How many of you signed on for this to make 

MUSIC VIDEOS?

MOVIES?

How about commercials?


Commercials are a great way to get practice writing, editing, shooting.

The challenge is that you only have thirty seconds to say what you want people to know. 

Look for the following when watching these national  commercials:

MUSIC
SOUNDS
VISUALS
EDITING
LIGHTING
SCRIPT

SHOW COMMERCIALS

WEB SITES 

thedirectorsbureau.com – click on archives 


click on RC (Roman Coppola), click COM,   then click Botulism –Gameshow Network

   click MM (Mike Mills), click COM -  Bubble Boy - Volkswagen

All these Commercials have one thing in common:

A UNIQUE SELLING PROPOSITION – some outstanding feature or benefit that people can associate or identify with your business, and yours alone.

THAT WAS NATIONAL/INTERNATIONAL … NOW THE LOCAL CLIENT

Steps to Making a Great Commercial
· Interview the client and get ready to write

· What makes you different from your competition

· What is their competition doing to create business

· Who is your customer

· Don’t let the customer be all things to all people

· Who do you want to show up at your store

· This is your target market

· Its expensive trying to advertise to one target market….let alone two…(

· I.e. you only want Males 18-24)

· What items do you want to sell more of

· Do you want to have a sale?

· These commercials have a  shelf life

· What do you want people to know about your business

· Use this info to create a meaningful message that will motivate viewers to buy

· Write a script that incorporates all the clients goals

· KISS – Keep It Simple Stupid

· Keep in mind that your purpose is to motivate people and get results, not to entertain them and get response.

· The Headline

· The Permanent Elements

· Name Location

· Location

· Unique Selling Proposition –“Mor Furniture for Less”

· Permanent Elements are used to help people to remember you when they are ready to buy.

· The Variable Elements

· The things that change

· Price of the product 

· Used to attract the NOW buyer

· Don’t try to say too much – Don’t confuse the message

· These are elements that can DATE your commercial.

· Develop a storyboard from the script

· Scout the location

· Will you need lights

· Is there enough room

· What do you need to shoot

· Talent

· Are they talking on camera?

· Bring the mic

· Props

· Shoot the script

· Voice over

· Edit the Video

· Add music
· DOES IT FLOW NICELY?
· LOOK FOR THINGS THAT ARE WRONG?
· Misspelled graphics

· Flash frames

· DOES IT WORK?
· Show your work to your client?
· Be prepared to defend your creativity
· Be prepared to make changes.
Making an Advertisement

(Notes from a presentation by Jim Sill, Marketing Director of KMPH)

Pre Meeting

· Find out as much as you can about the customer’s business and product.  Know who the competitors are and what their advertising strategies are (Do they try to sell “service”, “product quality”, “low prices”, or what?).

· Get the business’s address, phone, fax, and business hours:

At the Meeting

· Dress well.  Look the part of an expert in your field, advertising.  Use the advice in this document and you will, in fact, be an expert who knows more than your customer about his business’s advertising needs.

· Do introductions and provide names, school you are from, and your purpose in being there.

· When posing questions or asking the customer to consider certain ideas or concerns, allow the customer time to think over their answer.  Don’t be in a hurry; ask follow up questions to clarify answers and be sure to take good notes.

1. What other advertising do you already do?  (Get samples of any copy or logos they may already be using.)

2. Who buys your product?  Who is your customer?

3. Who do you want to come into your store?  Who is your target market?

4. What do you want to sell more of?

5. What are the benefits of doing business with you rather than one of your rivals? What makes you different?

6. What are the benefits of buying your product over competitive products?  What makes it different from them?

7. What sales strategies/gimmicks are your competitors using?  (We don’t want imitation.)

8. Consider this before asking the next questions.  Advertisers often sell something other than the product itself.  They associate their product with one or maybe two of people’s universal needs and make gratifying those needs their selling point.  (Use this perfume and you will find love.  Own this car tire and your family will be safe.)

Typical universal needs are the need for: acceptance, understanding, health, love, friendship, admiration, success, popularity, comfort, security…  You may also play upon fears- fear of loneliness, alienation, failure…

What universal needs would you want to associate with your business and products?

Making your Advertisement

· Come up with a Grabber for your ad- something that will grab the viewer’s attention.

· Consider how you will incorporate Permanent Elements in your ad (These are Business name; location; logo; hours) and Variable elements (These are any products, prices, or other info that may vary over time.  In short, there is a time limit and when it expires; the ad is out of date.).

· Write a script of what the narrator and/or talent will say. Take the script to your client for review.

· Story Board your ad.  Be sure to scout locations and identify the “talent”, props, and costumes that are available to you.  (You must design an ad that can be made with the resources you have.)

· Create a shot list.

· Do your voice over.  Consider the type of voice you want:  male or female, child or adult, gentle or powerful, excited or authoritative…

· Shoot your ad.  Be sure to shoot “Long” (Give room for editing at the beginning and end of each scene.  Start a shot with “Camera Rolling” to start the shot, pause three or four seconds, and call “Action” to start the actors.  You must train your “Talent” to hold their last pose for an additional three or four seconds after they have finished their part of a scene.  At the end of that pause, call “Cut” to stop the camera.

· Edit your ad and do a quality check:

· Does it flow?

· Is all spelling and information correct?

· Will it work?

Final Client Meeting

· Bring whatever equipment may be needed to show your ad.

· Be prepared to defend your creative vision to your client?  Be ready to explain the strategy and thinking behind your choices.  

· Be prepared to make changes; your customer has the final say.

