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“Transformers” kicks off summer in Italy.
See page 6 and www.hollywoodreporter.com.
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The jokes
on TBS with
‘Office,’ ‘Earl’

By Kumberly Nordyke

TBS has smppcd up cablc
rerun rights to two critically
acclaimed hit comedies, “The
Office” from NBC Universal
Domestic Television Distribution
and “My Name Is Earl” from
Twentieth Television.

NBC Universal also has sold
“Office” to the Fox Television
Stations for its initial broadcast
run in off-network syndication.

TBS’ off-net rights to both
series kick in during fall 2009.
However, TBS also will be able
to repurpose “Office” starting in
thee fall.

“Office” also will debut in fall
2009 on the Fox O&Os in such
nrajor markets as Los Angeles,

TBS and the Fox Television Stations
secured rights to “The Office.”

New York, Chicago, Washington,
Dallas, Houston, Phoenix, Min-
neapolis, Orlando and Baltimore.
TBS’ deals for “Earl” and
“Office” — which air Thursday
nights on NBC — also include
digital rights. For “Earl,” the net-
work has digital rights for broad-
band streaming and on-demand,
while the “Office” deal includes
See SYNDIE SALES on page 30

Licensing Show news on page 26.
By Gail Schiller

{ NEW YORK — Anheuser-
Busch’s recent flip-flop on the
future of its flailing Internet net-
work Bud. TV underscores the
i challenges advertisers are facing
i asan increasing number flock to
the Internet to create original
| entertainment content but
struggle to find an audience.
Like Bud. TV, more brands
are realizing the power of the

For brands, Internet offers power, pitfalls

Internet to reach their target
demographics and the many
advantages it can hold over
branded entertainment projects
in film and television.

“As far as creating content for
the Web, the Internet has allowed
brands to have access to distribu-
tion like no other time in histo-
ry,” said Babs Rangaiah, director
of media and entertainment at
Unilever USA, probably the most
aggressive advertiser other than
A-B in creating original Web con-

=~ Color code has

ASG in the pink

CDL carries across platforms

'By Carolyn Giardina

As more digital imagery travels
from one platform to another,
new industrywide software code
has been developed to ensure that
colors remain correct.

After a massive collaborative

effort and more than two years of

work, the American Society of Cin-
ematographers has completed ver-
sion 1.0 of its Color Decision List,
commonly referred to as the ASC
CDL, and will release it next week.
The code essentially is an
exchange mechanism for color
correction information. “This
See ASC on page 29

tent. “The Internet has leveled |
both the creating content and the |
distribution playing field.”
Despite traffic on Bud. TV |
falling from 250,000 visitors in |
February to 150,000 in March |
and slipping even further in April |
and May — not to mention that |
it has an estimated $20 million |
investment at stake — A-B
apparently realizes that the Inter-
net is too important a marketing |
tool to ditch Bud. TV. :
See BRANDING o7 page 18 |
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Strathairn
pops in for
DW’s ‘Sisters’

By Tatiana Siegel

David
Strathairn has
signed on to
topline the
horror remake
“A Tale of Two
Sisters” for
DreamWorks.

Elizabeth
Banks already
has joined the Strathairm
project, which is based on Kim
Jee-woon’s 2003 Korean thriller.
Strathairn will play a concerned

See STRATHAIRN o7 page 30
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A-B CEO August Busch told
investors last month that Bud. TV
would “fade” during the second
half of the year, but the executive
in charge of the fledgling network
quickly countered, saying that
Bud.TV is here to stay, though
there will be modifications.

“Anhcuser-Busch needs to be
in the digital space,” said Tony
Ponturo, vp global media and
sports marketing at the company.
“We think it’s important to be a
part of the media that’s being
developed on the Internet, not
just to buy the media. We need to
understand the digital space, and
we think we’re learning it at
warped speed.”

Numerous advertisers have
come to the same realization as A-
B, albeit at a much lower cost and
often with more impressive results,
especially when taking their Web
expenditures into account.

Just this year, Sprint and
Unilever’s Suave partnered with
MindShare Entertainment to cre-
ate the Web series “In the Moth-
erhood,” starring Leah Remini;
American Eagle teamed with
Milo Ventimiglia (“Heroes”) to
direct “It’s a Mall World,” a Web
series set to air this summer; Mini
Cooper created a series at Ham-

merandCoop.com that was pro- .

duced by Moxy Films and helmed
by Todd Phillips (“Old School”);
Unilever’s Caress Body Wash cre-
ated two fairy tale-like webisodes
starring “Grey’s Anatomy’s” Kate
Walsh; and Stouffer’s cooked up
content at DuringDinner.com.

Last week, Unilever launched
an animated Web series for its I
Can’t Believe It’s Not Butter!
and Wish-Bone spray brands
titled “Sprays in the City.” The
series, starring “Extra’s” Mark
McGrath, “Project Runway’s”
Tim Gunn and Fabio, builds
upon two “Spraychel” animated
Web series for I Can’t Believe It’s
Not Butter! that Unilever ran the
past two summers.

Earlier brand initiatives on the
Web include Georgia-Pacific’s
2006 series Brawny Academy, in
which husbands were sent to
training camp with the Brawny
Man to learn how to be better
husbands.  Unilever’s Dove
Calming Night body wash, in
collaboration with MindShare,
produced webisodes last year
directed by Penny Marshall that
transported actress Felicity Huft-
man into the homes of classic TV
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By Gail Schiller

NEW YORK — Anheuser-
Busch is making major changes
to Bud. TV in an effort to revital-
ize the struggling Web channel.

Tony Ponturo, vp global
media and sports marketing at
A-B, says CEO August Busch’s
comment to investors last
month that the site — the most
ambitious branded entertain-
ment initiative from any adver-
tiser on the Web — would
“fade” in the second half of the
year was a “total misunder-
standing. By fading away, the
i implication was evolving or
modifying the strategy.”

Among the changes Bud. TV

plans to implement are:
! # DPutting its content —
tagged with Bud. TV — on
more popular sites such as
YouTube, AOL and Yahoo to
gain awareness and encourage
people to check out more on
Bud.TV. A-B is in talks with the
major portals about getting
Bud. TV content on their sites.

“We now realize we should be
open to sharing to get the con-
tent exposed, and that’s one of
the ways to do it,” Ponturo said.

# Reducing webisodes to
mostly one minute from the pre-
vious 5-6 minutes. “We think
the consumer, knowing us
mostly from the 30-second

commercial world, sort of antic-
ipated they would see more stuff
like that,” Ponturo said. “There
seems to be a higher degree of
interest in the shorter versions.”
# Changing content providers
to come up with edgier pro-
gramming and playing a larger
role in deciding on the type of
content it thinks will work. “I
think we have to take more of a
firm hand in adhering to what we
think makes sense from a creative
side,” Ponturo said. “I think we
may have given some poetic
license to some folks who took
the content to a place that did
not achieve our ultimate goals.”
B Making Bud.TV an aggre-
gator of Web content it deems
its beer consumers would enjoy
and building a social network-

Sportscaster Joe Buck, left, has a show on Bud.TV that takes place in a cab.

ing element to the site. “Where
there’s sharing opportunities,
we think it’s appropriate for
Bud. TV to look at bringing
some of that (content) on the
site,” he said. “We’re realizing
that to build traffic, we can have
some interaction with some
other content on other sites.”

#® In the marketing arena,
converting some traditional
media and sports sponsorships
to mention Bud.TV; working
with wholesalers to create
Bud. TV point-of-sale materials
that can be put up at retail and
at bars to help create awareness;
and placing Bud. TV ads on the
sites of sporting events spon-
sored by Budweiser, such as
NASCAR races, NBA games
and AVP Tour matches.

Life is like a fairy tale for Kate Walsh
in a Caress Body Wash webisode.

moms Carol Brady, Lily Munster
and June Cleaver. In 2005,
Unilever’s Axe deodorant teamed
with branded entertainment firm
Conductor to create a video blog
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of comedians Evan Mann and
Gareth Reynolds as they tried out
seduction moves on women.

In partnership with produc-
tion partner Yahoo Music, Pepsi
has been airing its Pepsi Smash
series of original music videos —
which first aired as a TV show on
WB Network — since June
2005. Pepsi Smash has aired
nearly 150 webisodes of original
music video content a year on
Yahoo Music including exclusive
performances by Gwen Stefani
and Mariah Carey.

Two of the most successful
brand content initiatives on the
Web to date were among the first,
leading the way for advertisers by
demonstrating what a powerful
marketing vehicle the Internet
could be. In 2001, BMW hired
David Fincher, Ridley and Tony
Scott, John Frankenheimer, Ang
Lee, Guy Ritchie, Wong Kar Wai
and John Woo to produce an

Internet series of eight films that
received more than 100 million
views in its 4/ years online. In
2004, American Express had
enormous success with webisodes
starring Jerry Seinfeld and an ani-
mated Superman that had mil-
lions of views.

While advertisers say that
branded entertainment projects
in film and TV remain more
effective as a marketing tool, cre-
ating original content on the Web
does have its advantages: full con-
trol over the creative content and
no longer depending on Holly-
wood talent to integrate their
brands or portray them in a posi-
tive light; no high-priced media
buys and integration fees; the
ability to track what consumers
are watching and adjust program-
ming based on viewer feedback;
interaction with consumers and
the ability to collect data on audi-

See BRANDING o072 page 24
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Continued from page 18—
ence demos; and the distribution
of content on-demand.

“It’s getting harder and harder
for brands to integrate into
established TV shows and
movies,” said Laura Caraccioli-
Davis, executive vp entertain-
ment for Publicis Groupe’s Star-
com Entertainment. “Most peo-
ple don’t want brands in their
shows. Unless you're a car, a cell
phone or some type of technolo-
gy, you’re not welcome.”

Added Robert Riesenberg,
CEO of Omnicom’s Full Circle
Entertainment: “Advertisers are
very much interested in the digi-
tal space because it’s interactive
and it gives them a one-to-one
relationship  with their con-
sumers. You can tell almost
instantancously whether people
are paying attention to your mes-
sage so you know what works or
what doesn’t work.”

The cost to produce Web con-
tent averages tens of thousands
of dollars, compared with an esti-
mated $1.5 million-$2 million
for a half-hour scripted TV show.
“You’re not paying fees to a
major network into media buys,”
said Mike Malone, vp at branded
entertainment firm Alliance.
“You can do more unique things
on the Web; there’s much more
flexibility on format, content and
ownability.”

Advertisers say they’re moving
money from their traditional
media budgets to the Internet
space but aren’t taking away
funds from branded entertain-
ment initiatives in film or TV.
Marketers say that projects that
incorporate many platforms are
the most effective of all.

Ponturo said the money for
Bud. TV came out of traditional
media, not Budweiser’s budget
carmarked for branded entertain-
ment in film and television. Geor-
gia-Pacific used traditional ad
dollars to create and promote the
Brawny Academy. And American
Eagle said the money to produce
“Mall World” came from media
dollars, not from its TV branded
entertainment budget.

“They both have great results
and that’s why we do both,” AE
spokeswoman Jani Strand said.

While Bud. TV might have
been a bit hamstrung because of
its age-verification requirements
and its inital failure to allow
viewers to virally share content —
some of which has been described
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Todd Phillips directs a Web series
that stars a Mini Cooper.

as lackluster — the challenge of
finding an audience is a problem
shared by all advertisers, especial-
ly when they post their content
on their own Web sites.

“Bud.TV has aired 2,000 min-
utes of content in over 100 differ-
ent episodes of programming,”
Ponturo said. “I think consider-
ing that we are a marketer and
not a major entertainment com-
pany, it’s a pretty big accomplish-
ment. The problem is you still
have to get eyeballs there.

“The beauty about advertisers
is that when they use their tradi-
tional ads to drive people to their
sites, they’ve got some built-in
promotion right there. The prob-
lem is how many consumers are
excited about going to these
advertiser sites,” Ponturo said.

Some brands post their content
on such major portals as Yahoo,
AOL and MSN or video-sharing
sites like YouTube; those already
have huge audiences. Pepsi esti-
mates that Pepsi Smash, on
Yahoo Music, has millions of
unique visitors per month.

“It makes it easier to get an
audience going to a place like
Yahoo Music,” said John Vail,
director of interactive marketing
for Pepsi-Cola North America.
“It’s an advantage and it’s why
we do things with portals. We
don’t try to ‘build it and they
will come.” ”

Dovenight.com was a
microsite housed at AOL, and
IntheMotherhood.com is host-
ed on MSN.

Attaching stars and top-name
producers and directors to Web
content is another strategy
increasingly being employed. But
the most critical element to suc-
cess is marketing, experts say.

m www.hollywoodreporter.com

“It’s very challenging to get peo-
ple to come to your Internet
property, so the marketing of this
is going to be crucial and the
advertisers are going to play a
critical role in that,” said Jak Sev-
erson, CEO of branded enter-
tainment studio Madison Road
Entertainment.

A-B poured lots of money into
production with shows from such
top talent as Kevin Spacey’s Trig-
gerstreet Prods., Matt Damon’s
LivePlanet Prods and Warner
Bros. Television Group’s Studio
2.0, but the company did not put
a great deal of marketing muscle
behind Bud. TV, with no TV
media buys to promote it.

“We thought it could be just the
content, but we’re learning that’s
not enough. You’ve got to help
people get there,” Ponturo said.

Pepsi, which says it gets mil-
lions of unique visitors for Pepsi
Smash per month, advertses the
show across the Yahoo network,
on radio and in print and by driv-
ing people to Yahoo Music from
DPepsi’s site. It also uses its data-
base marketing efforts to help
support the music show.

Mini Cooper, which ran a trail-
er or clips of its “Hammer &
Coop” Web series in movie the-
aters in all 80 markets in which it
has dealers, interactive banner ads
on the Web and print ads in a vari-
ety of publications, said Ham-
merandCoop.com has had more
than 1.5 million video views since
it launched in February. In addi-
ton, 4,200 people registered on
MiniUSA.com — leads passed on
to Mini dealers — during the Web
series that ran through March, a
60% increase year-over-year.

“I think for a very modest pro-
duction value this got well worth
its weight in production cost,”
said Trudy Hardy, manager of
Mini marketing.

“Motherhood” is being heavily
promoted on “The Ellen
DeGeneres  Show,” through
online media buys, viral market-
ing and ads in People magazine.
There have been more than 4.3
million views of the first four
webisodes and trailer, according
to MindShare.

Georgia-Pacific, which ran
TV spots promoting “Brawny
Academy” and directing viewers
to BrawnvAcademy.com, said it
considered the series a success
despite reports at the time that
traffic was not impressive. “Traf-
fic is not the only indicator of
whether it was a good vehicle
for us because people spent
more time on the site,” spokes-
woman Anna Umphress said.
“We actually saw purchase
intent go up 15%, and what we
were trying to do is get people
to view Brawny as a brand thart
supports women — and that
metric was up 40% against our
target consumer.”

American Eagle Outfitters,
which promotes its content with
¢-mails to its customers and pro-
motions in its 900 stores and this
time will premiere “Mall World™
on MTV, said its Web content
generally increases traffic to its
site, traffic to its stores, brand
awareness and overall sales.

While advertisers might be hes-
itant to follow in A-B’s footsteps
in creating an entire Web-based
network, it is evident that they
will be increasingly turning to the
Web for their branded entertain-
ment initiatives. “The audience is
really there and the numbers are
growing,” Madison Road’s Sev-
erson said. “The Internet has tru-
ly become an enormously etfec-
tive way for advertisers to reach
people. T think we haven’t even
scratched the surface of where
this is headed.” i

‘Talk’

Continued from page 21—

minimal amount of purposeful-
ness, working from an efferves-
cent script by Genet (whose
father was Dewey Hughes) and
Famuyiwa (“The Wood™).

In addition to mining excep-
tional performances from Chea-
dle, Ejiofor and Henson, who
creates another indelible per-
formance here, Lemmons does
well by bright turns from
Sheen, Cedric the Entertainer
and real-life husband Vondie
Curtis Hall, the latter two play-

ing a pair of WOR on-air per-
sonalities.

Also keeping it real are those
rich period touches contributed
by production designer Warren
Alan Young and costume design-
er Gersha Phillips, whose fabu-
lous creations for Henson appear
to have come directly from the
blaxploitation attic.

Completing the desired effect
is Terence Blanchard’s mood-
altering, jazzy score and a Top
40s worth of golden soul oldies,
highlighted by Cooke’s ever-
poignant “A Change Is Gonna
Come.” ]



