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atlicrine ZetaJones for TMobile. Angelic

naJolie for 51 John, Gwyneth Palirow for

Futée Lauder. Nicole Kidman for Chanel,

A-ligters, who once upon a dme avoided
advernsing like the plague (escept, of course,
their movie trailers), are pushing products in
unpiccedented numbers—and for good rea-
son. These celebs, many of whom average $15
million 10 $2(} million for movie work requir-
ing months of their ime, are cashing in on ad
catnpraigns Usat can pay as much as $3 million
foor as lttke as u day’s work.

“The past 12 months have been a banner
vear for using celebrities in advertising, and
that’s only going o increase,” predicts Ryan
Schinman, president of Platinum Rye Enter-
tainment, which negotiates alent buys on
behall of advertisers. “Fvery fitne someone like
a Robert De Niro or a Nicole Kidman [shoots
an ad], it makes it easier for the next A-list
celebrity to do a deal.”

While the steady increase in the number
of 1op celebrities willing 1o do advertising is
expecled to keep prices somewhatin check,
say ad experts, T-Mobile’s deal with Acade-
my Award-winning actress Zeta-Jones—a $10
million a year, twoyear contract {irst signed
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in 2002 and renewed last year—can’t help
but open actors’ eyes 1o advertising’s enor-
mous earnings potential, despite being an
aberration. Zeta-Jones’ deal hasalso helped
raise interest in endorsing products that fall
outside of the com[ortable Hollywood zone
of beauty and glamour.

And some talent is carching on to yet
another way to make big bucks: negotiating
a percentage of the sales, a lucrative move
made by such Clisters as Susan Lucci and
Victoria Frincipal for directresponse TV com-
pany Guthy-Renker. Lucci has averaged $2.5
million a year since endorsing the company’s
Youthfun] Essence skin treatment, and is expect-
ed to make well over $3 million this year from
her cut of sales, according to sources. And
Principal’s annual share of profits from her
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“Principal Sceret” line of anti-aging products
tops $H) million.

Jolic made such a deal with luxury appar-
el retailer St John. In addition ww a mini-
mum guarantee of $4 million per ycar,
Jolie’s agreement includes an undisclosed
percentage of sales. Sources say that even in
afairyear for the company, Jolic could carn
double her minitnum fee, potentially making
her endorsement deal second to anly that
of Zeta-Jones.

“Celebrites arc interested in being busi-
ness pariners rather thun just doing straight
endorsements,” says Lori Sale, head ol TOM's
global branded entertainment division. “1
think that'’s the dircction you’'ll sce it going.”

While experts say it's difficult to compare
deals—they depend on a variety of factors,
from gype of medid involved and the lengih
of the contract 1o the geographic reach of the
campaigns and the amount of media expo-
sure involved—Adweek has put togcther a
list of the 10 endorsement deals belicved
to be the highestpaid conwaces by a single
clienl over the past 18 months. Advertisers
all declined comment, as did celebrity
lalent agents, managers and publicists.

wnetadvereicom

2 Faeny

wrs Kidma a: Ny

[TIREENS

265 sl I

Ju ekt




:
<
5
E
o
b
2
=
2
3
5
E
2
=)
3
3
i
i
2
=

Jun 06 08 07:17a

Catherine Zeta-Jones/T-Mobile
Last year, Zeta-Jones gigned her sccond two-
your contract with T-Mobile. The actress
signed her fiest deut with the wireless com-
pany in 2002, a §10 million-ayear, two-year
contract to appear in F-Mobile’s TV and print
advertising thatis still considered one of the
most fucrative endorsement deals ever made.
Yeta-jones also has apparently devoted
more Gioe in front of the camera than most
other celebrities: Sinee it launched, accord-
ing to a spokesperson for T-Mobile, 31 dif-
ferent TeMohile TV ads featuring ZetaJones
have aired. In the spots, created by Publicis,
Seatile, Zetajanes acts more like a spokesper-
son than a feawwed actorn The actress usually
bookends cach spot, and invokes some ren-
dition of the T-Mobile tag line, “Get More.”

Angelina Joiie/St, Jahn

TJolie’s print-only deal gives her a minimum

of $4 million a vear for three years, earning
atolal of at least $12 mitlion. The incentve-
bascd agreement also gives her an undis-
closed percentage of the Irvine, Calif.-based
compuany’s sales, Sources estimate she could
double er earnings even in a fair year for
5t Juhm.

The actress is said o have full creative
contral over the campaign as well as the
design of the clothing she endarses. The
ads, which broke in spring magazines in
e U.S. and overseas, were shot by Mario
Testino with creative direction from the
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David Lipman agency, New York, which is
spearhcading St. John’s repositioning.

Sources say that St. Johu pursued jolic for
years and that the U.N. goodwill ambassador
was atracted by the company’s charity work.
When it announced its deal with Jolie last
September, St. John said the partnership
would position Jolie as both the face of St.
John the brand and the voice behind its
newly formed charity created in support of
children’s causcs.

Nicole Kidman/Chanel No. 5
Kidman is believed to be earning about $4 mil-
lion a year for a three-year global TV and print
campaign for Chanel No. 5, with an option 1o
renew through the end of 2007. Ads starring
Kidman hroke in October 2004 with a two-
minute flm written, directed and produced by
Baz Luhrmann, who directed her in Moulin
Rouge! The company gave Luhrmann, whose
creative relationship with Kidman began 10
yearsago, a blank slate 0 playwith, sources say.

1n che ad, entitled *No. 5: The Fiim,”
Kidman plays the role of the most famous
woman in the world who escapes the
paparazzi, screaming fans and the pressure of
public serudny to an unknown paradise,
where she is free to be herself and shares a
brief romance with a young artist played by
Brazilian star Rodrigo Santoro.

All ads have been taken from the original
film. When the campaign launched, the full
two-minute ad was shown before feature film
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presentations in the op 25 markes for [ve
weeks, as well as during a November 2004
episode of ERin New York and Los Angeles.
Thirty and 60-second spots were aired an
cable and network TV.

Kidinan's contract is belicved to stpulawe
how frequently Chancl can run the ads. This
year, as they were in 200, the TV spoty are fim-
ited to airing the week before Mother’s Day
and in the seven weeks prior to Chostmas.

Jessica Simpson/Guthy-Renker

Directresponse TV company Guthy-Renker
reportcaly pays more than any other infomer-
cial company for celebrity endorscments. Ad
indusiry experts say Guthy-Renker has to pay
such high fees to convince lop stars to talk
about their acne—which they musido to help
sell acne treatment Proactv——and Lo air kess-
than-flattering images depicung their former
skin problems. The actors do nol geLa per-
centage of the sales.

Last year, Jessica Simpson signed up with
the company to endorse its acne treatment
line with a three-year deal at $2.5 million per
vear. While Simpson carned slighlly Jess per
year than other Proactive spokespevple like
Sean (P. Diddy) Combs and Alicia Keys, who
both carned $3 million piwching Proacty,
Simpson’s multi-year deal tolals $7.5 miliion.
Combs earned his money for a three-hour
shoot for a scgment which began airing last
April. His contract allows Proactiv to air his
segments for a year. Keys’ ad luunched Jast
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Creative

February end ran for a year in the U.S. The
infomercial is still airing in 55 other coun-
wies through mid-2006,

The celebs’ segments—which run any-
where from one to four minutes within an
approgimately 30-minute infomercial—are
shot by Lieberman Productions, In them, the
personalities talk about their skin problems,
how they discovered Proactiv and how their
skin improved from using the product.

Gwyneth Paltrow/Estée Lauder

Pulirow’s multi-year agrecment o appear
in a global campaign for Esiée Lauder fra-
grances and makeup collections is worth more
than $3 million a year for the Oscar-winning
actress, wecording 1o industry sources. The first
part of the campaign, for the Pleasures fra-
grance, debuted during the 2005 holiday sea-
som with a TV spot directed by Lance Acord,
whose director of photography credits include
Lol i Translation and Marie Anioinetie, and
print acls shot by Testine. Print and TV were
developed inchouse in collaboration with Lloyd
+ G, creatye consultants 1o Estée Lauder
The TV spot features Palcrow walking
through a ficld of pink wildflowers, with a
volceover by the aciress citing some of life’s
simple pleasares like “clear blue skies and the
breeze on my skin.” The commerdal ends with
the tngline, “Take pleasure in the little things;
Estée Lauder Pleasurcs.” In the print ad,
Paltrow sits casually In the green grass and
flowery of a garden, holding pink peonies.

charlize Theron/Dior

Theren carns about $2 million a vear under
a three-year contract with Dior's J'Adore
{ragrance, The TV and print ads were cre-
atcd im-house with John Galliuno as creative
director. The firsi campaign, shot by Nick
Knight, ran {rom October 2004 to February
2006; the second campaign, shot by Jean-
Bapisle Mondine, broke last month. The
TV spot. which depicts Theron ripping off
Jjewelry and her Bior dress with statements
like “gold s cald” and “diuinonds are dead,”
ends with the tagline, “That’s it; J'Adore,”
guggesting that the only possession that mat-
ters is her Dior fragrance. The company
reportedly plans to renew the contract,
which is due o expire at the end of 2006,
The Oscar winner 15 also earning about
$2.5 million to appear in global print, Inter-
net and point-ofsale ads in Raymond Weil
window and in-store displays, Her endorse-
ment deal with the Swiss watch manufactur-
cr runs from Qctober 2005 through Decemn-
ber 2006. The ads, which depict Theron scat-
¢d while displaying a Raymond Weil watch
on her wrist, were shat by photographer
Sheryl Niclds, and were created by Montage
and Latitude, 4 Swiss-based graphic agency.

Julia Roberts/Gianfranco Ferré
While Roberts’ deal, like the deals of old,
excludes the 1.5, and Canada, her $5 million
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SHE'S WORTH IT: Clogkwise, Catherine Zeta-Jones Is more of a
spokespersen than a featured actor for the T-Mobile “Get More”

campaign, which includes 31 differert spets; Gwyneth Paltrow
represents everyday pieasuras in Fstée Lauder ads; Angelina
Jolie appears in only print advertisements for St. john; and
Chariize Thercn knows the sweet smell of success in print ads
for Dior’s I'Adore, one of two clients for which she advertises.

price tag is still quite high, especially as it's
for a campaign that’s printonly (limited to
fashion magazines and storefront ads).

The one-year deal consists of ads created
in-house with Gianfranco Ferré serving as
creative director. It touts the Italian designer’s
spring/summer 2006 and fall /winter 2006/
2007 collections. So far, Roberts has posed for
eight ads: two daywear, two eveningwear and
four accessories, for the spring/summer cam-
paign. They involved only one day of shooting
with Testino in Los Angeles. The fall /winier
initiadve, also being shot by Testino, is likely to
involve the sarme amount of work on Roberts’
part, say sources.

Brad Pitt/Heineken

Pitt’s 4 million 1o $4.5 million conract was for
one spot and one spot only--not to menton
aonc-time airing in the U.S. (during the 2003
Super Bowl). The commercial, which depicts
the superstar cscaping throngs of paparazzi
and fans to the mine of the Styx classic “Rene-
gade” just Lo buy a six-pack of Heineken, is
aiting, however, for two years outside the U.S.

Pit shot the ad during the course of one
week. It was directed by Hollywood helmer
David Fincher, who directed the Pitt vehicles
Seven and Fight Club. The actor reportedly

agreed 1 do the spot in part due to Finch-
er’s involvement. The spot was managed
through Wieden + Kenneey, Amslerdam, but
Fincher had “a 1ot more control and input
than a traditional production house would
have,” says a source.

Scarlett Johansson, Penelope Cruz/L'Oreal

Both actresses are earning about $2 million
a year to represent L'Oreul. Last January,
they both signed what are believed 1o be
two-year U.5. and global deuls invalving TV,
print, Internet and point-ofsalc muterials.
So far, Cruz has appeared in ads Ior
L'Oreal’s new Natural Match haircolor,
while Johansson hus been fearured in ads
for both the High Intensity Pigments (HIP)
cosmetics collection and Sublime Bronze
tanning moisturizer. Johansson’s HIP TV and
print ads, showing a very made-up Johansson
touting makcup “for women who love color”
were created by L'Oreal’s in-house creative
boutique, the Image Lab, while her Sublime
Glow ads were created by McCann Erickson.
New York. Cruz's Natural Match print ads
were donc by La Micela, New York, and her
TV ads were created by McCamn Frickson.
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