
By Robert Goldrich
WASHINGTON, D.C.–Separate bills 
in the U.S. Senate and House have 
set 2009 as the year for broadcasters 
to switch off their analog signal, 
triggering the full fledged transition 
to digital television. Yet while the 
proposed pieces of legislation concur 
on the year, there are differences in 

other key provisions. Plus, there’s 
the distinct chance that the language 
in the two measures could change 
significantly with feedback and 
further political wrangling.

The ad biz has a more than casual 
interest in the transition to digital 
television given its implications 
for commercial production as well 

as the interactive opportunities that 
could arise as a result.

Last week, by a vote of 19 to 3, 
the Senate Commerce Committee 
approved a bill that would call for 
the transition to take place on April 
7, ‘09. By no coincidence, that’s 
the day after the conclusion of the 
widely watched NCAA basketball 

By Robert Goldrich
LOS ANGELES–During the first of 
what will be weekly policy briefings/
press conferences marking his new 
administration, Mayor Antonio 
Villaraigosa (D-Los Angeles) said he 
would like to waive certain city-imposed 
filming fees. Initially his plan was to 
do away with such fees for lensing in 
downtown City Hall and regional city 
halls in San Pedro, South Los Angeles, 
Van Nuys and West Los Angeles. But 
during the press session, he expanded 
that initiative to encompass all city-
owned properties.

NEW YORK–Robert Fernandez, president of bicoastal/
international Moxie Pictures, and Rich Carter, partner/executive 
producer of Santa Monica-based GARTNER, have been elected 
to the presidencies of the Association of Independent Commercial 
Producers’ (AICP) East and West Coast chapters, respectively. 
Each will serve two-year terms.

While they are in the process of setting their agendas and 
making them known to their chapter boards and members, 
Fernandez and Carter each mentioned the same prime goal to 
SHOOT–namely broadening the base of active members in the 
organization. “I want to reach out and get new people, more 
people, involved in the work of the chapter as well as nationally,” 
related Carter, adding that this applies to both members and 
associate members.

Along these lines, Fernandez observed, “Bringing new blood 

into the association as our business is changing is important. We 
have a lot of folks involved already but there are newer, up-and-
coming companies that need to be included. Our plan is to get 
as many people involved as possible, which is key to the present 
and the future of the organization.”

While Carter has long been involved in the AICP, his 
election to chapter president now earns him for the first time a 
seat on the national executive board. Carter described the West 
Coast as the AICP’s leading chapter and looks for it to continue 
to exert a positive influence both locally and nationally.

Similarly Fernandez wants the East Coast chapter to stake 
its rightful claim. He identified another key chapter priority as 
reaffirming the growing importance of the East Coast market. 
In that so much production is done–and that there are so many 
production houses–on the West Coast, Fernandez noted that 
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THE TOP SPOT OF THE WEEK

By Kristin Wilcha
MARGATE, South Africa—The Virgin 
Atlantic spot “Love Story,” out of Network 
BBDO, Johannesburg, scored the Grand 
Prix at the Loeries, South Africa’s main 
awards show, held in the seaside town 
of Margate on Oct. 16. The ad features a 
guy who is seemingly having a whirlwind 
romance with another man, ultimately 
resulting in marriage. It turns out the guy is 
dreaming; he’s asleep on a plane, his head 
propped on a man, the supposed romantic 
partner, in the next seat. A voiceover 
relates that if you wanted to sleep with 

Robert Fernandez On East Coast, Rich Carter On West Plan To 
Reach Out In Order To Get More People Involved In OrganizationColumns

Click Poster To View Spot >
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L.A. Mayor Seeks 
To Boost Filming

The Loeries Swoon 
For “Love Story”
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In recent weeks, 
Hurricane Katrina 
has been a topic of 

this column as well as 
two recent installments 
of Production View 
(9/23 and 10/21, p. 
4). The latter have 
been diary accounts by Blair Stribley, 
partner/executive producer of Backyard 
Productions, Venice, Calif. (SHOOT, 9/23, 
p. 4), and director Matt Ogens (10/21, p. 4) 
who both chronicled their relief effort trips 
into the Gulf Coast.

Stribley and Backyard jumped on 
the grassroots initiative started by Los 
Angeles visual effects house Zoic Studios. 
They collected assorted goods for Katrina 
victims and then delivered the basic 
necessities to the needy in Louisiana.

Ogens and three other filmmakers spent 
nearly three weeks in Texas, Louisiana and 
Mississippi, documenting the devastation 
and aftermath of Hurricanes Katrina and 

Rita for the Red Cross. Although they 
were constantly shooting footage, the first 
priority for Ogens and his colleagues was 
to offer assistance to hurricane victims.

While Stribley and Ogens went to 
the Gulf Coast, those who remain at home 
can also serve. A case in point is the recent 
benefit held at Crossroads, Los Angeles. 
The event featured a barbecue and a live 
performance from the band Lisa Haley and 
the Zydacts. Raffle tickets were also sold 
for $25 apiece, the grand prize being a trip 
to London (two-round trip business class 
tickets, hotel accommodations for four 
nights, dinner for two at Portobello Road’s 
Electric Brasserie, and two tickets to Billy 
Elliot at London’s Victoria Palace Theater). 
Second prize was a choice of a trip to New 
York (round trip airfare for two, a couple of 
nights at Soho House, a spa package at the 
hotel, and dinner for two at Craft restaurant 
and at Veritas) or Los Angeles (roundtrip 
airfare for two, two nights at the Mondrian, 
two tickets to either the Disney Concert Hall 

or a Los Angeles Lakers game, and dinner 
for two at either Il Sole or at La Terza). The 
third prize winner got to take whichever 
trip the second prize winner didn’t select.

First prize went to Ginny Heuer, a 
broadcast producer from St. Paul, Minn. 
Second prize winner was Kelly Christensen, 
a freelancer who works with bicoastal 
Tool of North America. And third prize 
went to Joseph Uliano, exec producer of 
merge@crossroads.

But the big prize winners were 
organizations attached to relief efforts in 
the Gulf Coast. The barbecue raised nearly 
$16,000. The raffle generated a little more 
than $9,000. A grand total of $25,095 was 
distributed as follows:

$10,270 to Habitat for Humanity; 
$5,820 to the Ochsner Clinic Foundation; 
$4,750 to the Humane Society of the U.S.; 
$3,165 to the American Red Cross; $860 
to the Faith Bible Church in Covington, 
Louisiana; and $230 to the Salvation 
Army.

Assorted companies took part in the 
fundraising event at Crossroads, including 
Tool, Santa Monica-headquartered 
GARTNER, bicoastal Anonymous 
Content, bicoastal Original Film, and 
Eastman Kodak.

The event drew people from a 
cross-section of the industry, spanning 
production, ad agencies, post, and varied 
other services and suppliers. The turnout 
and financial support were gratifying. 
And while this particular event generated 
the most money reported thus far, other 
fundraisers throughout the industry have 
also aided relief efforts. Furthermore 
there have been a significant number of 
individual contributions from the ranks 
of the commercialmaking community—

“community” being the key word because 
there’s a heightened sense of community 
given the coming together of so many to 
in some way help those hit hardest in the 
Gulf Coast.

Spot.com.mentary By Robert Goldrich
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Musical Chairs
HD Upgrade, Talent Signing, New Projects
Margarita Mix de Santa Monica has upgraded its mixing 

suites to full high definition. The facility’s infrastructure has been 
re-engineered with the Fairlight Dream Constellation (inte-
grated mixing consoles and digital audio workstations) routed 
to a Digital High Definition D5 VCR. The upgrade allows for the 
mixing of 5.1 surround sound to HD picture as well as layup 
to and layback from HD picture......In The Groove Music, 
Minneapolis, has brought composers Brian Casey and Danny 
Burke on board....FirstCom Music, Los Angeles, is looking 
to expand its presence in the video game market. The shop 
recently provided the theme music (“March Popakov Remix,” 
written by John Cacavas and produced by Danger Mouse) 
for Grand Theft Auto–Liberty City Stories. Additionally, 
the music will be featured in all TV advertising for the game 
worldwide. FirstCom sports more than 38,000 compositions in 
assorted catalogs. The company has had recent music place-

ments in such TV shows as The OC, The West Wing, Lost and 
Medium. Recent feature film placements include ElizabethTown, 
Into The Blue and In Her Shoes....Dave Baker of Resonante 
Music and Sound Design, San Francisco, recently wrapped 
sound design for two spots–“Reminder” and “Tell All”–promot-
ing My People, an Internet phone service, out of New York ad 
agency Anomaly. Additionally Resonante’s Craig Helmholz 
provided sound design for two SBC :15 spots, “Balloon” and 
“Reveal,” for agency GSD&M, Austin, Texas.....Miller’s new 
campaign–consisting of the spots “Runner,” “Extensions” 
and “Halftime”–directed by David Frankham of bicoastal 
Smuggler for Young & Rubicam, Chicago, featured music 
from Human, New York, sound design by Jeff Fuller of elev-
en, Santa Monica, and editor Jim Haygood of Spot Welders, 
Venice, Calif., and audio post mixing by Fuller, with Dj Fox-
Engstrom executive producing for eleven.....
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Approval from the Los Angeles 
City Council is required to bring the 
fee waiver to pass. California has a 
longstanding policy in this regard; 
state-owned properties are available for 
lensing sans fees through the California 
Film Commission.

There was no timetable issued 
for enactment of Mayor Villaraigosa’s 
proposal. He said the cost of waiving 
fees would be negligible to the city but, if 
adopted, would send a positive message 
to producers that Los Angeles values the 
filming biz and the jobs it generates.

Villaraigosa has also expressed 
support for tax credits to encourage 
production in the Southland. That 
endorsement extends to the state 
measure, Assembly Bill 777, which 
fell short of needed votes in the Senate 

during the California legislature’s session 
which adjourned on Sept. 9. However, 
there’s talk of reviving the anti-runaway 
initiative–which would apply to features, 
TV and commercials–as part of Gov. 
Arnold Schwarzenegger’s proposed 
2006-‘07 state budget, which is scheduled 
to be first presented in January (SHOOT, 
9/23, p. 1).

Per the proposal as it appeared in the 
text of AB 777, a refundable tax credit 
of 12 percent would apply to qualified 
wages, as well as to certain production 
and post expenditures incurred in the 
making of commercials in California. 
The maximum annual amount any 
company could receive in refundable 
tax credits for spots is $500,000. The 
tax credits, if instituted, would apply to 
new commercialmaking business for 
California, meaning that the qualifying 
expenditures for a production house 

would be those that exceed the amount 
that the company spent in California 
during the previous year. The tax 
incentive program for commercials is 
tied to annual spending by a company 
instead of being paid out on a per-project 
basis.

Steve Caplan, executive VP of the 
Association of Independent Commercial 
Producers (AICP), was encouraged by 
Mayor Villaraigosa’s comments. “He 
certainly understands the significance 
of the industry to L.A.’s economy,” said 
Caplan of Villaraigosa. “We look forward 
to working with him. It says a lot that 
his first public policy press conference 
addressed filming and reflected his 
willingness to take a proactive stance on 
this issue.”

According to statistics cited by the 
Mayor’s Office, film, TV and commercial 
production contribute more than $25 
billion a year to the Los Angeles area 
economy.

at times some might not fully realize 
the preeminence of the New York 
commercialmaking community. He cited 
the fact that New York remains home to the 
largest, most influential group of major ad 
agencies. Furthermore, added Fernandez, 
New York is positioned geographically 

in-between the West Coast and Europe, 
making the East Coast a hub for dealing 
with the increasingly global nature of the 
industry. That’s a prime reason Moxie–and 
other shops–have chosen to headquarter 
in New York, he said.

In that same vein, Fernandez would 
like to see more work shot in New York. 
He noted that the national AICP and his 
chapter would continue to push hard to have 
anti-runaway incentives for commercials 
enacted in New York.  Fernandez said it 
was disappointing last year when New 
York passed an ambitious production 
incentive program that excluded spots. 
That program has New York contributing 
$100 million over a four-year period ($25 
million annually) in order to provide a 
10 percent tax credit on below-the-line 
production costs for certain qualifying 
projects (feature films, TV movies, TV 
pilots and series episodes) shot in New 
York State. New York City then followed 

with its own tax credit to work in tandem 
with the state initiative.

As earlier reported (SHOOT, 4/8, 
p. 1), the AICP has played a prime role 
in generating bipartisan political support 
for a proposed tax credit designed to help 
New York keep and attract filming of 
commercials. Fernandez remains hopeful 
that such a spot-friendly incentive will 
come to fruition.

ELECTION RESULTS
Carter succeeds Andy Traines of 

bicoastal Anonymous Content as president 
of the AICP’s West Coast chapter. Serving 
directly under Carter are first VP Kerstin 
Emhoff of bicoastal/international HSI 
Productions, and second VP Jeff Scruton 
of bicoastal/international MJZ. Two new 
members join the West chapter board: 
Bonnie Goldfarb of harvest, Santa Monica, 
and Shawn Lacy Tessaro of Biscuit 
Filmworks, Los Angeles. Reelected to 

the West board were Traines, Emhoff, 
Scruton, Marjie Abrahams of bicoastal 
RSA USA, Rick Fishbein of Green Dot 
Films, Santa Monica, Ron Hacohen of 
Bravo Zulu, Santa Monica, Gary Rose of 
bicostal Go Film, and Bernie Wesson of 
Motel Films, Los Angeles.

Fernandez takes over the East 
Coast presidential reins from Pam Rohs 
of bicoastal The Joneses. Succeeding 

Fernandez as chapter president-elect is Carl 
Sturges of Michael Schrom & Company, 
New York. Gregg Carlesimo of bicoastal/
international @radical.media was elected 
to the East board for the first time. 
Reelected to board seats were Fernandez, 
Sturges, Al Califano of A-List, New York, 
Susan Holden of Curious Pictures, New 
York, Kerrie King of a.k.a. films, New 
York, and Robert Wherry of Go Film. 
Scott Taylor of bicoastal insurance firm 
Taylor & Taylor was reelected to one of 
three seats designated for AICP associate 
members.

Meanwhile Massimo Martinotti, 
president of Mia Films–with offices in 
Miami, Mexico City, Buenos Aires, and 
San Jose, Costa Rica–has been reelected 
president of AICP’s Florida chapter. He 
was also reelected to the board along with 
fellow officers Michael Savitz of Shoot 
Florida as chapter VP, and Keith W. Rouse 
as treasurer. Michael Sheerin, an individual 
member, was newly elected as a Florida 
board member.

AICP Elects East And West Coast Chapter Presidents

New Faces
Bill Bruce, an executive creative director at BBDO New 

York, has been promoted to the new role of creative director 
for the New York office. He will partner with David Lubars, 
chairman/chief creative officer of BBDO North America, to 
oversee the creative output of the New York shop….Brett 
Channer has been named CEO/executive creative director 
at Saatchi & Saatchi Canada, Toronto….Earl Cavanah is 
joining DDB New York as group creative director. He had 
previously led creative efforts on the GMC account at Lowe, 
New York….Agency Hadrian’s Wall, Chicago, has hired 
Natalie Pless as a copywriter; also joining the shop are 
Chad Verly, art director, and Geoff Berg, copywriter… 

Account Movement
Global ad duties for Omo detergent, a Unilever product, 

as well as the account for British Airways, will be handled 
by Bartle Bogle Hegarty, London….Ogilvy & Mather, 
New York, will handle advertising for Morgan Stanley….
StrawBerry Frog, New York, will take on ad duties for 
Mega Blocks, a Canadian toy company….Foote, Cone & 
Belding, San Francisco, will handle several creative assign-
ments for Hilton Hotels….Grey Worldwide, New York, will 
handle ad duties for Max Factor cosmetics….

Agency Update
By Kristin Wilcha

L.A. Mayor Backs Filming Incentives

Robert Fernandez

Rich Carter
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tournament, underscoring the 
political sensitivity of shutting down 
an analog signal upon which a large 
segment of the population is still 
dependent for their TV viewing.

There’s some debate over 
prospects for passage of the Senate 
bill. However, there’s a big push 
to get the wheels in motion for the 
transition–the major impetus being 
financial. With a massive U.S. 

budget shortfall, the digital transition 
could raise billions of dollars 
through auctions for the spectrum 
licenses that would be surrendered 
by broadcasters. According to 
Congressional Budget Office 
estimates, the auction of analog 
frequencies would generate some 
$10 billion for the U.S. Treasury.

The proposed Senate bill would 
set aside $3 billion for owners of 
analog sets to buy converter boxes 
that could receive digital signals. 

It’s estimated that there are currently 
some 80 million such TV sets that 
don’t get subscription services 
provided by cable and satellite 
firms.

HOUSE PROPOSAL
Meanwhile in the House 

of Representatives, Commerce 
Committee members have begun 
circulating a bill that would require 
broadcasters to turn off their analog 
signal by January 1, ‘09. 

Per this legislation, cable 
operators would have to maintain 
dual carriage for five years–meaning 
that after the switch-off date, they 
would carry both the digital signal 
and a signal that’s converted to 
analog so that customers could 
receive programming with or without 
a digital set-top box.

The House bill would also 
provide some $1 billion to subsidize 
set-top boxes for those TV sets 

that aren’t connected to a cable or 
satellite delivery service. Those TV 
households would each receive $80 
worth of vouchers for the purchase 
of a converter box.

Both the House and Senate 
proposals fail to address whether 
cable operators would have to 
carry all the new digital programs 
transmitted by broadcasters. This 
is a major bone of contention as the 
cable industry has lobbied vigorously 
against such a requirement being 
instituted.

House, Senate Look To 2009 For Digital Transition

FLASHBACK
5 YEARS / 10 YEARS

❑ OCTOBER 27, 2000/Stephen Dickstein has filed suit 
in Los Angeles Superior Court against his former employ-
er, bicoastal/international Propaganda Films, and three 
other defendants. Dickstein, who’s credited with play-
ing an integral role in the success of Propaganda Films’ 
commercial operation at its president, was fired from 
the company last year. Regarding that termination, the 
lawsuit alleges fraud, breach of an employment contract, 
breach of contract to terminate only for good cause, and 
failure to provide severance pay….Director Thom Higgins 
has left bicoastal RSA USA after two and a half years to 
join bicoastal M-80, part of the Stoney Road family of 
commercial production companies owned by Michael 
Romersa….Comedy director Tom Schiller has signed 
with bicoastal Coppos Films for exclusive commercial 
representation in the U.S….
❑ OCTOBER 27, 1995/Director Michael Gersh, a co-
founder of production house Big Picture, New York, 
has departed that company for start-up commercial and 
music video house Sweet Dreams, New York….Rhythm 
& Hues, Los Angeles, has shifted Lisa O’Brien, executive 
producer overseeing computer graphics for commercials, 
to a newly created position: executive producer of the 
company’s interactive division….The Cutting Vision, New 
York, has hired filmmaker Abraham Lim as an Avid edi-
tor to handle its growing list of commercial editorial and 
interactive multimedia assignments….Production house 
Creative Film Management, New York, has hired James 
Kadonoff as its new executive producer, replacing Jane 
Bostedt, who has gone freelance….

him, you’d marry him–yet another 
reason to fly Virgin Atlantic Upper Class 
which offers roomier, individual sleeping 
accommodations.

In addition to the Grand Prix, the spot 
scored a Gold for directing and bronzes 
for art direction and cinematography. 
Greg Gray of Velocity, Johannesburg and 
Cape Town, directed the spot. Philip Ire-
land served as art director, and Allard de 
Smidt lensed the ad. (Gray is repped in 
the U.S. via Velocity@Crossroads, part 
of the Crossroads family of shops, bi-
coastal and Chicago.) “Love Story” was 
first recognized in SHOOT’s “The Best 
Work You May Never See” gallery ear-
lier this year (2/25, p. 11).

Three spots won gold honors in 
the Loeries’ television and cinema 
commercials/single category. 
Volkswagen’s “Beat” via Ogilvy & 
Mather SA, Johannesburg, and directed 
by Kim Geldenhuys of Egg Films, Cape 
Town, scored gold; the spot was also 
given a bronze for directing. (Geldenhuys 
is repped in the U.S. via Bob Industries, 
Santa Monica.) Awards show favorite 
“Grrr” for Honda out of Wieden+Kennedy, 
London, and animation directors Smith & 
Foulkes of Nexus Productions, London, 
won a gold honor in the single category, 

as well as in the animation category. The 
SABC Audience Services ad “Education 
English,” directed by Trevor Clarence of 
Terraplane, Johannesburg, for TBWA/
Hunt/Lascaris, Cape Town, also garnered 
gold. 

Winning a Gold honor in the public 
service, political and charities/single 
category was “16th June,” for Amnesty 
International, out of TBWA/Hunt 
Lascaris. (The spot featured the work of 
photographer Rob Frew.)

CRAFT WINNERS
The Sasol spot “Two Villages” won 

gold for cinematography. Paul Gilpin 
lensed the spot, which was directed by 
Lawrence Hamburger of Egg Films for 

TBWA/Hunt/Lascaris. The spot also 
copped a silver for directing, and a bronze 
for editing. Kobus Loots cut the spot. 

Winning a Gold honor for art direction 
was “Art of Conversation” for Cell C 
out of Network BBDO, and featured the 
work of illustrators Peet Pienaar, Justin 
Plunkett, Klans Haapaniemi, Jeremy 
Holden, and photographer Crispin 
Plunkett.

Citroen’s “Carbot,” directed by 
Neill Blomkamp of Spy Films, Toronto, 
for agency Euro RSCG, London, was 
awarded a gold honor for animation at 
the Loeries. Effects and animation were 
done by The Embassy Visual Effects, 
Vancouver, B.C., a company Blomkamp 
is a partner in; the director recently signed 
with bicoastal RSA USA for stateside 
representation. 

“Love Story” Wins Grand Prix At Loeries

Virgin's "Love Story"�����������������������
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TOP SPOT
O F  T H E  W E E KDirector Albert Kodagolian Catches The Misery Of The Flu

New Theraflu Spot Out Of Saatchi & Saatchi Is Nothing To Sneeze At.

A new spot for Theraflu out of New 
York’s Saatchi & Saatchi doesn’t 
look or feel like your average 

cold or flu medicine commercial. The 
bland offerings in the category typically 
find a person sniffling and sneezing until 
being soothed by a dose of medicine—
they’re hardly Top Spot of the Week 
contenders. But this issue’s Top Spot, 
a standout :30 for Theraflu titled “Bus” 
that was directed by Albert Kodagolian 
of bicoastal Believe Media, proves 
you can go well beyond the tried-and-
true and shake up a creatively stagnant 
category of advertising.

A dark, moody slice of cinema, 
“Bus” depicts a flu-sufferer—his facial 
features grotesquely exaggerated to 
reflect his symptoms—boarding a bus 
on a rainy day, people shunning him 
for fear of catching his ailment. Relief 
finally comes in the form of a box of 
Theraflu thin strips handed to him by an 
elderly woman, allowing him to carry 
on with his day feeling—and looking—
more like himself.

The spot truly captures the misery of 
a cold or flu sufferer, and you can’t help 
but feel empathy for the guy. According 
to Saatchi group creative director Joe 
Pompeo, the agency sought to redefine 
the cold and flu category, turning it on 
its ear by really showing how bad a 
person sick with the flu feels. “You feel 
terrible, you look horrible, you almost 
become something else that you’re not,” 
Pompeo said. 

Hence the creation of a monstrous-
looking flu-sufferer. The poor man’s 
situation is made worse by the fact 

that he has to take the bus—and 
on a chilly, rainy day no less. 
“We wanted to take the drama 
beyond the physical,” Pompeo 
noted. “We can all relate to the 
situation. There’s nothing worse 
than having to either go to work 
or travel on a cold, rainy day.”

Kodagolian was hired to 
bring this nightmarish scenario to 
life after submitting what Pompeo 
described as an impressive 
treatment calling for a filmic 
approach to the spot, giving it a 
dark look along the lines of the 
movie Seven.

In addition to wanting to 
create a dark, cinematic feel, Kodagolian 
strove to fill the spot with realistic 
performances, with characters that 
would react naturally to the sick man, 
shirking away as he passes by for fear of 
being exposed to his germs; one woman 
actually decides to get off the bus rather 
than breathe the same air as the guy.

“We start off incredibly subtle,” 
Kodagolian pointed out. “The second 
shot is this man who chooses not to 
get on the bus. It’s shot from a long 
distance, its kind of silhouette, and 
you don’t really see the face of the 
monster just yet. We’re holding off.” As 
he moves through the bus, it becomes 
more evident that this guy isn’t actually 
a monster—he’s just sick as a dog.

In the original script it was a young 
mother that comes to the man’s rescue, 
according to Kodagolian. But he felt like 
a young mother would be particularly 
hesitant to have any contact with this 
ailing man and decided that an elderly 
woman should be the hero of the spot. 
“An older woman who has been through 

World War II and all kinds of stuff in her 
life, what is she going to be scared of? 
Nothing,” Kodagolian reasoned.

All of the actors in “Bus” were cast 
in Rio de Janeiro, by the way, where 
the spot was shot on location in a local 
business district. The massive caravan 
constructed for the shoot by Kodagolian 
got a lot of attention from onlookers. 
“It was a large toy,” Pompeo said, 
laughing.

Essentially, a bus was attached 
to two trucks. The first truck towed 
everything; the second truck directly in 
front of the bus carried a water tank that 
was hooked to the piping on the bus that 
shot out the rain.

Kodagolian served not only as 
director but also as DP on the spot. Why 
take on the responsibility? “I knew with 
this job I was going to push it really far, 
meaning I was going to make it dark, 
underexposing the film,” Kodagolian 
explained. “I underexposed nearly 
two stops, which most DPs would be 
frightened to do, and I was frightened, 

too. I said, ‘This is going to be 
black, and they’re going to fire 
me, and they’re going to send 
a big bill to Believe.’ But I 
took the risk. I knew I was not 
going to shoot this like a normal 
commercial where everything is 
bright and cheery.” The darkness 
not only added to the mood, it 
helped to make the prosthetics 
plastered on the face of the actor 
playing the sick man look more 
realistic.

Once the shoot wrapped, 
Kodagolian traveled to New 
York where he took part in 
the post process, including 

the edit with Steve Bell of Cosmo 
Street Editorial. (Two versions of the 
spot were cut—a :45 version that will 
air exclusively in cinemas and a :30 
television commercial for international 
airing.) The artisans at R!OT Manhattan 
added some subtle touches to the sick 
man’s face, including flaring nostrils.

Looking back on the project, 
Kodagolian thinks the spot succeeds 
because it is based in truth. “I live in 
London, and if someone sits next to you 
on a train and they’re coughing, your 
first instinct is, “Oh my God, I don’t 
want to get sick.’ So you try to find an 
appropriate moment to either leave or 
go to the next cabin,” Kodagolian said. 
“That’s the reality.”

That said, the flu-sufferer in “Bus” 
ultimately comes out on top, leaving the 
bus feeling much better. “I love any kind 
of story that has to do with the concept of 
an underdog,” Kodagolian mused. “It’s 
so much more interesting when you tell 
a story and someone triumphs.”

By Christine Champagne

TOP SPOT OF THE WEEK TOP SPOT OF THE WEEK TOP SPOT OF THE WEEK TOP SPOT OF THE WEEK TOP SPOT OF THE WEEK TOP SPOT OF 

Agency

Saatchi & Saatchi, New York.
Tony Granger, chief creative officer; Joe Pompeo, 
group creative director; Rob Lenois, senior copy-
writer; Rob Perillo, senior art director; Sheldon 
Levy senior VP/associate director of broadcast 

production.

Believe Media, bicoastal.
Albert Kodagolian, director/DP; Liz Silver, Luke 
Thornton and Gerard Cantor, executive produc-
ers; Chris Crawford, producer; Donna Bartek, 

production supervisor. Shot on location in Rio de 
Janeiro.

Editoral

Cosmo Street Editorial, New 
York.

Steve Bell, editor; Robert Hooman, assistant 
editor; Maura Woodward and Karen Hennegan, 

producers.

Post/Visual Effects

Company 3, New York.
Billy Gabor, colorist.

R!OT Manhattan, New York.
Toby Brockhurst and Matt Reilly, VFX artists; 
Gerald Zecker, assistant; Colleen Garvey, pro-

ducer; Luis Ribeiro, executive producer; Connie 
Griffin, managing director.

WCT Productions, Vancouver, 
B.C.

Bill Terezakis, prosthetic designer/special effects 
makeup artist; Maureen Chan, Coner McCullagh, 

special effects makeup artists

Sound Design

C5, New York.
Al Zalenski, sound designer.

Audio

Sound Lounge, New York.
Glen Landrum and Peter Holcomb, mixers.
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We open on three male pub-
goers who down glasses of 
Guinness with delight. But 

this seemingly slice of mundane life 
takes a sudden turn backwards as the 
guys start walking rapidly in reverse out 
of the watering hole–eventually winding, 
literally, in a watering hole hundreds of 
thousands of years ago.

On the way to this primitive 
destination are assorted stops along the 
evolutionary path. Their walk becomes 
a slouch as the men transform into 
Neanderthals, get frozen in the Ice Age, 
then turn into apes, primitive mammals, 
amphibians–with a glimpse of some 
dinosaurs along the way–and then 
finally we see three newt-like creatures 

drinking from a puddle. These newts, 
though, are clearly disgusted with 
their libation. It’s certainly a far cry 
from the Guinness to which they were 
accustomed as men, and the puddle 
doesn’t compare to a lively pub. The 
end tag message puts this journey into 
perspective: “Good Things Come To 
Those Who Wait,” which is Guinness’ 
time-honored slogan.

This sojourn back through time 
is a visual tour de force, with not only 
the three guys but their surroundings 
changing at warp speed. Modern 
buildings recede into different historical 
periods, concrete morphs into green 
landscape in an overhead like satellite 
perspective shot. A mix of live action, 
CGI, stop motion, stock footage and 
other visual tricks is sprinkled throughout 

the :60. Akin to the expression of one’s 
life flashing before his or her eyes, we are 
treated to seeing the evolution of earth 
and man–and man on earth–zip by in a 
minute. Talk about compression.

“Evolution” was directed by Daniel 

Kleinman of Kleinman Productions, 
London, for AMV BBDO, London.

Johnny Frankel produced for 
Kleinman Productions. The DP was 
Jess Hall.

The AMV BBDO team consisted 
of creatives Matt Dornan and Ian 
Heathfield, a.k.a. Matt & Ian, with 
Yvonne Chalkley serving as agency 
producer.

Visual effects were done by 
Framestore CFC, London, with 
William Bartlett the visual effects 
supervisor and Scott Griffin the effects 

producer. Lead animator was Quentin 
Miles, with Alex Thomas serving as 
Inferno artist, and Andy Boyd as CGI 
supervisor. Telecine was also done at 
Framestore.

Editor was Steve Gandolfi of 

Cut+Run, London (which also has bases 
of operation in New York and Santa 
Monica). Audio mixer was Johnnie Burn 
of Wave Recording Studios, London. 
Burn is Wave’s co-owner and creative 
director. He has mixed every Guinness 
commercial since 1998. This one, though, 
accompanied by a song sung by Sammy 
Davis, Jr., posed some daunting creative 
challenges. 

“The picture runs backwards so 
we experimented with playing the 
audio backwards,” relates Burn. “But it 
sounded horrible. We eventually decided 
to use most of the audio playing forward 
but highlighted a few key moments 
by using reversed sound. Probably the 
bigger challenge however, was finding 
sound effects that instantly described 
momentous events in one second: the Ice 
Age happened over something like one-
hundred-thousand years, but we only had 
one second to communicate it.”

THE BEST WORK YOU MAY NEVER SEE THE BEST WORK YOU MAY NEVER SEE THE BEST WORK YOU MAY NEVER SEE THE BEST WORK YOU MAY NEVER SEE THE BEST WORK YOU

Dir. Daniel Kleinman Drives Darwin To Drink
AMV BBDO, London, Returns Male Ale Lovers To Their Roots in Guinness’ “Evolution”

By Robert Goldrich

“Nails”
By Robert Goldrich

We open on a granny who looks like she could be part of a 
Norman Rockwell painting. She’s sitting at a table, reading a 
bedtime story, presumably to a youngster who’s off camera. 

Beneath the table are a cat and a ball of yarn.
“Tired from his adventure, the little boy settled into his bed and slept 

and slept and slept,” she reads from a book. The old lady gets up to, we 
assume, tuck her now deep-in-slumber grandchild under the covers.

However, it’s not a little tyke in bed. Instead it’s a scared, sweaty 
man. 

“Oh dear, you look a little warm,” she says, snatching the blanket 
off of him and revealing that the guy is tied down to a bed of nails. He’s 
trembling in fear and is clearly in pain. A quick cut shows blood dripping 
down one of the nails.

The little old lady holds a pair of scissors, briefly leaving to the 
imagination what she’s about to do next. We soon find out as she begins 
to cut a rope above the bed, releasing a heavy anvil. A parting shot shows 
the man looking up in horror at the falling anvil.

The spot then cuts to an end tag, accompanied by a voiceover, 
promoting Halloween Horror Nights at Universal Orlando. “The 
storyteller presents tales of terror at Universal,” relates the voiceover. 
“This year no one will live happily ever after.”

Airing throughout Florida, the commercial debuted on Sept. 30 and 
concludes on Halloween night. Amanda Evans directed the spot via Tight, 
Santa Monica, for agency davidandgoliath (dng), Los Angeles.

Jonathon Ker executive produced for Tight, with freelancer Bridget 
Blake-Wilson serving as line producer. The DP was Ross Richardson.

The dng team consisted of creative directors David Angelo and Liz 
Gumbinner, copywriter Melissa Pipeling, art director Anne Bioty and 
producer Erin Sullivan.

Editor was freelancer Alycia Daniels, who worked through Union 
Editorial’s facility in Santa Monica. Online editors were Todd Iorio and 
Seth Silberfein of Union Editorial. Colorist was Mike Pethel of Company 
3, Santa Monica. Audio mixer was Matt Lewkowicz of Union Editorial.

Visual effects were done by Sway, Los Angeles, and Union Editorial. 
Sound designers were Jon Klok of Agent Jackson, New York, and Union’s 
Lewkowicz. Music composer was Michael Fitzpatrick of Agent Jackson.

Principal actors were Shannon Wells and Donovan McGrath.
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By Emily Vines

Since Volkswagen’s New Beetle launched 
in the late 1990s with sleek new curves 
and a flower in each console, it has been 

the most playful car on the roads. Creatives at 
Arnold, Boston, ran with the inherent nature 
of the vehicle and developed the Force of 
Good campaign for the 2006 Volkswagen New 
Beetle, which has been slightly modified. The 
online component is www.ForceofGood.com.

The idea is that the simple sight of the cute 
automobile brings a smile to people’s faces 
and the agency looked for a way to extend 
this phenomenon. The print and television ads 
along with the site have the New Beetle acting 
as a force of good and battling annoyances 
like portable toilets, ringing alarm clocks, 
overcooked Brussels sprouts and bad ‘80s 
hair. Ultimately the foes are destroyed or 
changed for the better.

In the battles against its foes online and in 
the spots, the car and the object never actually 
interact. Instead the car seems to channel its 
decency to affect its opponent. The spots end 
with the encouraging message, “Goodness 
Prevails.”  Directors Jonathan Notaro and 
Jens Gehlhaar of bicoastal Brand New School 
directed the spots “Port-A-Potty,” “Sardines” 

and “Alarm Clock.” All of the elements of 
this campaign were designed to work together 
with the traditional ads driving traffic to the 
site.

Unlike many Internet advertising 
initiatives, the target demographic for this 
project is broad. “It’s how we approach all 
Volkswagen advertising; it’s definitely less 
of a demographic and more of a mindset. 
You can be 55 years old and still be young at 
heart and feel quite happy driving a Beetle,” 
creative director Colin Jeffery related.

SETTING THE STAGE
On the Internet, the viewer participates 

in the battle by choosing the color and type 
of New Beetle (convertible or hardtop) that 
will face the enemy. Then he chooses the 
background for the action: a simple white 
screen with the Force of Good logo, an Asian 
palace, main street in a deserted Western 
town, or outer space. 

The creatives decided on 35 amusing 
foes that would appear in the print ads and 
narrowed the selection down to 12 for the 
Web site. They wanted some of them to be 
mundane things like a man wearing tiny 
swimwear while others are slightly more 
dramatic, for example a not-so-scary monster. 
When the New Beetle defeats the man in a 
banana hammock, he puts on proper swim 
trunks; the monster is revealed as a sweet 
child. Again, “Goodness Prevails!”

 “It was deliberately meant to be 
whimsical and humorous and just make you 
smile, which felt very much in keeping with 
the spirit of both the campaign and the car 
itself,” associate creative director Dmitri 
Cavander said.

Though the car and its foes don’t move 
during the battles, there is some action. The 
alarm clock explodes, the Brussels sprout 
turns into a rose, and the woman with the 
big ‘80s hair gets an updated style—during 

which a bird’s nest is revealed in her locks. 
The car’s action is depicted with a glimmer 
off of its front fender.

Creating the battles online was a bit of 
a challenge, Cavander explained. The site 
features Flash animation so it was important 
to get enough photographs, and the right 
photographs, during the three-day shoot for 
print and online images. For the Brussels 
sprout-to-rose metamorphosis, they shot the 
vegetable using stop animation with a rose 
nearby for reference. The images were put 
together in Flash for a seamless result.

SPREADING THE GOOD WORD
ForceofGood.com also intends to 

highlight humans who do good deeds. In a 
nomination area, New Beetle drivers who do 
kind works can nominate themselves or people 
can nominate New Beetle drivers that they 
know. The selected benevolent beings will 
be featured on Force of Good trading cards 
in print advertising and online. In phase two 
of the site, launching Nov. 7, the nomination 
area will be replaced with the trading cards.

Another element of phase two will be 
an interactive game. The creatives did not 
want to reveal too much about the upcoming 
section, but said that it will involve the New 

Beetle and the foes with more action.
Arnold is also spreading the Force of Good 

message with a Force of Good tour. It involves 
six stylized New Beetles along with Force of 
Good ambassadors traveling the country and 
doing good deeds. It began in New York in 
September and the stops included Boston, 
Chicago, Detroit, Seattle, San Francisco and 
finally Miami in November.

On tour, the ambassadors engage in 
random acts of kindness like putting money 
into expired parking meters as well as 
participating in volunteer opportunities with 
local charities. In addition, when someone 
builds a New Beetle on the Volkswagen Web 
site (www.vw.com), one dollar will be donated 
to one of three charities of the builder’s 
choosing: America’s Second Harvest, Comedy 
Cures or Young Audiences. This feature will 
be available on the site at least through the 
end of November.

 “The Force of Good campaign wasn’t 
just about battling foes, which is was you see 
in the print ads and the TV spots, it was really 
about the notion of spreading a sense of good 
in a lot of different ways,” Cavander noted.

The Volkswagen account is going to 
Crispin Porter + Bogusky in December, but 
this site is expected to stay online at least 
until the transition.

IWORK IWORK IWORK IWORK IWORK IWORK IWORK IWORK IWORK IWORK IWORK IWORK IWORK IWORK IWORK IWORK IWORK IWORK IWORK IWORK IWORK IWORK IWORK I

Arnold Frames VW’s New Beetle As Force Of Good

The Force Is With Us in Space

Face 12 Foes With the Force

Beetle Vs. Brussels Sprout
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Ad Agency Series: Broadcast Business 

For this week’s series on broadcast 
production management, SHOOT asked a 
sampling of ad agency broadcast business 

managers how their roles are changing as 
advertising content appears across varied media, 
reaching well beyond traditional TV and radio 
outlets. We asked each person the following, 
fairly open-ended questions: How is the role 
of the broadcast business manger evolving as 
advertising appears on multiple platforms—what 
does this mean in terms of dealing with talent, 
new vendors, etc.? Below are their responses. 

Linda Bennett
VP/Director of business affairs
Saatchi & Saatchi, New York
New methods of tracking and paying talent 

residuals will be very important with expanded 
media and multiple platforms. We need to begin 
to address that now with ideas that streamline 
the process.

Ownership and copyright issues, challenging 
in the recent past with the use of computer-
generated imagery, will again be a source of 
discussion and negotiation when we look to 
suppliers with techniques that were not born 
out of the commercial production world. Some 
may think of advertising on many of these new 
platforms as cutting edge, but we will soon 
learn where those new boundaries of copyright 
infringement and legal clearance are.

Clients will still look to us to address the 
cost of production for these new platforms. If we 
continue to produce the way we do for TV, it will 
cost the same no matter where or how you use 
it. Will the public want to view commercials on 
phones and iPods? If not, how will we present 
advertising and what will that cost? 

I don’t see our roles evolving just yet; I see 
a new sandbox, new tools and a new rolodex 
emerging. And, where do we start looking for 
the next generation of business managers?

Anne Joyner
Senior VP/director of business affairs
Arnold Worldwide, Boston
Wow—are you kidding? Every day’s a 

new challenge in the business affairs world 
as a result of new technologies. It has a huge 
impact on talent and will assuredly affect the 
Screen Actors Guild negotiations in 2006. We 
thought the Internet and one Web site use was 
the wild, wild, west only a few years ago. The 
use of commercials on iPods and mobile phones 
presents new challenges, not only from a talent 
perspective but music licensing as well. 

We have clients (and agency creatives) that 
constantly want to push the envelope, as well 
they should, but it creates daily challenges for 
what you can do legally and within the client’s 
budget. Outside vendors can collaborate and 
have additional input that we need to address as 
well. Understandably, clients want another piece 
of the market well beyond broadcast television. 

As the media marketplace fractures, it spins into 
new and innovative ways to get their message 
out there—but there is a price tag. In the end 
we all need to figure out a way where the client 
is out there in new ways without a spiraling 
budget, where everyone (clients, agencies, 
vendors, licensors and talent) wins. At no time 
has it been more challenging than now for this 
very important role in the creative process, as 
assuredly there are new technologies and ways 
of getting the messages out there that have yet 
to be conceived.

Cathy Pitegoff
Co-head of broadcast 
production/director, business affairs
Euro RSCG New York
Television, radio and cinema are no longer 

the only focus of our work. We are business 
managers for advertising, promotions, PR, 
interactive—you name it! Negotiations ’r us. 
As early as the ball-parking stage of a project, 
we (business managers) must think bigger in 
terms of the end result: TV, print, radio, cinema, 
interactive, viral mailings, Web sites, banners, 
wallpaper, etc. Worldwide, English speaking 
countries, options, options, options. The job 
is more complex and more is at stake. We are 
no longer just analyzing bids and negotiating 
overages. (As if that wasn’t enough!) Client, 
agency and editor must be in agreement up front 
in reference to what the deliverables will be at the 
end of the job. Communication between vendors, 
agency and client need documentation like 
never before. Legal and financial implications 
abound.

Internal communication is essential. No 
mind reading. What is the media vision of your 
creative team? Does the client know? We are in 
charge of setting precedents for the new media. 
We are traveling in unchartered waters and 
we must protect our clients, agencies and the 
industry as a whole by being smart but fair at 
the same time. All this relates to talent, music, 
anything and everything licensable. If you 
believe change is good, this is a great time to be 
in our business.

Dianne Richter
Senior VP/director of broadcast 
business operations
Publicis, New York
The evolving role of broadcast business 

managers is consistent with the evolution of 
everyone’s role in making the best possible 
advertising for our clients, regardless of the 
platform. Traditionally, the role of broadcast 
business manager has been to act as a financial 
and production partner to the agency broadcast 
producer. Estimating, negotiating, and managing 
the costs for client production dollars is still 
very much our primary focus (regardless of 
platform), but with the potential that a single 
commercial could span multiple platforms, 
we’ve had to incorporate measures to address 

the additional costs for these platforms. When 
we begin to ball-park costs for a TV commercial, 
we secure as much information as possible about 
the potential/intended use for the commercial 
and account for these costs in the estimate. Our 
client knows up-front a rough range of what 
they can expect to pay for the production, as 
well as opening the door to discussions as to 
other uses such as Internet, industrial, billboard, 
cinema, etc. If we decide that a spot will be 
used in multiple platforms, our specs to the 
production company, editor and casting director 
include this information and their bids reflect 
this accordingly. The talent is notified during the 
casting session what the intended use(s) will be 
and if hired, are paid appropriately. If additional 
edit cuts are necessary for cinema, for example, 
that too is incorporated into our estimates.

Making It All Happen

Linda Bennett

“Every day’s a new challenge in 

the business affairs world as a 

result of new technologies.”

—Anne Joyner
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Director Richard Sears, formerly of Santa Monica-headquartered Tate USA,  has joined 
Green Dot Films, Santa Monica.....Tabletop director Ben Dolphin, who specializes in liquids 
and jewelry, has signed with Nadel@Cohn+Company, New York. Dolphin complements 
director/cameraman Bruce Nadel who specializes in food, among other areas. Rick Katzen 
continues as the shop’s exec producer....Swedish directing duo RBG6 (Joel Nordstrom 
and Lars Ohlin) has joined Nexus Productions, London. The helmers then embarked on 
their first job there, a set of sponsorship idents for Orange out of Mother, London....Kathy 
Wheelock has been promoted to VP/executive producer at IPS Productions, Los Angeles.....
Minneapolis-based visual effects house Pixel Farm has brought animator/compositor Rich 
Haesemeyer on board. He comes over from Hi-Wire Minneapolis....Producer Colin Davis, 
artistic director Linas Jodwalis and creative director Rasmus Blaze have joined Digital 
Kitchen, a motion design firm with offices in Chicago, Seattle and Santa Monica...

Bicoastal Elias Arts has secured independent reps Sandi Mollod and Carolyn Hill for 
representation on the East Coast. Those duties are shared with Elias’ in-house East Coast 
reps Al Risi and Barbara Moscarello.....April Williams has been named head of sales at 
Sparks Productions, Toronto.....Effects house Pixel Farm, Minneapolis, has hired Allison 
Swanson to handle national contacts for spots and music videos. Formerly a music pro-
ducer for Brahmsted White, Noise, Minneapolis, she will also sell original and licensable 
music through Pixel Farm Music.....Wardrobe stylist Lynette Meyer has wrapped duties on 
the feature The Wicker Man starring Nicholas Cage and Leelee Sobieski, and is again 
available for spots via The Montana Artists Agency, Los Angeles....

street talk

rep report

bulletinboard
Nov. 2/Richmond, Va.: The Association of Independent Commercial Producers (AICP)  
Show at the Byrd Theatre. www.aicp.com or contact Terry Stroud at terry.stroud@lobe.com

Nov. 3/Winston-Salem, N.C.: The Association of Independent Commercial Producers 
(AICP) Show at the North Carolina School of the Arts. www.aicp.com or Sheryl@comotionfilms.
com

Nov. 7/London: The London International Advertising and Design Awards at The 
Hammersmith Palais. www.liaa.com….

Nov. 9-12/New York: The SMPTE Technical Conference and Exhibition at The Hilton New 
York. www.smpte.org…

Nov. 14-17/New York: NAB Post + New York at the Javitz Convention Center. www.nab-
postplus.com…

Nov. 15-16/Los Angeles, CA: The Billboard Hollywood Reporter Film & TV Music 
Conference (featuring SHOOT’s Music for Commercials panel) at The Beverly Hilton. www.
billboardevents.com (Use promotional code SHOOT and save $150.)

Nov. 17/Chicago: Association of Independent Commercial Producers (AICP) Show at 
the Museum of Contemporary Art, Chicago.www.aicp.com or markegmon@earthlink.net ….

By Carolyn Giardina
LOS ANGELES—Thirty-five year 
postproduction industry veteran 
Larry Kingen died Sept. 16 in Los 
Angeles after a battle with cancer. 
He was 66.

Kingen was senior VP, 
DVD services, at Ascent Media 
Management Group, a unit of 
Santa Monica-headquartered 
Ascent Media Group, where he 
oversaw all aspects of Ascent’s 
DVD services and facilities on 
both the East and West Coast. He 
became part of the organization 
in 1998 when he was named 
VP of Audio Plus Video, which 
subsequently was purchased by 
Liberty Livewire that was later 
renamed Ascent.

“Larry’s distinguished career 
and extensive industry knowledge 
made him a tremendous asset to 
the company,” said Ascent Media 
Group executive VP/CTO Gavin 
Schutz. “But it is his warmth, good 
humor and kindness for which he 
will be remembered most.”

During his career, Kingen 
was involved in broadcasting 
and postproduction in New York 
and California. He had served as 
president/CEO of several leading 
Los Angeles postproduction 
facilities including All Post, 
Editel and Vidtronics. He also 
contributed to the industry as a 
past president of the Southern 
California chapter of the former 
International Teleproduction 
Society, and as a member of the 

Academy of Television Arts and 
Sciences, Hollywood Radio and 
Television Society, and the Society 
of Motion Picture and Television 
Engineers. A member of Permanent 
Charities and the Burbank 
City Council Redevelopment 
Committee, Kingen also served 
on the boards of UCLA Extension 
and the Entertainment Industry 
Development Corp. of Southern 
California.

He is survived by his partner 
of 35 years, David Moreno of Los 
Angeles; brother George Kingen 
and sister Joy Fluke, both of 
Woodenville, Wash.; as well as 
several nieces and nephews.

Donations to the American 
Cancer Society in Kingen’s 
memory are appreciated.

Industry Mourns Post Exec Larry Kingen
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