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video music awards
MTV 2000, 2002, 2003, 2005, 2007, 2009

My first project at MTV was for the 2000 Video Music Awards. it was a whirlwind
shoot with legendary photographer David LaChapelle and some of music’s biggest
stars. The campaign was a celebration of New York, with talent playing the roles of
sanitation workers, a construction crew, a hot dog vendor and more. The show was
one of the highest rated VMA’s in history. And that was just the beginning.

In 2002, with the memory of September 11 still frash, the VMA’s celebrated New York
in a different way, with David LaChapelle shooting “real” New Yorkers posing with a
life-size cut-out of our iconic awanrd statuette, the Moonman. The campaign was fun,
eye catching and unforgettable, reminding us all why we love New York and why it
loves us back.

For 2003, we worked with award-winning 3D artist Kevin O’Callaghan and his stu-
dents from the School of Visual Arts to create oversized sculpted portraits of VMA
talent, shot by fashion photographer Dewey Nicks. While the posters alone generat-
ed excitement, the real fun was revealed at the VIMA Sideshow in Rockefeller Center
where Kevin and his team built a massive carousel celebrating the VMA's.

The 2005 show took place in Miami and water was the dominant theme. So | chal-
lenged photographer Matthias Clamer to create a curtain of water that talent could
stop through. What they came up with was remarkable, but just as important, it was
also portable. We shot Ludacris In L.A., Shakira in Versailles, Mariah in London and
Green Day in Kristiansand.

In 2007 the show went to Vegas so our key art ‘“went” there toa. Nothing says Rock
and Roll Vegas like a trashed hotel room full of excess and debauchery. And no one
captures excess and debauchery like David LaChapelle. Long before The Hangover
movie series we knew you had to have a few wild animals and showgirls to make a
great party. Our third and final collaboration (to date) gave us a beautiful panoramic of
the wild fun that exemplifies VMA. One time we were happy what happened in Vegas
didn't stay in Vegas.

In 2009, the show producer developed a logo inspired by West Side Story, so we
played off the “environment” created by the stylized letters. Knowing that the artists
had to interact with the letters, we directed them to take poses as though they were
on a fire escape or swinging from a street sign. The final effect was fun and bright.
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DROP EVERYTHING AND DIVE IN
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performances b Y
kanye west - kally clarkson - green day

mariah caray - the killers - ludacris
shakira - 50 cent and more!

2005 / Photography: Matthias Clamer, Design: Christiopher Truch, Dan Covert, Logo: Dan Covert
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2000 / Photography: Jamic Carcy, (Taylor Swift — Rene Cervantes), Design: Rich Browd, Logo: Rich Browd
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skins us
~MTV 2011

Kingdom, SKINS is a scrlpt d ¢ written | vted by young
people, which made it perfect for MTV Our campaign was a provoc-
ative, gritty glimpse at what the series was about. Photographer
Jason Nocito mixed fashion and a “Last Night’s Party” immediacy,
creating a voyeuristic view of a debaucherous night out. We also
used social media, traditional media, channel i.d., and stunts to
build awareness from the ground up. Content was developed for
tumblr, facebook, and fan blogs, and was teased out months in ad-
vance so those in the know could spread the word long before our
main campaign launched.
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teen wolf
MTV 2011

MTV'’s scripted re-make of Teen Wolf is a darker take on the by now
classic tale of what happens when an average high school boy gets
bitten and cursed by a werewolf. The show is a metaphor for ado-
lescence, where dangerous transformations lead to forbidden love.
The iniitial key art was designed to create a sexy, intense tone. Tyler

Posey sits bloody with clothing torn, his eyes hinting at the supernat-
ural potential suggested by the title. With the seasons that followed
we always worked to balance the Teen vs Wolf in how the character
was portrayed and relyed on the underlying narrative from the series
to guide our thinking. Here’s some of our best.
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teen wolf fan art exhibit
MTV 2016

When Season 5 was coming up we hit one of those pesky budget cuts that so often chal-
lenge creative and marketing alike. So instead of a full cast photo shoot with narrative
driven promos we opted to enlist our talented and enthusiastic fan base. Tumblr was
already full of fan art and fan fiction so we reached out to a dozen of the best to create
images based on the upcoming plot lines for the new season. Each artist was given a
format, plot summary and a budget of $500 each. The results were phenomenal we got
so much more than we hoped for and quickly decided to exhibit the work in a gallery and
host an art show. The Art Directors club graciously let us and hundreds of local fans oc-
cupy there space for a fun filled evening with special guests, creator Jeff Davis and lead
actor, Tyler Posey. the fans went wild and buzz for the new season was howling!



teen wolf bestiary
MTV 2015

One of the many great things about Teen Wolf was how the series writers delved into
mythology from season to season. As the popularity of the series grew we looked for fun
ways to excite and reward the fans with premium, limited edition items that were more
than the run of the mill promotional items. The love for this series was deep so we had to
dig deep for cool content. One year as part of our Comic Con promotion we suggested to
do a fully illustrated bestiary detailing the various creatures and mystic totems that had
been mentioned in the show. One of the main characters had referenced the bestiary in
previous episodes so it seemed like a great opportunity to create something that added
a meaningful layer to the already rich narrative. We were fortunate enough to hire Teen
Wolf fan, Swann Smith to illustrate and design the book and produced a special run for
comic con. The giveaway was so successful that we reprinted a scaled down version for
the subsequent DVD release and artwork from our bestiary made it onto the screen af-
ter series creator Jeff Davis saw the beautiful lllustrations. Our wildest ambitions were
realized as we became part of the Teen Wolf canon.
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scream the tv series
MTV 2014

“Do you like scary movies?” Of course you do. And one of the
all time classics is the Wes Craven favorites, Scream. The 90’s
era hit reinvented the slasher horror series for a new generation
bringing wit, mystery and a sexy cast to the horror pantheon of
greats. It seemed like a perfect fit for a new generation of MTV
viewers already watching new American Horror Stories through
their fingers and loving every blood curdling moment.

A new mask, a new set of victims and a killer campaign to let
you know, you’ll never see the killer coming.
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The MTV2re-launchrefocused the channel foramale
audience, and the new logo captured the spirit of
“man’s best friend” with the sighature MTV twist—a
two-headed dog. The buzz was enormous around
the teaser creative as people wondered what our ad
campaign was all about. Was it a skate company? A
new brand of sneaker? Or the new home for young
male viewers who loved hip-hop, comedy and alter-
native sports?
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With the growing Latino population, MTV wanted
to embrace this unique group of young people who
identified themselves as equally Latino and Amer-
ican, Spanish and English. With that in mind, we
captured that spirit with portraits of popular Latino
musicians paired with American artists. Famed art-
ist Tim Okamura was tapped to render the portraits,
and the result was an iconic series that announced
to the world that tr3s esta aqui.
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mtvU
PROMO 2005

In 2005, the fledging mtvU channel was starting to get some buzz as it ex-
panded its presence on college campuses across the country. Smart, edgy
playlists mixed with news clips, lifestyle and promo i.d.s, like the two fea-
tured here.

| was given the opportunity to help create these video “haikus”—five-sec-
ond shorts rendered in watercolor with a cello soundtrack—offering mtvU’s
growing audience a brief vignette of student life.

It was a bit of a challenge because | was working on VMA creative at the
same time, and that year had me travelling more than usual. Thankfully, |
managed to get all five sets (25 paintings total) completed and the spots
looked great. They still occasionally pop up between music videos.

MTYV




Watercolor by:
Jim deBarros

Arrangement by:
Matt Haimovitz, cello

J.S Bach “Sarabande”

from Suite 3 in C




finding carter
MTV 2013

Carter was a normal teenaged girl living her life with her mom,
who was like her best friend until her world is torn apart only
to learn her mom was not her mom and that she’d been kid-
napped as a child. As a life long New Yorker | remember the
horrifying disappearance of Etan Patz who was just a few years
younger than myself when he went missing. It was the first
time | can recall anyone using a milk carton as a messaging
device to bring awareness to this tragic story. For our launch
campaign we worked with Mirko lli to drive home the essence
of this new drama series.
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| the inbetwesnera / 2012

2012

Another adaptation of a hit U.K. comedy series, this show focuses on a group
of friends who aren’t the worst off in the social hierarchy but they’re also far
from the top of the pyramid... basically, they’re in between. The campaign
plays with the idea of “See no evil, hear no evil, speak no evil” and invites
viewers into “the in-between” world these characters occupy. The promo uses
photography and some clever editing to give you a glimpse into the guys’ very
different personalities and senses of humor.









the hard times of rj berger
MTV 2010

Ever wonder what male porn star Ron Jeremy was like as a teenager? Well
wonder no more. MTV’s first scripted comedy series for the emerging millenni-
al audience, delves deep to answer the gquestion. Our hero, a scrawny, bespec-
tacled, comic book reading geek with equally odd friends is R.J. Berger who
has very little going for him but he is unusually well endowed. One might think
this extra oomph in his shorts would compensat for his other set backs but
R.J. finds out very quickly that his nerd status is only exacerbated when his
junk is exposed to the school at a sporting event do to some ill fitting shorts.
They key art for season 1 recreates this revealing moment with a twist by not
showing the main character and suggesting rather than showing what all the
fuss is about. We get reaction shots of the rest of the cast and the viewer is
left to imagine how big a problem R.J.’s popularity is facing.

In Season 2 R.J. has turned the tables on the jocks and popular Kids at school.
The meek have indeed inherited the earth (or at least the halls of high school).
Now R.J.'s problem is choosing between the girl of his dreams or the girl whose
been by his side since day one. Friendship or fantasy. Hard Times indeed.
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2010/ Photography: Art Strieber, Design & Logo: Rich Browd
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TWO’S COMPANY. THREE’S COMPLICATED.

2011/ Photography: Matthlas Clamer, Design: Anthony Annandono







awkward.
MTV 2012

After a hit debut season, awkward. r
just in time for main character Jer
cide whether she wanted romance ¢

Inspired by Joh n Hughes’ classic tee

ies like, we played up the love triangl
Jake, Jenna and Matty, with promos
key art that implored her to make a ¢
sion, and got viewers to watch it all unf




Sometimes high school can be a real bitch.

11/10c =

facebook.com/MTVawkward







Santeria MTV Ident Promo

The assignment was to take a vinyl MTV and make a fun
spot to air on linear and social platforms. It had been a while
since MTV commissioned or aired any brand promos and we
thought this department wide challenge could be a fun and
cost effective way to build up a new bank of spots to air when
inventory freed up.

My idea was to nod to our history of music but with a twist.
Some have accused the network of straying from the path.
| figured sacrifices would have to be made to get back in
favor. | recruited renowned experiential artist, Kevin O’'Cal-
laghan to turn one of the vacant offices at MTV into this “al-
tar” to the gods of music. A quick eye can catch one of the
many easter eggs we planted in the space with references
to Prince, Nirvana, One Direction and more. Sadly new lead-
ership took over shortly after the spot was completed so it
never aired. The gods were not amused.







sony music - elektra records

My first work after graduating from Pratt was as a De-
sign Assistant at Island Records. At the time, itinvolved
a lot of copy setting, photo stats and paste-up. I’m sure
these terms are foreign to many young designers today,
but the experience was invaluable, as Island served as
a sort of finishing school for me, and prepared me for
everything that would follow.

At Sony Music, | started as a designer and gradu-
ally worked my way up to Art Director. In that time, |
worked with other Art Directors, illustrators, pho-
tographers and of course musicians from across the
spectrum. It was a fun, adventurous time that | will al-
ways remember fondly. After four years at Sony, oppor-
tunity knocked again and | moved on to Elektra Records/
Warner Music as a Sr. Art Director, where | further honed
my skills and expanded upon my talents as a designer
and Art Director.

These are just a few examples of the great work | was
privileged to participate in.
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sony music black history month

Of the many projects | worked on at Sony Music, one stand-
out assignment was their annual Black History Month ad.
Traditionally this ad would feature African American art-
ists with an obligatory line honoring Black History and that
was that. My partner that year, writer Kim Green, wasn’t
content to stick with the same ol’, same ol’, and challenged
the team to reconsider what we could do with print me-
dia. The resulting ad featured a photo we found through
the Shooting Back organization and was a huge departure
from the cookie cutter creative that had come before. Ulti-
mately, we raised the bar, inspiring the label to invest real
ideas into Black History month for years to come.

SONY MUSIC SALUTES YOU.
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