Cyber Lions judge Christine Santarelli, co-president, Duke,
Paris, Daniel Fohr, co-president/executive creative director of Leo
Burnett, Paris, and Titanium judge Mercedes Erra, president of BETC
Euro RSCG, Paris. Earlier this year, SHOOT touched base with Erra’s
BETC Euro RSCG, Paris, colleague, Fabrice Brovelli, head of TV
production, while he was visiting Los Angeles. We hearken back to that
interview with Brovelli to get a perspective on the French advertising
market and the industry as a whole.

Perhaps most notably Brovelli expressed enthusiasm over new-
media opportunities, particularly a series of short films BETC Euro
RSCG is developing in conjunction with media agency MPG, Paris, and

By Robert Goldrich

a French TV channel on behalf of department store client Carrefour.

In France, explained Brovelli, department stores are not permitted
to run commercials on TV, a restriction that will be lifted next year.
So the quandary for Carrefour is how to make a significant impact
on television sans spots. Brovelli said the answer is a series of short
stories about people in everyday life and how Carrefour helps them in
some way. The shorts will run before select TV programs—not during
the advertising journal block segments. Though he wasn’t at liberty
to publicly discuss project specifics, Brovelli described the films as
“image pieces” that he hopes will offer a fresh new dynamic for the
branded content space in France.

“This kind of work is just beginning to emerge,” related Brovelli,
noting that there’s a major movement in France generally to reduce
the number of ads on television. Thus even advertisers who don’t have
spot restrictions like those placed on Carrefour are grappling with
what to do outside the commercialmaking realm in order to build their
brands and business.

In this vein, Brovelli has been deemed by some industry observers
as a head of production to watch given his involvement in the Evian

An Agency
Perspective On

- French

BORDER WATCH FRANCE & GERMANY

The
et

“Voices” commercial. That spot triggered an advertainment initiative
that included a successful CD release and a Water Boy character that
realized icon status through a popular music video.

The starting point was indeed Evian’s international commercial
“Voices,” directed by Pedro Romhanyi via Bandit, Paris. (Romhanyi
is repped in the U.S. by Oil Factory Films, Beverly Hills.) The ad
shows adults singing in children’s voices the famous Queen song, “We
Will Rock You.” The tagline was that Evian “helps you feel young at
heart.”

After having clearly associated the music with the brand, BETC
Euro RSCG produced a CD single of children’s “Voices” in partnership
with Universal Music. The CD cover was conceived by the agency
without an Evian logo. The assumption was that consumers did not
always need to see a brand’s logo in order to recognize the identity
of the sponsor. The CD cover instead had an image of a microphone

hovering above a glass of water, an Evian symbol.
This in turn spawned a music video in which an animated character,

> Continued on page 27
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Media POV On Germany

he global community is getting smaller as evidenced by how Fabrice

Brovelli’s take on new media in France (see main Border Watch story)

parallels in key respects that of Kari Jackson-Kloenther, global marketing
director for Mediacom in Dusseldorf.

Brovelli, head of TV production at BETC Euro RSCG, Paris, expressed
enthusiasm over new-media opportunities, noting that they represent a growing
sector which merits the attention of his department and agency creatives.

Jackson-Kloenther similarly confirmed that a larger number of interactive
and branded content projects are emerging in Germany. “We are recommend-
ing them [interactive, branded content and digital projects, including mobile]
to our clients as an excellent way to best capture attention in a very fragmented
market,” related the Mediacom executive. “As technological capabilities con-
tinue to grow, we expect that these types of projects will become even more
sophisticated, with even better targeting potential and better measurement pos-
sibilities.”

Asked by SHOOT to assess the creative climate in Germany, Jackson-
Kloenther observed: “In the media scene, agencies are pushing themselves to
find the ideal combination between medium, target and maximum awareness.
This requires creativity, of course—what some agencies have been better able
to achieve than others.

“Through the growing number of new media competitions right now,” con-
tinued Jackson-Kloenther, “it is easy to have the opinion that media is much
more creative than it was in the past. But perhaps it is just the awareness of
‘creative media’ and the sales tactics of getting creative campaigns out to the
press. The really strong campaigns and good creative work may be just as
numerous now as in the past.”

Brovelli Discusses Ad Business

Continued from page 25

Water Boy, emerges from the glass. The character became a youthful icon for Evian,
and the video clip—with animation directed by So and Sau via French studio Quad
Productions—gained heavy airplay and popularity.

From the video clip came an album with other songs (“I Love Rock ’n Roll,”
“Forever Young”) sung by children. The Water Boy character was on the CD cover.

The original CD single became a hit, attaining gold disc status after four weeks
and later reaching platinum. The album also earned a gold disc. The rotations of the

SIGGRAPH 2005
The smart place 1o ba, You'll fingd all
tha data, techniquas, peopls, and inspiration
you need for another successful year of research,
craativily, developmant, and production. counsss:
Upgrade youwr knowkedge. Extend your warranty against
caregr obsolesScence. cOMPUTER AMIMATION FESTIVAL,
ART GALLEAY: Encountar axtraordinary images and laarm
from the minds that made theam. EMERGING TECHHOLOGIES,
augmiLLa sTupior Oplimize your real-time interaction
with digital machinas, exsmimiTion, REcErTION: [Naract with
an astonishing accumulation of A-list minds in the world
capital of entertalnment and Innovation. papERs, PaAMELS,
FOSTERS, EDUCATORS PACOAAM, SKETCHES, WEE PROCAAM:
Join the Industry's best and brightest stars as they
illuminate enginearing and art, animations and
equations, allegaries and algorithms. Flve
Days Cnly! 31 July through 4 August
2005, For confaranca datails:
wwrw,.siggraph.org/s2005

music on radio and the video on TV were equivalent to huge media buys. Last
year’s Gunn Report ranked the BETC Euro RSCG work as the sixth most
awarded TV commercial/campaign in the world, with recognition from such
competitions as Cannes (’04 Gold Lion), Clio (two Silvers), the New York
Art Directors Club (gold), D&AD, New York Festivals, Eurobest ’05, the
Cresta Awards, the Mobius Awards and Grand Prix Strategies.

At BETC Euro RSCG, Brovelli oversees a department of 30 people,
including nine producers. He joined the agency seven years ago as its head
of production.

Among the shop’s high-profile TV and/or cinema spot campaigns are Air
France’s “Flight” and “Cloud” directed by Michel Gondry, Peugeot 607 helmed
by Fredric Planchon, Hollywood Chewing Gum directed by Tim Burton, Orange
helmed by Wong Kar Wai, and BNP Paribas directed by Jean-Pierre Jeunet.

Known as a supporter of young, up-and-coming directors, Brovelli has
also worked over the years with then emerging talent such as Neil Harris,
Guillaume Canet, Antoine Bardou-Jacquet and Antony Antanasio.

|
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bring your brain—
Los Angeles Comvention Center
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Trying To Reach The World Of Commercial

Production Decision-Makers Can Be
Heavy Lifting...

Whether you are looking to promote established directors, editors, colorists or composers, introduce up & coming tal-
ent, increase awareness of recent work, thank clients, compliment break-through creativity, congratulate award win-
ners, introduce new services/products, make a branding statement, etc., each issue of SHOOT is another opportunity to
get your message across to 15,000 Advertising Agency and Production Industry decision-makers — more than 8.500 of
those readers are Advertising Agency Creatives and Producers with the following titles: Head of Production, Sr. Producer,
Producer, Music Producer, Production Manager, Head of Creative Dept. Executive Creative Director, Sr. Creative Director,
Creative Director, Art Director, Copy writer....every level of creative and production title involved in broadcast creative and
production , including, President, Exec.VP, Sr.VP, VP, & Associate and Assist level. One ad in SHOOT reaches all these pre-
screened potential clients, and it reaches them in an environment completely devoted to their need for learning the latest
news and finding out about great talent and great work. Your clients read SHOOT to find out about companies they may
want to connect with - an ad it SHOOT will given them reasons to want to connect with you.

The Summer issues are all about great work, great talent, crossing borders, & expanding horizons — finely-tuned issues,
plus bonus distribution at major industry events, makes SHOOT a very effective way to spread the word about your com-
pany, around the world. In addition to the regular news coverage, columns, and creative ScreenWork section, here’s a look
at some special features....

June 24 Issue (space reservations: June 16)
Features:
Cinematography: DPS and cameras + Cine Gear Expo Wrap Up
Music Producers
Stock Footage, music publishing/libraries Part Il
Production in Australia & New Zealand

July 15-29 Issue (space reservations: July 7)
Features:
Special Double Issue is the only print issue
in July and will be covering alot of ground..
Mid Year Report Card / Outlook for remainder of the Year includes a look at agencies, production, and
postproduction
In-depth Siggraph Preview
Production in Mexico & Costa Rica
Bonus Distribution: Siggraph August 2-4, Los Angeles

With each print ad you place, you’ll receive an ad in SHOOT’s digital e.dition the same week at no charge. One week -
double exposure. When readers click on your e.dition ad, they are transported directly to your web site to learn more about
your company, services, artisans, or products

Let SHOOT do the heavy sales lifting for you allowing you to concentrate on individual prospects - place ads now and start
lining up your summer and fall projects.

Give me a call or click here to blast me an email to reserve space
rgriefer@shootonline.com or 203,/227-1699, ext. 13 WWW.SHOOTONLINE.COM
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Classifieds

HELP WANTED

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, CGl stations) in which to
expand your knowledge and hone your
talents.

Please forward resumes to
assistant_resumes@yahoo.com

Executive Producer/Creative
Editorial Boutique
This job is located in Los Angeles.

Looking for sales oriented Executive
Producer to oversee a very busy
commercial editorial company.
Candidates should have experience in
recruiting talent as well as obtaining
new business, bidding, actualizing,
HR, overseeing monthly financials,
forecasting and budgeting. Qualified
applicants please submit current
resume and salary history to:

execproducerZ005@hotmail.com

DUPLICATION SERVICES
FULL COLOR PACKAGES

y = GD
= DVD

> VIDEO
= DVD AUTHGEING

SHORT OR LA-HGE RUNS

"H U

\DISDS

212.398.6400 = FAST TURNAROUND » www.usadiscs.com

PRODUCTION SERVICES

INTERNATIONAL DIGITAL CENTRE INC
INTERNATIONAL DURLICATION EEHTEE INC.

VIDED / AUDID DUPLICATION ©
STANDARDS CONVERSION g]

rvirreescty; OVD | LD COMPRESSION
AUTHORING | REPLICATION
wWwwW.IDCDIGITAL.COM

TEL 212 581 3940

~
C

REAL ESTATE

Technicolor Creative Services-New York is seeking a Post
Production Producer in its Cinema Advertising / Digital Film Division.
Responsibilities include bidding, project managing, trafficking and
actualizing all cinema advertising / feature trailers for work done in
TCS-NY's post and lab facility. Candidate must be well organized, have
excellent client skills and be able to interact well with advertising
agencies, post production facilitiesand filmlabs. Technical knowledge
is preferred but not required, training will be provided. Positionis a full-
time, staff position offering full medical, 401k, and vacation benefits.
Salary based on applicant's amount of experience and expertise in
relevant fields.

Please email resume to: Technicolor.nyc@thomson.net
No phone inquiries please.

Post Production Producer

Downtown NY commercial post production facility is seeking someone with
commercial/broadcast experience, in a post production facility.

Requirements are; 3 + years of commercial/broadcast experience.

Knowledge of AICE bidding practices, job actualizing & general commercial
post production process. Close interaction with client, editors, artists and
other support staff. Strong communication, computer and multi-tasking skills.
Efficiency, organization and a team player.

We offer a good benefit package and a close-knit work environment. Please
mail or fax your resume with your salary requirement to: P 0 Box 625, Village
Station, New York, NY 10014. Fax 212-519-3794.

Manager, Advertising & Publicity Nice Shoes
NBC Universal is looking fora

The Manager is responsible for niahtscheduler

fulfilling implementation of 9

marketing, sales, and publicity - 3pm-11pm -

Some experience preferred.
Must be hardworking,
organized and possess
leadership skills. Email cover
letters & resumes to:
info@niceshoes.com

plans promoting NBC Universal 's
IT & Operations Group.
For further information
and to apply, visit:
http://mwww.universalstudios.com/jobs
and enter job number 419115 in the

keyword search field. EOE.

Midtown Office and/or Production
Sublet Available approx. 2500 sg. ft

Class A Recording Studio

Breakthrough TV Technology

company seeks Editor/Producer

For sale/lease NYC's Flatiron
district. Reception, booth and CR.

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.

Email or call for specifics and pics

Michael@michaelcarrollmusic.com
212 807-8852

For Lease / Chicago
Production Building / Stage
Ideal For Film or Stills.
10 minutes from
Michigan Avenue.
5,600 Sq. Feet
Call Steve 312-222-1123

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

Mike.korash @soundtrackny.com,

WANTED: DP AGENT

Small Successful Agency reps
DP”s for TV & Features. EST
1997. Looking for Experienced
Agent to helm Commerical DP
Division. Great Atmosphere.
Great Opportunity for Potential
Partnership.

Think outside the “BOX"

Fax resume to: 213-484-4200

for targeted advertising service. 5
years minimum broadcast/online
experience. Editing, graphics
intensive. Ad trafficking knowledge
a plus. This position requires strong
clientcommunications and technical
chops for both TV and iTV. Ability to
manage multiple projects. Avid
MC/Symphony/DS, Final Cut, After
Effects/PS/lllustrator, Inscriber, prep
for DVD/Web.

Reply to: jobs@visibleworld.com

29

MOBILE VIDEO PRODUCTION AUCTION!!

1990 35’ 6-CAMERA PRODUCTION TRUCK
1999 KU BAND UPLINK/PRODUCTION TRUCK
CAMERAS - LENSES - FLIGHT PACKS
TRIPODS - WIRELESS - MICS/MIXERS
DIGIBETA - LIGHTING - EFFECTS

Skehan Communications
9136 East Hampton Drive, Capital Heights, Maryland
Tuesday, June 28th at 10 A.M.
FEATURING

TRUCKS: 1990 Volvo 35’ Production Truck, Shook Body, (6) Ikegami Cameras; (2)
Canon 45X; (4) Canon 18X; Vinten Pedestals; GVG 3000-2 Switcher; Betacam SP;
1999 Mack 20’ Cab & Chassis, 1985 Wolf/BAF Body, DSNG, Dual Path, Analog &
Digital KU Band w/3-Camera Capacity

CAMERAS: (4) Ikegami HK-366P; (2) Ikegami HL-57; (4) Ikegami HL-45W; lkegami
HL-55A; BTS LDK-10 Studio; Sony BVP-90; (3) Sony BVP-7; Sony DXC-637; Triax
Adapters, Base Stations

LENS: (2) Canon 45X; (4) Canon 18X; Fujinon A36X; (2) Fujinon A18X; (4) Fujinon
A16X; (2) Fujinon A14X; Fujinon A12X; (2) Fujinon A8.5X; Canon J20X; Canon J18X;
(6) Canon J15X; (2) Canon J13X; (2) Schwem FP1 Gyro Zoom

VCR’S: Sony DVW-A500; Sony J-3; (4) Sony BVW-75; Sony BVW-D75; (2) Sony
BVW-70; Sony BVW-65; (2) Sony BVW-50; (5) Sony UVW-1800; Sony PVW-2650;
Sony DSR-60; Panasonic LT75; Panasonic AJ-D750; (4) JVC BR7030; Sony BVW-22
STUDIO/FLUID HEADS: Sachtler Video 80; (6) Sachtler Video 25Il, Combi-
Peds, Dollies; (2) Sachtler Video 30II; (2) Sachtler Video 20lll; (5) Sachtler Video 18lI;
Vinten MKVII; (3) Vinten Vision 12; (2) Vinten Vision 10; Vinten Vision 22; (2) Vinten
3026 Peds; CamMate 24’ Port. Jib; Camrail System; Crosziel Matte Box; Tiffen Filters;
Matthews Stands; QTV Teleprompter

FLIGHT PACKS: GVG 110CV Component Switcher; GVG 110N Video Switcher;
Monitors, DA’s; Roadcases

SWITCHERS/EDITORS: Sony DVS-2000C SDI Switcher; Sony DME-3000DVE;
Sony DFS-300 Port.; VG 110N; Sony BVE-9100

EFFECTS: Pinnacle Prism; (2) Chyron Maxine, (1) 601; Abekas A51; Abekas A42
LIGHTING: Lg. Qty. Videssence, Lowel, Berkey, Arri, Chimera, Sachtler HMI,
Kolbold, LTM, Philips

WIRELESS: Lg. Qty. Telex, RTS, Clearcom Belt Packs, Transmitters, Receivers,
Intercom, Headsets

MIC’S: Lg. Qty. AKG, Audio Tech, Beyer, Countryman, Crown, CLI, Electrovoice,
Sennheiser, Sony, Gibson, Shure Mixers

— Equipment

Monitors — Audio — Engineering —
-5 P.M.

Inspection Monday, June 27th, 9

AUCTIONEER'’S NOTE: All items to be sold BY CATALOG from the Ramada Inn, 8500
Annapolis Rd., New Carrollton, MD. PLEASE MAKE INSPECTION at the 9136 East
Hampton Drive location.

On-Site Terms: 25% deposit cash, ctfd. ck. or bank letter honoring payment w/unctfd. cks. A 10%
Buyer’s Premium will apply. Other terms at sale.
On-Line Terms: A 13% Buyer's Premium will apply. ALL on-line bidders MUST provide a 25%
deposit up front with auctioneer’s office by Monday, June 27th at Noon to be approved to
bid. There will be no exceptions and no one will be approved after Monday, June 27th at
Noon.

To Bid On-Line, visit www.josephfinn.com or www.bidspotter.com

il JOSEPH FINN CO., INC.
]l

FAX 617-964-7827 Mass. License #216
188 Needham St., Newton, MA 02464 - 617-964-1886
www.josephfinn.com
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street talk

Q Managing director Diane McArter and director Michael Grasso, partners
in Santa Monica-based Omaha Pictures, are parting ways. Omaha is currently
winding down operations and will close. McArter says the company will meet all
its financial obligations. She is forming a new venture, carrying the temporary
name of Diane McArter Productions. Meanwhile Grasso has launched Snug, a
Santa Monica-based production house, and has secured Fran Wall as its execu-
tive producer. Wall’s last staff position was as exec producer at the former Cielo
Films....The directing team of Jeff Odiorne and Peter Odiorne—known as the
Odiorne Brothers—has launched Phasmatrope Studios, a hybrid ad agency/
production company in Philadelphia. The new venture is designed to offer clients
creative ideas and execution of those concepts through production and post. The
shop also represents Michael Wilde for creative development and directing. Jeff
Odiorne and Wilde were two of the founders of San Francisco agency Odiorne
Wilde Narraway and Partners (now See). Peter Odiorne first established himself as
a spot editor....Los Angeles-based animation studio Duck has added five directors
to its roster: Tom Gibbons, Chris Harding, Peter Kaboth, Andrew Murdock
and 512kb (a.k.a. Tak Okubo)....Director Sergio Arau has signed with Los
Angeles-based production house Ofrenda, primarily for commercials and music
videos. Arau’s credits include the feature A Day Without a Mexican....

rep report

Q Hollywood-based rep firm Saarinen, with Toni Saarinen and Jennifer
Spencer, has become saarinenspencer. Plans call for Jennifer Spencer to open
an office for saarinenspencer in Austin, Texas, this summer....Turnpike Films,
Santa Monica, has signed Delores Hively and Dawn Schiffman of Buzz
Management, New York, to handle representation on the East Coast for director
Justin Reardon....Meghan Lang has joined creative editorial/effects/design
house Version2, New York, as in-house sales rep. She will be responsible for the
company’s sales and branding efforts....Production house The Ebeling Group,
Playa del Rey, Calif., has signed independent rep Stephanie Stephens to cover
the West Coast and Texas....DP John Perez has signed with Innovative Artists,
Santa Monica, for exclusive representation in commercials, music videos and fea-
tures....

bulletin

QO June 3-12/Brooklyn, N.Y.: 8th Annual Brooklyn International Film Festival at the Brooklyn Museum.
www.brooklynfilmfestival.org....

U June 10-18/Las Vegas: CineVegas Film Festival 2005. www.cinevegas.com....

U June 10-18/Atlanta: 29th Annual Atlanta Film Festival. www.atlantafilmfestival.com....

U June 10-24/Sydney, Australia: 51st Sydney Film Festival. www.sydneyfilmfestival.org....

U June 14/New York: 14th Annual AICP Show at the Museum of Modern Art. www.aicp.com....

O June 19-25/Cannes, France: 52nd Cannes International Advertising Festival. www.canneslions.
com....

U June 21-23/New York: 50th Annual PROMAX & BDA conference at the Marriott Marquis. www.
promax.tv....

U July 1/London: Deadline for entries for the 2005 London International Advertising & Design
Awards. (718) 747-6747; 44 20 8426 1670; info@liaawards.com....

U July 1-10/Zanzibar, Tanzania: 8th ZIFF Festival of the Dhow Countries. www.ziff.or.tz....

U Aug. 5-6/Tipton, lowa: The 2005 Hardacre Film Festival. (563) 886-2175; director@hardacrefilmfestiva
I.com; www.hardacrefilmfestival.com....

IT PAYS
TO FILM
IN FLORIDA.
LITERALLY.

There are now $10,000,000 new reasons to film in the Sunshine State! For details on how to

cash in, hurry and visit www.filminflorida.com or call 877-FLA-FILM or 818-508-7772.
No applications postmarked before June 13, 2005 will be accepted.

b / -
'Qilm@fluridacam‘

The Geovernos's Office of Film & Entertainment
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