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MOGRAPH CHAIN LETTER HITS THE NET
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The game of Exquisite Corpse,

: in which stories or images are
assembled in haphazard fashion by various
players with each adding to the end of the
others’ contributions, has its ongins in the
Surrealist movement of the '20s. Fitting,
then, that maotion graphics artist Bran
Dougherty-Johnson {aka Grow Design
Work) brought modern-day masters of the
surreal — fellow mograph artists — into the
playing field for his online version of Exqui-

site Corpse, the “Psst! Pass it on..." project.

Resembling a motion graphics chain letter,
“Psst!" is a collection of six one-minute
films created by three teams each,

With the initial idea coming to Dough-
erty-Johnson via a dream, after discussing
the notion with friends in the field, he for-
mulated the shape the collaborative project
should take, and what to avoid.

He references Photoshop Tennis, where
artists would continually add to an image

Input from Aaron Stewart and Bran Dougherty-lohnson,

and pass it along. "It was essentially a
battle, like rap freestyles that would just
devolve into Your mother's ugly.' | didn't
want this to turn into something like that — |
wanted everyone to be info it.”

Dougherty-Johnson sent invites to
friends, colleagues and recommended art-
ists, outlining the process and the project’s
mission — to have fun and collaborate
on something unigue and unfettered by
commercial constraints. Each team would
have three weeks to finish their part, with
the next team in the chain getting a preview
from the preceding team in the third week,
“The first team might set the tone and then
the next tearns would riff off of it.”

The list of contributors to the project
reads like a who's-who of the motion
world. Participants including Athletics,
bubblefsqueak's Jason Koxvold, Buck,
Freestyle Collective, Aaron Stewart of Hor-
net, Cassidy Gearhart, loyalkaspar's Rich
Magan and Jacob Slutsky, Jan Mathias
Steinforth of MateUniverse, Felipe Posada,
Madulation Nation's Doug Purver and Cary
Janks, nailgun* and Transistor's Jonathan
Cannon, among others, were put into teams
randomly by Dougherty-lohnson, who
also added his lalents to the mix. The end
result — six wildly varying clips with litles
derived from T.Rex tunes, each displaying
a dizzying array of styles and techniques,
ranging from live-action to stop-motion, to
2D and 3D.

With the project causing a stir in the cre-
ative community, the “Psst!" progenitor says
he's looking forward to the next instaliment,
slated for Septernber. o
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Psst! Pass it on...> www psslpe G0
Grow Design Waorke> waww.growdesignwork.com
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\m«;:f Model Robot's “Coo™ characters for MTV Net'wi_w'.ﬁ-matinnm's Barria l#

CITIZENS

MTV Networks International (MTVINI} is notorious for its open
briefs, and the one presented to UK prodce Bermuda Shorts and

its hot animation team Model Robot for the show package of its new street
culture series Barrio 19was no exception. The duo (Jason Jameson and
Sean Miles, repped by Hornet Inc. in the US and Asia), was told only to fill
a cardboard city with an animated populace.

Consider Model Robot's penchant for playfulness as seen in promos
(Alfie, Psapp and The Kaiser Chiefs) as well as its broadcast design and
branding work (Nickelodeon and Promo Mag). The phrase “kids in a
candy store” can be applied to such an assignment.

Running rampant through the show's open, bumpers and one- to three-
second teasers are a veritable smorgasbord of animated creatures - some
2D, some 3D - ranging from a spooky spider-like creature named “Bee”
for reasons known only to Model Robot to the many green and blue 2D
Weeble-esque characters bouncing through the set (dubbed “Coos”). And
we would be remiss if we didn't mention the giant, bulbous 3D fernme-
Coo, named “Faa”, which flies into frame every so often, It's a peculiar
blend of cute, chaotic and cool that's just the right side of edgy for the six-
episode series spotlighting urban culture from cities arcund the globe.

“Many of the characters were designed to work in both a 2D and 3D
environment, interchanging at times around the cardboard city set,” says
Jameson via email. “We felt the mix of these technigues would give us
more choice in choosing shots and help to create more dynamic scenes,”

“The characters pretty much popped out of cur heads, where we store
a huge number of weird and wonderful creatures, all waiting for a chance
to get out in some form or other,” adds co-Robot Miles. “Coming up with
designs and ideas for characters really is a fun part of the job."

The series, developed by MTVNI think tank The Greenhouse, pre-
miered via MTV's European mobile channels in late April, weeks before
debuting on television. Still, that didn't affect Model Robot's shooting plans
—they were unaware of MTV's intentions to launch the program via mobile,
“We didn't specifically deliver for multi-media,” says Jameson, "MTV con-
verted everything after frorm our deliverables, which were all 4:3."

Luckily, the show's open is a rush whether you're watching it on a
phone or a big screen, with camera moves coursing through the cityscape
providing much of the frenetic fun. Nabbing that POV proved to be one
of the job’s biggest challenges and required a small, three-chip security
camera, which, according to Jameson, “was great to maneuver around the
set and not so great when it came to camera-matching characters!” o

Model Robot> www. mocelmbol com Homet Inc.> wew.barmatine. com
Bermuda Shorts> waww.bermudashorts.co.uk
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