Adpoditn NikoAaidou (Emik. KaB. EMME, EKMA)

2KHNOOGETIKE2 MPOZEITIZEIZ 2TH
2YTXPONH AIAOHMIzH



Tt elvail oknvoBeoia;



«Tol ONUOVTLIKOTEPO EPWTIMOTO OTA OTIOLAL TTPETIEL VAL
QTAVTOEL 0 OKNVOBETNC elval: ‘tola eivatl n B€on tng
unxovng;’ Kat “tL mpemet va mw otouc nBormolouc’ Kal oTn
OUVEXELOL EVOL OLKOUOL: “TL TTPAYUATEVETOL N OKNVNA;'.
(Mdpet 1991: 19)

2tnv npavuaukornra N cKnvoeema KLvn uarovpacbou KOl
rn)\eopaonq glvall pa OElpOL QIO ETILAOYEC TTOU TIPETIEL VAL
yLVOUV OXETLKA LLE TO TTWC Oa artodoBel OMTLKO-0KOUOTIKA
(A Lovo ormtika) 0 «o-PLAULKOC» KOopoc dnAadn o
KOWVWVLKO-LOTOPLKOC KOOUOG. MTtopel va Baoiletal og eva
YPOUTTTO KELEVO OTIWC TO OEVAPLO, UTTOPEL KOl OXL.



2KNvoBeoia oNUALVEL KOL [LLOL OELPA OTTO
ETILAOYEC:

XwpoL Kal OKNVLKOL

Kootoupia

HBomowol/ xapaktnpec / pwvec
EmttAoyec povtadllakec - ElOka edpe
Mouokn/ soundrack

Erttdoyn TeAKA:

Atpoodatpac-Tovou tou oOnNyeL 0€ CUYKEKPLUEVO
oUVALOONUOTLKO OVTIKTUTIO KOl EUITAOKH TOU
KOLWOU



Kal yiati TTpETTel va €Xxoude avTiAnywn TG oknvoBeaiag aAAd
TTPOKTIKEG YVWOEIG TTAVW O€ QUTAV O€ TTPOoYPAMMaTa
ETTIKOIVWVIAG, MAPKETIVYK, ONUOCIWYV OXETWYV K.ATT.;

[Tio atrAd: yiaTi eival xproiun n yvwon twv Baoikwyv Apxwyv
2KNvoBeaiag/ Zevaploypa@iag Kal TEXVIKWY TNG
KIVNUATOYPAPNONG OTIC OTTOUDEG ETTIKOIVWVIAC KAl
UAPKETIVYK;



media convergence
As Deuze (2007: 112) claims ‘what typifies media professions in the digital
age is an increasing complexity and ongoing liguefaction of the
boundaries between different fields, disciplines, practices and categories
that used to define what media work was’.

promotional culture
According to Wernick, who has introduced the term ‘promotional culture’,
the production of promotional texts infiltrates every aspect of social
formation and we delve into a culture of ‘endless chain of mutual
reference and implication’ (1991: 187), saturated by promotion.

«storytelling revival»
«To storytelling mpokettal yla pia popdn Adyou mou eritBaAAeTaL o€ OAoug
TOUC TOMELC TNC KOowwviag, Ko unepBa'LVEL TLC TTOALTLKEG, Tco)\LthuLKéq N
snavye)\uaukeq 6Laxwptow<sq vpauueq, enMPePalwvoviag aUTO TOU OL
speuvr]req TWV KOWVWVLIKWV smotnuwv amokAaAeoav narrative turn kat to
omolio xapaKmpLotnKs EK TOTE WC TEPOOUO OE HLAL VEQ ETOXN, TNV
«adnynuatikn emoxn»» (Salmon 2008: 14)



AladnpLon Kat Klvnuatoypadog

O Kvnuotoypaddoc wc TO VEO KECO TNC EMOXNG
Atadpnpion/ mpowBnon Ko KLVOUUEVN ELKOVA
Ao To TEAOC Tou 19°Y awwva: animation,
adnynon
https://www.youtube.com/watch?v=y6mBpArf
6o0M



https://www.youtube.com/watch?v=y6mBpArf6oM
https://www.youtube.com/watch?v=y6mBpArf6oM
https://www.youtube.com/watch?v=y6mBpArf6oM

Love at First Site

Love in Action

Lacta Mobile App kai
Lacta Surprises

Love in the End

Does Love exist/ Iparhi
Agapi

Take the Move / Kane to

Vima

Love Like There’s No
Tomorrow / Agapa san
na min Iparhi Avrio)

From the start/Apo tin
arxi

The Taste of Love/ |
yefsi tis agapis

17min. interactive movie shot in film,
website, prequel of previous Lacta TV
Spot, FB fanpage

Chr. Sotiropoulou,
Panos Sambrakos,
Konstantinos Pilavios

Panos Sambrakos,
Yorgos Kapoutzidis/
Nikolas Dimitropoulos

27min. TV Short, blog and vlog (audience
participation in production), TV spot, FB
fanpage and Twitter

1min. Spot for the App and Lacta Video
clip
Lacta Surprises video for social media

Theatrical Feature Film, music video, Panos Sambrakos,
trailers, website with video extras, making Panayotis
of losifellis/Vasilis
Kehagias

TV Documentary/ TV spot Leonidas Panonidis

17min X 5 weekly episodes for youtube
Lacta’s Channel and FB, TV movie
(MEGA), Spot, Music video, Trailer, Lacta
messages platform

Christos Nikoleris

43min TV Movie (MEGA) with interactive Panos Sambrakos,
action at http://24hourstolove.gr/theend,

TV spot, Trailer, Music Video Nikoleris

Sambrakos, Myrto
Kontova/ Vardis
Marinakis

3D animated TVspots and social media ,
5X15min fantasy love story web serial
(360°VR)

Online feature movie, Teaser, youtube P. Sambrakos-Myrto

campaign and Interactive Site for building  Kontova/ Akis Polyzos

Elli (the robot character)/ trailer

Sambrakos, Kontova /

Myrto Kontova/ Christos

Mivakag: Kaumnavieg Lacta otnv
KaTnyopia ‘branded
entertainment’, oo A.
Nikolaidou & I. Mylona 2020

ZUYKALON KwvnpatoypodLkol
XWPOU Kol Stapripiong

- MoAAamAaocLoopog uPBpLdiwv
- Héwdnuwon wg pLa
Aol oLa olkoAoyia

SLadpopwv ormTiKo-
OKOUOTLKWV EL6WV

- Anpwoupyot amo To Xwpeo NG
SLadnuong, Tng
TNAgdpaONC, Tou
Klvnuatoypddou o€ auTh
NV «agvan aAvoida
apolBaiwv avoadopwv»


http://24hourstolove.gr/theend

Baolkec apyec oknvoBeaoiog/ povral




MID SHOT MS

CLOSEUP CU BIG CLOSEUP BCU EXTREME CLOSEUP ECU

© 2014 Loarnaboutfiim Lid www.leamabouttilm.com



Kavovag tou aéova kat ta avtiotowya mAdava (shot/ reverse shot)

Underthe 180 Degree Rule, Zameras must Femain

on one side of an imaginary hine bisecting
characters.




Shot/reverse shot
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30-DEGREE
RULE

Kavovag Tng ywviag 30
HOIpWV




TumoL ouvdeonc MAAVWV

Cut (kaT)- KOWYIHOo

Fade out (pEIvT Aour)

Fade in (QEIvT 1v)

dissolve (VTIOOARB 11 povTi avoeve)
2TTAIT oKpNVv



Jump cut: amotopn cuvdeon MAAVWVY OToU To pEYEBOC Tou TTAAvVou dev
aAAalel amAa ‘tndApe’ amo tn piat otypn otnv aAAn (kopfovtag to
evolapeoo ‘axpnoto’ mAavo)  ywvia AnPng amo to Eva mAAvo oto
aAlo eival pkpotepn armo 30 poipec.




“F\

Me tn ouvBeon nAdvou oe emntimeda pmopet va amoduyel
Kavelc To ‘koPuo’

*'&;LOJ




Koy po mavw otnv kivnon ,

N
- »
1)




Koy o mavw os ypadloTtikn ouvexela / ” | "
VPOPLOTIKEG OXEOELC:

KOy Lpo avapeoa og SU0 TTAAvVO TTOU

potpAalovTol KOLVA OTTTLKA OTOLXELDL

(oxfua, xpwHa, oKLEG WTOG) N ‘

Breaking Bad @ Breaking Bad




[

NXOG

® AInyNnTIKOC ® ECw-0InyNnTIKOC
(voice over

ECWTEPIKOU aPnynTn,
LUOUOIKN)

® EK@pacoTIKN
(METAPOPIKN,
OuUYKIvNOIOKN,
QVTIOTIKTIKN)

® AQnynuaTikn xpnon



Bripata yia th mopaywyn
npowBntkwv Bivteo




1° BApo — IoLoC ELvoil O OTOXOC;

A) Adumvion/ avadeleén Tnc LAPKOC
B) AUénon mwAncewv
[) Evioxuon emokePLpotntog

A) Avénon tng dtaocvvdeonc/ ocuvaloBNUATIKAC EUTTAOKAC
LLE TOV XpNoTN

E) NAnpodopnon/ Ekmaidbsvong neAatwv



2° Bpa: katevbuvon

Oa elvol eLoaywylko; (rmotot eipaote; Mota ival n
QmooToAn; Bivteo opyaviopwv)

«  Oa elval emMeEnyNUATLKO; (Ttwg AelToUpYEL KATL;)
(TT.X. OUOKEUEC, AOYLOULKQ)

-  Oa Baociletal otn Aoykn tpoBAnua/ Avon
(emeénynon mpoBAnuoatoc Kot AUon mou Sivel to
npoiov;)

- Adnynon: dounon tou Bivteo pe adpnynUaTLKA
oTOLXELO, XOPOAKTNPEG, TTAOKN, cUYKpouon, AUon
KATT



Mpotpomnn yia 6pacn (va ayopAoouv KATL TT.X. OTLG
EKTITWOELC)

Napouacioon npoiovtoc (vliog — KaAALVTIKA N
Texvoloyia)

MopTuplec: CUVEVTEVEELC, APXELOKO UALKO, OITOKEC
OUXVQA KOl LLE TIEAATEC YUPW ATTO £val BEpaL.

Xpnon kamotou dtaonpou/ otap (m.x T¢. KAoUvel
Neompgoo)

Nopaywyn ekmatdeutikoU UALKOU (EKTTOLOEUTLKA
AEH)



3° BRpa: TOVOC

Motoc eival o tovog; Nwc Bec va aoBavOel To Kowo cou;
- Apoapoatikoc 1.x. P&G Olympics commercial)

«  KaBapoc kot mAnpodopLakog - ALAAOYLKOC: XaAapOC Kol
QU BOEVTIKOC TL.X. TPOLOVTO UYLELVAC

«  Na b6ivel Ttnv aiocBnon tou katemneiyovtoc (YU avto
TPETEL VA OPACEL TWPA TO KOLVO GOU). TL.X. TTDOOPOPEC
OOUTTEP UAPKET

«  Mouyviwdng (m.x. avBpwmnopopdLlopog). m.x.
Kivouueva oxedta Kot XLoupopLoTikoc .. Old Spice



Mepiepyoc/ 1bloouykpaolakoc — 1.x. Love
https://www.youtube.com/watch?v=WV3 Qi9FWPc

- Alaokedaotikoc / infotainment -. t.x. Nerd Skin Care

- Epmvevotikoc m.X.: Squarespace, Live True —
Dewars, Johnny Walker, Nike — Greatness campaign

Artsy /hip/cool— m.x.: Converse

MoAutéAeLa - Luxurious — 1t.x.: éevodoyeia


https://www.youtube.com/watch?v=WV3_Oi9FWPc
https://www.youtube.com/watch?v=WV3_Oi9FWPc
https://www.youtube.com/watch?v=1KP5jpxTG0I
https://www.youtube.com/watch?v=1KP5jpxTG0I

4° BAua: SlapkeLa

- 30 6evtepa; 60 devtepa; MeEvie Aemta,

« Hb€a ocou Ba avamtuyxBel 000 xpelaletol 1o va PAAELC
TIEPLOPLOMOUC Ba KAVEL KOAO.

E€aptatad:
-Motocg eival 0 oTo)0C¢

-Mou Ba epdaviotel to onot cou (tnAeopaon, social,
website)

-TL UMATIET EXELC;



5° BApa: SLaAeée omtiko UPOC

A) Ba utapyxel animation;
B) Ba evexel nBormolouc rov Ba urmtobuBouv poAouc

) Ba £xeL €€tpa UALKO apyxeiou (yiar pAac Hmak, yLo
LOTOPLKI) OUVEXELQL;)

A) amo Baocelc bedbopevwy
E) Edé
>T) Oa nepthapBavel emideén oe 0006vn umtoAoyLot)

Z) Ba elval To Bivteo evoc mivaka avw oToV OToLo
(wypadilovtal mpayuoto N AEEeLc (YypadLloTiko)

H) Oa €xeL to UpoC vToKLpavTEp (e ouveVTEVEELC,
QPXELOKO UALKO, tapatripnon / voice over)



6° BAua: treatment/ outline

- [paye tnv 16€a oe pLa tapaypodo

e JKNVEC

«  XOapOaKTNPEC

«  2ImnKAl/ LouoLKN

« Avikelpeva (props)

- To mpoiov nwc talplalel pe Ta vTtoAouta
« Nwc Ba teAelwvel



7° Bnua: oevapLo

Audio

interview

Cave reflects on
the Llast vear.

the successes ot

Intervi

FPhnotog
tnqet:e:

raphs of our team

ave goes into detail about these
UCCEEsE

Increased profits
® HMew teamwork

[

interview

footage of our

statt

Dave talks about
memories from
events

hrs tavourite
last wvear’'s statt

ks sbout his
vear.

Dave tal wision faor




@ "PROJECT NAME" EXPLAINER VIDEO SCRIPT Watch: Coin Explainer Video

TIME CODE VIDEO AUDIO

SET UP THE PROBLEM
(introduce hero, establish problem)

Sound: Music plays in the background.
0:00-0:15 A hipster-looking GUY speaks to us in a book shop. He's at check out. GUY: "I'm here to tell you about Coin. It solves a problem | think most of us have.

See my wallet is filled with cards. Credit cards, debit cards, rewards cards, gift
cards, filled with them. Too many.

PROVIDE THE SOLUTION
(introduce your product)

T g ; GUY: "This is a Coin. It's a simple card just like a regular payment card. You can
0:15:40:26 RepulizgutasiickBLACKCARD. We CLOSELR oniit. swipe just like any other card. The difference between a Coin and any other card..."

; ; He lightly flips the Coin upward. Magically, different color CARDS GUY: "All these cards are inside of my Coin and | can swipe with any of them. I'm
0:26-0:36 : : A=
appear above it. He gestures to them as he speaks. going to use the personal card for this.




Visual

Audio

0:00 | Motion graphics showing | V/O: “Staying on top of all of your social network
saveral social network feeds can be annoying and tiresomea... nght? Not to
logos flying into a box mention the hassle of switching from one social
labeled with the Sparksfly | network to another
logo.

We believe you deserve a single app to manage all
“Your favorite apps all your social network feeds. That's why we created
together’ Sparksfly. And Sparksfly has areally smart
inference engine that l=armns which content is most
www.sparksfly.com important to you, so the more you use i, the better
and smarter i gels.”

0:08 | Carol is a twenty-something | Carol: I'm at Clayton's Bistro. Whese are you
professional. She’s seated | 4,52 | 3 Maison? That's my favorite! Why didnt
at a table in a café, She's outell me?"
speaking on her smart ¥ :
phone.

0:15 | Show smartphone screen | VIO: “Carol was busy at work and her dinner invite
with Facebook Event got buried in her Facebook feed. La Maison is clear
Update: L

ACr0ss town
Change of plans. La Maisoen
has a special on Coquille
Ste. Jacques (scallops)
right off the boat!

021 |Carol is seated at the table | Carol (angrily, thinking to herself): “This is the
holding a half-eaten lasttime. There's got 1o be a better way Lo stay on
COCERalnt, Smart hone.on top of my social life... an app or something.”
the table, She picks up the porey PP 9
phone,

0:28 | Show smartphone screen | Music

searching the Apple App
Store: ‘Prioritize social
content by user preference’




8° BApa: vrekouti&{ N/Kal storyboard

SHOT#* 1 SHOT# 3

ACTION - jeat the lndfiold ot night. ACTION - Now wa can 1ot 3 car on the horaon ACTION « The car pass Som the kit 10 the right and e
DIALOGUE - The figids on aither tide of the road wers DIALOGUE « The land was 50 flac thax ¥ you s100d » bam leaf rrcwes & bie

1 dark 23 the nght siy pou could 300 the Ights of 3 car Mee 3tars on the hortzon DIALOGUE - The felds on cither 3ide of the road were
TECHNIQUES - Camers 1o, TECHNIQUES - Camara il 15 dark xs the mght shy

TECHNIQUES - Camers sl

SHOTR 4 SHOT= S SHOT= &

ACTION . Show the car ights Sghangh tho dark ACTION « Murry Urying 10 be awake ACTION « Car poing in the drection of the moon
DIALOGUE - The car was ¥he 3 inowpliee shoving Sarks DIALOGUE - Fechng his thoughes sicpping sway and bt DIALOGUE - The landscape was 50 huge and unchagng
NesE 1o one side, claaring 2 pash of lyght cyoids becoming heawy Mo blnked harg and rubber one thie the car hardy 1oemed 1o move 3t 3. 3 space craft
TECHNIQUES « The camera moves at the same velocity leg w0 keop himacive awake NCRIRE 123 Wiy 10 ©¢ moon

2 the & TECHNIQUES - Camera stil Close up to Harry's face TECHNIQUES - The camers mawes 5 the 1ame velocy

2 e Car.



Kot pa eldkn kotnyopia:
Corporate documentary

[0t EOWTEPLKN KATAVAAWON KoL EVAUEPWON
(ekmtoubeuTIKA/ BLOMNXOVLIKA VIOKLUAVTEP)

Mo evuvaApwon TS LAPKAG LEOW HLag Lotoplag (N
nopadoon tNC etalplag, Lotopleg emttuyiog;)

EUpeon plog otoplag (mou dev €xeL amoapaitnta oxeon
LLE TNV €Tapla N mpoiov) alla Ba cuvdeBel pe
LLOpKaL



CHEVROLET
MO’NE DAVIS — 'l THROW LIKE A GIRL"
SPIKE LEE

HTTP://SPIKEDDB.COM/WORK/CHEVROLET-
MONE-DAVIS-I-THROW-LIKE-A-GIRL/

.o »



http://spikeddb.com/work/chevrolet-mone-davis-i-throw-like-a-girl/
http://spikeddb.com/work/chevrolet-mone-davis-i-throw-like-a-girl/
http://spikeddb.com/work/chevrolet-mone-davis-i-throw-like-a-girl/
http://spikeddb.com/work/chevrolet-mone-davis-i-throw-like-a-girl/
http://spikeddb.com/work/chevrolet-mone-davis-i-throw-like-a-girl/
http://spikeddb.com/work/chevrolet-mone-davis-i-throw-like-a-girl/
http://spikeddb.com/work/chevrolet-mone-davis-i-throw-like-a-girl/
http://spikeddb.com/work/chevrolet-mone-davis-i-throw-like-a-girl/
http://spikeddb.com/work/chevrolet-mone-davis-i-throw-like-a-girl/
http://spikeddb.com/work/chevrolet-mone-davis-i-throw-like-a-girl/
http://spikeddb.com/work/chevrolet-mone-davis-i-throw-like-a-girl/
http://spikeddb.com/work/chevrolet-mone-davis-i-throw-like-a-girl/
http://spikeddb.com/work/chevrolet-mone-davis-i-throw-like-a-girl/
http://spikeddb.com/work/chevrolet-mone-davis-i-throw-like-a-girl/
http://spikeddb.com/work/chevrolet-mone-davis-i-throw-like-a-girl/
http://spikeddb.com/work/chevrolet-mone-davis-i-throw-like-a-girl/

BAuara rapaywyng evog olagnuIoTIKOU
KAl 0 pPOANOC TOU OKNVOBETN




JKHNOOETQNTAZ AIAOHMIZH

BHMA 1°

H etalpeia mpoodlopilel TL OEAEL: TTOLO TO TTPOLOVY,
TTOLEC Ol OVAYKEC

BHMA 2°

2EVOPLOL OTTO TO SNULOUPYLKO TNC SLAPNULOTIKAC
(creative director, kelpevoypadoc, art director)

BHMA 3°
O meAatnc (etalplo) emAEYEL oEVAPLO



BHMA 4°

To oevaplo otav eykpLOetL ‘pevyel’ yio TPELC
(ouvnBwc) etalplec mapaywyng

BHMA 5°

KaBe etatpia mapaywync Ppilokel evav oknvoBEeTn
(0g oupdwvia pe TNV SLAPNULOTLKI) TIPOKELUEVOU
VOl ETOLUAOEL TTPOTOON VLA VoL KATEREL OTOV
‘Slaywviopo’



BHMA 6°

O oknvoBEeTNnC nallpvel oevaplo, KAVeL pavtefou
LLE TNV €TALPLO TTAPAYWYNC KOl LETA ETOLMALEL EVAL
treatment (oknvoBetikn npoceyyLlon, VGog,
atpnoodalpa, video references, LOaVIKO KAOTLVYK,
LLOUOLKN)

+ HAKEAOC TIAPOYWYNC



BHMA 7°

[lvetot SLaywviopoc (mpoc tov meAatn)
TIPOKELMEVOU VOl ETILAEYEL ETaLpLA TTAPOY WY KoL
oKNvVoBETNC

BHMA 8°

O 2knvoBeTnC Tou €Xel eTtAeyel Baoel treatment
OUVOVTLETOL PLE TO SNULOUPYLKO team
(pwtoypadol, nBormotot, kKAn)



BHMA 9°

[Mpo-ppm: 0 cKNVOOETNC TIAPOUGCLALEL TLC
ONULOUPYLKEC ETILAOYEC TOU 0TN SLapNULOTLKA
(reperage, shooting list, storyboard, casting). Oa
kKataAnéouv o€ 3 eMIAOYEC yLa To ppm (0To ormolio
MOPEVPLOKETOL KOl O TLEAATNC)



BHMA 10°

PPM: o meAAdtnc erAEYEL TIC TEALKEC TIPOTAOELC
(0Aa amodaociopeva, pe to storyboard, oAa oto
Xapti oTnVv mapouvoiaon)

Otav eykplOel KATL, MPEMEL va Yivel BAoEL TNC
oL UPWVLOC

BHMA 11°
Fitting-2knvika-ruplopa

(mpoooxn: o meAatng — marketing director eival
oTOo yuplopa)



BHMA 12°

Post-production/ dtopBwoelc dtapnULOTIKAC
Kol TEALKEC SlopBwoeLlc meAATN

OAn n dtadkaoia dStapkel 1 pnva



EuxaploTw




