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Directors Realize “Dreams’’;
Sony Debuts 10 Shorts For 05

Bayer, Gartner Are Among The Helmers Who
Reflect On The Hi-Def Lensing Experience

By Carolyn Giardina and Robert Goldrich

LOS ANGELES—As SHOOT went to press, the 2005 series
of “Dreams” shorts was about to debut at the DGA Theater in
Los Angeles. The March 23 screening will be followed by a
New York premiere on April 5 at the Ziegfeld Theater. Prior
to the L.A. premiere, SHOOT caught up with several of the
directors who reflected on their “Dreams” experience.

This is the fourth year of the annual “Dreams” program,
which is presented by Sony Electronics Broadcast and
Production Systems Division, and Young & Rubicam (Y&R).
Though there was a recent parting of the ways between Y&R
and the Sony account, they agreed to continue to work on this
year’s “Dreams” project which was already well underway at
the time of their business split.

The “Dreams” program turns noted spot directors loose
to reflect their creative vision in shorts shot with Sony 24p HD

cameras. The theme for this year’s series is “Flight.” Director/
cameraman Samuel Bayer of bicoastal RSA USA said that his
creative vision for the short Max could not have been fully
realized without the hi-def camera. Written by Bayer and JP
Danko, Max stars Robin Wright Penn and a young boy, Max,
who has cerebral palsy. The short delves deeply into the close-
knit, profound relationship between a mother and child. In this
case, the parent is dealing with not only taking care of her son,
but also financial hardship.

“Without the HD camera, there’sno way I could have gotten
the kind of performance we got from Max,” related Bayer. “By
having a camera that could run continuously for something like
fifty minutes—running nonstop, never cutting—we were able
to capture the boy in a more spontaneous manner. The situation
of having a camera that you can’t hear running, that’s not
intimidating, helped us in this case of working with a boy who

>Continued on page 16

An Anonymous Ad Alternative: V3

By Robert Goldrich

CULVER CITY, Calif—Operating
below the industry radar the past four
months, V3, under the aegis of veteran
executive producer Sylvia Kahn, has
produced  several  jobs—spanning
broadcast commercials, Web-based fare,
viral ads and special venue pieces—
which have deployed the talents of
up-and-coming  directors. Launched

by bicoastal Anonymous Content as
a specialty division, the Culver City-
based V3 serves as a resource to the ad
agency community. V3’s charter is to
provide production solutions to agencies,
encompassing such areas as their
client-driven initiatives for alternative
advertising and marketing forms.

Andy Traines, executive
producer of Anonymous Content’s

commercialmaking operation, said that
V3 was formed in response to a changing
advertising landscape, in which branded
entertainment, video on demand (VOD),
viral content, Web pieces, mobile
communications, and point-of-purchase
exposure are gaining momentum.
The challenge for mainstream spot
production companies, he related, is
determining how to best meet the needs

>Continued on page 6

Dir. Cocciolo
Joins Spot
Shop Tool

By Robert Goldrich
SANTA MONICA—Noted ad agency
creative Harry Cocciolo has decided to
embark on a directorial career, joining
bicoastal Tool of North America for
exclusive representation. He has already
wrapped his first job under the Tool
banner: a :60 (with a :30 version) for the
San Francisco Zoo, out of BBDO West/
San Francisco. Titled “Tail,” the spot is
featured in this week’s “The Best Work
You May Never See” gallery.
Cocciolo’s last staff position was
at San Francisco agency See where he

‘Continued on page 10

TWC Signs
Top Gunn
Int’l. Director

By Robert Goldrich
SANTAMONICA—SuthonPetchsuwan
of Matching Studio, Bangkok—the
world’s most awarded commercials
director of 2004, according to the Gunn
Report—is making his first stateside
production company foray, entering
into an agreement with Santa Monica-
based Thomas Winter Cooke (TWC) for
exclusive representation in the U.S.
Justafewselectdirectorshave placed

‘Continued on page |1
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Spot.com.mentary

AP News

alk about shortlists—directors
TFrank Budgen of Gorgeous

Enterprises, London; the Traktor
collective from bicoastal/international
Partizan; and Suthon Petchsuwan of
Matching Studio, Bangkok. These are
the only helmers to rank among the top
25 most awarded directors each of the
past six years in the annual Gunn Report.
Based onacompilation ofkey award show
results, the Gunn Report encompasses
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§| more than 30 TV/cinema
competitions. From this
research, the Gunn Report
has annually named the
industry’s top production
houses, directors, ad
agencies, commercials,
campaigns and clients.

While Budgen and Traktor are
familiar names in the stateside market,
Petchsuwan has hovered below U.S.
industry radar. But Santa Monica-based
production company Thomas Winter
Cooke (TWC) is looking to change that,
having signed the director for exclusive
representation in the American ad market.
(See story, p. 1).

Thomas finalized the deal during a
trip this month to the eighth annual Asia
Pacific Advertising Festival (AP Ad Fest)

Design of the Times

in Pattaya, Thailand. He made the trek
based on his interest in Petchsuwan’s
work and the assessment that the
director’s storytelling sensibilities would
translate well to U.S. advertising.

While he found what he expected in
Petchsuwan and was able to successfully
securethehelmer, Thomasalsodiscovered
much he hadn’t anticipated. He described
the AP Fest as a mini-Cannes, with less
of the carousing, a depth of notable work,
a record high attendance drawn from
different parts of the world, and a formal

“Fear No Change” theme.

The latter held poignancy in light
of what the region has been through
recently, most notably the tsunamis
that brought death and devastation to
coastal communities across South Asia.
Additionally, Southeast Asia is currently
coping with a bird-flu scare.

AP’s “Fear No Change” also
brought new directorial talent to the fore,

as five helmers from different markets
(China, India, Japan, New Zealand and
Thailand) made short films based on
that theme. The films were screened for
festival delegates, with some of the work
impressing Thomas.

Speakers at the AP event included
marketing executives from McDonald’s
in China, and Procter & Gamble in Asia,
Australia and India.

The festival competition drew in
excess of 4,000 entries, including more
than 1,000 TV or cinema spots, nearly
200 film craft entries and another almost
200 interactive pieces.

Taking the AP’s top Best of TV prize
as well as a Gold Lotus Award was “Husky
Girls” for Tokyo’s Ajinomoto Stadium,
created and produced by Dentsu, Tokyo.
Directed by Dentsu’s Jun Kawanishi, the
ad features a young Japanese man who has
seemingly arrived in bachelors’ paradise,
a city inhabited by beautiful women. The

By Robert Goldrich

only turnoff is that all of them speak in
coarse, hoarse voices. They got that
way by cheering during soccer games at
Ajinomoto Stadium. So the man ends up
dating a far less attractive looking woman
with a normal voice.

The aforementioned Petchsuwan
also scored at the AP competition, with
“Balloon”™—a spot he directed for Twin
Lotus Herbal Toothpaste, out of agency
Ongoing, Bangkok—winning a Gold
Lotus Award.

According to the Gunn Report,
Petchsuwan was the world’s most
awarded commercials director of 2004.
But he’s not the only Thailand-based
helmer to perform well. Ranking second
in 04 was Thanonchai Sornsriwichai of
Bangkok production house Phenomena.
There was a tie for third place among
three directors: Budgen; Traktor; and
Antoine Bardou-Jacquet of Partizan Midi
Minuit, London and Paris.

State Of The Business

ago. I knew I absolutely loved the
creative challenges of bringing
graphic messages to life. I knew
I was working in a wild new
frontier. I knew the tools would
evolve. [ knew the demand would

problems.

Spec work continues to be a
cancer that prevents the broadcast
design industry from becoming
as healthy as it should be. You
may not hear a lot of people

soar. What I didn’t foresee was iilil)}l/’elf;'tctlzrr;jt complaining about spec out in
that the road would get quite so of Pl public because design companies

bumpy.

After a wonderful long run, the
Y2K/dot bomb flattened my business
and the broadcast design industry in
general. The sudden drop of demand for
broadcast design services meant that there
just wasn’t enough work to go around.
Numerous companies were pitching for
every little piece of work. It was a very
tough time.

As the media and entertainment

don’t want anyone to see their

pain. To maintain market appeal, design
companies feels the need to always look
and act confident and prosperous — when
in fact spec work creates a lot of losers
and is a major financial burden on the
entire industry. The good news is that
the “cancer” seems to be in remission
— although we’re still a long way from a
clean bill of health.
Perhaps the

bigger challenge

pressure. Budgets are a fraction of what
they were a few short years ago, but client
expectations are still very high. Desktop
production tools have made it possible to
get the work done at much lower costs,
but there simply isn’t enough in the
budget to do breakthrough design. Low
budgets force designers to do what they
can turn around quickly and without a
lot of creative development. The market
seems to be placing more value on
economy than on creativity. Things are
starting to get a little stale.

I looked at websites and montages
for many broadcast design companies to
prepare for this article. I was struck by
how much similarity I saw.

For whatever reasons, an awful lot of
montages from different companies are
looking the same. I hesitate to mention
the notable exceptions for fear that it will
cause others to imitate those reels. Most

By Billy Pittard
into one big blur. I can’t help but imagine
the same thing happens when clients
look at reels. Demo montages are always
a challenge, but design firms need to
practice more thoughtful, purposeful
creativity in their preparation.

A greater concern is the similarity
of look of the work. 2D graphic images
in 3D space are one of the more evident
flavors of the moment. I suspect a
number of factors are driving this
sameness. The first suspect is technology.
Everybody is using the same basic tool
set so the tools are probably dictating
much of the design direction. Design
schools may be another factor in driving
sameness. As Dan Pappalardo of Troika
described it to me, schools seem to be
more focused on software training than
teaching design. Students are graduating
with good technical skills but minimal

>Continued on page 17
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AICE Chicago Chapter Celebrates
Fourth Annual Trailer Park Festival

Assistant Editor Glorily Velez Of Optimus Tops This Year’s Competition

By Emily Vines

CHICAGO—This month, the Chicago
chapter of the Association of Independent
Creative Editors (AICE) held its fourth
annual Trailer Park Festival at Dante’s, a
bar in the Windy City. The festival features
trailers cut by assistant editors from AICE
member companies. This year, participants
could choose to cut a trailer for one of the
following films: The Lord of the Rings: The
Return of the King (2003),
which won an Academy
Award for best editing,
Gigli (2003) or Modern
Romance (1981).

In past competitions,
the participants did not
have a choice of films to
cut. The previous selections
included Chicago, which :
won an Academy Award Click poster to view.
for best editing in 2002, Black Hawk Down,
which won the Oscar for editing in 2001,
and Gladiator, which was nominated for an
Oscar in 2000 for best film editing and won
best picture.

“We thought, in addition to the
Academy Award-winning film, that Gigli
and Modern Romance would be fun to
choose from,” said Kathryn Hempel,
founder of the festival and editor/partner at
Cutters, Chicago.

Another twist this year was that the
assistant editors could choose to “sell”
or “spoof” the movie they chose. Editor,
fellow festival organizer and emcee of the
event Jeff Landsman of Swell, Chicago,
said he approached Hempel at last year’s
screening about the spoof option. He
noticed that people had done it for fun that
year and proposed incorporating it in this
year’s competition.

The grand prize winner, Glorily Velez,
of Optimus, Chicago, chose to spoof
Gigli. The trailer is cut like an old, silent,
black-and-white film and opens with the
following words on screen: “The studio is
proud to present the most engaging story

rand Prize Winner: Gigli Spoo

of the year.”

For placing first in the contest, which
had 28 entrants, Velez won Avid Xpress
Pro, which Avid and Midwest Media Group
donated, a $200 gift certificate to Virgin
Megastores, $100 in $1 bills, and a Smokey
Joe Weber grill. Velez also received the
Trailer Park trophy which is passed from
winner to winner each year.

The five runners up were Mark Butchko
of Optimus; Tim LaDolce, Outsider,
Chicago; Jimi Jo Meretzky,
Avenue, Chicago; BJMoore,
Cutters; and Michelle
Orzechowski, Swell. These
five winners each received
$200 and Virgin Megastore
gift certificates worth $25
each.

The final prize, the
Tent City award, is for
a winning trailer cut by

someone who is not an
assistant editor yet. This year Brain Hepner,
an intern at Cutters, won that honor and
received $50 and a $25 gift certificate to
Virgin. Describing this award, Hempel said,
“You’re not quite in the trailer park, you’re
kind of nearby because they’re not official
assistants yet.”

Thejudgeswere MasayoKaneko, Swell;
Steve Morrison, Foundation, Chicago; Greg
Sunmark, Red Car, Chicago; Jill Bzibziak,
Outsider; Tim Kloehn, Optimus; and
Nadia Hennrich, Cutters. Hempel removed
herself from judging this year to eliminate
any implication of impropriety if Cutters
were to fare well in the competition.

Next year, Hempel is planning to
hold the festival in the summer and
hopefully include an outdoor screening
for a competition that she said has become
the event of the year for editors and
assistants. “It’s very validating for people
to get recognition for their work, especially
with assistants,” she noted. “I think that’s
why it’s been successful. It celebrates and
acknowledges their work and also pushes
them.”
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Moxie Launches In London;
Laren Named Managing Dir.

By Robert Goldrich

NEW YORK-—Bicoastal Moxie Pictures
has extended its reach across the Atlantic,
opening a U.K. operation in London under
the aegis of managing director Dawn Laren,
who comes over from Studio, London, where
she served in the same capacity.

The move provides Moxie with a
production foothold in Europe, and paves
the way for Moxie to secure select jobs
from U.K. agencies for its entire roster of
directors, except for Martin Granger who
already has U.K. representation via Bikini
Films, London.

Director Dan Levinson, a Moxie founder,
related that setting up a company operation
“across the pond” made more sense than
linking with an established production house
in the U.K. “Our directors enjoy working
with us and we wanted to ensure that same
relationship and environment for our projects
overseas.” He noted that securing Laren was
key given her homegrown reputation and
connections in the U.K. market.

“Our goal,” stated Laren, “is critical

acclaim and growing a vibrant and exciting
domestic concern with both local and non-
U.K. talent that is absolutely accepted within
the London community.”

Moxie president Robert Fernandez
described Moxie/London as being “the next
step in the development and evolution of
the Moxie brand.” He added that Moxie’s
directorial roster has generated high demand
internationally. “Werecognize the importance
of the market in the global commercial
production community,” said Fernandez,
“and we want to be a part of it.”

While its mainstay business is
commercialmaking, Moxie has also
branched out into branded entertainment,
as chronicled in SHOOT. The company
has a working relationship with IMAX to
produce a documentary film centered on this
year’s Volvo Ocean Race, a competition that
spans the globe. Moxie is also teaming with
Glamour magazine on “Reel Moments,”
which entails the making of up to four short
films based on real-life experiences of the
publication’s readers (SHOOT, 2/25, p. 1).r

Liberty To Spin Off Ascent Media Group

By Carolyn Giardina
ENGLEWOOD, Colo.—Liberty Media
Corp. (NYSE: L, LMC.B), headquartered
in Englewood, has announced plans to
spin off a separate company comprised of
its ownership interests in Santa Monica-
headquartered Ascent Media Group and
Discovery Communications. Ascent is
the parent company of such commercial
postproduction brands as Company 3 (Santa
Monica and New York), R!OT (Santa
Monica, New York and Atlanta), Method
(Santa Monica), Filmcore (Santa Monica
and San Francisco), Encore (Hollywood)
and Rushes (London).

The transaction—expected to occur

<< Previous Page

Search Issue

during the second quarter of this year—is
intended to be tax-free to shareholders and
Liberty Media, and would create a new
publicly-traded company called Discovery
Holding Company (DHC).

This would once again make this group
of companies a publicly traded entity. In
May 2003, Liberty purchased the remaining
shares of then publicly-traded Ascent,
making it a wholly owned subsidiary of
Liberty Media.

Formerly known as Liberty Livewire
Corp., Ascent was formed as a result of the
2000 and ’01 acquisition of The Todd-AO
Corp, Four Media Company, Video Services
Corp, certain operations of SounDelux

SHOOT Info

\
b
|

ST

1237 Tth STREET - SANTA MONICA CALIFORNIA 80401 - 3

MIDWEST SALES - RENEE CASE & C0 - 312,337.7700
WEST / SOUTHWEST SALES - BOARDALIGIOUS - 310.376.8656

TIM KLOEHN
CRAIG LEWANDOWSKI
STEVE MACH

GRANT MACDOWELL
RATY MAGUIRE

1AN MAITLAND
RANOY PALMER
DANA PHILLIPS
KATHERINE PRYOR
DEB SCHIMMEL

JIM STASKAUSKRS
KATE WROBEL

CREATIVEDITORIAL

OPT1MUS

5 Full Screen View / Exit Print Hardcopy Next Page >>


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

NEWS NEWS NEWS NEWS NEWS NEWS NEWS NEWS mNEWS NEWS NEWS NEWS NEWS NEWS NEWS NEWS NEWS NEWS NEWS NEWS NEWSNEWS NEWS NEW

Anonymous Content Launches V3

Continued from page |

of this emerging, expanding marketplace, realizing that major
broadcast commercial budgets are often too pricey for these
new varied forms of content. Anonymous’ solution was to
create what Traines described as being “a lean, mean, cost-
effective division that still offered top-flight production talent
and values.”

Kahn and Traines have sought out young, multi-
disciplinary directorial talent for V3. Traines observed that
getting promising directors started today has become an at
times daunting task, but a viable vehicle toward this end is a
company in the V3 mold, which addresses the marketplace
need to attain high quality production within the confines of
challenged budgets.

Kahn has spearheaded V3 from its inception; the division
has already wrapped varied projects with different helmers.
Among the directors whom V3 maintains relationships with
are Ramesh Iyer, Tom Cartier, Jesse Jacobs, Tom Gatsoulis and
Christian Johnston. The latter—represented via the Anonymous
talent agency’s literary department—is a writer who also has
TV/documentary/spotmaking experience. In fact, a Johnston-
directed docudrama, September Tapes, was recently released
on DVD. Johnston also developed a viral campaign to promote
the DVD release. Kahn said that Johnston is the type of hybrid
talent ideal for writing, developing and directing VOD content,
and she has plans for him in that arena.

Under the V3 banner, Jacobs, who has a background
spanning live-action, animation, object work and mime, directed
an Intel project featuring The Blue Man Group. The work
resulted in three banner ads, which its agency at the time, Euro
RSCG Worldwide, New York, then cut into Web spots. (The
account has since gone over to McCann WorldGroup.) Jacobs
collaborated with noted cinematographer Stefan Czapsky on
the job. V3 got the chance to take on the assignment thanks in
part to Euro RSCG’s working relationship with Anonymous
Content and director David Kellogg on The Blue Man Group
commercials for Intel. The agency approached Traines with a
more modestly budgeted Blue Man Group project for the Web,
which resulted in the agency tapping into V3.

Gatsoulis has directed a pair of V3 jobs, the first being an
ESPN spot for the NCAA March Madness men’s basketball
tournament out of Seattle agency Wexley School for Girls.
He then took on a Universal Studios Tour broadcast spot
assignment, which will also spawn some viral ads for mobile
distribution, out of agency Cimarron, Hollywood. Cimarron
is an example of some of the untraditional agencies that are
starting to emerge; the shop is well known as a trailer creation/
production company but is branching out into the general ad

~ <<PreviousPage @ Searchlssue @~ SHOOTInfo 6 Full Screen View / Exit ~ PrintHardcopy =~ Next Page >>

market.

Cartier directed seven one-minute films for the NYC2012
group, designed to help New York City in its bid to host the
2012 Summer Olympics. The mini-movies recently appeared
on the Times Square Jumbotron when an International Olympic
Committee delegation was visiting Manhattan. (Cartier has
been featured a couple of times in SHOOT’s “The Best Work
You May Never See” gallery.)

And Iyer wrapped a V3-produced broadcast :30 for Cellular
One, out of Barkley Evergeen & Partners, Kansas City, Mo.

KAHN

Kahn has broad-based experience in commercialmaking,
interactive fare and short films. She is perhaps best known for
her longstanding tenure as executive producer at now defunct
Johns+Gorman Films (a company that has evolved into what is
now bicoastal Sandwick Films).

Kahn later co-created and developed Producer’s Source,
an industry online database. This was followed by a stint at
Headquarters where Kahn executive produced assorted jobs
for directors such as the Joe Public duo (now at bicoastal HSI
Productions) and David Cornell.

“Our hiring Sylviaand the creation of V3 provides our client
base with additional creative opportunities for traditional and
non-traditional marketing and advertising,” stated Anonymous
Content chairman/CEO Steve Golin.

Kahn said that several of Anonymous Content’s music
video directors could also figure into new-media projects at
V3. She reasoned that clip helmers are accustomed to working
within budget constraints and that their creativity could translate
well into varied branded content disciplines.

Traines added that some of Anonymous Content’s marquee
commercial directors might also dovetail into alternative
advertising and marketing in association with V3. Integrated
marketing opportunities could find a major spot director
working on both a broadcast campaign and related content
across other media platforms.

The overall Anonymous Con-tent is no stranger to crossing
multiple platforms. Established in Aug. ’99, Anonymous is a
multimedia development, production and talent management
company. It produced the first groundbreaking series of the
BMW films for Fallon, Minneapolis. Golin guides Anonymous
and has produced or executive produced more than 30 feature
films; his recent credits include Eternal Sunshine of the
Spotless Mind and 50 First Dates. Anonymous is currently in
production on Dead I May Well Be and In the Land of Women,
and is executive producing the Showtime series The L Word.
Anonymous’ alluded-to music video operation is headed by
executive producer Sheira Rees-Davies.

Agency Update

By Kristin Wilcha

New Faces
Adam Chasnow is joining Publicis & Hal Riney, San Fran-
cisco, as senior VP/group_creative director. He comes over
from Goodby, Silverstein & Partners, San Francisco....
Troy Longie has ;oined_agency mono, Minneapolis, as a
creative director....Jeannie Bloch, copywriter, and Alexis
Stein, art director, have joined Gardner Nelson & Part-
ners, New York.... David Eller has joined agency The Re-
publik, Durham, N.C., as a senior art director....Kris Kiger,
executive creative director at R/GA, New York, and Glen
Sheehan, creative director, North America, digital, Young
& Rubicam Brands, New York, will serve on the Cyber Lions
ury at the Cannes International Advertising Festival.
J Pereira, VP/creative director at AKQA, San Francisco, is
the jury president....

Account Movement

Crispin Porter+Bogusky, Miami, will handle ad duties for
Coca-Cola Zero, set to launch in June....Custom Chrome
has selected mono, Minneapolis, to handle its advertising
account....Fallon, Minneapolis, has won ad duties on the
KitchenAid account....

U MARCH 24, 2000/British director Daniel Kleinman has signed
with Los Angeles-headquartered Ritts/Hayden for representation in
the U.S. spot market. The London-based director will continue to be
repped in the U.K. by Spectre, London....Director Brian Scott Weber
has joined Los Angeles-based No Prisoners, the live-action spot
production company headed by president/managing director Bruce
Martin that opened last fall as a sister shop to No Prisoners 3DFX....
Version2. Editing, New York, has tapped Linda Rafoss, who was
most recently a senior producer/partner at Ogilvy & Mather, New
York, as its executive producer. Rafoss replaces Michael Pollock....
In an effort to jumpstart its expansion, Tape House Toons, New York,
has signed three directors/designers: Arnie Levin, John Schnall and
David Chomowicz....

U MARCH 24, 1995/Jane McCann has joined Johns + Gorman
Films, Hollywood, as managing director, a newly created position at
the production house....Director Sheila Metzner, known mostly for
her work directing fashion and beauty spots, has sighed with bicoastal
production company Velocity Film, New York....John Hazard, recog-
nized as a trailblazer in commercial production, died March 11 of com-
plications from quadruple bypass surgery. He was 72....John “Jack”
Walp, former director of advertising production at Gillette Co.,
Boston, has joined the advertising production consulting firm of Bird
Bonette Stauderman (BBS), Westport, Conn....Beth Emery has
been promoted to associate producer at Mills/James Productions,
Hillard, Ohio....Kevin Locarro has been promoted from assistant edi-
tor to full-fledged editor at Superior Assembly, Hollywood....
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‘‘Basketball”’ Scores At New York ADDY Awards

Overall & McQuoid-Directed American Standard Spot Takes Best Of Show/Broadcast Honor
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By Kristin Wilcha

NEW  YORK—American  Standard
heating and air conditioning system’s
“Basketball” won Best of Show/broadcast at
the New York ADDY Awards, which were
held earlier this week (3/22) at New York’s Sky
Club. “Basketball” was directed by the team
of Overall & McQuoid, Richard and Simon,
respectively, of bicoastal Go Film for Foote,
Cone & Belding New York. “Basketball,” along
with American Standard’s “Fetch,” each won a
Gold ADDY in the retail products category.

The New York ADDYs, presented by
District Two of the American Advertising
Federation (AAF), bestowed upon Ogilvy
& Mather, New York, and client American
Express the Grand ADDY award for continuing
excellence in advertising. Saatchi & Saatchi,
New York, won the Governor’s Award,
presented to the shop that wins the most Gold
ADDYs across print and broadcast.

Grey Worldwide, New York, and Saatchi
& Saatchi, New York, scored five Gold ADDY's
each. Three Dairy Queen spots, “Tongue Tied,”
“Baby Bjorn” and “Napkin,” won honors for
best campaign. “Tongue Tied,” “Baby Bjorn”
and “Sharing” each individually earned a Gold
honor in the restaurant category. Baker Smith
of harvest, Santa Monica, directed all four
spots. Rounding out Grey’s broadcast honors
was Starburst’s “Backflip,” which was honored
in the food category.

Saatchi scored its Gold honors across
several different categories. General Mills’
“Adoption,” directed by Jim Sheridan and
produced via bicoastal Moxie Pictures won a
Gold in the food category and in the cinema
category. A spot for Ariel detergent, “Tag,”
directed by David Alcalde of Propaganda
Producciones, Madrid, scored a Gold in retail
products. A Gold for health and beauty went to
Old Spice’s “Empty Desk,” directed by David
Shane of bicoastal/international Hungry Man.
Rounding out Saatchi & Saatchi’s honors was
a Procter & Gamble’s “Bugs,” directed by The
Brothers Strause, which scored a Gold ADDY

for elements of advertising/animation or
special effects. Hydraulx created animation for
the spot. The Brothers Strause are with Santa
Monica shop Tight.

O&M scored a total of four Gold ADDYs.
Two ads for American Express, “Optometrist”
and “Ellen,” garnered Gold in the professional
services category. David Kellogg of bicoastal
Anonymous Content directed “Ellen,” while
Bryan Buckley of Hungry Man helmed
“Optometrist.” Additionally in the category,
O&M won a Gold for IBM’s “Prodigy III”
directed by Joe Pytka of Venice, Calif.-based
PYTKA. Rounding out O&M’s broadcast
Gold wins was a cinema honor for “Gangsters,”
promoting the Tribeca Film Festival. Brendan
Gibbons of Hungry Man, and John O’Hagen,
who recently shifted his representation from
Hungry Man to bicoastal RSA USA, co-
directed the ad.

Kirshenbaum Bond + Partners, New York,
also won four ADDYs. Three spots for the Ad
Council—"“Couch,” “Lion” and “Band,” each
one a Gold recipient for public service; the trio
also earned a public service campaign Gold.

The Kaplan Thaler Group, New York, won
three Gold honors. Two spots for Foxwoods
Casino Resort, “3 of a Kind” and “Bluffing”
won Gold awards for travel. David Levin of
Hungry Man directed the ads. The spots, along
with “Royal Flush,” also directed by Levin,
won a Gold ADDY for best campaign.

Cliff Freeman and Partners, New York,
won two campaign Golds, both for Snapple.
The first honor went to “Bob/Lunch Ladies,”
“Natalie/Dog” and “Tuckey/Single Twin.” The
second campaign Gold went to “Bob/Kids,”

“Brian/Dentist,” and “Tuckey/Junkyard.”
Chris Smith of bicoastal Smuggler directed the
Snapple work.

Deutsch picked up a pair of Gold honors:
one campaign Gold for the Chiclets spots
“Growing Up,” “5 Dirty Words,” and “Kung
Fu.” Mike Overbeck of Wild Brain, San
Francisco, directed the animation ads. Deutsch

>Continued on next page
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Post-Its

New York-based rhinofx has added 3-D digital artist Chris Moore,
2-D graphic designer Neo, and 3-D digital artist Bogdan Mihajiovic
to its staff. Additionally, staffer Jill Hughes has been promoted to
production manager....Janine Bottazzi has been promoted to pro-
ducer at visual effects/animation studio Guava, New York. She will
oversee effects and animation work for commercials, music videos
and other media, and serve as a liaison between clients and Guava’s
artistic staff. Guava is a sister shop to Nice Shoes, New York....Misha
Stanford-Harris has joined Rushes Postproduction, London, as
senior producer. He comes over from Guava where he spent the past
three years. He has worked on assorted commercials (Mercedes-
Benz, British Airways, Bacardi) and music videos (Fat Boy Slim, The
Smashing Pumpkins). Prior to moving to New York, he worked at
VTR, London....The Mill, New York, is staffing up, securing Angela
Botta, formerly of Nice Shoes, as telecine producer, and Jo Arghiris,
who joins the New York production team from The Mill’s London head-
quarters. The Mill, New York, expects to have a new Flame and two
new Smoke suites operational by June. The shop’s Spirit suite was
upgraded to HD last month....Editor Greg Chamberlain, formerly
with Southern California’s Pistolera Post and prior to that Red Car,
Santa Monica, has joined Crash & Sue’s, Minneapolis. The addition
of Chamberlain marks post house Crash & Sue’s diversification into
offline editing services....Denver-based creative digital studio 'mpossi-
ble Pictures has promoted editor James Frazier to director of opera-
tions, and added designer/editor Heather Arment, who comes over
from The Alliance, Colorado Springs....

Discreet Renamed Autodesk Media and Entertainment

By Carolyn Giardina
MONTREAL—Montreal-
headquartered Discreet, a subsidiary
of San Rafael, Calif.-based Autodesk
(NASDAQ: ADSK), has been renamed
Autodesk Media and Entertainment.
The Discreet name—a highly
regarded  brand in  high-end
postproduction—will continue only
as part of the names of Discreet’s
established advanced systems: Discreet
Inferno, Discreet Flame, Discreet Flint,
Discreet Fire, Discreet Smoke and
Discreet Lustre. Autodesk will be the
brand name for desktop software and
infrastructure products, such as 3ds
max, Combustion, Cleaner and Stone.
Discreet’s  product marketing
manager Maurice Patel acknowledged
that Discreet is a widely recognized
brand at the high end, and said that this
is why the name will remain with the
advanced products; he added that the
name is lesser known at the desktop
and infrastructure levels, where the
branding will change to Autodesk.
Areleased statement from Discreet
further explained, “We anticipate
that this integration will enable us to

develop technology faster and offer
improved support, maintenance and
training, ultimately better servicing
our customers and sales channel. Also,
there is an opportunity for Autodesk’s
divisions to leverage one another’s
technology.”

Management structure is not
expected to change. Autodesk COO
Carl Bass has been overseeing Discreet

since the departure last spring of Paul
Lypaczewski, then general manager
of Discreet and executive VP of
Autodesk; his position was never filled.
Day-to-day operations are headed by
Discreet’s executive team, including
VP of worldwide sales, marketing and
support Martin Vann and VP of product
development and operations Marc
Petit.

American Standard Scores Top N.Y. ADDY Honor

Continued from page 7

picked its second Gold for Microsoft and
Intel’s “Digital Joy,” directed by Samuel
Bayer of RSA USA.

Lowe, New York earned two Golds:
one in automotive for GMC’s “Ideas,”
directed by The Cronenweths of Untitled,
Santa Monica; and one in health and
beauty for Johnson & Johnson’s “Same
Gift,” directed by Tony Kaye of bicoastal
Supply & Demand.

TBWA/Chiat/Day earned two
Gold ADDYs in the retail products
category for Segway’s

“Crawl” and “Engineer” directed by
Overall & McQuoid of Go Film.

Post Millennium, New York,
scored a pair of Gold honors in
the restaurants/media category for
MTV’s “Not Suitable for Adults/
Thanksgiving,” directed by David
Horowitz of MTV, and “The
Osbournes/Massive Spirit,” helmed
by Roddy Scott of MTV.

DDB New York scored a Gold in
the institutional category for Philips’
“Heartstart Ambulance,” directed by
Paul Arden of Arden Sutherland Dodd,
London. Amold Worldwide, New
York, won a Gold in the retail products
category for Trivial Pursuit *90s Edition,
directed by Rick LeMoine of bicoastal/
international @radical.media.

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

IN THE SPOTS THEY PRODUCE."

ist

mixing | sound design | radio

333 Hudson Street New York City10013 phone 212.206.7388 fax 212.206.7288 www.twistaudio.com
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The Road To NAB...

Cinemato
Examine

ra:lr( ers
flow,

New Cameras

By Carolyn Giardina
LAS VEGAS—For those interested in
cinematography and arriving the weekend
before the exhibition hall opens at the
2005 National Association
of Broadcasters (NAB)
Convention, April 16-21
in Las Vegas, a visit to the

Sony’s CineAlta cameras, Thomson’s
Grass Valley Viper, and Panasonic’s
Varicam. Sony and Grass Valley have
both announced that they will focus on
workflow by introducing new recording

NN\B200o5

Digital Cinema Summit
might be time well spent.

Co-produced by the Society
of Motion Picture and Television
Engineers (SMPTE) and Hollywood’s
Entertainment Technology Center (ETC)
at USC, the event will include a panel
of manufacturers of the newest digital
cinematography cameras, along with
discussion on how they integrate into a
hybrid film/digital imaging production
and postproduction workflow.

Moderated by David Stump, ASC,
the session will feature representatives
from Dalsa Digital Cinema, Waterloo,
Ontario, which makes the new Origin
digital cinematography camera; Arriflex,
Munich, the maker of the D-20 camera;
Panavision, developer of the new Genesis
camera; and Kinetta in Coosada, AL,
which invented the Kinetta camera.

The D-20 will also be exhibited on the
show floor. Panavision reported that the
Genesis will not be at NAB, due to rental
commitments; meanwhile Dalsa is opting
for smaller venues to show its Origin
camera (which was reportedly being used
to shoot a commercial for an undisclosed
client at press time). Rumors suggest
that Kinetta may have a development
announcement at the summit.

Of course, NAB will also host
digital camera technology including

~ <<PreviousPage @ Searchlssue @ SHOOTInfo 9

devices for their digital cameras.

This is particularly significant for
Grass Valley, which until now has relied
on third-party developers to build Viper
recording options.

The company has stated a
commitment to offering as many
workflow options as possible. At NAB,
Grass Valley will introduce its first in-
house built option—the Venom Flashpak
solid state dockable recording system,
which enables a cinematographer to

work untethered with the Viper.

Recording in Viper’s highest
“Filmstream”resolution—uncompressed
4:4:4 RGB color space—Venom has a
10-minute capacity, or, the system can
record 18 minutes of 4:2:2 HD. Grass
Valley suggested that a film shoot might
have two or three Venom systems, with
one in the camera, one ready to replace it,
and one writing to the transport medium
to be delivered to the post house. The
company expects that Venom would be
available through the rental houses.

Venom has been in development for
about a year, and it is expected ship this
summer for around $66,000.

Grass Valley’s general manager for
cameras Jans Eveleens reported that there
is continued field recording research
going on in Grass Valley manufacturing
centers in Breda, the Netherlands, and
Hanover, Germany; he hinted that
additional Grass Valley recording devices
would be developed, but did not have any
additional plans to report.

In addition to being Grass Valley’s
first recording system, Venom is also only
the second portable option. The maker of
the first option, Baytech, closed its doors
this past year, although its CineRam system
remains available at select rental houses.

Meanwhile, Sony is adding a new

recording option to its CineAlta line with
the introduction ofthe SRW-5500 videotape
recorder. Today, the Sony Cine Alta 900
camera records to HDCAM (4:2:2) format,
and the newer 950 recording HDCAM SR
(4:4:4 RGB). Decks are currently available
for both options.

The new SRW-5500 is the first
to offer multi-format support, and is
switchable between Sony’s HDCAM
and HDCAM SR record formats.

The SRW-5500 can record and
playback tapes at 24PsF, 25PsF and
30PsF, as well as 1080/601, 1080/501
and 720/60P (to clarify, the HDCAM SR
format can record/playback at 720/60P
while the HDCAM format can record at
10801 and provide format conversion to
playback at 720/60P).

The SRW-5500 captures content to
tape at 440 Mbps at 10-bit depth, using
the MPEG 4 Studio Profile compression
scheme. The VTR also records 12
channels of 24-bit uncompressed audio,
and features metadata handling. The
SRW-5500 is planned to be available
this spring with a suggested list price of
$98,000.

Eastman Kodak, headquartered in
Rochester, N.Y., is expected to make an
announcement regarding technology for
television production closer to the start of

NAB. For this installment of The Road
to NAB, Kodak only reported that it
would show images recently lensed with
Kodak’s Vision2 color negative films.

In the areca of workflow, it will
demonstrate its Kodak Look Manager
System, which is designed to allow
cinematographers to create, pre-visualize
andmanagefilmlooks frompreproduction
through postproduction. The software-
based system locks the picture data into
an exportable file that can be accessed by
other system users such as colorists, to
help ensure accurate communications in
a collaborative environment. The system
has already been used by such DPs as
Steven Goldblatt, ASC, BSC, who used
it on the Mike Nichols film Closer.

While their potential impact on
commercialmaking is unclear, low cost
cameras will be featured at NAB that
support the recently introduced HDV
format, including Sony’s HVR-Z1U
camcorder and HVR-M10U VTR.
Sony’s products began shipping to
resellers in February, and Sony expects
to deliver 6,000 units of HDV products in
the U.S. before the opening of NAB. But
again, workflow will be a consideration.
Apple, Avid and Pinnacle are among
the companies that are promising HDV
editing support; what will actually be
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Editorial/Production House Hybrid: Teak Motion Visuals

Ex-Goodby Staffer’s New Venture Makes Mark In Spots, Web and Special Venue Fare

By Robert Goldrich

ast October, Greg Martinez ended his 10-year
tenure at Goodby, Silverstein & Partners, San

Francisco—the first three as a broadcast
producer, the last seven as its director of internal
postproduction and production. In the latter
capacity, his responsibilities included overseeing
the agency’s in-house GSP Post operation.

Martinez’s decision to leave was triggered
in part by due diligence he had done over the
previous months on behalf of GSP Post, which was
contemplating a diversification of its editorial arm
into online. Martinez had been demoing a Smoke
room, but ultimately GSP chose not to take the
online/finishing plunge.

However, the process piqued Martinez’s interest.
He became intrigued by the notion of breaking out
on his own and opening a company encompassing
offline, online, finishing, visual effects and production.
Via GSP, Martinez was active in varied disciplines,
including producing spec work and some budget-
challenged fare for the agency, such as “Y2Cud,” a
Jeff Goodby-directed spot for the California Fluid
Milk Processors Advisory Board that gained airtime.
The ad was a humorous takeoff on the then brewing
Y2K hubbub.

After exploring prospects for his own shop,
Martinez made the commitment, securing financing
and formally opening Teak Motion Visuals in San
Francisco some five months ago. He is the majority
partner in the venture. While it is boutique-sized,
Teak has grown steadily over a short span, with key
new staffers, as well as independent artisans who
work regularly at the shop. The staff additions are
executive producer/partner Jan Frei, who had served
as executive producer at Red Car, San Francisco,
and lead editor/partner Bob Spector, a mainstay in
the San Francisco editorial community.

Prior to Teak, Spector had a brief stint at Red
Car, San Francisco. Earlier he was with Jigsaw, Los
Angeles, but he is best known for his long tenure as
a partner for 10 years in Bob ‘n’ Sheila’s Edit World,
a San Francisco editorial house that closed in 2003
(SHOOT, 9/26/03, p. 7).

Spector’s editing reputation is grounded largely
in comedy and dialogue work, including such Super
Bowl advertising as the high-profile Budweiser
“Lizards” campaign out of Goodby, Silverstein &
Partners. He also cut that agency’s longstanding
talking chicken campaign for Foster Farms. Among
Spector’s other assorted credits are spots for such
clients as Yahoo!, S&W, Sprint, Pine-Sol and The
Learning Channel.

At Teak, Spector has edited several projects,
including a spot promoting LucasArts’ Star Wars:
Episode III game for agency Butler, Shine, Stern and
Partners, Sausalito, Calif., a T-Mobile commercial
for Publicis, Seattle, and regional McDonald’s
via Hoffman Lewis, San Francisco. At press time,
Spector was about to cut a campaign for Southwest
Airlines, out of GSD&M, Austin, Texas.

Like Martinez, Frei’s industry roots are in agency
soil, having served as a producer at Chiat/Day (now
TBWA/Chiat/Day), San Francisco. She then moved
over to the post studio side of the business, becoming
a staff producer at now defunct Good Pictures, and
then joining Pomegranit Editorial, San Francisco, as
executive producer. In *00, Frei was recruited to help
open Red Car’s San Francisco office.

PRODUCTION

Additionally, freelance editor Tony Saxe works
regularly at Teak. Saxe had been an assistant editor
at FilmCore San Francisco and has now graduated to
full-fledged cutter. His first major job at Teak was a
package of Saturn commercials tied into the Gravity
Games, an extreme sports competition.

Martinez produced the spots via Teak for play
at the Gravity Games venue, the Copper Mountain
Resort in Colorado. Teak acted as full service
production company on the job, handling shooting
(blue screen with an HD 24p camera), editing,
compositing and finishing.

Goodby, Silverstein & Partners’ creative Dave
Laden directed the Saturn work. Additionally, Teak
has served as the production company for director
Laden on some Internet spots for Saturn and Goodby,
Silverstein & Partners.

Teak is also committed to collaborating with

agency artisans on creative pet projects, according
to Martinez, who related that during his 10 years at
Goodby, he heard assorted ideas from colleagues
for shorts and documentaries that never got off the
ground. Martinez hopes that Teak can facilitate these
creative callings, helping to make such projects a
reality. Currently, Teak is producing a documentary
piece about a short white man training himself to
slam dunk a basketball. The director and producer
on the project are, respectively, Margaret Johnson
and Hilary Bradley who both work at Goodby. Teak
has also been named postproduction company on an
independent feature, The Village Barbershop, written
by Chris Ford, a copywriter at Goodby. Spector is
slated to edit the film.

While Teak counts Goodby as one of its steady
clients, the hybrid editorial/production house is
an independent venture and not affiliated with the
agency. Martinez’s longstanding relationship with
Goodby has helped translate into business from
that shop for Teak. Similarly, Frei’s and Spector’s
connections have yielded projects from their varied
clientele over the years.

In addition to production and offline editing,
Teak offers Smoke services and has been active in
conforming and finishing work, as well as visual
effects. Martinez has secured a couple of independent

artisans who work regularly for Teak, Smoke artists/
online editors Treena Loria and Michael Angelo.
In fact, Teak recently handled online for the San
Francisco Zoo’s “Tail,” out of BBDO West/San
Francisco, which is covered in this week’s “The
Best Work You May Never See” gallery. Teak has
also done Smoke work for such clients as the San
Francisco International Film Festival out of Young
& Rubicam, San Francisco, and the Partnership For
A Drug-Free America via Goodby. Loria and Angelo
are both experienced in visual effects. Angelo
recently wrapped visual effects for U.S. Postal
Service spotwork that required 40 hours of heavy
compositing in the Smoke.

Teak has additionally made its facility available
to out-of-town editors coming to cut projects in San
Francisco. The shop has hosted such cutters as Avi
Oron of Bikini Edit, New York, Hal Honigsberg of
Chrome, Santa Monica, and Jim Hutchins who at
the time was with Nomad Editing Company, Santa
Monica. (Hutchins has since launched his own Los
Angeles shop, HutchCo.)

As for the Teak moniker, Martinez confessed an
affinity for the South Pacific lifestyle and culture, as
reflected in the shop’s décor, which includes much
bamboo and a definite Tahitian feel. From a business
model perspective, Martinez said he’s motivated
by the chance to be engaged in different roles on
different projects, which is why Teak operates as a
hybrid production/post shop. He even occasionally
edits projects. For example, at Teak, Martinez cut the
pitch video for Butler, Shine, Stern and Partners that
helped it win the Sun Microsystems business.
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TWC Lands Top Gunn Helmer

Continued from page |

in the top 25 per the Gunn Report’s annual
tally each of the past six years: Frank Budgen
of Gorgeous Enterprises, London (who’s
repped in the U.S. by bicoastal Anonymous
Content); the Traktor collective of bicoastal/
mternational Partizan; and Petchsuwan. The
Gunn Report, which is acompilation of award
show results, covers more than 30 TV/cinema
competitions. From this research, the Gunn
Report has annually named the industry’s top
production companies, directors, ad agencies,
commercials, campaigns and clients.

Petchsuwan, who speaks English,
broke into the directorial ranks in 1993
with Matching Studio. He came over to the
production company fromthe agency creative
side of the business. He was an art director at
Kenyon & Eckhardt, Bangkok, and then a
creative director at SSC&B Lintas, Bangkok.
For Lintas, he worked on such accounts as
Unilever and Caltex (Texaco).

Much of Petchsuwan’s directorial fare
is people-based storytelling ranging from
humor to poignant pieces. His number one
directorial standing in the 04 Gunn Report
was on the strength of such comedic work
as the Soken DVD Player campaign (“Kill
Bill Kill Bill,” “Titititanic,” and “X-X-X"")
for Euro RSCG Flagship, Bangkok, and
Unif Green Tea’s “Worms,” out of BBDO
Bangkok.

The Soken commercials tell the tale
of how a malfunctioning DVD player, with
incessant skipping, starting and stopping,
can have a profoundly negative effect on
its owners. In “Kill Bill Kill Bill,” a white-
collar guy corners a co-worker in the office
kitchen to tell him about the Kill Bill DVD
that he rented. But he keeps freezing in mid-
sentence and repeating himself over and
over again. “Then she sta...sta...sta...sta...
stabs one of the gangsters,” he describes.
“Suddenly, suddenly, suddenly.” The other
guy is clearly perplexed. The explanation is
that the first man’s DVD player is fraught
with technical glitches. Soken DVD’s tag is
simply, “Plays smoothly.” The other two ads
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in the package are similarly themed, to great
comedic effect.

Unif Green Tea’s “Worms” takes us
out to a field where cartoon father and son
caterpillars are climbing up a tea plant. The
dad urges his lad to climb to the top where
the best leaves are—but a human has beaten
him to that destination. The child caterpillar
sobs that it wants the top leaves. However the
human tealeaf picker isn’t about to relinquish
this choice crop. The caterpillar resorts to
hypnotism but the person mightily resists.
The exchange underscores that Unif Green
Tea is brewed from only the best leaves.

According to Gunn Report research, the
Soken campaign was the third most awarded
TV/cinema spotwork in *04. Unif Green Tea’s
“Worms™ was right behind, tied for fourth.

TWC partner/executive producer Mark
Thomas became familiar with Petchsuwan’s
work and sought him out during a trip earlier
this month to Thailand. There Thomas
attended the Asia Pacific Advertising Festival.
During the festival, Thomas’ overtures to
Petchsuwan and Matching Studio proved
successful, asthe TWC exec finalized the deal
to rep the director in the U.S. Thomas believes
the director’s filmmaking sensibilities and
storytelling/comedy prowess will translate
well in the American advertising market.

Petchsuwan said, “The chemistry with
TWC feels good, which leads to good ideas
and good work.” TWC'’s connection to the
film industry through partner/co-founder
Ralph Winter (producer of such movies as X-
Men and X-Men 2) also proved appealing in
that Petchsuwan harbors feature directorial
ambitions.

The signing of Petchsuwan continues
what has been a far-reaching international
scout for directorial talent on the part of
TWC. Thomas and Winter recently went to
London and came back with three directors:
Seamus Masterson, Elliot Hegarty and Martin
Brierley (SHOOT, 3/11, p. 1). The latter has
moved stateside. TWC also continues to
represent its U.S.-based roster of helmers:
Jeff France, Michael Fueter, David Jellison
and Greg Kiefer.
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TBWA/Chiat/Day Sleepwalks Into The Night For Adidas

Director Spike Jonze, Sea Level Bring Agency’s Wildest Dreams To Life

By Christine Champagne

‘ ’ ’ hile most sleepwalkers amble aimlessly

around their homes, tripping over furniture

and stepping on the family pet, the

sleepwalker featured in a new adidas spot titled “Hello

Tomorrow” (:90) literally creates a wild new world with
every step he takes in his Adidas_1 shoes.

Created by TBWA/Chiat/Day, San Francisco, and
directed by Spike Jonze ofbicoastal/international Morton
Jankel Zander (MJZ), with visual effects produced by
Sea Level, Venice, Calif.,, “Hello Tomorrow” opens

on a man awakening late at night to find himself in a
dark bedroom furnished with only a bed and nightstand.
Adidas_1 shoes roll out of the blackness and onto his
feet, lacing themselves up.

Clad in his shoes and pajamas, the guy gets up,
leaps through a just-created bedroom door and lands in a
world that unfolds as he runs along. His solitary journey
takes him from city streets to forests and even finds him
encountering a bear before finally making his way back
to bed. The adidas tagline “Impossible is Nothing” is
seen at the end of the commercial as the shoes tumble
into blackness.

SHOE BUSINESS

The spot demonstrates—in a visually remarkable
fashion—how the adidas 1 shoe works. Billed as “the
world’s first intelligent running shoe,” the adidas 1 is

equipped with an in-sole computer that is capable of
making five million calculations per second and then
adjusting heel cushioning in response to changes in
running surface.

While the adidas 1 is a high-tech product with
engineering that rivals that of any electronic gadget on
the market, Chuck McBride, TBWA creative director
North America/executive creative director/copywriter,
didn’twantto force viewers to wade through techmumbo
jumbo in any spot that would be made to promote the
shoe. Rather, he aimed to tap into the imagination of
viewers; thus he formulated the idea of a sleepwalking
adventure of sorts.

McBride’s concept was certainly imaginative—
not to mention ambitious—and could have failed
miserably if it weren’t executed properly. Therefore
it was key to get the right director to tackle the
assignment. McBride was thrilled that Jonze, whom
he has worked with often, proved willing and eager
to take the job.

Jonze, who could not be reached for an interview,
enhanced “Hello Tomorrow” in numerous ways,
according to McBride. For example, Jonze came up
with the idea of having the adidas 1 shoes roll up to
the guy as he sat at the edge of his bed. “That was
a great touch,” McBride praised, noting that he was
open to any and all ideas that Jonze threw at him.

In turn, Jonze was also interested in hearing
McBride’s thoughts, McBride reported. “He’s very
into his craft, but he’s not very political,” McBride
remarked. “There is space for you to be in there, too.”

Meanwhile, Jonze worked closely with Sea Level
visual effects supervisor Ben Gibbs, another frequent
collaborator, getting him involved early on in the process.
“It is amazing to see how these two work together,”
TBWA executive producer Jennifer Golub remarked.
“They were truly interested in creating something new.”

IN THE BLACK

What is particularly interesting about “Hello
Tomorrow” is how so much of the spot finds the man
running in blackness, with the environment bleeding
into the scene in bits and pieces. “Image makers are
sometimes more caught up in creating information,

i
Chuck McBride

whereas it is oftentimes more about what you do not
show,” Gibbs commented. “I think black space is
underutilized in the TV medium. It’s about creating an
image that leads the imagination to expand upon it.”

Like Jonze, TBWA and the client were willing
to take a walk on the dark side—so to speak. Gibbs
credited McBride, Golub and TBWA creative
director/art director Joe Kayser with imposing “very
few restrictions on the process.”

Coming up with music to complement the
incredible visual imagery featured in the spot was a
challenge. McBride said that the commercial called
for a track with vocals and “simple instrumentation
so that the idea of scope and loneliness came through
in the music, too. I was adamant that we didn’t do ad
music. [ said, ‘Make a great song, and then let’s lay it
up against the picture, and if that makes it better, it’s
our song. If it doesn’t, let’s make another song.”

With that in mind, Sam Spiegel (Jonze’s brother)
of Squeak E. Clean, Los Angeles, composed a dreamy
track performed by Karen O of the Yeah Yeah Yeahs.

Haines Hall of Spot Welders, Venice, Calif.,
cut “Hello Tomorrow” into :90, :60 and :30 versions.
“Some people have told me that they like the sixty-
second better, which is interesting because they are all
ad people,” McBride mused, “and I go, ‘That’s because
it’s the time frame you’re used to.” I'm a big champion
of the ninety-second. The client [in this case] was game
to create something unique, and how often do you have
a story that could become a little film? This certainly
had that kind of gravity to it.”

s o o a

Production Company

Morton Jankel lZander,
Los Angeles
Spike Jonze, director; Ellen Kuras,
P; David Zander, executive pro-
ducer; Vincent Landay, executive
producer/producer. Shot at Los
Angeles Center Studios.

Agency
TBWA/Chiat/Day,
San Francisco

Lee Clow, chairman/chief cre-
ative officer worldwide/executive
creative director; Chuck McBride,
creative director North America/
executive creative director/copy-
writer; Joe Kayser, creative direc-

tor/art director; Jennifer Golub,

executive producer.

Editorial

Spot Welders, Venice, Calif.
Haines Hall, editor; Ted Felter,
assistant editor; Konda Mason,

poséproduction supervisor; David
lean, executive producer.

Post/Visual Effects

Company 3, Santa Monica.
Stefan Sonnenfeld, colorist; Missy
Papageorge, producer..

Sea Level, Venice
Ben Gibbs, visual effects supervi-
sor; Brian Buongiorno, lead Inferno
artist; Christel Hazard, 2-D artist;
Steffan Schubert, CG artist; Amy
Russo, visual effects producer;
Celest Gilbert, executive producer.

Audio Post

Framework Sound,
Santa Monica.
Ken Dahlinger, mixer.

Music
Sgueak E. Clean, Los Angeles

am Spiegel, composer.

Principal Talent
David Douglas.
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Tail Wags The Tale For The San Francisco Zoo
Director Harry Cocciolo, BBDO West Elicit Empathy In Whimsical, Bittersweet :60

As other kids play A voiceover is about everyone,” related BBDO’s Lesser.
By Robert Goldrich and frolic, she is then asks, “Are “We’ve all felt like outcasts at one time or
again alone, seated you one of us?” another until we meet someone likeminded,
By Robert Goldrich on a seesaw. The San Francisco feel a sense of belonging, and find a place
aving empathy for a person to the This tale Zoo logo comes up, that’s right...This story required just the right
Hpoint where you’re not only rooting of loneliness accompanied by touch from the director, and Harry [Cocciolo]
that she finds happiness, but also underscores how the tagline, “Join immediately came to my mind.”
feeling like you should be right behind her sometimes kids Zoomanity.” “Tail” is the San Francisco Zoo’s first
in line to go to the zoo is part of the magical can be the cruelest The creative television advertising, according to Lesser.
effect of this lyrical :60 (with a :30 version) of all, particularly team from BBDO The spot helps to relaunch the zoo, which has
directed by Harry Cocciolo for BBDO West/ when someone is West consisted of just completed an extensive renovation.
San Francisco. Titled “Tail,” this spot for the different—so much executive creative Ben Longland of Nomad Editing
San Francisco Zoo marks the first for Cocciolo for individuality. : : . director/copywriter Company, Santa Monica, edited “Tail.” Susye
since he formally decided to jump from the However, the tale Click Poster To View "Tail Jim Lesser, art Melega and Nicole Steele served as executive
agency creative side of the business into the takes a positive turn director Sakol producer and producer, respectively, for
directorial chair, joining bicoastal Tool of Wwitha chance meeting Mongkolkasetarin, Nomad. Online editor was Mark Everson of

North America (see story, p. 1).

We all can relate to feeling isolated from
others at given times in our lives. And this
piece gently tugs at that heartstring through a
girl, played by Hailey McCann, whom we see
walking to school. In this case, it’s a physical
oddity that sets her apart—she has a long
fur tail that sticks out from under her skirt.
A mailman sees her walking towards him and
peels away, clearly freaked out by the sight.
From the sweet girl’s facial expression and
body language, we can see that she is sadly
familiar with the postman’s reaction.

She then gets aboard a school bus only to
have the door shut too soon and trap her tail.
Though the scene has a dash of the comical,
you at the same time shudder to think what a
school bus full of kids have in store for this
different girl. The bus driver opens the door to
free the girl.

Next we’re taken to school. It’s lunchtime
and a bunch of girls are sitting at a table,
talking, having fun and socializing. Alas, in
the background, our tailed schoolgirl has a
large table for one. She sits alone, eating a
sandwich. Later we see her on the playground.

as she walks home from school. She looks
up to see another girl, who also has a tail. It
turns out this new girl is standing in line with
her dad in front of the San Francisco Zoo. A
smile comes to the first girl’s faces, the veil of
isolation is lifted, and she gets in line with her
newfound friend.

copywriter Neil Levy, supervising producer
Rob Sondik and producer Chad Garber.
Cocciolo’s support team included Tool
executive producer Jennifer Siegel, head of
production Amy DeLossa, and producer Jeff
Tanner. The DP was Mark Plummer.
“Though we see a girl with a tail, the story

Teak Motion Visuals, San Francisco. Colorist
was the mono-monikered Sparkle of Complete
Post, Hollywood. Audio post engineers were
Eric Eckstein and Joaby Deal of One Union
Recording, San Francisco. Music composer
was Paul Bessenbacher of Emoto, Santa
Monica.

Guava

a nice shoes company

creative visual affects + shoot suparvisio
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: “The City”

Thousands of top agency producers and creatives

By Robert Goldrich

e open on a close-up of a female
mannequin—but we’re not looking
through a department store window.

Instead we’re in a busy
diner. The camera then
reveals that the restaurant
staff and customers are all
mannequins. Burgers are
cooking on the grill and
are clearly on their way to
being burnt in that there’s
no one to tend to them but
lifeless mannequins.

The camera then
reveals a banner headline
on the front page of a
discarded newspaper:
“Mannequinism  Linked
To Political Activity.” The spot next takes us outside
to city streets, with mannequins in various slice-
of-life poses. But humanity intervenes, as young
people enter the scene, circulating flyers that urge us
to prevent mannequinism. A yellow flyer is placed
on the windshield of a car, with a mannequin seated
in the driver’s seat. Flyers are tucked under the
arms or in the pockets of mannequins standing on
sidewalks.

As the young humans canvas the streets with
the flyers, waving a flag against mannequinism,
a voiceover relates, ‘“Protect yourself from
mannequinism. Vote, volunteer, stay informed. It’s
easy to get involved.” The Web site address www.
fightmannequinism.org then appears on screen.

This Ad Council PSA is part of its youth civic
engagement campaign in conjunction with the
Federal Voting Assistance Program. Created by
WestWayne, Atlanta, the campaign encourages 18-
to-24-year olds to get or to stay involved in their
communities.

“The City” was directed by The Guard Brothers
(Tom and Charles) of bicoastal Villains. Richard

Click Poster To View "City"

Goldstein executive produced for Villains. Producer
was Matt Caltabiano. The spot was shot in location
in Los Angeles by DP Tami Reiker.

The WestWayne team consisted of chief

creative officer Scott
Sheinberg, executive
creative director Steve
Baer, art director Joel
Davis, copywriter Kevin
Botfeld and director
of  broadcast/producer
Connie Newberry.

Editor was Nick
Lofting of Union
Editorial, Los Angeles.
Union’s Todd Iorio was
online editor/Flame artist
and Josh Eichenbaum
was audio post mixer.
Colorist was Mike Pethel
of Company 3, Santa Monica.

Music composer/arranger was David Wittman
of bicoastal Elias Arts, with the shop’s Dean Hovey
serving as sound designer. Marit Tinguely executive
produced for Elias.
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ReelWorks Plays Cat And Mouse For CouponCode.com

Flash Animation Short Film “Salon” First In A Series Called “Metro Tails”

By Christine Champagne
ou don’t have to spend a lot of money
Y to produce branded content that works.
That’s the lesson learned by watching
“Salon,” an adorable short film produced for
CouponCode.com by ReelWorks Animation
Studio, Minneapolis.

The Flash-animated short follows Fay the cat
and Lindvall the mouse as they visit a local hair
salon run by Selma, the metro chicken. Given that
cats are vain creatures that love to be groomed,
Fay is hoping that Selma will give her a fabulous
new hairstyle. Selma doesn’t disappoint her, but
Fay does go into shock when she gets the bill
for Selma’s services. Luckily, Lindvall saves the
day when he hands his cat companion a discount
coupon from CouponCode.com.

In just one minute and 29 seconds, “Salon”
depicts the benefits of using CouponCode.com,
which offers consumers coupons for discounts
on various products and services, and will likely
serve to draw visitors back to the site as “Salon”
is the first in what will be a series of shorts under
the banner of Metro Tails.

According to ReelWorks executive producer
Audrey Robinson Favorito, the project was “a
blue sky assignment.” Dave Simmons, president
of  CouponCode.com, simply instructed
ReelWorks to create a short film that was funny,
quirky and edgy. The rest was up to them.

“It was aunique opportunity forus, and it was
really interesting to see how our creative team
responded to such an open-ended assignment,”
Favorito shared.

“With any blue sky assignment, finding a
starting point is the hardest part,” according to
Todd Hemke, who wrote the story and designed
the look of the short, which he co-directed with
Morgan Williams. “The process began [with me]
staring into space over my computer monitor
asking the question ‘What should I do? What
should I do?’ over and over.”

Ultimately, a chicken randomly came to
mind. “Chickens have always been amusing to
me, so I ran with it,” Hemke reflected. “From
there it was a matter of letting other random
thoughts guide the way—such as putting a fur
coat on the chicken and finding friends in a cat
and mouse. The stories [for “Salon” and future
shorts in the series] developed in a similar way—
a visual gag or scenario would come to mind,
and I would try to build a story around it.”

From there, the project became more of a
collaborative effort with storyboards further

developed by ReelWorks’ Bruce McFarlan.
Color models were developed using Adobe
[llustrator to reflect the client’s interest in a
Southwestern color palette with rich and warm
tones. Contrasting colors were used to separate
the inside spaces from the outside.

Once Simmons approved everything, it
took the ReelWorks team, which also included
producer Neha Upadhyaya Lang, about three
weeks to complete the project.

Then Alex Berglund of Echo Boys,
Minneapolis, composed music to accompany the

short, while Tom Lecher did the sound design.

While ReelWorks, which has been in
business since 1981, is known for producing
commercial fare, the company is certainly
interested in delving further into the branded
content arena, according to Favorito.

For his part, Hemke enjoyed the creative
freedom this particular piece of branded content
offered. “All in all, I enjoyed working on this
project because there was no time limit set for
the film,” Hemke said. “It was a chance to have
fun with trying to tell a story.”
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Directors Reflect On Their Short “Dreams”’

Continued from page |

isn’t a professional actor. That was so
important, because this was an actor-driven, a
performance-driven piece.”

Bayer said that he had an unsatisfactory
experience awhile back shooting HD, to the point
where he thought there was “no way I'd do it
again.” But the “Dreams” opportunity intrigued
him and now he’s done a 180-degree turn based
on his experience on Max. “l would strongly
consider using it [the Sony HDW-F900 camera]
on other projects,” said Bayer.

At the same time, there are some limitations,
noted Bayer, citing as examples the inability to
do slow motion, and the lack of a varied choice of
lenses. “But the technology is catching up quickly.
If exposed properly, the visuals looks as beautiful
as film, and in some ways can be more beautiful.”
Bayer said he remains a major film proponent, but
now sees the creative potential of hi-def. He said
of the camera, “It’s a tool that people should not
be intimidated by.”

Angus Wall of Rock Paper Scissors, Los
Angeles, was the editor. Colorist was Stefan
Sonnenfeld of Company 3, Santa Monica.

VUELO

Director James Gartner of Santa Monica-
headquartered GARTNER describedhis “Dreams”
short, Vuelo, as being a modern day story of the
Book of Ruth from the Old Testament. The Book
of Ruth is a story of redemption—not only for
Ruth but also for all those who associate with
her. One person transforms another and it’s an
ongoing dynamic.

In Vuelo, there’s a cook who transforms
everyone she touches. She is the source of light
for all. The word “vuelo” is Spanish for “flight.”
It also can be translated to mean “escape,” as the
cook in this story escapes adversity, and helps
other characters to escape from their narcissistic
ways.

The Sony camera helped to advance the
premise, related Gartner, who worked closely with
writer Trevor Miller and GARTNER executive
producer Don Block on the story. “I wanted this
piece to look very dark, like the work of the still
photographer Roy DeCarava—dark, coarse, unlit.
The HD Sony system was wonderful, enabling us
to work under low-light circumstances—and we

were able to see on the monitor what we were
getting. It helped us attain a great look, a filmic
look.”

Gartner wanted the darkness as a contrast
to the illumination that Vuelo’s central character
brought to those around her. He said the approach
to the short was akin to chiaroscuro, a technique
in which old-world Italian painters would paint
dark first and then light on top of the dark.

“I’d love to use it again and try it in other
situations,” said Gartner of the Sony camera. The
DP on Vuelo was Jeffrey Kimball. Editor was
Michael Saia of Jump, New York.

Gartner took on the “Dream” project just as
he was easing back into the commercialmaking
arena. He had taken a hiatus from spots to direct
his first feature, Glory Road, which is about the
Texas Western El Paso basketball team that won the
1965-°66 NCAA men’s championship, breaking
the color barrier in major collegiate basketball
by beating an all-white team from the University
of Kentucky. Glory Road, a Disney film, was
executive produced by Jerry Bruckheimer.

FO50

Up until now, all the “Dreams” shorts from
year one of the program had been shot on the
Sony HDW-F900 camera, which records in 4:2:2
to HDCAM. (This camera was introduced at
the 00 NAB Convention.) Among the 05 field
of “Dreams” directors, the FO00 was again the
norm—except for one helmer, Jeffery Plansker
of bicoastal Supply & Demand whose short was
shot with Sony’s next generation HDW-F950 that
records 4:4:4 RGB to Sony’s new HDCAM SR
(super resolution) format. This newer model has
become available at select rental houses this past
year. Canon cine-style zoom lenses supported the
production.

“The Lion Has Wings,” written by Plansker
and Owen O’Toole, takes place in the interior of
an airplane. The passengers are 70 members of
a choir who were shot singing elongated whole
notes; editor Noah Herzog of Hollywood-based
Spine “composed” this short, using each shot as
a key.

The images were lensed in a controlled light
environment on stage at San Fernando, Calif.-
based Air Hollywood, and encompassed mostly
still frames and some pans. These choices were
made in support of the unique story, but as a test

for the F950, this concept didn’t lend itself to
being the ideal means to test the abilities of the
camera. As a result, it is difficult to draw solid
conclusions about the technology.

“I didn’t gain much perspective about the
camera,” admitted DP Neil Shapiro. “We really
didn’t put it through its paces.” He noted that he
didn’t get to use it outdoors in any challenging
lighting situations, and added that due to the tight
production schedule, he did not have the luxury
of a test day. He was unavailable for the color
correction, and at press time had not seen the
finished short.

The director and DP did have some new
experiences; this was the first time they worked
with Digital Imaging Technicians (DITs)—in this
instance Sony’s Patel Dhanendra and freelancer
Ryne A Niner. (This is a new role that helps the
DP to record the desired look.)

Plansker liked the ability to see what you are
shooting, as you are shooting. “The upshot is you
find yourself feeling a lot more confident about
what you shot.”

He also appreciated “the invitation to
experiment,” but Plansker prefers the latitude of
film. “T wish them luck, but I’'m not going to turn
from film,” he said. “I couldn’t see the advantage,
at least the way I work. Maybe for heavy visual
effects [HD would be appropriate].”

The edit was done in standard definition on
an Avid. Then the EDL (Edit Decision List) was
sent to R!OT Santa Monica, where the short was
conformed by Randy Lowder on Discreet Smoke
HD. The final color correction was completed at
R!OT sister company, Ascent Media, Burbank,
with R!OT colorist Siggy Ferstl who color
corrected the edited HDCAM SR master using a
da Vinci 2k.

“You have to approach HD very differently,”
said Ferstl, who has HD experience. “HDCAM SR
is improved from HDCAM with less compression
and more color resolution, but it still has the
same limitations as all video formats... It doesn’t
have the dynamic range of film, especially in the
highlights.”

FIELD OF “DREAMS”

The rest of this year’s directorial field of

“Dreams” consisted of: Jesse Dylan of Los

Angeles-based Form; Alison Maclean of Park
Pictures, New York; Doug Nichol of bicoastal/

international Partizan; Hank Perlman of bicoastal/
international Hungry Man; Baker Smith of Santa
Monica-based harvest; Charles Stone 111 of Brown
Bag Films, New York; and StyleWar (a.k.a. Filip
Engstrom) of bicoastal Smuggler.

Dylan’s short, Inside The Light, explores the
premise of having to squeeze one’s entire life into
a single day. Kris Kachikis was the DP.

Maclean’s short, Flight, centers on more than
100 actors who turn out to New York’s Lower
East Side to audition for a short film about flight.
Derek McKane was the DP.

Director/cameraman Nichol’s piece, 40
Love, is described as being about the trajectory of
a mid-life crisis.

Perlman’s short, Switching To Glide: The Abe
and Frida Kogan Story, was shot by Jo Willems.
The piece is about human cannonball Abe Kogan,
his wife of 53 years, Frida, and their story of
danger, love and dreams.

Smith’s short, Le Roi, centers on two escaped
convicts who steal a car, which hits a butterfly.
The cons debate over the symbolic value of a
dead butterfly. The DP was Bill Pope.

Stone’s piece is The Bet, a story that entails
time traveling. The DP was Shane Hurlbut.

And StyleWar’s short, Little Pony, 1is
described as a blend of action, drama and romance
in a delicious cocktail of airplanes, exploding
Christmas cookies and premium economy fuel.
The DP was Joe DeSalvo.

YAGODA

Ken Yagoda oversaw the program for Y&R.
He has been the point person on “Dreams” since
its inaugural year of ’02. The theme of “Flight”
was chosen by Yagoda, who in January left his
staff position as managing partner/director of
broadcast production and creative resources at
Y&R, New York (SHOOT, 1/21, p. 1).

Of this year’s “Dreams,” Yagoda said, “I’m
thrilled. The challenges that people took were
very bold; I’m incredibly proud of everybody.

“In terms of progression, there are far more
effects this year, partly based on what’s available
and advancements that have been made in post
facilities in terms what you can do and how do
it.” He added that it is also getting easier because
more people have started to experiment with HD,
so there’s more experience to tap into.

“People are somewhat less fearful of trying to
doeffects work,” Yagoda observed. “Thematically,
the idea of flight may also have led them in that
direction ... this is the first time we had a theme
about kinetic energy.”
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Cocciolo Commits To Directing, Joins Tool

Continued from page |

served as executive creative director.
There he rebranded the agency (it was
formerly Odiorne Wilde Narraway &
Partners), spearheaded campaigns for
anchor client Electronic Arts (EA) and
for the international launch of EA Games’
“The Sims 2,” and helped grow the client
roster with such additions as Country
Music Television.

His agency pedigree also includes
two tours of duty at Goodby, Silverstein
& Partners, San Francisco, and serving
as partner/creative director at the San
Francisco office of London agency
Leagas Delaney. At the latter shop, he
had a guiding hand in notable work for
adidas and CNET.

Cocciolo first joined Goodby
in 1991 as a writer, moving up to an
associate creative director on high-
profile campaigns for the California Fluid
Milk Processors Advisory Board (“Got
Milk?”), Budweiser, Polaroid, Sega of
America and Major League Baseball.

In ’97, Cocciolo moved over to
Leagas Delaney. Five years later, he
returned to Goodby, helped land the
AT&T Wireless account and wrote its
launch spot at the agency, “Business
Traveler,” directed by Scott Hicks of
Independent Media, Santa Monica. He
also served as a Goodby creative director

on Goodyear, Discover Card and the
nonprofit Girls, Inc.

The sweet tug-at-the-heartstrings
“Business Traveler” reflects a relevant,
emotional brand of storytelling that’s
been a prime part of Cocciolo’s creative
portfolio, yet has been a bit overshadowed
by his agency involvement over the
years in strong, at times off-the-wall
comedy ranging from “got milk?”
(“Trix,” “Heaven”) to work for the
likes of CNET (“Dancers,” “Plant”) and
adidas (“Abandoned Mr. S,” “Spelling
Trouble™).

Cocciolo came aboard See in ’03.
There in the summer of ’04, he directed
his first formal spot, a PSA for The
Arc, a See pro-bono client that finds
employment for mentally-challenged
adults. Inretrospect, related Cocciolo, that
experience proved pivotal. He enjoyed
directing and the job was produced via
Tool, reinforcing his positive feelings
about the production company, which
were based on his collaborations there
over the years as an agency creative.

The Arc spot, for which Cocciolo
served as both creative director and
director, shows a series of people whining
about various aspects of their jobs. The
complaining plays as humorous but is
finally put in proper perspective when a
mentally challenged employee appears
and expresses his gratitude just for the

chance to work.

Last October, Cocciolo left See,
primarily to take some personal time to
enjoy his recent entry into parenthood.
In contemplating his professional
options, Cocciolo made the decision in
December to pursue a directorial career.
He naturally gravitated to Tool, based
on his experiences with the shop as
well as his colleagues there, including
such Goodby alums as directors Erich
Joiner, Tom Routson and Sean Ehringer.
(Cocciolo also worked with Ehringer as
partners/co-creative directors at Leagas
Delaney.) Joiner, Routson and Ehringer
have all successfully made the transition
from agency creatives to spot directors at
Tool.

Another former compatriot, Jim
Lesser, who’s now executive VP/
executive creative director at BBDO
West/San Francisco, figured prominently
in Cocciolo’s first directorial gig since
coming over to the production house side
of the business—the aforementioned San
Francisco Zoo’s “Tail.”

The spot tells the story of a schoolgirl
who’s an outcast because of a physical
oddity; she has a long fur tail. While
the circumstance is oftbeat, the spot
carries the universal emotion of feeling
at one time or another isolated—if not
shunned—for being different. The
commercial, said Lesser, walks the fine

Grant Comes Aboard The Story Companies As Exec Producer

CHICAGO—CIiff Grant has joined The Story Companies,
bicoastal and Chicago, as executive producer. He is experi-
enced in both commercials and episodic television. Grant most
recently served for two years as line producer on the NBC real-

ity series Starting Over.

At The Story Companies, Grant will work with the shop’s
spot directors and be involved in its national sales push. He
will also help to recruit new directorial talent. Grant is based

in Chicago.

Grant’s move represents a homecoming—both to the studio
and to commercials. Early in his career, he served as production
manager at The Story Companies. Grant went on to several spot
industry roosts, having been a staff producer at Manarchy Films,

Chicago, then being partnered in his own company, and next
working as a producer on jobs for such shops as Crossroads,
bicoastal and Chicago, bicoastal/international MJZ, and bicoast-
al Moxie Pictures (which recently opened a London office).

Grant is currently producing several projects for The Story

Rubin.

Companies, including campaigns for Mississippi Gulf Coast
Tourism, directed by David Orr, and Lowe’s, helmed by Laurie

A Chicagonative, Grant graduated from Columbia University

with a film degree. He came up through the ranks working as
a production assistant on spot and feature film shoots. He then
landed his first staff post with The Story Companies.

o be reached at bpittard@pacbell.net
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Harry Cocciolo

line of us feeling the girl’s pain but not
getting immersed in that loneliness thanks
to the sense that something magical is
about to unfold.

“This story required just the right
touch from the director, and Harry
[Cocciolo] immediately came to mind
[for the job],” related Lesser, who’s
known Cocciolo for 10 years, including
working as a freelance creative for him
at Leagas Delaney.

Of his experience with Cocciolo
on “Tail,” Lesser assessed, “Harry gets
it. He understands the process because
he’s been on the agency side, but that’s
the easy part. The most impressive part
is that he is a director who knows how
to tell stories. A lot of guys know how to
deal with the agency b.s. The rare thing is
to find a great storyteller.”

Cocciolo described “Tail” as “a
delicate, emotional piece.” He noted
that “while the idea is whimsical, the
real human truth in the story has to
come through...If there is something
consistent in the work I most enjoy,
it’s the humanity of the message. That
doesn’t mean that it features people, just
that there is a real message there, told in
away that is relevant to the viewer. It can
be hilariously funny, emotionally moving
or something altogether different. There
1s power in respecting your audience and

Design of the Times

Continued from page 2

design ability. The ease of seeing what
everyone else is doing via websites may
also be contributing to the sameness
phenomenon. There is no such thing as
an isolated design enclave any more. It’s
as easy to see what people are doing on
the other side of the world as down the
street.

Many design company websites
also suffer from great similarity. Change
the company name and color palette
and it would be pretty easy for a lot
of companies to do an even trade on
websites — content included. Of course
this just makes the good ones really stand
out! Bravo to them!

[ was also struck by the microscopic
type on a number of design company
websites. If I was shopping for a company
to entrust my graphic communications, I
would be very uncomfortable with any
firm that did not respect basic readability
of written messages. Perhaps these are
the same companies responsible for the
unreadable credits on many recent TV
main titles.

Despite the concerns I’ve expressed,
there’s plenty of reason for optimism.
Good work continues to happen despite
market pressures to the contrary. The
tools are getting more powerful and
easier to use every day, and designers
are learning to get beyond the sameness
that happens when technology drives
the design. But best of all, the economy
has improved to the point where healthy
business growth once again promises

good things to come.

Billy Pittard is president of PI,
a Los Angeles-based consultancy
that helps companies with marketing
communications, helps companies be
more creative, and directs digital media
productions.  Pittard was  formerly
founder, co-CEO of Pittard Sullivan, a
leading design, branding and marketing
communications service for the media
and entertainment industry. Pittard can
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elcome to SHOOT's spring directors issue. In this edition, we take a look at
directors who have made an imprint on the advertising landscape in recent
months, as well as some new faces.

“In Focus” examines the relationship between the director and cinematographer,
and what a director looks for in a DP—besides availability. A successful collaboration with a DP
can bring to life a good creative idea and lead to a stellar spot.

Profiled in the issue are some familiar faces—like Samuel Bayer of RSA USA and Errol Morris
of Moxie Pictures. As well, there are some relatively new faces, like Brendan Gibbons of Hungry
Man and Christian Loubek of Anonymous Content. From France, Thierry Poiraud talks about co-
directing with his brother, as well as his solo gigs, which have been garnering him considerable
attention stateside.

Speaking of new faces, continuing its long standing commitment to finding new talent, SHOOT
salutes emerging directors in the May 13 issue with coverage of its third annual new directors
showcase.

Enjoy the spring directors issue, and as always, we welcome your feedback.

Kristin Wilcha
Senior Editor/Creative & Production
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In Focus

Directors discuss the
DP relationship.

By Kristin Wilcha

roducing a spot involves a number of people; all of whom have close-
knit working relationships. The agency-creative director, art-director
and . copywriter-collaborate' closely to come up-with a spot, while a
director interprets that vision. In most cases, a spot couldn’t come about
without a director, and a director couldn’t execute his vision withouta'director
of photography. While some spot helmers such as Samuel Bayer of bicoastal
RSA USA and Lance Acord of Park Pictures, New York, serve as their own DPs,
most directors rely on a trusted core of cinematographers to help bringfa! ™=
spot to life. WL

“It’s a collaborative medium, a collaborative effort, and u
that’s the nature of the beast,” says Noam Murro, partner/
director at Biscuit Filmworks, Los Angeles, of the process
of creating ads, and working with DPs.

Earlier this year, Murro received the Directors Guild
of America (DGA) Award for best commercial director
0f 2004, on the basis of three spots, eBay’s “Toy Boat,”
out of Goodby, Silverstein & Partners, San FErancisco,
Starbuck’s “Glen,” out of Fallon, New York, and adidas
“Carry,” from TBWA/Chiat/Day, San Francisco. Barry
Peterson shot “Toy Boat” and “Carry”; Robert Elswit
shot “Glen.” Both DPs frequently work with Murro,

When asked what he looks for in a DP; Murro quipped,
“a good one,” adding, “The history shows that I feel that this
is a-very important bond, and while it’s certainly not-a Catholic
marriage, I like the fact that that.I know the'same people, that1-work
with them for a silly long period of time:. Of all the fantastic people that comprise
my work ... these are my heroes.”

Successful eollaboration with a DP is the key to creating a successful spot,
noted the directors SHOOT spoke with, though few.work: exclusively with
just one’DP. 'Reasons. vary, one is availability—a particular DP may be booked
on.other spot assignments or a feature film, and therefore unable to-shoot a
particular job. Another is a particular type of job; say an effects-heavy ad versus

<< PreviousPage @ Searchlssue @~ SHOOTInfo 19 Full Screen View / Exit ~ PrintHardcopy = Next Page >>

a performance-based spot. Directors also like to work with more than one DP
to-inject variety into their-work. Kevin Thomas; partner/director at Thomas
Thomas Films, London, estimates that he works with-DP Bob Hughes on about
70 percent of his jobs, including Citibank’s “Outfit,” out of Fallon, Minneapolis,
which won last year’s Emmy-Award for best primetime commercial. In the
remaining thirty percent of his projects, Thomas works with other DPs. “I think
there are advantages in working with the same guy, but there are disadvantages
k! as well,” he'explains, “and that’s why [ think you need to keep it a little bit
. fresh. Bob and I [have a shorthand]—we don’t even have to talk a
lot of the time. He just knows exactly what I want, how I want
to frame something. He just kind of reads my mind, which
is an advantage.”

The directing team of Speck & Gordon—Will and
Josh, respectively—of Omaha Pictures, Santa Monica,
have been collaborating fairly regularly for the past year
with DP Anthony Wolberg on spots such as Emerald
Nuts’ “Exaggerating Dad,” 'out of Goodby, Silverstein
& Partners, San Francisco, and Geico’s “Reality Show”
via The Martin Agency, Richmond, Va. And while the
pair-do-work with- other DPs, they note that working
continuously with-Wolberg helps crystallize their vision.
“The thing that’s great about Tony is that he challenges us,”
explains Gordon. “He challenges our expectations of how to
dothings; and it’s a good thing forus ... the end result is always a

little-unexpected, whichis what we like.”

Speck relates that continually working ‘with a particular DP can help a
director as his style evolves. Working with the same DP,-he explains, can have
great benefits; particularly “when it

still feels creative.and exciting and you’re growing [as a director}—that’s
when you want to continue that relationship.” Wolberg is currently shooting a
four-spot Miller Lite package for the directorial duo.

Thomas notes, however, that working continuously- with the same DP can

Continued on next page >


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

DIRECT@®RS

I“ Focus < Continued from previous page

make a director a little too comfortable. “The disadvantage is that if you just use

someone all the time,” he continues, “it can get a bit cozy. Everybody is always

learning, and I think you can get to a stage where you sit back a little bit, and it

gets cozy and relaxed, and you start to think, ‘Am

* I pushing myself here? Am I doing what comes

easy to me, or should I be pushing myself into

the unknown a bit?’ I think when you work with

someone new, it does make you think differently,

and keeps you on your toes a little bit. I think that’s
why you’ve got to have that balance.”

Thomas is currently shooting a Geico job out of

The Martin Agency, Richmond, Va., which Hughes =

is shooting, and recently wrapped work on a four-

r M spot Nike package for Japan. Rodrigo Prieto, a DP ; w-ﬂ ﬁ T : S Y I
Baker Smith who works in both spots and features (4/exander,
8 Mile, Amores Perros), shot the Nike work, which — !

was out of Wieden+Kennedy, Tokyo. Thomas also collaborated with DP Brendan
Galvin on “Kick Off,” for the United Nations Landmine Action Committee, out of
agency The Brooklyn Brothers, New York.

Baker Smith, partner/director at Harvest, Santa Monica, notes that he tends
to book a DP for a certain stretch of time—he
jokes that he works with a different DP each
quarter, and relates that most of the projects from
the latter part of last year were shot by DP John
Shwartzman, including Bud Light’s “Wardrobe
: Malfunction,” out of DDB New York. Smith
1 3\ recently finished work on Le Roi, his short film
\1\ for the Sony “Dreams” project, now in its fourth

year, which puts Sony’s high definition cameras

Starbucks' "Glen," directed in the hands of commercial directors who direct

by Noam Murro. Click poster ~ short films under a common theme—this year’s

1s “Flight,” The shorts debuted this month in Los

Angeles, with a New York screening in April. Bill

Pope, whom Smith has worked with for over 10 years, shot the film, which centers

on two escaped convicts who steal a car and hit a butterfly, leading them to debate
the symbolic meaning of the act.

Director Bryan Buckley, a partner at bicoastal/international Hungry Man,
jokes that he work with whichever DP “says I'm
the funniest—I"m just kidding.” On a more serious -
note, Buckley relates “it’s an instinct of who you : m .Dtlve
think is right for the project. And the feature guys
like Dante [Spinotti] or Russell [Carpenter], or music production
John [Lindley] or Elliot [Davies], those guys are |
constantly rotating on pictures, so you have to

2 o il www.motive.tv | (212) 995 2181 | 642 east | |th street #A4 New York, NY 10009
Kevin 1 Thomas Continued on next page >
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understand that you’re going to lose them for huge chunks of the year.

“Generally speaking it works out where at least one of them is available, he
continues. “And I like to rotate it. You look at a project, and I think who could be
good for it, and I expand beyond the basic list too.
I’m always looking at new DPs.”

Buckley recently directed a Mini Cooper
campaign, out of Crispin Porter + Bogusky,
Miami—which included the spot “Counterfeit
Mini”—and a Wrigley’s project out of BBDO
Chicago, both of which he shot with DP Scott
Hendriksen. Buckley is currently working on a
package for Orange, out of Mother, London, with
e DP Adam Beckman. He also directed several

Super Bowl spots, including FedEx’s “Top Ten,”
through BBDO New York, and Godaddy.com’s “Broadcast Hearing,” out of the
Ad Store New York.

Bryan Bucklé-y

FEATURE CROSSOVER

All ofthe directors canvassed have worked extensively with cinematographers
who move between spots and features. DP Pope, who frequently works with Smith,
shot all three films in the Matrix trilogy. In most cases, whether a cinematographer
has feature experience isn’t a huge consideration.
“Normally, I think if you’re really good, it doesn’t
matter if you’ve done films or if you've done
commercials,” states Thomas. “You’re either
good or you’re not.”

Most of the feature cinematographers the
directors work with have extensive experience
in spots—for instance, Rodrigo Prieto, who

Click poster to see United shot Thomas’ upcoming Nike work, also DP’d
Nations' “Landmines," helmed by Ameriquest Mortgage Company’s Super Bowl
Kevin Thomas. spots “Mini Mart” and “Surprise Dinner,”

out of DDB Direct, Los Angeles, which were directed by Craig Gillespie of
bicoastal/international Morton Jankel Zander (MJZ).

Buckley also frequently works with feature DPs—Carpenter shot films such
as Titanic, as well as the upcoming Monster In Law, while Spinotti has shot,
among others, After The Sunset, and Red Dragon.
“Sometimes the wrap against feature guys,” notes
Buckley, “is that either their coming in for the g
money, or they work slow, and it’s the opposite '
actually—they work fast.”

Buckley also relates that when working
with a DP, he often tries to match the job with the
cinematographer. For example, if he is working

Click poster for "Wardrobe Mal- www.motive.ty | (212) 995 9181 | 642 east | Ith street #A4 New York, NY 10009

function", directed by Baker Smith. Continued on next page >
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< Continued from previous page ! . music pr‘ﬂductil:'ﬂ
on a spot that involves special effects, he looks for someone, like Carpenter, who \
has extensive experience with greenscreen. I
Speck & Gordon had a similar situation late last year, which led to their \ ,l
working with Roberto Schaefer, who shot Finding Neverland. The pair directed a ¢ s

spot for Coca-Cola out of Berlin Cameron/Red Cell, New York, which included a
scene set in the 1800s, a look Schaefer captured with success in the film.

-

AGENCY INPUT

While agencies generally ask who a director
will use as DP, few question the director’s
selection. Smith notes that early on in his career
agencies wanted to know more about the DPs he
was using, but now trust his decisions, although
they will inquire as to which cinematographer is
shooting a particular job. Speck & Gordon have
had similar experiences as they’ve become more

Speck & Gordon
established directors.
Buckley, too, notes that DP selection was “a really big deal” earlier on,
although he notes that if an agency or client is looking for a very specific look, they
will focus more on DP selection, particularly for a project like a car ad. “The last
time I got a major DP question was on Chevy, about a year ago,” relates Buckley,
referring to the Chevrolet package out of Campbell-Ewald, Warren, Mich., that

included the spot “Soap,” which debuted on the 2004 Super Bowl telecast, and
was shot by DP Hendriksen. “The look [of the car] was so important to them.”

FINDING CHALLENGES

Speck & Gordon note say that they value the relationship with DP Wolberg
because he tends to approach his work a bit
less traditionally that others. “The approach is
sometimes a little less conventional,” says Speck.
“It’s a good meeting in the middle because -i _—
sometimes it’s nice to be pushed away from the ’ . 4
tradition of how you approach things, and have ﬁ A—

r .

people challenge that.” i ~
WHAT'S YOURMOTIVE?
Buckley. “[You don’t want anyone] there just to get a paycheck, and that’s really .

Smith, who likes DPs that tend to mix things /
. ; i
important. ... You just want people who really care.” o =

up a bit, relates a key piece of advice—it’s always
www.motive.ty | (212) 995 9181 | 642 east | Ith street #A4 New York, NY 10009

important for a director to listen to a DP.
 <<PreviousPage  Searchlssie  SHOOTInfo 22
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Click poster to view Mini Cooper's
"Counterfeit Mini," directed by
Bryan Buckley.

What matters most, however, is that the
cinematographer have a vested interest in the spot’s outcome. “I think no matter
what DP I have involved, I want them to have their head in the game,” concludes %
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SHOOT'S 3RD ANNUAL

NEW
DIRECTORS SEARCH

IS ON!

ENTER TODAY

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

SHOOT is conducting a worldwide search to discover the best up-and-
coming directors who, based on their initial work, show promise o soon
make major positive contributions o advertising in its traditional and

emerging lorms.

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

Alter the best ol the best is chosen, SHOOT will interview the top up &
coming directors lor a special feature in SHOOT's May 13th print issue
and digital e.dition. We'll profile the directors and their work. In addition
SHOOT's Publisher and Editor will screen the best work and invite the
directors lo participale in a panel discussion before an audience of
advertising agency and production industry decision-makers during a
SHOOT event in Mew York City this year.

ENTER SHOOT'S NEW

PROD.
SCENE

3 1

CALL FOR CAMERAMAN

ENTRIES
pROD. CO.

Who's Eligible to Enter?

Category 1: Commercials

Directors are eligible for consideration il they have been helming commercials for no more than two years.
Category 2: Non-Commercial

Directors with experience directing in other disciplines {films, music videos, spec pieces, shorts, interactive
web, branded entertainment) even if they haven’t been involved in spots as of yet, but they must curently be
available Lo direct commerceals,

For this 3rd Annual Showcase, Directors can submit work that was campleted in the past 15 months.
(Jarnuary 2004-March 2003) spanning commercials, music videos, spec pieces, short films
(excerpts from shorts, and excerpts from longform film or other entertainment fare). Directors
should submit NO MORE than five minutes of work.

Get your subwnission form today: Send Submission forrn (must be completely filled
Email: kwilcha@shootonline.com or out), entry fee, and work (1/2inch VHS, 3/dinch or
rgoldrich@shootonline.com DVD) to SHOOT s East Coast office:
Call: 203/227-1699, ext 16 SHOOT
818/864-2440 21 Charles 51, #2703, Westport, CT 06880 LISA
hup:/ifwerw shootonline bizipubsidirectorsentryformpdl.  Au- Mew Directors Entry
Entry Deadline: April 22 Ph: 203/227-1699, ext: 16

Entry Fee: $75.00

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

you and the advertising agency creative and production decision-makers that can hire you.
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Samuel Bayer

Taking flight.

By Christine Champagne

amuel Bayer, who after well over

a decade as a director/DP remains

noted in particular for his highly
visual, complex productions, has done
some outstanding spot work in the past
year, including “Sled” for Mountain Dew
out of BBDO New York; and “Digital
Joy” for Microsoft/Intel via Deutsch,
New York.

Last year, the director/DP, who
is represented by bicoastal RSA USA
for spots and by RSA USA’s clips
division Black Dog for music videos,
also added acclaimed music videos for
Good Charlotte (“Hold On”) and Green
Day (“Holiday,” “Boulevard of Broken
Dreams” and “American Idiot”) to his list
of credits, which also include landmark
music videos such as Nirvana’s “Smells

Samuel Bayer

Like Teen Spirit.”

But we haven’t seen his best work
yet, according to Bayer, who says we
should be on the lookout for the film
he directed as part of the “Dreams”
program, which is presented by Young &
Rubicam (Y&R), New York, and Sony
Electronics’ Broadcast and Production
Systems Division and is now in its fourth
year.

Bayerwasoneof10directorsselected
to shoot short films with Sony 24p HD
cameras on the theme of “Flight.” “This is
absolutely the best thing [ have ever done
in my life—better than any music video,
better than any commercial,” proclaims
Bayer, who wrote the script for the film.
“It’s the most heartfelt project I’ve ever
done.”

At the time of this interview Bayer
was still finishing his film and wasn’t
at liberty to divulge too many details,
although he did reveal that the four-
minute film centers on a woman (Robin
Wright Penn), and an 18-year-old kid
with cerebral palsy.

“I don’t think music videos or
commercials offer the opportunity that
this format gives a filmmaker,” says
Bayer about why he agreed to participate
in the “Dreams” project. “There are four
minutes. There’s no product, and you
get to tell a story—make people feel
something, try to get an emotion out of
somebody. That’s a powerful concept
that is attractive to a director.”

There is something in it for Sony,
too. They get filmmakers hooked on
their HD camera: Bayer, who describes
himself an “old school” filmmaker with
an attachment to the 35mm cameras he
owns and uses in his work, admits that it
was an eye-opening experience for him.
“It’s going to revolutionize our business,”
states Bayer. “I don’t want to sound like
the poster child for HD cameras.

“It doesn’t do me any good as a
guy that has 35mm cameras and loves
filmmaking, but you can shoot nonstop
for an hour without turning the [HD]
camera off,” Bayer continues. “There’s a
lot of freedom there.”

While Bayer can’t wait for the
world to see his “Dreams” film, he
is also excited about a campaign he
recently shot for New Balance out of the
Boathouse Group, Needham, Mass. “It
represents a return to my roots,” Bayer
says, explaining that the campaign, which
features interviews with real high school
athletes and coaches about why they take
part in sports, “is the complete antithesis
of celebrity-endorsed advertising.”

Bayerisalso particularly enthusiastic
about the New Balance work because it
is getting harder and harder for him to
find commercials that he is interested in
directing these days. “Sometimes I look
at the field of American advertising, and

I think it’s depressing,” Bayer says. “I
think there was actually better work ten
years ago than there is now.”

Still, he soldiers on in the spot world.
“As cynical as I may sound sometimes, I
love this business,” Bayer says.

NEVER SAY NEVER

He wasn’t loving the music video
business so much last year: In fact, he
proclaimed to SHOOT that his clip “Hold
On” for Good Charlotte would be his last
(1/16/04, p. 7). So it came as a surprise
when toward the end of 2004, Bayer
jumped back into the music video scene,
helming not one but three clips for Green
Day, and he is set to direct yet another for
the band.

Why the change of heart? “For a
variety of reasons,” Bayer says. “I loved
the record [American Idiot]. 1 met the
guys, and I loved them.”

Given his quick about-face, is
this the last time that Bayer will swear
oftf a genre of work? “No, I think it’s
important to say never. Then you’ll get
what you want,” he says laughing. “I’m
like the Cher of music videos. You know
how Cher always has a farewell tour? I’1l
keep having farewell tours every year,
and then maybe they’ll drag me back.”

Aside from a re-ignited interest in
music videos, Bayer is also making his
way toward directing his first feature
film. He currently has two films in
development, including a remake of a
film titled Vanishing Point.

Not surprisingly, Bayer is routinely
asked why he has yet to make a feature
film after all these years. The director/
DP says that he has passed on numerous
films in large part because he didn’t want
to helm the “comic book™ fare typically
associated with music video directors
who make the transition to feature films.

“I’'m not going to name names,”’
Bayer says. “But for every David Fincher
[who is represented for spots by bicoastal
Anonymous Content], there is another
director who did a really bad movie and
will never get another movie because

Click poster to view Microsoft/Intel's "Digital Joy."

they had their shot.”

Meanwhile, Bayer also
acknowledges that he hasn’t always
had the best reputation, displaying what
he calls a combination of “naiveté and
arrogance’ in his 20s and 30s. “I always
hear things from crew members of other
people in Hollywood that I’'ve got a
difficult reputation,” Bayer candidly
states, “and it’s like, ‘Look, I am the first
to admit that I probably burned a lot of
bridges in Hollywood.””

Now older and wiser at the age of
43, Bayer believes he is truly ready—
on many levels—to make a feature
film. “I’m proud of what I did [in the
past], but I know a lot more now. I
think you mellow out a bit as you get
older,” Bayer muses. “You have a lot to
prove when you’re young. When you
get a little bit older, you’ve got less to
prove to others and more to prove to
yourself.”

"Boulevard of Broken Dreams" by Green
Day.
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Brian Beletic

Unstoppable direction.

By Art Smith
BrianBeletic’scareertrajectoryseemed
unstoppable this past year, thanks in
large part to the adidas spot—aptly titled
“Unstoppable”—that he directed out of
TBWA/Chiat/Day, San Francisco.

The :60 features Houston Rockets
guard Tracy McGrady—one of the
NBA’s leading scorers—facing an
army of surprisingly formidable foes
as he torpedoes towards the basket.
“Unstoppable” opens on a shot of
McGrady on the practice court with his
real-life trainer Wayne Hall, who stands
on the sidelines. Hall tosses the ball
to McGrady, who, dressed entirely in
black, then begins to hurdle up the court.
Suddenly, the action slows down and a
Lilliputian-sized army clad in white and
gold begins its mission to bring down
“the giant” by any means possible.

The resourceful warriors attempt to
ensnare McGrady in ropes. When that
doesn’t do the trick, the mini-soldiers
expand their attack, coming at McGrady
from all angles. Reinforcements arrive
on foot, from land vehicles and via
helicopters that drop paratroopers from
above. Soon there are hundreds of the
determined fighters swarming McGrady.
Still, he perseveres and jams the ball
through the hoop despite the best efforts
of his foes. Then, just as McGrady slam-
dunks the ball, the troops vanish from
sight. It’s then that the viewer realizes
the tenacious masses existed only in the
athlete’s head. McGrady then runs back
down the court to get another pass from
Hall as Adidas’ “Impossible is nothing”
tagline is splashed across the screen.

Beletic, who directs via bicoastal
Smuggler, is quick to share kudos for
“Unstoppable” with Jeff Cronenweth,

Click poster to see "Unstoppable” for adidas.

the director of photography on the spot;
Brad Parker, the digital effects supervisor
at Digital Domain, who supplied the
necessary CG effects; Maury Loeb of PS
260, New York, who cut the spot; Ren
KlyceofMitOut Sound/M.O.S., Sausalito,
Calif., who created the ad’s sound design,
which included roaring land vehicles
and the menacing hum of approaching
chopper; Geoff Edwards, the art director
at TBWA/Chiat/Day, and everyone else
involved in the intricate shoot.

“Unstoppable” seemed tailor-made
for Beletic—who despite describing
himself as a pacifist, does possess quite
an impressive knowledge of military
maneuvers. Beleticbelieveshisfascination
with militaristic tactics definitely caught
the attention of the TBWA/Chiat/Day
honchos behind the spot. “I was sketching
out elaborate battle plans in my treatment
and so they were aware of how much
energy and attention to detail I was
pouring into it,” he explains.

1 WANT MY MTV

Beletic was born in Dallas and knew
from fairly early on what he wanted to do
with his life. “By the time I was in college
I knew I wanted to direct and 1 knew
I wanted to be at MTV,” he explains.
“Practically everything I did for a few

years there was related to my getting a
job at MTV.” In 1997, at 22, and having
just graduated from Los Angeles’ Loyola
Marymount University, Beletic achieved
that goal, getting a job at the network.

He describes the gig as being an
invaluable experience that offered him
quite a prolific training ground. “There
were times [at MTV] when you might
write the script yourself, pitch it to your
boss, get it approved, have it receive a
budget and then you’d take it down to a line
producer, shoot it in five days, and boom it
was on air,” he says, still in awe of the rapid
turnaround time. ““You were responsible for
almost everything and a year and a half in
that environment, right out of film school,
was an amazing opportunity.”

Beletic churned out countless :30
promos for the network, and also directed
his first music videos. By 1999 Beletic
signed with now defunct Satellite, where
he helmed more spots for MTV via
Modernista!, Boston, more music videos
and a particularly memorable Reebok
commercial titled “Defy” via Berlin
Cameron/Red Cell, New York.

The “Defy” spot featured images of
people defying convention, for instance
dogs are shown escaping cages, a woman
photocopiesherposteriorandasumowrestler
tries to leap over a pommel horse. After each
of the scenes the word “defy” is shown
in front of “convention,” ‘“‘expectations,”
“physics” and “the media.” The spot is
a favorite of the director’s, as is the music
video for the new Fatboy Slim single “Don’t
Let That Man Get You Down.”

“The Fatboy Slim video just came
out and hasn’t really gotten any attention
yet because it is only playing in Europe,”
Beletic explains. “It’s about a guy named
Don the Racist, who dies at the end of the
video. He gets killed six different ways in
six different endings—including getting run
over by a car, drowning in a pool with Paris
Hilton and getting stabbed by a Vietnamese
bookie. MTV is airing all six versions, so
the idea is that depending on what time of
day you’re watching, you’ll see Don die a
different way. It’s very cool.”

Beletic also earned
kudos in 2004 for his
directorial  efforts on
“Anthem,” a standout :60
for SprintoutofPublicis &
Hal Riney, San Francisco.
The commercial features
a funky band performing
a catchy musical tribute
titled  “Business Is
Beautiful.” Thesongplays
over scenes illustrating
how integral Sprint and its products are
to today’s businesses and ends with the
onscreen statement: “96% of the Fortune
1000 use Sprint.”

It’s been a busy year for the affable
director, who keeps the bulk of his “stuff”
in New York City, but spends a lot of time
shooting in Los Angeles. However, he
managed to find time to continue working
on what may be his most important project
to date: A movie script. “It’s complex,”

Brian Beletic and

he explains of the in-the-works script.
“It’s entertaining, funny, sophisticated
and it is very personal to me because it
encompasses exactly what my interests
and style are into two hours. Over the last
year I’ve gotten to do some great work
with very creative, collaborative and
receptive teams. I love that, but this movie
represents so much to me because it is not
my interpretation of someone else’s script,
it is basically mine from beginning to end
and that is just...awesome.”
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Brendan Gibbons

Breakout success.

By Christine Champagne

It didn’t take Brendan Gibbons long to conclude
that what he really wanted to do was direct after
he joined Ogilvy & Mather (O&M), New York,
in the 1990s as a copywriter. In fact, he recalls
walking onto the set of his first commercial
shoot in ’97—it was a spot for IBM directed by
the late Ted Demme—and having an epiphany.

“When I stepped onto that set, I realized
how much I really wanted to direct. It was
magical to me,” Gibbons reflects, “it would take
years for anybody else to share this belief, but
I had a belief that I could really do it. It made
sense to me.”

So Gibbons, a native of Summit, N.J., who
receivedaBachelorofArtsdegreein English from
Holy Cross, Worcester, Mass., began educating
himself about filmmaking. His schooling came
from the set of the television commercials he
worked on, and his professors—so to speak—
were the likes of director Joe Pytka, who helms
spots via PYTKA, Venice, Calif.

“Every shoot I went on, I attached myself
to the director, and I tried to develop a bit of a
relationship so I could learn as much as I could,”
says Gibbons, who is now with bicoastal/
international Hungry Man. “I took it really
seriously.”

As he learned more about the craft of
filmmaking, Gibbons, who rose up the ranks
at O&M to become a creative director, began
tackling directing projects, and he quickly
proved he had talent: In 00 while shooting
spots that he had created for a New York theater
company, Gibbons had his actors run some lines
he had written for a Miller Lite spec spot.

His superiors at O&M as well as the client
liked what he did, and Miller Lite bought the
spot and ran it on television. “It gave me a jolt
of confidence that the first time I ever rolled the
camera as a director I was able to sell [the spot

Brendan Gibbons

I shot] to a national brand and have it run on
national TV,” Gibbons shares. “It gave me a
little bit of legitimacy in my head.”

Still, Gibbons felt that he needed to keep
learning before he could launch a full-time
directing career, so he stayed at O&M and
simultaneously directed a variety of projects
over the next few years, including a spec spot
for Sprite titled “Ali/Thirst” that intercut shots
of Muhammad Ali in his prime with interviews
with aspiring young boxers. (While the client
liked the ad, according to Gibbons, it didn’t run
because of budget considerations.)

As for more recent projects, last year
Gibbons shot a Sprite campaign that ran on
the Internet and featured the character Thirst,
a hip doll with a love of Sprite. (The job was
run through Oil Factory Films, Beverly Hills,
Calif)

Click on poster to see CNN.com's "E-raq."

He also co-directed two gorgeously
cinematic trailers, “Gangster” and “Love
Story,” with John O’Hagen, who was then with
Hungry Man—he recently signed with bicoastal
RSA USA—for New York’s 04 Tribeca Film

Festival.
TAKING THE PLUNGE

It was after completing the Tribeca Film
Continued on next page >
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Brendan Gibbons

Continued from previous page

Festival project that Gibbons finally felt ready to
embark on a full-time directing career. Subsequently,
he left O&M and signed with Hungry Man in the
summer of ’04.

As for why he joined Hungry Man, Gibbons
says, “Hungry Man is the right place for me for a
couple of reasons. One, the tenor of the spots that
this place has done historically is kind of in line with
my sensibility as a director and as a writer. It’s also
a place that was founded by people who come from
the same [agency] background as myself, and there
is a whole tradition of guys who have done what I
am doing here.”

Gibbons was also eager to be surrounded by true
filmmakers. “I worked with Steve Hayden [O&M
vice chairman/president] for years, and I remember
one time he told me, ‘Make sure that you don’t just
concentrate on making funny things. Be a filmmaker
as well,” ” Gibbons says, noting, “That’s another
thing that the guys here at Hungry Man do. It’s not
just about making something funny: It’s about being
a filmmaker, so I put as much energy into the film as
into trying to make something funny.”

Once on board at Hungry Man, Gibbons

found success right out of the gate as a full-time
director, helming a dryly humorous campaign for
CNN.com—executive produced by Hungry Man
managing director Stephen Orent—in which CNN
anchors and correspondents including Anderson
Cooper, Wolf Blitzer and Christiane Amanpour
deliver news and information to various individuals
not through the television screen but in person.

For example, one spot titled “E-raq” finds
Amanpour answering a woman’s questions about
Iraqg and becoming increasingly frustrated as the
woman continually mispronounces the name of the
country, calling it “Eye-raq” despite the fact that the
newswoman has repeatedly informed her that it is
“E-raq.” The kicker has the clueless lady mangling
the pronunciation of Chechnya.

Publications ranging from The Wall Street
Journal to SHOOT (12/03/04, p. 7) highlighted the
work, which came as a pleasant surprise to Gibbons.
“I wasn’t expecting to be legitimized on this kind of
scale so quickly,” he acknowledges.

FYI: We will soon see more CNN.com spots
directed by Gibbons. He recently creative-directed
and co-wrote six new spots with his collaborators

on the previous CNN.com campaign, Guy
Barnett and Callum MacGregor, partners/
creatives directors at agency The Brooklyn
Brothers, New York.

The new spots star anchors previously
featured—Anderson Cooper, Soledad
O’Brien and Lou Dobbs—and new faces
Aaron Brown, Bill Hemmer and Miles
O’Brien.

Like the previous spots in the CNN.
com campaign, the ads are humorous,
although Gibbons teases, “We stretched
the boundaries of the campaign a little bit.
I didn’t want to just continue doing the
exact same thing.”

“CNN understood the need to push
the campaign,” Gibbons adds, noting
that CNN’s Andy Mitchell, Scot Safon,
Drea Gillogly and Sean Houston were great clients.
“They wanted to make it bigger. They were like,
“This is great. What else can we do here?’”

Already snatching up plum directing
assignments, it isn’t surprising to hear that Gibbons
is quite satisfied with how his full-time career as
a director has begun. “I absolutely love what I'm
doing,” Gibbons says, acknowledging that he does
think about what might be down the road. “Of course,
every director is interested in directing different

"Weather" for CNN.com.

kinds of things. I would love to do a film, and as a
writer [ have never stopped writing different things.
There are a couple of short films I want to shoot,
and there is a longer piece I’'m working on now that
would be great.”

However, the director stresses that his feet are
firmly planted in the present. “I don’t think of this
as, ‘I’'m doing my commercial time and waiting to
go out and do films,” ”” Gibbons says. “Where I am
right now is a really good place.”
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Craig Gillespie
Funny business.

By Bill Dunlap
In the roundup of post-Super Bowl ad critiques this
year, the general consensus was that the sleeper hits
of the annual extravaganza were a pair of spots for
Ameriquest Mortgage Co. created by DDB Direct,
Los Angeles and directed by Craig Gillespie
of  bicoastal/
international
Morton Jankel
Zander (MJZ).
There was
little buzz going
in. Ameriquest
was a first-
time Super
Bowl advertiser
in 2005, and
mortgage
lenders n
general aren’t
Craig Gillespie known for hlgh
profile, comedy-
based advertising. The spots, “Mini Mart” and
“Surprise Dinner,” set up situations in which the
actions of a key character are misconstrued badly
in situations that turn comedic in the end. The
advertiser’s tagline: “Don’t judge too quickly. We
won’t.” In “Mini Mart,” a guy on a cell phone walks
into a convenience store while discussing the price
of'a new deck: he feels that the person on the other
end is being “robbed.” As he is chatting, the store’s
owners overhear him, and believing they are being
held up, begin to attack the would-be thief—with
pepper
spray, a
baseball
bat, and
a cattle
prod. In
“Surprise
Dinner” a
guy  goes
"Click to see Dinner" for Ameriquest. over  his

THIM®T JLIEHRE T QLG R LY

girlfriend’s apartment to cook her dinner. As he’s
preparing pasta sauce, her large white cat knocks
the pan over, splashing tomato sauce all over. The
guy, who’s been chopping onions with a large
knife, picks up the sauce-splattered cat—at the
same time, his girlfriend walks in the door, to see
her sweetie holding the now red-and-white cat, and
wielding the knife.

GOOD IDEAS

Gillespie recalls that he and the agency
creatives weren’t overwhelmed by the prospect
of doing spots for the big game. “I try to not
worry about the context of where a spot is
going to be playing,” he explains, noting that
while a venue such as the Super Bowl is high
pressure, staying true to the idea of the spots
was of paramount importance. “At some point
you might think it should look a little more
high production, but I just felt I had to stay true
to what I think serves the idea best. We went
hand-held and its a little grittier looking so that
we feel like we’re really there and we don’t
telegraph that the comedy is coming.”

As a former agency art director and a
recognized hand with comedy, Gillespie is often
drawn into highly collaborative situations, but in
this case the agency had very definite ideas of how
to execute the spots, Gillespie says. “They were
very open, but at the same time the ideas were really
fleshed out. In ‘Minimart,” where the guy says, ‘I
hate to tell you this, but you’re getting robbed,” that
was all there. The question that came up was what
happens once that line is said, what does the store
clerk do?”

Gillespie gave them several choices. “I did
that ending where he gets maced and then one
where he gets maced and then clubbed, and then
electrocuted. We even had a stunt guy get rigged
and thrown into a rack of stuff with a harness and
then the cops turn up. I wanted to make sure they
had a lot of choices on how far to take it and where

Continued on next page >

tinderbox



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

DIRECT@®RS

Craig Gillespie

Continued from previous page
the punch lines were.”

In “Surprise Dinner” “[the agency team] had
a really tight storyboard,” relates Gillespie. “I just
upped it a little bit by having the pot spill all over
the floor so there was lot more red sauce on the
floor. They really embraced it and went with it.”

There were two other spots in the campaign,
“Parking Meter” and “Mother-in-Law,” with the
idea being that the two favorites would get the
Super Bowl nod. “I believe they tested them,”
Gillespie says, “and they ended up picking my
two favorites anyway.”

While the humor in the Ameriquest spots
is mostly performance-based, Gillespie also
embraces physical humor. In the Altoids spot
“Mother Tongue,” out of Leo Burnett USA,
Chicago, an explorer in a primitive culture has
nice things to say about an Altoid given him by a
native, but the words translate badly and the native
looses a snare that hurls the explorer upside down
to tree-level heights.

“There are certain things that make me laugh,”
Gillespie says. “I’'m very tough on physical
comedy. It has to be done without cuts, sort of
trying to make the toughest critic laugh rather
than going to the lowest common denominator.
‘Mother Tongue’ is a morph between an actor and
a dummy on wires, and back to the actor again.
There’s no cut.”

His prowess for directing physical comedy is
also on display in a spot called “Fast Acting,” out
of Arnold Worldwide, Boston, for Gillette’s new
body spray for men, called Tag. In the ad, a guy in
a store sprays himself with Tag, and attracted by
scent, a woman in the next aisle attempts to pull
him through the shelves, while another attempts
to tackle him. More women join the pile-up; the
spot’s tagline: “Introducing Tag body spray for
guys. Consider yourself warned.”

A big part of Gillespie’s deft touch with
comedy is his attention to casting. “I’m always
trying to find actors who just let the situation

99 ¢¢

be funny rather than the actor trying to steal
the moment because they’re too comedic in
their reactions or the delivery of their lines,” he
explains. “It takes a little bit of a leap of faith.
You’ve got to be committed to the idea, that the
idea in itself is really funny and let that be what
stands out as opposed to having the actor steal the
moment.”

FEATURE PLANS

A native of Australia, Gillespie came to the
States on a full scholarship to the School of Visual
Arts in New York, where he studied advertising
and graphic design. After eight years on the agency
side, the bulk of it at BBDO New York as an art
director, Gillespie made the jump to directing 10

years ago, first with now disbanded Fahrenheit,
later with the now defunct Coppos Films and, for
the last four years, with MJZ.

From the beginning, he was drawn to
directing, but attempts to do it from the agency
side were always rebuffed. “I kept trying to do
some 16mm stuff on the side, hoping to get a break,
maybe to shoot one of my own commercials, but it
wasn’t happening,” he recalls. “I wound up using
my own money and shooting two spec spots on
35mm. I built some sets and got them done. I got
signed from that.”

The Ameriquest, Altoids and Tag work will
likely be Gillespie’s last commercial work for a
while, as he is scheduled to begin shooting his

first feature in April. The film, Mr. Woodcock, to
be distributed by New Line Cinema, stars Billy
Bob Thornton in the title role as an overbearing
high school gym teacher engaged to marry a
woman played by Susan Sarandon, whose grown
son, played by Seann William Scott, is appalled
by the idea, as the gym teacher made life hell for
a generation of students, and returns home to stop
the marriage from happening.

Gillespie hopes for a career mixing movies
and commercials. “I love doing commercials,”
he says. “Every one is a different chance to
experiment and try pushing the envelope and
doing new things. As for features, I’ll see what
happens there.”
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John Immesoete

Embarking on a full-time directing career.

By Art Smith

ohn Immesoete began his career in
Jadvertising on the agency creative

side of the business some 15 years
ago. It wasn’t until several years ago,
when he began dabbling as a spot
director, that he started to question
where his career was headed. “The
more directing jobs I did the more
comfortable I got and the more I
wanted to leave the agency, behind
and just go out on my own,” explains
Immesoete, who was a group creative
director at DDB Chicago, and is now
a director with Backyard Productions,
Venice, Calif.

Immesoete, along with Greg
Popp, a group executive producer at
DDB, co-directed several spots for
Bud Light and other Anheuser-Busch
products. Last year, the pair directed
Budweiser’s “Mr. Silent Killer Gas
Passer” and “Mr. Giant Taco Salad
Inventor,” which teamed with “Mr.
Way Too Much Cologne Wearer”
(directed by Noam Murro of Biscuit
Filmworks, Los Angeles), to win a
series ofaccolades. Among the awards
the ads received were: a Gold Lion at
the Cannes International Advertising
Festival, a pair of honors at the
London International Advertising &
Design Awards, a Gold Clio, and an
ANDY award.

The humor-driven commercials
illustrate Immesoete’s keen sense
of comedy. He masterfully elevates
subject matter that, in the wrong

hands, could have spiraled into
lowbrow material. In “Mr. Silent Gas
Passer,” for instance, a voiceover
sets up the action by explaining:
“Today we salute you Mr. Silent
Killer Gas Passer. Last night you
had the enchilada combo platter; this
morning, the three cheese omelet
with broccoli; this afternoon, you’re
a ticking time bomb.” Just then a
’80s era, Steve Perry-esque rocker
reiterates the spot’s title in a haunting
ballad-like tone. The scenes show a
man living up to his titular moniker
everywhere from a crowded car and
packed elevator to a business meeting
and his girlfriend’s sofa. His flatulence
continues to offend everyone around
him as the voiceover finishes: “So
crack open an ice cold Bud Light, oh
ninja of the nasty, and while you’re
at it, crack open a window.” “Mr.
Giant Taco Salad Inventor” salutes
the inventor of the taco salad, which
despite having a bit of lettuce, is of
highly dubious nutritional value.
According to Immesoete, the star
of “Mr. Silent Gas Passer” went all out
for his art. “The guy in the commercial
thought it was fun to really fart in
the scenes of the crowded elevator,
car, etc. instead of just acting like
he was,” he says. “The other actors
just loved him.” The spot added to an
already impressive reel that included
spots for such high-profile clients as
McDonald’s and Nintendo.

JACK OF ALL TRADES

Buoyed by his directorial
success, Immesoete vacated his post
as a group creative director at DDB
and ended 2004 by inking a deal
with Backyard for representation as
a director. “I really hadn’t enjoyed
my job that much for awhile until I
started directing,” he says candidly.
“It was time to decide what I wanted
to do with the rest of my career and
working life. By running a creative
group and directing I was really sort
of leading a double life. It was time
to either pursue an executive creative
director position, or move into full-
time writing/directing and since
creating made me happier I chose to
go the latter route.”

Immesoete’s deal with Backyard
offers many opportunities for
creativity, including those in branded
entertainment venues and in spots
that will allow him to participate in
the writing process. One such project
he recently worked on was a Bud
Light spot titled “The Lady” that
aired during the Super Bowl. “Lady”
was done via DDB Chicago and Seed,
a Backyard satellite company that,
according to Immesoete, will act as
a conduit for projects where he also
serves as creative director “as often
as the opportunity presents” itself
going forward.

Not bad for a guy who humbly
claims his ad training consisted of
watching “too much TV, too many
movies and a lot of commercials.

“I went to journalism school with
a degree in writing and English,” he
continues. “I took improv training at
Second City and other than that most

John Immesoete

of what I know I’ve learned through
reading, watching and doing. I read
an article on Ed Zwick once where
he called directing ‘the best school
you’ll ever be paid to attend.” He
talked about how he treated every
job as an opportunity to learn, how
he was able to dive into a subject all
the way and be paid to do it, what an
incredible privilege that was. I feel
the same way and that’s how I intend
to treat my opportunities.”

And there are many opportunities
currently at Immesoete’s fingertips.
“I’m very busy right now,” he happily
explains. “I’m directing commercials,
I’m writing for ad agencies and for
Seed, I'm working on a number of
screenplays for the studios in addition
to developing a script of my own, I’'m
trying to put together a documentary
and I’m talking to a publishing
company about a book idea.”

And that’s not all the Renaissance
man has on his plate. Immesoete
also managed to squeeze a sitcom
development deal in between the
time he exited DDB and landed at

Backyard. The proposed series is a
joint venture between Immesoete and
Just Shoot Me creator Steven Levitan
based on an egotistical football
player named Leon—a character who
was featured in a series of ads for
Budweiser that Immesoete created
and co-directed with Popp. The
pilot will be produced through 20th
Century FOX TV and has already
received a commitment from NBC.

“My ultimate goal is to be a sort
of jack-of-all-trades,” he shares.
“Simply put, I hope I can do more
things 1 want to do and less things
I don’t want to do. I admire guys
like Spike Lee, Woody Allen, the
Coen Brothers, Judd Apatow—great
storytellers who tell very personal
stories in a variety of mediums. I’d
like to work more in television, film
and other windows that are becoming
available and I’d also love to continue
working in advertising. What appeals
to me most is the idea of taking the
things I’ve learned in one area and
applying them to another.”
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Christian Loubek

Drive on.

By Art Smith

There’s nothing like a near-death
experience to put things into perspective.
That’s what director Christian Loubek
learned while shooting a spot in the new
Saab campaign for Lowe, New York, via
bicoastal Anonymous Content. “On one
of the location scouts I asked to drive my
producer Pete Vitale’s sporty BMW,”
explains Loubek. “Minutes later I drove
it right into another car.It was terrible all
the way around and looked like a scene
from CHiPs. When I came to, Pete was
acting like Erik Estrada pulling people
out of burning vehicles and such. Luckily,
everyone was alright.

“The car accident had an immediate
effect on the set,” he continues. “It
infused a 50mph blast of perspective
right into the shoot. Suddenly, all those
little prickly details seemed a little less
prickly. [Art director] Simon Bowden
and [copywriter] Mark Ronquillo, who
were lovely to work with from the start,

Click poster to view "Lost".

would come up and begin with a rationale
behind something and I’d interrupt: ‘Sure,
as long as no one dies, let’s try it.” The
incident contributed to what was already
a collaborative environment and created
spots that [ am very proud of.”

ONE OF A KIND

Thelaunch spotinthe Saab campaign
is titled “Lost.” It opens on successive
images of people as they’re coming to
the realization that the assorted things
they possess are not so unique. First we
see a woman searching for her house in
a community where all the homes are
identical; then an office worker is seen
wandering aimlessly through a sea of
office cubicles; a woman trying on a
dress realizes that several other women
in the dress shop share her taste, and
finally, a confused man stands at the
airport luggage carousel watching as
an endless array of black suitcases—all
the same size and shape—parade past
him. The images are
accompanied by a
hauntingly  cheerful
muzak-type melody
that plays over them.

The images
continue to come,
with the woman
still hoping to find
her home and the
businessman  trying
to locate his cube. A
voiceover begins to
explain: “In a world
of sameness, you can
still maintain your
identity.” Just then,

DIRECT®RS

the opening chords of a very recognizable
song from The Who begin to play asaman
in a parking structure filled with identical
black cars watches a standout vehicle, a
sleek silver Saab convertible, gracefully
zigzags its way out of the sea of identical
autos. As the car pulls out of the man’s
sight, the words to that classic Who song
are heard: “I’'m free, I'm free.”

The Saab package, which also
includes “Baggage Claim” and “Dressing
Room,” are the perfect showcase for
Loubek’s directorial skill set. They
feature the stunning cinematography he
brings to all of his work as well as a high
concept and imagery that stays with the
viewer long after the screen has faded to
black. “My natural tendencies are to veer
towards, clean, considered and print-
quality work, and I think those adjectives

29

can be used to describe ‘Lost’.

INDIE ROOTS

The affable director’s story begins in
Seattle, where he “was lucky enough to
have friends who were ivolved in film.”
That close proximity to the industry
provided the then teenaged Loubek with
the opportunity to work on sets at a very
early age. “I wasinterested in photography
from as far back as I can remember,” he
says. “And watching over the shoulders
of some very talented cinematographers
was an invaluable experience for me.”

Loubek’s real-world education
continued outside of film school, on the
sets of various independent “no budget”
films that afforded him the chance to
serve as a cinematographer himself.
“It was great,” he remembers. “I got to
live many places and do many things
and that eventually led to my directing
commercials around 2000.”

By 2002, Loubek was ensconced at
bicoastal HKM Productions and gaining
international attention for his work as
director/DP on “Turbo”—a Volkswagen

Christian Loubek

Turbo S spot out of Arnold Worldwide,
Boston. The :60 made enough of a splash
around the world to land Loubek in the
2002 Saatchi & Saatchi’s New Directors
Showcase, which is presented during
the Cannes International Advertising
Festival.

Today, Loubek might best be known
for the car spots—including commercials
for Volkswagen, Citroen and Saab—
which meld metal and chrome into
mesmerizing visuals. However, his reel
also includes Tillamook’s “Beigeland,”
outofagency Four Stories, Portland, Ore.,
a skin cancer PSA for the Association of
American Dermatologists (“Beach’) and
a McVities Biscuits (“Crumbs”), both out
of Publicis, New York, as well as a Sprint
campaign out of Publicis & Hal Riney,
San Francisco, among other offerings.

“Ididn’tsetouttodirectcommercials,
I sort of fell into it and I'm glad I did,” he
explains. “Viewers are smart, smarter than
we sometimes give them credit for. You
have to make interesting commercials

that become more interesting on multiple
viewings to really get their attention and
keep it. I love that challenge.”

Loubek may have stumbled into the
ad arena but now that he’s there, he sees
endless possibilities. “As technology
advances, there is opportunity for
increasingly sophisticated approaches
to advertising,” he theorizes. “One of
my first directing assignments was an
interactive CD-Rom that played like a
video catalog for Eddie Bauer. I also
worked with Digital Kitchen [Seattle and
Chicago] to do the opening credits for Six
Feet Under,” he relates. “Those kinds of
projects are interesting because they get
you thinking in terms of how you might
present something filmatically. I’d love to
domore stuffin thatdirection in the future.
Also, Anonymous Content’s feature film
division is blowing up right now and that
offers me a great introduction to movies.
The challenge now is finding the right
material. That’s definitely the next step."
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Errol Morris

Reel life.

By Bill Dunlap
o director worth his salt wants
‘ \ ‘ to get pigeonholed into a certain
style, and Errol Morris is no
exception. The problem for Morris is
that he is so well known for his feature
documentaries, that it’s sometimes easy
to overlook his diverse and voluminous
output of commercials.

Morris’s ~ credentials as a
documentarian are impeccable. His
most recent feature film—7he Fog of
War: Eleven Lessons From the Life of
Robert S. McNamara—won the Oscar
last year for best documentary. The film,
and previous documentaries like his first,
Gates of Heaven in 1978, and later efforts
like The Thin Blue Line in ’88, A Brief
History of Time in *92 and Fast, Cheap,
and Out of Control in *97 have had some
of the film industry’s most prestigious
awards heaped on them.

He’s done pretty well in the
commercial arena, too, operating out
of bicoastal Moxie Pictures, which he
joined at the beginning of the year after
several years with bicoastal/international
(@radical.media. Morris left (@radical.
media for Moxie in part to continue
working with Moxie partner/executive
producer Robert Fernandez, who had
previously been with @radical.media.

Among the accolades his spot work
has earned in an Emmy Award for best
primetime commercial for the 01 PBS
spot “Photobooth”—built around an
opera-loving guy with atalent for flip-card
animation—out of Fallon, Minneapolis.

“In advertising, people like to
imagine that you do one thing or that your
work represents one skillset,” Morris
says. “I think of myself as a filmmaker.

nothini in the Shar.p siots to suiiest

For a while I was trying to avoid material
based on real people [in commercials]
just simply because, you know, I can do
that, and I think I can actually do it as
well as or better than anybody. But, is
that what I want to be doing all the time?
The answer is no. I would rather have
the opportunity to do a whole variety of
different work.”

The kinds of jobs he likes to point
to include the PBS work for Fallon, the
“Miller High Life Man” campaign for
Wieden + Kennedy (W-+K) Portland,
Ore., and the more recent Sharp Aquos
spots that anchor the integrated “More to
See” campaign out of W+K, New York.
“What I do primarily in advertising is
tell stories,” Morris says. “I tell stories
in a believable way. Sharp is visual
storytelling. The PBS material is a
perfect example of material that is classic
storytelling with pictures. It’s much
more like a feature than a documentary.
Sharp is exactly the same way. I enjoy it.
You could even say that Miller is visual
storytelling. It’s across the board.”

The Sharp spots—"The Key,” “The
Pool” and “The Tooth™—were part of
an integrated campaign for the Sharp
Aquos television set. The spots weave
a cinematic mystery, set in a country
estate, involving a beautiful woman,
an older man in a swimming pool
and a careless driver in a Volkswagen
Karmann Ghia, and are designed to
lure viewers to Sharp’s Web site,
moretosee.com, where users were
able to read blogs written by three
characters involved in a hunt for
three mystery urns, as well as review
product information on the Aquos
LCD television. There is absolutely
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they were directed by a documentary
filmmaker.

And the Miller spots, while using the
distinctive voiceover of Doug Jeffers and
offering manly vignettes with real-life
insights, are clearly not cinéma vérité;
Morris isn’t just a director who has done
some High Life spots—he done literally
hundreds, all for W+K, Portland. “How
many people,” he asks, “can say they’ve
worked with the same campaign and
more or less the same people for seven
years? I think we’ve shot, my guess is,
well over one-hundred spots now. I've
got forty or fifty on my website.”

Errol Morris

He’s also helmed some 60 spots for
Citibank and Fallon that he characterizes
as “pure visual storytelling.” Morris’s
reel also includes the Nike spots “Myzel”
and “Bernard” out of W+K, Portland, and
Apple’s “Ellen Feiss” and “DJ Qbert,”
part of the “Switchers” campaign out
of TBWA/Chiat/Day, Los Angeles, all
of which are straight, into-the-camera
testimonials. “I would say that represents
a small part of my work,” Morris says
of spots like those for Nike and Apple,
which involve real people, and more
closely resemble documentary-style
efforts. “I get calls for it very often, but I
rarely do it—for variety’s sake, if nothing
else. There are certain clients for whom

I want to do it, where I know there are
going to be stylistic opportunities in what
we’re doing to make it an interesting job.
Apple is one of them that I'm delighted
to be involved with.”

And last year, Morris put himself
in the spotlight with a series of political
testimonials for MoveOn.org from real
people who had voted for President
George Bush in 2000, but who were
voting for John Kerry in 2004.

DOCS TO ADS

After graduating from the University
of Wisconsin-Madison and doing
graduate work at Princeton University and
the University of California at Berkeley,
Morris started making documentaries,
but it wasn’t until his third film that he
started getting ad work.

“I never really thought about
advertising until people approached me
following the release of The Thin Blue
Line,” he says. “I wish I had known about
it a lot earlier. It would have made life a
little bit easier.”

He didn’t pursue it avidly though
until 1998. “When I joined (@radical.
media everything changed,” he says.
“I went from shooting two or three
campaigns per annum to doing many,
many, many. [ have lost count.”

Interestingly, it took a while for most
agencies to catch on that Morris could
do spots in a straight documentary style.
The awakening came with his post-9/11
campaign for United Airlines and Fallon.
“I went through years and years of
advertising work before people realized
I could interview people,” he says. “That
happened almost accidentally. I was
shooting a campaign for United Airlines.
This was the weekend that Bush invaded
Afghanistanand welostall ofourlocations
at O’Hare airport. We were going to be
paid and sent home. I suggested, ‘Look,
let’s bring these people,’—treal people

Click poster to view "The Key" for Sharp.

that we had cast—into the studio. This
is a historic moment. Without any doubt
these people have strong feelings about
their airline, their jobs, what’s happened
to the country. We should talk to them and
make a campaign based on this material.’
I’ve been doing this for years in my
films, but this was the beginning of an
awareness in the advertising community
that I did this kind of work.” That, and
a short intro of interviews he did for the
Academy Awards in *02, registered with
Apple CEO Steve Jobs and Morris was
hired for the “Switchers” campaign.

Morris’s most recent work is a
campaign for State Farm Insurance out
of DDB Chicago. “It involves real State
Farm agents, real stories and actors,”
Morris explains. “It’s a combination of a
lot of the things I do—teal people, actors,
visual storytelling—and I think they’re
very funny.”

At 57, Morris plans to continue to
do spot work, but the big news from him
is that he is in development on some non-
documentary features. “My intention
is to branch out into dramas,” he says,
declining to elaborate much. “I have a
horror movie in development that we’re
anxious to do.”

And in truth, it’s not a stretch for him.
“Many of the techniques used in all of my
documentary films are much, much more
familiar to feature filmmaking,” he says.
“The reenactments in The Thin Blue Line
are what caught people’s attention. [ often
describe my films as having three parts,
sick, sad and funny. It’s not one thing to
the exclusion of everything else.”
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Noam Murro

Third time is the charm.

By Christine Champagne
he third time was the charm for
I director Noam Murro of Biscuit
Filmworks, @ Los  Angeles.
After being nominated for the best
commercial director award each of the
last three years by the Directors Guild of
America (DGA), he won the honor on
the strength of three spots: Starbucks’
“Glen,” which was created by Fallon,
New York; “Carry” for adidas out of
TBWA/Chiat/Day, San Francisco;
and eBay’s “Toy Boat” for Goodby
Silverstein & Partners (GS&P), San
Francisco.

Asked how he felt about the DGA
win, Murro reflects, “l am grateful.
I think it’s fantastic. You are judged
by your peers, and it’s the greatest
compliment.”

Murro is no stranger to winning
awards. Since he began directing in
1994 while he was an associate creative
director at the now defunct advertising
agency Goldsmith Jeffrey, Murro’s
work has garnered Gold Lions at the
Cannes International  Advertising
Festival, Clios, ANDYs and Addys
among other prizes as well as honors
at the Association of Independent
Commercial Producers (AICP) Show.
In fact, Murro earned the most honors
at last year’s AICP Show—picking up
a total of eight. He also lectured at the
event.

Looking back on the numerous
award-winning assignments he has
tackled in recent years, Murro shares,
“I’m in a fortunate position to do good
work, and a lot of good work has come

Click poster to view "Toy Boat" for eBay.

my way. ’'mnot trying to be patronizing,
but I do believe that each one of them
is my baby, and I do my best for all of
them. They’re all dear to me in different
ways.”

A SPOT IS BORN

Of course, every great spot grows
out of a good idea, “or at the least the
seed of a good idea,” Murro clarifies.

And those good ideas come from
the agency creatives Murro works with,
the director says, stressing, “The great
things that we are able to do together
start with their great work.”

However, as the agency creatives
who work with Murro know, he has
a way of finessing even the best idea
they’ve come up with—making it even
better. Case in point: Murro helped
shape the structure of a series of spots,
including “Seal” for Orbitz, which
was a SHOOT Top Spot of the Week
(4/30/04, p. 10), that he directed last
year out of Young & Rubicam (Y&R),
Chicago. The spots found adults playing
hide-and-seek with a seal, a Hawaiian
fire dancer and Las Vegas showgirls to
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Spreing edition

illustrate the travel Web site’s enhanced
search functionality.

At the time, Y&R creative director/
copywriter Ken Erke related that it was
Murro’s idea to open each spot with
the seeker counting, “four, five, six,
seven...” before calling out “Ready or
not. Here I come!”

“Not everyone was going to start
with the [seeker] counting, but he said
that in order to know it’s a very easy
process [to find information on Orbitz],
you have to show the beginning and the
end,” noted Erke. “Without showing the
counting, you don’t know how long ago
the search started. But if you show the
counting, and then the ultimate quick
find, the metaphor is stronger, and he
was right.”

GOOD HUMOR MAN

In addition to having an innate
sense of how best to structure a spot,
Murro also has a knack for comedy.
This ability is evident in everything
from his quietly silly Orbitz spots
to “Watercooler,” the superbly dry
promo he directed for HBO last year
that depicted how the watercooler
business was saved by HBO churning
out so many “watercooler shows,”
sparking workplace discussion around

Click poster to view Adidas' "Carry."
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watercoolers and the drinking of water
from watercoolers.

FYI: Murro pitched the idea
for “Watercooler” directly to HBO
and credited Jamie Barrett and Mark
Wenneker as creative directors on the
project. Barrett and Wenneker are with
GS&P as associate partner/creative
director/copywriter and art director,
respectively, but it should be noted that
“Watercooler” was a freelance project
not done under the aegis of GS&P.

A promo that ran about one-and-a-
half minutes, ‘“Watercooler” certainly
showed that Murro is capable of working
beyond the boundaries imposed by the
:30 spot. Might he be open to expanding
his directorial repertoire to include the
ever-increasing number of branded
entertainment projects out there?

“Sure,” the director says. “Listen,
it’s all about content. It always has been.
It always will be. If the content is good,
they’ll find a way to broadcast it. If the
content is bad, they probably won’t find
a way to broadcast it. It’s all about the
quality of what’s inside of it, and that’s
what I am interested in.”

By the way, will Murro ever direct
a feature film? “Yeah, I think that’s
in the wings. We’re almost there,” he
cryptically states, declining to elaborate.
At one point, Murro had been attached
to direct the recently released The Ring
2, but that deal ended when he and
DreamWorks/SKG reportedly decided
mutually to part ways.

Back to the previously discussed
tenor of his spot work, Murro isn’t all
laughs,ofcourse. Heisequallyrenowned
for his ability to mine emotion from
a story as illustrated by “The Noses.”
Created by Fallon, Minneapolis, the
spot combined Murro’s comedic skills
with his more sensitive side, depicting

Noam Murro

a family with bulbous—not to mention
noisy—noses. While being saddled
with huge noses caused difficulties for
each member of the family, their noses
also allowed them to make beautiful
music together during family vacations
at Holiday Inn.

Then there was the strictly
sentimental eBay spot “Toy Boat,”
which tells the touching story of a boy
losing a beloved toy boat to the sea only
to reclaim it years later as an adult after
spotting it on eBay.

More recently, Murro directed a
wonderfully warm spot for DirecTV
titled “Forward” outof BBDO New York
that linked the evolution of television
from its birth to the present with the
life of an average guy, presenting the
various stages of his life accompanied
by the sights and sounds from classic
television series and events of the
respective eras.

“The work has been diverse and
interesting,” Murro acknowledges.
“I am grateful for that, and I think
[ am continuing to evolve. The true
satisfaction of this whole profession
is the ability to keep evolving. I don’t
want to do the same think twice. [ am
adamant about that.”




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

Thierry Poiraud

Directing solo and with the family.

By Art Smith

It’s not easy tracking down director
Thierry Poiraud. However, SHOOT
managed to do just that via email
when the on-the-go Frenchman found
himself with a few spare moments while
shooting in “a remote part of the globe.”
The interview happened thanks to
Claude Letessier—co-owner of Paranoid
Projects (formerly Entropie), Paris, and
Paranoid Projects: Tool. The former
entity represents Poiraud and his brother/
frequent co-director Didier in Europe,
while the latter company handles them in
the U.S.

The Poiraud brothers have been
making noise both here and abroad for
years but recently, thanks to his solo work
on some high-profile spots for Hewlett-
Packard (“Into the Printer” for Goodby,
Silverstein & Partners, San Francisco),
DirecTV (“Anticipation” and “Kite” for
BBDO New York) and Pepsi (“Maze”
via BBDO)—Thierry Poiraud got a bit
of the spotlight all to himself.

Hewlett-Packard’s ~ “Into  the
Printer” is an effects-driven ride through
the process by which a printer creates
photographic images. The commercial
focuses on a neighborhood copy shop
where individuals come and go and
conduct business. The twist: The action is
unfurled in a left-to-right camera motion
that mimics the way a color printer
operates. The camera then delves inside
an H-P inkjet printer to provide a glimpse
of the 36,000 drops of color that move
through nozzles we’re told are a third of
the size of a human hair per second. The
spot ends on the H-P logo and the tagline,
“Invent.”

DirecTV’s “Anticipation” serves up
similarly stunningvisuals, withtelevisions
invarious locales—fromlivingrooms and
bars to gyms and electronic stores—seen
independently repositioning themselves
towards windows or the outdoors.
Images of the eager TVs keep coming
as a voiceover explains the pilgrimages:
we learn that DirecTV will soon deploy a
satellite that will deliver more than 1,500
high definition stations to homes across
the country (hence the TVs’ zeal to face
skyward). The intriguing ad ends with the
question, “Your TV is ready, are you?”

Pepsi’s “Maze” features a guy going
through a maze, coming upon a slice of
pizza, which he eats, and a Pepsi, which
he drinks. In a bit of role reversal, it turns
out that the guy’s timing and response is
being studied by life-size mice, who after
putting him through the maze take the

Thierry Poiraud
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Pepsi drinker and plop him into a habitat
with other test subjects—including a guy
running on a hamster wheel.

Each of the spots possess the kind
of childlike awe and Tim Burton-esque
style of storytelling that Poiraud utilizes
so masterfully. His inspiration, he says,
is derived from a combination of his
dreams and the surreal creature-type
movies Hollywood churned out in the
1950s. Thierry describes himself, and
his brother Didier, as being a couple of
“big children” at heart and believes that
shared sensibility is at the heart of their
successful directorial partnership. “Since
day one, we’ve worked as this sort of
polymorphous entity,” Thierry explains
jokingly of his frequent collaborations
with Didier. “It might seem complicated
to some, but it is simple: Neither of us
is solely responsible for any specific
aspects of a project. We just bounce ideas
and visuals off one another and get our
answers in each other’s eyes. It is a very
honest and organic process. That’s the
way we’ve worked since day one.”

The siblings’ close working
relationship has also allowed both to
venture out on their own from time
to time. “Our partnership is built on
something more solid and positive than
competitiveness or sibling rivalry,” says
Thierry, who adds that he and Didier
always confer with one another before
embarking on solo projects.

FRENCH CONNECTION

Thierry’s story begins in Nantes,
Bretagne, France, where he and Didier
found themselves taken with offbeat,
over-the-top movies. The two went on to
study animation and film at the Beaux-
Arts School in Paris and later teamed to
helm short films (The Wild Loafer among
them). By 95, the Poirauds’ work caught
the eye of Letessier, who was intrigued
by the way the brothers “combined dark
humor with live action, animation and

Click poster to view Pepsi's "Maze."

visual effects” to tell their stories. He
suspected the duo would shine in the
commercial realm—a suspicion that
proved correct. Since then, the brothers
have brought their unique talents to
spots and campaigns for clients such
as Hollywood Gum, Sony PlayStation,
Orangina and Canon Airbus, among
others, via Entropie (now Paranoid
Projects), Paris. Paranoid Projects: Tool
is a satellite of bicoastal Tool of North
America. Per a reciprocal representation
deal, Paranoid Projects directors are
repped stateside via Paranoid Projects:
Tool, while the Tool of North America
directors are repped in France by
Paranoid Projects. In 2001 the Poirauds
made their U.S. debut with “Twister,” for
MasterCard. The ambitious, live-action/
visual spot teamed Thierry and Didier
with McCann Erickson, New York, and
marked the first time the directing team
had worked on a project specifically for
the U.S. market. The vivid :30 homage to
The Wizard of Oz featured a destructive
tornado hurdling towards a small house.
It exemplifies the kind of surrealist
splendor evident in much of their work,
which according to Thierry, wouldn’t

be possible without the help of frequent
collaborators at visual effects house
BUF Compagnie, Paris. “BUF has been
instrumental in allowing me to really
push the limits and explore new visual
territories,” explains Thierry. “DirecTV,
for instance, was a shoot that really
benefited from BUF’s involvement.
Their CGI work was an integral part of
that project.”

Another of Thierry’s recent projects
(this one a joint venture with Didier) is
the French feature film Atomik Circus -
Le retour de James Bataille. It also relies
heavily on effects, and brings starfish-
like creatures (capable of decapitating
drunk partygoers) and face-sucking
aliens to life.

In addition to the movie, Thierry
recently completed an Impulse spot for
Bartle Bogle Hegarty, London. He is
currently shooting a Peugeot 206 spot
via BETC Euro RSCG, Paris. Didier,
meanwhile, just wrapped two spots for
Canal+ out of BETC Euro RSCG, Paris.
The siblings are scheduled to team up yet
again on what is described as “a video and
light installation” that will be featured in
the streets of Paris in May.
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Tarsem

Style and substance.

By Bill Dunlap

Tarsem is back. Well actually, he was
never really very far out of the mix. But
with the Nike spot “Masks” for Wieden
+ Kennedy (W+K), Portland, Ore., the
director helmed his first big American
spot in quite awhile.

Tarsem, who directs via bicoastal/
international (@radical.media,
acknowledges that his work has not been
seen much on U.S. television lately, but
he attributes it to jobs in other parts of
the world, work on a long planned movie
project and the desire to stay close to a

I-I

Tarsem
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European girlfriend.

“When you work as globally as I
do,” he says, “it looks sometimes like
you disappear and then you come back.
Sometimes the Europeans think I’ve
gone on a hiatus because I’ve been doing
back-to-back jobs in America. Right
now, | just thought suddenly, let’s catch
up on some American stuff.”

W+K wanted Tarsem to participate
from the earliest point in “Masks,” which
1s important for him. The agency planned
the spot as a visual :60, a length he prefers.
In the spot, promoting Nike Pro Apparel,
a handful of American athletes—New
York Yankees closer Mariano Rivera,
Pittsburgh Steelers quarterback Ben
Roethlisberger, Chicago Bears linebacker
Brian Urlacher, Minnesota Twins center
fielder Torii Hunter, and St. Louis
Cardinals first baseman Albert Pujols—
get on their game faces in the form of
primordial masks. The spot’s tagline:
“For warriors.” “The [creatives] came
up with this idea that when you go into a
battle it’s all about intimidating the other
person,” explains Tarsem. “It’s your little
war dance. How you see yourself is one
thing, but how your opponent sees you
when you’ve got adrenaline pumping
out of your ears is a different character
altogether. The idea was a play on that.”

GAME FACE

After the W+K creatives settled on
the mask concept and five athletes from
professional baseball and football for the
spots, Tarsem asked them to describe each
athlete’s strengths. “I told them to write
down five words for each character and
we will design the masks around them,”
he relates. “For the pitcher from New

Click to view "Surf" for Pepsi.

York”—reliever Mariano Rivera—"he’s
a closer, you can’t see where he’s going to
sting you from. It’s like a scorpion. And
then I got Eiko Ishioka, who is a personal
friend, to design them.” (Ishioka is an art
director and designer who won an Oscar
for costume design for Bram Stokers
Dracula and worked on Tarsem’s ’00
feature The Cell.)

Because shooting fell around the
Christmas and New Year holidays, the
production came to the athletes, rather
than doing the shoot in one location. “We
came up with something real simple,
tunnel vision, the corridor you enter
when you enter an arena,” Tarsem says.
“You’re standing there and then you are
given a ball and what would happen?
What gets your adrenaline going? Once
that happened, a particular character
would come out of it.”

Because he was shooting in
different locations to accommodate the
athletes’ schedules, Tarsem kept the look
uncomplicated. “We had to travel to them,
so I knew what we were making had to
stylistically look very simple,” he relates.
“So I went with one set of lighting and
we flew all over the country.”

One thing Tarsem was very clear on
was that the masks would not be computer
generated. “It had to feel very textural,” he
says. “For each person, we designed each
piece, and in each case we played around
a little bit and then put it on the guy.”

Tarsem notes that while he works
with CG, it can at times, be a frustrating
process. “I love CG when it’s done

correctly,” he says. “But it’s so rarely
ever done correctly that I can spot it from
amile, and it breaks all the magic for me.
When somebody like [David] Fincher
does it, it’s great. It just looks brilliant.
With most people, the schedules are so
tight, you end up with shit.”

Tarsem likes to do as much as possible
in camera, but he is no stranger to effects.
He is quick to point to a couple of Pepsi
spots, “Surf” and “Carlos,” he recently
directed for Almap BBDO, Sao Paulo.

The spots put international soccer stars
on a beach, where they combine incredible
ball handling with surfing, flying off big
waves as they make great shots and passes.
“Most of the guys didn’t know how to
swim,” Tarsem says. “None of them can
surf. I got each guy for three hours on a
runway near Madrid. I had to figure out how
to make it happen. I had to make it look like
we got these guys on a great island and shot
it easily. That was the take on it. Anybody
who looks at that, I will bet you money, they
won’t look at it and say ‘CG.””

Although the players are well known
in the territories where the ad is playing—
Brazil and globally—Tarsem’s goal was
to have viewers who don’t know the stars
look at it and say, *“ ‘OK, a bunch of guys
on a beach.””

“Thenyouknowyou’vesucceeded,”
he continues. “The surfing spots, I said,
should look like to anybody who doesn’t
know them, a bunch of guys surfing and
keeping the ball up, and if they do know
these guys, it would be, ‘I didn’t know
these guys could surf,” so when you go
for a brief like that it’s very difficult
because CGI cannot save you if it looks
wrong. I challenge anybody to look at
those ads and tell me what is CGI and
what’s not.”

Thedirectorhas been busy with Pepsi
of late: he recently helmed a package of
ads, featuring Beyoncé, Jennifer Lopez
and David Beckham. The ads created
by CLM/BBDO Paris use music and
soccer to promote the soft drink. He
also directed an ad meant for the Super
Bowl—"“Charity,” for Lincoln’s Mark

Click to view Nike's "Masks."

LT luxury pick-up truck, out of Young &
Rubicam Detroit, Dearborn, Mich.—that
was pulled shortly before the game. The
ad shows a priest lusting after a the truck;
after complaints, the carmaker opted to
not air “Charity.”

VIDEO DAYS

Tarsem, a native of India—his
surname is Singh—came to America
to study film, ending up at Art Center
College of Design, Pasadena, Calif. “I
wanted to do documentaries first, but I
had the worst documentary teacher in the
world and I ended up in music videos,”
he explains. “I just loved doing music
videos first, then I got a little bored with
them and I moved to commercials, and
just ... loved them.”

These days, Tarsem is finishing up
his film project, which he is not describing
in much detail. “It’s my film, my personal
film,” he says. “It will probably be
finished by the end of the year. I financed
everything and made it myself,” he relates.
“It’s a small epic, in a very personal style,
but the story is not personal. Everything
I’ve wanted to do is in it. I’ve had it for
twenty-three years. Ten years ago | wrote
it. I'm directing it, producing it, but I'm
definitely not in it. I’'m not interested in
being on that side of the camera.”

And that’s the way Tarsem
envisions working for the foreseeable
future: Commercials with an occasional
movie. “I’'m loving it,” he exclaims. “I’d
pay them to do exactly what I do, and
fortunately they pay me.”
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ORDER THE ‘04705 EDITION
OF THE SHOOT DIRECTORY

Advertising Agencies

Production Companies
Post/Editing/Video Production
Visual Effects

Music Production & Sound Design
Radio

Stock Footage

Film Commissions

Production Services

International Companies

Trade Assocs./Award Shows/Film Festivals

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

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

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

Call 203-227-1699 ext. 11 today!
Or Fax 203-227-2787 today!

Or click this ad to email to news@shootonline.biz

Classifieds

Directors

West coast production company
expanding its roster. Looking for
greatreels of all genres.
Send DVDs only to:
Directors
2219 W Olive Ave #217
Burbank, Ca 91506

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

Chris@mikerecording.com

BROADCAST BUSINESS MANAGER

Top NYC agency seeks Business
Manager for several large accounts. This
position is production and post-production
heavy; clear understanding of budgets
and production process is key, as is an
understanding of legal issues, clearances
and union guidelines. We are looking for
a person who can truly partner with
senior producers and become a vital
member of the team. Min. 5 years
experience as a full B'cast Business Mgr.
is required.

Reply to: day26676@yahoo.com

Sales & Marketing
High end NYC Post house seeks
experienced person for sales and
marketing.  Strong agency
contacts is a must. Email
resumes to:
adclass123@yahoo.com

TV Commercial Bidder
TV Prod. Co. in Santa Monica,
CA seeking a FT Bidder. Must
interface w/ cost-controllers,
research & be computer
savvy. Submit resume via
email to: tvcommercialbids@
yahoo.com

ENTRY LEVEL
Busy NYC Post House looking to fill
entry level messenger/receptionist
position. Must be friendly, motivated,
and able to multi-task. Replyto:
postprod01@yahoo.com

Expanding LA based music and
sound design company seeks
ambitious, results oriented sales
rep. Great reel with high profile
nationals. E-mail:

music@sensory-overload.com

High end new york city post
house looking for a night
scheduler. At least 1 year
experience required. Reply
to: adclass 123 @yahoo.com

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

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

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

info@niceshoes.com

INSTANT SET-UP

Office Space within well-established
NY video facility. 5 Office
Rooms/Production Space Available.
Access to adjoining conference room,
kitchen, large sun-filled lounge. 22
Year-0ld Full Production/Post Facility
seeking media-related tenants for
mutually beneficial relationship. Great
Chelsea location. (212) 206-1402.

Production Space Available
|[deal for sound/picture post for
TV/ffeature/Doc. Work 96s/f - 12,000s/f
Work Stations Available
Infemet/Phone/ Kitch/Prod. Services &
More. Long or Short Term Rental

212-420-6010, www.soundtrackft.com,

Mike.korash @soundirackny.com,
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REAL ESTATE PRODUCTION SERVICES

Directors
East Coast Production Company is
looking to expand it's roster. Looking
for all types of reels. Send reels and
resumes to:
Director's Reels, PO Box 797,
Hawleyville, CT 06440-0797

_ USApUBS®

TEL 212 581 I340

INTERNATIONAL DUPLIEATION CENTRE INC.
WIDED | AUDID DUPLICATION = |
STANDARDS CONVERSION i

OvD ! CO COMPRESSI0N
AUTHORIWE | REPLICATION

WAW.IDCDIGITAL.COM

To Place Classified

Ad in SHOOT

Click This ad and email Copy To:
ads@shootonline.biz
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INSTANT GRATIFICATION IS NOW JUST
A CLICK AWAY FOR SHOOT READERS...

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

work in streaming video - Instantly! video of spot or other work, and credits)
There are two ways to place your ad in SHOOT's e.ditions: SHOOT's print issues and e.ditions have the attention of ad agency creatives,
producers, and brand marketers, offering you a powerful way to reach them. SHOOT's

>1. When you buy ads in SHOOT"s print issues, your ad in the same week's e.dition  must read News, ScreenWork and Feature Sections offer you a new opportunity every
is FREE. One week - Double exposure. Your e.dition ad reinforces your print ad's week to target key decision-makers with your sales message. Take advantage of
message! the time your clients spend with SHOOT and SHOOT's e.dition.
CHOOSING ISSUES TO ADVERTISEIN... A SNEAK PEEK AT FEATURES COMING UP IN MAY 27

SHOOT'S APRIL - JULY PRINT ISSUES ... Editing/Post Series: Editors & Colorists
DG ISSUE DI ES BASED OIT THE TIMING THAT ?: R'IL 3P Series: Editing & Post Arti E\?;::s(vxrg;g:ré\\ll?gzvﬁral(nnes Intl Adv. Festival Preview #1

iting/Post Series: taiting & Post Artisans : g g

e S R Road to NAB 4: Color Correction, Digital Intermediates & telecine

Events: NAB Preview & Distribution JUNE 10
SINCE EVERY ISSUE IS READ BY YOUR CLIENTS AFCI Locations Preview & Distribution Directors & Dp Series: Cinematographers & cameras
AND PROSPECTIVE CLIENTS --AND -- EVERY Border Watch: France, Germany, Italy, Spain Events: AICE win-
ISSUE PROVIDES THE LATEST NEWS, SHOOT APRIL 22 ners list Distribution: AICP Show, Promax, Cannes Intl. Advertising

COLUMNS, AND SCREENWORK CREATIVE SECTION #g:sciﬁafteries: Music Production, Sound Design & Audio Post + Top  Festival
(“TOP SPOT", "THE BEST WORK YOU MAY NEVER Border Watch: Czech Republic & Romania

n n n 1] 1] . 1 JUNE 24

SEE" PLUS "IWORK" AND "BRAND STAND").... Events: NAB Wrap Up, Locations Wrap Up Ad Agency Series: Producers and Music Producers
MAY 13 Border Watch: Australia & New Zealand

EVERY ISSUE IS ANOTHER OPPORTUNITY TO Ad Agency Series: Creative Directors Events: Cannes Winners List

REACH SHOOT'S AUDIENCE OF KEY ADVERTISING  Directors & DP Series: SHOOT's 3rd Annual New Directors

AGENCY PRODUCTION & CREATIVE DECISION- Showcase JULY 15

MAKERS. Border Watch: Florida & Caribbean Outlook Series: Mid-year Industry Report Card
Event Distribution:SHOOT's New Directors Border Watch: Mexico & Costa Rica
Showcase, AICE Awards, Clio Festival Events: SIGGRAPH preview & distribution

CONTACT US TODAY TO RESERVE ADVERTISING SPACE

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

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

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

Q As SHOOT went to press, Tewksbury, Mass.-headquartered Avid Technology
(NASDAQ: AVID{ entered into a definitive agreement to acquire Mountain View, Calif.-
based Pinnacle Systems (NASDAQ: PCLE). The deal, a combination of cash and
stock, is valued at $462 million and is expected to close in the second or third quar-
ter of this year. Following the closing, the parties expect that Pinnacle’s professional
products will enhance Avid’s broadcast production pipeline. In addition, Pinnacle’s
consumer video business will form the basis for a new consumer video division
at Avid, providing the company with an immediate avenue into that segment. “By
acquiring Pinnacle’s consumer video business, Avid will be able to tap into the next
generation of video editors while they are still learning their craft,” Avid president
and CEO David Krall said in a released statement. “This creates a very large poten-
tial customer base for Avid’s future. At the same time, we believe that Pinnacle’s
professional broadcast offerings will fit seamlessly with Avid’s business, extending
our end-to-end broadcast solutions with servers and on-air graphics products.” For
editing professionals, one product to watch may be Pinnacle’s Cinewave HD, which
iavliovides HD capabilities to Avid’s rival, Apple’s Final Cut Pro.....Director Noah
arshall of Auckland, N.Z.-based The Sweet Shop, is exclusively represented in
the U.S. for commercials by Notorious 24:7, Santa Monica. In a “Street Talk” item
last week about Czar Films (with offices in Amsterdam, Berlin, Brussels and New
York) entering into a cross representation deal with The Sweet Shop, Marshall was
mentioned as being on the latter company’s roster. According to Notorious 24:7,
Marshall is not part of that Czar/Sweet Shop arrangement in the U.S. territory. At
ﬂ'ess time, the director was prepping for a ca:‘v}paign via Notorious 24:7....Director
arald Zwart has come aboard bicoastal Villains. He has already wrapped a
Villains-produced Scope commercial for Saatchi & Saatchi, New York....

rep report

Q Stu Sternbach has been named head of national sales for Breathe Editing,
New York. He continues to maintain New York-based independent rep firm Pangea,
which has just signed Engine Pictures in D.C. for East Coast representation....
Marshall Gru%p Sound Design and Music, New York, has secured Maureen
Butler of Mo Butler & Associates, Chicago, to handle the Midwest....Global
Production Network (GPN), a Los Angeles-based firm that handles produc-
tion service companies from around the world, has added to that roster by sign-
ing Axis Media-Germany, for exclusive North American representation....DP
David Wagreich is now available exclusively through Lyons Sheldon Prosnit
Agency, Los Angeles....DP Fredrik Callinggard has signed with Innovative
Artists, Santa Monica, for representation in spots, music videos and features....
Production designer John Hammer is now exclusively repped for commercials,
music videos and features through Radiant Artists, Los Angeles....

bulletin

Q March 30-April 2/Wilmington, N.C.: 1 1th Annual Cucalorus Film Festival. www.cucalorus.
org.... CHARLEX
Q March 31-April 3/Madison, Wis.: 7t Annual Wisconsin Film Festival. www.wifilmfest.org. ... 912 715.4400 CHRLX.COM
Q March 31-April 3/Vail, Colo.: 2005 Vail Film Festival. www.vailfilmfestival.org.... CEIOR PROD U S ODECEREDNISIDORE
Q March 31-April 4/Ashland, Ore.: Ashland Independent Film Festival at the Varsity Theatre.
(541) 488-3823; fax: (541) 488-7782; info@ashlandfilm.org; www.ashlandfilm.org.... amx

Q April 1-10/Chicago: 2005 Chicago International Documentary Festival. www.chicagodoc-

festival.org....

Q April 4/Los Angeles: Association of Music Producers (AMP) call for entries deadline
for the 2005 AMP Awards for Excellence in TV Commercial Mixing. Liz Myers, (310)
546-3505; www.ampnow.com....
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