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Attention, Advertisers: Is It Film? Or Is It vimea
Video?

by Alan Schulman, Monday, Jan 8, 2007 2:31 PM ET

ASK YOUR FRIENDLY NEIGHBORHOOD AGENCY creative and he'll
tell you, the thought of shooting anything on "video" makes him
turn and run in the other direction. After all, the beloved :30 isn't
just a commercial. It's a miniature film--artfully written,
beautifully shot on "film," screened in a mini-theatre and then
carefully edited in a very dark, very plush edit suite, complete
with all the calories on wheels one could ever dream of. Then, if
you're really lucky, those media planners and buyers whose names
you never knew but who always get the best concert tickets might  |EARN MORE K
just place your "film" spot on the Super Bowl, where you'll become

instantly famous and earn a free trip to Cannes. Sound like a pipe

dream? What's really disturbing is that, for far too many creative Today's Most Read
executives, this isn't a fantasy--they're still living the dream. That
is, until they go online.
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2. Real Media Riffs - Tuesday, May 15, 200
In 2007, the user-generated video has come of age. With names _ _
like YouTube, ManiaTV, Brightcove, SpotRunner, Visible World and é(.)lﬁ?r:;sps Challenge Credit Card Marketing
a host of other instantaneous video delivery platforms, suddenly,

well... I'm afraid we're not just shooting in L.A. anymore, guys. 4. Marketers Unprepared For New World D
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My colleagues who are exec creative directors tend to look at 5. ARF Meeting Reveals Nielsen Ratings Da

user-generated video in one of two ways: Most turn a blind eye to Will Remain Unaccredited Until Next Year

it all and chalk it all up to the low-fi world of "run and gun” video
from a bunch of lame film school students shooting lame
production values for their online ego boost. The others are more
willing to wash away the film emulsion they've been soaking in for
years and recognize that video is here to stay--complete with HD
production values, and enough cameras out there in consumers'
hands to challenge us at our very own craft. | even received an e-
mail recently that read, "Well | kinda liked your commercial on
'Heroes' last night, but hey, check out mine!”
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The point is, as a creative community, we need to get over
ourselves and recognize that good ideas can and are coming from
anywhere and everywhere--yes, even YouTube! All of which
makes our jobs as the full sight, sound and motion stewards of our
client's brands even tougher... because we simply can't hide
behind the production values, the director, the editor, the music
or the "shoot” apparatus anymore. It's about our ideas against
everybody else's--whether we like it or not.

The tricky part is knowing when to shut out the noise about
emerging platforms and just concentrate on the brand idea--not
which media platform or show it's going to be placed on. Which
means if your idea is really big enough, you shouldn't have to
"force fit" it into broadband pre-rolls, video-on-demand, or other
emerging video platforms--it should just naturally plug and play
based on the universality of the idea and the depth with which
you've shot it. We recently delivered more than two hours of
usable video stories shot by a reputable director for a national
brand that can deploy across five to seven media platforms for
roughly the average cost of shooting one :30 film commercial--
without ever knowing exactly how many platforms our media
partners were going to buy.

This new approach of shooting "wider" creative assets for, in many
cases, multiple "narrowcast” distribution platforms, represents a
new commercial production model that more innovative agencies
and brand marketers are beginning to embrace. Want proof?
Check out the Webisodes from Jet Blue to Coke/Mentos to
Splenda to the new Audi C30.

What you'll find aren't cheap commercials shot on video that lack
an idea and throw good narrative and production values out the
window. Rather, these are more-improvisational, multimedia and
documentary commercials from agencies placing their client's
brands adjacent to user-generated video in a similar visual
vernacular--at a far more efficient per-unit production cost.

Still not impressed? Check your agency's creative department. I'm
certain they still have plenty of film left in their cameras.

Alan Schulman is Executive Creative Director of imc?, where
he is responsible for the creative strategy and execution of
digital marketing campaigns. Imc? works with some of the
most well-known companies and brands, including Procter &
Gamble, The Coca-Cola Company, Johnson & Johnson and
NestlA©.

POST YOUR RESPONSE

To post your response to the public Video Insider blog, enter your comments
below and click "POST TO BLOG."

http://publications.mediapost.com/index.cfm?useaction=Articles.showArticle& art_aid=5... 10/14/2007



MediaPost Publications - Attention, Advertisers. Is It Film? Or Is |t Video? - 01/08/2007 Page 3 of 3

=

W

GO TO BLOG MEDIAPOST BLOGS POST TO BLOG

Recent Video Insider Articles
Pick A Format - Please?! Oct 9, 2:15 PM
There were two recent developments that caught my eye and got me thinking about online video...
Consider Direct-Response Video Oct 8, 3:03 PM
To date, online video has centered on the major brand advertisers and how to get these...
Online Video Advertising: Taking A lesson From Sponsored Search  Oct 2, 12:45 PM
Sponsored search is arguably the most revolutionary and successful ad medium. And it just might represent...
How Engagement Can Add Up  Oct 1, 2:45 PM
t's curious, at least to me, that the dialogue around the concept of "engagement” remains focused...

Broadband Tips For The Traditionally Lazy Sep 25, 2:30 PM
With TV commercial production still comfortably ensconced within the traditional agencies and viral applicatior

primarily...

Online Video: Short-Term Hype Or Long-Term Brand Builder? Sep 24, 2:46 PM

Why is online video attracting such interest right now? Doesn't it seem odd that a marketing...

Lifecycle Of Consumer Digital Products Sep 19, 3:00 PM

The amazing number of digital consumer devices in the marketplace today is breathtaking, The new lifecycle...
Understanding The Advertising Revolution: Resistance Is Futile Sep 18, 3:15 PM

Marketers and advertisers would be amiss to ignore the one constant in their evolutionary relationship with...
Online, In-Store: Two Big Opportunities For Video Sep 17, 1:15 PM

In spite of the fact that most people -- including those elusive teens and twenty-somethings --...

Video Distribution Wars Heat Up  Sep 11, 10:15 AM

Just last week, NBC announced it would not be renewing its video distribution partnership with Apple...

>> Video Insider Archives

ABOUT MEDIAPOST « MEDIA KIT F:_JRSS FEEDS « PRIVACY « TERMS & CONDITIONS

1140 Broadway, 4th Floor, New York, NY 10001
tel. 212-204-2000, fax 212-204-2038, feedback@mediapost.com

"‘ ©2007 MediaPost Communications. All rights reserved.
MediaPost

http://publications.mediapost.com/index.cfm?useaction=Articles.showArticle& art_aid=5... 10/14/2007



