Producing a clear,
consistent script that

was on message and on
brand helped the agency
and the production team

to deliver an engaging,

high-impact film.

| drafted three initial
treatment options
and AV scripts for
the agency — which
were presented to
the client with cost
implications — before
the final version was
selected.
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Creative partner > Watch the film: www.hurricanemedia.co.uk/case-study/connaught-promo
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Title: A Day In Our Life
Duration: 5 mins 27 secs

The brief

Produce treatment options and a
shortform audio visual (AV) script
to inspire and engage employees
by focusing on the impact

their work has on people’s

lives every day.

Agency feedback

“As well as script writing, Clare’s
work as a director further helps
her to explain the implications of
the routes for production — which
helps us as a team to sell these
in to our client group. She is a
talented and professional lady
who I look forward to working
with again.”



Creative partner
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> Watch the film: http://vimeo.com/84871020

Brand positioning,
target audience and
client objectives are
equally as important

as key messages

when it comes to
editing down a
script.
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Title: The Product Council
Duration: 1 min 47 secs

The brief

The Financial Times wanted an
internal communications film to
explain a new process to their
employees in an engaging and
effective way.

The approach

| edited an eight-minute audio

down into a concise, engaging
script, simplifying the FT's new
internal process and making it

engaging and accessible.



The briefing meeting

is all important when it
comes to understanding
client expectations,

the brand journey and
agency priorities — the
role of the script writer
is to produce engaging,
creative work within
these constraints.
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Performing consistentl’

> Watch the film: http://youtu.be/ulésBbDXFes
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Title: Making small parts.
Making a big difference.
Duration: 4 min 19 secs

The brief

To inspire employees and
stakeholders around the world
to accept and emotionally
connect with Saint Goabin’s
new company brand values
and tagline ‘Making small parts.
Making a big difference.’

The approach

| produced three distinct creative
treatments and a sample script
for Saint Gobain’s global brand
repositioning film — interpreting
the company tagline and new
visual branding.

Agency feedback

“Clare has impressed us by
having a very quick grasp of
the client’s objectives and then
translating these into highly
engaging script concepts.”



Creative partner

The Butterfly Project

inspiring you to think differently

because your care matters

Producing a draft
script and stroyboards
prior to filming helped
the agency and my
production team to
structure each interview
and deliver an engaging,
informative film.

> Watch the film: http://vimeo.com/62056273
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Title: Butterfly Project
Duration: 8 mins 20 secs

The brief

To write and produce a short
film encouraging employees

to accept and embrace of a
new person-cenred approach
to dementia care prior to the
scheme being rolled out across
eight similar homes in the area.

The shoot

A micro crew (director, DP,
sound) working sensitively
around the daily routine within a
dementia care home.

Agency feedback

“Clare is incredibly organised
and structured in her approach
with a great ability to work to
very tight deadlines without
losing any aspect of creativity.
The end results have always
achieved great acclaim and we
look forward to working regularly
with Clare in the future.”



Creative partner

> Watch the film: http://vimeo.com/75952558

Password: ginetiq

One of the awesome
locations for the shoot:
a giant soundproof
‘deadroom’ used to test
aircraft engine noise.
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Title: People Who Know How
Duration: 2 mins 45 secs

The brief

Produce and direct a shortform
live-action film to inspire
employees — focusing on the
real-world impact of their work.

The shoot

Four hot sunny days across
many stunning UK locations with
a RED Epic, 6ft slider, high-end
production kit and excellent crew.

Client feedback

“Clare and | worked together on
a film showcasing the amazing
things our people do. She
recommended a simple storyline
and high-quality production.

The result is beautiful and has
been extremely well received.
We are delighted. Clare was

a pleasure to work with,

always professional, excellent
at managing the team and
completely focused on the task.”
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redefining / standards

Helping advisers take control

Title: Join the conversation
Duration: 4 mins in total
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The brief
Produce and direct three
shortform peer-to-peer marketing
films with real advisers sharing
genuine experiences of AXA

8 |

‘Three Financial Advisers

discuss the challenges Bcing products and services.
thelr husinesses, and how \
Elevare provides the wechnical | |
support, essential feanires b 1 H H
o i oath The films were dgllvergd dlrgctly
will help o develop. to selected advisers in a video
G e e Sl mailer card. They formed part
et i rteeune Praccial Maragerrs ! of a larger B2B campaign
STUART DOHERTY, that included online articles,
Dmatar. . . .
Gintings Wt Managunere adviser case studies and email
. - marketing.
I
Wo ow tow The shoot
clignts |5, and .
umport you Three days across locations
o e Sk . in the south of England with

rafining your b

two HD video cameras, a 3ft
slider, portable lighting kit and a
committed, creative crew.
Developing a clear
approach to each topic
helped the client and
director to structure
interview questions that : . . :
would elicit useable Alistair Cunningham
soundbites that were on i

Wingarte Financial Planning
brand and on message.
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