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BORING

HELL

C O V E R  L E T T E R S  A R E

AS

WE ALL KNOW THIS.  

SO INSTEAD OF ANOTHER

BORING COVER LETTER,

IN JUST 72 HOURS I CREATED 

THIS MINI -MAGAZINE CALLED èSTORIEDé. 

ITëS A FUN PORTFOLIO ABOUT ME

AND A HANDFUL OF AMAZING

ENTERTAINMENT MARKETING CAMPAIGNS

IëVE CREATED

DURING MY èSTORIEDé CAREER.

(NOW IS NOT THE TIME FOR MODESTY.)

A COVER LETTER COULD NEVER.



A  L E T T E R  F R O M  T H E  E D I T O R

STORIED ENTERTAINMENT MARKETER(b. 1976)

mrbriancprice.com

I declined  basketball  scholarships  and  
the  Ivy  Leagues  

A K A  T H E  A R T  O F  S E L L I N G  S T O R Y T EL L I N G
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BRIAN C.

P R I C E
E D I T I O N

*THROUGHOUT THIS MINI -MAGAZINE, CLICK ON THE PLAY BUTTONS  to view the entertainment marketing campaigns

referenced on the page. In most cases, the links take you to mrbriancprice.com , a portfolio website containing to branded 

content campaigns Iêve completed at places Iêve worked like Disney, ESPN, NBCU, Hartbeat  and Game Show Network. 

https://www.mrbriancprice.com/


WASNëT KIDDING: That portfolio website  I mentioned has even more of my work that isnêt referenced in this mini-mag. Check it out.

A  L E T T E R  F R O M  T H E  E D I T O R
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WATCH THE FILM

https://www.ispot.tv/hub/kevin-hart-keeps-viewers-merry-like-this-for-sams-club/#:~:text=iSpot's%20survey%2Dbased%20Creative%20Assessment,engaged%20and%20held%20viewer%20Attention*.
https://www.mrbriancprice.com/portfolio?pgid=lqowesxh-a5f51b8b-425b-4424-854f-316cb886b9de
https://www.mrbriancprice.com/portfolio?pgid=lqowesxh-a5f51b8b-425b-4424-854f-316cb886b9de
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E N T E R T A I N M E N T  M A R K E T I N G

BREAKTHROUGH

 WINNING FORMULA:

YOU CANNOT IGNORE THESE  FOUR DIMENSIONS

IF  YOU WANT YOUR ENTERTAINMENT MARKETING

TO BREAK THROUGH TO AN AUDIENCE

* Truby , John. The Anatomy of Story: 22 Steps to Becoming a Master Storyteller. New York, Farrar, Straus and Giroux, 2007.

** Barry, Pete. The Advertising Concept Book: Think Now, Design Later. London, Thames & Hudson, 2008.
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TERMINATORS
TWO
WALK INTO A GYM

THIS IS A CASE STUDY

ILLUSTRATING WHAT HAPPENED WHEN

PARAMOUNT PICTURES CALLED AND ASKED ME TO HELP THEM CREATE

AN ENTERTAINMENT MARKETING CAMPAIGN ON ESPN

TO PROMOTE THEIR UPCOMING FILM

TERMINATOR: DARK FATE.

WHAT FOLLOWED WAS A POP -CULTURE MOMENT IN SPORTS ENTERTAINMENT

THAT CAPTIVATED AUDIENCES IN WAYS

THAT NEITHER THE STUDIO (PARAMOUNT) NOR THE NETWORK (ESPN)

HAD EVER SEEN.

BRIAN C.

P R I C E
E D I T I O N



CLIENT

OBJECTIVES:

PARAMOUNT 

PICTURES
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TWO TERMINATORS

­

GOT IT!

THE

æ

Create relevant content with 
a story ripped from the head -
lines. Pair movie star power 
with sports star power for an 
instant pop culture moment. 
Harness NBA fansê eagerness 
to see Kawhi with new team -
mate Paul George, plus movie 
fansê excitement to see finally 
see Arnold re -team with 
Linda Hamilton. Launch when 
fan anticipation is at its peak.

The Four Dimensions

Story Structure: 
Characters: the beloved OGs, 
Arnold Schwarzenegger and 
Linda Hamilton, are both back 
in this new Terminator movie.

Audience Insight: 
Since his stoic NBA champ -
ionship  playoff run the past 
season, fans and media alike 
had been commenting on 
how Kawhi was çjust like a 
Terminatorè on the court.

Engagement Response: 
Make em laugh. Kawhiês stoic 
demeanor make him fascin -
ating  and unintentionally 
comedic. Plus, there were so 
many Kawhi memes on the 
Internet, we had to take ad -
vantage of that built -in equity.

Delivery: 
Opening day of the 2019 -20 
NBA regular season (the 
height of anticipation for NBA 
fans) and a day that featured 
a marquee matchup between 
Kawhiês Clippers and LeBron 
Jamesê LA Lakers.

INSPIRATION FROM THE CULTURE

SOLUTION

a Breakthrough Campaign

1. We knew the cam -
paign  was special 
when TMZ  leaked 
photos of our shoot 
(Kawhi and Arnold 
working out together 
at Goldês Gym), and 
reported on it before 
they even knew what 
we were shooting. 

2. The finished video 
launched on Twitter 
and Instagram the 
morning of the first 
day of the new NBA 
regular season. Likes 
and comments pour -
ed in from celebrity 
athletes, celebrity ac -
tors and fans.

3. We then debuted 
the spot on TV during 
TNTês NBA Tipoff 
doubleheader, where 
the main event was a 
cross -town matchup 
between Kawhiês Clip-
pers and LeBronês LA 
Lakers.  Because our 
Kawhi -Arnold video 
had already gained 
momentum all mor -

ning /afternoon, by
the double -header, 
TNT on -air analysts 
began discussing 
çthat Kawhi Termin -
ator  spotè pre-game, 
in-game and post -
game. Organically!

4. Our campaign was 
already garnering 
tons of earned media 
after  opening night of 
the NBA season was 
in the books. Sports 
talk TV and radio pro -
grams mentioned and 
even showed çthat 
Kawhi Terminator 
spotè whenever dis-
cussing the Clippers 
vs. Lakers matchup. It 
ran organically in The 
Dan Patrick Show, on 
ESPNês The Jump, on 
Now or Never and 
many more shows.

5. The spot become 
so popular that it was 
requested to run in -
stadium at Clippers 
games on the Jumbo -
tron  and in the con -

cessions areas at 
STAPLES Center be -
fore the game and at 
halftime. The first time 
an ESPN custom spot 
for an advertiser ever 
ran in -stadium at a live 
NBA sporting event.

6. And the press ate
it up, too. Cool thing 
about a spot with 
both Hollywood and 
sports stars was that 
the video got rave 
reviews in both enter -
tainment  and sports 
outlets alike. From 
Variety and Rotten 
Tomatoes, to USA 
Today and Sports Ill -
ustrated . And on the 
press junkets, Arnold 
and Linda constantly 
fielded questions 
about shooting çthat 
spot with Kawhiè in 
their interviews.

7. Every local news 
program in LA re -
ported on the Kawhi 
and Arnold video as a 
featured news story.

They would literally 
introduce the spot, 
show it in its entirety, 
then discuss it. Some 
even used the spot as 
a tease before com -
mercial  breaks.

8. Local is great, but 
things hit another 
gear when the organ -
ic mentions went 
international. From 
social mentions by in -
fluencers  in India, to a 
guy in Germany who 
redubbed the entire 
spot in German with 
him performing all the 
voices (even Lindaês).

9. An underground 
market for fan -made 
merch inspired by our 
Kawhi and Arnold 
video even emerged , 
with the final shot of 
Kawhi and his robotic 
eye glowing red em-
blazoned on shirts, 
coffee mugs, pillows 
and more.

WALK INTO A GYM

WATCH IT HERE

https://www.youtube.com/watch?v=8Ms5hXaCJII
https://www.mrbriancprice.com/portfolio?pgid=lqowesxh-b0abc398-5bbe-448e-8ef2-edaf4c7f2dc1
https://www.mrbriancprice.com/portfolio?pgid=lqowesxh-b0abc398-5bbe-448e-8ef2-edaf4c7f2dc1
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FIRST

FIRST
THINGS

èFIRSTé IS MORE THAN A USELESS INITIAL COMMENT ON A SOCIAL POST.  

SOMETIMES, A èFIRSTé SIGNALS 

TRUE ENTERTAINMENT MARKETING INNOVATION.

THE BREAKING OF NEW GROUND.

THE FOLLOWING ARE A SHORT LIST OF FOUR

èFIRSTSé THAT IëVE ACHIEVED IN ENTERTAINMENT MARKETING.

BRIAN C.

P R I C E
E D I T I O N
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FIRSTZionõs
COMMERCIAL
EVER (NO, REALLY)

I REMEMBER LEBRONêS FIRST COMMERCIAL. It was for 

Nike. The fact that the most highly anticipated basketball 

player in history was finally turning pro and doing his first 

endorsement. There was so much fanfare around it. 

So, prior to the 2019 NBA Draft, with Zion Williamson æ 

the most highly anticipated NBA prospect since LeBron 

æ  turning pro, my goal was to get the biggest scoop in 

sports and entertainment marketing at the time: to land 

Zionês first-ever commercial.

People thought it was far -fetched. çSurely, Zionês first 

commercial would be for a big shoe company or sports 

drink.è That wasnêt my problem. I was gonna  get him to 

do a spot for one of my movie studio clients before Nike 

or Gatorade got to him.

Enter Universal Pictures, whose Fast & Furious spinoff 

Hobbs & Shaw was releasing that summer, shortly after 

the draft. When I was briefed by the studio on the film, a 

key theme that emerged was two former rival characters 

(Dwayne Johnson, Jason Statham) having to become 

teammates.  I had my ammo.  Because I knew two 

college teammates (Zion Williamson and RJ Barrett) 

were speculated to go top 3 in the upcoming NBA Draft, 

and immediately become NBA rivals. 

The juxtaposition was perfect. Zion and RJ had to say 

yes.  They did. The Hobbs & Shaw promo went down as 

the first commercial of Zionês and RJês pro careers. There 

was fanfare. And hoopla. SportsCenter called and asked 

if they could run BTS footage of the commercial shoot  

during their NBA Draft coverage. Well, yeah. If you must.

The Icing: Iêd known RJ Barrettês dad (Rowan Barrett Sr., 

but we called him çDuckè) when we were kids. He had 

visited my house from Canada one summer to play in a 

basketball exchange program called the Peace Games. 

Duck, the clear standout on the Canadian team, was 

fascinated that my dad had been drafted in the first 

round by the Knicks in 1972. He must have talked to my 

dad a millions times that summer about the Knicks.

So, when the 2019 NBA Draft finally came, and with my 

Hobbs & Shaw promo featuring Zion and RJ in rotation, I 

watched with tears as my friend Duck, now a dad, saw 

his son RJ get drafted in the first round.  By the Knicks.

EMvz¢ ¢M_8
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FIRST

SEE BTS HERE

WATCH IT HERE

https://www.mrbriancprice.com/portfolio?pgid=lqowesxh-960b1a0d-5d9c-4914-a84a-568d4087dba6
https://www.mrbriancprice.com/portfolio?pgid=lqowesxh-960b1a0d-5d9c-4914-a84a-568d4087dba6
https://www.mrbriancprice.com/portfolio?pgid=lqowesxh-960b1a0d-5d9c-4914-a84a-568d4087dba6
https://www.mrbriancprice.com/portfolio?pgid=lqowesxh-75458bc4-35c6-4039-ab83-aba9b28df8f6
https://www.mrbriancprice.com/portfolio?pgid=lqowesxh-75458bc4-35c6-4039-ab83-aba9b28df8f6
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HADNõT DONE
DENZEL

A SEQUEL

OR A PROMO
(UNTIL THIS)

BEFORE THE EQUALIZER 2, Denzel Washington, 

one of the greatest actors of a generation, had 

never done a sequel. And when my team set out 

to create a custom campaign for The Equalizer 2 

in the 2018 NBA Finals, we learned that Denzel 

had also never shot a movie promo for any of his 

previous films. 

So in a case of çkilling two birds with one stone,è 

we created a campaign for The Equalizer 2 with a 

faux storyline where NBA athletes auditioned to 

revive the role of çEqualizerè Robert McCall once 

Denzel broke the news to director Antoine Fuqua 

that he would not be appearing in the sequel.  

The campaign might have been Denzelês first, but 

regardless, you donêt teach Denzel. You just 

watch him work, and you learn from him.

EMvz¢ ¢M_8
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WATCH IT HERE


