
By Robert Goldrich
LOS ANGELES—The 12th annual 
Women’s Image Network (WIN) 
Awards, which honor feature films 
and TV programs that dispel female 
stereotypes, is putting commercials 
into the competition mix for the 
second consecutive year.

The now annual spot component 

of the WIN competition recognizes 
outstanding TV and/or interactive 
advertising written, directed, 
produced or art directed by a woman. 
Also eligible to earn WIN Awards 
distinction are commercials created 
for women that promote a positive, 
progressive message.

The nonprofit WIN organization 

unveiled 21 finalists for its ad awards. 
Wieden+Kennedy (W+K) led the 
way with seven nominations out of 
its New York office and four from 
its Portland shop. W+K, New York 
scored with ESPN’s “Running Away,” 
“Cinderella” and “Keepsake,” Brand 
Jordan’s “Brother,” “Evolution” and 
“They Said,” and Sharp Aquos Liquid 

By Robert Goldrich
DALLAS–As reported in last week’s 
SHOOT, the spotmaking community has 
responded to Hurricane Katrina in assorted 
ways–producing PSAs to generate 
financial support for relief efforts, holding 
fund-raising events, and even trucking 
into stricken areas to deliver supplies and 
offer comfort. On the latter score, industry 
volunteers have returned from Louisiana 
and are sharing their experiences, reflecting 
on what they saw.

Initial feedback has come from a 
relief trip organized by several Dallas-

LOS ANGELES–“Surprise Dinner,” an Ameriquest Mortgage 
ad directed by Craig Gillespie of bicoastal/international MJZ 
for DDB Los Angeles, has won the ninth annual primetime 
Emmy Award for best commercial. The honor was announced 
and Emmy statuettes were presented to DDB and MJZ during 
the Academy of Television Arts & Sciences (ATAS) Creative 
Arts Awards ceremony, held on Sept. 11 in Los Angeles.

The Emmy gala at the Shrine Auditorium wasn’t the 
first time “Surprise Dinner” had been on a big stage–the spot 
debuted during the advertising industry’s biggest stage earlier 
this year, the Super Bowl telecast. Shortly thereafter in post-
game ad analysis, Monday morning industry quarterbacks 
generally deemed “Surprise Dinner” one of the 2005 Super 
Bowl’s top commercials, primarily for its darkly comedic 

creative risk taking.
“Surprise Dinner” topped a field of five Emmy-nominated 

spots, the others being: another ad that debuted on the Super 
Bowl, Budweiser’s “Applause” helmed by Joe Pytka of Venice, 
Calif.-based PYTKA for DDB Chicago; Starbucks’ “Glen” 
directed by Noam Murro of Biscuit Filmworks, Los Angeles, 
for Fallon, New York; Aquafina’s “Drink Up” directed by the 
Traktor collective of bicoastal/international Partizan and Santa 
Monica-based shop Traktor for BBDO New York; and The 
ONE Campaign’s “One by One,” a client-direct job helmed by 
Marcus Tomlinson of bicoastal/international @radical.media.

In “Surprise Dinner,” a man prepares dinner with the 
intention of surprising his sweetheart. As he’s cooking, the 
woman’s white cat knocks a pot of tomato sauce off of the 
stove and gets splattered in red. The innocent man, chopping 
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THE TOP SPOT OF THE WEEK

Industry 
Mourns BBDO’s 
Andrew Knipe
By Robert Goldrich
NEW YORK–Andrew Knipe, who 
rose up the ranks of BBDO New 
York to become a senior VP/creative 
director, has passed away after a long 
and valiant battle against ALS, the 
neurological illness also known as 
Lou Gehrig’s Disease. He was 38.

Diagnosed with ALS in 2000, 
Knipe spent much of his time and 
energy raising awareness of the 
disease and generating fund-raising 

Dark Comedy For Ameriquest Mortgage Directed by Craig Gilliespie 
Of MJZ Registers With ATAS Judges, Tops Field Of Five Nominees

Columns

Click Poster To View Spot >
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Ad Industry 
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This month will 
mark year 12 
of the Women’s 

Image Network 
(WIN) Awards, the 
competition which 
honors film and 
television fare that 
dispels female stereotypes. The last two 
years in that even dozen are of particular 
relevance to the commercialmaking 
community.

In 2004, the WIN Awards added 
an advertising component to recognize 
outstanding TV and/or interactive 
advertising written, directed, produced 
or art directed by a woman. Also eligible 
to earn WIN Awards distinction are 
commercials created for women that 
promote a positive, progressive message.

The first criterion is of significance 
when put in sobering context by a couple 
of statistics cited by the WIN organization, 
the nonprofit which is committed to 

creating social and economic parity for 
women. Although women represent more 
than 50 percent of the population, females 
remain vastly under-represented in media 
creation, especially in advertising where 
women comprise 15 percent of ad agency 
creative departments–and just 22 percent 
of the membership of the Directors Guild 
of America (DGA). The WIN Awards 
seek to not only celebrate the work of 
established creatives, but also to encourage 
young women to enter the entertainment 
and advertising industries.

The WIN Awards are scheduled to 
presented on Monday evening, Sept. 26, 
at the Ford Amphitheatre in Los Angeles. 
The emcee is comedian Kathy Griffin, 
whose Bravo series Kathy Griffin: My 
Life On The D-List recently wrapped its 
first season.

Among the nominated spots is work 
from such agencies as Wieden+Kennedy, 
Portland and New York, Ground Zero, 
Marina del Rey, Calif., McCann-Erickson, 

New York, Ogilvy & Mather, New York, 
Venables Bell & Partners, San Francisco, 
Network BBDO, Johannesburg, and DDB 
Chicago (see story, p. 1).

These finalist spots are up for 
awards named after “the triple Greek 
Goddesses”–Hecate (first place), The Isis 
Award (second place) and The Persephone 
Award (third place).

The WIN Award ad judges this 
year include: Susan Credle, executive 
VP, creative director, BBDO New York; 
John Butler, creative director, Butler, 
Shine, Stern & Partners, Sausalito, Calif.; 
freelance creative director Charlotte 
Moore; Danielle Flagg, art director, 
Wieden+Kennedy, Portland; Joyce 
King Thomas, chief creative officer, 
McCann-Erickson, New York; and Lisa 
Shimotakahara, group creative director, 
McKinney+Silver, Raleigh, N.C.

Beyond the commercials, another 
honor of interest to the ad biz will be 
bestowed during that night’s WIN 

gala. Dan Wieden, founder/CEO of 
Wieden+Kennedy, will present the 
‘05 Harriett Abbot Award recognizing 
innovation and vision in the field of 
advertising to Ms. Lu Chekowsky. The 
recipient is slated to launch Heart New 
York, an ad agency devoted to promoting 
positive images of women in advertising. 
Plans call for Heart to open its doors in 
spring ‘06. The new shop is the brainchild 
of Chekowsky and is being incubated by 
Wieden+Kennedy, New York.

Among other ‘05 WIN Award 
honorees will be director Gurinder Chadha, 
whose feature film credits include Bride 
& Prejudice and Bend It Like Beckham. 
Chadha will receive the Chaplin Limelight 
Award, which is bestowed upon directors 
who bring a sense of innovation and 
originality, together with a standard of 
excellence, to their creative pursuits.

For more info, log onto www.
thewinawards.com.

Spot.com.mentary By Robert Goldrich
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Musical Chairs
Dynamite Signing; First For Elias
Napoleon Dynamite composer John Swihart has signed an 

exclusive agreement with Visual Music, Woodland Hills, Calif., 
for scoring commercials and movie trailers. Swihart’s other recent 
credits include scoring Quentin Tarantino’s latest film, Daltry 
Calhoun, and the new CBS sitcom, How I Met Your Mother. Visual 
Music is headed by creative director Tom Seufert....

Jay Nierenberg and Dean Hovey of bicoastal Elias Sound 
served as supervising sound editor and sound editor, respec-
tively, on the recently released Lions Gate feature Undiscovered. 
Directed by Meiert Davis from a script by John Galt, the film is 
a contemporary love story that stars Pell James, Steven Strait, 
Ashlee Simpson, Kip Pardue, Carrie Fisher and Peter Weller. 
For Elias Sound, the project is a milestone–the first feature run 
through the studio from start to finish.  Nierenberg and Hovey 
oversaw and participated in all the sound postproduction, includ-
ing sound design and editorial, delivering the film directly to final 
mix....

For the second consecutive year, Echo Boys, Minneapolis, 
has teamed with Clarity Coverdale Fury, Minneapolis, on the 

Minnesota Partnership for Action Against Tobacco’s (MPAAT) 
TV and Web campaign. Echo Boys’ composer Harry Pulver Jr. 
contributed a melancholy piano score which sets the tone for the 
centerpiece spot that shows the great lengths an addicted man 
will go in his quest for a cigarette. The ad–directed by Tom De 
Cerchio of Incubator Films, Los Angeles–opens on a man who 
wakes up in the middle of the night desperate for a smoke only to 
discover that he is out of cigarettes. Intent on satisfying the urge to 
light up, he goes to the garage but finds that his car has a flat tire. 
Undaunted, he gets on his child’s small bike, which is parked near-
by. He pedals through a woodland area in the dead of night, finally 
arriving at a gas station. He points to his brand and an attendant 
in a glass booth takes a pack of smokes down from the shelf. As 
the man reaches into his pocket, he realizes that he has no money. 
The attendant puts the cigarette pack back on the shelf as our now 
anguished protagonist looks on helplessly. The man’s silent des-
peration is then accompanied by the tagline, “Maybe it’s easier to 
quit,” as the music ends on a hopeful up note. Sound designer on 
the spot was Echo Boys’ Tom Lecher. Audio mixer was Bethany 
Lacktorin of Echo Boys.....
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Do you know 
where to 

shop for the 
future of TV
Advertising?

* Register to Attend: Online registration will be open until Midnight Wednesday, September 28th.  

> ACT NOW... There’s still time to register to attend The Forum!
> September 29, 2005 New York City:  8:00am - 8:00pm

> the forum : The Metropolitan Pavilion [ 125 west 18th street, nyc ]

This year's Forum, themed "TV Advertising and beyond,
is your short cut to the future of TV Advertising.

You’ll get more in 1 day at The Forum than from multiple events over multiple months...

the forum gold sponsors

sponsor:

supporting
associations

Lead supporting
association

Registration Price: $495.00

Full day of panels, 
Breakfast, Luncheon, Entry 
to Exhibit Marketplace, and 
Closing Cocktail Reception

• Special Group Offer-  Register 5 
people from the same company and receive 
5 additional passes for FREE.
  (Bring more people from your co. or invite 
your favorite clients)

Speakers to date include >>  Mark Huffman, 
Associate Director, Advertising Production, P & G 
and Co-chair, ANA Production Management 
Committee, Michael Aaron, supervising edi-
torial producer, The Assembly Line,  Fallon, 
MN. Laura Caracciolo-David, Sr. VP, Starcom 
Media Vest Group , Lee Einhorn , Creative 
Director and Teddy Lynn, Executive Producer, 
Arnold Worldwide's Entertainment Division, 
John Garland , Exec. VP, Creative Director of 
Brdcst & Dev., J. Walter Thompson NY, Jeffrey 
Greenbaum ,  partner at Frankfurt Kurnit 
Klein & Selz, Philip Key, Moonlighting Film 
Production Services, South Africa, Gary Krieg, 
Head of Production, Wieden + Kennedy/NY. 
Massimo Martinotti , President, Mia Films 
(Florida., Argentina, Mexico City, Costa Rica) Rich 
Rosenthal, Head of Production, Y&R/NY,  Chris 
Ryan, Colorist, Nice Shoes, Avinash Shanker, 
Stratum Films, India , Stefan Sonnenfeld , 
Colorist, Company 3,  Regina Brizzolara, Sr. VP, 
Director of Broadcast, Mckinney,  Jon Fauer, DP, 
Greg Stuart, President, Interactive Advertising 
Bureau (IAB), Susan Credle, Executive VP, cre-
ative director, BBDO New York, Jeffrey Marino, 
Director of Production, Visible World, Aaron 
Royer, Sr. VP, Associate Director of Broadcast 
Production, Grey Advertising , Pat Swinney 
Kaufman, President, AFCI and Director, New York 
State Governor’s Office for Motion Picture & 
Television Development

Great Sponsor, Exhbitor, and Promotion Material 
Distribution opportunities are available! 

For information, contact Roberta Griefer at 203/227-1699, ext 13 or rgriefer@shootonline.com  
ACT NOW
to register

REM
INDER:

ACT NOW

TO REGISTER!

Key Note Speaker:  
Linda Kaplan Thaler, CEO/chief 
creative officer of The Kaplan 
Thaler Group (KTG)
The Forum starts off with a “Bang!” 
thanks to Linda Kaplan Thaler. 
“Bang!”is the title of her hilarious 
yet at the same time insightful 
presentationon creating breakthrough 
advertising. The co-author of “Bang! 
Getting YourMessage Heard In A 
Noisy World,” Linda is also the host of 
Oxygen’s new hit TV series Making It 
Big. Under her stewardship, KTG has 
been ranked byindustry publications 
as the fastest growing New York 
ad agency, generatinghigh-caliber 
creative and marketplace results for 
its clients.

mailto:rgriefer@shootonline.com
http://www.shootonline.biz/pubs/shoot2005overview.pdf
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vegetables with a large knife, quickly 
picks up the feline–just as the 
woman walks into the apartment. Her 
immediate assumption is that he’s 
killing the cat, the lesson being that 
we shouldn’t jump to conclusions, 
much like Ameriquest won’t jump 
to conclusions when reviewing a 
mortgage application.

John Leverence, ATAS’ VP, 
awards, discussed the appeal of 
“Surprise Dinner.” He observed, 
“My initial reaction in watching the 
commercial unfold was ‘what the hell 
is going on here?’ The combination 
of the sweet intent on the part of the 
guy fixing dinner for his significant 
other–and then the horrible, darkly 

comic sight of the cat looking as if 
it’s being slaughtered. The kicker 
is don’t jump to conclusions, which 
ties in directly to the advertiser, a 
mortgage company. The non sequitur 
makes sense at the end. It’s comedy 
that makes you think.”

The creative team for DDB 
Los Angeles consisted of executive 
creative director Mark Monteiro, 
creative director Helene Cote, senior 
copywriter Pat McKay, senior art 
director Feh Tarty and senior producer 
Vanessa MacAdam.

Gillespie’s support ensemble at 
MJZ included executive producers 
David Zander and Lisa Rich, with 
Deb Tietjen serving as producer. The 
DP was Rodrigo Prieto. Editor was 
Haines Hall of Spot Welders, Venice, 

Calif. 
The DDB Los Angeles 

and MJZ contingents weren’t 
the only ad industry honorees 
at this year’s primetime Emmy 
competition. Also scoring an 
Emmy during the Creative 
Arts ceremony was editor John 
Smith for the HBO film The 
Life and Death of Peter Sellers, 
which topped the category 
of outstanding single-camera 
picture editing for a miniseries or 
a movie. Smith is a founder and 
partner at bicoastal/international 
The Whitehouse. Two years ago, 
Smith cut the PBS promo “Fish” 
which earned the primetime 
commercial Emmy in 2003. 
“Fish” was directed by Alfonso 
Cuaron of Santa Monica-based 
Independent Media for Fallon 
Minneapolis.

Ameriquest’s “Surprise Winner” 
Wins Primetime Spot Emmy 

Click Poster To View Ameriquest's "Surprise Dinner"
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based shops, including Post Asylum and 
CG/animation house Janimation. This 
group collected dry and canned foods, 
bottled water, clothing, bedding, batteries, 
flashlights, diapers, baby food, soaps, 
disinfectants, garbage bags and other 
goods. During Labor Day weekend, a 
10-person team trucked these goods into 
Louisiana for people in need. In a 24-hour 
span, the relief caravan–consisting of a 
pair of twenty-seven-foot U-Hauls, a big 
rig truck and a smaller truck–made stops 
near the LSU campus and in Southern 
University, both in Baton Rouge, a hospital 
in Slidell, “refugee” camps in St. Tammany 
Parish, and towards Pearl River closer to 
the Mississippi border.

Of the last stopover, Post Asylum 
producer Nancy Breaux related, “We were 
greeted by a community of refugees, a 
Sheriff Gonzales and a Red Cross volunteer 
who had been waiting for provisions and 
was happy to see us. Most of the people 
were living outside in this shelter and had 
been there since before Katrina [hit]...Just 
handing a pillow to a lady brought tears to 
both her and my eyes. Another young lady, 
holding a baby, announced to me it was 
her baby’s third birthday. I returned with a 
box labeled toddler and a baby blanket. I 
wished her baby a happy birthday from all 
of us and got back to work.”

In thanking all those who made the 
caravan possible, Breaux observed, “I 
feel strongly that my job is not done. It’s 
not really this kind of situation where you 
can go, ‘Okay, I’ve done my share.’ So I 
hope that next time you receive an e-mail 
from me, we will all be up for the next step, 
ready to carry our load of responsibility in 
taking care of our fellow man.”

Also part of the caravan was Steve 
Gaconnier, proprietor/chief creative 
director at Janimation. He reported, “What 
we hear in the media is only one side of the 

story; the people’s attitude was amazing. I 
never saw so much brotherly love....Ever 
since getting back, it’s hard to stay focused 
as I can only think of the others that still 
need assistance. Watching television has 
given us mostly negative reports. There 
was no gunfire to greet us, only a ‘God 
bless you’ from everyone we met. Having 
seen the destruction firsthand and having 
talked to the victims has only strengthened 
my resolve. We will continue to assist the 
recovery in the days ahead.”

The firsthand reports from Gaconnier 
and Breaux will be joined by eyewitness 
accounts from other industry folk in the 
coming weeks. For example, director 
Matt Ogens, who’s repped for spots by 
bicoastal Headquarters, trained with the 
American Red Cross so that he could help 
with the Katrina relief effort. During the 
training, he met a couple of directors and 
a plan crystallized for them to work as a 
team to document what they come across 
as they go into heavily impacted areas of 
Louisiana, Mississippi and Alabama, as 
well as the Houston Astrodome and other 
refugee camp sites. The directors will take 
pictures and shoot video to chronicle the 
stories of victims and relief workers. The 
intent is for the videos to also give the Red 
Cross a record of how its people responded 
to the disaster, helping to determine what is 
and isn’t working and perhaps even serving 

as content for volunteer training sessions.
Ogens, who was included in SHOOT’s 

New Directors Showcase earlier this year, 
is taking on the Red Cross-sanctioned 
production in tandem with directors Charles 
Haid and John Logsdon, and actor/writer/
producer Paul James Palmer. Haid won the 
Directors Guild of America (DGA) Award 
in ‘95 for an episode of TV series ER. He 
has been nominated four times for the DGA 
honor. Logsdon’s filmography spans music 
videos, spots, TV shows and extreme sports 
documentaries. Palmer’s credits include 
producing and acting in The Hard Place, 
a film set to enter the festival competition 
circuit in December. Ogens, who estimated 
that the Gulf Coast trip will last at least two 
weeks, has a special place in his heart for 
the region; he lived in New Orleans for five 
years. He also went to college at Tulane 
University, New Orleans.

FUND-RAISERS
Member and associate member 

companies of the Association of 
Independent Commercial Producers 
(AICP) have been involved in numerous 
events to support Katrina relief efforts. Last 
week, the Association of Music Producers 
(AMP), which has an alliance with AICP, 
held a business seminar in New York and 
donated a portion of the event’s proceeds 
to Katrina 

Continuing the AICP rundown, 
production house Uncle, Santa Monica, 
helped to organize a BBQ benefit at 
Quixote Studios, Los Angeles, last week to 
raise funds for the Red Cross.

AICP’s West Coast chapter plans to 
donate a portion of the proceeds generated 
by its Sept. 21 golf tournament. The next 
evening, Buzz Management, New York, 
will stage a fund-raiser at Manhattan jazz 
club Satcat. And on Sept. 25, Crossroads 
Films, bicoastal and Chicago, will host a 
family style BBQ at its West Hollywood 
headquarters to benefit hurricane victims.

Earlier Zoic Studios, Culver City, 
Calif., and Backyard Productions, Venice, 
Calif., teamed to collect basic necessities 
(clothing, bedding, over the counter 
medication, phone cards, baby supplies, 
first-aid kits) from donors throughout the 
industry. Zoic and Backyard then split the 
work and costs of packing the essentials 
up and shipping them last week to Baton 
Rouge via semi tractor trailer.

Backyard sister shop Transistor Studios, 
Venice, produced a spot promoting ReAct 
Now: Music & Relief, a benefit concert 
special that ran on MTV, VH1 and CMT  
to raise money for the Red Cross and other 
organizations offering aid to Katrina victims. 
The :30 was directed by James Price.

Meanwhile, rather than hold an event, 

cancelling one proved to be a viable means 
to raise money for Katrina recovery. Crispin 
Porter+Bogusky, Miami, pulled the plug 
on its annual summer bash and donated 
the money budgeted for the party to relief 
efforts.

Also on the agency side, an online job 
board has been created for ad personnel 
displaced by Katrina. The Web site is www.
PostKatrinaTalent.org and was created in 
part by Baton Rouge-based agency Object 
9. Out-of-work ad professionals can post 
their resumes on the site for prospective 
employers to review. Facilities have 
also been set up where workers seeking 
employment can schedule appointments to 
access computers to write and update their 
resumes. 

Ad Community Mobilizes To Aid Katrina Victims

Ward Emling Optimistic Over 
Filming Prospects In Mississippi
By Robert Goldrich
JACKSON, Miss.–At press time, SHOOT 
was awaiting word from several film 
commissioners relative to the impact of 
Katrina on their areas. One who responded 
was Ward Emling, director of the 
Mississippi Film Office. He reported that 
electrical power had just been restored in 
much of the state, a major breakthrough. 
Emling noted that Mississippi was in the 
process of courting several feature film 
projects before Katrina and still remained 
in the running for all of them except for 
one in which a coastal setting was integral 
to the story.

Emling was in New York when the 
hurricane hit. A neighbor phoned to inform 
him that a tree fell against his house but 
did minimal damage. It took about a week 
before power was fully restored to his 
neighborhood and outlying areas. Emling 
said that workers did yeoman duty to get 
power up and running again.

Though the recovery continues, 

Emling is optimistic about filming 
prospects in the state, noting that such 
areas as Natchez, the Mississippi Delta 
and the northwest part of the state were 
not heavily impacted and are now able to 
host lensing. A prime logistical problem–
which will improve over time, he said–is 
the current lack of available hotel rooms 
for visiting filmmakers and crew members. 
Evacuees from devastated areas are living 
in shelters or hotels, cutting down on guest 
accommodations.

Emling related that many Mississippi 
crew people were working on projects in 
Louisiana when Katrina rolled in; much 
of that filming has since moved to parts of 
Louisiana that were relatively unaffected 
or quick to recover such as Shreveport, 
Monroe and Baton Rouge. Emling added 
that to his knowledge, all Mississippi 
crew people were safe and accounted for. 
As SHOOT went to press, he was slated 
to get his first in-person look at the state’s 
hardest hit coastal areas.

Steve Gaconnier (in cowboy hat), chief creative 
officer of Janimation, Dallas, unloading supplies
for Katrina victims in Louisiana

http://www.shootonline.biz/pubs/shoot2005overview.pdf
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Crystal Television’s “More To See.”
W+K, Portland’s four finalists 

are Nike’s “Barefoot Run,” “Chamber 
of Fear,” “Natural Selection” and 
“Team.”

Much of the W+K work was 
nominated on the basis of it being 
produced or copywritten by a woman. 
The ESPN fare and the Sharp spot 
from W+K, New York, was agency 

produced by Temma Shoaf. W+K 
New York’s Brand Jordan work was 
written by Lisa Topol. 

For W+K, Portland, Nike’s 
“Natural Selection” and “Team” were 
produced by Jennifer Smieja. Agency 
producer on Nike’s “Barefoot Run” 
was Jennifer Fiske. And Tieneke 
Pavesic of W+K, Portland, produced 
“Chamber of Fear” for Nike.

ESPN’s “Running Away,”  
“Keepsake” and “Cinderella” were 
directed by W+K, New York, associate 

creative director Paul Renner. Robert 
Rasmussen directed Brand Jordan’s 
“Brother,” “Evolution” and “They 
Said” via 40 Acres and a Mule 
Filmworks, Brooklyn. And Sharp 
Aquos’ “More To See” was helmed by 
Philippe Andre of bicoastal Villains.

Noam Murro of Biscuit 
Filmworks, Los Angeles, directed 
Nike’s “Barefoot.” Dave Meyers 
of bicoastal/international @radical.
media helmed Nike’s Chamber of 
Fear.” Max Malkin directed Nike’s 
“Natural Selection” and “Team” via 
bicoastal/international HSI.

Also making its mark in the field 
of finalists was Ogilvy & Mather, New 
York’s work for Dove, which features 
women of all sizes—except fashion 
model petite—in a positive fashion/
beauty light. The two nominated Dove 
spots are “Songs” and “Power of Skin.” 
The former was directed by Leslie 
Dektor of Dektor Film, Hollywood. 
“Power of Skin” was directed by 
Gregor Nicholas of @radical.media. 
Donna Charlton-Pernin and Courtney 
Weinberg were copywriter and art 
director, respectively, on “Power of 
Skin.” The writer/art director team on 
“Songs” consisted of Teresa Surratt 
and Holly Thompson.

Three other ad shops also 
managed to each cop a pair of finalists: 
Ground Zero, Marina del Rey, Calif., 
DDB Chicago, and Venables, Bell & 
Partners, San Francisco. Ground Zero 
scored for Miller Lite and ESPN’s 
“The Squeeze,” and ESPN’s “Butter,” 
which were agency produced by Heidi 
Hawkings. “Butter” was directed 
by Gerard de Thame of HSI. “The 
Squeeze” was helmed by Laurence 
Thrush who was with bicoastal 
Headquarters at the time but has 
since joined Fools and Horses, Los 
Angeles.

DDB Chicago’s two finalists 
are Bud Light’s “Sky Diver” and 
Budweiser’s “Snowball Fight.” 
Marianne Newton was agency exec 
producer on both spots, which were 
both produced by harvest, Santa 
Monica. Harvest’s Baker Smith 
directed “Snowball Fight” and Michael 
Downing helmed “Sky Diver.”

And Venables, Bell & Partners 
registered with two Pacific Gas & 
Electric (PG&E) spots, “Wind,” and 
“Predictive Technology,” both art 
directed by Tavia Holmes. Director 
was the aforementioned Andre from 
production house Villains.

Rounding out the roster of 
WIN ad nominees are MasterCard’s 

“Cashier,” produced by Sally 
Hotchkiss of McCann-Erickson, New 
York, and directed by Bryan Buckley 
of bicoastal/international Hungry 
Man; and Cell C’s “Cell C-City” from 
Network BBDO, Johannesburg. The 
latter was directed by Leigh Ogilvy of 
Frieze Films, Johannesburg and Cape 
Town, with Network BBDO’s Mariana 
Kelly serving as art director.

The WIN Award winners will 
be announced and honored during a 
gala ceremony on Sept. 26 at the Ford 
Amphitheatre in Los Angeles. Also 
slated to receive a special award at the 
event is Lu Chekowsly, who is slated 
in spring 2006 to launch Heart, a New 
York ad agency devoted to promoting 
positive images of women in advertising 
(see spot.com.mentary, p.2.

W+K Leads Field Of Nominees For WIN Awards

FLASHBACK
5 YEARS / 10 YEARS

❑ SEPTEMBER 15, 2000/Director Luis Mandoki and produc-
er Mimi Polk Gitlin have launched Mandolin Entertainment 
and entered into a spot, music video and longform deal with 
bicoastal/international Propaganda Films. Mandolin is head-
quartered in Propaganda’s Hollywood complex….After 22 years 
in Boston, September Productions is shuttering its office in 
the city and moving all operations to its New York base….
Radium, the San Francisco-headquartered digital effects stu-
dio headed by principal/creative director Jonathan Keeton, 
has expanded its Los Angeles operation with the addition of 
creative director Loni Peristere, effects supervisor Chris 
Jones, executive producer/Los Angeles Steve Schofield 
and CG artist Robert Hubbard….Commercial director David 
Emery and feature helmer Adam Shankman have signed for 
exclusive spot representation with bicoastal Bedford Falls….

❑ SEPTEMBER 15, 1995/After four years as president of 
Editel/Chicago, Richard Mandeberg has resigned to accept 
a new position as VP/director of electronic marketing at mar-
keting agency Frankel & Company, Chicago….Director/cam-
eraman Garry Sato, known for his work in the food/tabletop 
arena, will open his own production company by year’s end….
Director Osbert Parker, known for his mixed-media animation 
work, has joined A Band Apart Commercials, Hollywood….
Dave Warner joined Peachtree Post, Atlanta, as general man-
ager on Sept. 5….Director/animator Tom P. Larson, founder 
of Reelworks Animation Studio, Minneapolis, died of cancer 
on Aug. 28. He was 43….John Adams, VP/director of broad-
casting for agency Tucker Wayne/Luckie & Co., Atlanta, has 
accepted the position of director of broadcast production at 
DDB Needham/Dallas….

efforts for ALS research and patient 
care. He contributed speeches, videos 
and advertising in support of the 
ALS Association and served as the 
subject of a Good Morning America 
profile centering on the experience 
of living with the terminal disease.

Knipe’s entire professional career 
was at BBDO. He earned a Master’s 
of Fine Arts at the School of Visual 
Arts, and was awarded the Richard 
Martell Scholarship which included 
a paid internship at BBDO, where he 
was hired upon his graduation in ‘92. 
He first established himself as an art 
director, was promoted to associate 
creative director in ‘99, and three 
years later was elevated to creative 
director and elected a senior VP.

During his BBDO tenure, he 
contributed to assorted accounts, 
including Pepsi, FedEx, HBO and 
the New Jersey Devils professional 

hockey team. His work over 
the years earned recognition at 
such competitions as the Cannes 
International Advertising Festival, 
the New York Festival, the London 
International Advertising Awards, 
the Effie and Andy Awards.

Even with these professional 
accomplishments, Knipe will 
perhaps be most remembered for the 
courage with which he dealt with his 
illness, and the profoundly positive 
impact he had on his friends, family 
and co-workers. 

Knipe, who resided in Oceanside, 
N.Y., is survived by his wife Laura; 
two sons, Joseph, 5, and Leo, 18 
months; a daughter, Jessica, 18; two 
brothers, Billy and Richard; and two 
sisters, Kathleen and Susan.

In lieu of flowers, the family 
requests that donations be made to 
the ALS Association, Greater N.Y. 
chapter, and to rideforlife.com.

ALS Claims Life Of 
BBDO’s Andrew Knipe
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TOP SPOT
O F  T H E  W E E KDir. Murro, Method Studios Romance “Monsters” For Hummer H3

Modernista! Shares The Offbeat Story Of How A Smaller Scale Version Of The Original Vehicle Came To Be 

Director Noam Murro, Boston-
based Modernista! and Santa 
Monica visual effects shop 

Method Studios have delivered a 
spectacular new spot called “Monsters” 
(:60), which tells the story of the birth 
of the Hummer H3. Turns out—at least 
according to this commercial—that 
the vehicle was born out of a romance 
between a 130-foot tall lizard-like 
monster and an equally humongous 
robot. As we see in the spot, the two 
meet and fall in love while ravaging 
Tokyo. Before long, the lizard-like 
creature is pregnant with the robot’s 
child. When their baby is born, we see 
it is a bright red Hummer H3 that—like 
its proud parents—is capable of tearing 
through Tokyo.

The aim of “Monsters” is to convince 
drivers that while the Hummer H3 is a 
smaller version of the original Hummer, 
it is still a real Hummer with the same 
capabilities, according to Modernista! 
co-founder/executive creative director/
copywriter Lance Jensen, who noted, 
“There is a fear [among drivers] that the 
Hummer H3 is going to just look like a 
Hummer but not behave like one.”

Hardly your typical auto spot, 
“Monsters” is a wildly imaginative epic. 
“There are easy solutions, and there 
are harder ones,” Jensen mused, “and 
sometimes it is more fun for you as a 
group to try to do something different 
and move the category forward.”

Murro was certainly impressed by 
the concept. “I’ve never seen anything 
quite like it,” the director remarked. 

According to Jensen, Murro actually 
contacted the agency after he heard 
about the project through the grapevine 
and said he wanted to write a treatment. 
“He was super passionate about this 
spot. He was like, ‘I’m doing this spot,’ 
“ Jensen shared.

The creative team at Modernista!, 
which also included co-founder/
executive creative director/art director 
Gary Koepke, senior art director Philip 
Bannery and senior copywriter Alex 
Flint, was thrilled that a director of 
Murro’s caliber would be interested in 
the project, and after seeing the treatment 
that the director wrote, the job was his. 
What exactly was Murro’s vision? “He 
wanted to play it really straight and 
make it about two ‘people’ falling in 
love and having a baby. He wanted to 
go right for the emotional heart and not 
get technique-y with it as far as making 
it look like an old movie,” Jensen said.

MONSTER MASH
With the concept and tone of 

“Monsters” nailed down, Murro 
collaborated with the artisans at Method 
Studios to come up with the best way to 
bring the spot to life. It was a complicated 
job that ultimately combined elements 
ranging from actors in costume to plates 
shot in Tokyo to miniatures to CG.

The first stop of the process, 
however, was for Method Studios—
with the help of Venice, Calif.-based 
Pixel Liberation Front—to create 
a full previsualization of the spot. 
“That’s where we established all of our 
scenes. We were basically creating the 
equivalent of dailies and giving them to 
the editor [Avi Oron of Bikini Edit, New 

York] so that he could work with Noam 
in the edit to build a story,” explained 
Method Studios lead 2-D artist/visual 
effects supervisor Alex Frisch.

Upon completion of the previs, a 
small crew traveled to Tokyo to shoot 
background plates, setting out to capture 
the city from the point of view of the 
monsters. “Before stepping foot in 
Tokyo, we already had an approved spot 
in the computer,” Frisch said, referring 
to the previs. “That really helped us to 
know exactly what we were looking for. 
We followed very carefully the plan we 
had in the previs.”

Murro and DP Toby Irwin then 
shot actors wearing costumes created by 
Stan Winston Studio, Van Nuys, Calif., 
onstage amidst miniatures in front of a 
green screen at Universal Studios Stages, 
Universal City, Calif. Everything had to 
be precisely at twenty-fourth scale.

“I’ve never been on a shoot where 
I’ve seen so many people walking around 
with laptops,” Jensen commented. As 
for what Murro was like on the set, 
Jensen said, “He’s got a really good 
command of what he wants to happen. 
When he thought the monster didn’t 

look pregnant enough, he was like, ‘No, 
you’ve got to re-do this. You’ve got 
to re-do that.’ He’s very tough, but he 
never made anybody feel bad. I said, 
‘I could learn something from this guy 
because he was able to give constructive 
criticism without destroying people’s 
egos.’ “

Once the shoot wrapped, the 
crew at Method Studios got to work 
on the effects, compositing the plates 
and creating CG elements, including 
everything from buildings to debris to 
monster footprints, to enhance the live 
action.

One might assume that selecting 
the music to accompany the spot would 
have been the easiest part of the process, 
but it was actually “a huge struggle,” 
Jensen said. “We went back to the well 
about six or seven times on this thing. 
Everybody had to be happy.”

In the end, the song “Love Is 
Strange” by Everything But the Girl 
was chosen. “It’s one of those songs that 
satisfies a lot of creative buttons without 
being too obvious,” Jensen pointed out.

Looking back on the making 
of “Monsters,” Jensen reflected that 
producing the spot was akin to giving 
birth. How so? “It took nine months to 
make this,” Jensen revealed.

While the client loved the concept, 
“Monsters” was frankly a huge 
undertaking in terms of cost, and the 
spot was almost killed a few times, 
according to Jensen. But the agency 
lobbied—clearly successfully—to save 
the spot. “We knew it was too great not 
to do,” Jensen said.

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 

Click Poster To View "Monsters"

Client
Hummer

Agency
Modernista!, Boston.

Gary Koepke, co-founder/executive creative 
director/art director; Lance Jensen, co-founder/

executive creative director/copywriter; Philip 
Bannery, senior art director; Alex Flint, senior 

copywriter; Eric Voegele, senior producer.

Production Company
Biscuit Filmworks, Los 

Angeles.
Noam Murro, director; Toby Irwin, DP; Shawn 

Lacy Tessaro, executive producer; Jay Veal, pro-
ducer. Shot on location in Tokyo and onstage at 
Universal Studios Stages, Universal City, Calif.

Editorial
Bikini Edit, New York.

Avi Oron, editor.

Post/Visual Effects
Company 3, Santa Monica.

Stefan Sonnenfeld, colorist; Missy 
Papageorge, producer.

Method Studios, Santa Monica.
Alex Frisch, lead 2-D effects artist/visual 

effects shoot supervisor; James LeBloch, 2-D 
effects artist/visual effects shoot supervisor; Gil 

Baron, CG technical supervisor/visual effects 
shoot supervisor; Rich Rama, producer/visual 
effects shoot supervisor; Laurent Ledru, CG 

creative director/visual effects shoot supervisor; 
Andrew Eksner and Alex Kolasinski, 2-D effects 

artists; John Han, Pasha Ivanov, Dan Dixon 
and Chris Smallfield, 3-D effects artists; Katrina 
Salicrup, Zach Lo, Sarah Eim and Kyle Obley, 
junior 2-D effects artists; Neysa Horsburgh, 

executive producer.

Pixel Liberation Front, Venice, 
Calif.

Helder Sun, motion control.

Sound Design
stimmung, Santa Monica.

Gus Koven, sound design.

Audio
Soundtrack, Boston.

Mike Secher, mixer.
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Though it’s not readily apparent at 
the outset, the premise of this two-
spot campaign for M-Tel cellular 

phones deftly features fun-filled ways for 
people to lose their voices.

In one commercial, we open on 
two young women sitting at a table in an 
outdoor café. But rather than talk, they 
communicate to one another via text 
messaging on their cell phones. Clearly 
it’s a curious means of communication 
given that the two are in such close 
proximity. Why have they opted to write 
and read rather than talk and listen? 

The camera reveals the messages 
on each cell phone display. “Told your 

boyfriend?” reads the opening message.
“Are U nuts, did you?” is the written 

response. 
“Not a chance,” writes the first gal.
The spot then takes us back in time 

to what the two women wouldn’t tell 
their boyfriends about. We see the 
lasses at a male strip club, with guys 
baring most everything. The gals are 
screaming at the top of their lungs, 
hooting and hollering at the revealing 
stage show. That also explains why 
they are unable to talk now, having 
strained their vocal cords during the 
previous evening’s fun escapade.

A super reads, “If you can’t say 
it, write it. Now every text message 
is half price.” Along the bottom of 
the screen the M-Tel logo appears.

Titled “Striptease,” the commercial 
is one of two in a package directed by 
Boris Damast of Mechaniks, Venice, 
Calif., for agency Demner, Merlicek & 
Bergmann in Vienna, Austria.  The other 

ad, “Soccer,” shows two guys at a pub 
bemoaning the poor officiating of a sports 
event of some sort. However, rather than 
talking, the men are text messaging one 
another. One text message even suggests 

that the referee must have been 
bribed. A flashback shows us that 
the two pub goers were earlier at 
a soccer game, booing incessantly, 
losing their voices in the process. 
Again, it’s a natural segue to M-
Tel’s text messaging deal.

The campaign, which is airing 
in Bulgaria, was co-produced by 
Mechaniks and Sofia, Bulgaria-
based Camera Films. Andrea Kikot 
executive produced for Mechaniks. 
Her exec producer counterpart at 
Camera Films was Stela Pavlova. 

Dobri Dimitrov was the production 
manager. The DP was Dimitar Gochev, 
who shot “Striptease” at the Toba Café 
and the Velvet Striptease Club, both in 
Sofia. Gochev lensed “Soccer” at two 
other Sofia venues, Swingin’ Hall and 
Gerena Stadium.

The creative team from Demner, 
Merlicek & Bergmann consisted of 
creative director/art director Francesco 
Bestagno, writer Claus Gigler and 
producer Maresi McNab.

Editor was Rene Schnuber, a 
freelancer from Vienna. Colorist was 
Doichin Margoevski of Camera Films. 
Audio post mixer/sound designer was the 
mono-monikered Busty, also of Camera 
Films.

The principal actors in “Striptease” 
were Veselina Gospodinova and 
Adriana Najdenova. The “Soccer” stars 
were Vladislav Jivkov and Konstantin 
Ikonomov.

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

Director Boris Damast Loses Voice For M-Tel
Strained Vocal Cords Attain Perfect Pitch For Text Messaging Deal

By Robert Goldrich

Click Poster To View "Striptease"

“Road Kill”
By Robert Goldrich

Pollution is in the eye of the beholder, and this :30 serves to change our point 
of view as to where toxic danger lies. We open on a lost dog wandering 
along the side of a road.You can’t help but feel sorry for man’s best friend, 

especially when you see a nearby traffic jam with much vehicle exhaust, including 
a big-rig truck belching out black fumes.

The soot and grime in this major gridlock seem somehow more offensive 
when juxtaposed with the scene of a young girl blowing bubbles from her 
passenger seat out a car window. The thought of air pollution taking its toll on 
the long-term health of the girl makes her seem like a victim, just as the poor 
dog seen at the spot’s outset. The haze of the not so great outdoors is palpable. 
However, just when you thought it wasn’t safe to be outside comes the realization 
that indoors is hardly an idyllic refuge.

A sign off to the side of the road reads, “Last Chance. Bar & Grill.” The 
camera takes us to the interior of a smoke-filled bar, where employees work and 
customers play. The aforementioned “Last Chance” sign seems prophetic as the haze in the bar rivals that of the 
outdoors.

The spot then takes us back into vehicular traffic, with such sights as a state trooper pulling over a car. But 
whatever the infraction committed by the motorist, it pales by comparison to the violation wafting through the 

air at the bar.
A wide shot reveals that the bar has no roof and no walls—it’s located outside, 

alongside the heavily trafficked highway. Two more makeshift road signs put the 
scene into chilling perspective. The first reads, “Crazy? The air in a smoky bar is 
up to 50% more toxic.” The next sign caries the food-for-thought message, “Just 
imagine if you worked there,” accompanied by a Web site address, standohio.
org.

The filmic approach contrasting imagery from the outside and the supposed 
inside was brought to us by the Ohio Tobacco Use Prevention & Control  
Foundation. The action plays to the tune of a young girl singing “Ring Around 
the Rosie.” “Road Kill” was directed by Nelson Cabrera of bicoastal HKM 
Productions for agency Northlich, Cincinnati. 

Carl Swan executive produced for HKM, with Eric Escott serving as producer. 
The DP was Jesse Green, who shot the spot in Cincinnati.

The Northlich creative ensemble consisted of art directors Chris Dye and 
Eric Thompson, copywriter Sarah Lyons and producer Diane Frederick.

Editor was Tate Webb of Red Echo Post, Cincinnati. Colorist was John Palmisano of Cineworks, Miami.
Scott Thierauf was the Maya CGI artist via Red Echo Post.  Audio post mixer/sound designer was Grant 

Kattmann of Sound Images, Cincinnati.  Composer was Sound Images’ Rob Fedders, with Jack Streitmarter 
producing.

Click Poster To View "Road Kill"
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By Emily Vines

With a series of nine black-and-white 
vignettes on www.10Cane.com, Mother, 
New York, takes 10 Cane Rum’s Internet 

audience back to the Caribbean of the 1960s. Creative 
director/director/DP Linus Karlsson shot the footage 
in Trinidad during a twelve-day still shoot where 
photographer Lars Topelmann took more than 5000 
images for the campaign to launch this super-premium 
rum for Moët Hennessy, USA.

Since the distillery is located outside of Laventille, 
Trinidad, the trip to the Caribbean was primarily 
intended to capture still images of the origin of the 

product. This library of photographs included shots 
of the distillery, bottling plant, cane fields, and the 
people involved in the process. The photos are highly 
stylized, often featuring men dressed in fine suits. But 
the overriding idea was to give the brand a sense of 
history, and establish an iconic, simple and exclusive 
feel.

Karlsson explained that he took a camera with 
him and had loose thoughts about the kind of footage 
he might shoot and the expectation of doing some 
informal casting. He had concepts for the shorts like 
following a master bartender, but others, like the man 
who performs in “Daryl Dancing,” came about on the 
fly. That vignette was filmed the last night of shooting 
at a party the crew held on top of its hotel. Daryl 
worked at the distillery and happened to love dancing. 
As he showed off his moves, Karlsson kept shooting 
and a short was born. Another featured talent was Sir 
Royalty, who was actually the team’s driver. “We let 
these characters come to life and let them tell a story to 
us and [we] documented it,” Karlsson related.

MIXED MESSAGES

Because it “just seemed right” the shorts feature 
French narration and open with the French national 
anthem. The client is part French, and the French 
introduced sugarcane to Trinidad, Karlsson related, 
but he added that those facts didn’t really factor into 
the decision. To add even more playfulness to the 
work, the words of the French-speaking narrator 
are completely unrelated to the English subtitles. So 
anyone who speaks French will get a laugh out of the 
disparity. 

Seemingly serious, but actually quite the opposite, 
“Growing Cane” is set in a sugarcane field and the 
subtitles explain that they use a two-part fertilization 
process. One part is accordion solos—we see a man 
dressed in a suit playing an accordion amid the cane. 
The second part is telling knock-knock jokes as another 
well-dressed man is shown enjoying a cocktail in the 
field.

Some of the shorts show elegant men and women 
in festive situations enjoying cocktails, while others 
feature elements of the rum-manufacturing process, 
like “Quality Control,” where a man inspects the 
product while on the beach and in the surf—of course, 
with a humorous spin.

“Meeting these characters [in Trinidad] was 
actually really interesting because we spent twelve 
days with these guys and they were telling us stories; 
[it’s] almost like the script wrote itself and our role 
really became more about documenting this and 
getting the feel of it,” Karlsson related.

The other films are: “A Situation,” “World 
Record,” “Leaving Home,” “One Word Joke,” 
“Planting the Flag” and “Power Lines.” A second set 
of films is set for release around the holidays.

These shorts are buried in the site, which one 
navigates by entering a word into the search box. It’s a 

bit of free association. “If you enter from the billboard 
in Los Angeles, there is nothing that says there is a 
movie online. However, it may be a very pleasant 
surprise to you that you discover [it] and I think that 
sense of discovery is very important,” Karlsson said.

This is the first project out of Mother Films, New 
York, which was simply established for this specific 
project, but Karlsson said more fare could come out 
of it.

Additional credit at the agency goes to: Paul 
Malmstrom, creative director; Todd Lamb, copywriter; 
Sean Carmody, art director; and Margaux Ravis, 
producer.

Editor Luis Moreno of Jump, New York, cut the 
films. David Bryen and William Zitzer were assistant 
editors. Dee Tagert was executive post producer.

Jon Rekdal III composed the music out of Rough 
n’ Ready, New York.  

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

Mother Travels To Trinidad To Explore Sweet Cane Roots

Click poster to view "Growing Cane."

Click poster to view "Quality Control."

VENICE, Calif.–Artist Scott McNiel, who 
previously worked at such shops as Method 
Studios, Santa Monica, and the former 525 Studios, 
has launched jack, a Venice-based visual effects 
house. McNiel’s credits span commercials, music 
videos and features.

During his Method tenure, he worked on 
spots for such clients as Mountain Dew, Nike, 
Nissan and Intel, as well as music clips for Alanis 
Morrisette, the Red Hot Chili Peppers and REM. 
Earlier as a Flame artist at 525, he contributed to 
videos for Madonna and Smashing Pumpkins, 
among others. McNiel’s feature endeavors include 
Armageddon, Twister and Flubber.

Among the key staffers brought on board Jack 
by McNiel is executive producer/visual effects 
supervisor Dan Connelly whose background 
encompasses the agency, production and post/
effects sides of the business. He served as a 

producer at TBWA/Chiat/Day, Los Angeles, and 
executive producer/effects supervisor at Sea Level, 
Venice. Additionally, Connelly is founder of D-
Train Productions, a Southern California shop that 
handles music videos, spots and TV pilots, as well 
as specialty projects like DVDs for artists such as 
Moby. 

Jack’s focus will be on digital visual effects, 
computer-generated animation and live-action 
integration. Starting at the pre-pro stage, the studio 
offers design and pre-visualizatiokn tools to help 
clients reach their conceptual goals.

At press time, Jack was working on an effects-
oriented campaign for Sony PlayStation out of 
TBWA/Chiat/Day, Los Angeles. Other recent spot 
endeavors include Pantene for Grey, New York, 
and Nissan for TBWA/Chiat/Day. On the music 
video front, Jack completed clips for Queens of the 
Stone Age and the Black Eyed Peas.

Jack Jumps Into Visual Effects Market
McNiel Launches House, Hires Exec Producer/VFX Supervisor Connelly
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MULTIPLATFORM FOCUS

To introduce its new subscription music 
service, Yahoo! opted to think small. In a 
new integrated campaign from agency Soho 

Square, New York, and OgilvyOne, San Francisco, 
Mini Pops—pixilated creatures created by artist 
Craig Robinson—come to life to tout Yahoo! Music 
Unlimited. The new digital music service offers over 
a million songs, and costs subscribers just $5 a month. 
The package for Yahoo! Unlimited features TV spots, 
radio, online elements, wild postings, and outdoor. 
The TV ads, which include the spots “Green Day,” 
“UFO,” and “Missy Elliott,” feature tiny, pixilated 
versions of musical artists that were animated by 
the team of Smith & Foulkes—Allan and Adam, 
respectively—of Nexus Productions, London. (The 
pair was behind this year’s award-winning Honda 
“Grrr” spot out of Wieden + Kennedy, London.) Each 
spot uses humor and the images of teeny, tiny pop 
stars to get across the point about the music service. 

For instance in Green Day, the band performs its 
hit song “Holiday”—they get so carried away with 
their head-banging moves, that they literally lose their 
heads. In “Missy Elliott,” the hip-hop diva’s dancers 
are replaced by ninja-like warriors, who eventually 

kidnap the performer. Each spot ends with the supered 
tagline: “Over a million songs. Five bucks a month. 
This is huge.” The TV work broke during last month’s 
telecast of the MTV Video Music Awards. 

The online and banner ads for the music service 
are peppered throughout the Yahoo! site, and let 
users see and listen to the music of the Mini Pops. 
One online execution allows users to interact with 
a mini Missy Elliott, who gives dance lessons in a 
sequence called “Bounce With Missy.” Another 
online component called “Trick Daddy’s Frequilizer” 
asks users if they are “Ready To Get Your Freak 
On”; consumers can then choose their favorite tunes 
from a particular genre while Mini-Pops groove to 
the beat, and sing along. Other upcoming elements 
included WiFi hot spots, whereby “Mini Pops” will 
text message users’ mobile phones, and posters that 
will have phone numbers people can text message, 
allowing them to download a Mini Pop to their cell 
phones. 

“We wanted to find something very iconic and 
own-able—that would be own-able on any platform 
we might think of,” relates Arthur Ceria, creative 
director at OgilvyOne. “That’s the strength of what 
the campaign is about.” Ceria noted that a fun factor 
also needed to be a part of the concept. The Mini Pop 
package, relates Ceria, is also “very viral. We wanted 
to find something [that was more than] a TV spot or 
a radio spot, or an interactive—more an integrated 
idea.”

The team from Soho Square—led by group 
creative directors Andy Berndt and Jeff Curry—and 
the team from OgilvyOne, which was headed up by 
Ceria and creative director Aaron Griffiths, began 
meeting in January, and quickly hammered out the 
Mini Pop approach to the integrated package All 
the creatives involved noted that it was important to 
have a solid idea in place prior to doing any work, 
particularly since the concept would be seeded into 
so many different spaces. “With Yahoo!, the medium 
is the message,” relates Curry. “Basically, everything 

happens on the Web, so you don’t present TV 
scripts—you present it as a broadcast piece. The lines 
are getting really blurred between what’s television, 
what’s viral, what’s print and what’s banner, what’s 
interactive, off line and on line.”

Griffiths relates that because the Mini Pops 
“aren’t ads, they work everywhere. These little 
creatures essentially live in their own world, which 
means they can live in any world—TV, posters, etc. 
… We worked very closely with teams in New York 
and San Francisco, and also with the artist in terms of 
creating the world that they live in.”

The idea to use “Mini Pops” came about via 
the “this is huge” portion of the tagline for the music 
service. “It was funny that they were really tiny,” says 
Berndt. “We put them together with ‘This is huge.’ 
One of the things we really wanted to do was get a 
digital taste, because obviously Yahoo! is primarily 
a digital brand, and what we all liked about it was 
that these little musicians can crawl all over the 
site—they would live in the exact same way online 
as they would in print, and TV and everywhere else.” 
The idea to use the work of Robinson, a Berlin-based 
artist, came about when the creative at 
Soho Square, a branding agency that 
is a part of the WPP Group family of 
agencies, saw his book called Minipops, 
which feature musicians and other pop 
culture icons in all their pixilated glory. 
Part of the fun of the book and the Web 
site, as well as the Yahoo! work, is to 
figure out who each figure represents. 
The creatives approached Robinson, 
who after some initial hesitation, jumped 
on board, creating all the Mini Pops for 
the campaign. (The TV portion was 
animated at Nexus, while the team from 
OgilvyOne created the Flash animation 
on the Web site.)

The decision to use Smith & Foulkes 

as the directors on the project was a serendipitous one: 
Curry relates that Robinson, who had dabbled in ad 
work before, had previously worked with Nexus. At 
the time the directing duo began working on Mini Pops, 
“Grrr” was just beginning to be widely recognized 
and honored at awards shows—among other honors, 
it won this year’s Grand Prix in film at the Cannes 
International Advertising Festival. Berndt explains that 
the decisions about which artists would be featured 
came about based on relationships Yahoo! had with 
acts, what performers had new releases coming out, 
and who was topping the charts. Curry relates that the 
creatives would write scripts for a particular artist, then 
send it off for approval. The creatives report that the 
musicians are pleased with their Mini Pop counterparts: 
during a party Yahoo! hosted in Miami for the MTV 
Video Music Awards, Mini Pop pictures lined the 
walls, and the music acts attending were wandering 
around, looking for their likenesses. The team is going 
forward, and will unveil some new Mini Pop artists in 
the coming months. “Yahoo! gets 400 million unique 
visitors a month,” states Ceria. “It’s worth it for the 
artists to be pixilated.”

Yahoo! Goes Small For Big Music Service
Soho Square, OgilvyOne, Artist Robinson, Animators Smith & Foulkes collaborate on Mini Pop campaign
By Kristin Wilcha 

Artist Craig Robinson’s rendering of the Mini Pop creative 
team, l to r: Robinson; Jeff Curry, group creative director; 
Andy Berndt, group creative director; Mark Svartz, copywrit-
er; Josh Rosen, art director; Aaron Griffiths, creative director; 
and Arthur Ceria, creative director. Click poster to view "Holiday"
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September 23 (Ad Material Closing: 9/15)
Ad Agency Series: Heads of Production discuss the changing roles of producers both within the agency and 
within the production community, with emphasis on how producers navigate media, helping to decide what’s appro-
priate for their clients, and collaborating with media planners. Also included: spotlights on producers behind suc-
cessful integrated campaigns. 
Border Watch: Argentina & Brazil – Some of the most talked about productions take place in these two coun-
tries. Find out what the scene is. 
Event Coverage: SHOOT Commercial Production Forum preview
Bonus Distribution: SHOOT Commercial Production Forum, September 29th, New York City

October 7 (Ad Closing: 9/28) 
Editors & Post Series: Up & Coming Talent - Find out who should be cutting and posting your next job with a look 
at the next generation of editing and post talent, both state side and internationally, with insights into how they view 
technology and the ad business. 
Visual Effects & Animation – How did they do that? Effects artisans discuss their latest effects work,while ani-
mation talents discuss their celluloid endeavors.
Event Coverage: Wrap-up coverage of the SHOOT Commercial Production Forum and other Advertising Week 
events.

October 21 (Ad Closing: 10/10) 

 DIRECTORS | DIRECTORS | DIRECTORS | DIRECTORS FALL EXTRAVAGANZA Directors Issue 

Profiles of leading commercial directors, plus a feature on emerging directorial talent. Also included will be a lively 
discussion with some A-list helmers, who will talk about everything from concepts and treatments, to the media 
landscape, to what it takes to successfully break into commercials.
Cinematography & Cameras - Profiles of the hottest commercial DPs out there, with emphasis on current work. 
Plus, find out what cameras DPs will be shooting with in ’06.
Event Coverage: ANA Annual Conference Wrap up coverage. 

With each print ad you place, you’ll receive an ad in SHOOT’s digital >e.dition the same week at no charge. One 
week - double exposure. 

On Your Mark... Get Set... Go

The SHOOT Fall Issues offer three finely-tuned 
opportunities to spread the word about your company. 

In addition to the latest news, columns, and creative Screen Work 
section, here’s a look at some special features…. 

Start the fall off right by getting the word out about your company. 
Promote established directors, editors, colorists or composers, introduce up & coming talent, increase aware-
ness of recent work, thank clients, introduce new services/products or make a branding statement. Each issue of 
SHOOT is another opportunity to get your message across to 15,000 Advertising Agency and Production Industry 
decision-makers -- more than 8.500 are Advertising Agency Creatives and Producers (Head of Production, Chief 
Creative Officer, Producer, Creative Director, Art Director and Copywriter). One ad in SHOOT reaches all these 
potential clients, and it reaches them in an environment completely devoted to their need for learning the latest 
news and finding out about great talent and great work. Your clients read SHOOT to find out about companies they 
may want to connect with -- use your ad to give them a reason to connect with you. 

For more information and space reservations, contact:

East / Midwest: 
Robert Alvarado, 203/227-1699, ext 15,

ralvarado@shootonline.com

West / International: 
Roberta Griefer, 203/227-1699, ext. 13, 

rgriefer@shootonline.com

Classified / Recruitment Advertising:
203/227-1699, ext 12,

classified@shootonline.com

mailto:ralvarado@shootonline.com
mailto:ralvarado@shootonline.com
mailto:rgriefer@shootonline.com
mailto:rgriefer@shootonline.com
mailto:rgriefer@shootonline.com
mailto:classified@shootonline.com
http://www.shootonline.biz/pubs/shoot2005overview.pdf
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The proposed tax incentive designed to encourage filming of features, TV programs and commercials in California failed to gain 
passage in the state legislature’s recently concluded session. Proponents of the anti-runaway measure are now pushing for the 
tax incentive to be included in Gov. Schwarzenegger’s proposed 2006-‘07 budget, which will be presented in January. (See 
next week’s SHOOT for a full detailed report.)....Mark Sitley, partner/executive creative director of production at Euro RSCG, 
New York, for the past two years, has left the agency to pursue initiatives in branded entertainment, marketing and feature film 
projects. He is being succeeded by Joe Guyt, director of broadcast production, and Cathy Pitegoff, director of broadcast busi-
ness affairs, who will serve as co-heads of broadcast production for Euro......Director Sara Marandi has joined bicoastal Villains. 
Marandi–who was one of the helmers included in SHOOT’s 2005 New Directors Showcase based in part on her trailer for The 
Stepford Wives–was formerly handled for spots by bicostal/international @radical.media.....Director Neill Blomkamp has joined 
bicoastal RSA USA for exclusive representation in the American ad market. The South African-born director is known for spotwork 
that includes Citroen’s “Transformer” and Nike’s “Crabs” and “Evolution.” He continues to be handled in Canada by Spy 
Films which produced his high-profile work for Citroen and Nike. The U.K. Citroen ad featured the CG transformation of an auto-
mobile into a dancing robot....Director Ago Panini has joined Tate USA for exclusive U.S. spot representation, marking his return 
to the studio. Following his first tour of duty there, he was repped stateside by bicoastal Moxie Pictures, and then by bicoastal 
Chelsea Pictures......Paul Biddle has been named executive producer of Hollywood-based Fabrication Films, succeeding Steve 
Johnson. Biddle, who formerly served as the shop’s head of production, will be responsible for the day-to-day operations of the 
commercial division. Fabrication’s directorial roster includes Buddy Cone, Alexander von David, Munier Sharrieff, James 
Wahlberg and Eugene Yelchin. Fabrication also has an association with A Film By, director Gary Johns’ house. Additionally, 
New Reality–a spotmaking division under the Fabrication banner–continues to be headed by exec producer Roger Hunt....

Delores Hively and Dawn Schiffman of Buzz Management, New York, have taken on East Coast representation for New 
York-based production company Czar and editorial house Crew Cuts, New York. Additionally, Buzz has signed music/sound 
design shop Pull, New York, for national representation....Corey Cirillo has been hired as the in-house West Coast rep 
for bicoastal music house Elias Arts....Cinematographer Steve Fierberg of HBO’s Entourage has signed with bicoastal 
Paradigm for exclusive representation….DP Alex Lamarque has wrapped second unit photography on The Da Vinci Code. 
Represented in all areas by Beverly Hills-based ICM, he is now available for commercials…..DP Adam Santelli is again 
available exclusively via the Lyons Sheldon Prosnit Agency, Los Angeles....DP Karsten “Crash” Gopinath has wrapped 
principal photography on Chris Robinson’s untitled feature through Warner Bros. and is again available for spots via The 
Skouras Agency, Santa Monica....ICM has signed costume designer Susan Nininger….Production designer David King has 
signed with Montana Artists Agency, Los Angeles, for spot and music video representation. His Kanye West music video, 
“Jesus Walks,” recently won an MTV VMA Award for best male video....

street talk

rep report

bulletinboard
� Sept. 26/New York: Battle of the Ad Bands III at Irving Plaza. www.fluidny.com….

� Sept. 26-30/New York: Advertising Week; go to www.advertisingweek.com for complete calendar of events…..

� Sept. 28/New York: AAAA Account Management Confernece, Kimmel Center at New York Univeristy. www.aaaa.
org….

� Sept. 29/New York: The 3rd Annual SHOOT Commercial Production Forum; 8:00 a.m.-8:00 p.m. at The 
Metropolitan Pavilion. Presented by SHOOT and Source TV.  Attended by Ad agency producers, creatives, clients, production 
& post execs. The Forum is pleased to be part of Advertising week! For sponsor, exhibitor, and registration information, 
contact forum@shootonline.com….

�Sept. 29/New York: Cannes Advertising Festival 2005 Winners—North American Premiere at the Sony IMAX 
Theatre in Lincoln Center. Co-hosted by USA Today and the Advertising Women of New York (AWNY). www.awny.org….

�Oct. 4-27/Japan: One Show Traveling Presentation and Exhibition of the 2005 One Show, One Show Design 
and One Show Interactive Winners at the Advertising Museum Tokyo. www.oneclub.org….

New Faces
Guillermo Tragant has joined 

Lapiz, Chicago, as creative director….
Carlos Mendez has come aboard 
Castells & Asociados, Los Angeles, 
as executive VP/chief creative officer….
Matt Eastwood has departed Young 
& Rubicam, New York, where he 
served as chief creative officer….Adrien 
Bindi is joining Fallon, Minneapolis, 
as an art director; he will work on the 

Citibank and Lee Jeans accounts, 
among others. He had previously been 
with Leo Burnett USA, Chicago….

Account Movement
Crispin Porter+Bogusky, Miami, 

will be handling ad duties for Sprite….
BBDO New York will handle adver-
tising for the Rokr cell phone from 
Motorola. The new phone can run 
Apple’s iTunes….

Agency Update
By Kristin Wilcha
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mailto:classified@shootonline.com
mailto:classified@shootonline.com
mailto:classified@shootonline.com
http://www.shootonline.biz/pubs/shoot2005overview.pdf

	Full Screen View 14: 
	Next Page 2: 
	Subscribe Now 13: 
	Button 93: 
	Button 95: 
	Button 147: 
	Button 195: 
	Button 196: 
	Button 199: 
	Button 200: 
	Button 201: 
	Button 205: 
	Button 240: 
	Button 254: 
	Button 258: 
	Button 265: 
	Button 203: 
	Search Issue 42: 
	Page 2: Off
	Page 3: 
	Page 7: 
	Page 8: 
	Page 9: 
	Page 10: 
	Page 11: 
	Page 12: 

	Next Page 40: 
	Page 2: Off
	Page 3: 
	Page 7: 
	Page 8: 
	Page 9: 
	Page 10: 
	Page 11: 
	Page 12: 

	Button 230: 
	Page 2: Off
	Page 3: 
	Page 7: 
	Page 8: 
	Page 9: 
	Page 10: 
	Page 11: 
	Page 12: 

	Button 231: 
	Page 2: Off
	Page 3: 
	Page 7: 
	Page 8: 
	Page 9: 
	Page 10: 
	Page 11: 
	Page 12: 

	Subscribe Now 32: 
	Page 2: Off
	Page 3: 
	Page 7: 
	Page 8: 
	Page 9: 
	Page 10: 
	Page 11: 
	Page 12: 

	Full Screen View 26: 
	Page 2: Off
	Page 3: 
	Page 7: 
	Page 8: 
	Page 9: 
	Page 10: 
	Page 11: 
	Page 12: 

	Search Issue 31: 
	Next Page 29: 
	Button 9: 
	Button 10: 
	Subscribe Now 21: 
	Full Screen View 16: 
	Button 308: 
	Button 300: 
	Button 301: 
	Button 302: 
	Button 303: 
	Button 304: 
	Button 305: 
	Button 306: 
	Button 307: 
	Search Issue 40: 
	Page 4: Off
	Page 5: 
	Page 6: 

	Next Page 38: 
	Page 4: Off
	Page 5: 
	Page 6: 

	Button 167: 
	Page 4: Off
	Page 5: 
	Page 6: 

	Button 168: 
	Page 4: Off
	Page 5: 
	Page 6: 

	Subscribe Now 30: 
	Page 4: Off
	Page 5: 
	Page 6: 

	Full Screen View 20: 
	Page 4: Off
	Page 5: 
	Page 6: 

	Button 2019: 
	Button 314: 
	Button 2027: 
	Button 2012: 
	Button 2016: 
	Button 299: 
	Button 311: 
	Button 312: 
	Button 313: 
	Search Issue 13: 
	Button 55: 


