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have been adventurous and daring. Even if 
many of these ideas ultimately die by the cli-
ent’s hand, I applaud the creative ambition 
agencies have shown, along with the faith 
they’ve put in companies like Leviathan to 
pull off these feats. Sure, lighter budgets and 
timelines continually present new challenges, 
but as a good friend of mine put it recently, 
we’re living in an age of “Instagram Produc-
tion”-- studios are becoming quite resourceful 
with their time, tools and techniques and are 
still able to make stunning pictures. As long as 
the cool creative keeps coming in 2013, we’ll 
make those challenges work to our advantage.

2) What projects have been most sig-
nificant for your company this year in 
terms of creative challenges and/or 
how did they help to define or diversify 
your business?

Like many design studios, Leviathan thrives 
on developing sophisticated motion con-
cepts for broadcast or web; though when the 
“screen” becomes the surface of a building or 

when we enable audiences to manipulate 
that content in real time, having those capa-
bilities has certainly separated us from the rest. 
Until recently the challenge for us has been 
convincing certain clients that broadcast pro-
duction techniques don’t have to be mutually 
exclusive to emerging technologies: the folks 
that make bad-ass animated spots can pros-
per exponentially working alongside folks 
that engineer custom software and hardware. 
Examples of that diversity in Leviathan’s work 
this year range from CG broadcast spots for 
Callaway and Vizio, to launching Ubisoft’s lat-
est game title via projection mapping, to im-
mersive real-time 3D experiences for Disney’s 
Imagineering division. At the core of all these 
is solid concept, design and animation, but 
the variety of applications recently proves that 
such diversification is working for us.

Recent Work: 
Callaway - http://vimeo.com/56775370
Vizio - http://vimeo.com/70969112
Ubisoft - http://vimeo.com/72008490

3) Are there any current trends or de-

velopments that carry implications 
for the rest of 2013 and beyond? And, 
what are your company plans for the 
rest of 2013 and beyond?  

2013 has sadly seen some design and visual 
effects powerhouses close their doors, but also 
several boutiques opening as well as giants 
expanding in their wake. So while broadcast 
production in its many forms is still alive and 
well, there’s been a slow and steady shift of 
advertising dollars into more personal events 
and brand experiences than :30 spots typically 
provide. Several industry voices and publica-
tions have dubbed 2013 “the year of experi-
ential” due to the significant rise in such non-
traditional buzz-building campaigns. This does 
not mean broadcast production has no place 
in the media mix; to the contrary, the me-
dium just requires better and more effective 
content as time marches on. But while some 
production companies are quickly evolving 
to become part of the new movement, I’ll say 
it’s been good timing for Leviathan to have al-
ready been on the right path.

Chad Hutson
Executive Producer, Leviathan

1) What’s your assessment of the first 
half of the year creatively and/or what 
have been the creative highlights?

Though 2013 seemed to kick into high gear a 
couple months later than usual, many of the 
proposed agency concepts we’ve seen since 
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1) What’s your assessment of the first 
half of the year creatively and/or what 
have been the creative highlights?
A highlight is that our model is taking on a life 
of its own. The answer lies in the approach to 
the creative. As our strengths grew from our 
longstanding post capabilities, our sense of 
craft and process has informed our decision-
making. We know from experience that pro-
duction does not end with the dailies. We 
look at projects more holistically, and absorb 
them from beginning to end philosophically. 
We’ve been able to attack projects in a more 
contemporary way by adjusting our approach 
on set and in the suites to put the most pos-
sible dollars and production value on screen. 
We’re proud of our craft and level of creative; 
you cannot succeed in this economy without 
strengths on both sides of the equation. In 
2013 we’ve done many different styles of work 
for major broadcast, on events like the Stanley 
Cup, NBA Finals and PGA tournaments. At the 
same time, we’ve produced purely digital work 
like webisodes, web series, stand-alone sites, 
tablet magazine content, branded content. 
We’re not content to be defined solely by what 
“level” of brands we work on. We’re far more 
interested in being a solid resource to our cre-
ative partners creatively and in execution.

2) What projects have been most sig-
nificant for your company this year in 
terms of creative challenges and how 
did they help to define or diversify you?
We’ve been fortunate to work with US 
Bank and their agency partners on a num-
ber of campaigns. This year, they wanted 
to focus on a higher end business to busi-
ness approach and create dynamic char-
acters that felt like real people doing real, 
but very risky activities. We were asked 
to create a spot involving a “safety check” 
for a pyro-technics company doing a run 
through just before a rock concert. Our 
director Mike Chaves wanted the spots to 
contain as much realism as possible. For 
the campaign we enlisted the help of DP 
Mauro Fiore to help us bring these people 
and events to life in a dramatic way. 
Recent work: 
http://www.optimus.com/reels/michael-
chaves/play/us-bank-concert
http://www.optimus.com/us-bank-bts

Our director team Mark and Amanda 
told the tale of Net Effect and its parent 
company Interface. The trick was to take 

footage Net Effect shot in the Philippines 
and marry it to footage that was to be 
shot in Chicago to try and tie the mes-
sage to the American conscience about 
coral reef and ocean destruction. They 
worked hand in hand with the creative 
team to develop a concept and an ex-
ecution that involved seven tons of used 
netting spread over Chicago beaches in 
the early a,m. The result captured the atten-
tion of viewers worldwide, and was shown at 
installations created by Interface.

Recent work: http://www.optimus.com/
reels/mark-and-amanda/play/net-effect-
whats-the-net-effect-you-had-on-today

3) Are there any trends or develop-
ments that carry implications for the 
rest of  2013 and beyond? What are 
your company plans? 
We continue to problem solve both budget 
and creative challenges by adjusting our ap-
proach to the job and not trying to shoe horn 
a particular standard practice. We will do that 
by exploiting our resources and relationships 
that we’ve spent years building. We have deep 
resources in talent pools, infrastructure and 
management. Our relationships guide our 
every decision and effort. We also care deeply 
about our talented staff and work tirelessly to 
make sure that we are not only a great place to 
work with, but a great place to work for.
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Peter Steinzeig
Executive Producer
http://trollpictures.tv

1) What project or accomplishment has been most significant for your com-
pany this year and why? Please include some info on the directors from your 
company on the project. 

The Snorri Bros. (yes, the originals) just wrapped a shoot for LEGO out of Isobar Boston.  It 
was an opportunity to team up with Brickyard VFX whose owners are also involved with Tröll.  
While Tröll has the freedom to work with any VFX company, the streamlined, efficient manner 
of working with Brickyard is great.

Also, something we are very excited and proud of is bringing on Natalie Johns, Director.  
Her work has a purpose, not something we can always say.  Currently, in addition to commer-
cial projects, Johns is in development on a documentary with John Legend’s #FREEAMERICA 
initiative.  I encourage everyone to get to know her.  

Johns is an award-winning, Emmy nominated filmmaker whose compelling and so-
cially conscious work spans live entertainment, documentary, and branded content.  
She is a fresh face in the commercial world, and is a diverse talent with strengths across 
so many categories.

2) What are the biggest challenges facing the production/post industry to-
day and how has your company evolved to meet those challenges?

One big issue or challenge for me is finding uniqueness and diversity.  How can a company 
differentiate itself during the most competitive time in the history of this business?  There can 
be 300 reel submissions for one project.  

So it’s not just about bringing in directorial talent but bringing in talent that is unique 
and diverse.  People will hopefully say that Tröll has a viewpoint that Brands and Clients can 
appreciate.

And the elephant in the room....We all know budgets are tight.  So, our plan is to keep 
the Tröll roster small and really be able to focus on the directors’ careers and the jobs that we 
are producing. I think this approach will always allow us to exceed Client expectations.  Tröll 
is set up to respond to what the Agencies need, have perceptible solutions and a turn key, 
under one roof option.
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1) What project has been most significant for you this year in terms of cre-
ative challenges you were able to meet and/or how did it help to define or 
diversify the nature of your work?

Filming the documentary feature, License to Operate, over this past summer has been 
the creative challenge of my career. It was a wonderful and challenging opportunity. 
It started when I did a short for a charity Pete Carroll started called A Better LA which 
funds gang interventionists. The agency, Omelet, and I decided the story deserved to 
play out over a feature and with their support, I was able to make the film.

Shooting the feature, I’ve been able to take all the lessons I’ve learned from the 
commercial world and apply it to this film. Having edited and shot real people for over 
twenty years, I was comfortable with interviewing people but when the stakes are life 
and death, the pressure’s on. So, I focused like I always do, on the story. What is compel-
ling. Where is the human connection that makes this special? And from that basic step 
which I learned on day one, I started to weave together the larger narrative of the film.

Link to License to Operate teaser trailer: https://vimeo.com/74390569

2) What has (have) been the most important lesson(s) you have learned 
about the business or about yourself as a director based on your experi-
ence/projects this year?

Focus on what’s in front of you. The amount of change to the business over the past 
year has been monumental. I’ve seen more change in the past six months than I have 
in the previous ten years. As a creative, you just have to accept that uncertainty and 
embrace it because you can’t change it. Let every shot be an opportunity for change. 
Let every shoot challenge you. I try to be organized for every shoot but I’m also open 
to where the shoot and then the edit takes the idea. Filming the doc feature, License to 
Operate, was a case in point. I had expectations for the story but it changed every day. 
If you’re open to it, change is the best thing to happen to you.

3) Have you a mentor or mentors? If so, who? And how has that (those) 
mentor(s) helped to influence or shape you as a filmmaker?

I wouldn’t say I had mentors as a director but I was influenced by directors I worked 
with as a commercial editor. From Zack Snyder, I learned the importance of constantly 
reworking the camera within a scene to find the best way to film it vs. shooting twenty 
takes of the same thing. No frame of film from Zack was the same. The lensing always 
differed. He was constantly exploring trying to find the truth of a scene. From Errol 
Morris, I learned the importance of being in a conversation with the people you’re 
interviewing rather than having a check-list you go through. Let the subject lead you 
where they want to go and together you both can find the story that needs to be told. 
So when it came to filming my feature, you can say they were mentors in a way to me 
since I put both those skills to the test.

James Lipetzky
Director, Foundation Content
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Flavor
Darren Jaffe, 
Executive Producer
www.flavor.tv

1) What recent project—or projects—
has been most gratifying and why? Feel 
free to include anything noteworthy 
that arose such as a lesson learned, a 
creative challenge that was met or an 
unexpected discovery. 

Jaffe: Beginning last year, we had the oppor-
tunity to work with the Denver-based agency 
Karsh Hagan and on behalf of Arrow Electron-
ics to produce eight innovative spots artfully 
conveying Arrow’s “Five Years Out” brand mes-
saging.  We now have a showcase of the work 
on our website at http://flavor.tv/arrow.  
The spots have been very sensational for the 
brand, which has been using them in an inter-
national internal campaign reaching its 16,500 
employees worldwide on a weekly basis since 
February, and also using them widely in inter-
nal and external presentations and on their 
social media channels.  They also are explor-
ing TV placements for the spots, which they 
now have running in-stadium ahead of all the 
Colorado Rockies home games.

For ECD Brad Tucker and myself, this project 
is our biggest assignment since joining Flavor 

last September, and we wanted to use it to 
showcase our unlimited production capabili-
ties and our passions for spectacular creative 
projects. We used this as a chance to reintro-
duce the community to fun and purposeful 
design/animation.

Essentially, we got very creative with the 
work as well as the pipeline and workflow 
by matching the most talented artists with 
assignments that maximized their expertise. 
From there, Brad and our production staff kept 
the work consistent and the key ideas in focus. 
Our cross-country collaborative effort epito-
mizes Flavor’s core values: Great work, collab-
oration, artistic problem solving, and creating 
amazing visuals that elevate the messaging.

2) What are your objectives for 2014 
in terms of business model changes, 
new projects, markets, disciplines, 
workflow etc.?

Jaffe: Again, in many ways, Brad and I are still 
getting up-to-speed with this group, and with 
the launch of Flavor still also relatively new, we 
are seizing every opportunity to re-introduce 

ourselves to the industry-at-large.  Clearly, this 
project for Arrow was a great way to do that, 
for many reasons.  First, we had the chance to 
bring in a lot of supremely talented artists to 
help us create something new that is also very 
far-reaching and useful for a massive global 
brand; also, this was the perfect way for us to 
get up-to-speed with the many facets of Cut-
ters Studios, including our Flavor colleagues in 
Chicago.  While we were participating in creat-
ing this campaign for Karsh Hagan and Arrow, 
we were busy outlining our plans to get back to 
our design motion graphic roots, develop solid 
collaborative relationships with our clients, and 
build a solid foundation that will also us to keep 
our focus on being creative problem solvers!

Now, information is flowing and we are 
seeing a lot of new project possibilities, while 
knowledge of Flavor is expanding rapidly 
and more and more creative industry leaders 
are connecting with us and our team-mates 
among Cutters Studios.  Again, there is a very 
strong sense of excitement for good things 
to come and for that, we thank Tim McGuire, 
Craig Duncan and all the wise leaders of this 
amazing group of people.

Content Creation: Multiple Disciplines
SPONSORED CONTENT
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Hybrid Edit + 
Content
Michael Bartoli, Editor/Partner
www.hybridedit.com

1) What recent project—or proj-
ects—has been most gratifying and 
why? Feel free to include anything 
noteworthy that arose such as a les-
son learned, a creative challenge that 
was met or an unexpected discovery. 

Bartolli: It’s safe to say, on behalf of every-
one at Hybrid, that our collective source of 
gratification comes from the many stages of 
the creative process. And in collaborating 
with our client partners to bring ideas and 
stories to screens.

Recently, I had the pleasure of editing a 
national campaign directed by Bob Giraldi 
for Great Call out of Davis Elen. Hybrid was 
involved in the early stages, advised on ex-
ecution, and worked closely with the agency 
and the director, providing everything from 
visual effects supervision, editorial, sound 
design, color correction, flame online, com-
positing and 3D graphics.

And editors Susan Munro and Christo-
pher Willoughby handled post duties for a 
multi-spot Toyota campaign in which our 
CG and compositing teams worked 1st and 

2nd shifts to maximize creativity and pro-
ductivity. Our clients appreciate our seam-
less work flows and Hybrid offering creative 
solutions and multi discipline expertise 
under one roof. So that is a lot of fun to be 
involved with.

2) What are your objectives for 2014 
in terms of business model changes, 
new projects, markets, disciplines, 
workflow etc.?

We’ve formed our content production 
arm, Hybrid Content, for our advertising 
and entertainment clientele.  Since Hybrid 
launched in 2009, many of our clients asked 
us to produce several production-through-
post projects, so our foray into content 
development has been a very natural evolu-
tion. Hybrid Content is comprised of diverse 
talent from various disciplines, including 
commercial directors, copywriters, art direc-
tors, designers, screenwriters, and content 
producers specializing in content, episodic, 
and features.  Connecting clients with cre-
ative resources that are new to them, and 

nurturing those relationships, is an exciting 
process to facilitate and one we enjoy.

For instance, featured on our Hybrid Con-
tent roster is Emmy-nominated Christopher 
Kubasik who is the creator of the original hit 
Hulu series “A Booth At The End,” viewable 
at http://idbs.us/0tx, for which he won 
a Best Dramatic Writing Award from the 
International Academy of Web Television 
[IAWTV] in 2013, and earned him a Streamy 
nomination. Christopher is currently direct-
ing a nationwide real people docu-style 
campaign set to launch in Spring 2014.

Hybrid Content’s roster also features di-
rector/writer Adam Kurland, who’s in pre-
production on his 2nd installment of ESPN’s 
Peabody award-winning series “30 for 30”. 
And director/editor Eric Gross, whose origi-
nal online series “Pioneers” has been op-
tioned by Comedy Central, is an excellent 
addition to our team.

So all this contributes to a unique, collab-
orative synergy that makes Hybrid a special 
place to be.  It’s definitely an exciting time 
within our company and the industry.

Content Creation: Multiple Disciplines
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