
P10r PorlrTs?
Bv K€n ,n trknt|n

e need a new diciionary-
Someihjng 10 help c
lnderstand the meaning
and nedt of Holllvood's,
or was lhat Madison
Avenue's, new-bsiness-

"HollFvord" di.tionary.
That nakes it sound like it's bem around awhi,,.
With success and a little help hom those folks who
oeate words for a living, rve could spin the diciionary
nlio a "rcality-gme show." Thinl of it, Alec Trebek
meets The Donald in "Jeopardy-Apprcntice Squares."
We'd sel T shits on the website dd lj.se ihe board
gane iights... sponsored by Merrim Webster. Yea,
rhe next. . .monopoty- But, I'm getiing .head of myseu.
The tust word I'd look up is, "Bimded-Enteftailmmi"
It's everyvherc; overused and ili-defined.
The second word I'd look rp, just for fm, js

"Nei pariicipation." No one elel seems to a$ee on its
meming. But,I'd Like to know how nuch froney I'm
going io make from my new dichondy ventue, just n
case I g€i inviied to a mcetug with Mark Bumctt or CiA

Having a .omon mderstmdin& m{ch less my
agreement, on the meaning ofBianded Entertalnmeni, is
like tying to find a pattcn of lhought or intohon n rwo
or rnore Holllvood films, which is as foolhardy, mused
Charles Chmplin, fomer Afts Editol of the Los Angeles
Times, "as looking for deliberare desigs in ihe sesme

WIIAI IS ITAIIDID II|IITTAIX I||T?
lsn't that the same as Branded Content? Ah, and is that
much diffdflt thm Product Inte$ation? Or was ihat
Product Pla.emoi?
Of coffse, that's different thm Produ.r SpoNolship dd

1:. : :  i . r i  f  - . i . !  r ' : . r1

Promotions done for media dolla/s or was that a
Licensing deal? Does that mean I'tr not ioo far a{'ay trcm
Integraied Marketing?

the words aI sould so big dd important. Tley've
bmonc pd--$ord- to J.  ubo'ru,  r r .  . .  mrrF,.
. . {u. inF.!F h^-p w\.  -o 8i  b/y ut ic,  : l r r i . .
inter.hnngerble babble, like industry aoonyms, in a new

The sinple fact is this: Different people, from diffdmi
ndu.h e-.ha\ed, te,cnl  dgendd- Ic)  n i8 lbe.dl i rB

ihe sme thing but the words dd results ha\e different

Consumer brmd mdketers like the heat, visibiLity and
l l_e pop c tu,e p '^n -e 5o,.  .  t  ld imcnt p-op.rr  p-

hoping their consumer hay se and hopcfr ly rcmcmber

-^nerhinsbr\mJ .he rr ln.  \  'deu !d,ne or l . l .q, ion
experimce. In exchinge, the sludjo, nehlork md vidco
qine mJrleler\  I  lvel  lhe teF- 

^r  
r .ure in po d I  l .  r \ .

media dollars the brand marketers ihrcw on the table.
Filtr, garne and television producers like boih the money
and marketing muscle, because more is dways more.
Producnon ie.iN md declopm€nl exe.utives tolerate
the expedence dd ihir* it's a pain io ihe .ss, because the

IVIRYOI IS IR|D G SOTIEIIIIIG
Trying io explain what's whai md what you wani, in the
context of an evolvinS cieative-bt'siness model, evd to
those in the same business, affords cvcryone some
liberty io "make t up" d rhey go and in the €nd call the
bulness whatever they wmt.
But the reality beyond the fanfare and seanness
slight of hand tusion of content and messaging is ttus:
"Did you move the needle?"
We ned a busjn€ss nodel, not for measuing the value
of ihe brmd exposure but for the results. . .hopefuly ai
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I,ou Galiciao head of media elysis md ciiticism at the
Walter CronLite Sdhool of loumalism and Mass
Cornmunication at Arizona State Universit , and editor of
"The Handbook of Product Placement in the Mass Media.
We took another step or two with the James Bond
ftachise 'GoldenEye' in 1995 and 'TomoFow Never
Die' '  in ioq7. Sudded).  f indng ou-el \e.  nanew
business, opportmiiies tmed inio shategies dd brmds
bmde partnerc.
Marketing meetings had new agendas. "How cm we
'place' the produ.t, aeaie a coNrmer friendly

Fomotiorr extract media doilars ftom itE pdher (naybe
even a fee), drive ietaii sales to mke it woith the effort
and as a resulL deliver the biggest movie opening, ever?"
Ilmm?
The task was huge. Everyone wmt to school. Eveiyone
wmted something.
The education process was endless md the ru1es were
invented as quicuy as the deals conld be made.
' GoldenEye,' leveiaged BMw, who paid $3 milLion in
media promoiions for the right to replace Bond s famed
Aston Mariin with its new 23 Roadster model. They
woirld use the filn to inkoduce the new model vehide
intemaiionally. Howwer, 'Tomorow Never Dies," which
repo*edly eamed a recoid $160 milion in fees md
markeiing support from 20 di#erent brdd
advertisers, was sharply cdti&ed for being too
commercia| The backlash told all of us thal mdketing
was oveitaking the movie md the industry, s a result,
has taken a position that tuwer, largei deals are the key to

But, ihis is Hollywood and too much is never enough.
&mded Enteftainmmt is about bmndingj it's also aboui
money- It was reported that lod spmt $35 milion on
promotims md fees to rciln Bond to m Aston Martin
and featuie other Ford cds in 2002 s 'Die Another Dar"
but the most any brand is believed to have spent on
media buys md promonons in exchange for a fiLn
placement is S100 milLion, which Smsug spot to be in
2003's "The Mairix Reloaded.'

s0, t3 |l ttout olfiY, llt 8nfftD 0n rft ilovE?
Oh, yea, did we forgei aboui the movi€-goer?
Sidpping away the variabies iniuocing a commer's
purchase is a complex business. I 8@ss we could stmd
outside in the parking lot and ask everyone why $ey
boughi Bud-Liie, their new Cadillac or used their Visa
card. - .but ex?edence tells me the commer wolldn'i be

i j:ll i; ji:jn ra:i:r,ti: !j; r'..1.i: 1..i

able to tel us, exactly.
That's the problen.
"Theie is no silver bullet," decldes Howard Balon,
Co'Chief Operating Officei of Neilson NRG, in
Ho )'wood. There are so mey vdiables. "Caus€ md
effecL" is a shading of "values, likeability md relevdce.

"Aiiitudes dd behavior," Balon says, "are stafistically
difficult to measure jn a hagmented miverse." These arc
intuitive relatiorohips md rEepdable influences. They
shape m inJinile aray of dispdate expedences. They
define produ.l expectatiois. They're our DNA.
ultimately, the big idea- . .is to gei emotionally attached.
How simple is that?
Fashion dd liagrance bEds have alwals traded on rhis
linl<age. You buy with you hedt, noi you pocketbook.
Ralph Lauen isn'r just clothing; "He's' a lifesq,le." He
lnows this bette. thm myone, he's everywhere.
Coca-Cola has it masteied, too- Coca{ola isn't brown
fizzy wate!, "It's the real lhing."
It has to make you wonder, was it the movie or the coke
that made the experience mmlonble or relevdt? Was it
both?

BltxDslfltl luB uD tcltt$ HrrrTt t l susptxD
Dr8:1|l]AXt r0r riaxY 0r us,flr r$l :tsuft ff su(cst
r ttxctSlt |l5 tx 0t t GW
"Makin8 the emotional comection is critical," says Lod
Sale. | .e4tive \ i.e fresjdenr of Worldwide Licetujg
and Promoiions for MIRAMAX. "You how it instmdy,
ifs believable; it makes sense." Fusing a brmd with
ente ainment isrli so much a scimce as much as ii is m

So, how do we calculate m moiional comection?
The mwer appeds, a.cording ro Sale, "when the brand
dd its content iale on a Life of their own. . .when ihe
content lives in othe. spaces."
"Juassic Park" is no longer a movie/ a time or placer il's a
co ection of moving imges, of real dinosaurt ihat live in
every kid's head. Entertainment do€s ihai. lt's ex?losive,
intoxicating,lif*chmging md r timatelt h&scmdeni.

lohn Walne isn't m actor s much as he's a sFbol of an
Americm ideal: the cowboy; m image he personified,
that was creai€d by ihe industry that invented lhe image.
It defined a geroe, a lr1m, a comtry.
And so it goes...choose your favorites.
\ Ihat we know is this: Grcat brands that are successtul
have one comon, intmgible, morphous measue for
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