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Costuming for Film
Basic Contract Drafting Assignments: A Narrative
Approach is a unique supplement of contract drafting
exercises designed to be used with any contracts or
drafting course book. Instructors who want to
incorporate drafting exercises into the classroom
experience will find an invaluable asset in his
supplement, which provides students with the tools
necessary to develop skills that can be applied to
various types of advanced transactional work. Divided
into four interest-catching sequences, this concise
paperback takes a narrative approach, and gives
students the opportunity to learn by doing: The first
assignment in each sequence introduces the clients,
their businesses, and their needs. In the second and
third assignments those clients evolve and grow, and
their business needs change. Each sequence features
assignments of varying lengths and types, including
gathering information, interviewing the client,
outlining the issues that need to be considered from
both sides of the table, and drafting the necessary
memos, letters, and final contract. The assignments
focus on methodologies in four areas: How to
conceptualize in writing the parties rights, duties,
risks, and protections. How to organize a contract on
both the macro and the micro levels. How to draft for
clarity and enforceability. How to express boilerplate
terms. Additional resources for students and
instructors include: Entertaining and informative
appendices, among them What Deal Lawyers Say to
Each Other: A Dictionary of Contract Negotiation and
Drafting Slang Ten Tips for Interviewing a Client about
Page 2/26

Acces PDF Product Placement Contract
a Transaction Decoding the Comments on Student
Contracts: Some Samples with Illustrations Basic
Contract Drafting Assignments will augment and
enhance any book you are currently using by
providing a wealth exercises that will help students
learn real-world drafting techniques and skills.

Texas Register
A tale of a slacker, an MIT professor, and a heist: “A
writer of considerable talent whose techniques,
tropes, and wordplay recall Thomas Pynchon”
(Booklist). Set in Los Angeles, this novel tells the story
of a sibling rivalry, a get-rich-quick scheme, and two
guys who conceive and badly execute a plan to rob a
Korean check-cashing store in order to finance the
prototype for an impossibly ridiculous Internet
application. “I defy anyone to come up with an
equation to explain how this book’s first impression as
a ridiculously clever, funny crime story can gradually
disclose a metanovel built from far more encyclopedic
scratch only to reveal upon its conclusion a central,
overriding thought so heartfelt literally it trembles
your lower lip. This is one stunning piece of work.”
—Dennis Cooper, author of The Marbled Swarm

IFP/Los Angeles Independent
Filmmaker's Manual
Five Essential Steps in Digital Video is packed full of
information for the novice to the seasoned producer.
It covers the basics of DV technology and choosing
the right equipment to planning your budget,
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digitizing your own music, and acquiring resources
online. Selling a project has also been transformed by
the Internet and the author explains which means of
distribution would be the best for the reader's project.

The Media and Business Contracts
Handbook
Product Placement
Smoking is one of the world's most pressing public
health problems. Cigarettes, Nicotine, and Health
reviews the severe problems caused by smoking and
examines individual and public health approaches to
reducing smoking and its attendant health problems.
Cigarettes are the most popular, most addictive, and
most deadly form of tobacco use, with cigarette
design contributing directly to the dangers of
smoking; most of the book focuses on this
predominant form of nicotine use.

Cigarettes, Nicotine, and Health
A collection of sample entertainment contracts along
with discussions of the concepts and terms contained
therein. It contains 62 contracts covering: depiction
and copyright release; literary submission and sale;
artist employment; collaboration; music; financing;
production; distribution; and, merchandising and
retainers.

Loyola Consumer Law Review
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Vineyard & Winery Management
Entertainment law : legal concepts and
business practices
Basic Contract Drafting Assignments
Presents a guide to everything one needs to know to
get started and work successfully in film costuming.
This work covers such artistic matters as looking for
work, the roles played by various members of the
costume/wardrobe department, union membership
and regulation, the on-set and off-set duties of all
costume department members, and more.

Franchise Law Journal
Inhaltsangabe:Abstract: Product placement has
become increasingly common in recent years. This
paper analyses the practice of placing brands in films
and television programmes from different
perspectives. From the marketers point of view the
development of product placement as a marketing
communication instrument is analysed. It is also
shown how filmmakers can use it to add realism to a
film and save production costs. Putting the product
placement strategy into practice is found to be a
complex process. Furthermore, the way of
compensation varies from case to case. The analysis
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of costs per thousand reveals that product placement
is a cost-effective marketing communication
instrument. This analysis of the marketers and the
filmmakers point of view is supported by interviews
with marketing departments, product placement
agencies and film production companies. On the other
hand viewers ethical concerns about product
placement are investigated and it is studied how they
are included in legal restrictions. The outcome is that
there are some areas with no regulations and areas
with rules that have limitations. Therefore,
recommendations for improvement are made. Also,
ways are established how marketers can take viewers
concerns into consideration when placing their brand
in a film. Finally the effectiveness of product
placement in marketing communications is analysed
on the basis of academic research. It is found that
product placement can be successful in regard to
brand recall and recognition and to some extent in
regard to brand attitude and purchasing behaviour.
However, the effectiveness depends on the type and
exposure time of the placement, the kind of film and
supporting advertising. Summing up, product
placement can be used effectively for marketers and
filmmakers, while not having predominantly negative
effects on viewers. However, this is only the case
when it is planned carefully and a number of aspects
are taken into consideration. Inhaltsverzeichnis:Table
of Contents: INTRODUCTION4 AIMS AND OBJECTIVES4
METHODOLOGY5 PART 1:BACKGROUND7
1.1DEFINITION OF THE TERM PRODUCT PLACEMENT7
1.2THE HISTORY OF PRODUCT PLACEMENT9
1.3REASONS FOR THE INCREASING USE OF PRODUCT
PLACEMENT10 1.3.1REASONS FOR MARKETERS10
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1.3.2REASONS FOR FILMMAKERS10 1.4USE OF
PRODUCT PLACEMENT TODAY AND FUTURE
FORECAST11 1.4.1MARKETS11 1.4.2CATEGORIES12
1.4.3NEW POSSIBILITIES AND FUTURE FORECAST12
PART 2:MARKETERS' AND FILMMAKERS' VIEW:
PLANNING []

Clearance & Copyright
Dealmaking in the Film & Television
Industry
Franchising
The debut novel from the New York Times bestselling
author of The Son, which is now an AMC original TV
series BONUS: This edition contains a reader's guide.
Set in a beautiful but economically devastated
Pennsylvania steel town, American Rust is a novel of
the lost American dream and the desperation—as well
as the acts of friendship, loyalty, and love—that arise
from its loss. From local bars to trainyards to prison, it
is the story of two young men, bound to the town by
family, responsibility, inertia, and the beauty around
them, who dream of a future beyond the factories and
abandoned homes. Left alone to care for his aging
father after his mother commits suicide and his sister
escapes to Yale, Isaac English longs for a life beyond
his hometown. But when he finally sets out to leave
for good, accompanied by his temperamental best
friend, former high school football star Billy Poe, they
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are caught up in a terrible act of violence that
changes their lives forever. Evoking John Steinbeck’s
novels of restless lives during the Great Depression,
American Rust takes us into the contemporary
American heartland at a moment of profound unrest
and uncertainty about the future. It is a dark but lucid
vision, a moving novel about the bleak realities that
battle our desire for transcendence and the power of
love and friendship to redeem us. Newsweek's list of
"Best. Books. Ever" A Washington Post Top Ten Book
of 2009 A New York Times Notable Book of 2009 An
Economist Best Book of 2009 A Kansas City Star Top
100 book of 2009 Pittsburgh Post-Gazette's Best
Books of 2009 Idaho Statesman's Best Books of 2009

Llamas
“[A] hilarious page-turnerWeldon’s diabolically clever
satire of greed, fashion, sex, and age is smart
entertainment of the highest order.”—Booklist Grace
has just been released from prison, where she was
sent for trying to run over her ex-husband’s new wife
with her Jaguar in a supermarket parking lot. It may
make things a little awkward when all three of them
attend a glittering charity ball in London together
From the Booker Prize-nominated author of The Life
and Loves of a She-Devil, this “piquant social
comedy” (New York Daily News) is a tale of passion,
spite, romance, and revenge, set in the world of the
rich, the stylish, the famous—and the infamous.
“Playful, sharp, and funny.”—Los Angeles Times
“Swift and amusing.”—The New York Times
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ID
Cathy's Book
* How can you use a state's film tax credits to fund
your film? SEE PAGE 63. * You have an idea you want
to pitch to a production company; how do you
safeguard your concept? SEE PAGE 77. * How can you
fund your production with product placement? SEE
PAGE 157. * How do you get a script to popular
Hollywood actors and deal with their agents? SEE
PAGE 222. Find quick answers to these and hundreds
of other questions in this new edition of The Pocket
Lawyer for Filmmakers. This no-nonsense reference
provides fast answers in plain English-no law degree
required! Arm yourself with the practical advice of
author Thomas Crowell, a TV-producer-turnedentertainment-lawyer. This new edition features: *
New sections on product placement, film tax credits
and production incentive financing, Letters of Intent,
and DIY distribution (four-walling, YouTube, Downloadto-own, Amazon.com, iTunes, and Netflix) * Updated
case law * Even more charts and graphics to help you
find the information you need even more quickly. This
book is the next best thing to having an
entertainment attorney on retainer!

The Bulgari Connection
Dealmaking—the popular, award-winning “selfdefense” book for everyone working in the film and
television industry—is now updated to include the
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latest legal rulings and entertainment technology
developments. Addressing a general, non-attorney
readership, it is a fascinating, highly accessible guide
to current entertainment law's peculiarities,
“creative” practices, and practical applications.
Armed with Dealmaking, filmmakers can save
themselves thousands of dollars in legal fees as they
navigate the shark-infested waters of the
entertainment business. Whether you're a producer,
writer, director, or actor, Mark Litwak will help you
make the most of your business dealings while
steering you clear of the many contractual traps that
may await you.

Contracts for the Film & Television
Industry
Emma - I know it sounds crazy. You (and Mum!) will
be wondering where I've been disappearing to, and
when I'll be back. That's why I'm leaving you all this
evidence - in case something happens and I DON'T
come back. Look at everything in my book. Call the
phone numbers. Check out the websites. But, you
can't tell ANYBODY about it, unless you want to end
up in over your head, like me. But don't worry, I'll be
OK (I think). Hey, maybe this is the beginning of a
new life for me. For sure it's the end of the old one.
Call me. Love, Cathy This book reaches beyond the
written word to interact with teenage girls in ways
they are quite familiar with in other areas of their
lives. From instant-messaging to text-messaging,
from surfing the web to having their own sites, the
age-old story of 'boy dumps girl and girl wins boy
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back' is lifted from the page to our three-dimensional,
21st-century world.

La Fleur's Magazine
“Native advertising, advertorials, paid content, brand
placement…we all know that marketers are becoming
content publishers. But how do all of the deals get
done and what are the opportunities to be leveraged?
Valero does a masterful job of explaining how to
expertly maneuver within this burgeoning
marketplace.” —Alvaro Saralegui, Media Consultant to
the NFL, formerly Advertising and Marketing Director
at Sports Illustrated “Branded Entertainment:
Dealmaking Strategies & Techniques for Industry
Professionals is an immersive look at the elements of
and players involved in a successful branded
entertainment initiative. In this practical guide, Valero
provides an in-depth understanding of the branded
entertainment business written in a conversational
tone that is easily understood by both novice and
expert alike. She clearly demonstrates a high level of
expertise held by few in this newly emerging blended
advertising field, and provides the reader with
beneficial insight by walking through the detailed
steps necessary for such branded entertainment
deals to come to fruition.” (The full review can be
seen in the July 2015 edition of TheJournal of Brand
Strategy) —Stacy Jones, CEO Hollywood Branded Inc.
“Evolving techniques for bringing content to fruition
have made many media business models obsolete. If
you are in entertainment or advertising, Valero’s
strategies for monetizing content while enhancing
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entertainment value and preserving brand integrity
are invaluable.” —Margaret Gilmore, VP, Disney
Interactive Our media options have increased and
evolved more in the last decade then over the last
century. This evolution affects all aspects of our lives
and, more specifically, has forever altered how
consumers interact with the brands vying for their
attention on all types of media outlets. In today’s
world, a brand cannot just preserve the status quo
but must be positioned correctly within a tumultuous
world of options for both advertisers and consumers.
One of the big questions for a brand manager is
whether to place the brand inside content that’s
created exclusively with the brand in mind? This is the
idea behind Branded Entertainment (BE). It is not
product placement but a concept where brands and
solid, entertaining content become truly intertwined.
This book provides a thorough and practical
understanding of the BE business including when it
makes sense and when it doesn’t. It explains the roles
and thought process of all parties involved in a
potential deal: the brands, the networks, the content
producers, and the ad/marketing agencies. Branded
Entertainment outlines the many different scenarios
that could surface in these arrangements depending
on who leads a deal and who accepts production
costs. It summarizes the do’s and don’ts of this
business and gives the reader a checklist of things to
keep in mind when at the deal table.

Contract Manufacturing of Medicines
In this volume, psychologists and communication
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experts present theory on understanding and
predicting how learning occurs through media
consumption. As the impact of traditional advertising
has declined over the last couple of decades,
marketers have scrambled to find other ways to
effectively communicate with consumers. Among
other approaches, marketers have utilized various
forms of product integration. Product integration is
mixing a commercial message in with the noncommercial message via TV, movie, video, and other
entertainment venues. This book will be of interest to
students and researchers in psychology, marketing,
communication, advertising, and consumer behavior.

Product Placement in Hollywood Films
Backed by the resources of Independent Feature
Project/West, co-authors Nicole Shay LaLoggia and
Eden H. Wurmfeld have written the definitive lowbudget production manual. Using examples from the
Swingers and Kissing Jessica Stein, this
comprehensive manual offers the independent
filmmaker a single volume reference covering every
aspect of making a film: script rights and rewrites,
financing, breakdown, scheduling and budgeting, preproduction, production, postproduction, and
distribution. A resource guide listing useful references
and organizations, as well as a glossary, complete this
guide. The companion CD-ROM features interviews
with important figures in the independent film
industry, including Billy Bob Thornton and Ang Lee.
Forms that are illuminated in the text are also
included on the CD for ease of use. The new edition is
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updated with thorough coverage of digital and HDhow to decide which to shoot on, what the financial
impact is, and the effect on preproduction. There is
also a new chapter on distribution and expanded
material on postproduction.

The Compaq Handbook of World Stock,
Derivative & Commodity Exchanges
Reality television is the growth area of television
today. Individuals around the country want to be
involved, whether in front of the camera or behind,
and those who want to produce reality television seek
to attract talent—maybe from the local beauty salon
or perhaps the rodeo, extermination company, or
trucking company—to begin taping their own "sizzle"
reels to pitch to Hollywood production companies. At
long last, here is a book that explains and educates
those involved in reality television (and those who
hope to be involved) regarding the terms found in
these agreements and how best to negotiate them.
This guide also includes: •A brief history of reality
television •A breakdown of how ideas develop and of
the "players" involved •Reviews of and comments on
agreement templates for all parties in the
development and production stages •"Deal point"
checklists to help stay on track Directed at attorneys
who currently represent clients in the industry or
would like to add reality television to their law
practices, at reality television producers or those
looking to break into the scene, and at all reality
television participants, the contracts included in this
book will be an indispensable resource all the way!
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Allworth Press, an imprint of Skyhorse Publishing,
publishes a broad range of books on the visual and
performing arts, with emphasis on the business of art.
Our titles cover subjects such as graphic design,
theater, branding, fine art, photography, interior
design, writing, acting, film, how to start careers,
business and legal forms, business practices, and
more. While we don't aspire to publish a New York
Times bestseller or a national bestseller, we are
deeply committed to quality books that help creative
professionals succeed and thrive. We often publish in
areas overlooked by other publishers and welcome
the author whose expertise can help our audience of
readers.

American Rust
Marketing Communications
The Media and Business Contracts Handbook, 5th
edition is a master reference book combining a
knowledge of contract, copyright and commercial
practice to provide over 90 ready to use and adapt
expertly drafted contracts, licences, acquisition,
distribution, termination, buyout agreements and
other documents and letters. It provides the tools for
the user to construct a contract in a logical format
and draft the terms in language that both parties can
easily understand and put into practice and the
accompanying CD-ROM reduces administration time
in the office and allows the user to amend the
documents quickly or to cut and paste relevant
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sections and will also be updated. The Media and
Business Contracts Handbook has a number of
functions: 1. As a starting point and framework for an
agreement; 2. To compare and analyse other
contracts you are working on; 3. As a background
guide and training tool; 4. As a reference tool for
websites and trade codes of practice; 5. The
commentaries can be read as guides to the intended
aims of a specific contract; 6. The checklist of clauses
can be used to ensure you have covered important
issues; 7. To achieve a clearer understanding of a
transaction. Previous print ISBN: 9781847039088

The Handbook of World Stock, Derivative
& Commodity Exchanges
Taking advantage of liberal regulations under the
current world trade regime that permit the separation
of manufacturing from marketing, many
pharmaceutical companies (like other companies)
outsource the actual manufacture of their products.
However, because the quality of medicines is crucial
to public health, the pharmaceutical industry is
perhaps the most regulated of all industries. In most
countries medicines are controlled prior to their
marketing, and their manufacture is carried out under
strict supervision. Necessarily, numerous international
initiatives have led to elaboration of standards
relating to the manufacture and marketing of
medicines. These standards impose stringent rules on
all parties to pharmaceutical manufacturing contracts.
This very useful book provides a comprehensive
global guide to the legal issues and procedures
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involved in outsourcing the manufacture of
medicines. It describes the legal requirements
relating to the manufacture and distribution of
medicines, emphasising the impact of regulatory
supervision on the rights and obligations of persons
who outsource manufacturing of medicines and on
those who provide the manufacturing services. The
author provides detailed coverage of such pertinent
topics as the following: and definition of
andmedicineand in different jurisdictions; and
categories of medicines; and manufacturing and
importation regulation in numerous jurisdictions
worldwide; and inspection regimes; and good
manufacturing practice (GMP); and marketing
authorization; and manufacturing documentation;
and complaints and product recall; and liability
insurance; and protection of trade secrets; and data
exclusivity and data protection; and deficiencies and
delays; and and recognition and enforcement of
judgements. A significant part of the book is devoted
to cross-border problems arising from such matters as
conflict of laws or taxation. Indispensable to counsel
for pharmaceutical companies of any size, Contract
Manufacturing of Medicines will also be of great value
to practitioners and academics concerned with
international trade for its precise, in-depth delineation
of the inner workings of a complex and highly
significant trade regime.

Contested Culture
Jane M. Gaines examines the phenomenon of images
as property, focusing on the legal staus of
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mechanically produced visual and audio images from
popular culture. Bridging the fields of critical legal
studies and cultural studies, she analyzes copyright,
trademark, and intellectual property law, asking how
the law constructs works of authorship and who owns
the country's cultural heritage.

Handbook of Product Placement in the
Mass Media
The information resource for personal care
professionals.

The Failure
Marketing communication has an overwhelming
impact on both society and business. This text offers
a comprehensive overview of the cornerstones,
techniques and applications of marketing
communications practice in a European context.

Global Cosmetic Industry
Reality Television Contracts
An analysis of "Product Placement" as a
strategic communication instrument
The Pocket Lawyer for Filmmakers
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Inhaltsangabe:Abstract: The dissertation scrutinises
the opportunities that product placement may entail
as an additive and integral part of a company s
marketing mix. It also discusses its imminent
disadvantages and threats as posed by the relevant
German legislation. The main focus, however, is
placed on the conceivable effects of product
placement as regards brand awareness, recall,
attitudes and increasing turnover. Einleitung: Die
Arbeit untersucht die Möglichkeiten, welche "Product
Placement" als eine additive und integrierte
Komponente des Marketing-Mixes für interessierte
Unternehmen bietet. Weiterhin werden ökonomisch
bedingte Nachteile und Einschränkungen im Rahmen
der deutschen Gesetzgebung erläutert. Das
Hauptaugenmerk jedoch liegt auf den möglichen
Auswirkungen des Product Placements auf
Markenbekanntheit, Recall, Einstellungen (Attitudes)
und Umsatzsteigerungen. Inhaltsverzeichnis:Table of
Contents: List of abbreviationsVII 0.Executive
Summary1 1.Introduction and scope of this worK2
1.1Objectives and limitations2 1.2Method of
approach3 1.3Definition of terms4 1.4Categorisation
of Product Placement within the communications mix7
2.Reasons for the development and growth of Product
Placement10 2.1Overview10 2.2General market
conditions and how to react to them10 2.3The
changing face of the electronic media market11
2.3.1Television11 2.3.2Cinema/The film industry13
2.3.3Video16 2.4Growing ineffectiveness of traditional
forms of advertising17 2.4.1New forms of media
usage as reactions to the information overload17
2.4.2The problem of reactance19
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2.5Internationalisation and globalisation of markets20
3.Historical development of Product Placement22
3.1Inception and evolution in the US22 3.2Overview
of the German market27 4.Classifications of Product
Placement in practice29 4.1According to the object
placed30 4.1.1Product Placement in a narrow sense30
4.1.2Generic Placement31 4.1.3Corporate
Placement32 4.1.4Innovation Placement33 4.1.5Idea
Placement34 4.2According to the kind of information
transfer35 4.2.1Visual Product Placement35
4.2.2Verbal Placement35 4.3According to the
intensity of its integration into the action37 4.3.1OnSet Placement38 4.3.2Creative Placement38
4.3.3Image Placement40 5.Critical discussion of the
applicability for placing companies42 5.1Advantages
and benefits associated with Product Placement42
5.2Disadvantages and problems associated with
Product Placement48 5.3The legal []

San Diego International Law Journal
Leading experts present cutting-edge ideas and
current research on product placement! The
Handbook of Product Placement in the Mass Media:
New Strategies in Marketing Theory, Practice, Trends,
and Ethics is the first serious book in English to
examine the wider contexts and varied texts of
product placement, related media marketing
strategies, and audience impacts. The contributors
are national experts in a variety of mass media
specialties-history, law, and ethics (both media ethics
and medical ethics); cultural and critical analysis;
content analysis and effects; visuality; marketing,
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advertising, public relations, and promotion; and
digital technology and futures. Handbook of Product
Placement in the Mass Media is a part of The Haworth
Press, Inc. promotion book series edited by Richard
Alan Nelson, PhD, APR.This first-of-its-kind book
features interviews with leading critics and
proponents of product placement (including the
Pulitzer Prize-winning media critic of the LA Times and
the Director of the Center for Science in the Public
Interest in Washington, DC). You’ll also find a lively
roundtable of many of the major contributors (in Q&A
format), a review of a recent video on product
placement, and a helpful resource guide to
publications and Web sites that further enhance the
value of the book. From the editor: The influence of
product placement is perceived as so great that its
detractors have sought federal regulation of the
practice. This book examines the wider contexts and
varied texts of product placement and related mass
media marketing strategies. The contributors
represent a rich variety of methodological approaches
and viewpoints, which should stimulate readers to
think about this complex issue in an appropriately
multifaceted fashion and to triangulate their own
study. The Handbook of Product Placement in the
Mass Media: New Strategies in Marketing Theory,
Practice, Trends, and Ethics presents careful research,
expert opinion, and insiders’ perspectives on: product
placement’s historical context—from its origins in
early radio and television programming to the
evolution of the practice and the advent of
“advertainment” and brand promotion via online
computer games the evolution of product placement
in Hollywood—with a trend analysis of the 15 topPage 21/26
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grossing motion pictures of 1977, 1987, and 1997 the
use of product placement to generate additional
production revenue for motion pictures brand synergy
and building brand identity legal aspects of product
placement—how it relates to the First Amendment
and to the Supreme Court’s commercial speech
doctrine ethical issues related to product placement,
product integration, and video insertion . . . plus
fascinating case studies focusing on important
aspects of product placement: its use in movie and
television programs in general, and in the 2000 movie
Cast Away in particular its use as a marketing
technique for medical products the impact upon
brand recognition of adding an audible reference to a
visually prominent brand placement the inclusion of
brand names in book storylines the impact upon
viewers of the use of fake (generic, fictitious)
products in “realistic” films

Branded Entertainment
"Product placement has evolved from a novel
marketing tactic to a key marketing strategy on a
global scale." Patrick Quinn, PQ Media Branded
Entertainment explains how product placement, a
long-time phenomenon in films, has gone beyond this
to now embrace all media. Citing examples from film,
to music video, to computer games, the author
explains the: history and development of product
placement; advantages of this form of brand
advertising; methods employed by different brands
Most importantly, Branded Entertainment discusses
the future possibilities for using this form of
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promotion to recreate an emotional connection with
customers and exploiting the opportunities afforded
by advances in technology to spread the message
across multimedia channels. "Lehu explores the long
history of product placement , and discusses its
potential in the future".

Contract
The Psychology of Entertainment Media
Now extensively revised, updated, and expanded,
"Clearance and Copyright" is the industry-standard
guide to almost every conceivable rights issue that
filmmakers, video-makers, and television producers
might encounter: from the initial acquisition of
material through the rights situations that arise
during pre-production, production, post-production
and release. Legalese-free, well-written, it's a mustread for all producers, directors, and writers -whether they make feature films, shorts,
documentaries, television programs, music videos, or
Internet content -- and those who advise them. Armed
with this book, you can protect yourself and your work
from disastrous legal actions and save thousands of
dollars in attorney fees. You can even learn how to
save money by exercising your rights to use certain
materials without paying anyone.

The Pocket Lawyer for Filmmakers
* How can you use a state's film tax credits to fund
Page 23/26

Acces PDF Product Placement Contract
your film? SEE PAGE 63. * You have an idea you want
to pitch to a production company; how do you
safeguard your concept? SEE PAGE 77. * How can you
fund your production with product placement? SEE
PAGE 157. * How do you get a script to popular
Hollywood actors and deal with their agents? SEE
PAGE 222. Find quick answers to these and hundreds
of other questions in this new edition of The Pocket
Lawyer for Filmmakers. This no-nonsense reference
provides fast answers in plain English-no law degree
required! Arm yourself with the practical advice of
author Thomas Crowell, a TV-producer-turnedentertainment-lawyer. This new edition features: *
New sections on product placement, film tax credits
and production incentive financing, Letters of Intent,
and DIY distribution (four-walling, YouTube, Downloadto-own, Amazon.com, iTunes, and Netflix) * Updated
case law * Even more charts and graphics to help you
find the information you need even more quickly. This
book is the next best thing to having an
entertainment attorney on retainer!

Branded Entertainment
This is the history of advertising in motion pictures
from the slide ads of the 1890s to the common
practice of product placement in the present. Initially,
product placement was seen as a somewhat sleazy
practice and also faced opposition from the film
industry itself; it has grown dramatically in the past
25 years. From Maillard's Chocolates advertising with
a shot of Cardinal Richelieu enjoying a hot cup of
cocoa in 1895, to product placements in 2002's
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Minority Report, for which advertisers were rumored
to have paid $25 million, this book explores the
developing union of corporate America and
Hollywood. This work addresses such topics as
television's conditioning of filmgoers to accept
commercials, companies' donation of props, the
debate about advertising such activities as smoking
and drinking in films, and "product displacement," or
demands by companies to keep their products absent
from unpopular or controversial films. Film stills and a
bibliography complete the book.
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