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What Impact Will Affordable H

Tools Have On The Spot Arena?

Technologies With Lower Price Points Gain Momentum At
NAB Convention, Spur Discussion About Business Models

By Carolyn Giardina

LAS VEGAS—Attendees at this year’s National Association
of Broadcasters (NAB) Convention in Las Vegas witnessed
the introduction of new technologies that—if accepted in the
commercial space—bear price tags that could radically change
the business models as we know it.

The ultra-high end remains an important market segment,
but at NAB, attendees also saw the emergence of a new low
cost “other” end. Examples of where such tools could take the
industry include the recently released film Dust fo Glory, which
follows the Baja 1000 road race. Shot using over 50 cameras in
a variety of formats—including HDCAM, DV and film—the
feature was posted with an all Adobe PC-based workflow that
allowed the filmmakers to mix media, add titles, effects and
color correct within an environment that centered on Adobe’s
Premiere Pro and After Effects on a BOXX HD RT workstation.

In another example, Grass Valley-based AJA Video announced
that indie film Chasing Ghosts, set to make its theatrical debut
this fall, was finished on an Apple PowerMac G5with AJA’s
Kona 2 card, running Apple’s Final Cut Pro and HD and Shake,
and was color corrected using San Diego-based Silicon Color’s
Final Touch color correction software.

Obviously, the capabilities in these new desktop systems
vary, but the question lingers—will these low-cost tools find
their way into advertising production? Would the landscape of
companies change? And what would be the overall impact on
the cost of producing a :30?

More and more, it is becoming about selecting the right
tool for the right job, there is no one-size-fits-all scenario—and
with shrinking margins, buyers are looking seriously at price.

Color correction is one of the areas that looks poised
for an overhaul, as software based systems are emerging to

>Continued on page 4

Rainier Beer Brews ADC Hybrid Winner

By Kristin Wilcha

NEW YORK—While the winners won’t
be formally honored until a June 2 gala in
New York, The Art Directors Club (ADC)
unveiled the mix of work that scored
kudos at its 84t annual competition. The
new ADC Awards wrinkle is a hybrid
category, which recognizes content
that communicates across a variety of

platforms. The inaugural Gold Cube
hybrid winner is a Rainier Beer campaign
out of Cole & Weber/Red Cell, Seattle.
The package included elements such
as a cable access show, TV spots and
Web executions that exhorted consumers
to “Remember Rainier Beer.” A Silver
Cube in the hybrid category was awarded
to the American Legacy Foundation’s

“Truth” anti smoking campaign out of
Arnold Worldwide, Boston, and Crispin
Porter + Bogusky, Miami.

Meanwhile, in the traditional spot
sector, a pair of Gold Cubes—one
for campaign, the other for single
commercial—was awarded to a trio of
Soken DVD spots out of Euro RSCG
Flagship, Bangkok. “Kill Bill Kill Bill,”

>Continued on page 6

Rabinowitz
Hired To Make
Music At Grey

By Kristin Wilcha

NEW YORK-—Josh Rabinowitz has
joined Grey Worldwide, New York, as
senior VP/director of music production.
Rabinowitz was most recently VP/
executive music producer at Young &
Rubicam (Y&R), New York, and prior
to that, executive producer at bicoastal
music house tomandandy.

Rabinowitz will head a five-person
music department at Grey. “The main
reason [for joining Grey] is Nancy
Axthelm,” related Rabinowitz, referring

>Continued on page 3

TiVo Gets Ad
Friendlier Via
New Services

By Robert Goldrich
ALVISO, Calif—The ad-friendly
strategy unveiled late last year by TiVo
(SHOOT, 11/26/04, p. 1) is now starting
to be implemented and built upon. Back
in March, the Aliviso-headquartered TiVo
released the first in a series of advertising
features—fast-forward ~ “tagging”—to
a random, relatively small number of
subscribers.

Via tagging, when viewers fast-
forward past an ad, an embedded graphic

>Continued on page 6
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Spot.com.mentary

Event Planning

t’s definitely a panel discussion
we’d like to see develop in time
for next year’s Association of Film
CommissionersInternational (AFCI)
Locations Trade Show. In our coverage of
the 2005 Show last month (SHOOT, 4/22,
p. 1), there was a session—sponsored
in part by the AFCI prior to the start of
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Locations—designed
to address how to
best take advantage
of filming incentives.

That discussion
focused primarily on
benefits available

to features and TV
programs, which is understandable given
what’s typically been the nature of anti-
runaway legislation.

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

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

SHOOT has recently reported
on filming incentive prospects for
commercials in California (SHOOT,
3/11, p. 1) and New York (SHOOT,
4/8, p. 1). The latter proposal has taken
the form of bills in the New York
State Senate and Assembly (SHOOT,
4/22, p. 1). No measure has yet been
introduced in California but word is
that the administration of Gov. Arnold
Schwarzenegger (R-CA) intends to push
a major anti-runaway bill that will cover
features, TV and spots.

While there are still significant
hurdles to be cleared in order for these
incentives to become reality in California
and New York, clearly there’s been
substantive high-powered support for

lensing-related reform that is inclusive of
commercials. Furthermore, Illinois is in
the second year of its 25 percent wage
tax credit initiative, which encompasses
theatrical motion pictures, TV shows,
spots and branded content. And slated
to firmly take hold on July 1 is Los
Angeles City business tax reform, which
will benefit small and medium-sized
production  houses—both  California-
based and from out of state—that film
in Los Angeles. Many of these shops
are primarily involved in spotmaking
(SHOOT, 11/26/04, p. 1).

At the same time, operating
somewhat under the industry radar are
anti-runaway measures in states outside
the so-called major markets. Several
of these surfaced as SHOOT made its
rounds through film commission booths
at the AFCI Locations event, including
Georgia and South Carolina. There’s also
a possible pending initiative in Hawaii.

By Robert Goldrich

In total, there are about a dozen states
considering or about to institute filming
incentives for which commercials could
qualify.

Additionally, the proposed New
York State tax credit for commercials is
generally regarded as precedent setting
for the advertising industry. While there
have been feature/TV tax credits and other
broad-based anti-runaway programs that
have included spots, the New York State
initiative is believed to be the first major
standalone measure specifically designed
for and exclusively targeting commercial
production.

So we’ll keep tabs on the April
06 calendar with our fingers crossed
about that year’s Locations Trade Show
schedule. Hopefully the session Kaufman
envisions will come to fruition, spurred
on by the creation of relevant, more
easily accessible filming incentives for
the spotmaking community.

Addition By Division

Meanwhile, in other music-related news.....

Leading off our Musical Chairs rundown are a pair of new
divisions—one at Yessian, the other at Ten Music.....

Music house Yessian—with operations in New York, Detroit
and Royal Oak, Mich., and Los Angeles—has launched Dragon
Licks, a licensing division. The new venture will be housed on
the Royal Oak premises, licensing songs for commercial, film
and TV use from a roster that includes emerging and established
musical artists from around the world. Yessian VP/director of
operations Michael Yessian and executive producer Brian Yessian
will oversee Dragon Licks....

Broadening its reach beyond helping to get music from indie
labels into broadcast spots, Santa Monica-based Ten Music has
formed an extended branding division for non-traditional media.
Already Crispin Porter +Bogusky, Miami, has tapped into Ten
Extended Branding to find licensable music for 15 microsites
designed to brand the most popular flight paths on Virgin Atlantic
Airways. Ten executive producer Rachel Dunn teamed with
Crispin Porter + Bogusky creative director Darren Himebrook
and agency producer Bill Meadows on the Virgin project. Sarah
Gavigan is owner/creative director at the overall Ten.....

Jeff Koz, creative director of Hum, Santa Monica, announced
the release of an album—co-produced by his brother Dave Koz—
that is the follow up to their Grammy-nominated CD, “A Father’s
Lullaby.” The just released “A Father’s Love” contains 13 tracks
that explore the special bond between father and child, through
the creative vision of varied artists. The artists’ performances are
dedicated to their kids. A portion of the proceeds will be donated
to the National Fatherhood Initiative (fatherhood.org), an
organization dedicated to promoting involved, responsible and
committed fathering. The release is available at www.amazon.
com.
Megatrax Production Music, a North Hollywood-based
suplier of original production music for film, broadcast advertising
and multimedia, has entered into a relationship with radio
broadcaster Shadoe Stevens and his syndicated radio program
“Top of the World,” which is produced by Radio Central of Spain.
Megatrax is making “Top of the World” available for licensing
in North and South America. The move represents Megatrax'’s
first foray into the sales and distribution of syndicated radio
programming....
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Grey Hires Josh Rabinowitz As Sr. VP/Director Of Music Production

Continued from page |

to Grey’s executive VP/director of
production. “When I met her, I was
trying to find the next phase in my career.
Working at Y&R was an excellent
experience, but it was time to step into
something new. Grey is a huge agency,
it’s a very successful agency, ... and there

Josh Rabinowitz

are so many opportunities to do so many
different kinds of things.”

Axthelm noted that bringing
Rabinowitz aboard helps solidify the
shop’s commitment to music, explaining
that she has “a great architecture for our
music department—good, talented and
knowledgeable people. I think this...just

steps it up a notch, with his addition.”
Grey was recently acquired by the
WPP Group, parent company to such
agencies as Y&R, Berlin Cameron/Red
Cell, New York, and Cole & Weber/Red
Cell Seattle, and has of late been gaining
notice for its creative offerings. “We’re
at the perfect crossroads,” explained
Axthelm. “Our creative product is really
getting noticed in the business and by the
consumer. And I have such an absolute
devotion and respect for the musical
element, and I think that Josh will help us
bring a musical component to all of our
ideas—and that means everything; all
the new technologies, all the new media.
Music is such a key way to communicate
with our consumers.
“He just brings the whole package—
he brings a sensibility that is from a
truly creative point of view,” continued
Axthelm, “and I think Tim Mellors
[president/chief creative officer of Grey
Worldwide North America] feels the same
way. So we decided...as Grey is moving
on into a whole new fresh future, that Josh
is the perfect person to help us do it.”
Rabinowitz will continue to take an
active role in producing. “I would love
to work on as many jobs as possible, and
produce, and work with Tim Mellors as
much as possible,” he said. “I’d love to be
an asset to him in anyway possible, and
to anyone here. I’'m not adding something
that the music department is lacking, but
I think I can infuse and enhance things. I
really feel like this music department is
solid.”
Inadditiontoworkingwithtraditional
commercial music shops, while at Y&R,
Rabinowitz produced tracks for clients
such as Sony and Dr Pepper. For each,
he worked on original compositions
with artists such as Alana Davis, Los
Lonely Boys, LL Cool J, and Thalia.
He plans to continue exploring ways in
which recording artists can contribute to
advertising. “I’m certainly excited about

the opportunities advertising is offering
for musical people,” he explained. “The
more [ talk to people in the music industry,
the more and more I'm convinced how
crucial it is for them to get their songs
and artists into ads. For me, it would be
exceptional to try to get an artist who’s
never done an ad before, and do it with
them, in a really meaningful, musical
way. Obviously, my other hope, which
I’ve said before, is to break a song from
an ad, and make it the number one song

on the Billboard charts. I think it’s going
to happen—it’s certainly happened in the
U.K., and other parts of the world.”
“Between the new people and the
people we have in place, there’s a very
exciting,new dynamictomusic [atGrey],”
related Axthelm. “I’m very anxious to
bring this new dynamic of music from
every point of communication with our
consumer. ... You have to be making an
important musical statement now. It’s a
component you really must have.”

Agency Update

By Kristin Wilcha

New Faces

Dan Morales is joining the New York office of Taxi as creative
director. He comes over from CIliff Freeman and Partners,
New York....Ogilvy & Mather, New York, has restructured its
creative department into nine groups, headed by teams of group
creative directors who will report to co-chief creative officers
David Apicella and Chris Wall. The new group creative direc-
tor teams are: Chris Mitton and Terry Finely; Josh Tavlin and
Joe Johnson; John Liegy and Mark Bernath; Andy Berndt
and Jeff Curry; Tom Bagot and Marc Klein; Greg Ketchum
and Tom Godici; and Mike Wilson and Fred Lind. Jonathan
Issacs, group creative head, will partner with Ogilvy Healthworld
to oversee healthcare and pharmaceutical work. The ninth team
will be appointed at a later date....Mark Tutssel, deputy chief
creative officer of Leo Burnett USA, Chicago, will serve as the
honorary chairman of the 2006 International Andy Awards....
Alan Braunstein has joined Carrafiello Diehl & Associates,
Irvington, N.J., as executive VP/creative director. He has been
senior VP/group creative director at Grey Worldwide, New
York....Agencies NYCA and Di Zinno Thompson, both located
in San Diego, will merge, consolidating staff and accounts under
the NYCA banner....

Account Movement

Arnold Worldwide, Boston, has won ad duties on the $250
million Radio Shack account....AMV BBDO, London, will keep ad
duties for the Sainsbury chain of supermarkets....Modernista!,
Boston, will create a branding campaign for the Animal Planet
channel....

~ SHOOTInfo 3 Full Screen View / Exit ~ Print Hardcopy =~ Next Page >>


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

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

Affordable Tools Could Trigger Reassessment Of Business Models

Continued from page |

compete with traditional hardware-
based da Vinci and Pandora systems.
One is aforementioned Silicon Color,
which offers its Final Touch HD editing
software for desktop computers and lists
for around $5,000.

Others are trying to combine the
flexibility of software with the power
expected in today’s hardware systems.
One that turned the heads of spot makers
in Las Vegas was U.K.-based Filmlight,
which previewed its Baselight color
correction system’s next version 2.2
software, which includes support (in
Baselight 4 and 8 configurations) for
its innovative new ‘“Blackboard”—an
optional, large control surface—designed
with input from colorists. The prototype
shown at NAB looked like it will be
highly familiar and comfortable for
colorists who are used to working on a
da Vinci or Pandora—and to clients who
supervisor commercial sessions.

“It’s clear that Blackboard has been
developed with input from colorists;
it has the flexibility that a lot of people
feel is missing when they move from
hardware system to software graders,”
said beta tester Adam Glasman, a lead
colorist at Framestore CFC’s London
facility. “A pen and tablet doesn’t always
give you as much fine control as you’d
like, or allow you to work the way you
are most efficient. With Blackboard,
I can get to the primary and secondary
controls extremely quickly. All of the
control really makes a difference on
intense twelve-hour sessions.” A July
release is planned for Blackboard.

Also at NAB, Filmlight and Avid
announced that they are integrating
Filmlight technology in Avid systems,
enabling users to work in an Avid
nonlinear environment and maintain the

precisely calibrated viewing environment
thatis customary whenusing the Baselight
system. The companies are also exploring
way to use color metadata in Filmlight’s
Truelight color management system and
Avid Nitris, to aid the workflow and
communication between postproduction
talent, directors of photography and
visual effects supervisors.

Communication with the DPs was
a big topic. Miami-based Assimilate
previewed Scratch Zone 1, anew software
that extends the company’s Scratch data
work and mastering environment with
real-time review and playback tools that
could run on a laptop and be used on set
by directors, cinematographers, clients
and supervisors. For instance, one could
apply LUTs (look up tables)—including
those from a post facility that can be
encrypted—to assist a cinematographer
in setting his looks on location. Assimilate
is currently seeking input from DPs, as
well as the post community; the software
is scheduled to ship later this month for
$2,000.

Meanwhile, at the plug-in pavilion,
Hollywood-based Gamma & Density
showed its new 3cP (Cinematographer’s
Color Correction Program) on-set color
correction software system, designed to
bridge the communication gap between
the DP and colorist by logging color
information.

Autodesk Media and Entertainment
(formerly Discreet) showed a technology
demonstration ofa scaled down version of
its Discreet Lustre running ona Macintosh
G4 laptop computer. The goal is to build
a software system that filmmakers can
take on set to begin exploring looks. No
development timetable was announced.

Autodesk’s big news in the area
of color, however, was an agreement to
acquire Colorfront, the Budapest-based
maker of color correction technology
that is the basis of Lustre. The deal is

valued at $15 million, and is expected
to close this spring. Autodesk intends
to more deeply integrate the Colorfront
technology into its products. Meanwhile,
founders Mark and Aron Jaszberenyi
along with the Colorfront development
team in Hungary will all become part of
the Autodesk contingent.

CoralSprings,Fla.-baseddaVincihad
a familiar face in the spot community—
colorist John Dowdell-—demonstrating
its Resolve version 2.0 color correction
software, which is scheduled to ship in
May. Dowdell put the system through its
paces, and discussed integration of the
software in a post facility environment.

At its first press conference since
Stockholm-headquartered Digital Vision
acquired London’s Nucoda, the latter
company announced an emphasis on
developing tools that will help post
houses transition to data workflows—
for feature, TV and commercial work.
Demos included a technology demo of
a developing HD standards converter, as
well as Nucoda Data Dailies, ASC3 ME
film dirt concealment system, and version
2.0 of its Valhall Color Grade System.

Quantel has also been examining the
business model forthe digital intermediate
(DI) process, which has taken Hollywood
by storm and that is finding applications
in the television and commercial markets.
Essentially, the term is used to describe
the process of handling all post including
color correction and mastering in the
digital realm.

Marketing manager Mark Horton
explained that early DI work was
primarily about color correction, but the
process has many other elements—and
those elements are where facilities can
make the most money. “Mastering is the
biggest money maker in DI, and systems
that don’t include mastering capabilities
won’t make as much money [for a post
house],” he reasoned. So Quantel was on

hand demonstrating the full mastering
capabilities of its iQ system, and also
introduced “Pay as you go” a payment
program (SHOOT, 4/29, p. 1) designed
to reduce the risk of transitioning to HD.

CAMERAS

For cinematography, applications
were the centerpiece announcements for
high-end digital cinematography camera
makers, but the biggest news surrounding
new HD camera technology with startling
new price points.

Among them, Secaucus-
headquartered Panasonic unveiled a
prototype of its AG-HVX200 DVCPRO
HD P2 camcorder, which is priced at
$6,000 and is scheduled to ship in the
fall. The multiformat, variable frame rate
camera supports formats including 10801
and 720p. Hollywood-based rental house
Birns and Sawyer has already placed an
order for the camera.

Meanwhile, Park Ridge, N.J.-
headquartered Sony and Wayne, N.J.-
headquartered JVC showed low cost
camcorders that support the new HDV
format.

JVC presented its GY-HD100U
HDV high definition camera recorder
with 24p capture and recording as part
of its ProHD product line-up; the camera
is designed for digital cinematography,
as well as commercial production,
reality, episodic, documentary and news
programs. The suggested list price for
the GY-HD100U including 16:1 Fujinon
Lens is $6,295. Delivery is expected to
begin in July.

Meanwhile, Sony attracted attention
with its now shipping HVR-Z1U
HDV camcorder, priced at $5,000. The
camcorder can record HDV, DVCAM
and DV images at 601, 501, 30, 25 or 24
frames per second, in either SD or HD.

At the high end, Sony used its
annual CineAlta night to show clips from

projects lensed with its F 950 HDCAM
SR camera system, including the
upcoming Star Wars Episode 3: Revenge
of the Sith and the newly released Sin
City. Sony also showed clips from TV
series that are lensed with Sony’s F900
HDCAM system including Arrested
Development.

The company also generated
attention with its the introduction of the
SRW-5500 videotape recorder that offers
multiformat support and is switchable
between HDCAM and the newer
HDCAM SR, which can record 4:4:4
RGB.

“RGB allows us to take advantage
of the HD format; it provides extremely
high resolution, getting twice as much
information as 4:2:2 HD formats,” said
Rick Harding, Sony marketing manager
for storage systems. “It makes a big
difference to the overall quality of the
project, especially if you are doing
compositing and effects.”

Meanwhile,  Paris-headquartered
Thomson’s Grass Valley showed clips
from director Bob Giraldi’s new short
film Honey Trap, which was lensed with
its Viper Filmstream camera, recording
to an HDCAM SR deck, and posted in
HD (SHOOT, 4/15, p. 1).

In its booth, Grass Valley unveiled
its 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.

Viper and Venom were exhibited
in an area of the Grass Valley booth
dedicated to digital filmmaking, which
also included a workflow demo using its
Spirit 4k (which is now also available as a

Continued on next page
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Autodesk Media and Entertainment Makes A Not-So-Discreet NAB Debut

By Carolyn Giardina

LAS VEGAS — On the Sunday
afternoon before the start of NAB, |
attended the first press conference of
the artist-friendly company formerly
known as Discreet, which as many
of you know was recently renamed
Autodesk Media and Entertainment
to more closely align itself with its
San Rafael, Calif.-based, publicly
traded parent company Autodesk.
This move had left many questioning
why the company would abandon
the well-regarded and recognized
Discreet brand.

At NAB, we saw a bit of both
entities—and observed two different
company cultures learning to co-
exist.

The press conference was at
Pure, a new night club at Caesars
Palace. Upon arrival 1 was greeted
by some familiar faces, escorted
into the ultra-cool club with mood
lighting and white couches. I was
offered a drink.

It felt like a Discreet event.

More familiar faces stepped up
to give presentations; they announced
the acquisition of Colorfront (see main
story), debuted Toxik (SHOOT, 4/1,
p. 1) and showed some commercials.
Asylum senior compositor Phil
Brennan was on hand to talk about
the Toxik beta program.

It still felt like a Discreet event.

But then something jarring
occurred.  During  the  press
conference, Autodesk COO Carl Bass
stepped up to speak to the audience.
I would assume that there were some
financial journalists in attendance;
Bass announced the company’s age,
annual revenues, and number of
employees worldwide.

Then he went on to describe the
businesses the company supports,
such as how its CAD technology is
used to build buildings and sewer
systems.

Sewers? Discreet? Could this be
a toxik mix?

Then, addressing the new name,
Bass explained that “merging is just
one indicator of our commitment
to media and entertainment.” He
dismissed questions about the new
moniker, saying that the company

offers great product, and as long as
that was the case then the name and
“what goes on inside a company is
not relevant [to customers’ buying
decisions].”

The press conference concluded,
and the duality of the event left a
fair number of journalists scratching
their heads as we moved to our next
media event. Back at Caesars, I hear
that a similar Autodesk corporate
message was presented at the
company’s annual user group—and

that event started to lose its audience
of artists.

But I also heard that the
company diffused the situation
by poking fun at its corporate

image with a compositing demo
that included Bass and The Three
Stooges, demonstrating that it is
still a fun company. By the time the
customer reception got going, it felt
like Discreet again.

The following morning, the
exhibition opened. The company’s

booth this year was one of its best,
and as usual, it was packed. In the
final hour of the show, the company
announced that it closed $7.1 million
inbusiness at NAB. And the infamous
final demo of NAB, which included
viewing candid pictures and poking
fun at staffers, went uninterrupted.
And so the company bearing the
Autodesk Media and Entertainment
brand finished its NAB in a discreet
fashion. Just don’t expect them to
hand out rolling paper at Siggraph.

New HD Technologies Make Mark At NAB Convention

Continued from previous page

Spirit 2k) and Specter. (Just prior to
the start of NAB, New York-based
Nice Shoes purchased its second
Specter; the first is used for its
unique nonlinear color correction
workflow for commercials.)

Munich-based Arri announced
that the Venom Flashpak also
worked with its new D-20 digital
cinematography camera, which is
now available for rental in London
an has been used on several U.K.
commercials.

FINAL NOTES

e Mountain View, Calif.-based
SGI showed its Prizm platform
driving one of the new Sony SXRD
4k projectors, and presented Prizm
as an open platform for software
development. Autodesk Media and
Entertainment, which is currently
seeking a new platform for Discreet
Inferno and Discreet Fire systems,
announced that it is evaluating
Prizm for this need.

* Autodesk announced an
agreement through which it will
be a distributor for Montreal-
based Maximum Throughput’s
Sledgehammer network attached
storage systems.

* Los Altos Hill, Calif.-based
Zaxel Systems, introduced ZLC
(Zaxel Lossless Compression)
2.3, a patented, mathematically
lossless video codec available for
professional server product line.

The aim 1s enhanced
productivity and cost performance,
with savings in time, bandwidth and
storage capacity. “Storage is a very
expensive part of postproduction,
particularly as it moves to higher
resolutions, the data size becomes
larger and work becomes slower,”
explained Dr. Norihasa Suzuki,
president/CEO of Zaxel “[With
ZLC] storage can be reduced...
and we do lossless compression; so
without comprising quality, they
can work faster.”

* Agoura Hills, Calif.-
based Ciprico announced plans to

introduce MediaVault 4105 and
4210, which would combine 4Gb
Fibre Channel technology with the
entry-level ATA disk-drives of the
MediaVault product family. The
company said the goal is to enable
uncompressed HD and 4K for the
desktop.

e Rochester,N.Y-
headquartered Kodak announced
that its Digital Ice technology—
which automatically detects and
eliminates dust, scratches and
other defects on the surface of
negative film while it is being
converted to digital picture files for
postproduction—isbeingintegrated
into Tokyo-based Imagica’s new
Imager HSX high speed scanner
and Munich-headquartered ARRI’s
4k Arriscan.

e Back in March, Avid
announced an agreement to
purchase Mountain View, Calif.-
based Pinnacle Systems, but with
the deal not yet closed, the two
companies remained competitors
at NAB. There, Pinnacle’s demos

included the new version 6.1 of its
Liquid nonlinear editing system,
which includes multi-stream native
HD editing, format independent
real time effects, integrated DVD
authoring and a redesigned user
interface.

e Somerville, Mass.-based 1
Beyond Inc., introduced Pro HD
Flex, a customizable uncompressed
HD editing/composting line that
starts at $14,995 with 1TB of
storage.

* Berkshire, UK-based Pro-
Bel expanded its Procion workflow
management system for post
houses. That includes the ability
to access all of the core system
functionality through a standard
web  browser, thus providing
platform independence by allowing
access from Apple, Unix and other
non-PC platforms.

+ St. Louis-based software
developer Wondertouch announced
that it would release a Particle
[llusion plug-in for Adobe After
Effects in late June.
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Rainier Beer, Soken DVD, Adidas Top ADC Awards

Continued from page |

“Titititanic” and “X...X...X” won for
campaign, while “Kill Bill Kill Bill”
was honored singly. “Titititanic” was
honored singly with a Silver Cube.
Suthon Petchsuwan of Matching
Studio, Bangkok, directed the ads.
(Petchsuwan recently signed with
Thomas Winter Cooke, Santa Monica,
for U.S. representation.)

A three-spot adidas package
comprising the ads “Nadia,” “Jesse”
and “Haile,” out of TBWA/180,
Amsterdam, which promoted the 2004
Summer Olympic Games, won a Silver
Cube. Lance Acord of Park Pictures,
New York, directed the spots.

The Vim Bleach spot “Prisoner”
out of Zig, Toronto, scored a Gold

Cube; The Perlorian Brothers of
Reginald Pike, Toronto, directed the
spot. (The helming team is represented
stateside via Biscuit Filmworks, Los
Angeles.)

The adidas spots “Carry,”
“Unstoppable” and “Improvisation,”
out of the San Francisco office of
TBWA/Chiat/Day, were honored with
a Gold Cube in the crafts/special effects
category. Artisans at Digital Domain,
Venice, Calif.,, created effects for
“Unstoppable” and “Improvisation”
while the effects on “Carry” were
created by a team at Method, Santa
Monica.

SILVER CUBES
“Russian Family,” part of the

TiVo Becomes A Viable Spot Roost

Continued from page |

pops up on screen to notify them of
the commercial. If the pop-up tag is of
interest to a prospective consumer, he or
she can request to see more and to access
additional information.

Tagging is among a series of
planned features that could potentially
generate information for advertisers,
helping them to gauge consumer interest.
This interactivity is a prime component
in TiVo’s recently struck distribution deal
with Comcast. Per that agreement, TiVo
service will be made widely available to
Comcast customers in most of the cable
company’s U.S. markets. Additionally,
TiVo and Comcast plan to team on the
development of a version of the TiVo
service for Comcast’s existing digital
recording platform. TiVo intends to devise
software that will be incorporated into
Comcast’s current primary platform.

The relationship between Comcast
and TiVo figures to yield other attractive

ad-related options. For example, as the
two companies mesh their capabilities,
a greater number of consumers will be
able to find, view and store spots for
products and services in which they
have an interest. These selected ads will
help empower prospective consumers to
seek out additional information as they
formulate buying decisions. Furthermore
customers could potentially purchase
these goods and services through
electronic transactions.

TV viewers may also start to find
that commercials of relevance to them
are becoming more readily available.
As earlier reported (SHOOT, 4/22, p.
1), Comcast maintains a partnership
with Visible World, a New York-based
addressable ad technology company.
Visible World’saddressabletechnology—
delivering customized spots to targeted
neighborhoods—can currently reach
26 of the markets, encompassing 25
million-plus households, in the Comcast
network.

long-running “Got Milk?” campaign
out of Goodby, Silverstein & Partners
(GS&P), San Francisco, won a
Silver Cube; Noam Murro of Biscuit
Filmworks, Los Angeles, directed the
spot.

Hewlett-Packard’s “Francois,” out
of GS&P, directed by Francois Vogel of
Paranoid Projects: Tool, was awarded a
Silver Cube in the crafts/special effects
category; effects were created by Zoic
Studios, Los Angeles. Also scoring a
Silver Cube in the category was the
Citroen spot “Carbot,” out of Euro
RSCG, London, and directed by Neill
Blomkamp of Spy Films, Toronto.

Effects were created by The Embassy
Visual Effects, Vancouver, B.C.
“Laila,” “Long Run” and “Stacy”
for adidas out of TBWA/180 and
directed by Park Pictures’ Acord,
scored a campaign silver Cube. “Laila”
was additionally honored in the
craft/special effects category. Digital
Domain created effects for the spot.
United Airlines’ “Interview,” out
of Fallon, Minneapolis, won a Silver
Cube in the crafts/animation category.
Wendy Tilby and Amanda Forbis of
Acme Filmworks, Hollywood, were
the animation directors on the spot.

Q MAY 5, 2000/The Screen Actors Guild (SAG) and the American

&

Federation of Television and Radio Artists (AFTRA) launched
their strike against the ad industry this week, staging rallies and form-
ing picket lines in L.A., New York, Chicago and San Francisco....Director
Floria Sigismondi has signed with Believe Media, the bicoastal shop
launched earlier this year by executive producers Luke Thornton and
Liz Silver....Bicoastal/international Propaganda Films has finalized
a deal to represent European director Sebastien Grousset for spots,
music videos, television and feature projects in the U.S. and U.K....Comedy
director Martin Granger has signed with Los Angeles-headquartered
A Band Apart Commercials for exclusive representation in the U.S....
Director Randy Spear has signed for spot representation with Dublin
Productions, the Hollywood-based company headed by principal/direc-
tor Rick Dublin and executive producer Jonathan Miller....

O MAY 5, 1995/London-based director Mehdi Norowzian has signhed
with bicoastal Chelsea Pictures for U.S. representation....Music video
director Wayne Isham has joined bicoastal Industrial Artists for exclusive
representationin commercials, videos and interactive projects....Parallax,
the postproduction mixing and sound design arm of Betelgeuse
Productions, New York, has unveiled its new 400-square-foot record-
ing studio....Tom Leeser, most recently with visual effects/computer
graphics producer at CIS Hollywood, Los Angeles, has joined Rhythm &
Hues, Los Angeles, as visual effects supervisor....Rich Jack, who most
recently served as director of editorial services at Editel, New York, has
joined post house Big Sky Editorial, New York....Director/cameraman
Ed Buffman and producer Alice Haynsworth have teamed to open a
production company, 2 Rivers Productions, Haverford, Pa....

Brian Mitchell Makes

Spontaneous Move
NEW YORK-—Brian Mitchell has left
his VP/executive producer position at
BBDO New York to become managing
director of New York-based design/
animation/effects shop Spontaneous.
He succeeds Maribeth Phillips who has
resigned to pursue other opportunities.
Mitchell had been with BBDO since
1996, working on television ads for such
clients as Pepsi, Pizza Hut, Gillette and
Visa. His career spans different sectors
of the business. For example, he has held
such posts as head of national sales at
productionhouseN. Lee Lacy/Associates,
senior VP/head of production at Ogilvy
& Mather, Los Angeles, and senior VP/
managing director of The Image Bank.

New Ingredient In
Juice Mix: Bob

Gremore

WEST LOS ANGELES—Audio post
mixer Bob Gremore, formerly of Mike
Recording Services, West Los Angeles,
has joined Juice, Santa Monica. At Juice,
Gremore reunites with mixer Brian
Magill; the two worked together years
back at L.A. Studios (now Margarita
Mix, Hollywood).

Gremore earned the Association
of Music Producers (AMP) Mixer of
the Year honor in 2004 while at Mike
Recording Services. He has mixed spots
regularly for Lexus out of Team One,
El Segundo, Calif. His other credits
include commercials for such clients
as Volvo, Toyota, Ford, Altoids and
the Discovery Channel. Founded by
recording business vet and company
owner Alex Alba, Juice first established
itself as a recording and mixing venue for
radio. The shop—which maintains four
mixing bays—has since diversified into
television advertising. Juice is also active
in the gaming sector, recently recording
voiceovers for Rockstar Games’ Grand
Theft Auto—San Andreas.
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Fox Sports Net Throws Director Nicolai Fugisig A Curve Ball oF THE WEEK
Baseball Fans Pass “Signs” In Spot Created By TBWA/Chiat/Day, San Francisco — _ cem

By Christine Champagne

native of Denmark, Nicolai
A Fuglsig knew absolutely nothing

about baseball when he was hired
to direct a new baseball-centric campaign
for Fox Sports Net of out TBWA/Chiat/Day,
San Francisco, that includes this issue’s Top
Spot of the Week, “Signs” (:30).

Given Fuglsig’s lack of knowledge
about the sport, the client was nervous about
the agency’s choice to award the job to the
director, who is represented for spot work
through bicoastal Morton Jankel Zander
(MJZ), according to TBWA creative director/
North America Chuck McBride, who noted
with a laugh, “I pulled my trust card on this
one.”

Certainly, Fuglsig came  highly
recommended. McBride noted that MJZ director
Spike Jonze and MJZ executive producer Vincent
Landay suggested he let the Dane take a swing at the
campaign.

And, ultimately, Fuglsig knocked it out of the park
for TBWA and its client. “Signs” cleverly depicts city-
dwelling baseball fans taking part in a covert operation
in which they spot the sign being flashed from a catcher
on the opposing team to his pitcher, then pass that sign
along through a network of fans until it gets back to the
batter, who therefore knows a curveball is coming and
1s able to adjust his swing accordingly.

ROOKIE PLAYER

While the classic American game was foreign to
Fuglsig, McBride noted that the director immediately
got the gist of what “Signs” was all about. “He
understands sports enough to know that there is code
in sport that can manifest itself it real-life environments
and be pretty interesting to watch,” McBride said.

Fuglsig and DP Max Malkin shot “Signs” in the

Click Poster To View Fox Sports Net's "Signs"

Echo Park section of Los Angeles in one day. “Max is
a great DP for sure, but I don’t know if he was quite
ready for the Danish running and gunning guerilla style
of shooting,” Fuglsig said laughing.

The director literally had his crew dashing from
location to location—filming on 16mm with three
cameras equipped with long lenses, allowing them to
shoot from a distance, giving the spot a covert, spy-
movie look.

Meanwhile, Fuglsig created situations in which the
fans could subtly pass along the sign. “I didn’t want the
people pointing finger signs and being obvious,” Fuglsig
shared. “T wanted it to look like this was something
that could actually happen. So we tried to put the signs
into more subtle situations like the man delivering the
package and giving the sign, and the woman bending
down and tying her shoelaces and giving the sign, and
the painter drawing the sign.”

TEAM SPIRIT

As for the thinking behind “Signs,” McBride said
the aim of the spot is to create a feeling among baseball

fans “that we’re all in this together. Fox Sports Network
is not like a national network where they play one game
for the entire nation. They take regional sports games
and broadcast those games to [the corresponding
region], so in L.A. they show all the Dodgers games.
In San Francisco, they show all the Giants games.”

To reach all of Fox Sports Nets viewers, who are
scattered across various markets, multiple, customized
versions of “Signs”—as well as the two other spots in
the campaign—were shot, featuring the main actor in the
opening and closing scene wearing various team jerseys
and caps. For example, the version of “Signs” you can
view here has the fan wearing Seattle Mariners gear.

McBride noted that while some directors would

have found the additional work daunting and taken a
pass on the campaign, Fuglsig was a good sport about
it. “What I liked about Nicolai was he came in with
this attitude of, What do I have to do to make this thing
work? And right then, I knew it was going to be good
because he was excited, he was enthusiastic, he had a
great eye,” McBride related, “and so as long as we were
going to set the spots up in a similar way in our heads, |
couldn’t really go wrong.”

“Signs” was edited by Adam Pertofsky of Rock
Paper Scissors, Los Angeles, with music composed by
Los Angeles-based Endless Noise’s creative director/
composer Jeff Elmassian.

Incidentally, one can’t accuse Fuglsig of not being
a team player. According to the director, he didn’t make
any money from directing the low-budget Fox Sports
Net campaign because he funneled his earnings into the
spot, spending it on additional cameras.

For Fuglsig, the monetary sacrifice was worth it.
“This could be an entry for me into the scene of subtle
comedy. My reel is very dark and quirky, you know,
but I can do other stuff,” Fuglsig said, noting, “I loved
the observational subtleties of the comedy [in “Signs”
and this campaign in general], and this was a great
opportunity not to do a gag but to something funny that
feels real.”

Client
Fox Sports Net

Agency
TBWA/Chiat/Day, San Francisco.

Chuck McBride, creative director/
North America; Lee Clow, executive
creative director; John Patroulis,
associate creative director/copywrit-
er; Joe Rose and Crockett Jeffers,
copywriters; Brandon Mugar, art
director; Jennifer Golub, executive
producer; Joe Calabrese, producer.
Production Company
Morton Jankel Zander (MJZ), bicoastal.
Nicolai Fuglsig, director; Max Malkin, DP;
Lisa Rich and David Zander, executive
producers; Brian Latt, producer. Shot on
location in Los Angeles.
Editorial
Rock Paper Scissors, Los Angeles.

Adam Pertofsky, editor; Charlie Lee,
assistant editor; Kelly Zamarin,
producer.

Post/Visual Effects

The Syndicate, Los Angeles.

Kenny Solomon, executive producer;
Leslie Sorrentino, managing partner;
Richard Mann, visual effects producer;
Greg Sauers and MB Emigh, Flame
artists; Beau Leon, colorist.

Music / Sound Design
Endless Noise, Los Angeles.

Jeff EImassian, creative director/
composer; Scott Friedman, sound
design; Shari Christensen, executive
producer; Roxanne Morganstern,
producer.

Audio
One Union Recording Studios, San Francisco.

Andy Greenberg, mixer.

Principal Cast

Oren Skoog, Jon Cellini, William
Sim, Raf Mauro, Lydia Green-Levin,
Matthew Frauman, Monika Zsibrija,

Robert Elliot and Brian Groh.
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Dir. Chel White Takes A Lap ‘round The Writer’s Block

Images Reflect A Life-And-Death Word Struggle—But Savvy Help Is On The Way

By Robert Goldrich

riter’s block was never
funnier—yet at the same
time serious enough for

any aspiring or even established author
to relate to deeply. A collage of images
created, produced and directed by Chel
White—who’s a partner in hybrid
animation laboratory/live action studio
Bent Image Lab, Portland, Ore.—takes
us into the mind and heart of a writer
who’s struggling mightily with his
work.

The spot’s theme is spelled out
from the outset, “How to write a story.”
But instead of a how-to, the ad takes on
more of a darkly humored “why me?”
theme. A would-be author’s voiceover
takes us through his process, sharing that
he first breaks out in a cold sweat. The
rapid-fire succession of images from his
subconscious begins, starting with what
dozens of floating eyes, pencils and blank

pads of paper. Next, we’re subjected to
a TV set with different fare rotating on
screen. Our auteur says that in desperation
he sees “if there’s anything on television
I can steal. Of course there never is.”

He confesses, “Then in a panic, I eat
a box of cookies,” at which point, we see
cookies disappearing from their package
perched on a kitchen table.

Next he seeks some form of
inspiration, reading a few words from
Ernest Hemingway’s “Old Man and the
Sea.” Words from the book appear in a
fragmented collage. Multiple pairs of lips
mouth an excerpt from Hemingway’s
work.

From all this, our tormented writer
produces work that he describes as
“trash.” Images of typewriter keys, lit
cigarettes, and crumpled sheets of paper
rolled into little balls fill the screen. We
then see him dump his manuscript into a
pit located in his backyard.

From there we’re in a speeding

car, from the driver’s perspective. The
writer continues, “Then as I'm driving
my car toward a cliff to kill myself, a
great idea usually pops into my head at
that moment—and [ have to stop and
write it on my leg.” The car comes to
a sudden halt. Light bulbs illuminate at
the mention of his having a bright idea.
Then we see dozens of pens and then
a succession of legs—each suitable for
writing notes on.

A supered  message— “‘Meet
The Storytellers, April 19-24”—then
provides some context for this stream-
of-consciousness journey, offering a
venue for help: Oregon’s literary arts
festival Wordstock, in which leading
authors (Norman Mailer, John Irving,
Susan Orlean, et al) are guest speakers.
Names of assorted notable writers
flash before us on screen. An end tag
simply reads, “Wordstock 2005,”

accompanied by a Web site address
(www.wordstockfestival.com).

This darkly humored :60 (with a
:30 version) was created by FourStories
Agency, Portland, to promote the then
upcoming arts fest. Titled “How to Write
a Story,” the spot, said director White,
“was one of those unique projects where
we had total creative freedom. We took
agency copywriter Scott Poole’s poem,
edited it, and on a very small budget
created a digital collage that looks like
paper and feels like free-form jazz.

“Using a digital still camera with
a motor drive, we shot an actor moving
in slow motion, took those images and
added some we found in magazines
and other sources. It took about three
weeks to compile, but the end result is
a flow of subconscious and archetypal
images that relate to the script.” White
combined traditional collage animation
and computer animation.

White served as director, executive
producer, co-producer and production
designer. Randall Wakerlin was the other

Click Poster To View
"How To Write A Story"

co-producer. The DP was Mark FEifert.

In addition to Poole, the members
of the FourStories team were creative
director/producer Austin Howe and art
director Fredrik Averin.

Bent Image Lab’s Steven Miller
was offline and online editor. In the latter
capacity, he tapped into the Downstream
Digital facility in Portland. Audio mixer/
sound designer was Lance Limbocker of
Downstream Digital.

The visual effects ensemble at Bent
Image Lab included composite artists
Wakerlin, Steve Balzer and Orland Nutt,

and Photoshop artist C.J. Beamana

3

‘“No Brakes”’

2

By Robert Goldrich

¢C he thrill of victory. The agony of defeat.” That catchphrase
made famous on ABC's Wide World of Sports comes to mind in

this :30 for Blue Cross/Blue Shield of Wyoming, out of Denver

agency Cactus.

We open on a sports cyclist, played by Ken Toman, going all out on a
solo training ride along a picturesque, winding mountain road. As he gets to
the top of a challenging incline, he raises his arms triumphantly.

He then coasts for a moment, giving us a respite from what plays like

a high-intensity sports drink commercial. Our biker then resumes his run,
pumping the pedals hard. But the seemingly unstoppable cyclist hits more than
a bump in the road, immediately causing the spot’s mood to take a poignant,

unexpected detour. His all-out ride comes to an abrupt end as the bike’s hand-brake mechanism
disintegrates before our eyes. The bicycle crashes into a tree—though we don’t witness the actual
impact. Instead, from a distance, we see some birds fly off in reaction to the coming together of bike

Click Poster To View "Brakes"

and tree. A supered message simply reads, “Health is Unpredictable. Be Covered. Be Sure.”
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This is followed by the Blue Cross/Blue Shield of Wyoming logo as
an end tag. “No Brakes” was directed by Harry Cocciolo of bicoastal Tool
of North America. Jennifer Siegel executive produced for Tool, with Kati
Haberstock serving as producer. The DP was Jimmy Whitaker.

Cactus’ creative team consisted of creative director Norm Shearer, art
director Brad Harrison, copywriter Brian Watson and producer Lisa Van

Editor was Kevin Zimmerman of The Whitehouse, Santa Monica.
Assistant editor was Page Marsella. Sue Dawson executive produced
for The Whitehouse. (Dawson was recently promoted to director of

postproduction at the company—SHOOT, 4/22, p. 20.) Online editor/visual
effects artist was Nate Robinson of Ntropic, San Francisco. Colorist was
Sparkle of Complete Post, Hollywood. Audio post mixer was Mark Meyuhas

of Limie Studios, Santa Monica.
David Winer and Gus Koven of stimmung, Santa Monica, served as music composer and sound
designer, respectively. Ceinwyn Clark exec produced for stimmung.
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Fallon, Dark Horse Tum Short Sensation The Hire Into Comics For BMW

By Emily Vines
n a new incarnation of The
Hire—Fallon’s famous branded
content endeavor for BMW—the
“Driver” character that Clive
Owen brought to life in eight short
films is now appearing in a series of
comic books. Creative directors David
Carter and Bruce Bildsten at Fallon,
Minneapolis, oversaw the project,
but publisher Dark Horse Comics
(Sin City, Star Wars) took the reigns,
assigning writers and artists to create
the fictitious renderings.

Of the six books being released
this year, the first two, “Scandal”
and “Precious Cargo,” are currently
available at book stores.

“I think that [Dark Horse] is
right for it because they’re certainly
younger ... in comparison to like
Marvel or DC Comics that have been
around forever—they’re kind of more
establishment. Dark Horse has titles
that are a lot edgier and felt like kind
of a hipper, younger publisher,” Carter
related.

In “Scandal” by writer Matt
Wagner and artist Francisco Ruiz
Velasco, a rich hotel
heiress  hires the
“Driver” as part of a
scam to keep a seedy
story about herself
from surfacing
in the tabloids,
Carter explained. In
“Precious  Cargo,”
the “Driver” comes to
the aid of a pregnant
woman who is being
chased by mobsters
in  Detroit. Bruce
Campbell was the
writer and Kilian
Plunkett was the
artist.

This  initiative
was conceived in part
to keep the character
of the “Driver” out
in popular culture
as an extension of
the brand. Carter
added that, “With the
proliferation of comic
book movies and

super hero movies,

Cover “Séandal”

comic books are kind

of in vogue.”

Unlike The Hire short films, the
cars featured in the comics are not
BMWs that you would see on the
road. Fallon had BMW Designworks
collaborate with the artists to create
concept cars for the stories.

EXPANDING IDEAS

Content creation for the client
was in this case much different from
the traditional model. For the comic
books, most of the creative was
developed outside of the agency. After
giving the writers a detailed brief on
the character, the creatives at Fallon
turned much of the story development
over to another entity, although they
and the client oversaw the project
throughout its evolution.

“It’s very different,” Carter said.
“With the films we were very involved
but this is a much different world. 1|
mean [’m not a comic writer....As
long as we got good writers and artists
and as long as they kept the character
cool and made the stories cool, I was
completely fine with it because we all
knew that they would do a good job
with it, if we got the right people on
board.”

The comic book creators did
have some clear guidelines to follow.
They needed to keep the content at
PG-13 level. And, an important note
was that the “Driver” could not carry
a gun. Beyond that, the creatives did
not want the comic book authors to
delve into the character’s past. He is
a mysterious man without a name and
it was important to keep that mystique
alive in these new stories.

“Getting this out [to the comic
world] and making the story lines
entertaining and engaging gets to a

market that absolutely skews probably
younger than the demographic [for
BMW automobiles]. But it’s a market
that is very much on the edge, kind of
setting the standard for what’s cool,
hip and interesting,” Carter said of
why this was the right branding move

for BMW. “I guess they’d kind of be,
in a weird way, early adopters if you
want to use a marketing term, but
these are the people who are on the
edge setting the standard for everyone
else and so the comics are a way to
engage with them.”

Cover “Precious Cargo”
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Production Company / Branded Content Focus

Seeking And Promoting Identity

W+K Teams With Dirs.

Venville, Apted, Foley

And Burgos on Spots For Nike IiD Web Site.

By Emily Vines

A trio of production houses played integral roles in the development
and making of commercials designed to drive traffic to Nike’s Web
site, which enables shoppers to customize their own athletic shoes.
In a sense the project underscores the creative opportunities that can
emerge in the commercial production community when branding
looks to not only put a human face on a client but also to reflect
the individuality of its prospective customers. In this case, Web
interactivity provides the outlet for this individuality via the chance
to fashion one’s own footgear.

To promote www.NikeiD.com, Wieden+Kennedy, Portland,
Ore., enlisted the help of directors Malcolm Venville of bicoastal
Anonymous Content, Michael Apted and Tom Foley of Independent
Media, Santa Monica, Calif., and Marcelo Burgos of Garlic Films,
Madrid.

The directors reported that the assignment afforded them great
creative freedom. “[The agency] had a very simple brief, which was
anything which concerned identity or with people making choices in
their lives ... they had no written scripts basically, they had some
thumbnail ideas so I just expanded those,” Venville shared.

He has five :15 spots going to air—“Style,” “Visualize,”
“Imagination,” “Orange + Green” and “Originate.” In “Orange +
Green,” the director simply captures a young boy’s freckled face. The
child opens his eyes to reveal beautiful green irises. Then the NikeiD.
com tag appears.

“Orange + Green” was something they couldn’t have written,
the director said. “We just cast some kids and if we found a kid that
we thought was genius, we’d put him in front of the camera and
improvise. So it was the first time I’ve had a chance to do a lot of
pure improvisation.” Equally freeform was “Style,” which features
a young boy dancing to his own groove. At the same time, some of
Venville’s spots did evolve more traditionally with preplanned ideas

and casting for the roles.

“What’s great about this campaign is that it’s kind of taking these
abstract notions, like the notion of joy or freedom, and then putting
them in very particular individual human settings and situations,”
Foley said. He shot two spots for the campaign, “Freedom” and “Joy,”
the latter is still in post.

“Freedom” is a humorous take on the concept. In it, an older
woman is lecturing her aged husband as he tries to eat lunch. We see
him turn off his hearing aid and then the word “freedom” appears. For
Foley the biggest challenge was casting a couple that would appear to
have been together for 50 years.

Apted shot several spots for the campaign including “Perfection,”
“Customize” and “Obsession.” For his commercials, the director cast
real people. In “Perfection,” he showcases a man who seems to be a
perfectionist when it comes to folding his shirts.

“It was fun to do it,” Apted shared. “To do it very simply without
any of the razzmatazz of a commercial in a sense, just to do a pure
observational piece I thought was kind of a bold idea by the agency. I
thought it was a terrific idea.”

Of the spots’ genesis, Apted said that the agency gave him
many concepts and told him to do those that interested him. He and
Independent Media executive producer Susanne Preissler also came
up with several of their own ideas. Apted described the project as
freewheeling and flexible. Of the work, he said, “They’re trying to
intrigue the audience. there is something slightly mysterious about
it.”

Burgos contributed an animated spot for the campaign. In the
black and white “Explore,” a young boy ties a bit of cord around his
neck, converting his head into a balloon. He then continues on his
journey, holding onto his head as it floats above him.

Apted, Foley and Venville’s spots were shot on location in and
around Los Angeles.
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street talk

Trevor Beattie, chairman/chief creative officer at TBWA, London, is leaving the agency, along with Bill
Bungay, deputy creative director, and Andrew McGuinness, the shop’s chief executive. It's expected that
the trio will open their own ad agency. Danny Brooke-Taylor and Tony McTear have been promoted to
co-creative directors at TBWA....Documentary filmmaker Mark Lewis (The Natural History of Chicken)
has signed with Area 51, Santa Monica, for exclusive representation in commercials....Director/cinema-
tographer Reed Smoot, known for his work on large format Imax films, has joined Santa Monica-based
MotivFilms for commercials and Imax projects....Bicoastal Stardust has hired Eileen Doherty as
its West Coast executive producer. She had been working for the company on a freelance basis. Earlier
Doherty was a writer/producer at MTV....Nonlinear editing pioneer Tom Ohanian—an Academy Award
and two-time Emmy Award winner for his inventions of the Avid Media Composer, Film Composer, and
Multicamera systems—has been named senior director of Autodesk Consulting for the media and
entertainment industry (which would include the products in the Autodesk Media and Entertainment
unit, formerly known as Discreet). Prior to joining Autodesk, Ohanian served as VP of product develop-
ment at DMOD, after spending much of his career at Avid. An accomplished editor, designer and inventor,
Ohanian is author of industry textbooks Digital Nonlinear Editing and co-author of Digital Filmmaking....
Lachlan Murdoch, deputy COO of News Corp., will receive the Media Person of the Year Award at this
year's Cannes International Advertising Festival...... Speaking of the Cannes Ad Fest, Team USA has
been named for the ‘05 Young Creatives Competition: Krista Lea Hogg and Justin Lesinski of West
Wayne, Tampa, Fla., and Elena Fridman of Atmosphere BBDO New York. At Cannes, they will compete
against teams from all over the world, having just 24 hours to complete an ad or a Web design assignment
to be assessed by leading industry judges. For additional info about the Young Creatives program, visit the
Canne Web site (www.canneslions.com,)....

rep report

Z Group Films, Venice, Calif., and Chicago, has hired Kelly Jackowski to serve as its director of busi-
ness development. In addition to formulating new business strategy for Z Group, Jackowski will rep the
company in the Midwest....Production house GearHead, Vancouver, B.C., has secured Doug Stieber
& Company, Chicago, to handle representation in the Midwest....Global Production Network (GPN),
Los Angeles, which specializes in repping international production services companies, has added
European Touch Productions (EPT), Prague, to its roster. Per the deal, GPN will make ETP’s spot pro-
duction services in the Czech Republic available to the North American marketplace....The Montana
Artists Agency, Los Angeles, now represents wardrobe stylist Kirston Mann in all areas. Mann serves
as stylist for director Craig Gillespie of bicoastal/international MJZ; that collaboration was evident dur-
ing this year’s Super Bowl telecast for the Ameriquest spots “Taser Scare” and “Cat Killer”.. ...

bulletin

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

Q May 11-22/Cannes, France: The 58 Cannes Film Festival. www.festival-cannes.org..

Q May 12//Los Angeles: 14t annual Music Video Production Association (MVPA) Awards. Orpheum Theater. www.mvpa.
com.

Q May 19/New York: SHOOT’s 3"d Annual New Directors Showcase Event, at the Directors Guild of America
Theater.

Q May 19-June 12/Seattle: Seattle International Film Festival. www.seattlefiim.com....

Q May 21-24/Miami: The 46th Annual Clio Festival, The Ritz Carlton South Beach. www.clioawards.com

Q May 23-25/London: The Design and Art Direction (D&AD) Congress, including the 2005 D&AD Awards
ceremony. www.dandad.org.

Q May 24/New York: Association of Independent Creative Editors (AICE) Awards Show. Pier 60. www.aice.org.

Q June 10-18/Las Vegas: CmeVegas Film Festival 2005. www.cinevegas.com..

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

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

Q June 10-24/Sydney, Auﬂra//a 515t Sydney Film Festival. www. sydneyfilmfestival. org

Q June 14/New York: 14t Annual AICP Show at the Museum of Modern Art. www.aicp.com....
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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
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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,
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>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 ADVERTISE IN...

PICK ISSUE DATES BASED ON THE TIMING THAT MAY 13

YOU WANT YOUR MESSAGE TO HIT. Ad Agency Series: Creative Directors JUNE 24

Directors & DP Series: SHOOT's 3rd Annual New Directors  Ad Agency Series: Producers and Music Producers
SINCE EVERY ISSUE IS READ BY YOUR CLIENTS ghozlvcaﬁ tch: Florida & Caribb Border Watch: Australia & New Zealand

order Watch: Florida & Caribbean . : :

AND PROSPECTIVE CLIENTS --AND -- EVERY Event Distribution:SHOOT's New Directors ATEILB EEmTES e L
ISSUE PROVIDES THE LATEST NEWS, SHOOT Showcase, AICE Awards, Clio Festival Jre.
COLUMNS, AND SCREENWORK CREATIVE SECTION Outlook Series: Mid-year Industry Report Card
(*TOP SPOT", “THE BEST WORK YOU MAY NEVER MAY A . : . Border Watch; Mexico & Costa Rica
SEE" PLUS "IWORK" AND "BRAND STAND") Edltlng/POSt Series: Editors & Colorists Events: SIGGRAPH preview v

Border Watch: New York
Events: AICP preview, Cannes Intl Adv. Festival Preview #1

EVERY ISSUE IS ANOTHER OPPORTUNITY TO
REACH SHOOT'S AUDIENCE OF KEY ADVERTISING  unE 10

AGENCY PRODUCTION & CREATIVE DECISION- Directors & Dp Series: Cinematographers & cameras

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

CONTACT US TODAY TO RESERVE ADVERTISING SPACE

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

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

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