Introduction

The case study that I will undertake will incorporate the post production process in video production in preperation for online viewing through movie trailers. Secondly, in the case study, the various options will be discussed in how different people access and distribute video through various online platforms like; You Tube, MySpace, and Google Video.I want to highlight in brief of the various New Media Technologies and associated culture that underpin the creation, implementation and distribution of video in the form of movie trailers.In this study I will cover the the effects of search engines and in particular the other inflential factors that contribute to the expression of these platforms. To further highlight the foundational layers that impart into the very fabric of movie trailer form is to also view the role that online advertising and culture plays in the context of technological production in video software. The specific software I will concentrate on for this particular assessment will be; Adobe Premier Pro CS3, Adobe After Effects, and, in conclusion, Final Cut Studio 2.
Movie Trailer Forms

(1)Film -The Wikipedia website defines the term, ‘movie trailer’ as, 
“Trailers normally consist of a series of selected shots from the film being advertised. Since the purpose of the trailer is to attract an audience to the film, these excerpts are usually drawn from the most exciting, funny, or otherwise noteworthy parts of the film but in abbreviated form and without producing spoilers. For this purpose the scenes are not necessarily in the order in which they appear in the film. A trailer has to achieve that in less than two and a half minutes, the maximum length allowed by theaters. Trailers tell the story of a movie in a highly condensed fashion that must have maximum appeal.”

So, to properly contextualise this visual art form of visual effects is my desire to concentrate my efforts in the various video rendering software packages used to produce the necessary story through the richest form of digital manipulation in the world of ‘New Media’. Secondly, with in mind of the intial premise behind movie trailer creation; a ‘three-act structure; (1) Commencement period and narration layout, (2) Middle narration period (the narration plot progresses into a dramatic and climatic conclusion), and, in conclusion, incoporated into the narration of the movie trailer will be the ‘signature music’establishing the perfect tone for the scene and genre of the film.’
 The creative expression of the classical trailer form exhibiting the above necessary ingredients to effectively produce the ‘wow factor’ seen in the following past non-cinema forms on the internet; Terminator 2: Judgement Day, Dimension Films, Black Christmas, and Spiderman.
(2)Teaser – Traditionally this form would advertise and constitute for popular big-budget   

films not yet made but in the pre-production stage. The teaser trailer would bridge the 

viewer with the film prior to the offical movie release and properly prepare the viewer ahead of time through the means of visual spectacle (trailer) and other advertising 

merchandise to create the emotion of hype. The following films have been considered 
to explify this category; The Incredible Hulk( Louis Leterrier/08), Prince Caspian(08). (Andrew Adamson, The Chronicles Of Narnia,  http://www.disney.go.com/disneypictures/narnia/), Batman(Heath Ledger/08), Superman (Bryan Singer/06), , The Lord Of The Rings(Peter Jackson/01). 
(3) Re-Cut/Retrailer- Is a humorous trailer(Parody) for a movie created by editing footage from a specific movie or from its original trailers, and thus are a form of mashup. This new stlye of video editing and humour is gaining momentum and popularity as it represents the new media world as a whole in its embrace of technical devices and forms with multiformated accessability options (Web2/3), skills and cultures in this mashup culture. The ‘mashup’ culture is predominately made up of students and amateur trailer buffs who utilise the internet search engines for the purpose of injecting some humour into the serious profession of film. Futhermore, this group of people have been indicative in creating some type of artform through this style of video production that is somewhat controversial in; the filming culture, movie trailer critics, but on the other hand increasingly successful in other sectors of the movie trailer culture; for example, ‘The Trailer Mash has been featured in some of the worlds largest newspapers (USA Today, The Guardian) as well as being featured on thousands of websites. We’ve been on TV as well!’

	· 


The following mashup trailers have been rated in the top ten; (1) Toy Story 2:Requiem, (2) Ten Things I Hate About Commandments, (3) Shining, (4) Scary Mary, (5) Office Space(Crime Story Version),(6)  Garden State (Murder Mystery), (7) Good Will Hunted, (8) Titanic (The Sequel), (9) How Scareface Got His Groove Back, and, Brokeback To The Future.(http://www.kev.elbowroomdesign.com/84/top-10-best-movie-trailer-remixes-ever)

The three forms of movie trailers have served a different purpose and achieved a different outcome throughout the years according to; the interests and skills of the Trailer Developer and working relationship with the Filming and Digital Industry (.i.e. (a) pre-production or (b) post-production), platforms of rich content distribution (You Tube/Myspace/Google Video), intended trailer genre (Drama/Fantasy/Horror/
Action/Comedy/Parody), target age demographic (Elderly/Adolscence), and user accessablitity (ICT Infrastructure). 
New Media Tech & Form
Since the year of 1996, the creation, implementation, distribution and access of video online has literally exploded throughout the global community. The online video phenomena has increasingly become more and more popular throughout the years due to the steady increase of interest, desire and satisfaction from online communities being exposed to the industry of  film and digital imaging converging into one through the cinema art form of movie trailer advertising. In 1998 the online community such as the official and non-official fans of the ‘Blair Witch Project’ witnessed and were influenced by the persuasive medium of the ‘movie trailer’ through the collective system of interlinked hypertext documents accessed via the Internet (www.). So, to further highlight the weight of importance behind the Internet, the World Wide Web, movie trailer technology, and, implementation is to view accordingly what was stated in the marketing and advertising article written by Rob Walker,
“ the Internet angle was simply the most interesting novelty; it was the hook. A New York Times story, which said Blair Witch had gotten a "mixed reaction" at the Sundance Film Festival, cited the movie's Internet campaign as a key to its success. The Wall Street Journal told how the "Website for months built anticipation for the film's release." The Los Angeles Times agreed that the "clever campaign ... could change the way Hollywood thinks about publicizing its product." "Without the World Wide Web," the Toronto Globe and Mail flatly declared, "it's a safe bet the film would have died.” 

Since the technological creation of VOD in Hong Kong around 1990 this technology had grown in maturity from Video CDs to pay TV but later through the unsuccessful media management of ‘Hong Kong Telecom’and thus losing vast amounts of money in due process was later bought out by Pacific Century Cyberworks in the year of 2000 and subsequently discontinued.

Secondly, in September 1994 until 1996 the United Kingdom developed their own video/clip content over a cabling, digital cabling, wirless and broadband network service The broad range of services provided through the likes of Virgin Media and BskyB created the most efficient means of viewer television interactivity. In 2006, the company known as Virgin Media almalgamated with NTL to become the first ‘quadruply-play company in the United Kingdom to distribute; television, Internet, mobile phone and fixed-line telephone all into the one service. Thirdly, to illustrate more profoundly the cross-polination of ICT Infrastructure and ICT Services throughout the global community is to evaluate in brief the contributing factors that have influenced the various forms of the movie trailer and its online acceptance;  P2P, Micro TV, Video-Maker Monetization, Video Content Sales(Online Publishers), Video Mashups, Video Archives, Video Search, Flash Video, Web Casting/Collaboration. 
So, at present,  it is my intention to concentrate more particularly at this stage of my case study on ‘video search engines’and how it has affected the accessability and distribution of movie trailers. With this in mind I want to divert your attention to the role of video search engines and the purpose of their existence. The video search engine plays a significant role of video retrieval for the likes of;  end users, marketers, researchers, and educators, in an archived, stored or uploaded environment. Also, the purpose of video search engines is to facilitate the specific or intentional process of video content retrieval in a gigantic online video resource field .i.e. You Tube, MySpace, Google Video, Pure Tube. In the process of the online video retrieval (.i.e. VOD, Movie Trailer, Movie Teaser, Movie Recut/Mashup) system it is helpful to know two things that have relevance to efficient online viewing and research,
 “ Video search engines - just like Google - index specifically all videos available online, independently from the source. On the other hand, video directories differentiate themselves from video search engines because they list videos according to specific categories (such as "entertainment", "sport", "fun", etc.) Some video search engines and video directories automatically detect and index the videos published online, while others also allow you to directly inform them of the existence of a video. There are also several video search engines that let you upload your videos, just like you can do on video sharing sites.”

The Effects of Search Engines
The effects of search engines are pure and simple but on the other incredibly complicated in relation to the unmitaged use of the internet and then the forseeable and unforseeable outcomes of technology and the economic value of movie access online. The problematic issues associated with the loss of  Cinema domination to mass media functionality of search engines, Unregulated stipulations of the World Wide Web, the network superiority of the Internet verses traditional means of advertising in print and television, and the fear of embracing new media technology with the thought of losing traditional means of positive revenue in DVD sales through Retail. The Hollywood industry are battling with three particular areas,
(1)ICT Problems (slow download times) 

[image: image1.png]Clicks for flicks a
Dounloadime o OVD-uaty i (168, 2007

AERAGE BROADBAND S7E€0S" IN:

WESTERN EUROPE
ISOUTHKOREX
s em
i 5
w0
0y
i 20 §
10
o

110 20 30 40 50 60 70 80 90 100
‘Boodband speed (megobt/second)
“Based on holfof achertisedspeed, Ot 2007
Soures:OECD creen Diest; The Economst.





The Econonist, ‘Hollywood and The Internet’, said this, “Downloading a film still takes a long time—in America, about 30-40 minutes on average (see chart 2). Movies in high-definition format would take about four times that.”

(2) DVD Sales (Economic Loss)
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Michael Gubbins of Screen International magazine said, “DVD - was the main engine of growth between 1999 and 2004. In the past two years, DVD revenues dropped by 11%, to $11.1bn. "It is undeniably true that DVD revenue, which had been responsible for the big boom that has happened in the past few years, has plateaued and now gone into decline.”

(3) Non-personal screening
The argument of non-personal screening based on the basic PC and that of the TV is somewhat dogmatic and inaccurate based on current video software technology (Final Cut 2, Adobe Premier Pro/After Affect, and Adobe Flash Video) and the media streaming software (Quicktime, Flash Player, Windows Media Player) used independently from video search engines and dependently to create and satisfy the desires and expectations of online fans dedicated to official and non-official movie websites. 
Online Advertising & Culture
In the book called ‘Fluid Screens, Expanded Cinemas’, Haidee Wasson says, 

“The Film industry is thoroughly integrated around the basic fact, as are the millions of people who watch, play, rewind, pause, download, listen to, collect, and otherwise interact with cinema. Against claims to the contrary, cinema scholars must do even more to integrate into their critical framework the multimediated environment that is clearly forcing a new definition of cinema”

Reasons for advertising are as follows;

(1) Transmedia StoryTelling (Multiple Media Platforms);
A.Television (Analogue to Digital)
* Benifets; (1) mass media penetration,(2) visual education; culture/brand identification
   and popularity.

B.Novels/Comic
* Benifets; (1) effective advertising medium to reach certain subcultures in the community;(a) Novels-Literature Community/ forum groups, (b) Comics - Youth demographic/Visual Arts Community/Forum groups.
C. Gaming World
* Benifets; (1) Rich content equals wholelistic user satisfaction.

(2) VR World =Brand /culture; Indentification, security, popularity, and, thus,(4) generates profitable revenue for filming industry,
D.The Internet/WWW

* Benifets; (1) Mass Media Platform; global networking infrastructure,(2) Networking; local, interstate, national, transnational peoples,(3) Reaches and bridges cultural divides, minority groups,

Shortfalls; Developing Nations; (1) No Technology Supply due to no
technology demand, (2) No government funding/incentives for local business.
Gains; (1) USA & UK lead the way of developing more efficient ICT 

Infrastructures to cope with the superior rich content being produced through the convergence of video and digital imaging in the Cinema and Advertising industry.
(2) More efficient means of broadband and the creation of Web 2.0/3.0
Technology

E.Film Sites 

Purpose; Immediate not delayed News (The Offical Website; accurate and reputable information and domination), Images (Wallpapers/Screen Savers), Technical Information; (1) Pre-production process; (a) storyboarding, (b)pre- vizualisation, (c)
filmographic techniques/set locations, (d) Cast/ Crew Profiles; (2) Post-Production; (a) Rendering Process (Software-Final Cut2, Adobe Premier Pro/After Affects), Cinema Box Office Profit.
Benifets; Networks & Channels fan activities, supply and demand based on fan’s desires , and needs, channeling damaging damaging criticism away from film, user interation via online forums/online community, rich interaction via specific animation and filming software.

Technical Software
	Video Software
	Positives
	Negatives
	Outcomes
	Price

	Adobe Premier Pro CS3
	1. Allows for creative control,
2. Keyframing Capability for animating effects, time remapping, and, mulitcam edit,

3. The Editing Interface is customizable,

4. Timeline controls are varied,

5. Useful Render Settings without disrupting

applied effects,

6. Ram or To Screen Preview or From Disk

Preview,

         7.      Adobe Title Designer and 
                  thus allow for multi-format
                  in project window,

         8.      Adobe Encore-record directly 

                  hard disk whilst monitoring.

         9.      Allow software integration

                  with After Effects, Photoshop

                  , and Flash,
        10.     Cheap plug-ins.
	1. Controls are not intuitive.
2. Hidden and lost to basic controls, editing, effects, filters, and transitions.

	*Intermediate

	$1,087.40

	Adobe After Effects
	1. Fantastic tool for key frame
Editing,

2. Use Graph Editor for managing effects with precision,

3. New 32-bit colour support that allows for high dynamic range image importation,

4. Support HDV video files,

5. Open GL support for 2D/3D

but high end graphics card,

6. new presets for effects, 
transitions, backgrounds, animated text, and, background.
                   
	Expensive if bought alone but reasonable price with studio package.
	*Advanced edit program.
	Standard:
$699.00

Pro:

$999.00

Studio Package:

$1699.00

	Final Cut Studio 2
	  .
          1.       1st Choice of Pro
           editors worldwide.

2. Delivers high-performance

Digital nonlinear editing,

3. Native support for any 

Video format,
4. Facility-class and 

Interoperability,

5. Gives more creative options,

6. Broad Format support,
7. Incredible Real-Time Effects,

8. Comprehensive Editing Tools,

9. Open extensible architecture,

10. XML interchange,

11. FX Plug,

12. Quicktime
	
	
	

	
	
	
	
	$1299.00


1) http://www. desktopvideo.about.com/od/editingsoftware/fr/premierecs3.htm
2) http://www. www.apple.com/finalcutpro/ - 25k
Conclusion
In light of the breadth and depth of online video and its effects on the filming and digital industry through the particular online medium of ‘movie trailers’ and the various influential determining factors that surround this New Media form. Firstly, that there was three different forms of movie trailers; (1) movie trailers, (2) movie teasers, and, movie recuts. All of these forms have been influenced by the demands of the advertising expectations of the Cinema Industry and the online fan based culture. The movie trailer form all serve one way or another to captivate potential online fans and long term online fans through the hype generated by rich content produced by specific New Media technology and multiple search engine platforms. Furthermore, with the available video software like, Adobe Premier Pro CS3, Adobe After Effects, and, Apple Final Cut Studio 2, the future of cinema advertising is unlimited according to the generated skills of the designer and the demand that visual mediums like this create.
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