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BORING

AS

HELL

WE ALL KNOW THIS,

SO INSTEAD OF ANOTHER
BORING COVER LETTER,
INJUST 72 HOURS I CREATED
THIS MINI -MAGAZ I NET CALLED ‘e STORI EDEg,
' TeS A FUN PORTEFEOLI O ABOUT ME
AND A HANDFUL OF AMAZING
ENTERTAINMENT MARKETING CAMPAIGNS
I eVE CREATED
DURI NG MY @STORI EDé CAREER.
(NOW IS NOT THE TIME FOR MODESTY.)

A COVER LETTER COULD NEVER.
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THAT'S
ENTERTAINMENT

.MARKETING

AKA THE ART OF SELLING STORYTELLING

Twenty-five years. That’s how long I've been
practicing this marketing thing, professionally at
least. Before advertising was a job for me, it was an
undying curiosity. I'd study it voraciously. Clip my
favorite magazine ads, stuff ’em in manila folders.
Photocopy whatever articles I could find about
advertisers like Tom Burrell, and staple the pages

together to make my own reference books.
I'd replay commercials on my family's
VCR, take notes, time where the music
cues came in. Where the jokes landed. I
had to know how ads worked. That, and
how to beat Super Mario Bros.

Meanwhile, I was making straight A’s
and stuntin’ like my daddy on the court
(my dad played ball for the Sixers, Knicks
and Pacers) by leading my Indiana high
school varsity basketball team in scoring,

| declined basketball scholarships and
the Iy Leagues to study marketing at

Florida A&M (an HBCU). First night on
campus, I beat the FAMU basketball team
in a pickup game. Still, I didn’t regret my
decision not to play. I was a marketer first.

Good grades came with hard work. I was
disciplined enough to earn A’s in all my
classes, while on the side I made beats,
wrote rhymes and did live shows with my
hip-hop crew. I also produced a weekly
TV show on campus — my intro to the set. I
was an entertainer, but traditional product
marketing was still my aspiration.

I took a job as an equipment buyer at
Ford after graduation, because their Ford
College Graduate program guaranteed a
“rotation year” after 12 months, where I'd
be able to handpick which marketing
department I wanted to work for (since in
that rotation year, I'd be free headcount).
My strategy: buy assembly plant
equipment for a year, learn negotiation
skills, then be so dope at advertising in my
rotation year that they’d beg me to stay and
be an ad guy instead of going back to being
abuyer. I always had a plan. And it worked.

I accepted a permanent marketing role
with Ford, and moved from Detroit to LA.

Product marketing was...cool. And like
I'd always envisioned, I was doing it at the
best of the best Fortune 500 companies.
Before marketing cars at Ford, as an intern
I'd marketed dishwashing liquid at P&G,
and TVs/VCRs at Walmart.

But then something happened. For
vacation, my then-GF-now-wife and I
attended the Acapulco Black Film Festival.
On the ride back from the “Baby Boy”
premiere, I shared a cab with a man whoI'd
later learn was a screenwriter named
Gregory Allen Howard. In that cab, he’d
ask a question that would change my life:
“So, what do you do in the industry?”

mrbriancprice.com

*THROUGHOUT THIS MINI  -MAGAZINE, CLICK ON THE PLAY BUTTONS
referenced on the page. In most cases, the links take you to mrbriancprice.com
content campaigns | éve completed at
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A LETTER FROM THE EDITOR

“Nothing,” I told him (in hindsight, not a
great answer). “Ijust like watching movies.”

But Howard recommended that if T ever
wanted to know how movies were actually
written, I should read the book Screenplay
by Syd Field. “You don’t need film school,”
he said. “Everything you need to start
learning is in that book.”

Ijotted down the name of the author of
the book, and tucked it away in my wallet.
Months later, I followed Howard’s
recommendation and ordered a copy of
the book. Something to pass the time while
I'was serving on jury duty.

A profound curiosity was unlocked.

I had always been a huge fan of movies.
Watching was one of my favorite pastimes.
But having scratched the surface of learning
the actual mechanics and principles of story
structure, I found myself diving deep into a
space  of exploration, wanting to
understand what made movies and the
stories behind them tick — as much as, if
not more than, I had once wanted to learn
how and why my favorite ads worked.

Soon, my personal library of books about
storytelling took up an entire shelf. And
then two shelves. And then, a row of books
covered the end table next to my bed.

I would read the works of people like
Robert McKee and come to realize that
screenwriting lessons were actually life
lessons, because great stories are
constructed to be experienced in the same
manner in which we experience life itself.
Storytelling was everywhere.

I could see the parallels between great
storytelling in film, on TV, in songs like
Lucky Man by Emerson, Lake & Palmer,
and yes, even in mediums like advertising.

This was a game changer. Traditional
product marketing, once my focus, seemed
a bit insignificant. Now I wanted to prove
that you could apply the same product

Syd Field

Screenplay

The Foundations of
Sereenwriting

‘A Suep-by-Step Guide from Concept o Finished Seript

I
:

I found Rysglf divin
deep intoa space o
exploration, wanting to
understand what made
movies and the
screenplays behind
them tick — as much as,
if not more than, I had

once wanted to learn
how agdwhy my
favoriteé®a orked.
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§] Ubrdnd int¢ ieatlbns and product placement

marketing principles when speaking to an
audience for entertainment properties.

I started consulting for independent
filmmakers. Helping them figure out how
to market their films, get into festivals, even
get television distribution. This was fun.
But fun doesn’t pay the bills. I had to make
entertainment marketing my new normal.

On my commute into work at Ford one
day, I decided I would quit my job on the
spot unless some revelation changed my
mind by the time I arrived at the office
parking lot. Nope. So I gave my notice.

I then transitioned into entertainment
marketing at DIRECTV, managing their
co-op marketing budget and developing
ads for DIRECTV and its partners.

Aftepageorg, I took a job at MTV doing

or MV in stiows like Run’s House. From
ere, an opportunity arose to go start an
integrated marketing department at Game
Show Network (one block down on the
same street as my old MTV office).

I'd found a home in entertainment. I'seta
goal to become a vice president at a major
entertainment studio by age 35. Weeks
before my 36th birthday, I was hired as VP
of Creative Partnerships at NBCUniversal.

From there, I oversaw an integrated
marketing team at ESPN and then at
Disney, creating custom TV, digital and
social campaigns to promote the film, TV
and streaming properties of Disney’s movie
studio and streaming ad clients.

Next, I served as Head of Branded
Content & Creative Strategy at Kevin
Hart’s company Hartbeat — a role I held
until I voluntarily resigned in 2023.

My roles might change, but I'll always be
a lifelong student of storytelling. This week,
T'm reading The Anatomy of Genres by
John Truby. I think 'm gonna need a new
bookshelf.

WASNET KI Dbat pb@Eolio website

mentioned has even

mor e

of my womRkg. Ghéchitout.i s n ét
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THE REMARKABLE PORTFOLIO ACCOUNT OF AN ENTERTAINMENT MARKETER

006 Come see the beautiful people 029 A‘\%
who’ve appeared in my work. And
KEEPING IT 100 by “beautiful,” I mean yes there was BREAKING SOCIAL

a hair/makeup budget.

FOR THE HOLIDAYS & RECORDS AT ESPN

017 Over 7.8 million views for a single

social post. That’s like if every
THE person in Finland plus Botswana is

your audience. And then you show

D E BAT E ’em a Spider-Man video.

I wrote and produced a holiday
short film for Sam’s Club that
ranked in the 100th percentile.
You can’t beat 100. I checked.
Percentiles don’t give extra credit. | -

007 KUEU+ E A E-Ugilé M WEGCGU =CE gelU3@sv. gzs |
geAg 2M2 fe yA+U i9g  9gC Ay i ~ A y, J
THE FOUR % A eacn VT 0 O READYSET, G0 5
CA CAU Ce _i1+U03J+E AUGNCE-fA GF0and E
DIMENSIONS SUAICRE _CHEU gecisg uatbbS BHOTOS
OF BREAKTHROUGH I rarely take BTS photos when I
_____________ 027 work. But the kids said, “Pic, or it
N _ - N A, neverhappened.”Itolcfthose kids
_J CWUA EUTIi ealOudMEVLO ASHOWI CREATED: “BTS” means “behind the scenes.”
JUAEE T A geU ¢AyU' CA v [ AcEUOI UAGE ” They called me a liar.
®CE 1 EUA-géEChgeé UAGUEg KTi&EJDgTOEbR
yAE-Ugi A¢c EgEAgUc¢Jd: ~C EhiE.
Ehat tcilme I createld, prodfuced and 032
osted an original series featurin
008 interviei(wswét celebs frorlnlf)isnegy THE OBLIGATORY
networks and streaming platforms.
TWO TERMINATORS EP RESUME

Can’t get outta here without
playing everybody’s favorites.
Contact Info. Experience.
Education. All the hits.

Once, Arnold Schwarzenegger told
Kawhi Leonard, “Come with me if
you want to lift.” Hijinx ensued.
And all of entertainment noticed.

010
FIRST THINGS FIRST

What do Denzel Washington,
Zion Williamson and t%le
Jumbotron at Crypto.com all
have in common?

I was their first (so to speak).




> \ For the 2022 holiday season, SAM’S CLUB asked
“ Kevin Hart’s company HARTBEAT to create a

standout piece of branded content to introduce its
§/ new holiday marketing campaign “Merry Like This.”
Hartbeat’s solution was to create the original holiday
~ short film “Merry Like This”, written by Brian C. Price
(Hartbeat’s head of branded content & creative strategy),
starring Kevin Hart as a husband and father caught in a holiday
party hosting dilemma. When Kevin’s wife invites more guests
than expected, one of those uninvited is his daughter’s annoying
boyfriend (Marcus Scribner, Black-ish), who tags along during an
emergency Sam’s Club run and even asks Kevin for his daughter’s
hand in marriage!

The two-minute film, which featured original music by
recording artist Kirby, ran in over 1,700 theaters nationwide.
And according to iSpot, the film set a new standard for branded
content excellence by ranking in the 100TH PERCENTILE on
Likeability, Information, and Change.

THE STO

Brian C. Price and Hartbeat

“Keep It 100’ for Sam’s Club
during the Holiday Season!

Ring in the
holidays .... literally. :

Marcu Komberly Andrea Lynn
Scribner Dooley Ellsworth

; )
y N A\

ERImKEES TaH"1 S

WATCH THE FILM

MAR 2024



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

will best engage with an au

FOUR DIMENSIONS ©oF

BREAKTHROUG

ENTERTAINMENT MARKETING

B. PRICE’s WINNING FORMULA:
FOUR DIMENSIONS

YOU CANNOT IGNORE THESE

IF YOU WANT YOUR ENTERTAINMENT MARKETING
TO BREAK THROUGH TO AN AUDIENCE

1. STORY :

STRUCTURE"

Which element of this

ertainment property’s s_tory
il dience?

Story World
Characters
Hero’s Weakness/Need
Hero’s Strength
The Inciting Incident
Hero’s Desire
The “What If?” Premise

etc. /

3. ENGAGEMENT
RESPONSE**

How do we want the audience
to enggge with/respond to this
marketing message specifically?

Smile
Laugh
Be Informed
Be Persuaded
Interact
Think

]

k

-

\
2. AUDIENCE !
!

INSIGHT )

; What does the audience
Now, or at |east believe they
Now, and how does that “truth”

1 Provide an authentic backdrop for us

: O Create a mea
i this entertainme

ningful dialogue about
nt property right now?

4. DELIVERY

What is the environment

in which, and/or technology
through which, we can c_jeln\{er
the marketing communication
that will tattoo it onto the
audience’s memory?

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

THE STORIED BRIAN C. PRICE

e Barry, Pete. The Advertising Concept Book: Think Now, Design Later. London, Thames & Hudson, 2008.
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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.

THIS IS A CASE STUDY G
ILLUSTRATING WHAT HAPPENED WHEN A




OBJECTIVES:
PARAMOUNT
PICTURES

CLIENT

Reinvigorate the Terminator franchise « Reignite the fan base «
Broaden to young and multicultural audiences « Reinforce the return of both
Arnold Schwarzenegger and Linda Hamilton to the franchise

INSPIRATION FROM THE CULTURE

KAWHI LEONARD IS
“LIKE A TERMINATOR”
& OTHER MEMES

Come to LA

TWO TERMINA

1. We knewthecam -
paign was special
whenTMZ leaked
photos of our shoot
(Kawhi and Amold
working out together
at
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 commentspour -
ed in from celebrity
athletes, celebrityac -
tors and fans.

3. We then debuted
thespoton TV during
TNTés NBA T
doubleheader, where

the main eventwas a
Cross -town matchup
bet ween Kaw
pers and Le
Lakers. Because our
Kawhi -Arnold video

had already gained
momentumallmor -

Gol dés G

THE

Results

&

“What it do,
baybeee?!!” Robot Laugh

Manliest
Handshake

Kawhi’s

“Hasta la
vista, baby.”

"

Arnold &
Linda

a Breakthrough Campaign

WALK INTO A GYM

ning /afternoon, by
the double -header,
TNT on -air analysts
began discussing
¢cthat Temwhi
ator s pot égape; €
yinrgame asdipagt -
game. Organically!

4. Our campaign was

already garnering

tons of earned media

after opening night of

the NBA seasonwas

inthe books. Sports

tak TVandradiopro -

grams mentioned and

even showed

Kawhi Terminator

spot e whene

cussing the Clippers

vs. Lakers matchup. It

ran organically in The

Dan Patrick Show, on

ESPNés The
i Now dr Nlever and

many more shows.

h5. Téiesspotbecone

Bso populdrghat itwas
requestedtorunin = -
stadium at Clippers
games onthe Jumbo -
tron andinthecon -

THE STORIED BRIAN C. PRICE

cessions areas at
STAPLES Centerbe -
fore the game and at
halftime. The firsttime
an ESPN custom spot
for an advertiser ever
ranin -stadiumat a live
NBA sporting event.

6. And the press ate
itup, too. Cool thing
about a spot with
both Hollywood and
sports stars was that
the video got rave
reviewsinbothenter -
tainment and sports
ogtietakke. From
Variety and Rotten
vTematoes,ito $JSA
Today and Sports Il -
ustrated . And onthe
press junkets, Amold

and Linda constantly
Jfieldedryestions
about shoot
spot with K

their interviews.

7. Everylocal news
programin LAre -
ported on the Kawhi
and Arnold video as a
featured news story.

They would literally
introduce the spot,
show itin its entirety,
then discuss it. Some
even used the spot as
atease beforecom -
mercial breaks.

8. Local is great, but
things hit another

gear when the organ

ic mentions went
intemational.  From
social mentionsbyin -
fluencers inIndia, toa
guy in Germany who
redubbed the entire

spot inGerman with
him performing all the
voices

9. An underground
marketforfan -made
merch inspired by our
Kaghi agdtAmaidt

avidéoeven emerged

with the final shot of
Kawhi and his robotic
eyeglowingred em-
blazoned on shirts,
coffee mugs, pillows
and more.

Engagement, Views and Reach. We created a pop-culture moment by trending on Twitter
immediately following the launch, and amassing 41K posts in the first 24 hours online across
Twitter and YouTube. Video views reached 10.2 million online in the first 48 hours. And the
campaign exceeded 66.5 million total reach across Terminator, Paramount and talent socials.

(even

GOT IT!

OLUTI

Create relevant content with
astory ripped fromthe head -
lines. Pair movie star power

with sports star power for an h
instant pop culture moment.
Harness NBA f ans’
to see Kawhi with newteam -

mate Paul George, plus movie
fansé excitement
see Amoldre -teamwith

Linda Hamilton. Launch when

fan anticipationis at its peak.

The Four Dimensions

Story Structure:

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

Audience Insight:

Since his stoic NBAchamp -
ionship playoff run the past
season, fans and media alike
had been commenting on
how Kawhi was ¢j

Termi natore on
Engagement Response:
Makeem| augh. Kawhi é

lddmBaforrfaRehim  fascin -
ating and unintentionally
comedic. Plus, there were so
many Kawhi memes on the
Internet, we hadtotakead -
vantage of thatbuilt  -in equity.

Delivery:

Opening day of the 2019
NBA regular season (the
height of anticipation for NBA
fans) and a day that featured

a marquee matchup between
Kawhi és Clippe
Jamesé LA Lake

-20

rs
rs
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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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SI GNALS

TRUE ENTERTAINMENT MARKETING INNOVATION.

THE BREAKING OF NEW GROUND.

THE FOLLOWING ARE A SHORT LIST OF FOUR

RESHRES el HAAE 2 v N B AL G R ECVEE- BT

N ENTERTAI NMHRENT
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COMMERCIAL
EVER (NO, REALLY)

I REMEMBER LEBRONéS FI RST COMMERCI AL .
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.

WATCH IT HERE

So, prior to the 2019 NBA Draft, with Zion Williamson
the most highly anticipated NBA prospect since LeBron
& turning pro, my goal was to get the biggest scoop in
sports and entertainment marketing at the time: to land
Zi o n é sverfcommertial.

People thoughtitwasfar -f et ched. ¢Surely, Zionés first
commercial would be for a big shoe company or sports

drink.ée& That wasnétgonmygethimombl| em. | was

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

or Gatorade got to him.

Enter Universal Pictures, whose*& Furious spinoff
Hobbs & Shaw was releasing that summer, shortly after
the draft. When | 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. | had my ammo. Because | knew two
college teammates (Zion Williamson and RJ Barrett)
were speculated to go top 3 in the upcoming NBA Dratft,
and immediately become NBA rivals.

The juxtaposition was perfect. Zion and RJ had to say
yes. They did. The Hobbs & Shaw prome went down as
the first commerci ﬁ"’of Zionés
was fanfare. And hoopla. SportsCenter called and asked
if they could run
« during their NBA Draft coverage. Well, yeah. If you must.

Thelcing: | éd known RJ Barrettés dad
but we called him ¢Duckeé) when
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 Diraft finally came, and with my
Hobbs & Shaw promo featuring Zion and RJ in rotation, |
watched with tears as my friend Duck, now a dad, saw
his son RJ get drafted in the first round. By the Knicks.

THE STORIED BRIAN C. PRICE MAR 2024
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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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