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IBC: DI Ranks As Top Story
For Postproduction Industry

Facilities Seek Expanded Flexibility With Random Access,
Nonlinear Color Correction, And Data-Based Workflows
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Agency Heads Of
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19 As ad campaigns take on
diverse elements and differ-
ent iterations, agency heads
of production and producers
are navigating new relation-
ships and becoming more
nimble. Plus, a spotlight on
two producers who are shak-
ing up the media landscape.

Border Watch:

Argentina & Brazil

25 Find out why these hot spots
have become hotter for spot
filming.

By Carolyn Giardina

AMSTERDAM—The big sto-
ries at this year’s International
Broadcasting Convention
(IBC)—held Sept. 8-13 in
Amsterdam and drawing nearly
43,000 attendees—included the
proliferation of HD around the
world, digital cinema develop-
ment, the burgeoning opportuni-
ties of content delivery to mobile
devices such as cell phones and
PDAs—and if you are a cricket
fan, England’s Ashes victory
over Australia.

But for post industry exec-
utives planning their immedi-

ate next steps, IBC was about
a focused search for Digital
Intermediate (DI) capabilities
that would offer expanded flex-
ibility and creativity with ran-
dom access, nonlinear color
correction and data-based post
workflows. The DI process has
already taken hold of the feature
world. This year, an increasing
number of potential purchases
are being planned around com-
mercial work.

Despite tremendous interest
and a confidence that this is the
way of the future, many decision
makers still show restraint when
it comes to the multitude of new

software-based color grading
and DI boxes. A number of post
execs suggested that while the
technologies are evolving, many
workflows are not yet complete
and the color correction space is
dangerously overcrowded.
Reflecting this theme and
after careful evaluation of all
options, Santa Monica-headquar-
tered Ascent Media Group—the
parent of post entities including
Company 3, R!OT and Encore
Hollywood—went with technol-
ogy already proven at Company
3: A da Vinci 2K Plus with a

DVS Clipster, for its new DI suite
Continued on page 28

The Real Thing

By Robert Goldrich

LOS ANGELES-Freelance
director Paul Papaneck—whose
Coca-Cola spec commercials
“Passport” and “Railroad” have
gained exposure on his own and
other industry Web sites—con-
tinues to showcase those pieces,
which contain the Coke logo,
after reaching an agreement with
the soft drink maker. The spot fare
can appear as is, with one prereq-
uisite: The ads must be accompa-
nied by a disclaimer specifying

: A Spec Spot

that the work is spec and that
the director is not affiliated with
The Coca-Cola Company. The
disclaimer, which is now up on
Papanek’s site (www.paulpap.
com), further notes that “Coca-
Cola, Coke and the Contour
Bottle Design and the Dynamic
Ribbon are registered trademarks
of The Coca-Cola Company.”
The use of the disclaimer set-
tles a disagreement which sur-
faced several months ago, even
though the humorous spec spots

Compromise

are some three years old. Coca-
Cola’s legal department sent a
letter to the Los Angeles-based
Papanek this past May, asking
him to stop using the Coke logo
and to remove “Passport” and
“Railroad” from his site and to
instruct other industry sites to do
the same. The letter contended
that Papanek had no legal right
to use the Coca-Cola trademark,
which is wholly the property of
The Coca-Cola Company.

Continued on page 17

$5.00

Anti-runaway
Bill On Hold
In California

By Robert Goldrich
SACRAMENTO—“Wait ‘til next
year.” That’s the perennial battle
cry for fans of sports teams that
fail to win the championship.
And it’s the mantra that propo-
nents of anti-runaway legislation
in California must adopt as hopes
have been dashed for the imme-
diate passage of a tax incentive
bill designed to encourage pro-
duction of features, TV programs
and commercials in the Golden
State. The measure, Assembly
Bill (AB) 777, fell short of need-
ed votes in the Senate during the
state legislature’s latest session,
which adjourned on Sept. 9.

Continued on page 8

“Grrr” Garners
Grand Prix At
Shark Awards

By Kristin Wilcha
ENNIS, Ireland—Honda’s “Grrr,”
out of Wieden + Kennedy (W+K),
London, scored the Grand Prix ear-
lier this month (9/10) at the 4314
annual Shark Awards, which honor
Irish and international advertising.
This marked the first time that the
competition gala was held in Ennis,
shifting from Kinsale, the longstand-
ing host city in Ireland.

Directed by Smith & Foulkes—
Adam and Allan—of Nexus

Continued on page 9
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spot.com.mentary

Below The Line

he outpouring
of support from
around the coun-

try—and for that matter
the world—for victims
of Hurricane Katrina
has been inspiring.

young family. Titled
“Ketchup Soup,” the
Ad Council spot was
part of a campaign
directed by Joe Pytka
of Venice, Calif.-
based PYTKA for

And as chronicled in

SHOOT (9/9 and 9/16,

p. 1), the commercialmak-
ing community has also been
responsive, helping through
assorted volunteer and fund-
raising efforts, as well as
through the creation of rel-
evant public service messages
across different media.

Still, in light of Katrina,
it’s a PSA from four years ago
that resonates for me more
than any other. The spot fol-
lows a woman as she visits
several fast-food restaurants
to forage for packets of ketch-
up, which she uses later that
night to make dinner—a ketch-
up-hot water soup—for her

BBH New York.

The powerful ad
deserved more air play because
it conveyed a sorely needed
message—one that sadly has
become more painfully appar-
ent in Katrina’s aftermath. A
large segment of the popu-
lation remains wanting for
basic necessities—food, cloth-
ing, decent shelter, healthcare.
Katrina flooded some of them
out of the shadows and into
the public viewfinder. When
they were out of sight, they
were for many of us out of
mind. Just days before Katrina
hit, a much overlooked sta-
tistic was released amidst the
avalanche of supposedly more

Production View

A grassroots Katrina relief
effort started by visual effects
house Zoic Studios, Los
Angeles, caught the atten-
tion of Blair Stribley and Roy

Reflections

Skillicorn, partners in pro-
duction company Backyard,
Venice, Calif.. The two compa-
nies came together and teamed
to collect goods for Katrina

U SEPTEMBER 22, 2000/Bicoastal HSI Productions has
added director Dave Merhar for commercial representa-
tion. He joins HSI after three years of spot directing at Santa
Monica-based production house Visitor....After 11 years at
bicoastal/international Propaganda Films, where his spot-
making career launched him into feature filmmaking, direc-
tor Michael Bay has announced that he is forming his own
as-yet-unnamed commercial production house....Director
Marcos Siega has signed with bicoastal/international hun-
gry man for spot representation....Visitor, a Santa Monica-
based production company, has announced the sighings of
directors Ron Fricke and Rene Eram, as well as co-execu-
tive producer Mike Brady....Bob ’'n Sheila’s Edit World,
San Francisco, has added Smoke and Flame artist Ernie
Camacho and senior producer Saima Awan. Both recently
moved from Los Angeles to the Bay Area....

U SEPTEMBER 22, 1995/Production house Cosimo & Co.,
New York, has launched Sweet Dreams, a division that will
be operated independently by executive producer/president
Percy Hall. Five directors are already on the roster....At
press time, N.W. Ayer & Partners, New York, was about
to buy The Bomb Factory, the hybrid creative boutique/
production company founded in Venice, Calif., in 1990 by
ad creator/spot director Mark Fenske....Director Morissa
Franks has joined production/post house Red Sky Films,
San Francisco...Tom Ryan & Company, led by tabletop
specialist Tom Ryan, is slated to open in Chicago on Sept.
19 as a division of New York-based Michael Schrom &
Company....Kim Kimmel has joined the sales force of Multi
Video Group Post/Rhinoceros Editorial, New York, as VP

of sales....
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important economic barom-
eters. For each of the last four
years, more than one million
people have dropped below
the poverty line in the U.S.
There was no uproar over this
fact—no political finger point-
ing as now evident in the post-
Katrina blame game dynamic.

But Katrina brought
some of these most vulner-
able Americans into our living
rooms, onto our TV sets and
computer screens—the overrid-
ing question being why didn’t
we care more about their plight
prior to the Gulf Coast trage-
dy? What if this—and assorted
other daily obscenities which
often go sans high-profile
public attention—at least mer-
ited the same media blitz cov-
erage as the Michael Jackson
trial, the new Star Wars film
or the runaway bride?

I make these queries to raise
the point that at least in our

little pocket of the film com-
munity, we need to always
strive to make a difference. It’s
great that we are mobilizing
efforts—volunteering to collect
and deliver needed supplies,
raising money, bringing the
power of the ad community to
bear on public opinion—as an
eloquent response to Katrina.
However, we need to maintain
this eloquence for real issues
of importance when there’s
no compelling emergency
to spur us on. Through that
year ‘round work, perhaps we
can help bring about positive
change, maybe even reducing,
for example, the number of
people in need, making them
less vulnerable when natural or
manmade disasters strike.
That’s because raising
public awareness—as well as
delivering emergency aid—has
become more a function of
everyday citizenry. The afore-

By Blair Stribley

On Katrina

victims—with contributions
coming from throughout the
industry—and then delivered
the basic necessities to the
needy in Louisiana. The fol-
lowing are some excerpts from
Stribley’s reflections on what
he saw and felt as he drove
through parts of Louisiana,
accompanied by among oth-
ers, freelance producer Anton
Mallie. Italicized copy serves
as a bridge between Stribley’s
observations. The first stop
is New Iberia, where the mini
caravan heads into a Wal-Mart
which has become a disaster
relief distribution center.

ur semi had just backed
into the loading dock.
We thought, “great, we’ll

help them unload.” No way. This
place is run with OSHA in mind.
They are well organized and
manned by trained volunteers
from the Adventists. They are
great, selfless people who just
want to help others in their time
of need. Lisa is the woman who
has been our contact over the
last several days and now we
finally get to meet her. She’s here
from someplace in Texas and
has several kids and a husband
at home. She has been there for
10 days already, sleeping on a
cot in the warehouse and using
a hose hooked up to a sink in
the women’s room as a show-
er. ...Lisa gives us a tour of the
place and shows us how items
are brought in, organized and

partner/executive producer,
Backyard Productions

re-packed to be shipped back out
to the churches and groups who
are in need. It seemed a little
impersonal at first but we did see
the system in action with pickup
trucks and trailers coming in and
picking up loads of supplies.
Lisa told us that many families
have taken in other families who
have been rendered homeless.
Families of four now house up to
20 people....I felt good about our
delivery.

After picking up a truck
with another load, Stribley and
colleagues make their way to
Covington.

We make it to the Covington
exit and find ourselves in a
Baton Rouge-type traffic jam.
The Stones must be playing
here...Actually we see dozens
of power company and tree
removal trucks from many
different states...There is evi-
dence of Katrina here with
tarps on roofs, destroyed fast
food signs, etc. We make our
way off the main drag and find
the Faith Bible Church. It sits
on a beautiful plot of land sur-
rounded by tall oak trees. The
volunteer have been awaiting
our arrival. We unloaded our
truck and SUV with the goods
they requested....We helped
out some more and got to know
some of the people. It was
odd but for a group of people
caught in the middle of a disas-

Continued on page 12

By Robert Goldrich

mentioned “Ketchup Soup”
and other spots in that ‘01
package were released in the
summer to coincide with the
seasonal peak in child hunger,
when the closure of schools
means that for three months
there are no school-based food
programs. The campaign tag-
line rings especially true today
while offering hope for the
future. In reference to the hun-
ger epidemic—in which one of
every five children in America
faces hunger on a daily basis—
the tagged message is simply,
“The Sooner You Believe It,
The Sooner We Can End It.”
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Group101Spots Goes Bicoastal;

Directors Gear Up For Spec Work

Launch Meeting in the Big Apple Draws
Around 150; 14 Helmers Set For Program

NEW YORK-Group101Spots—the three-year-old Los
Angeles-based program that has had a hand in discover-
ing a variety of up-and-coming directors through the making of spec spots—is
now spreading its wings to the East Coast. Earlier this month, Group101 held
its inaugural Big Apple meeting, hosted by editorial house the now corporation,
New York. The Manhattan session drew some 150 people, including aspiring
directors, and a slew of potential collaborators, including copywriters, cinema-
tographers, editors, graphic artists and composers.

The directors participating in Groupl01Spots’ first East Coast initiative
are: Jordan Alport, Ariel Danziger, Kevin Frech, Kevin Johnston, Paul Kamuf,
Travis Kopach, Chris McKenna, Jody Lauren Miller, Crystal Moselle, Julian
Pugsley, Raafi Rivero, David Yosha and the helming duo of Zack Resnicoff and
JC Khoury.

During the recent Manhattan meeting, they had the chance to talk with direc-
tor Larry Shanet, a.k.a. Kranky, an alumnus of Group101Spots, Los Angeles.
Kranky turned out spec fare at Group101 that helped spur on his career, leading
to his signing with Crossroads Films, bicoastal and Chicago, for the U.S. mar-
ket, and Toronto-based Shooters for Canadian representation. Questions asked
of Shanet by the directors centered on choosing the right scripts, and how to

By Robert Goldrich

best go about building their reels and marketing themselves.

As with the directors that have passed through the Los Angeles program,
Group101Spots will require each New York helmer to create one spec spot
every thirty days for six months. The directors present their spec commercials at
a monthly meeting for review by other directors as well as production company
executives and agency staffers. Through critiques and advice, these gatherings
give the directors insight into improving their spots as well as opportunities to

network.

According to director/executive producer Dina Mande, the founder of
Groupl01Spots, the startup meeting in Gotham was most productive. She noted
that scripts for prospective spec projects were submitted from such New York
agencies as DDB, Grey, J. Walter Thompson, Ogilvy & Mather, McCann-

Continued on page 13

Sausage Links With Kaboom For Spots

Directorial Duo of John Benson And Ward Evans Signs With S.F. Shop

By Robert Goldrich

SAN FRANCISCO-Sausage, a
directing team consisting of John
Benson and Ward Evans, has
joined kaboom, the San Francisco-
based production house headed by
owner/executive producer Lauren
Schwartz.

Benson and Evans have a long-
standing track record together, ini-
tially as a freelance creative team for
various agencies in San Francisco,
including Young & Rubicam, JWT,
Black Rocket and GMO, as well as
BBDO Atlanta. Benson and Evans
also worked client direct for Nike,
Three Thieves Wine, Macromedia
and Poison Pen Records, among
others. The last full-time agency staff
gig for Benson and Evans was their

serving as creative directors at Foote,
Cone & Belding, San Francisco,
for an account roster that included
Sega, MTV, FOX Sports, Levi’s and
3Com.

The two creatives then success-
fully branched out into directing,
helming comedic spot work, some
of it spec. In the mix were ads for the
San Francisco Giants, the Oakland
Society for the Prevention of Cruelty
To Animals, and Huntington Bank—
all of which gained inclusion into
SHOOT’s “The Best Work You
May Never See” gallery. Benson
and Ward also earned distinction in
SHOOTs up-and-coming directors
showcase in 2003.

Sausage also comprise half of
the indie rock band Recliner who
recently wrapped a Tokyo tour and
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licensed tracks for three MTV shows
this year. The first Sausage-helmed
video for Recliner’s “All Pleasure”
single gained exposure on Fuse
TV’s Oven Fresh, and the directo-
rial team’s latest clip for “Making
A Friend” was recently featured on
RollingStone.com.

Prior to formally coming aboard
kaboom, Sausage helmed several
jobs via the company, including
a recent Microsoft assignment.
The directors’ positive experience
on these projects with Schwartz
cemented their decision to join the
shop.

Sausage rounds out a directo-
rial roster at kaboom that consists of
Brandon Dickerson, Gary Shaffer,
Doug Werby and Danny Weisberg.

Blomkamp Makes Stateside
Commitment, Joins RSA USA

Director Is Best Known For His Work
In Combo Live-Action/CG Fare

By Robert Goldrich

LOS ANGELES-Bicoastal RSA
USA has signed director Neill
Blomkamp for exclusive U.S. rep-
resentation. Known for his work
in meshing live action and com-
puter graphics, Blomkamp has
scored with such spots as Nike’s
“Evolution”for Wieden+Kennedy,
Portland, Ore., and Citroen’s
“Transformer,” via Euro RSCG,
London.

The former, a CG spot, was
produced by The Embassy VFX,
a Vancouver, B.C.-based visual
effects house owned in part by
Blomkamp. Meanwhile, Spy Films,
Toronto, produced “Transformer,”
which aired throughout the major
European markets, except for
France. Spy continues to handle
director Blomkamp in Canada and
other parts of the world.

Both “Evolution” and

“Transformer” have performed
well on the awards show circuit.
For example, earlier this year,
“Transformer” won the top com-
mercial category honor at the third
annual Visual Effects Society (VES)
Awards in Hollywood. The ad fea-
tures the transformation of a Citroen
C4 automobile into a dancing robot.
Contributing to the success of the
spot was the motion capture per-
formance of Marty Kudelka, cho-
reographer for the likes of Justin
Timberlake.

Blomkamp said the recognition
gained by his recent commercials
made the time right for him to enter
the U.S. ad marketplace. He was
attracted to RSA on several fronts,
including the company’s roster of
talent, its high caliber work and
longevity in the business, and the
fact that he’s been a longtime,

Continued on page 9

George Jecel Signs With TWC

Director Looks To Advance Spot Career
While Exploring Feature Opportunities

By Robert Goldrich

SANTA MONICA-Director
George Jecel, formerly of
bicoastal/international Believe
Media, has joined Santa Monica-
based TWC for exclusive spot
representation in the U.S. He
has already wrapped his first
job under the TWC banner, a
Campbell’s Soup assignment for
BBDO New York.

Jecel’s recent credits include
campaigns for California
Tourism, McDonald’s and
Boeing, a mix showcasing an
affinity for dialogue as well as
beautiful image-driven fare. The
director said he made the move
to TWC in order to continue
building on his commercialmak-

ing career while also hopefully
at some point gaining the oppor-
tunity to diversify into features.
On the latter score, Jecel said he
was intrigued by TWC’s con-
nection to theatrical motion pic-
tures through co-founder Ralph
Winter, producer of Fantastic
Four and X-Men, among other
films.

Believing he has reached a
career juncture where he is ready
to take on a feature, Jecel said
TWC is well positioned to help
him find such a project with “a
story that I can live with for a
long period of time.”

Meanwhile TWC executive
producer Mark Thomas charac-

Continued on page 17

Director Pat Solomon Arrives
At Newhouse, Raps Yamaha

By Robert Goldrich

LOS ANGELES-Director
Pat Solomon has joined new-
house films, a satellite division
of Crossroads Films, bicoastal
and Chicago. Already at new-
house—which is under the aegis
of executive producer Heidi
Nolting—Solomon has directed a
Yamaha Raptor 700R ATV spot,
“Try and Keep Up,” for Marshall
Advertising & Design, Costa
Mesa, Calif.

Solomon made his first
directorial mark years back in
extreme sports films, spanning
snowboarding in Totally Board,
motocross in the groundbreaking

Crusty Demons of Dirt, and other
sports including skateboarding,
surfing and mountain biking. He
has worked extensively for MTV
Sports.

In 1997, Solomon and execu-
tive producer Peter Abraham
formed Fusion Films, Santa
Monica. There, Solomon made
the transition to spots, helming
campaigns for such clients as
Honda, adidas, Ford, Toyota and
ESPN. Over the years, he also
diversified into non-sports-related
commercialmaking for the likes
of Citibank, Target, BASF and
Panama Tourism, among others.

Continued on page 8
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Calif.’s Anti-runaway Tax Incentive Will Have To Wait “Til Next Year

Continued from page |

Exactly what the prospects
are for the tax break next year
remain uncertain. On one hand,
there’s cause for optimism as the
bill’s author, Assembly Speaker
Fabian Nunez (D-Los Angeles),
and other legislature leaders
have sent a letter to Gov. Arnold
Schwarzenegger (R-CA), asking
him to include the tax incentive
measure in his proposed 2006-07
state budget, which is scheduled
to be first presented in January.
Such a request is uncommon in
legislative circles, underscoring
the commitment of key leaders in
both houses to bring the measure

to fruition.

Nunez and Republican
Assembly leader Kevin McCarthy
(R-Bakersfield), Senate presi-
dent Don Perata (D-Oakland) and
Senate Republican leader Dick
Ackerman (R-Irvine) signed
the letter, which read in part,
“Although the clock ran out dur-
ing this session for this legisla-
tion, we are committed to includ-
ing industry tax incentives in the
budget we pass next year.”

Clearly the backing of lead-
ership in the State Senate and
Assembly bodes well, as does the
fact that Gov. Schwarzenegger
has expressed support for such
tax incentive-driven legislation to

help spur on filming in California.
However, the legislative waters
are murky to say the least—and
it’s anyone’s guess if they will be
easily navigated in January. The
governor’s approval rating has
declined significantly in recent
months, and he has arguably cast
his political lot with the results of
a special election that he’s called
for in November. The results of
that election spanning several bal-
lot initiatives/propositions will
reflect the governor’s clout—or
lack thereof—and help to shape the
legislative climate come early 06.

The proposed incentive will
also have to continue to reckon
with opposition from watchdog

tax groups. Indeed the granting
of a tax break to the filmmaking
industry might still be difficult for
some legislators to reconcile at a
time when California faces amajor
budget deficit that could translate
into further cuts in core services.
Supporters of the bill counter that
the incentive will add to the tax
base. In their aforementioned let-
ter to the governor, Nunez, Perata,
Ackerman and McCarthy cited
a recent Los Angeles County
Economic Development Corp.
Study which found that a film
with an average budget of $70
million, for example, generates at
least $10.6 million in state sales
and income tax.

SPOT LANGUAGE INTACT

The resolve of Senate and
Assembly leaders to keep the
tax incentive alive means that
the bill remains in its current
form, inclusive of commercials.
Furthermore, per the measure’s
language, a portion of the avail-
able tax credits will be set aside
specifically for spots shot in
California. That ad-friendly pro-
vision is generally believed to be
a first in anti-runaway legisla-
tion.

Per 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 annu-
al amount any company could
receive in refundable tax credits
for spots is $500,000. The tax
credits, if passed, would apply
to new commercialmaking busi-
ness for California, meaning that
the qualifying expenditures for a
production house would be those
that exceed the amount that the
company spent in California dur-
ing the previous year. The tax
incentive program for commer-
cials is tied to annual spending
by a company instead of being
paid out on a per-project basis.

A definitive dollar amount
hasn’t yet been formally attached

to the tax credits provided by the
overall bill spanning features,
TV and commercials. According
to some published estimates, the
bottom line could approach $100
million. But others contend the
total will fall far short of that fig-
ure. How much of the total will
be apportioned for commercials
still isn’t known.

Steve Caplan, executive VP of
the Association of Independent
Commercial Producers (AICP),
expressed disappointment that
the bill did not make its way out
of the legislature during its most
recent session. However, Caplan
said he was encouraged by the
proactive stance of key legisla-
tors to make the tax incentive
proposal a reality by pushing to
get it written into the 06-07 state
budget. And he remains hopeful
that the governor will act accord-
ingly, based on his support for
the anti-runaway legislation.

Dir. Solomon
Finds Newhouse
For Spots

Continued from page 7

Solomon has experimented
with varied cranes, camera heads
and camera cars, and does his
own helicopter work. He has also
developed a unique technique for
shooting cars. Essentially strap-
ping himselfto the front or rear of
a specially modified truck, quad
runner or snowmobile, he uses a
Steadicam or hand-held camera
in order to get within inches of
the vehicle being lensed.

Solomon joins a newhouse
directorial roster that consists
of Gregory Maya and Steven
Ramser.

The company’s sales force
is comprised of Stacey Altman
of Stacey & Co. on the West
Coast, Helen O’Brien and Janice
Harryman in the Midwest, and
Maria Stenz of Stenz & Co. on
the East Coast.

Twist Audio

H 333 Hudson St. (between Charlton and Vandam Sts.) 212-206-7388
This “bustling” “convenient” SoHo charmer is “noisy in a good way"... ask for a booth...
everything is mixed by experts... Glenn, Peter & Mark make you feel like a regular...

great service... sexy digs ... and yes, that's Jason Bateman.

' mixing | sound design | radio
A SOUND LOUNGE SATELLITE.
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Shark Awards Surface

Continued from page |

Productions, London,“Grrr” also
netted Gold Sharks for cinema,
automotive, animation, and best use
of music (which was done by the
London office of bicoastal/interna-
tional Amber Music).

Meanwhile, winning the Irish
Grand Prix was Heineken’s “China”
from McCann Erickson, Dublin, and
directed by Matthijs van Heijningen
of bicoastal/international MJZ.
“China” also garnered a Gold Shark
for alcoholic drinks.

The Palm d’Or went to Zanita
Films, Dublin. The shop won the
honor largely on the basis of a BC
Dairy spot called “T Rex” out of
DDB Canada, Vancouver, B.C.,
and directed by Ruairi Robinson of
Zanita (he is repped in the UK. via
Blink, London). The spot earned
Gold Sharks for best direction and
animation in the Irish Craft Award
categories, as well as a Gold Shark
in the non-alcoholic drinks category.
Robinson additionally garnered the
Irish New Directors Award. (Lena
Beug of Reginald Pike, Toronto,
scored the International New
Directors Award.)

A trio of spots for Viagra—
“Office,” “Golf,” and “Coach”—
out of Taxi, Toronto, and directed
by Joachim Back, and produced
via The Partners’ Film Company,
Toronto, won a Gold Shark for cam-
paign. (Back is repped stateside via
Park Pictures, New York.) Two Gold
Sharks were awarded in the food

RSA USA Signs
Neill Blomkamp

Continued from page 7
unabashed fan of director Ridley
Scott.

As Blomkamp makes his first
foray stateside, he’s diversified
beyond his spotwork to take on
some longer form fare. At press
time he was in postproduction on
a Spy-produced short, a 14 min-
ute film for Wieden+Kennedy
Entertainment. Titled Tempbot, the
piece, which stars Lynda Carter of
Wonder Woman fame, is a strange
mix of a boring office that’s staffed
with interesting, high-end, sci-fi
robots.

Born in South Africa,
Blomkamp currently makes his
home in Vancouver, where he
recently opened visual effects shop
Ratal to handle effects, whenev-
er possible, on his own projects,
including commercials.

Blomkamp moved from South
Africa to Canada at the age of 18,
first getting into CG effects. Several
years later, he first established him-
self as a director in the music video
arena. He described videos as rep-
resenting “a great training ground”
which helped him move into com-
mercials.

RSA USA president Jules Daly
said she was drawn to Blomkamp’s
“passion for CG and live action.
We fully expect Neill to ‘put the
soul’ back into CG work.”

category: one to “Hare” for Heinz
Tomato Ketchup out of Leo Burnett,
London, and Ragu Pasta Sauces’
“Father and Son.” Winning Gold
for alcoholic drinks was “Big Ad”
for Carlton Draught, out of George
Patterson and Partners, Melbourne,
and directed by Paul Middleditch
of Plaza Films, Sydney. McCoy’s
Specials’“TV Remote,” via Publicis,
London, and directed by Scott
Vincent of bicoastal/international
Hungry Man, won a Gold Shark in

NEWSMNEWS NEWS NEWS NEWS NEWS NEWS NEWS NEWS N

In Ennis

the confectionary category, while
the Africa Museum’s “The Memory
of Congo,” out of agency LG&F,
Belgium, was honored with a Gold
Shark for leisure. “Opera Week”
for the Clara Classic Music Radio
Station out LG&F, and helmed by
Frank Devos of Lovo, Belgium,
copped a gold for media and enter-
tainment. Earing a Gold Shark for
low-budget television was “Blarney”
for CU Ireland Clothing, out of
Cawley Nea TBWA, Dublin, and

directed by Type2error of Godman,
London. Blood Donation’s “We
Gave Blood,” out of agency BMF
Advertising, Sydney, and directed by
Ben Lawrence of Caravan Pictures,
Sydney, won a Gold Shark for pub-
lic service and welfare

CRAFT CATEGORIES

The Gold Shark for directing
went to Middleditch of Plaza Films
for the aforementioned “Big Ad.”
Two Gold Sharks—for best postpro-
duction/special effects and anima-
tion—went to an ad for the Renault

Espace, “Hector’s Life,” out of
Publicis Conseil, Paris, and directed
by Dom & Nic, with production
by Outsider, London, and Bandits,
Paris. A team of artisans from
FrameStore CFC, London, created
effects and animation for “Hector’s
Life.” The adidas spot “Impossible
Field,” out of 180 Amsterdam won
the Gold Shark for best editing. Steve
Gandolfi of Cut + Run, which has
offices in London, New York, and
Los Angeles, edited the spot, which
was helmed by Daniel Kleinman of
Kleinman Productions, London.

Presenting the ultimate tools for the platform you love. Avid Xpress' Pro and Media Composer’ Adrenaline” for Mac OS X Tiger.
To see how these powerful editing solutions can take your performance to an exciting, new level, log on to www.avid.com/mac
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The Joneses Signs Director Maximo

2004 AICP Show Honoree Has Gone
On To Helm MTV Series Room

By Robert Goldrich

SANTA MONICA-Bicoastal
The Joneses has signed director
Zosimo Maximo, director of the
MTYV series Room Raiders, for
exclusive spot representation. This
marks his first career affiliation for
ads, though he had garnered recog-
nition last year as a director from

the Association of Independent
Commercial Producers (AICP)
Show. Maximo was honored in the
best student commercial category
of the AICP competition.

Maximo has already wrapped
his first job under The Joneses’
banner, a package of multicultural
spots for Ford out of JWT's Miami-

Zosimo Maximo

Raiders

based Burson-Marsteller unit.
Themed “Ride it Like a Ford,” the
music video-style lensed commer-
cials feature 17-year-old Miami
singer JemCarlos Canela, whose
vocal performance is intercut with
vignettes involving five young
people of different ethnic back-
grounds.

“The agency gave us a lot of
creative freedom...,” said Maximo
of the Ford assignment. “Our
intent was to capture the attitude
and sexiness of the Miami area
and put it into a video format that
would speak to our target audience
of young adults.”

Mel Gragido, executive pro-
ducer of The Joneses, said he was
drawn to Maximo’s mix of adver-
tising experience and reality TV
sensibilities. In the latter genre,
Maximo has helmed the reality
dating series Kick Back for BET
and the MTV car show Trick it
Out. ““1 think there is a market for
reality-based advertising that isn’t
currently being served because
few directors, who do the real-
ity format well, also understand
advertising,” related Gragido, who
believes Maximo helps to fill that
void.

Maximo took a circuitous route
to a directorial career. He stud-
ied to be a fashion designer at the
Parsons School of Design, New

&5

“Bob Ebel. He’s very funny. He’s not very smart.”

Spencer Davis, age 7

EBE LKI DS. www.ebelproductions.com 312.222.1123
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York, and went onto work as a
stylist for Prada and Gucci. He
then began styling for spot and
music video shoots, which inspired
him to pursue directorial studies.
He enrolled at Art Center College
of Design, Pasadena, earning a
master’s degree in 03. His stu-
dent work including a spec spot,
“Matt Johnson,” for adidas, which
earned him the aforementioned

AICP Show honor. While still in
school, Maximo began helming
music videos, such as “No Hay
Manera” for Akwid, a group that
went on to win two Latin Grammy
Awards.

The Joneses is repped by
Marianne McCarley on the East
Coast, Doug Stieber & Co. in the
Midwest, and Grace Silverstein of
Reel Grace on the West Coast.

Dan Hackett

TDN Signs Directors
Marty Weiss, Dan Hackett

ENCINO, Calif.—Directors
Marty Weiss and Dan Hackett
have signed with The Directors
Network (TDN) for freelance
work throughout the U.S. Under
the aegis of president Steve
Lewis, TDN is a bicoastal talent
agency that represents directors
and DPs. TDN reps directors on
its roster to commercial produc-
tion companies.

Weiss and Hackett were pre-
viously handled by production
houses. Weiss most recently
directed via GoManGo, New
York, while Hackett was with
Avalon Films, Detroit. Both
directors bring agency pedigrees
to TDN. From 1991-°95, Weiss
served as a senior producer at
DDB Needham (now DDB),
Chicago. He worked on some of
the agency’s biggest accounts,
including Budweiser, Bud Light
and McDonald’s. Concurrently
he directed spots via the agen-
cy’s in-house production com-
pany, Zone One.

Weiss then jumped to the
production house side of the biz.
Prior to GoManGo, he directed
via Cucoloris Films, Venice,
Calif. Over the years, he has
helmed spots for such clients
as Anheuser-Busch, Clairol,
Honda, Renault, Kia, AT&T,
Energizer and McDonald’s.
His work has garnered Clio
Awards, Cannes Lions, One
Show Pencils and best direc-
tion honors at the New York

Film Festival and the Chicago
International Film Fest. Weiss
now returns to the commercial-
making arena after spending the
past several months on his fea-
ture film directorial debut, The
Turning, for Sony/Screen Gems
Entertainment.

Hackett’sexperienceincludes
15 years at Doner Advertising,
Detroit, ultimately as its execu-
tive creative director. He left to
focus on his directing career, ini-
tially at The Story Companies,
Chicago. Hackett was also
handled by The Partners’ Film
Company, Toronto. He current-
ly works in Canada via Maxx
Productions, Toronto.

Over the years, Hackett’s
directorial endeavors have land-
ed ADDY Awards, as well as
recognition from Cannes, the
New York Film Festival and the
British Art Direction Awards.
He has helmed ads for the likes
of Jeep and United Way.

Hackett is best known for
his work in comedy and dia-
logue, with strong art direction.
He and Weiss join a TDN roster
for freelance assignments that
includes directors Jeff Weiser,
Brian Coyne, Rene Eram and
the helming/DP team Squeeze.

Lewis is based at TDN’s
Encino headquarters. Earlier this
year, the talent agency opened a
New York office, which is head-
ed by former freelance producer
Dan Deitchman.
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Union Adds Editor
Nicholas Wayman-Harris

SANTA MONICA—Editor
Nicholas Wayman-Harris has
joined Union Editorial, Santa
Monica. He comes over from
FilmCore, Santa Monica, where
he spent the past year; among
his notable credits there was the
Ford Mustang “Cornfield” spot, in
which a farmer builds a racetrack
in the middle of a cornfield, hop-
ing to bring back his idol, the late
actor Steve McQueen, to instruct
him on how to get optimum driv-
ing performance out of the new
Mustang GT. Through the magic
of effects and compositing, tap-
ping into footage of McQueen
from the movie Bullitt, the king
of cool does indeed show up. Paul
Street of bicoastal/international
Believe Media and London-based
Streetlights directed “Cornfield”
for J. Walter Thompson, Detroit.
Wayman-Harris first estab-
lished himself in the U.K. He cut
commercials and music videos for
10-plus years at NWH Editing, a
London shop he founded in 1990.
Now at Union, Wayman-Harris

has already taken on a couple of
music videos: System of a Down’s
“Question,” helmed by Howard
Greenhalgh of Believe Media; and
Bright Eyes’ “At the Bottom of

Nicholas Wayman-Harris

Everything,” directed by Cat Solen
of Strato Films, Los Angeles.
Wayman-Harris also wrapped edi-
torial on a short film, 7he Rope,
directed by Philippe Andre of
bicoastal Villains. The Rope pre-
miered earlier this month at the

Los Angeles International Short
Film Festival.

The editor’s additional spot
credits include work for Clorox
directed by Villain’s Doug Avery
for DDB San Francisco, and a
Christian Dior spot for noted fash-
ion photographer and director Nick
Knight. In the music video arena,
Wayman-Harris has cut clips for
such artists as Bjork, The Verve,
Duran Duran, Underworld, Diddy,
Oasis, and Death in Vegas.

Wayman-Harris is also no
stranger to long form. In *00, he
edited his first feature film, The
King Is Alive, directed by Kristian
Levring. The movie went on to
screen at the Telluride Film Festival
and earned official selection status
at the Cannes Film Festival. In
’02, Wayman-Harris followed up
with the feature The Intended, also
helmed by Levring.

At Union, Wayman-Harris joins
a roster of editors that includes
Nico Alba, the mono-monikered
Einar, Jay Friedkin, Ira Klein, Nick
Lofting and Scott Tremblay.

Agency Update

By Kristin Wilcha

New Faces

Three creatives have joined Lowe, New York, as execu-
tive creative directors: Peter Rosch and John Hobbs,
who are coming aboard from Bartle Bogle Hegarty,
New York, and Fernanda Romano, former interactive
creative director at DM9DDB Advertising, Sdo Paulo,
Brazil. All three will report to Mark Wnek, who joined
Lowe as chairman/chief creative officer earlier this year...
David Carter has joined BBDO New York, as a senior
creative director. He had previously been a senior art direc-
tor at Fallon, Minneapolis. In other BBDO news, Gary
Topolewski has left the Troy, Mich., office of the shop,
where he served as chief creative officer....Crispin Porter
+ Bogusky, Miami, has acquired a 20 percent stake in de-
sign shop fuseproject, San Francisco....Cameron Day has
joined McGarrah/Jessee, Dallas, as executive creative
director...

Account Movement

BBDO New York will handle ad duties for home im-
provement chain Lowe’s....Bartle Bogle Hegarty, New
York, will take on creative chores for the Dyson line of vac-
uum cleaners....O’Leary and Partners, Newport Beach,
Calif., will handle advertising for the WD-40 brand....
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A Firsthand Report On Katrina Relief Effort

Continued from page 4

some of the people. It was
odd but for a group of people
caught in the middle of a disas-
ter, they seemed pretty upbeat.
It turns out that Covington
is a town with several faces.
Primarily Africa-American
but I’d guess 25 to 30 percent
white. In part, it serves as a
bedroom community for peole
who work and have businesses
in New Orleans. There you can
live in a clean wooded com-
munity but have a short drive
into the city on the bridge over

Lake Pontchartrain. Another
part of the community works
right there in Covington at
local businesses, schools and
government facilities. It’s a
town like many in America
with a modern infrastruc-
ture and businesses like Wal-
Mart, Best Buy, Holiday Inn
Express type hotels (all clients
we’ve done spots for), etc. But
there’s another face too. It’s
the very, very poor African
American. I mean dirt poor,
living in government-subsi-
dized shacks. It’s the rural ver-

WE’VE SHORTENED OUR STORY.

THESTORYCOMPANIES

IS NOW

THE SToRY COMPANIES NOW HAS A SHORTER, SIMPLER NAME.
JUST CALL us STORY.
WWW.STORYCO.TV

800.642.3173

sion of the urban ghetto. The
Faith Bible Church serves all
these people. And they are all
working together to pull each
other back up on their feet....
The damage incurred here was
all wind related. There was no
flooding or storm surge. But
uprooted trees have taken out
power lines, people’s roofs
and smashed cars. The disaster
has left many people without
jobs for an indefinite period
of time, especially those who
worked in New Orleans. As
of the day we arrived, most of
these people still didn’t have
power which means no AC
in blistering heat. Land line
phone service will not be up
and running for another two
months and mobile service is
spotty. All these people have
been forced to focus on life’s
basic necessities—Shelter, food
and clothing. Nobody was
bitching about not being able
to get a prime table at The Ivy.

Faith Bible’s pastor, Alfred
Young Jr., shows up a bit later
in the day. He apologizes
for not being there to greet
us at our arrival but he was
making a delivery of much
needed supplies to a group
in Franklinton, which is just
north of Covington. Faith Bible
not only serves their congre-
gation and the community of
Covington but they reach out
to many communities in the
area. Alfred told us a nearly
unbelievable story about the
local police attempting to run
them off as they were creat-
ing a traffic nuisance due to
the large crowd assembling,
trying to get these supplies.
Apparently this group has
only had ready-to-eat meals
supplied by the Red Cross
since Katrina came through
nearly two-and-a-half weeks
prior. The police told Alfred
these “people” (a much more

(L to R) Anton Mallie, Pastor Alfred Young, Jr., and Blair Stribley

derogatory term was used) had
everything they needed and he
should just run along. In the
end everyone got the supplies
but it sounded like a story from
the 50’s. Hard to believe this
still goes on but Alfred seemed
undaunted. Just another day at
the office for him.

We move onto another stop
some 20 miles away, the town
of Slidell, due east of New
Orleans.

This town sustained major
damage as it was on the eastern
edge of the hurricane’s eye. It
was disturbing to see this level
of destruction. The storm surge
here was over 20 feet and many
of the homes were underwater
for some time. We saw spray
painted messages on people’s
garage doors saying things like
, “I’ve got the kids and our
valuables. We’re all OK. I love
you, Honey.” The people we
saw picking through the rub-
ble of their lives did not look
so upbeat. They looked like
they just came back from the
DMZ. I guess what’s disturb-
ing about seeing this first hand
is that you instantly picture
yourself in their position. That
could be me who is out look-
ing for my family or it could
be me whose business has been

washed away with no idea how
to rebuild. It’s like 911 in that
regard. The people suffering a
catastrophic blow to their lives
are just like you and me. It’s a
lot easier to see on TV.

And then, Stribley and

friends went back to the Faith

Bible Church.

Anton and I stuck around
to help with the distribution of
goods at 3 p.m. Twice a week,
since Katrina happened, Faith
Bible has set up an assembly
line of sorts where people
come in cars and trucks to
pick up the items they need.
The line of cars was probably
half a mile long and it worked
pretty smoothly. People in the
vehicles were asked how many
families they are picking up for
and in goes the cases of water,
prepackaged meals, personal
hygiene bags with soap, tooth-
paste and the like and, if they
had babies, they’d get baby
food, formula and diapers. This
was the best part of the trip for
me as [ got to see the goods
we collected in Los Angeles,
packed up at Backyard, drove
two-thirds across the coun-
try and delivered directly into
the hands of the people whose
lives have been turned upside
down by this disaster.
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HEAR THEIR MUSIC “IN THE GAME”

MADDEN NFL * THE SIMS « MEDAL OF HONOR
NBA LIVE ¢ FIFA ¢ NASCAR

Featuring the Music of

PAUL OAKENFOLD e BT » STAT QUO
MARK MOTHERSBAUGH * DA RIFFS

Check Out Tracks At:

www.cherrylane.com/nextlevel

Now, for the FIRST TIME EVER, this “in the game” music is available for
licensing! Make your campaign SIZZLE exclusively through NEXT LEVEL MUSIC.

For Licensing Info: Dan Rosenbaum
Cherry Lane Music * 212-561-3052

drosenbaum@cherrylane.com

NEXT LEVEL MUSIC

A Cherry Lane/EA’Joint Venture

Page 12 |SHOOT >e.dition www.shootonline.com| (203)227-1699

September 23, 2005



Piacenza, Holness
Come Aboard Version2

NEW YORK-Dante Piacenza
and Lydia Holness have joined
New York-based editorial/
visual effects/design studio
Version2 as head of produc-
tion/executive producer and
VEX producer, respectively.
Piacenza who formerly served
as a VP/executive producer at
Young & Rubicam, New York,
will oversee day-to-day opera-
tions and management of all
artists at his new roost. He will
also work with creative direc-
tor Kieran Walsh to fine-tune
the personality and brand of
Version2 Design/VFX, and to
create internal programs intent
on growing young talent at the
shop.

Holness will be responsible
for oversight of all commercial
and broadcast design projects,
as well as bidding, scheduling
and actualizing projects for the
VFX/design division. She pre-
viously served as an associate
producer at Spontaneous, New
York.

Linda Rafoss, managing
director of Version2, cited
Piacenza’s years of agency

experience as being invalu-
able in terms of collaborating
with ad shops and understand-
ing their effects and design
needs. At Young & Rubicam,
Piacenza produced and oversaw
such high-profile campaigns as
Genworth with Andre Agassi
and Steffi Graf, Accenture with
Tiger Woods, 7-Up with Orlando
Jones and later Godfrey, and
spots for AT&T, Dr Pepper and
Diet Dr Pepper. He has exten-
sive experience in animation
and effects projects, having
produced many of the CG and
design-driven Olympic com-
mercials for AT&T (“Spools,”
“Grabber,” “Pushpins”).

At Spontaneous, Holness
worked on spots, title sequences
and music videos spanning such
disciplines as design, 3-D ani-
mation, visual effects and live
action. Previously, Holness was
a freelance music video pro-
ducer for the Brooklyn-based
Homestyle Cooking record
label. There she produced and
promoted “Letter In Blue,” a
music clip for the Roughstars.

Group101Spots
Expands Into New York

Continued from page 7

Erickson and G Whiz.
The Groupl0O1 direc-
tors were also intro-
duced to assorted
New York venders
that offered help and
discounts, includ-
ing TCS, Version2,
wild(child), DuArt,
Blue Rock, Big Sky
Editorial, Jump, Mad
River, Company 3 and
The Mill.

Meanwhile Mande,
who’s a partner in
the recently formed
commercial produc-
tion house Subliminal
in Burbank, Calif.
(SHooOT, 9/9, p. 1), con-
tinues to maintain the
GrouplO1Spots program in
Los Angeles, which has 12
directors in tow for its latest
go-around. GrouplO1Spots’
goal is to help directors fash-
ion reels that will actually get
them work, eliciting interest
from agencies, clients and pro-
spective production company
roosts. There are also direc-
tors who are looking to rede-
fine themselves. For example,
Mo Husseini of Subliminal is
currently reshaping his direc-
torial reel via Groupl01. He

Dina Mande

is an established director, hav-
ing been repped for work via
cYclops, New York, and prior
to that kaboom, San Francisco.
However, his helming endeav-
ors have largely been in visual
effects-driven fare given his
extensive experience as a tech-
nical director for Lucasfilms’
Industrial Light+Magic. Now
through Groupl101, Husseini
is focusing on projects that
demonstrate his prowess in
character development and
storytelling.

For more info, log onto
www.groupl0lspots.com
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Director Venville Celebrates American Soccer For Nike
Brand Spot Out Of Wieden+Kennedy Has Athletes Kicking Up Their Heels

By Christine Champagne

he USA Men’s National
I Soccer Team is ranked sixth
in the world, and earlier this
month the team clinched a spot
in the 2006 FIFA World Cup in
Germany. It should be cause for
celebration, but, well, not a lot of
Americans follow soccer in large
part because it doesn’t get the
network television coverage that
sports like football and baseball
do.

Meanwhile, there are American
sportscasters out there—Jim Rome
and Frank Deford, among them—
who bash the sport. “Our soccer
team probably gets more respect
from other countries than our own,”
mused Dylan Lee, a soccer-loving
copywriter at Wieden+Kennedy
(W+K), Portland, Ore., and one
of the creatives behind an inspira-
tional :60 Nike spot, “FC USA,”
that serves as a rallying cry for
Americans to get behind our team.

Featuring soccer stars such as
Freddy Adu and Landon Donovan
as well as amateurs, the spot also
strives to show Americans that
soccer isn’t such a foreign sport.
In fact, it is being played all across
the country—from cornfields to
city streets.

The spot blends imagery with
audio to score its points. As “FC
USA” opens, we see a series of
aerial shots and hear a sportscaster
knocking soccer. “Let’s be honest,”
the sportscaster says. “Soccer’s not

important to anybody in this coun-
try—let’s leave it that way.”

As the camera glides down to
Earth, his views are contradicted
by a series of vignettes in which
we see Americans playing soccer
in a variety of settings—even on
baseball fields and tennis courts.

The play is pure and passionate,
and the accompanying soundtrack,
“Go Tell the World” by Joy Zipper,
contributes to the feeling of cel-
ebration, pride and excitement
generated by the imagery.

Malcolm Venville
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According to Lee, it was critical
that this spot feel real and authentic.
Given his skill in portraiture and
capturing real moments, Malcolm
Venville of bicoastal Anonymous
Content was hired to direct “FC
USA.”

The project would require that
he—along with DPs Max Malkin
and Emmanuel Lubeski—cre-
ate the sense that viewers were
indeed seeing soccer being played
all over the U.S. when, in fact,
the footage was shot solely in and
around the cities of Chicago and
Los Angeles.

To create a sense of scope,
Venville took to the skies, shooting
the aerial footage that opens the
spot from a helicopter. Back on the
ground, he simply shot as many
locations as he could. It was a real
run-and-gun operation. Venville
and his crew shot for five days
total. If one didn’t know better,
one would think that Venville had
captured the footage while on a
cross-country road trip spanning
weeks or months even.

While the shoot was grueling,
Venville said that the most difficult
part of his role as director came
earlier on in the process when he
had to cast amateur soccer play-
ers. “Casting soccer players from
SAG is impossible,” Venville said.
“We had to go out and find soccer
coaches and see players. We saw
hundreds of kids.”

Ultimately, dozens were cast.
Venville said working with them
was a special experience that
made this project particularly
worthwhile. “They just wanted to
give. There was no baggage,” the
director said of the soccer players.
“They just wanted to play their best
and give one hundred percent.”

CLICK HERE TO VIEW SPOT l

Once the shoot wrapped,
Venville said that the agency gave
him a week on his own in the edit-
ing room with editor Angus Wall at
Rock Paper Scissors, Los Angeles.
(It should be noted that editor Brad
Waskewich also worked on the
spot.) “Then [the creatives] came
in, and it became a group effort,”
Venville reported, pointing out,
“I never felt like I was going to
a party where I wasn’t invited. I
always felt like I was in the family,
which is really important.”

The editing process went on for
weeks. “It was a longer process
than usual,” Lee acknowledged.
“There was so much good footage.
Fortunately, everyone internally
[at the agency] and at Nike was
very patient about that and could
see that it was going to be good.”

Venville had shot ten hours of
film. Obviously, only a fraction
could be used in the spot. “We
lost so much great stuff. But if I
got upset about it, I’d be dead by
now,” Venville cracked.

As for music, dozens of songs
were considered. “The words had
to be right, and the tempo had to be
right. We were looking for some-
thing that was a rallying cry but
not a happy, cheerleading song,”
Lee explained. That rallying cry
wound up being the aforemen-
tioned “Go Tell the World,” an
energetic track from an emerging
band called Joy Zipper.

All in all, the making of “FC
USA” was a lengthy but smooth
process. Well, there was one inci-
dent. “We did lose [soccer player]
Carlos Bocanegra’s wallet and
pants—oh, and his cell phone,
too,” Lee shared. “He had changed
into his soccer gear, and when we
finished shooting, he was like,

TOP SPOT

OF THE WEEK

Client
Nike

Production Company
Anonymous Content, Culver
City, Calif.

Malcolm Venville, director; Max
Malkin and Emmanuel Lubeski,
DP; Dave Morrison and Jeff
Baron, executive producers;
Paul Ure, producer. Shot on
location in and around Chicago
and Los Angeles.

Agency
Wieden+Kennedy, Portland,
Ore.

Hal Curtis and Mike Byrne,
creative directors; Dylan Lee
and Alberto Ponte, copywriters;
Matt Stein, art director; Andrew
Loevenguth, producer.

Editorial
Rock Paper Scissors, Los
Angeles.

Angus Wall and Brad
Waskewich, editors; Scott
Friske, producer; Pete Warren,
editorial assistant.

Post/Visual Effects
Company 3, Santa Monica.
Stefan Sonnenfeld, colorist;
Missy Papageorge, producer.
A52, los Angeles.
Scott Johnson, Ben Looram,
Justin Blaustein and Ryan
Yoshimoto, Flame artists; Mark
Tobin, executive producer; April
Killingsworth, producer.

Sound Design
Trinitite Studios, Santa
Monica.

Brian Emrich, sound designer.

Audio
Lime, Santa Monica.
Loren Silber and Rowan Young,
mixers; Jessica Locke, executive
producer.

‘Where’s my wallet and pants?’ ”
Panic ensued. “Everyone
was freaking out,” Lee related.
Fortunately, the situation ended
well. “We were moving so fast that
it got packed up, and someone had
taken it to the next location.”
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Attempted Suicide Dies Of Utter Exhaustion

Hybrid Toyota Prius A Lifesaver In Darkly Humored Spec Commercial

By Robert Goldrich
he proverbial thin line between comedy
I and tragedy is deftly straddled in this
spec spot simply titled “The Attempt.”
The piece opens on a shot of a closed garage
door. The camera takes us inside the garage
where a car’s motor is presumably running. A
garden hose runs from the exhaust pipe to the
slightly open driver’s side window. A man is
asleep behind the wheel, the nozzle of the hose
dangling alongside him inside the car.

Immediately we think the worst. What we are clearly witnessing is a pre-meditated
suicide. But a moment later, it becomes just as clear that there wasn’t quite enough careful
pre-meditation. The man, who’s facing forward, opens his eyes. He then turns toward the
driver’s side window to sniff in the direction of the hose nozzle, from which no toxic emis-
sions are emanating. How can this be? It turns out the car is a hybrid Toyota Prius.

Mildly disappointed, the guy picks up a magazine on camping from the front passenger
seat and starts reading. This instant acceptance of his failed attempt adds to the dark comedy.
It’s almost as if this poor schlub expected to botch his own suicide. Maybe deep down he’s
even glad he did. Indeed in this case there’s a reward for incompetence.

We then see a shot of the side of the car in the garage, the motor still running—or more
accurately, humming quietly as hybrids are known to do. A closing voiceover relates in a
deadpan monotone, “The Toyota Hybrid Prius. Good for the environment. Good for you.”
A Toyota logo then appears briefly and inconspicuously off to the side of the scene, along
the bottom of the screen.

This oftbeat spec ad was conceived by a creative team consisting of copywriter Craig

__

-cdcrman and art director Brian Morgan. They turned out the ad independent of their

agency roost, Young & Rubicam (Y&R), Irvine, Calif. Lederman is a writer and Morgan is
an art director at Y&R.

“The Attempt” was directed by Ted Melfi of Area 51 Films, Santa Monica. Lederman
said he first met Melfi a couple of years ago, back when the director was going through the
Group101Spots program, honing his helming skills. The creative noted that he felt comfort-
able with Melfi taking on this latest spec piece. Lederman said the director approached him
to see if he had any interesting spec concepts—indeed he did. In fact, Lederman said that he
usually comes up with a couple of spec spots annually to keep his creative juices flowing.

Phyllis Koenig and Preston Lee executive produced for Area 51, with Jolie Chitwood
serving as line producer. The DP was Josh Medak.

Editor was Frank Effron of Cut + Run, Santa Monica. Online editor was Mitch Gardiner,
also from Cut+Run. Colorist was P.J. Marsiglia of Company 3, Santa Monica. Graphics
artist was Chris Homel of Red Car, Santa Monica. Audio post mixer was Mark Meyuhas of
Santa Monica-based Lime.

Principal actor was Jared Gee.

By Robert Goldrich

oving couples are the
I theme in this spoof of spots
promoting a greatest hits
record compilation of love songs
from the late 1970s. However,
what’s ultimately being promot-
ed has nothing whatsoever to do
with the music biz.
The ad opens with a man and
a woman walking alongside a
lake. We then see another amo-
rous couple bicycling together.
Yet another is disco dancing
under a revolving silver ball.
And then we see a guy and gal
hopping up and down in unison
on large bouncy balls.

The soundtrack to these play-
ful loving moments comes in the
form of assorted “memorable”
songs. Underscoring the time
warp we have entered is an 8-
track cartridge player on which
“The Songs of 78” is heard.

Next it’s time for the obliga-
tory rolling scroll of hit songs,
supered against a backdrop of
yet another loving couple seated
in front of a fireplace, the man
strumming on a guitar.

The scroll includes such
unforgettable hits as “Keep
Your Air Conditioning Unit
Clean,” “Run Full Loads In Your
Washer,” “Close The Drapes”
(which is highlighted because
that’s the song being played in

the background), “Vacuum Your
Refrigerator Coils,” and “Turn
Off Your Love Lights When Not
In Use.”

It turns out the 78 we’re being

asked to remember is to set our
house thermostats to 78 degrees
in order to save energy. A sales
pitchman’s voiceover then spiels,

“Put a glide in your stride and a
dip in your hip.” He then advises
us to log onto a Nevada Power
Web site for more money saving
and conservation tips.

“KTEL” is one of three spots
in a campaign directed and
shot by Kurt Rauf of AirWave
Productions, Las Vegas, for
agency R&R Partners, Las
Vegas. AirWave is an in-house
arm of R&R. Don Turley exec-
utive produced for R&R and
AirWave, with Dustin Oliver
and Kelly Thompson producing
for both shops as well.

Ron Lopez was the creative
director for R&R, while the core
duo on “KTEL” consisted of
art director Robin Milgrim and

copywriter Miles Nebeker.

Editor was Kevin Anderson
of FilmCore, Santa Monica.
Offline assistant was Michael
Campbell. Therese Hunsberger
produced for FilmCore. Online
editor/visual effects artist was
Pete Mayor of Vendetta Post,
Santa Monica. Online/effects
assistant was Kevin McDonald
at Vendetta. Colorist was Stefan
Sonnenfeld of Company 3, Santa
Monica. Audio mixer/sound
designer was Tim West of POP
Sound, Santa Monica.

Music arranger was Oliver
via AirWave. Music composer/
producer was Pat Woodland of
Patrick Woodland Productions,
Irvine, Calif.

contact: Dino Rinaldi dino@niceshoes.com
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By Emily Vines

o engage fans of Mountain

I Dew’s limited edition sour

grape drink Pitch Black
II, Tribal DDB Dallas created a
cloaked spectacle at www.pitch-
blackexperiment.com. The Pitch
Black Experiment features CIiff,
a Pitch Black II enthusiast. To cel-
ebrate the beverage that is only
available for 90 days, Cliff has cov-
ered the windows of his home and
removed all sources of light for 90
days of darkness. The II attached
to the soda’s title not only denotes
the second limited release of the
dark purple concoction, but also a
reformulation.

In the intro on the site, Cliff
explains that this experiment is
meant to be a great exploration, like
those of Christopher Columbus,
Vasco da Gamma and Ferdinand
Magellan. Throughout his confine-
ment, Cliff will no doubt run into
difficulties and that’s where the
Internet audience can help. He has
set up six Web cams, one in each
of the following rooms: the living
room, kitchen, bedroom, bathroom,

game room and garage.

With the mouse, a viewer clicks
on one of the cams and then helps
Cliff find whatever he is looking for
in the dark room. To find an object,
participants click around the black
screen until they happen upon it.
If you can’t find the object in time,
Cliff will find it himself.

TAKE TWO WITH A TWIST
This is the second year that the
interactive agency has worked on
an Internet project for this bever-
age from Pepsi-Cola. Last year the
shop created a virtual haunted house
online for interested parties to peruse.
The original thought on the drink
was that it was a Halloween prod-
uct, but last year sales of the bever-
age increased around Labor Day,
as they do for many Pepsi products.
This year the agency repositioned the
grape-flavored soda in a broader way,
explained Scott Johnson, executive
creative director of Tribal DDB.
Though last year there was some
television support, this year traffic
is being driven to the site with ban-
ner ads, point-of-sale promotion and
word-of-mouth. “The interesting

SCREENWORK

thing here is to take a step back and
really think about how interactive
advertising works differently than
television, for example. By the time
somebody has made the decision to
come to the pitchblackexperiment.
com, they’re sort of already in our
club if you will,” Johnson said.

He went on to explain that with
a relationship in place, this audience
isn’t going to the site to have some-
one sell them a product. “They’re
coming there to get what we call
return on involvement—give me
something that makes me feel good
about the investment of time that
I’'m making here to visit your site
and see what you’re saying— so
we’re pretty much at that point in
the entertainment business and we
want to do something that’s relevant
to our brand and is going to connect
with our target audience.”

Providing pleasing content and
fostering good feelings allows the
agency to “build a deeper connec-
tion [for people] with the brand so
they are going to feel good about
all Mountain Dew products as they
go forward,” Johnson continued.
“At the same time, we’re trying to

iNspiration: frame by frame
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Tnibal DDB Ventures Into The Dark For Mountain Dew

In The Pitch Black Experiment, Viewers Help Main Character Cliff As He Lives Without Light For 90 Days.

"Six Web Cams Without Views"

provide entertainment content that
is compelling enough so that they’re
going to want to forward it to a friend
or tell a friend about it when they’re
riding around in their car or talking
on the phone. And that’s how they
become evangelists for the brand
and bring new people into this club
we’re talking about that is Mountain
Dew or Mountain Dew Pitch Black,
so it’s very different than television
where you sort of interrupt other
entertainment and get someone’s
attention [to have them] say, ‘maybe
I'll try that.”” The target demograph-
ic for the project is primarily males
who are 18-24 years old

DEWING IT IN THE DARK

The concept to have Web cams
that don’t show anything except
occasional static had a clear tie-in
to the product and is the idea (out
of about six concepts) that the client
gravitated toward. It’s an unexpected
angle and exactly the surprise ele-
ment that the creatives desired. “We
want to grab these young people
who are our target audience and
shake them by the lapels and say,
‘Hey, this is something cool that you
need to look at.””

Over the course of three days, the
red-headed host, Paul Peglar—the

actor who plays Cliff—recorded
more than 800 audio clips, which
included his requests to site visitors
(“help me find” such and such, etc.)

“The talent, to his credit, was
a real trooper and kept his energy
up and executed it with his great
sense of humor; he’s a real quirky
guy who did a good job,” Johnson
noted. With great enthusiasm, Cliff
engages in activities that range from
shaving to hanging crown molding
to looking for his favorite beverage.

Peglar was right for the part
because of his lack of sophistica-
tion. For Johnson, the gangly, goofy
actor’s less than polished presenta-
tion made the project look appropri-
ately rough and homemade.

To add more diversity to the
experience, the site is mapped so
thata viewer’s interactions with Cliff
change according to the time of day.
“There are several layers that deter-
mine what kind of content you get,”
Johnson related.

Additional credit at the agency
goes to Joel Kuntz, art director; Matt
Smith, copywriter; Andrew Langley,
multimedia developer; Michael
Carpenter, associate creative director;
and Dave Gibson, creative director.
Art Haynie directed out of Angel
Films, Los Angeles.

1Q

quantel.com

the only DI business model
that works and works

pre-vis - assembly - effects - color grading - trailers - restoration - deliverables
...all in a single, extraordinary system

iQ delivers five revenue streams from one extraordinary DI machine. This incredible versatility is the reason that iQ uniquely
makes money in DI, and is the reason why it’s the backbone of more DI businesses worldwide than any other system.
Get the full picture now at www.quantel.com.

iQ is DI™
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Coca-Cola, Papanek Settle

Continued from page |

When Papanek did not ini-
tially reply, follow-up correspon-
dence from Coke in June reiter-
ated the company’s position. In
August, Papanek sent a written
response, which explained that
spec commercials are widely
accepted in the industry as a valid
form of filmmaking, and how
it’s important that these spots
appear as realistic as possible
so as to help showcase the tal-
ents of those who created them.
He wrote that there has been no
attempt to make people believe
that “Passport” and “Railroad”
are real commercials produced
by Coca-Cola. Furthermore, he
pointed out that the spots portray
Coke in a positive manner. The
director concluded that he would
not stop using the two spec spots
to promote himself as a commer-
cial director.

Also in August, Papanek
received a letter from outside
intellectual property counsel for
Coca-Cola, which urged Papanek
to comply with Coke’s wishes,
claiming that his use of the logo
was in violation of the Lanham
Act, federal and state dilution
laws and other laws which protect
Coca-Cola trademarks against
unauthorized use. This letter
claimed that such violations may
entitle Coke to injunctive relief
and monetary damages, includ-
ing punitive damages, as well as
the recovery of its attorney’s fees
and court costs.

However, the situation was
resolved, said Papanek, when he
heard via phone from a Coke
staff attorney, who said that the
company would be satisfied—and
that the matter could be amicably
settled—with the inclusion of the
aforementioned disclaimer. Coke

subsequently sent him a copy of
the proper disclaimer language.

OTHER CONSIDERATIONS

Clearly, corporations have
the right to protect their logos
and brands. Yet even with the
letter of the law behind those
whose trademark has allegedly
been infringed upon or violated,
there is some debate as to how
litigation would play out relative
to spec work, particularly when
considering if such legal action is
worth it in the big picture.

In the case of Papanck’s two
spec spots, they both cast Coca-
Cola in a positive light. A stron-
ger case could be made against
spec work that places the “client”
product in a negative scenario.
Earlier this year, for example,
a spec spot from a U.K.-based
creative team depicted a suicide
car bombing which deployed
a Volkswagen. At one point,
Volkswagen had planned to sue
the creators of the spec piece, but
ultimately decided against that
course of action.

Prior to the disclaimer settle-
ment being reached between
Coke and Papanek, SHOOT
talked with director/execu-
tive producer Dina Mande and
exec producer Steven Gould
about the Coca-Cola spec situ-
ation. Mande is founder of and
Gould is a production advisor
to Groupl01Spots, a promi-
nent industry program in which
aspiring directors advance their
careers through the making of
spec commercials. (Mande and
Gould also recently launched
Burbank-based production
house Subliminal.)

“An accepted point of entry
for talent in this business has
always been to do speculative
work—which you want to make

Director George Jecel Joins TWC

Continued from page 7

terized Jecel as a major addi-
tion to the company’s roster of
spot directors, citing the helmer’s
prowess in storytelling, casting,
visuals, and in capturing moments
that ring true, even if the concept
is extreme or surreal.

Jecel’s initial success was
in high production value sports
commercials, spanning such cli-
ents as Nike and Gatorade. Later
he broadened into numerous jobs
centering on human portraits.
More recently, he has focused
on dialogue-driven fare, includ-
ing work shot in South Africa
for Union Bank of California,
which presented “what if” sce-
narios as people imagine owning
the bank.

After studying theater at
the University of Vienna, Jecel
started his career as a playwright
and stage director. He contin-
ued to work in the theater after
coming to the U.S. in the early

1990s. Additionally, he worked
in development for Universal. In
the mid-‘90s, Jecel began direct-
ing commercials, working both
stateside and in Europe. He was
initially affiliated with Tate &
Partners (now Tate USA), Santa
Monica, and later joined the now
defunct BFCS and then The End.
Jecel came aboard Believe Media
when it was launched in ‘00.

Among Jecel’s spot endeavors
is the PSA “Aktion Mensch” for
Austrian charity Vienna Point via
GGK, Vienna, which won Gold
at the Clio Awards and New York
Festivals. He has also helmed
commercials for such clients as
Chrysler, Coca-Cola, Motorola,
Canon and Travelocity.

Jecel comes aboard a TWC
directors’ lineup that consists of
Suthon Petchsuwan, Jeff France,
Michael Fueter, David Jellison,
Seamus Masterson, Martin
Brierley, Elliot Hegarty and
Brian Baderman.
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look as realistic as possible,”
related Gould. “The work isn’t
viable if it doesn’t feel real.”
Mande noted that to put a
chilling effect on spec spot cre-
ators would be detrimental to the

business. “It’s so important to
bring new creative talent into the
industry—and this isn’t just about
directors. Think about the scripts
from agency writers that get
passed over for different reasons.

NEWS NEWS NEWS N

Agency creatives would still love
for their ideas to see the light of
day. We tap into those scripts [at
Groupl101]. Getting this work
made helps these agency cre-
atives with their reels as well.”

Classic locations
From Colonial to Casino

www.CTfilm.com
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. GetSet. Go

Start the fall off right by getting
the word out about your company.

Promote established directors, editors, colorists or compos-

ers, introduce up & coming talent, increase awareness of recent
work, thank clients, introduce new services/products or make a
branding statement. Each issue of SHOOT is another opportu-
nity 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 cli-
ents, 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.

The SHOOT October Issues offer finely-tuned oppor-
tunities 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....

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 genera-
tion 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 animation talents
discuss their celluloid endeavors.

Event Coverage: In-depth report on SHOOT’s September 29th
Commercial Production Forum and other Advertising Week events.

October 21 (Ad Closing: 10/10)

DIRECTORS | DIRECTORS | DIRECTORS | DIRECTORS
FALL EXTRAVAGANZA Directors Issue

There are four parts to this special issue:
1. Pro les of a dozen of today’s leading commercial directors
2.Feature on emerging directorial talent
3. Roundtable Discussion with A-list helmers on everything
from concepts and treatments, to the media landscape, to
what it takes to successfully break into commercials
4. Cinematography & Cameras: Pro les of the hottest com-
mercial DPs, with emphasis on current work. Plus a look at
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.
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Adding
To The Mix

As campaigns combine more extensive
elements, producers become more nimble.

By Kristin Wilcha

dvertising campaigns are grow-
ing more and more complex, with
elements ranging from TV spots
to Web games—whether simple,
or more complex alternate reality
games—and other online elements,
as well as outdoor,
posters and wild
postings. Agency
production depart-
ments are increas-
ingly multi-task-
ing—in addition
to producing tradi-
tional content, pro-
ducers are being
called upon to
shepherd content
for video games,
Web sites, short
films, DVDs, and
other elements.
Furthermore, pro-
ducers are learning
about new forms
of delivery, while
at the same time
working on more
traditional, TV-
oriented work.
“The traditional role of both a head of produc-
tion and a producer is changing in many ways as we
now have to add knowledge of the digital world—
Internet, interactive, podcasts, wireless, VOD, et
cetera,” notes John Garland, executive VP/creative
director of broadcast and development at JWT, New
York. “And we have to bring into play a working

LS016183 Michael Matisse/Getty Images.
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knowledge of how the entertainment industry in
general conducts business, from development deals,
production packaging, production funding, distribu-
tion and a myriad of other new knowledge of how
content is produced and how content gets itself onto
the right screen to reach the targeted audience.
“Additionally,
we now have to
consider the entire
marketing spec-
trum to ensure that
whatever is pro-
duced operates in
conjunction with
disciplines like
PR, below the line,
event marketing,
promotions all the
way down to the
aisle,” he contin-
ues. “To achieve all
of this we employ
a number of differ-
ent techniques we
have been experi-
menting with for
the past two years
as well as ensuring
that we draw upon
the best of category of outside resources. However
this does not mean everyone has abandoned their
traditional roles; we are still producing television and
radio commercials as well.

Projects like Audi’s “Art of the Heist,” out of
McKinney, Raleigh, N.C., which presented a compli-
cated alternate reality game, coupled with live events
and TV, and the integrated Mini Cooper “Counterfeit”

Continued on page 22
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The Art Of An Integrated Campaign

Regina Brizzolara Reflects On Multifaceted Audi A3 Package

By Kristin Wilcha

n the past, when a carmaker
Iwanted to introduce a new

vehicle, all they had to do was
make a big announcement with
bells and whistles at the annual
North American International
Auto Show in Detroit, and launch
a TV campaign that featured the
car strutting its stuff on winding
roads.

Now, with consumers increas-
ingly getting information from
fragmented media sources, auto-
makers—and their agencies—are
gettingmore creative. Forinstance,
Mini Cooper, with the help of its
former agency Crispin Porter +
Bogusky, Miami, created DVDs
that warn consumers of “counter-
feit” Minis, and launched a Web
package purporting that Minis
parts were being used to build

robots. Among the latest entries
in creative packages promoting
cars across varied platforms is the
Audi A3 effort “Art of the Heist,”
out of agency McKinney, Raleigh,
N.C. “We always knew what we
wanted the end result to be,” says
Regina Brizzolara, who oversaw
the package from its inception in
her role as senior VP/director of
broadcast at McKinney. “And we
literally tackled it one week at a
time. We had some very specific
things on the calendar that were
critical. And in between them, we
dealt with what was at hand.”
Indeed there was a lot at
hand on the “Art of the Heist,”
an all-encompassing ad vehicle
that blended fiction and reality. It
began on March 31 when a new
Audi A3 was “stolen” from a
dealership in New York, where

it had been on loan from the New
York Auto Show. Wild postings
and TV spots followed, all fea-
turing the car’s vehicle identi-
fication number (VIN) as well
as a phone number and Web site
to report sightings and informa-
tion about the car. Woven through
the TV spots were the features
offered on the A3. All this set
the stage for an alternate real-
ity game (ARG), which involved
the search for the car. Fictional
characters such as Nisha Roberts
of Last Resort Retrieval, an art
recovery service, maintained a
Web site where people could
track the progress of the search.
There was also her assistant, Ian
Yarbrough, and a videogame
developer called Virgil Tatum.
Roberts and her team had to find
digital memory cards, which con-
tained the details of an art heist
at the Uffizi Gallery in Florence,
Italy. The cards were strategically
placed in A3s on display at live
events like the E3 gaming confer-
ence and the Coachella Valley
Music and Arts Festival—real-
life gamers could search for the
cards at the events by answer-
ing ads. Turns out that Roberts
and her gang needed the data-
rich memory card in the stolen
A3 because it contained code that
would allow the encrypted data
in the other cards to be revealed.
The campaign culminated in June
with an event at the Viceroy hotel
in Santa Monica, where the iden-
tity of the architect of the Uffizi
heist was revealed—it was Emile
Smithson, head of programming
at Yabrough’s gaming company,
Virgil King of Code.

Creating all the elements for
“Art of the Heist” involved a num-
ber of people: Mike Monello of
Campfire, a division of bicoastal
Chelsea Pictures, served as direc-
tor on the project, guiding the
story, and overseeing all the ele-

A poster in Times Square seeks help.

The stolena3.com site chronicled the action.

ments that needed to be produced.
(Much of the footage on the Web
sites was shot using palmOne
Treo cell phones.) On the agency
side, the creative team included
executive creative director David
Baldwin, group creative directors
Dave Cook and Jonathan Cude,
copywriter Matt Fischvogt, art
director Jason Musante, head
writer and co-director Brian Cain,
and copywriters Ernie Larsen and
Jim Gunshanon. Making sure
all the elements came together
was Brizzolara, who joined

McKinney in 1994 from Avenue
Edit, Chicago, and became direc-
tor of broadcast in ‘00. She notes
that while challenging, “Art of
the Heist” was also a great learn-
ing experience. “As a producer,
it’s in your nature to love a chal-
lenge,” she relates, “and take the
unknown and crystallize it.”

THE PROCESS
With so many elements to
wrangle, communication and plan-

Continued on next page
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G-Phoria Hits The Screen

72andSunny creates identity for G4’s awards show honoring gaming.

By Kristin Wilcha

ith videogames
among the most
popular forms of

entertainment, particularly to
the elusive male demographic,
it should come as no surprise
that there’s a TV network
devoted to them—called G4,
the videogame network. As

can be expected, along with
a network comes an awards
show—G-Phoria, which took
place in late July, and debuted
on the channel in early
August.

The show celebrates the
year’s hottest games as well as
thevideogamelifestyle. Hosted
by Wilmer Valderrama—a.k.a.
Fez on That ’70s Show—the

event featured musical perfor-
mances by acts like The Black
Eyed Peas and The Bravery.
To promote the awards, agen-
cy 72andSunny, Los Angeles,
created the G-Phoria experi-
ence—TV spots, online ads,
wild postings, and posters.
The agency also designed the
invitation, and re-designed the
trophy presented to winners.

NGENCGYESEF
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Monique Veillette, head
of broadcast at 72andSunny,
produced the TV spots and
worked closely with print pro-
ducer Jan Weinberg to find
the designer for the trophy.
Weinberg also worked on
the print-related elements of
the project. “I love it,” says
Veillette of the multiplatform
approach. “It’s always a new
challenge, and I approach it as
I would any new challenge—
head on with a lot of research
and questions.”

A team from Blind Visual
Propaganda, Los Angeles,

created the stop-motion ani-
mated spots in the package,
“G-Phoria Bar” and “Cool.” In
“G-Phoria Bar,” a marine from
the videogame “Doom 3” and
Sam Fisher from the “Splinter
Cell” game are drinking beers
in a dive bar, talking about
their respective G-Phoria
nominations, and trying to
one up each other over seat-
ing arrangements at the show;
eventually the two are dis-
tracted by the buxom Sally
Mae from the “Leisure Suit
Larry” game. “Cool” features

Continued on page 24

Regina Brizzolara Gains ‘“Heist’’ Experience

Continued from previous page

ning were key. “I started work-
ing with the creatives and media
[planners] immediately,” explains
Brizzolara. “We loved the idea of
the car going missing from the auto
show. That was really the impetus,
and we started working there, until
our finale, talking to media. We
knew that we wanted many of the
elements—the wild postings, the
small space ads, the live events,
and we knew TV would be a com-
ponent.” Brizzolara notes that she

and her team worked closely with
the Audi client every step of the
way as well.

The decision to collaborate
with Campfire came about in
part because of its involvement in
two other huge integrated pack-
ages that involved ARGs: The
“Beta 7” project for ESPN/Sega,
and the Sharp Aquos “Legend
of the Secret Urns” game that
was part of the “More to See”
campaign—both were done via
Wieden+Kennedy, New York.
Brizzolara has high praise for the
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efforts of the Campfire crew, not-
ing that they had “unbelievable
enthusiasm and commitment to
this project from the start.”
Brizzolara notes that she and
her team became involved with
a new circle of vendors and part-
ners. In addition to Palm, com-
panies like Apple and Bose were
involved in the project, and the
agency worked to secure venues
for the live events, as well as par-
ticipation in events like Coachella
and E3. The involvement with
“Art of the Heist” helped not only

Regina Brizzolara

Audi, but could wind up benefit-
ing other McKinney clients as
well: “The lessons are definite-
ly applicable across all our cli-
ents, no doubt about it,” reports
Brizzolara. “We have lots of dif-
ferent ideas on the table for our
different clients.”

As for what she learned,
Brizzolara relates, “I don’t know
if I think about it in terms of a
new skill set. I think getting more
involved with the other depart-
ments has been incredible. And
I think the level of involvement
while still in the concept stage is
very different in terms of trying to
be forward thinking.”
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Evolving Roles For Agency Heads Of Production, Producers

Continued from page 19

campaign, out of Crispin Porter +
Bogusky (CP+B), Miami, which
scored a Titanium Lion at this
year’s Cannes International
Advertising Festival, have
greatly expanded the scope of
an agency producer. Rather than
just a handful of spots needing
to be produced for a campaign,
a producer these days needs to
juggle a number of different ele-
ments—all of which is leading to
great collaboration—both within
and outside the agency.

“I think one has to be more

resourceful than perhaps in the
past,” relates Rupert Samuel,
director of integrated production
at CP+B, and co-producer on
the Mini “Counterfeit” package.
“I don’t think the process has
changed because essentially we
are still producing creative prop-
erty—whether its for the Web,
DVD, long format, pay-per-view
or a standard TV spot. However,
the breadth and scope of projects
have expanded, and so too must
the knowledge and tools that a
producer should be armed with.”

“I do think it makes sense
that heads of production seem

to be getting involved in this
new media landscape,” says
Steve Humble, senior VP/direc-
tor of broadcast production at
The Martin Agency, Richmond,
Va. “The parameters of execut-
ing creative ideas are the same,
it’s just the medium and tech-
nical aspects are different.”
Humble is involved in a soon-
to-be-announced, newly formed
group within the agency that will
address the topic of the chang-
ing roles and skills of produces
as the media landscape evolves.
“Initial meetings involve pro-
duction, creative and media

Who do you target as prime clientele when your
reputation is based on being cool, shallow and trendy?

Ad people, of course.
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more than ever,” notes Humble.
“It’s a very collaborative atmo-
sphere here; we were able to get
the UPS package car into the
Electronic Arts Sports NASCAR
2006 videogame—all three
departments [creative, media,
production] worked closely to
make it happen.” (UPS, a client
of The Martin Agency, has long
sponsored NASCAR racer Dale
Earnhardt, Jr.)
Wieden+Kennedy, New York,
has also been involved in several
projects with highly integrated
elements that in some cases have
blended the lines between real-
ity and fiction. The shop was
behind the groundbreaking “Beta
7” package for ESPN/Sega that
featured TV, online, print ads
and other elements, as well as the
Sharp Aquos “More to See” cam-
paign, which included an online
came called “The Legend of the
Sacred Urns.” More recently, as
part of launch campaign for the
Nike Brand Jordan Lifestyle col-
lection line of apparel, the agency
produced a music video for the
hip-hop artist Common and his
new single, “Be,” off the same
titled album. The clip, directed
by Paul Hunter of HSI, featured
the Grammy-award winning
artist, as well as Brand Jordan
endorsers/athletes Carmelo
Anthony, Terrell Owens, and
Quentin Richards. The video
came out of a discussion of how
to extend the campaign beyond
print, reports Gary Krieg, head
of broadcast production at W+K.
Though he didn’t produce the
video—Temma Shoaf of W+K
did—Krieg was very involved
in the project. “We looked at the
budget, and we were just kicking
around different ways that we
would hope to reach the right
people,” Krieg explains. “We
knew that there wasn’t enough
money for a TV buy, but we
wanted to do something beyond
print, and so you’re just throw-
ing a lot of ideas out there. And
one of the ideas suggested was

Steve Humble

a ‘what if?” scenario—what if an
artist was releasing a song that
there was going to be a video
spend around, if there was some
way we could collaborate with
them, and if it was in line with
the print campaign.” As the
print campaign evolved, Jesse
Coulter, the copywriter, and
Andy Ferguson, the art director,
put together a video treatment.
“When they heard Common’s
album, they were like, he’s the

Gary Kreig

right artist—what he represents
is consistent with Brand Jordan,”
relates Krieg. The leadoff song
from the album, “Be,” fit into
the idea behind the campaign,
and Dan Sherry, a strategic plan-
ner at W+K, made contact with
Common’s manager, which led
to the collaboration. Projects like
the video and others are “infinite-
ly more complicated than some-
thing you’ve done before,” says
Krieg, “but it’s a great example
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of how literally every department
is having to rethink and redefine
their role, and we’re all working
together.”

MORE COLLABORATION
Working together is key to
the success of making integrated
projects that encompass many
different forms of media, report
the agency heads of production
SHOOT spoke with. Increasingly,
producers, creative, media plan-
ners, and other departments
are sitting down together at the
inception of a project, in an effort
to get things moving in the right
direction. To that end, production
departments no longer encom-
pass just television, or just radio,
or just print. CP+B re-structured
its department, with all elements
in one place—so the “whole con-
tent production engine is here
under one roof,” reports Samuel.
“When jobs are opened, they
all come through the same door
so we can essentially determine
what needs to happen by look-
ing at the big picture and not
individual bits and pieces,” he
continues. “We encourage the
whole team to sit together at a
job’s inception and figure out
crossover and ways to approach
the job in its entirety.”
Producers are also asked to

Aaron Royer

think beyond the traditional,
and find ways to deliver con-
tent that can have more than one
use. “The policy in our produc-
tion department is that no matter
what, we have to do more than
a TV commercial,” says Aaron
Royer, senior VP/associate direc-
tor of broadcast production at
Grey Worldwide, New York.
“The charge for every producer is
that you have to come back with
some other form of content on
a shoot—and we keep that very
open. ... whether it’s at minimum,
stills that can go on the Web site,
or behind the scenes video that
can go on a site.” Royer relates
that the agency recently hired a
new associate producer, Tyler
Deangelo, who has developed
Web-based games, including one
for the recent release The 40 Year
old Virgin.

“Our creative department
works in very close quarters with
media, which is now actually
fittingly called the content dis-
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John Garland

tribution department,” explains
Samuel. “Many of the ideas that
come from here start on the draw-
ing board with the medium itself,
and the creative department and
content distribution department
work very closely together with-
in this dynamic.

“When the idea hits our
department, it has generally been
pretty well laid out,” continues
Samuel. “What does tend to hap-
pen is that the projects them-
selves will expand and grow into
something greater. All ideas at
CP+B are living, breathing enti-
ties that are always evolving and
we like to be in a position to be
able to facilitate that and we will
work with the content distribu-
tion department and the creative
department to make that hap-
pen.”

Krieg of W+K notes, “Over
the last two years, it’s been a real
initiative internally to have all
departments work closely togeth-
er—creative, media, production.
Everybody is brought in as early
as possible, and we keep talk-
ing to one another just to make
sure everyone’s ideas are getting
folded in.”

PRODN. COMPANY
RELATIONSHIPS

As content changes, what
agency producers need from
production companies is chang-
ing. W+K has collaborated with
Campfire, a division of bicoastal/
international Chelsea Pictures
that specializes in integrated proj-

Continued on page 30

Rupert Samuel
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Forecast: 72andSunny For Monique Veillette

Continued from page 21

isher and the soldier talking
about the acts scheduled to
appear at the show. (The team
at Blind Visual included exec-
utive creative director Chris
Do; creative directors Tom
Koh and Vanessa Mazaroli;
and producers Corey Schmidt
and Tino Sladavic.)

Other elements from the
package included the trophy,
which went from being a sil-
ver-plated joystick to being an
authentic world championship
boxer’s belt with “Video Game
Award World Champion”
engraved on a massive medal-
lion littered with videogame
icons and symbols from yes-
terday and today. The invita-
tion to the show was high-
lighted by a black leather
wrist-cuff emblazoned with
studs that loosely formed a
space invader. The actual invi-
tation was stuffed inside.

Veillette relates that the
animated ads were all com-
pleted in three weeks, a fairly
short turn-around for the work
involved. It was that tight

Monique Veilette

schedule, coupled with talent
and experience, that fueled
the decision to go with Blind
Visual Propaganda. “I have
worked with Chris Do and his
team in the past, and they are
some of the best and one of
the few who could ever pull it
off on such a short schedule,”
she explains. “We knew we
would not have to sacrifice
quality because of schedule
with them on board—they

were/are/always will be one
of my favorite groups to work
with.” Veillette had collabo-
rated with the company while
at GMO, San Francisco, and
the Blind Visual Propaganda
artisans also animated some
Quicksilver spots for 72and-
Sunny.

At the moment, Veillette
is shooting in Buenos Aires,
working on the Xbox 360
launch campaign, which
the agency is teaming on
with McCann-Erickson, San
Francisco. She reports that
she is seeing more and more
integrated projects cross her
desk, something that leads
to tighter relationships, and
an evolving workflow. “We
definitely work very closely
[with media], she notes, “but
we still find in some situa-
tions that the media buy is not
set until well into the produc-
tion process—so many times
the creative and the strategic
direction play a leading role.
At 72andSunny, creatives are
always encouraged to think
outside of the standard ad
deliverables.”

From Top: G-Phoria's "Cool" and "G-Phoria Bar"
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BORDER WATCH ARGENTINA & BRAZIL

South America

Heats Up

Iguacu Falls, Argentina side, photo courtesy of Karen Watts at Shoot Latin America

tions, in particular Brazil and Argentina, for shoot-

ing—a favorable exchange rate coupled with a
wide variety of locations attract productions from all
over the world. “Both countries have made incredible
strides within the last three-plus years,” relates Karen
Watts, principal at Shoot Latin America, a company that
serves as a liaison between producers globally and pro-
duction and production service shops in South and Latin
America. She notes that as the economies in the region
dipped, global production came for cost-effectiveness.
“[Producers] found great quality for that cost,” she states.
It’s impressive how each country has worked hard on
building its infrastructure—service companies are not
just experienced, but passionate.”

FilmBrazil, an organization that acts as a clearing-
house for top production, post and audio facilities in the
country, reports that its members account for 80 percent
of domestic film production. The organization promotes
the Brazilian film industry overseas—they had a strong
presence at this year’s Cannes International Advertising
Festival. Top agencies frequently shoot in both Brazil and
Argentina. TBWA/Chiat/Day, Los Angeles, recently shot
a Sony PlayStation 2 spot in Argentina with the Buenos
Aires office of Miami-headquartered Mia Films, and
Crispin Porter + Bogusky (CP+B), Miami, has lensed
several jobs in Brazil.

Agencies from both Argentina and Brazil have long
been known for their creative prowess. At Cannes this
year, ad shops from both countries picked up their
fair share of Lions. Brazil scored a film Gold Lion for
Kleenex’s “Jinxed,” out JWT, Sdo Paulo, and directed
by Jarbas Angelli of Ad Studios, Sdo Paulo. In the Cyber
Lion competition, Brazil scored a Grand Prix for Henkel’s
“Reality Advertising,” out of DDB Brasil, Sdo Paulo, as
well three Gold Lions for Companhia Athletica’s “Run”

S outh America has long housed popular destina-

By Kristin Wilcha

out of DDB Brasil, adidas’ “Tall,” out of Tequila/Sao
Paulo, and FedEx’s “Just in Time” out of DDB Brasil.
Agencies from Brazil also picked up some Silver and
Bronze Lions in the film and Cyber competitions.

Argentina also fared well at the show, winning a Silver
Lion in film for Pampers’ “Stairs,” directed by Luciano
Podcaminsky of Pioneer Buenos Aires, and agency
Del Campo Nazca Saatchi & Saatchi, Buenos Aires.
“Argentina has great possibilities—there are still lots
of locations to discover,” relates Julian Vella, executive
producer at Shoot Argentina, Buenos Aires. “There are
a lot of European-looking parts of the city; you can eas-
ily [get the look of] Madrid, Paris, Italy and New York.
... There’s great diversity, and good talent, as well as
very convenient buy-out deals with no residuals.” Shoot
Argentina has worked with shops like bicoastal/interna-
tional @radical.media, Free Market Films, New York,
and Czar.US, New York.

CLICK HERE TO VIEW SPOT (@)

Toyota's "Kluger"
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In the film competition at Cannes, Jodaf Mixer, with
offices in Rio de Janeiro and Sdo Paulo, tied for fourth
place (with bicoastal/international Hungry Man) for the
Palm d’Or. It was work co-produced with Hungry Man
that in large part led to Jodaf Mixer’s strong showing in
the race for the Palm d’Or: the company co-produced
the Mini Cooper “Counterfeit” package, which included
a spot, a long-form DVD and Web elements. The TV ad
scored a Gold Lion in film, while the overall integrated
campaign won a Titanium Lion. (That award honors ad
work that spans different media). Over the past couple of
years, Hungry Man has shot several spots in Brazil; in
fact so much shooting goes on there for the Hungry Man
helmers, that the global shop recently opened an office in
Rio de Janeiro. Heading up the new venture is managing
director Alex Mehedff, formerly of Jodaf Mixer. Mehedff
notes that “Argentina was known as a production center
before Brazil was, and then three or fours ago, Brazil
started to be on people’s radar for production services.”

He says that when Hungry Man first started shooting
in the area, “they saw a difference of flavor, texture, a
different look, and talent-wise, they’re getting a lot out
of it.” Mehedff related that the Brazilian agency com-
munity is excited about the new office, solidifying the
country’s international status as a creative and production
powerhouse.

The newly opened Hungry Man Rio has already pro-
duced some high profile work: Jim Jenkins directed a
MasterCard package for McCann Erickson, New York,
while Buckley and Marcos Siega recently directed spots
for Burger King and CP+B. Mehedff relates that the
MasterCard job initially was to be shot in several coun-
tries around the world, but ultimately the entire package
was shot in Brazil because of the location and talent
variety.

continued on next page
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Varied Dynamics Lure Lensing To Argentina, Brazil

continued from page 25

“There were a few reasons
[for opening in Brazil],” notes
Stephen Orent, partner/manag-
ing director of Hungry Man.
“The first and most important
was for Hungry Man to continue
growing globally and creative-
ly—to continue to push the brand
[while] being able to offer clients
new locations, talent and textures
you just can’t get in the states.
Hungry Man is always looking
for different approaches. New
isn’t always better, but it gives
you the opportunity to start with
a fresh palette, and financially,
we can put more in front of the
lens for less.”

The new office will be a full-
fledged production shop—in
addition to facilitating produc-
tion for Hungry Man’s roster of
stateside and European directors,
the office will represent those
directors in Brazil and the rest
of South America. There are
also plans to sign some Brazilian
talent to the roster; those direc-
tors would be “universal to all
of Hungry Man,” reports Orent.
“The hope is to introduce our
Brazilian talent to the States and
Europe.”

Flaming Lips' "You Gotta Hold On"

DIRECTING TALENT
Awards for agencies weren’t
all that was on display at Cannes:
Mateus de Paula Santos, who
heads up the directorial and
design collective Lobo, was
selected for the Saatchi & Saatchi
New Directors Showcase, which
was unveiled during the Cannes
fest. (Lobo is repped stateside
via The Ebeling Group, Los
Angeles.) Also in the Showcase

were Andy Fogwill and Agustin
Alberdi of Landia Productions,
Buenos Aires. (The directing
duo’s work for VH1’s “Parents”
via la comunidad, Miami, scored
a Silver Lion at Cannes.) And the
aforementioned Podcaminsky of
Pioneer was also included in the
Showcase.

Lobo works on projects both
in Brazil and internationally,
and positions itself as a design

and animation studio. “The team
has now reached a solid set up,”
explains de Paula Santos, “with
designers, animators, illustrators,
editors, plus a writer and a sound
designer, all coming from var-
ied backgrounds. This provides
Lobo with a strong foundation
for a broad range of projects.”
De Paula Santos relates that the
local agencies have been using
the company more, having devel-
oped an interest in motion graph-
ics and design—he estimates
that the split between work Lobo
does locally and internationally
is about 50/50. On the interna-
tional side, Lobo work primarily
on U.S. projects, although they
have worked with shops in Italy,
Germany, Spain and Australia.
Some of Lobo’s recent U.S. jobs
include: Coca-Cola’s “M5,”
which was done client direct, and
The Flaming Lips' "You Gotta
Hold On" clip. The company also
worked on “Kluger,” for Toyota
out of Saatchi & Saatchi, Sydney,
and “Melissa in Wonderland” for
agency WBrasil, Sao Paulo.

GREAT ATTRACTIONS
While Brazil offers plenty
of great local talent as well as

Karin Stuckenschmidt

creative hot shops, the coun-
try, largely to its very favorable
exchange rates, is popular with
U.S., Canadian and European
producers. “Sao Paulo and Rio
de Janeiro are the centers of the
creative climate, with Rio taking
a larger slice of the international
production,” reports Justin Bird,
executive producer at Utopia
Films, Rio de Janeiro—the
shop also has offices in Miami
and Los Angeles. The compa-
ny has a roster of seven direc-
tors who work primarily for the
U.S. Hispanic market and in
Venezuela, Ecuador, Colombia,

Shoot in Brazil with 02 Filmes

“Two thumbs up...Brazil's N°1

www.o2filmes.com
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Spots Find Variety, Economy In South America

and Mexico. About 90 percent
of the work done in Brazil by
the shop, however, is production
services—Utopia has worked on
jobs out of McCann Erickson,
New York, Quantum, New Jersey,
and Young & Rubicam, Madrid.
“Rio de Janeiro can double for
many cities in the world,” notes
Bird. “[Nearby are] waterfalls,
rainforest, varied beaches, sand
dunes, modern and old buildings,
and rolling hills—all in a 50 mile
radius.”

Another big attraction for
Brazil is its ethnic diversity, as
well as the fact that understand-
ing and speaking English, at least
conversationally, is pretty com-
mon. Mehedff notes that Brazil
has one of the largest Japanese
populations outside of Japan,
while Bird relates that it’s pos-
sible to find Italian, French and
German-speakers in the region.

Karen Stuckenschmidt, inter-
national executive producer at
Film Planet, which has offices in
Buenos Aires, Santiago, Chile,
Sdo Paulo, and Los Angeles,
explains that in addition to the
locations, crew and talent, inter-
national producers find value in
the region because, like Australia
and South Africa, the seasons
are opposite from the Northern
Hemisphere. Film Planet, which
has six directors on its roster,
has a split of about 60 percent
local, and 40 percent produc-
tion service. Some of their
recent projects include Nokia’s
“Collections,” directed by David
LaChapelle of bicoastal HSI for

Location photos courtesy of Karen
Watts at Shoot Latin America and
Justin Bird of Utopia Films, Buenos
Aires.
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Motorola's "Transformer" and Nokia's "Collections"

Bates, Singapore; Motorola’s
“Transformer,” out of Ogilvy &

Mather, New York, and directed
by Bruce St. Clair of bicoastal/

international Chelsea Picutres;
and Bacardi’s “Signs of Life,”
out of agency Boning & Haube
Werbeargentur, Hamburg,
Germany, and directed by Martin
Werner of 539090, Hamburg,
Germany. “Brazil’s creative is
always innovative,” says Bianca
Corona, of 02 Filmes, Sdo Paulo.
“Both agencies and production
companies [in the region] are
getting respect and admiration all
over the world.”

Alex Mehedff
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Digital Intermediate Makes Major Post Mark At IBC

Continued from page |

at Encore, which is scheduled to
open at the end of this month.

“Here at IBC, everything
is improving but we feel the
Clipster and da Vinci 2k combo
is right now still the best choice,”
explained Rainer Knebel, VP of
DI services for Ascent Media
Creative Services. “For us, DI
is a real business and we want
to give clients a real-time work-
ing environment ... on mature,
proven technology.”

The Encore workflow will
include a newly purchased Grass
Valley Spirit 2K (the next iteration
of the Spirit Datacine), which will
record directly to Encore’s Discreet
SAN with SGI’s CXFS, with edit-
ing and conforming achieved using
Encore’s Discreet Fire and Smoke
systems.

The new suite at Encore brings
Ascent’s total DI theaters to four—
with two at Santa Monica-based
Company 3 and one in Ascent’s
London-based One Post. These
are primarily used for features,
although commerecials for theatrical
distribution have also gone through
the pipeline. Knebel told SHOOT
that Ascent next aims to focus its DI
attention on its commercial adver-
tising business. This means transi-
tioning more of its agency clients to
working in a nonlinear, disc-based
and random access environment,
which Knebel added “might not
necessarily have to happen in the

theater environment,” as Ascent’s
current DI suites are designed.

Meanwhile, bicoastal Post Logic
took a multimillion-dollar plunge
into DI during IBC, reflecting the
company’s belief in DI as a grow-
ing business opportunity, as well as
a maturation of the DI technology.

Post Logic president/CEO
Steve Hendricks admitted that
he wasn’t completely sold on
making the investment prior to
his IBC visit, but he was pleased
with what he found. “This is the
most advanced the DI off-the-
shelf offering has been to date,”
he said.

Hendricks reported that dur-
ing the exhibition, Post Logic pur-
chased a Grass Valley Spirit4K, five
DVS Clipsters, a Bright Systems
SAN and a Barco 2k digital pro-
jector. These technologies will be
added to the company’s existing
installed base to expand its offering
to include a DI theater and three
DI color grading suites. Hendricks
explained that the different con-
figurations are planned in order to
accommodate DI work from 4k
features to 2k, HD and more mod-
est budget-conscious projects.

It’s not just the large postpro-
duction houses looking into DI-
style capabilities; visual effects
companies are also looking to this
space—and commercial work is
high on the list.

For instance, SHOOT caught
up with London-based commercial

visual effects boutique Glassworks,
which at IBC just purchased a Spirit
4K and a DVS Clipster to accom-
modate its plan to expand into DI-
style color grading and finishing of
its visual effects-heavy spot work.
Managing director Hector MacLeod
told SHOOT that Glassworks has
hired veteran commercial color-
ist Tareq Kubaisi, who arrives at
Glassworks after an estimated 12
years at London post house VTR.
London and New York-based
The Mill is also planning to build
a new U.K.-based DI suite ded-
icated to commercial projects,

Colorist Mick Vincent Heads To The Mill

Company Plans DI Workflow For Commercials

By Carolyn Giardina

LONDON-—Veteran colorist
Mick Vincent, who recently
completed a 19-year run with
London-based VTR, has joined
the team at the London office of
The Mill (which also maintains
an office in New York), adding
further momentum to the com-
pany’s plans to offer Digital
Intermediate (DI) workflows
for commercial clients.

At The Mill, which has
already started to implement
new technology for this effort,
Vincent will be launching a DI-
style data color grading suite
specifically designed for com-
mercials—meaning that the
work would be done in a non-
linear, random access environ-
ment with the ability to grade a
spot in shot order.

Today, DI processes are
primarily used for features.
However, as the technology
evolves, an increasing number
of commercialmakers believe
these workflows are the way
of the future for advertising
production.

“We’redelightedtowelcome

Mick to a team that includes
[colorists] Adam Scott, Seamus
O’Kane, Paul Harrison, Jamie
Wilkinson and James Bamford
in London; and Fergus McCall
and Tom Poole in New York,”
said Robin Shenfield, CEO of
The Mill. “The next step is to
put some even better tools into
their hands and offer our cli-
ents a new and more flexible
way of working.”

Vincent’s career has pri-
marily focused on commer-
cials, yet he was also heavily
involved in implementing a DI
workflow for both features and
commercials at VTR, where
he was director of telecine and
handled DI on features includ-
ing the Mike Binder-directed
The Upside of Anger.

His lengthy list of spot cred-
its include “Wild” for Lynx
deodorant via Bartle Bogle
Hegarty, London, and direct-
ed by Daniel Kleinman (then
of Large, now of London’s
Kleinman Productions). In the
spot, a man’s actions have a
peculiar effect on the ladies
around him. The man is sitting
in a hot train station. He opens
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his book and runs his finger
down his face, as a woman’s
blouse opens and sweats runs
down her face. The message is
that with Lynx, he is cool but
they are not.

Other notable spot work
includes “Kobe Bryant” for
Adidas via Leagas Delaney,
London, directed by Floria
Sigismondi of U-ground,
London; “Refueling” for Shell
and J. Walter Thompson,
London, directed by the now
late Allan van Rijn of bicoast-
al RSA/USA; and Fosters’
“Feng Shui” for M&C Saatchi,
London, directed by Kleinman
(then with Spectre).

SHOOT caught up with
Vincent last week at the
International Broadcasting
Convention (see related story),
and the colorist was look-
ing forward to planning the
new suite, for which he said
workflow will be top of mind.
“You need the workflow to be
able to turn a job around,” he
explained. “Most data grading
systems work, but the work-
flow is the biggest problem.”

Crowds filled at the IBC venue

according to veteran colorist
Mick Vincent, who has joined
The Mill and will begin evaluat-
ing technology for the new room
(see related story on Vincent and
The Mill).

U.S. commercial post houses
such as New York-based Nice
Shoes and Oak Park, Mich.-
based GTN also had repre-
sentatives on hand evaluating
technologies to extend their
color grading and data based
workflows. The caution in their
decision making was noted by
Nice Shoes colorist Chris Ryan,
who pointed out that when you
are selecting a new system, not
only do you have to be con-
fident it its capabilities, but
you also have to know that the
manufacturer will be around in
a year’s time.

Indeed, pundits are in agree-
ment that there are too many
color grading/DI system manu-
facturers to support what is still
a relatively small market—and
consolidation seems certain.
While no consolidation plans
were announced at IBC, rumors
of pending acquisitions were
rampant.

IBC did showcase the
results of one consolidation
that occurred earlier this year
when Stockholm-headquar-
tered Digital Vision acquired
Nucoda. Execs from Nice Shoes
and other post houses gave the
company kudos for its new ver-
sion 3.0 software for Nucoda
Film Master and Film Cutter,
which now incorporates key
aspects of Digital Vision tech-
nology—including support for
DVO, the new software-based
algorithms for grain and noise
reducing; Valhall, the control
surface designed specifically
for colorists; and video 1/0
tools for video ingest and play-
back. (Commercial post indus-
try vet Pat Howley has joined
Digital Vision in a sales capac-
ity; he previously served in

the same role at Mathematical
Technologies.)

Digital Vision also demon-
strated an aim to increase sys-
tem speed to support client-
attended sessions by showing an
8-core platform with four pro-
cessors, developed by BOXX
Technologies, that is compat-
ible with all Nucoda software
including Film Master. With this
announcement, Digital Vision
claims 10—fold speed improve-
ments over its currently available
configurations. Beta is scheduled
to begin shortly after IBC, with
availability expected during Q4.

Speed, resolution, and ver-
satility were key considerations
in color grading, all needed to
ensure that clients make money
with the technology. But where
was the buzz? Digital Vision was
generating conversation, and
certainly DVS—with the afore-
mentioned sales of its Clipster as
evidence of its strong position—
was one of the most discussed
companies in the space on the
IBC floor.

DVS showed version 2 of its
Clipster conforming, editing and
finishing system, along with sup-
port for uncompressed formats
up to 4k in real time.

Version 2 is designed to con-
form native 4k material in RGB
12-bit up to 4096 x 3112. New
features include secondary color
correction, real-time color man-
agement and content browsing.
Visual effects possibilities are
enhanced by the Open FX inter-
face, which runs plug-ins from
other manufacturers. Real-time
3-D Look up tables (LUTs) help
to establish looks.

DVS is developing a full DI
workflow, by combining Clipster
with its DVS SAN and Pronto
line of DDRs.

Another attention-grabbing
company was London-based
FilmLight, which generated inter-
est with its next version 3 of the
Baselight color grading system,
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Postproduction Facilities Gauge DI Capabilities At IBC

which is scheduled to ship by year’s
end. Improvements will be empha-
sized in three areas: Performance,
software versatility and interface.

Key to the new version is a speed
increase driven by the dual-core
AMD Opteron processor, which the
company said doubles system per-
formance by enabling two real-time
streams of uncompressed 4k. With
V3, FilmLight’s top tier Baselight
Eight supports up to 48TB of disc
space, the company said.

The new version also includes
a 3D additive and subtractive
keyer, audio support and field
rendering, scene detector, grain
reduction and support for the
Open FX architecture. As well,
the Blackboard hardware con-
trol surface is now shipping,
offering colorists a traditional
and familiar way to work.

Another popular stop
with many post visitors was

Newbury, U.K.-headquartered
Quantel, which came to IBC to
set itself apart in the crowded
color grading space with its
new Pablo Suite—a hardware-
enhanced real-time color grad-
ing system that combines the
software previously previewed
under the name Qcolor XL,
Eiger hardware and software,
and additional hardware.
Marketing manager Mark
Horton asserted that this system
configuration, in conjunction
with Quantel eQ or iQ, could
be used in postproduction as a
complete DI workflow system.
Quantel reported that the new
Eiger technology—bringing
added speed to support client-
attended sessions—includes the
Eiger Media Engine image pro-
cessing hardware; the Integrated
Concurrent Processing (ICP)
option, translating to a second

Eiger Media Engine; as well as
new workspace technology that
brings real time 2k 16-bit and
real time 4k support.

Meanwhile, Autodesk Media
and Entertainment (formerly
Discreet) stayed its course,
promoting its line of products
including the latest versions of
Discreet Lustre color grading
software, Inferno and Smoke.
New York-based Stitch creative
director/Inferno artist Fred
Ruckel was among the guest
demonstrators.

Assimilate, the company that
launched at IBC a year ago, dem-
onstrated its Scratch data workflow
product line with new features and
capabilities designed to improve the
DI production pipeline. While rela-
tively young technology, Scratch
is proving that it has legs, having
already been installed at companies
including Cinesite, London; Acht!,

Frankfurt; Digital Domain, Venice,
Calif.; and Postworks, New York.
Assimilate also emphasized
third-party support for Scratch
from companies in color man-
agement (i.e. Imagica, Kodak),
colorist panels (i.e. JLCooper
Electronics; Tangent Devices),
graphics cards (i.e. Nvidia), stor-
age (i.e. BOXX Technologies;
DataDirect Networks; Enhance
Technology; Exavio; Globlstor
Data Corp.; Huge Systems, a
Ciprico Company; Sanbolic),
platforms (i.e. BOXX
Technologies; Globalstor; HP;
IBM), effects (i.e. The Foundry,
Photron; SpeedSix) and restora-
tion (i.e. The Foundry; Imagica).
Mathematical Technologies—
again with board member Larry
Chernoff as its star demonstra-
tor (Chernoff is also founder of
Beverly Hills consulting firm
Chernoff Touber Assoc. and

is chairman of Ascent Media
Creative Services)—presented
new features for Control Dailies
(see SHOOT’s IBC preview,
8/19-8/31, p.1), its software-
based system created for post-
production houses that serves as
the backbone of the dailies pro-
cess, and facilitates tasks such
as collecting metadata as well as
organizing material, archiving
and outputting tape.

Meanwhile, traditional hard-
ware-based color correction
technology manufacturers da
Vinci and Pandora demonstrated
their offerings in both hardware
and software.

Coral Springs, Fla.-based da
Vinci’s stand included Resolve—
its first software-based digital
color grading and mastering
application. The company report-
ed that acceleration with the da

Continued on page 30
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Postworks, New York seeks an
experienced tape operator for
duplication, audio relays and
conversions. Applicants should
have 3+ years experience,
knowledge of broadcast specs, all
SD formats, VTR's, routers, digital
scopes, and technical
specifications. 2 a.m. to 10a.m.
shift available. HD experience a +.

Please e-mail resumes to:
job@pwny.com
Subject: Tape Operator

Audio Engineer/Mixer

Award winning NYC audio post
studio is seeking skilled, creative and
personable audio eng. with client
following. Excellent compensation
pkg. Reply in confidence to:

J.adelman@nutmegaudiopost.com

Busy commercial production company
seeks Sr. Production Accountant.
Must have experience running
commercial accounting department.
Salary negotiable. Please send resume
to: JobpostKLC@hotmail.com

REAL ESTATE

For Lease / Chicago

Production Building / Stage
Ideal For Film or Stills.
10 minutes from

Michigan Avenue.
5,600 Sq. Feet
Call Steve 312-222-1123

WEB VIDEO SERVICES

VideoFaxMachine.com

The easiest, fastest way to
post video on the internet.

The lowest rates you can find.

888-564-9325

Wanted Post Producer
We're looking for an experienced
Post Producer to work in NYC with
a creative post/production
company. We specialize in high-
end beauty commercials.
Please e-mail brief intro and
resume only. Send to:

www. whitehorseny@yahoo.com

or fax 212-352-0620

Commercial production company
seeks staff/freelance FCP editor to
cut commercial spots for clients. Rate
is $350-$500, dependent upon
experience. Please send reels to:
jobpostKLC@hotmail.com

WANTED: DP AGENT

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

Think outside the “BOX"
Fax resume to: 213-484-4200

HELP WANTED

Assistant Editor

D&/_namic motivated assistant
editor sought for Blue Rock, a
busy midtown editorial company.
Must be able to guide job from
beginning to finis |ng. ust be
proficient with Mac 05 9 and X as
well as Avid Media Composer
10.6 and possess expertise in
Photoshop and After Effects.
Candidate must be ambitious,
play well with others, while being
able to handle projects solo.
Please fax resume to Carmen at
212-752-0307.

Experienced Audio Mixer
High-end Santa Monica post facility
seeking established TV and radio
ProTools mixer with substantial editorial
and/or advertising client following.
Lucrative package available. Email letter
and credits to: spot_mixer@hotmail.com

Established Freelance Editor
wanted for ongoing freelance
projects with New York based
post company. Good work and pay
Increative environment.

Please send resumes to:
www.whitehorseny@yahoo.com

or fax to 212-352-0620

DUPLICATION SERVICES

PRODUCTION SERVICES
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Telecine/Film Scanning Hot Topic At IBC

Continued from page 29

Vinci PowerPlant bit-processing
programmable hardware allows
real-time, multi-layered color
correction on full-film-resolution
images, not just proxies.

As well, da Vinci introduced
version 3.9 of its popular da
Vinci 2K Plus, which includes
a redesigned Toolbox2 interface
created to make it easier for col-
orists to use a library of real-
time preset effects. Additional
enhancements in the v3.9
release include fingertip access
to features including enhanced
PowerVectors; improved defocus
features allowing separate image
defocus for in window and out
of window corrections, as well
as variable matte defocus adjust-
ments and key out; and real-time
special effects.

Da Vinci’s new 2K Elite
series, first introduced at NAB
2005, was promoted with pack-
aged upgrades, including the 2K
Ruby with two PowerTiers, each
of which adds two independent
image-processing channels for
color processing; 2K Sapphire
with three PowerTiers; and the
2K Emerald with four, result-
ing in a total of 10 independent
image-processing channels.

Kent, U.K.-based Pandora
International—maker of telecine
controllers and color processors
including the Pogle controller
and MegDef image processing
system—showcased its new
PiXi Revolution color grading
and digital intermediate system.

Essentially the PiXi color
correction tools combine with
the Revolution platform for real-
time processing. The system
is modular and three different
configurations—all capable of

SD, HD and 2K HSDL—were
shown during IBC.

Pandora also previewed its
PCI Express interface, a multi-
channel optical transceiver
card designed to help position
the PiXi Revolution in the DI
workflow by enabling a com-
pany to access source material
from a server, where previously
it would have to come from a
telecine or select editing system
such as a Quantel 1Q.

Pandora also demonstrated a
resize engine designed to sup-
port full resolution 2k or 4k
images that could be processed
and viewed in real time on an
HDTYV monitor. Lastly, Pandora
has developed a dual channel
DVI-D interface designed to
directly drive a 2k projector.

FILM SCANNING/
TELECINE

Also required for DI work-
flows and therefore another
important topic for post execs
were the telecine/film scanning
technologies.

Paris-headquartered
Thomson’s Grass Valley Spirit
2K and 4K continue to go strong
in this space, as evidenced by the
aforementioned sales. At IBC,
the Spirit 2K was demoed with
the company’s Bones postpro-
duction workflow and LUTher
color tools. Aforementioned col-
orist Vincent was on hand pro-
viding demonstrations.

“Colorists can look are pic-
tures in 2k and it’s a real eye
opener,” said Grass Valley’s
postproduction marketing man-
ager Joachin Zell. “They can get
more detail and better color rep-
resentation.

“It seems that the commercial
market is focusing on the Spirit
2K, and we’re helping them
make that decision [to purchase
a 2K] by offering an upgrade to a
4K, which can be done in half a
day, on site,” he added.

Grass Valley also continues
to look at expanding options in
Bones. (At IBC, it was rumored
that it was discussing collabora-
tion with companies such as da
Vinci and Pandora.)

Meanwhile, Irvine, Calif.-
based Lasergraphics previewed
a prototype of a new film scan-
ner—tentatively scheduled for
a release in March ’06. Planned
features for the not-yet-named
technology include a scan rate
of roughly 10 fps, 35mm and
16 mm support, and HD or 2k
output. A 4k option is in the
development plans. Pricing is
expected at under $200,000

As well, Corvina,
Calif.-based Film + Data
Technologies—founded in
‘04—showed its new Nova SD/
HD/2K telecine scanner with
optional 4k support.

In related news, Rochester,
N.Y.-based Eastman Kodak
previewed its new 5201(35mm)
and 7201 (Super 16mm) 50
speed daylight film stocks in its
stand by showing clips lensed
with the new film. A formal
launch is set for late fall. Lastly,
L.A.’s eCinemaSystems gener-
ated a buzz with the launch of
the DCM23 monitor, an HD
reference-grade LCD monitor;
Martin Euredjian, founder of
eCinema Systems and designer
of the monitor, is an alum of
such post houses as POP (which
was sold in the late ‘90s to what
is today Ascent Media).

Agency Producers Adapt To Changing Media

Continued from page 23

ects, on Sharp and ESPN/Sega,
while Royer at Grey has worked
with bicoastal Anonymous
Content on a Panasonic job.
Knowing a vendor well can help
make a large-scale, multimedia
project happen more smoothly.
“Getting to know your vendors
all across the board and what
they have to offer is essential in
making rapid decisions,” says
Samuel. “Schedules and budgets
are more and more challenged
due to the expanding landscape
that we now need to provide con-
tent for, and with that a producer
must be able to think on his/her
feet faster and also be creative
in pulling together options that
encompass bigger and broader
ideas.”

Samuel reports that he and his
team have expanded their vendor
list, while at the same time work-
ing with long-time collaborators:

“[We have] found that existing
production vendors are actually
positioning themselves to bet-
ter handle a more encompass-
ing role,” he says. “For example,
some traditional production ven-
dors are aligning themselves with
interactive folks and they then
produce the raw materials neces-
sary to fulfill the content needs.
So, I think that not only are we
changing but so are the vendors
we work with everyday.”

Sometimes, the tried and true,
even in a new environment works
well, with producers praising their
collaborators on previous work.
Krieg relates, “If there’s something
new, for the production company,
they’re going to invest in it differ-
ently,” sometimes taking on wide-
ranging projects for a fraction of
the budget of a more traditional
project.

And agency heads of produc-
tion are finding that rather than
vendors, production shops are
becoming partners in the process.
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“The work we did with [Bryan]
Buckley for Mini’s ‘Counterfeit’
was a total partnership,” explains
Samuel. “He added much to
the table in terms of expanding
the idea on all fronts—Hungry
Man put together a very versa-
tile package which allowed the
project to breathe and was very
freestyle in its approach. This
dynamic proved to be fruitful not
only in the content we managed
to produce for all fronts—print,
Web, TV, DVD, etc., but also
a very enjoyable experience all
round.”

Regardless of how things may
change in the media landscape,
one thing is certain: producers
will be at the forefront of deliv-
ering the content. “The way I
look at it is everyone talks about
360 ideas, but producers have
that ‘make it happen’ gene, so
producers are integral to it,” says
Grey’s Royer,“because produc-
ers are the people that can take
the idea and actually do it.”

street talk

Director Alex Proyas has signed with bicoastal Anonymous
Content for exclusive spot representation in the U.S.....Vittorio Sacco
Films, the Milan house featuring noted tabletop director Vittorio
Sacco, has partnered with bicoastal Cohn+Company in the U.S. Sacco
will be available for stateside work via the Cohn studio......Director
ondi Timoner has joined the roster of Mirror Films, Hollywood.
Timoner helmed DiG!, a documentary on a couple of bands, The Brian
Jonestown Massacre and The Dandy Warhols, which on to win
the Grand Jury Prize at the 2004 Sundance Film Festival.....Director
Richard David Dahl has joined Rant Films, New York. He brings an
agency pedigree to his new roost, having earlier in his career served
in such capacities as group creative director at Bozell, New York, VP/
senior creative director/art director at McCann-Erickson, New York,
and senior art director at MVBMS Euro RSCG, New York.....Impactist,
a Portland, Ore.-based directing team consisting of Kelly Meador and
Daniel Elwing, has joined bicoastal Hornet. The duo is known for
its work in mixed media, including live action, still photography and
graphics....Alexandra Leal has been named executive producer for
wild(child) and macsound, both in New York. Wild(child) is under
the aegis of president/editor Yvette Pineyro....Jon Townley has come
aboard visual effects house Radium, Santa Monica and San Francisco,
as artist manager and creative director. Also joining the shop is execu-
tive producer Jeff Blodgett.....Gina Martorana, formerly of New York-
based casting house Reel People Company, has been named execu-
tive producer at Rooftop Edit, New York....Industry vets David Gioiella
and Mark Littman have launched Mr. Wonderful, a New York-based
design and visual effects house. The new venture is an offshoot of their
Northern Lights Post boutique, New York, and will cater to broadcast
design, feature film and TV projects....In the 9/9 Street Talk and Rep
Report, we had items which incorrectly referenced the name of a pro-
duction company started by executive producer Marlon Staggs. The
new shop is Argyle Bros (not Argyle Films) and maintains a directorial
roster that consists of Randy Roberts and John Mastromonaco....

rep report

Bicoastal Villains has nhamed Laura Dane to serve as its in-house
East Coast rep....Sally Newsom has joined the U.K. office of bicoastal/
international Hungry Man as its London sales rep. Most recently,
Newsom was on staff at Rogue, London, where she oversaw sales and
marketing....Bicoastal Imaginary Forces (IF) has secured Roxanne
Artesona and partner Jeff Bowman of independent rep firm Roxanne
& Co. to handle East Coast sales in the TV spot marketplace. The move
reunites Artesona and Bowman with IF's New York-based executive
producer/managing director Maribeth Phillips. The reps handled
sales for New York visual effects/graphics studio Spontaneous when
Phillips was exec producer/managing director there.....Daria Zeliger
has been named head of sales & development for New York-based
edit house wild(child), sister shop macsound, and a new related com-
pany slated to be launched next month...DP Cesar Charlene, whose
feature The Constant Gardener recently debuted, is again available
for commercials via ICM, Beverly Hills....Production designer Bradley
Martin Thordarson has signed with bicoastal Paradigm for exclusive
representation....Production designer Walter Barnett has come aboard
Montana Artists Agency, Los Angeles, for exclusive representation in
all areas.....

bulletin

QO Sept. 26/New York: Battle of the Ad Bands il at Irving Plaza. www.
fluidny.com....

Q Sept. 26-30/New York: Advertising Week; go to www.advertisin-
gweek.com for complete calendar of events.....

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

QSept. 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, cre-
atives, clients, production & post execs. The Forum is pleased to be part
of Advertising week! For sponsor, exhibitor, and registration information,
contact forum@shootonline.com....

Q 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....

QOct. 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....
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You'll get more in 1 day at The Forum than from multiple events over multiple months...
This year's Forum, themed "TV Advertising and beyond",
is your short cut to the future of TV Advertising.
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The Production Event
During Advertising Week

SPEAKERS INCLUDE
Mark Huffman, P & G and ANA Production Management Committee; John
Garland, J.Walter Thompson/NY; Matt Miller, AICP; Gary Krieg, Wieden
& Kennedy/NY; Rich Rosenthal, Y & R/NY; Stefan Sonnenfeld, Company
3; Michael Aaron, The Assembly Line, Fallon/MN; Massimo Martinotti,
Mia Films, FL, Argentina, Mexico, Costa Rica; Philip Key, Moonlighting, South
Africa; Avinash Shankar, Stratum Films, India; Laura Caracciolo-David,
Starcom Media Vest Group; Lee Einhorn & Teddy Lynn, Arnold’s Branded
Ent.Div.; Jeff Greenbaum, FKKS & SHOOT Legalease Columnist, Chris
Ryan, Nice Shoes; Regina Brizzolara, Mckinney; Jon Fauer, DP; Greg Stu-
art, Interactive Advertising Bureau (IAB); Susan Credle, BBDO New York;
Jeffrey Marino, Visible World; Aaron Royer, Grey Advertising; Bill Bennett,
DP, ASC; Deborah Sullivan, @radical.media, Pat Swinney Kaufman, AFCI
and New York State Governor’s Office for Motion Picture & Television Develop-
ment; Jim Joseph, Arc, New York; Jonathan Cude, McKinney; Tony Wal-
lace, JWT/Chicago; Juan Alfonso, ESPN; David Perry, Saatchi & Saatchi

Registration Price: $495.00
Full day of panels, Breakfast, Luncheon, Entry to Exhibit
Marketplace, and Closing Cocktail Reception
« Special Group Offer- Register 5 people and receive 5
additional passes for FREE.

Limited # of cocktalil reception only registrations available for $59.00
(Contact forum@shootonline for cocktail only registration form)

Key Note Speaker:
Linda Kaplan Thaler,
CEO/chief creative officer, 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
presentation on
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
[t 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.

the forum gold sponsors

Kodak

Motion Picture Film

geltyimages

sponsor:

supporting
associations

Lead supporting
association

To find out more and register, visit:
www.shootonline.com/go/forum

Online registration will be open until Midnight Wednesday, September 28th.

If you miss the deadline you can register in person at the forum.

September 29, 2005 New York City: 8:00am - 8:00pm
the forum: The Metropolitan Pavilion [ 125 west 18th street, nyc]
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