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One Tree Hill Becomes State’s Longest Running
Series
TV Show Has Generated More than $135 Million for State’s
Economy

RALEIGH — The CW Network has decided to film a seventh
season of the Wilmington-based drama series “One Tree
Hill,” making it North Carolina’s longest running TV series.
The show has generated more than $135 million to date in
estimated spending in North Carolina.

“This is great news for Wilmington and for North Carolina,”
said Commerce Secretary Keith Crisco. “This decision to
continue filming for another season means that the state
will continue to benefit from more than 125 long-term jobs
brought in by our film industry.”

One Tree Hill has been filmed exclusively in Wilmington
since 2003. The drama, which airs at 9 p.m. on Mondays,
stars Chad Michael Murray, Hilarie Burton, James Lafferty,
Bethany Joy Galeotti and Sophia Bush as former high
school classmates coming to terms with adulthood.

The CW's order for a 22-episode seventh season will give
the drama 152 episodes in total. That makes it the longest-
running project to be filmed in North Carolina, surpassing
Dawson’s Creek by 24 episodes. Coupled with the state’s
extraordinary locations, phenomenal infrastructure, and
support from the local community, North Carolina’s film tax
incentive helped keep One Tree Hill from leaving the state
to film in other locations.

“Our film incentive helped keep the program going, along
with a lot of hard work by the folks in Wilmington,” said
state Film Office Director Aaron Syrett said. “But if we want
to keep these high-paying jobs coming into the state, we
need to continue to be competitive with our incentive
program. Other states are offering a lot more than we are.”

North Carolina created a film incentive package in 2007
and improved it in 2008. The film credit is 15 percent tax
credits when a film company spends a minimum of
$250,000 in the state.
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Freedom Corps

Make a Difference. Volunteer.

In Downturn, Americans Flock to the Movie s
By MICHAEL CIEPLY and BROOKS BARNES

While much of the economy is teetering between bust and bailout,
the movie industry has been startled by a box-office surge that has
little precedent in the modern era. Suddenly it seems as if everyone
is going to the movies, with ticket sales this year up 17.5 percent, to
$1.7 billion, according to Media by Numbers, a box-office tracking
company.

And it is not just because ticket prices are higher. Attendance has
also jumped, by nearly 16 percent. If that pace continues through
the year, it would amount to the biggest box-office surge in at least
two decades.

Americans, for the moment, just want to hide in a very dark place,
said Martin Kaplan, the director of the Norman Lear Center for the
study of entertainment and society at the University of Southern
California.

“It's not rocket science,” he said. “People want to forget their
troubles, and they want to be with other people.”

Helping feed the surge is the mix of movies, which have been more
audience-friendly in recent months as the studios have tried to
adjust after the lackluster sales of more somber and serious films.

As she stood in line at the 18-screen Bridge theater complex here
on Thursday to buy weekend tickets for “Jonas Brothers: The 3D
Concert Experience,” Angel Hernandez was not thinking much about
escaping reality. Instead, Ms. Hernandez, a Los Angeles parking lot
attendant and mother of four young girls, was focused on one very
specific reality: her wallet.

Even with the movie carrying a premium price of $15 because of its
3-D effects — children’s tickets typically run $9 at the Bridge — Ms.
Hernandez saw the experience as a bargain.

“Spending hundreds of dollars to take them to Disneyland is
ridiculous right now,” she said. “For $60 and some candy money |
can still be a good mom and give them a little fun.”

A lot of parents may have been thinking the same thing Friday, as
“Jonas Brothers” sold out more than 800 theaters, according to
MovieTickets.com, and was expected to sell a powerful $25 million
or more in tickets.

Other movies kept up their blistering sales pace, too, including “Tyler
Perry’s Madea Goes to Jail,” about a gun-toting grandma. Even
“Taken,” a relatively low-cost thriller starring Liam Neeson, is
barreling past the $100 million mark this weekend.

Historically speaking, the old saw that movies do well in hard times
is not precisely true. The last time Hollywood enjoyed a double-digit
jump in attendance was 1989, when the unemployment rate was at
a comfortable 5.4 percent and the Gothic tone of that year’s big hit,
“Batman,” seemed mostly the stuff of fantasy. That year, the number
of moviegoers shot up 16.4 percent, according to Box Office Mojo, a
box-office reporting service.




ERMP YouTube.Com Channels

ERMP’s Main Youtube.com Channel
http://www.youtube.com/user/ERMPTV
Please subscribe!

ERMP’s Main Channel for Festival Footage
http://www.youtube.com/user/ERMPFestivalVi
deo

Please subscribe!

ERMP’s Animation Channel
http://www.youtube.com/user/ERMPAnimation

ERMP YouTube.Com Channels

ERMP’s Talent Channel for Directors Casting
Efforts
http://www.youtube.com/user/ERMPTALENT

ERMP’s Channel for Accessible Location
Footage
http://www.youtube.com/user/ERMPLocationVid
eo

ERMP’s Channel for B Roll Sample Footage
http://www.youtube.com/user/ERMPBRollVideo

In 1982, theater attendance jumped 10.1 percent to about 1.18
billion (the top seller was “E.T.: The Extra-Terrestrial”’) as
unemployment rose sharply past 10 percent. Then admissions
fell nearly 12 percent, an unusually sharp drop, in 1985 (the
“Back to the Future” year), as the economy picked up —
suggesting that theater owners have sometimes found fortunes
in times of distress, and distress in good times.

Academic research on the matter is scant. One often-quoted
scholarly study by Michelle Pautz, of Elon University, was
published by the journal Issues in Political Economy in 2002.
Over all, it said, the portion of the American population that
attended movies on a weekly basis dropped from around 65
percent in 1930 to about 10 percent in the 1960s, and pretty
much stayed there.

The film industry appears to have had a hand in its recent good
luck. Over the last year or two, studios have released movies
that are happier, scarier or just less depressing than what
came before. After poor results for a spate of serious dramas
built around the Middle East (“The Kingdom,” “Lions for
Lambs,” “Rendition”), Hollywood got back to comedies like
“Paul Blart: Mall Cop,” a review-proof lark about an overstuffed
security guard.

“A bunch of movies have come along that don’t make you think
too much,” said Marc Abraham, a producer whose next film is a
remake of “The Thing.”

Certainly exhibitors are looking for a profit lift in the downturn.
A new report from Global Media Intelligence on Friday
predicted that the fortunes of movie theater operators like
Regal Entertainment and Cinemark Holdings would be
“increasingly favorable against a backdrop of highly negative
economic news.”

Cinematic quality has little to do with it. The recent crop of
Oscar nominees has fared poorly, for the most part, at the box
office. Lighter fare has drawn the crowds.

“It would take a very generous person to call these pictures
anything other than middle-of-the-road, at best,” said Roger
Smith, the executive editor of Global Media Intelligence.

The box-office surge started just before Christmas with the
comedy “Marley & Me,” in which Jennifer Aniston was
upstaged by a dog. And it has continued, weekend by
weekend, with little sign of let-up, analysts say.

“Watchmen,” a dark superhero film, opens March 6 and is
expected to do megawatt business. It is to be followed by
“Monsters vs. Aliens,” a 3-D behemoth from DreamWorks
Animation that analysts expect to have the biggest March
opening ever for a nonsequel.

Movie theaters are already adding 3 a.m. screenings for
“Watchmen” next week, and advance sales by online ticket
companies like Fandango and MovieTickets.com have been
strong.

“Fandango is experiencing the best first quarter in its history for
ticket sales,” said Rick Butler, its chief operating officer. “I see
no signs of a drop-off.”
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NCFO Increases Global Visibility
NC's motion picture industry stays connected with
digital media

The North Carolina Film Office has latched on to several
social networking websites. In an effort to boost its
global visibility in the 21st century, the North Carolina
Film Office now has a commanding presence on
Facebook and Twitter.

The North Carolina Film Office embraces alternative
forms of communication and digital media as a way of
maintaining a community in North Carolina's motion
picture industry. For the latest information on the North
Carolina Film Office and its efforts to support North
Carolina, tune to Twitter and Facebook.

For More Information
NCFO on Twitter
NCFO on Facebook




Eno Short Division Update

Gods of Society
Completed

Story by: Robert Williams
Director: Adam Tate
Editor: Kevin Ashmont

The Shoebox

Completed

On ERMPTV YouTube Channel
Story by: Robert Williams
Director: Kris Bain

Editor: Travis Johnson

The Last Breakfast

Completed

On ERMPTYV YouTube Channel
Story by: Chad Smith

Director: Aravind Ragupathi
Editor: Larry Gardner

BMW Spec Ads

Completed

On ERMPTV YouTube Channel
Stories by: Adam Tate
Director: Adam Tate

Editor: Aravind Ragupathi

Forced to Protect - Three Shorts
Completed

On ERMPTYV YouTube Channel
Story by: Kris Bain

Director: Kris Bain

Editor: Lillian Dawson

Rejects

Completed

On ERMPTV YouTube Channel

Story by: Josh Johnson and Myles Scott
Director: Josh Johnson

Editor: Josh Johnson
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NASA/JPL Project

The first song is by Feeding the Fire about the
SUN. The second song shot by Matteo LaMuralia
at Kings Theatre in Raleigh is by the band BUS.
and is about MARS. Both are in need of re-editing
and animation work.

Eno Pubcaster Newsletter
Mission Statement

Purpose

The Eno Pubcaster Newsletter aims to promote and enhance the
profession growth and development of Eno River Media
Production (ERMP) members and the television and film industry,
by providing a vehicle for addressing pertinent issues as well as
disseminating information of interest to ERMP members and
digital video supporters.

The Eno Pubcaster Newsletter is committed to promoting,
encouraging, and increasing diversity within ERMP and
throughout the field of digital video production. Mindful of such
commitment, the Newsletter strives to promote, nurture, and
enhance the professional development of not only ERMP
members but of digital video production professionals as a whole.

Audience

The primary readership of the Eno Pubcaster Newsletter
comprises members of ERMP as well as potential members.
Readers are digital video production professionals as well as
colleagues who share interests in and concerns about diversity in
our profession, particularly with respect to issues affecting digital
video production worldwide.

Vision

The Eno Pubcaster Newsletter contributes to ERMP by
addressing concerns that affect an underrepresented yet
significant segment of the television and film industry: digital
video production. Accordingly, the Newsletter will further our
objectives by:

1. offering articles that aim to promote issues that affect
professionals utilizing digital video production,

2. keeping ERMP members abreast of television and film
industry business and significant activities of ERMP
members,

3. informing ERMP members of professional opportunities.

Call for Newsletter Submissions

The Eno Pubcaster announces a call for submissions for its
bimonthly newsletter. Articles on topics related to issues and
concerns of our membership are welcome.

Submission Guidelines
* Atrticles should be no longer than 900 words in length.
e Include hyperlinks when useful.

Since our newsletter is an electronic publication, certain basic
guidelines set forth by ERMP should be followed:

Use half the words you would in print.
Keep sentences to no more the 16 words.
Keep paragraphs short.
Follow the style guidelines in the Publications Manual of
America

Please attach submissions to an e-mail message and send them
to the current editor:

Anthony Dowling

admin@ermp.tv




Ways to Su pport ERMP

There are other exciting ways in which you can engage
your family or business in the adventures of ERMP while
enjoying the benefits of our programs:

Gifts of Cash

Using your check or credit card, unrestricted gifts are used
where the need is greatest. Your gift may be directed to
specific programs or services. Multi-year pledges are a
convenient way to achieve your personal goals for support
of projects and programs.

Bequests

Leave a lasting legacy that benefits the members of
ERMP by remembering us in your will. Bequests may be
in the form of real estate, property, or cash.

Matching Gifts

Check with your employer — many companies will match
employee contributions to ERMP. Send the form with your
gift and we will process the corporate match on your
behalf.
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Appreciated Securities
Gifts of publicly traded stocks enjoy special tax benefits.
We stand ready to work with you.

Real Property
Real property can be given as an outright gift or by
bequest.

Endowments

Honor the memory of someone special and perpetually
generate income to support an area of ERMP. Named
funds may be established with multi-year gifts.

Corporate Giving

ERMP reflects a strong relationship with the business
community. Consider a gift or sponsorship for one of our
ERMP Divisions; it's an excellent way to demonstrate your
commitment to the community and ERMP.

Life Insurance
Consider the number of ways to make a gift of life
insurance.

Web site to help North Carolina film industry
By MARTHA WAGGONER

North Carolina wants to become more appealing to Hollywood.

North Carolina Film Office director Aaron Syrett said the office
is updating its Web site to make it easier for the film industry to
learn about the state. The site also should make it easier for
locals to find film-related jobs.

"We're becoming more user friendly to Hollywood," said Syrett,
who took up his post in May 2007.

The film office had already revamped its Web site in January.
Under a new changes expected no later than Monday, the new
Web site will feature a list of locations that may appeal to film
executives. It also plans a directory of industry professionals
and their resumes, which should be online by August.

The public part of the locations' link will work this way: Say a
producer wants a bridge in his next project. He can type in the
word "bridges" and photos of bridges in North Carolina will
show up. North Carolina has five regional film commissions--
Charlotte, Durham, Piedmont Triad, Western and Wilmington--
and each region will be represented.

The number of photos that can be posted is infinite, Syrett
added.

The state Commerce Department said in 2005 that North
Carolina ranked third in film revenues, at $235 million in direct
spending in 2004. The state was behind California and New
York. But that was before the incentives race went into full
swing. Updated rankings were not available Wednesday,
although the department Web site says North Carolina is one of
the top 10 U.S. location destinations for film and television
productions.

Among the movies filmed in North Carolina in recent years are
George Clooney's "Leatherheads" and Will Ferrell's "Talladega
Nights: The Legend of Ricky Bobby." The television series
"Dawson's Creek" saw filming in Wilmington, followed by "One
Tree Hill," now filming its sixth season.

North Carolina also is home to EUE Screen Gems in
Wilmington, a 48-acre lot with nine sound stages that is the
largest full-service motion picture facility east of California.
Screen Gems also is seeking permits to build a new sound
stage with a footprint of about 39,000 square feet.

Johnny Griffin, head of the Wilmington Regional Film
Commission, said the photos will let film executives peruse
locations without having to call someone first. When a film or
television pilot is in the early stages, secrecy can be
paramount.

"Hopefully, we will also get people who don't want to pick up
the phone and call us yet," he said.

The Wilmington commission plans to publish photos of 2,500
locations on its regional site.

The Web site also will allow the office to present one "pitch"
package of locations to a producer rather than having people in
the various regional offices contact the producer separately.
This will help the office address what Syrett determined was the
film industry's No. 1 complaint about the Film Office: it was too
confusing.

"Our systems will talk to each other so that we're not re-creating
or duplicating efforts,” he said. "It makes North Carolina less
confusina to Hollvwood."




Carrboro Film Festival 2009

Dear Filmmakers,

A quick note from the Carrboro Film Festival; this
year's festival will take place on Sunday, November
22nd. Mark your calendars for the premiere LOCAL
film event. It's also not too early to start thinking
about the early deadline for film submission in
August. More info as we get closer, of course, on
the web site.

We'd also like to invite you to consider becoming
part of the Carrboro Film Festival Committee. We
have a great core of seasoned veterans of the
event and there are spots for new folks to jump in.
If you're interested in learning more about helping
out with the festival's work, contact Selena
Lauterer, the Festival Director via email to:
filmfest@carrboro.com .

Cheers,
Jim McQuaid
Carrboro Film Festival Person
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The Serve America Act
A new bill intended to support and promote volunteerism will be
in congressional hearings this week. The bill, The Serve America
Act (S.3487), outlines several important initiatives to support and
strengthen nonprofits in their efforts to tackle America’s
challenges -- particularly in areas of education, environment,
health, and disaster relief.

Measures that are important to nonprofits:

Community Solution Funds -- Nonprofits that are innovative and
effective in meeting the significant challenges in our communities
will receive support and funding to recruit the talent they need.

Tax Breaks for Employers -- Business owners will receive tax
incentives to allow employees to take paid-time off for service.

Volunteer Generation Fund -- Funding will be provided to help
nonprofits recruit and manage more volunteers.

Subject Lines that Click: The 2 -2-2 Principle
2 Seconds, First 2 Words, Why Does It Matter Today?

This morning when you opened your email inbox, did you notice
that some emails immediately jumped off the page at you,
demanding your attention? Maybe there was a message from
your boss, something from a coworker or a key customer that
needed your assistance, or a newsletter from a store that you
love.

Some emails get your immediate attention, while others are
flagged for later or go relatively untouched. A compelling subject
line can make all the difference.

Most of us just don’t have time to get to every email message.
We all live in this reality. We all play the same game of managing
our inboxes and flagging emails that we’ll “get to later” — | call
this the battle of priorities. We all play it, and as a marketer, you
can win that battle.

When someone first gets your email, you have on average three
seconds to get them to open it. The first second is spent on the
From line, recognizing who sent the message. From there, you
have just two more seconds to compel them to open your
message with your subject line. That is why | came up with the 2-
2-2 Principle.
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Six Tips for Writing Better Subject Lines
Create interest with your first few words

As Julie Andrews sang in The Sound of Music, “Let’s start at the
very beginning. A very good place to start.” When people on your
mailing list read your messages, they may not begin with A-B-C,
but they do begin with your subject line.

The subject line is perhaps the most critical aspect of your
message. Think about it: The subject line is often what readers
use to decide whether to open an email at all. In fact, a 2007
study by Jupiter Research showed that 35 percent of email users
open messages simply because of what's contained in the
subject line. Usually it takes three seconds or less to make this
decision. If your subject line isn't compelling enough, your
message could end up unread or in the trash folder.

With that in mind, here are six pieces of conventional wisdom to
consider when writing your subject lines. In all cases, it's a good
idea to consider the type of message you are sending before you
apply any of these tips. A promotional offer would call for a
different type of subject line than an informational mailing, for
example.




Call to Action
Sustaining and Gaining Volunteers
Obstacles abound in the nonprofit world. Funding is down,
demand for service is up, and you need volunteers to see you
through 2009. The matter is no secret, and change is in the wind,
but there are things you can do right now to secure the help you
need to make a difference.

Celebrate the Volunteers You Have

National Volunteer Week (April 19-25) is a time to celebrate your
volunteers, and this year's theme is appropriately "Celebrating
People in Action" -- honoring people who make time to serve
their community.

Formally thank and celebrate your volunteers. Throw them a
luncheon; distribute awards; feature them in your newsletter. If
your nonprofit qualifies, you can distribute the President’s
Volunteer Service Award -- one of the most prestigious awards in
the sector -- to volunteers who have shown a continual
commitment to service.
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HPA Tech Retreat: The Digital Turn-On in an Economi ¢
Meltdown
By Debra Kaufman

Nearly 400 post and studio executives, technology officers and
chief engineers gathered at the Westin Mission Hills Resort in
Rancho Mirage for the Hollywood Post Alliance’s 15th annual
Tech Retreat. In an ironic twist, the Tech Retreat convened on
Tuesday, Feb. 17, the original date for flipping off analog TV.
“This is the 23rd annual ‘This is the year that HD took over’,”
deadpanned engineering guru Mark Schubin (pictured above with
HPA Executive Director Eileen Kramer), who is the Tech Retreat
program chair.

The nation’s economic woes took center stage as the participants
looked at the dynamics of this year's DTV transition. From
MovieLabs, a non-profit 501 R&D venture started by the six
major motion picture studios, president/CEO Steve Weinstein
listed some recent technologies that hit previously healthy
industries like a tsunami.

“Through Skype, thousands of people lost their jobs at telecom
companies,” he said. “Craigslist took classified ads away from
newspapers, and P2P broke the back of the music industry, as
Amazon destroyed bookstores. And Hulu, YouTube and other
over-the-top TV solutions are breaking cable and satellite. Land
lines are over, and, with a good clock on your cell phone, so are
watches.”

Fewer TV shows and movies, combined with more devices,
outsourcing of production, loss of audiences and fragmentation of
distribution create a dismal shapshot of the production and post
industry, said Weinstein, who advised post executives to take a
"start-up mentality," expand offerings, leverage content creation
and promote efficiencies to stay alive in today’s economy.

Industry vets Leon Silverman, who recently left his long-time
perch at LaserPacific Media to become general manager at
Disney’s digital studio, and media technology consultant Jerry
Pierce lifted the group’s spirits with an exercise based on the
book The Wisdom of Crowds by James Surowiecki. According to
this book, said Silverman, a crowd of informed people comes to
better conclusions than the experts. Silverman and Pierce asked
the HPA audience a series of tough questions, and audience
members responded by waving one of four index cards: red for
no, green for yes, white for "I'm clueless," or yellow for "you're
asking the wrong question."

The wisdom of the HPA Tech Retreat crowd is that digital
acquisition will reach 60 percent within five to 10 years; HDCAM
SR tape will die within five years; and Blu-ray is too late to
replace DVD (we'll skip it and go straight to media from the
Internet). Other conclusions were mixed, as the crowd disagreed
as to whether 3D stereoscopic filmmaking would continue as an
important creative driver or die away as a fad. Everyone also
believed that post will be dominated by large consolidated
players, but that boutiques would continue to thrive.

A highlight of the HPA Tech Retreat is the “Technology Year in
Review,” delivered by Schubin, who reported some statistics on
HD adoption: 23.2 percent of U.S. households had HDTVs as of
November 30, up from 12.8 percent (Nielsen Research) the
previous year. However, fully one-third of those households
don’t watch HD programming, Schubin said, citing independent
studies from Frank N. Magid Associates and Leichtman
Research Group. There is more HD programming than before,
but he noted that press feeds are still analog, NTSC, mono and
4:3.

Despite widely reported fears that Internet use has stolen TV
viewers, statistics showed the opposite: Nielsen reports the
average U.S. household is watching eight hours and 18 minutes
a day, a new record — and heavy Internet users watch more TV
than others. In a typical U.S. household, people watch TV 127
hours a month, use the Internet 26 hours a month and watch TV
via the Internet 2.3 hours per month. “So TV is not dead,” noted
Schubin. Most viewers watching HD are tuned to sports, with
political content in second place, followed by awards shows and
sitcoms. HD dramas did not make the list.

Trends in acquisition were heartening. “We now can go 23 stops
in electronic acquisition,” reported Schubin, who also observed
the growth of large-format cameras, higher-resolution cameras,
and under-$200 HD camcorders. Schubin also described a
wireless Spanish mobile production truck that doesn’t have to run
fiber or triax cable, the move to solid state storage, and the
advent of mobile device (“pico”) projectors from multiple
companies.

The Great Analog Turn-Off

The Great Analog Turn-Off was the topic of a panel moderated
by Matthew Goldman, VP of technology at Tandberg Television,
part of the Ericsson Group. Graham Jones, Director of
Communications Engineering with the National Association of
Broadcasters in Washington, DC, and chair of the ATSC
Planning Committee, spoke about ATSC 2.0. “ATSC is launching
a second wave of major standards to further exploit the
capabilities of digital broadcasting, leverage wireless capability
and leverage local content,” he said. “ATSC 2.0 is targeted at
fixed receivers with antennas but potentially with more
processing power and on-board storage.” Interestingly enough,
ATSC members were polled on the features they considered
most desirable. An ATSC standardized advanced video codec
and non-real-time services were top of the list; stereoscopic 3D
was ranked 18th out of 26 features.

Jerry Butler, PBS senior director of the interconnection projects,
gave a DTV update for public TV, which comprises 363 stations
and 178 licensees controlling them. Before Feb. 17, 7 percent of
the stations had shut off analog; after Feb. 17 the percentage
went to 61 percent, with 26 percent planning the digital leap in
June. The rest—25 percent—have not scheduled the transition.

part of the studiodaily.com online family
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Jim DekFilippis, senior VP of DTV technologies and standards
at Fox, made an eloquent plea to broadcasters in attendance
on behalf of AFD (Active Format Description), a strategy for
managing aspect ratios throughout the delivery path to the
home. “AFD solves the aspect-ratio problem,” he said.
“Aspect-ratio codes are embedded in video signals, and it
provides dynamic instructions to downconvert to letterbox or
center-cut. AFD technology is ready ... but we need your
support!”

CBS VP of engineering and advanced technology Bob Seidel
gave a bullish report on his network's move to DTV. The
switch to HD for primetime in 1999 is now paying off, he said,
with ready-made masters. All the sports are in HD, and
Survivor is one of the first reality TV shows to go HD. Also now
HD are 60 Minutes, CBS Evening News with Katie Couric, and
The Price is Right. Numerous owned-and-operated stations
are producing local news in HD, said Seidel, although he didn't
provide a number.

Washington Report

The annual “Washington Report” was delivered, as usual, by
Jim Burger, attorney at the law firm of Dow Lohnes, which
specializes in representation of technology companies.
Somewhere between 15 and 20 million homes rely on over-
the-air TV, he said, and Nielsen has reported that, even now,
6.5 million of them aren’t ready for DTV. Over 600 stations
nationwide have already turned off analog, leaving a “night
light” — a message to analog hold-outs that they need to go
digital. “Will millions wait until the last moment?” he wondered.
“Cities aren’t getting many calls after they shut down analog.
Maybe this is another Y2K.”

Going green was an issue discussed by Matt Peterson from
Vertatique (www.Vertatique.com), who spoke about the need
for sustainability in the film/TV industry—and not simply for
altruistic reasons. “There are lots of external factors bearing
down including regulatory and competitive advantages,” he
said. Servers now consume more electricity than TVs, he
reported. “Data centers/media cores consume 20 to 30 times
more energy per square foot than typical office space,” he
said. “The faster we spin disks and run processors, [the more]
we're generating a boatload of heat.” Peterson spoke about
green practices for productions as well as post houses, and
touched upon some of the more egregious sources of a large
carbon footprint. “If you can’t measure it, you can't manage it,”
he advised. “The HPA community is only at 15 percent in
working with external partners for program monitoring and
management. And keep it real: it can be green-wash if it isn’t
done with a results-oriented approach.”

Simple Stereo

Though many attendees doubt the staying power of
stereoscopic production, Wendy Aylsworth, Senior Vice
President of Technology for Warner Bros. Technical
Operations, headed a panel on the topic for theatrical and
home-theater release. Peter Wilson, principal of the UK
company HDDC (High Definition & Digital Cinema), promoted
the use of simple rigs with digital processing as a more cost-
effective way of acquiring stereoscopic imagery. “Mechanical
rigs are works of art but very expensive,” he said. “Digital
processing can adjust vertical disparity, adjust parallax and
toe, correct for lens squirreling, facilitate line-up and be
automated.” Wilson also showed sports scenes in which the
3D had been synthetically generated, reporting that the UK
and EEC are engaged in 18 collaborative projects.

Converting legacy 2D content into 3D was the focus of In-
Three President David Seigle, who spoke about his company’s
“dimensionalization” approach to the challenge. TDVision
Director of Product Marketing Evan Schur was bullish on 3D
coming to the home. “At the most pessimistic forecast, there
will be 18 million 3D-ready TV sets in homes by 2012,” he
said. He also noted the long list of challenges for bringing
stereoscopic content to TV sets. “The TV's chip or external
box interpolates the side-by-side image, but in this way, only
25 percent of the original pixels remain,” he said. “Not only is
there a qualitative loss but, in 3D, you're inventing pixels. And
2D compatibility is essential since the majority of the TV sets
out there are 2D.”

Sony also threw its hat into the 3D arena with its 4K projector.
Steve Banaszek described how Sony has “repurposed” its 4K
digital cinema projector for 3D stereoscopic projection. “We
have room for two 2K eyes,” he noted. “We had to align the
two images. From the drawing board, the engineering team in
Japan showed successful demos at CineExpo and at the 4K
lab in Los Angeles.” The 3D projector can handle up to a 55-
foot wide screen with 4.5 ftL of brightness. It's currently in use
at the Landmark Theatre in West Los Angeles and will be
available elsewhere next month.

Also in the 3D stereoscopic space, Alioscopy showed its auto-
stereoscopic monitors for use with 3D pre-visualization/layout
and 3D trailers. “Alioscopy works on a sub-pixel level, with a
special interleafing routine,” explained director of operations
Pia Maffei. “The pros are that it's a high-quality lenticular
display without glasses, true 3D content, and a wide viewing
angle covering 90 degrees, 8 degrees of parallax and
interactive real-time 3D rendering capability.” The cons? “The
effective resolution is one-third of the 1920 x 1080p
resolution,” she said. “And there are specific sweet spots.”

Aylsworth summed up the discussion of 3D as being
reminiscent of the long discussion of HD over the last decade
or more. “This isn’t any different than the roll-out of HDTV,”
she said. “This will take a number of years.” Pierce added that
there’'s a need for standards for home delivery of 3D for it to
become a reality. “Where will this standard come from?” he
asked. “Someone has to lead the way. SMPTE needs urgently
to develop a standard for a master to support multi-view.
Otherwise it has to come from the consumer electronics
organizations.”

Faster Frame Rates

Dr. Stephen Jolly, a research engineer working for BBC R&D,
gave a provocative talk on high-frame-rate television. “The
50/60 Hz rate was developed 70 years ago for a variety of
reasons that made sense at that time,” he said. “But increasing
the static resolution without improving the frame rate makes
the TV system less suitable for moving pictures.” Noting that
100/120 Hz LCD TVs are becoming common and 180/200/240
Hz models are being exhibited, he proposed a switch to 300
Hz for acquiring, distributing and displaying HD. “300 Hz is
easy to convert to 50/60 Hz and is compatible with mains
frequencies,” he said. “It would finally unify our different TV
standards, and no one would complain about that.” Still, some
attendees doubted the ease of that conversion, and some
were dubious about one of the side effects of a high-frame rate
that Jolly acknowledged. “It impacts the artistic side and loses
the film look,” he said. “But you can change the temporal
characteristics of the video in post, adding a film look or
developing a new range of motion characteristics.”




Altogether, more questions were raised than answered at the event
— a reflection not just of the times but also of the rigorous and
opinionated minds debating the issues. A year from now, the DTV
transition will be farther along, we’ll know more about the staying
power of 3D filmmaking, and we'll have a sense of whether any of
the other interesting technologies proposed has caught fire. Until
then, the HPA Tech Retreat has presented in strong relief some of
the more pressing issues that remain.
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Alumni join UNCSA as honorary trustees
The Business Journal of the Greater Triad Area

UNC-School of the Arts Chancellor John Mauceri has named five
alumni as new honorary trustees for the school.

According to an announcement, the appointments are non-voting but
will participate in board and committee meetings and other activities
with the university’s official trustees.

Mauceri’s relationship with some university alumni was strained by
his move to change the school's name from N.C. School of the Arts
to UNC-School of the Arts last year. Critics said the move was made
with too little input from alumni and other interested parties.
Mauceri’s administration said at the time it was committed to
improving alumni communication and relations.

There are seven honorary trustees representing the school’s various
academic programs.

The newly appointed alumni are Lynn Baber from Drama, Suri Beiler
from Design and Production, Sarach Colvin from Music, Danny
McBride from Filmmaking and Jose Ochoa from the high school
program.

“l can think of no better artists for these positions than UNCSA
alumni, and these alumni in particular,” Mauceri said. “Each of them
will bring to our board a broad national perspective on the discipline
or area they represent.”

The five new appointments will serve through June of 2011. The two
other honorary trustees are poet Maya Angelou and UNC-SA dance
alumnus Jim Vincent.

A
THE REEL DUKE
Movie, TV spots add touch of Blue to Hollywood
By: Julia Love

A pair of wealthy, legacy, Floridian twins, Rose and Sage would be
natural fits for the Duke student body-if only they were real.

Though its name is mentioned in neither the opening nor closing
credits, Duke University has a starring role in "Privileged," a show
that debuted in September on the CW network. The teen soap
chronicles the twins' quest to earn admission to the Harvard of the
South, with the occasional boy trouble and bikini fashion shoots
included for good measure.

"Their grades are lousy," the twins' grandmother informs a newly
hired tutor in the show's pilot. "If you succeed in getting them into
Duke, I'll cover the remainder of your college loans."

"I'm in," the tutor replies, her game-face on.

How to Volunteer with ERMP
Email your name, mailing address, all phone
numbers and birthdate (MM/DD/YY) to the email
below: for inclusion into the
ERMP database.

Email admin@ermp.tv 4 days after sending first
email to request verification that you were entered
into the ERMP database.

We are very excited when a new volunteer
becomes involved. Please enjoy ERMP and
through your participation, you help shape OUR
organization.

Eno River Media Production
PO Box 21377
Durham, NC 27703-2232

EI10MY"

productions

www.ermp.tv




Will the tutor avoid years of debt? Will the twins receive Duke-
caliber grades? Or will their old-money grandmother attempt
to buy their way into the Gothic Wonderland? Even Dean of
Undergraduate Admissions Christoph Guttentag will be
watching on the edge of his seat.

Hollywood executives typically request permission before
even dropping a university's name. But Michael Schoenfeld,
vice president for public affairs and government relations, said
the producers of "Privileged" did not contact him before the
pilot aired.

In the past, administrators have closely evaluated how film
and television projects would reflect on Duke's image, poring
over scripts before allowing footage to be filmed on campus.
But Schoenfeld noted that as the University seeks to enhance
its reputation at home and abroad, references in programs like
"Privileged" have the potential to build the Duke brand, if
executed properly.

In any case, he'll stay tuned.
Duke's resume

The University has served as a backdrop for almost 20 feature
films, television programs and commercials since 1981, and
countless more independent films. Notable projects include
"Brainstorm,” "The Handmaid's Tale,” "The Program" and,
most recently, "Dawson's Creek."

Duke typically fields 10 to 12 requests to use its campus for
filming a year, including independent projects, said David
Jarmul, associate vice president of news and
communications. Duke has long been appealing to filmmakers
for the beauty of its well-manicured grounds and the drama of
its Gothic spires, Vice President for Student Affairs Larry
Moneta said.

"l have no expertise, but clearly you don't find a much more
beautiful environment than this." Moneta said. "l could just see
Godzilla coming over the top of the Chapel and coming onto
the quad.”

No apes have scaled the towering campus emblem to date,
but the Chapel lawn has seen stranger sights. In 1990, the
sanctuary's steps were transformed with elaborate scaffolding
and gallows to film a hanging scene for "The Handmaid's
Tale." The nooses made for a less than picturesque setting for
couples set to wed in the Chapel that weekend, and some
administrators feared the gruesome sight would tarnish the
University's image, Dean of Students Sue Wasiolek
remembered.

John Burness, former senior vice president for public affairs
and government relations, noted that the University's policies
for filming on campus have been clarified over the years,
possibly in response to headaches caused by "The
Handmaid's Tale." Before approving a project, administrators
attempt to secure opportunities for students interested in film
and ensure that the disturbances to campus activity will be
minimal. But they also scrutinize the content of the projects to
guarantee that they will bode well for Duke's image.

Over the years, Duke has passed on the film "Animal House"
and given the green light to teen drama "Dawson's Creek,"
albeit with a few caveats. The University's stage name was
"Worthington College," and administrators requested that
certain objectionable story lines be developed off-campus.

"As a private institution, we're under no obligation to make our
campus available," Burness said. "It's not uncommon that we'll take
a look at a script and say, 'It's not that we're censoring, but we don't
want Duke's campus to be used.™

In one of these more notable instances, Duke declined to make
campus available for the filming of "Kiss the Girls," a movie in which
college students are kidnapped and murdered. David Roberson,
then director of University development, said the film's producers
disputed the decision, but Duke was not swayed.

"The nature of the film was something that we didn't want to be
involved in," he said. "It was something we didn't want to argue
about."

Though Duke can grant access to its grounds as it sees fit,
controlling the manner in which the University is referenced in story
lines is a trickier matter. Schoenfeld said he would contact the
producers if he felt the University was portrayed in a negative light
in future episodes. But Burness noted that Hollywood executives
would not be obligated to honor such requests.

"Off-campus references are not something we have much control
over," Burness said. "If you were involved in some film and had a
good or bad experience at Duke, that's pretty much free speech
stuff.”

For the time being, Schoenfeld said he is not overly concerned
about Duke's portrayal on the program. He has been watching
"Privileged" closely, but it appears he is one of few-the show has
averaged only about 2 million viewers so far this season, according
to Nielsen ratings.

Duke's future in the business

It's sometimes said in show business that there's no such thing as
bad publicity, and the same could be true for Duke in its dealings
with Hollywood.

Schoenfeld noted that most institutions lack the name recognition
necessary for a recurring role in a program broadcasted to the
masses. Rina Mimoun, executive producer of "Privileged,"
explained that Duke is a goal that will direct Rose and Sage's future
actions, much as Harvard was Rory's driving ambition for several
seasons on the series "Gilmore Girls."

"For something like 'Privileged,' that only works because you're
talking about Duke and Yale-it wouldn't work if you were talking
about the vast majority of colleges in the country,” Schoenfeld said.
"l think it's a recognition of the power and the value of the Duke
name.... People see 'Duke' and they immediately associate it with
excellence."

Over the summer, a supporting character in the big-screen
adaptation of the blockbuster musical "Mamma Mia!" wore a Duke
shirt for nearly 20 minutes, scoring the University inadvertent but
invaluable screen time, Schoenfeld said. Choice placement of the
University's "trademark" images can be a highly effective marketing
tool for the Duke brand, he explained.

"I would love to see more depictions of Duke, and certainly there
are ways that you go about this by establishing connections with
filmmakers," Schoenfeld said, adding that he will even be exploring
opportunities for Duke to be featured in video games. "I will actively
be seeking opportunities for Duke's name and identity in popular
culture-that's become a very important way of extending the
University's brand."




Echoing the trend of commercial product placement
embedded in television programs and films, Schoenfeld
noted that subtle visual references can be much more
effective than an explicit mention of the Duke name in a
script. But unlike for-profit business operations, Schoenfeld
said the University will not allocate funds for these forms of
publicity any time soon.

"It's extremely unlikely that we would ever pay for that kind of
placement," he said. "Because our brand is so valuable, we'd
look at it as just the opposite.”

The University does, however, charge a $3,000 per day
location fee when the campus is used for filming, Burness
said.

Though the University had a somewhat dubious distinction in
popular culture during the frenzy of the lacrosse case,
Schoenfeld said the scandal has had little lasting impact on
the University's brand. With the exception of a few bloggers,
top-notch academics and athletics are once again the first
things that come to mind when the Duke name is mentioned,
he added.

The University was also featured in the Zoey Dean novel
"How to Teach Filthy Rich Girls," the source material that
"Privileged" is based on. Mimoun said producers opted to
keep the reference because "everybody loves Duke."

Mimoun characterized the college search as a process that
shapes teenagers' lives. As the application deadline draws
nearer, Rose and Sage will begin to consider their lives as
Duke students more seriously-at which point campus culture
questions may come into play.

"Fun stories can come from that," Mimoun said. "We're so far
away from Duke. They're only sophomores, so we really
haven't focused in on our storytelling yet there.... Until our
girls have to focus on it, we as writers don't have to focus on
it."

And until then, administrators will continue to know how they
will be spending their Tuesday evenings.
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Hollywood goes to Washington
By TED JOHNSON

WASHINGTON -- The Motion Picture Assn. of America will amp
up its Washington lobbying efforts on April 21 with an all-day
symposium to "educate top national policy and lawmakers about
the economic impact of the motion picture industry."

The event, to be held at the Donald Reynolds Center for
American Art and Portraiture, mirrors a similar effort in 2007,
which brought an array of studio execs and creative types to the
nation's capital to make the case for the industry's contributions to
the national economy. Will Smith delivered the keynote, and
politicos such as Charles Rangel (D-N.Y.) and Sen. Patrick Leahy
(D-Vt.) attended.

This year, the event will focus on the industry's ability to provide
middle- and working-class jobs. Such a message has been
difficult to pitch to many lawmakers, as was evident recently
during the debate over President Obama's stimulus package. A
tax provision in the spending package was dropped after
Republican lawmakers attacked it as a giveaway to well-heeled
Hollywood producers, already reaping the benefit from robust box
office.

MPAA chairman Dan Glickman said in a statement: "This year's
event will focus squarely on the hard work behind motion
pictures. We will highlight the jobs created, and the workers who
fill those roles, throughout the day."

On the bill so far for the event are Jim Gianopulos, chairman-
CEO of Fox Filmed Entertainment; Brad Grey, chairman-CEO of
Paramount; Michael Lynton, chairman-CEO of Sony Pictures
Entertainment, along with vice chairman Jeff Blake; Ron Meyer,
president-chief operating officer of Universal Studios, along with
vice chair Rick Finkelstein; Dick Cook, chairman of Walt Disney
Studios; and Barry Meyer, chairman-CEO of Warner Bros.
Entertainment.

T O O O T OO T LTI, T O O T T IO T

}ES888805505800000855888EE5000588500000800000800E00508085E00003000000800005880805505880880880801

Is There a Flight to Quality in Online Video?
By Steve Smith

While much of the content at Hulu (the NBCU/News Corp joint
venture) is repurposed network programming, its meteoric rise
could be good news for all professionally produced video online.

In the newly released Nielsen Online metrics for Feb, Hulu
vaulted five slots to the number two position in raw numbers of
videos streamed. Hulu features full-episode content from NBC,
Fox and cable properties as well as scores of partners.

While “Saturday Night Live” clips and “Family Guy” episodes
typically top the most-popular charts at Hulu.com, Comedy
Central standbys “The Daily Show” and “The Colbert Report” as
well as USA’s “Burn Notice” and “Psych,” and Sci Fi's “Battelstar
Gallactica” are top performers from the cable side.

AdAge reports that Hulu has over 130 deals with TV networks
and studios and that the portable player has been embedded
over 4min times on 100K Web sites. Just a few years ago, user
generated video dominated the online video landscape, but the
penetration of major TV brands into the charts in just the last year
or so is a testament to the power of professionally produced
media and the growing appeal for longer form entertainment
online.




The ABC's of Grant Wri ting

In these times of economic uncertainty, the challenge for
organizations to increase their capacity and improve their
sustainability grows tougher by the day, but funding is still
available for those that know HOW and WHO to ask! Remaining
vital, resilient and responsive to external economic influences
not only takes financial support, but knowledge and innovation
as well. Find out how to accomplish this and make your
organization’s funding goals a reality by joining us as The INS
Group presents:

The ABC's of Grant Writing

Cultivating Relationships, Capacity Building, and
Sustainability

Fundraising 101

Effective Resource Development Strategies -
Planning and Implementation

Who should attend? Representatives of nonprofits, government
agencies, educational, community or faith-based institutions,
those considering starting a 501(c) 3 organization or anyone
interested in developing transferable professional skills.

April 17, 2009 - Charlotte, North Carolina: The ABC's
of Grant Writing

May 1, 2009 - Raleigh, North Carolina: The ABC's of
Grant Writing

May 29, 2009 - Raleigh, North Carolina: Fundraising
101

THESE WORKSHOPS TEND TO FILL UP QUICKLY!
MasterCard and Visa accepted

To receive future announcements about fundraising and grant
writing workshops or to request a workshop in your city, please
contact The INS Group at info@theinsgroup.com or call 919-
266-3072 today!

ERMP Cap
$15.99

AVAILABILITY: In Stock.
Product Number: 152885471

Product Information

Our adjustable, 100% brushed cotton Cap is unstructured and
an ideal way to beat the heat. Wear it anytime you want to keep
the sun off or cover up a bad hair day. It features a sturdy low
profile brim, sweatband, and adjustable closure, as well as
Premium Printing for images that last.

-Adjusts from 20" to 24"

Crown measures 3 ¥4"

Unstructured 100% brushed cotton canvas
Available in Khaki or White

Hand wash with warm water and mild detergent
Hang Dry

Triangle ADDY Awards

School of Communication Arts would like to announce
that three of their students received four Student ADDY’S
at the Triangle ADDY awards ceremony at the Durham
Performing Arts Center. Manny Neff was honored with a
Gold award in the Single Ad Category for “Don't Litter.”
Julian Thomas was honored with a Silver award in
Photography for “Limits.” Jeremy Lewis was honored with
a Bronze award in lllustration for “Burned.” And, the Best
in Show award went to Manny Neff for “Don't Litter.”




VETERAN PHOTOGRAPHER REVEALS COMPELLING
EXPERIENCES

(Raleigh, N.C. April 7, 2009) — Coming to the Digital Circus’
Red Carpet Series Wednesday, April 15 at 1:00pm, Henry
Grossman, an industry veteran in photography with over 40
years experience.

Henry Grossman’s career began in the early 1960’s. As a
contributing photographer for Life, Newsweek, People, and
Time magazines, Grossman covered an array of important
figures, including Andy Warhol, Elizabeth Taylor, Nelson
Mandela, Duke Ellington and Truman Capote. Grossman
obtained unparalleled access to President John F. Kennedy in
the White House and abroad.

In addition, through his work he befriended The Beatles and
accompanied them at Abbey Road Studios to photograph
them during the legendary Sgt. Pepper session. The session’s
photography offered a gripping portrait of the most popular
band of the 20th century. Grossman’s exclusive encounter
documents The Beatles’ charismatic individuality while
attesting to their collaborative power at their artistic peak.

Grossman has decided to make a visit to the campus at the
request of Director/Vice President Debra Hooper. His
aspiration is to share his him compelling work and
experiences.

Admission to this special session is by invitation to anyone
interested in working in the design arena that might benefit
from high level input. Students of the School have an
automatic invitation. Others may simply phone the School at
919.488.8504 to reserve an invitation.

Red Carpet Seminars feature some of the world leading
professionals in filmmaking, digital imaging, audio production,
game development and interior design. Seminars announced
as schedules permit.

SCA ALUM TO DEMONSTRATE RED CAMERA CAPABILITIES

(Raleigh, N.C. April 8, 2009) — Coming to the Digital Circus’
campus April 14 through April 17, Alex Carr, School of
Communication Arts’ alum, member of the IATSE Union 600 Guild
of Cinematographers and Apple Certified in Final Cut Pro.

Carr is demonstrating a real-world look into how the Red Camera
works and what it's like working with Red footage in the post
production lab. He wants students to benefit and be enlightened
by his expertise in high-end digital cinema.

After graduating high school in 2002, Carr was invited to stay
aboard a replica of a 19th century pirate ship. At the time, the ship
was being loaned to Jerry Bruckheimer Productions on the feature
film Pirates of the Caribbean starring Johnny Depp, Keira
Knightley and Jefferey Rush. Carr saw first hand how a film set
really worked and how important every crew member is to the set.

A few weeks after graduating from SCA’s digital filmmaking
program in 2005, Carr started working at NBC 17 as a promotional
editor. Later that year, he started working for Steve Murray, who
specializes in Stock Footage and Tourism Commercials. With a
strong background in post production, Carr went on to edit his first
feature film Wherever You Are in summer 2007 starring Jane
Adams and Josh Pais. After completing the film, he took
everything he had to Los Angeles, California.

With more of an interest in cinematography, Carr moved on to
become a focus puller. He traveled to Tangiers, Morocco to work
on a feature film called Blackline: The Beirut Contract with
cinematographer Seo Mutarevic (Wild Things 2, American Strays,
Monster's Night.) The second part of Blackline took place in
Beirut, Lebanon, where the explosions were “real” even off of the
set! After returning from Beirut, Carr picked up some more work
from NBC as an assistant editor for the NBC network show
Heroes.

Summer 2008, he went back to working on the set as a digital
imaging technician (DIT) alongside Seo Mutarevic, on the new
television series Twenty Six Miles starring John Schneider (Dukes
of Hazzard), Kimberly Caldwell (American Idol) and Diamond
Dallas Page (WWF.) After the production wrapped, Carr joined
Local 600, the Guild of Cinematographers as a DIT. Once a Union
600 member, Carr finished out the year working on five more
feature films as a DIT and two others as a focus puller.

This year Carr has exclusively worked with the Red One Camera
System and has become a post workflow specialist focusing only
on feature films.

Today, Carr is co-owner of Split Focus Group which specializes in
cinematography, VFX, and post online plus finishing. Split Focus
owns a full Red One camera package. Seo Mutarevic is a
business partner and cinematographer for Split Focus.

Admission to this special session is by invitation to anyone
interested in working in the film arena that might benefit from high
level input. Students of the School have an automatic invitation.
Others may simply phone the School at 919.488.8504 to reserve
an invitation.

Red Carpet Seminars feature some of the world leading
professionals in filmmaking, digital imaging, audio production,
game development and interior design. Seminars announced as
schedules permit.




Regulator Bookshop Program: Reynolds Price
Date/Time:  Friday, May 1, 2009, 7 p.m.
Location: Regulator Bookshop, 720 Ninth St.
Cost: Free and open to the public

Award-winning novelist Reynolds Price will read from and sign
copies of his new memoir, Ardent Spirits: Leaving Home, Coming
Back, at the Regulator Bookshop on Friday, May 1, 2009, at 7
p.m. This event is free and open to the public.

After two earlier autobiographical works-Clear Pictures and A
Whole New Life-acclaimed writer Reynolds Price delivers his
eagerly awaited memoir. Ardent Spirits provides a vivid portrait
of his life in the mid-1950s leading up to the publication of his
brilliant first novel, A Long and Happy Life, and details his time
as a Rhodes Scholar, writer, and teacher whose remarkably
enduring career still continues.

Oxford University and Britain-which Price discovered in the
1950s-had scarcely recovered from the severe demands of
World War Il (food rationing ended only just before his arrival,
and most of his undergraduate colleagues still owed the
government two years of military service). Yet he found the
University a place of enormous vitality-both academically and
personally. From spotting J. R. R. Tolkien on the street in
Oxford, to intimate dinners with W. H. Auden and Stephen
Spender, young Price was welcomed into the company of the
most respected intellectual and artistic circles. Fully entrenched
in the culture of his era, Price unfailingly makes clear the
connections between his experience and the great tradition of
world literature.

In lucid, and frequently witty prose, Price offers readers full
access to six years in the early adulthood of a rich life-every
mundane occasion providing an opportunity to demonstrate a
connection to the great train of human accomplishment in which
he so ardently believes.

Price was born in Macon, North Carolina in 1933. A Rhodes
Scholar, he has taught at Duke University since 1958 and is a
James B. Duke Professor of English. His first novel, A Long and
Happy Life, published in 1963, won the William Faulkner Award.
His sixth novel, Kate Vaiden, published in 1986, won the National
Book Critics Circle Award. The author of more than three dozen
books, Price is a member of the American Academy of Arts and
Letters and the American Academy of Arts and Sciences, and his
work has been translated into seventeen languages.

Support NC Film Industry

North Carolina is one of the top ten U.S. location
destinations for film and television productions.

North Carolina is one of the top ten U.S. location
destinations for film and television productions — a
position it's held for more than 20 years.

The state's globally-acknowledged film industry
boasts a track record of more than 800 motion
pictures, 14 network and cable television series,
and thousands of national and regional television
commercials. With locations ranging from the tallest
mountain peak in the Eastern U.S. to 300 miles of
coastline, easy permitting, a crew base of
approximately 2,000 professionals, a solid
infrastructure with a million square feet of studio
space and a myriad of support services, North
Carolina provides a film-friendly backdrop for a
production of any size or budget.

Since 1980, when the N.C. Film Office was
established and began tracking the industry’s
financial impact on the state, productions have
generated more than $7 billion in revenues.

For more information on North Carolina’s ever-
growing film industry, incentives and advantages of
bringing your project to the state, and North
Carolina's latest productions, visit the official site of
the N.C. Film Office.

Or contact:

Main Numbers

(919) 733-9900

Fax: (919) 715-0151

Hotline — recorded information on current productions:
(800) 232-9227

Staff

Aaron L. Syrett, Director
(919) 733-9900

Sallie Hedrick, Production Executive
(919) 715-2958

Hannah Whitley, Assistant to the Director
(919) 715-7517

Physical Address
301 N. Wilmington Street
Raleigh, NC USA 27601

Mailing Address

N.C. Film Office

4324 Mail Service Center
Raleigh, NC USA 27699-4324




Eno Business

ERMP produces broadcast quality video programming. Pre-
production services ranging from conceptualization, scripting,
story boarding, casting, and location scouting. Production services
include electronic field production packages, audio, lighting,
producer, director, and production crew. ERMP also hosts
excellent post production services such as 3-D animation, 2-D
graphic animation, non-linear editing, mastering, MPEG
compression, DVD authoring, and duplication.

Our Services

Commercials, Infomercials and Public Service
Announcements

30 second commercials

1/2 hour infomercials

30 second to 1 minute Public Service Announcements

Instructional / Training Videos
Safety Training

New Hire Programs
Production Procedures

Product Marketing Videos
How-to Videos

Product Demonstrations
Sales Presentations

Corporate Image Building Videos
Team Building Seminars
Employee Recognition Programs
Company History

Corporate Events / Convention Videos

Company dinners, picnics, and awards programs
Annual corporate meetings

Contest winners of company bonus vacations
Industry conventions / seminars

Specialized Videos

Promotional & grant application reels
Video resumes

Political campaign ads

Rate Card

Commercial Spot Package

10 seconds starting at $499

15 seconds starting at $631

30 seconds starting at $865

60 seconds starting at $1,463

Infomercial 15 minute loop starting at $5,985
Infomercial entire 28:30 starting at $8,645

Animated Graphics
5 seconds starting at $87
10 seconds starting at $133

Editing and Shooting

Digital non-linear editing session $167 per hour
Location Video Shoot

$1,064 minimum

$1,463 full day (over 5 hours)

Changes to existing spot starting at $200
Tagging existing spot $133

Dubs

DVD $100
Beta SP $74
Mini DV $40
VHS $20

Pricing

Determining a price on what any given video project will cost
typically requires us to ask you quite a few questions regarding
your project. Please call us at 919-798-3514 to discuss your
needs.

Quotes are valid for 30 days.

Deposit

A deposit will be required to confirm all video projects. Such
deposit shall be equal to 50% of the cost of the total project.
Minimum deposit is $100.00. Deposit must be received within 48
hours after booking a project, but in no case later than five days
prior to the video taping event. ERMP management reserves the
right to waive the deposit requirement at its discretion. Video
project bookings for which ERMP has received no deposit shall be
subject to change or cancellation should management so decide,
without notice to client.

Cancellation

ERMP must receive notice of a client’s intent to cancel a video
project no later than 24 hours prior to said event. If notice is
received within 24 hours of the event, the client shall be liable for
$150.00. Client's deposit as stated above may be applied in
satisfaction of such liability.

Contact ERMP for a Quote

Anthony Dowling, Executive Producer

Eno River Media Production Corporation of America
P.O. Box 21377

Durham, North Carolina 27703-2232

Phone 919-798-3514

E-mail:

Countdown to Ten Year Anniversary

2008
October 01st - 181 Days Till Anniversary

November O1lst - 150 Days Till Anniversary

December O1st - 120 Days Till Anniversary

2009

January 01st - 89 Days Till Anniversary

February O1st - 58 Days Till Anniversary
March 01st - 29 Days Till Anniversary
March 30" - Ten Year Anniversary




Tar Heel Films

Tar Heel Films allows North Carolina filmmakers to
post jobs, work availability, movie premieres, tips,
production news and other items that is of interest to
the NC film community.

Tar Heel Films is the leading North Carolina film
production news and information portal.

Please contact us:

Tar Heel Films

P.O. Box 5986

Winston-Salem, NC 27113

Since 1996, Reel Carolina, Journal of Film & Video has
become the premiere source for film-related news in the
Carolinas. Based out of Wilmington, NC, this information-
packed bi-monthly publication includes the latest news on
upcoming and existing productions, film festivals,
workshops and classes, studio events, and countless
other film-related "happenings" throughout the Carolinas.

Reel Carolina also includes interviews with the directors,
producers, and the cast and crew members involved in
area productions. RC's bi-monthly "features" include
EUE/Screen Gems Studio Clips (the studio's updated
news), On Location In SC (covering productions),
Lagniappe (local and regional news & notes), Production
Notes (lists the Carolinas existing & upcoming production
info), and Film Festival Roundups.

Eno Pubcaster strongly recommends all our readers to
please subscribe to this publication for all the news you
can handle about the television and film industry in the
Carolinas.

Fair Use Policy

This newsletter /site contains copyrighted material the use
of which has not always been specifically authorized by
the copyright owner. We are making such material
available in our efforts to advance understanding of the
television and film industry of North Carolina, economic,
scientific, and social justice issues, etc. We believe this
constitutes a 'fair use' of any such copyrighted material as
provided for in section 107 of the US Copyright Law. In
accordance with Title 17 U.S.C. Section 107, the material
on this site is distributed without profit to those who have
expressed a prior interest in receiving the included
information for research and educational purposes. For
more information go to:
http://www.law.cornell.edu/uscode/17/107.shtml. If you
wish to use copyrighted material from this site for
purposes of your own that go beyond ‘fair use', you must
obtain permission from the copyright owner.

The Mission

Eno River Media Production strives to be the leader
of North Carolina's commercial digital video
production industry by providing an opportunity for
novice cast and crew to gain the necessary practical
experience and skills in field production to succeed
in the television and movie industry through
completion of assigned digital video projects for
distribution by American cablecast outlets.

Eno River Media Production projects promote and
support, through a variety of media, North Carolina's
unigue arts community, non-profit organizations and
the positive entrepreneurial spirit found in diverse
communities throughout our state.




Important Links

ERMP
Eno River Media Production
http://www.ermp.tv/

ERMP Marketplace
http://www.cafepress.com/6611

ERMP MySpace Site
http://www.myspace.com/128777910

ERMP YouTube Main Page
http://www.youtube.com/user/ERMPTV

ERMP YouTube Talent Audition Main Page
http://www.youtube.com/user/ERMPTALENT

ERMP YouTube Festival Video Main Page
http://www.youtube.com/user/ERMPFestivalVideo

ERMP Donate Page
http://www.ermp.tv/donate.php

ERMP Documents for Download
http://www.ermp.tv/download-docs.php

Non Profits
NC Center for Nonprofits
http://www.ncnonprofits.org/principles.asp

Idealist.Org
http://www.idealist.org/if/h

VolunteerMatch
http://www.volunteermatch.org/

Purple Elephant Computer Factory
http://www.purpleelephant.org/

Community Foundations of NC
http://www.communityfoundationsnc.org/

The Hauser Center for Nonprofit Organizations
http://iwww.hks.harvard.edu/hauser/

Carolina Film Alliance
http://www.carolinafilm.com/

Film and Television Action Committee
http://www.ftac.net/

Creative Action Actors Network
http://www.caan.biz/

Tuskarora Indian Tribe
http://www.skarorehkatenuakanation.org/

The Film Connection Film Institute
http://imww.film-connection.com/Metro-Charlotte.html

Carolina Film Institute
http://iwww.carolinafilminstitute.com/

StarFleet International
http://www.sfi.org/site/news.php

National Association of Broadcasters
http://www.nab.org/AM/template.cfm?section=Home

Alliance for Community Media
http://www.ourchannels.org/

Public Access Awareness Association
http://publicaccess.org/

The SaveAccess.Org Coalition
http://saveaccess.org/faq

Center for Documentary Studies at Duke University
http://cds.aas.duke.edu/

Magazines
Reel Carolina Online
http://www.reelcarolina.citymax.com/home.html

Celebrity News
http://www.celebritywonder.com/

Movie News Industry Today
http://movies.einnews.com/

American Cinematographer
http://www.2-pop.com/Cinematographer/Default

DV Magazine
http://www.dv.com/

Screen Magazine
http://www.screenmag.tv/

Videomaker Magazine
http://www.videomaker.com/

The Hollywood Reporter
http://iwww.hollywoodreporter.com/hr/index.jsp

Vendors
Talent One
http://www.talentone.net/

Avid Editing Platform Software Website
http://www.avid.com/

Elite Video
http://www.avid.com/

Matrox
http://www.matrox.com/en/

Panasonic

http://www.panasonic.com/business/provideo/home.asp

Videonics
http://www.videonics.com/

Talent Link Agency
http://www.talent-link.com/Joomla/index.php

School of Communication Arts
http://www.higherdigital.com/

University of North Carolina School of the Arts
http://www.ncarts.edu/

School of Film Making UNCSA
http://www.ncarts.edu/filmmaking/

Guerrilla Productions
http://www.guerrillapro.com/




John Kearns, Jr. Productions
www.Johnkearnsjr.com

Prop Tarts Inc.
http://www.proptarts.com/

Vancouver Film School
http://www.vfs.com/

Trailblazer Studios
www.trailblazerstudios.com

Poyner and Spruill Law Firm — Entertainment Law
http://www.poynerspruill.com/servicesandindustries/Pages/Entertain
ment.aspx

Movie Industry
Blue Ridge Motion Picture Studios
http://www.blueridgemotionpictures.com/

Screen Gem Studios
http://www.screengemsstudios.com/nc/

Full Frame Documentary Film Festival
http://www.fullframefest.org/

Charlotte, NC Film Festival
http://charlottefilmfestival.org/2009/index.php

Reel to Reel Film Festival
http://www.ccartscouncil.org/realtoreel/

Nevermore Film Festival
http://festivals.carolinatheatre.org/nevermore/

Blu Moon Film Festival
http://www.blumoonfilm.com/

Carolina Film and Video Festival
http://www.carolinafilmandvideofestival.org/

RiverRun International Film Festival
http://www.riverrunfilm.com/

Cape Fear Independent Film Festival
http://www.cfifn.org/

Cucalorus Film Festival
http://www.cucalorus.org/

Asheville Rejects Film Festival
http://www.rejectsfilimfest.com/

ProductionHUB.Com
http://www.productionhub.com/

TarHeel Films
http://tarheelfiims.ning.com/

Asheville Film Festival
http://www.ashevillefilmfestival.com/

Flicker Bi-Monthly Film Festival
http://mww.flickerfestival.com/

NC Museum of Art Film Series
http://ncartmuseum.org/events/films.shtml

Television Industry
Second Cinema
http://www.secondcinema.com/

People TV Public Access - Atlanta, GA
http://www.peopletv.org/

The People’s Channel Public Access - Chapel HillL N C
http://www.thepeopleschannel.org/

Raleigh Television Network Public Access — Raleigh, NC
http://raleigh.granicus.com/ViewPublisher.php?view_id=2

TVAccess21 Public Access — Charlotte, NC
http://www.tvaccess21.com/

Greenville/Pitt County Public Access Television — G reenville,
NC
http://www.gpat.tv/

Fairfax Public Access Community Media — Fairfax, VA
http://www.fcac.org/

Manhattan Neighborhood Network Public Access — Manh attan,
NY
http://www.mnn.org/

Greensboro Community Television Inc. Public Access -
Greensboro, NC
http://www.onlinegreensboro.com/~gctv/

Webster Cable Access Television public Access —Web  ster, NY
http://pages.prodigy.com/wca-tv/

Penfield Community Television Public Access — Penfi eld, NY
http://www.penfield.org/index.php?pr=Television

Across the Canvas Productions
http://acrossthecanvas.com

Across the Canvas Myspace Page
http://myspace.com/acrossthecanvas

Across the Canvas YouTube Page
http://youtube.com/acrossthecanvas

The Kids Corporation TV Show
http://kidscorporationthetvshow.net

NC Visions UNCTV
http://www.unctv.org/ncvisions/

The Global Village CAT — National Listing of Public Access
Stations
http://www.communitymedia.se/cat/index.htm

Resources
Presidential Volunteer Service Award
http://www.presidentialserviceawards.gov/index.cfm

Virginia Film Office
http://www.film.virginia.org/

South Carolina Film Office
http://www.scfilmoffice.com/

Western North Carolina Film Office
http://www.advantagewest.com/film/resource-
categories.cfm/content_id/155




NC Triad Film Office
http://www.piedmontfilm.com/resources/index.cfm

Durham, NC Film Office
http://www.durham-nc.com/film/directory_filmservices/

Charlotte, NC Film Office

http://www.charlotteusa.com/Film/film_production_directory.asp

North Carolina Film Office
http://www.ncfilm.com/

Eastern NC Film Commission
http://www.filmeast.net/portal/news.php

Circle M City
http://www.filmeast.net/portal/news.php

StellarCon
http://www.stellarcon.org/home

ConCarolinas
http://www.concarolinas.org/

TriNOC Con
http://www.trinoc-con.org/

The Internet Movie Database
http://www.imdb.com/

Casting in the Carolinas
http://www.castinginthecarolinas.com/

Southern Casting Call
http://excoboard.com/exco/index.php?boardid=19246

NC Triad Indie Film Network
http://www.triadindie.org/

Email Reminders
http://sitefoundry.com/reminders/

USA Federal Acquisition Jumpstation
http://prod.nais.nasa.gov/pub/fedproc/home.html

Federal Business Opportunities
https://www.fbo.gov/?s=main&mode=list&tab=list

Central Contractor Registration
http://www.ccr.gov/

Government Service Administration
http://www.gsa.gov/Portal/gsa/ep/home.do?tabld=0

The YellowPages
http://www.switchboard.com/

Film Composer List
http://www.soundtrack-express.com/composers.htm

Viewpoint — Custom and Library 3D models in any for
http://www.viewpoint.com/

NCSA Film Production Forms

http://faculty.ncarts.edu/film/forms/production/index.html

Film Contracts.Net — Directory of Production Contra
Forms
http://www.filmcontracts.net/contracts/

Television Production Overview Online Classes
http://www.cybercollege.com/tvp_ind.htm

CrewNet Entertainment Jobs
http://www.crewnet.com/

Mandy.Com International Film and TV Production Reso
http://www.mandy.com/

Oz Publishing Film and Video Directories
http://www.ozonline.tv/

Film and Video Programs in NC Colleges and Universi

urce

ties

http://www.ncarts.org/freeform_scrn_template.cfm?ffscrn_id=84

IMDB List of Film Schools Link Page
http://mwww.imdb.com/filmschools

Film and Television Website Archive
http:/timelapse.com/tvlink.html

BoxOffice MoJo
http://www.boxofficemojo.com/

The Numbers — Box Office Data
http://www.the-numbers.com/

FilmSound.Org
http://www.filmsound.org/

Creative Screen Writing
http://www.creativescreenwriting.com/index.html

Free Royalty Free Music for Non Profit Movies
http://mobygratis.com/film-music.html

Voices of Independent Culture
http://www.ifc.com/




