ThemPavilion

CANNES 2011

SPONSORSHIP PROPOSAL

The Pavilion provides a sponsor with an integrated

solution to maximize their presence in the
film festival arena and to underline their commitment

to the next generation of filmmakers.




INTRODUCTION

WELCOME TO CANNES
AND THE AMERICAN PAVILION

The Cannes Film Festival is the most important event in the

international film calendar. Each year, over 20,000 industry

professionals and over 4,000 journalists attend the 12-day Festival.

Since 1989, The American Pavilion has been the hub of American

activity at the Film Festival. The Pavilion is a sponsor-focused

organization providing corporate partners with direct access to

industry professionals as well as the next generation of filmmakers.

ThemPavilion

Serving as a communication and
hospitality center for the thousands of
entertainment industry professionals
in Cannes during the Film Festival,
The Pavilion provides an impressive
array of facilities and services to the
international film community. For the
corporate sponsors of The Pavilion,
the dozens of exhibitors and office
holders, and the thousands of
participants, The Pavilion
accommodates the need for

information, orientation, and

recreation. For the duration of the festival, The Pavilion provides both

a dynamic business environment and an opportunity to relax in

comfortable surroundings.
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=D SPONSORSHIP OPPORTUNITIES

THE AMERICAN PAVILION OFFERS

o

Prime real estate in the heart of the Festival, creating an ideal setting in

which to meet customers

o

Ongoing branding and visibility to the thousands of industry professionals
doing business and socializing in The Pavilion throughout the 12-day
Festival

A platform for launching new products and promoting existing products

The opportunity to leverage success stories via programming such as panel

discussions and screenings of projects

RN

A framework for building relationships within the filmmaking community

through client entertainment

Mg Strengthened positioning for an organization as an educator in the

film community
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D) 2011 SPONSORSHIP LEVELS AT A GLANCE

TheasPavilion

Mg PRESENTING SPONSOR

BENEFITS

* Naming rights of
The American Pavilion

+ Category exclusivity

Inclusion of logo on all
print advertising,
electronic media and

printed materials

¢ Inclusion of logo on “step

and repeat’ signage at
entrance to The Pavilion

¢ Branded apparel worn by

staff of 200

* Festival accreditation for

up to six representatives

Mg SUSTAINING SPONSOR

* Ten invitations to red

carpet screenings

* Access to nightly cocktail

parties in The Pavilion’s

corporate apartment

OPPORTUNITIES
Student Program

Bar & Restaurant
Media Terrace
Membership Services
Green Room
Conference Center
Wireless Café

Greening

Mg SUPPORTER

BENEFITS
Category exclusivity

Inclusion of logo on all
print advertising,
electronic media and

printed materials

Festival accreditation for

up to four representatives

* Five invitations to red

carpet screenings

* Access to nightly cocktail

parties in The Pavilion’s

corporate apartment

OPPORTUNITIES
10 X 10 Exhibit Space
Product Sponsorships

including coffee, wine,

beer and spirits
Media Partnerships
35 X 5 banner on

Corporate Apartment,

overlooking the red carpet

Start page in American

Pavilion Wireless Café

Logo on directors’ chairs in
American Pavilion

Conference Center

Hosting of a panel
discussion in American

Pavilion Conference Center

Mg ADDITIONAL OPPORTUNITIES

BENEFITS

¢ Inclusion of logo on all

print advertising, electronic
media and printed materials

Festival accreditation for
up to two representatives

Access to nightly cocktail
parties in The Pavilion’s

corporate apartment

Cocktail parties,
press luncheons and

late-night parties

Junket space on

Media Terrace
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Inclusion of publications
in The American

Pavilion Newsstand

Branded lanyards
distributed to

Pavilion members

Table toppers on 40 tables
throughout The Pavilion

Brochure and

Literature Display

Poster Sites

AMPAV.COM



PRESENTING LEVEL
D SPONSORSHIP OPPORTUNTIES
/4
/4
/4

Naming rights of The American Pavilion
Category exclusivity

Inclusion of logo on all print advertising, electronic media and

printed materials
MK TInclusion of logo on “step and repeat’ signage at entrance to The Pavilion
Mg Branded apparel worn by staff of 200
Mg TFestival accreditation for up to six representatives
Mg Ten invitations to red carpet screenings

MK Access to nightly cocktail parties in The Pavilion’s corporate apartment
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SUSTAINING LEVEL
B SPONSORSHIP OPPORTUNTIES

BENEFITS
Mg Cate gory exclusivity

MK Inclusion of logo on all print advertising, electronic media and

printed materials
MK  Festival accreditation for up to four representatives
MK Five invitations to red carpet screenings
g

Access to nightly cocktail parties in The Pavilion’s corporate apartment

Available sponsorships:

WORLDWIDE STUDENT PROGRAM
BAR & RESTAURANT

MEDIA TERRACE

MEMBERSHIP SERVICES

GREEN ROOM

CONFERENCE CENTER

WIRELESS CAFE

GREENING
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WORLDWIDE STUDENT PROGRAM

BENEFITS
Category exclusivity

Inclusion of logo on all print
advertising, electronic media

and printed materials

Festival accreditation for up

to four representatives

Five invitations to red

carpet screenings

Access to nightly cocktail

parties in The Pavilion’s

corporate apartment

Since 1989, The American Pavilion has offered film students from around
the world the opportunity to attend The Cannes International Film Festival.
Following a four-day orientation, students work with The American
Pavilion, with a Pavilion sponsor or with one of the many entertainment
companies doing business at the Festival. In addition to their work
assignments, students participate in educational programming, including
roundtable discussions with industry professionals and pitch sessions.
Further opportunities include Festival screenings, student screenings and

industry receptions and parties.

Mg Naming rights to program, offering exclusivity at the Mg Opportunity to host events, educational seminars and
Festival as well as, and year-round exclusivity and industry mixers for these up-and-coming filmmakers
visibility through on-campus recruiting, direct mail and

Mg Opportunity for sponsor to interact directly with
online promotions

students, building one-on-one relationships and
Mg On-site branding opportunities including student apparel, gathering feedback

tote bags and gift items
Mg Opportunity to develop brand loyalty early in

Mg Distribution of promotional materials and products customers’ careers
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BAR & RESTAURANT

BENEFITS
Category exclusivity

Inclusion of logo on all print
advertising, electronic media

and printed materials

Festival accreditation for up

to four representatives

Five invitations to red

carpet screenings

Access to nightly cocktail
parties in The Pavilion’s

corporate apartment

The American Pavilion’s bar and restaurant is the preferred meeting place
in Cannes for creative and business professionals. It offers an unparalleled
promotional opportunity for the forward thinking sponsor. Each day more
than 1,000 guests enjoy appetizing light meals, comfortable surroundings
and a dynamic business environment. Featuring two outdoor terraces, the
bar and restaurant offers an ideal location for dining, meeting or relaxing

between screenings.

Mg Ongoing branding and visibility throughout daily Mg Featuring signature menu items and drink specials to
restaurant business (over 1,000 guests per day) events promote a product, brand or restaurant
such as press luncheons, cocktail receptions and late- - o ' _
. _ Mg Positioning at the hub of activity for industry executives,
night parties
journalists and filmmakers in Cannes
Mg Opportunity to customize décor, creating branded

environment in a highly trafficked space
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MEDIA TERRACE

BENEFITS
Category exclusivity

Inclusion of logo on all print
advertising, electronic media

and printed materials

Festival accreditation for up

to four representatives

Five invitations to red

carpet screenings

Access to nightly cocktail
parties in The Pavilion’s

corporate apartment

The American Pavilion Media Terrace provides a beautiful seaside location

for celebrity interviews, photo shoots, and private parties.

The Media Terrace is made available to journalists, publicists,
photographers and news crews throughout the Festival. Festival attendees
can reserve the space for private functions and sponsors may use the space
for client entertainment. Past shows using the space have included Access
Hollywood andd AMC’s Sunday Morning Shootout, as well as numerous
news outlets. Celebrity guest have included Faye Dunaway, Robert Duvall,
Hugh Hefner, Ron Howard, Norah Jones, Andie MacDowell, Michael

Moore, Martin Scorsese and Harvey Weinstein.

MK The Terrace is elevated on the south side (sea side) of Mg Steady stream of celebrity traffic
The American Pavilion providing a scenic background for
MK Heightened visibility with the international press
celebrity interviews, televised satellite links to the U.S.

and photo calls.

Mg Opportunity to promote brand to journalists, publicists

and celebrities, via gifting and direct interaction
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MEMBERSHIP SERVICES

BENEFITS
Category exclusivity

Inclusion of logo on all print
advertising, electronic media

and printed materials

Festival accreditation for up

to four representatives

Five invitations to red

carpet screenings

Access to nightly cocktail
parties in The Pavilion’s

corporate apartment

The American Pavilion provides an impressive array of services to
accredited members. Members register in advance or onsite to receive
access to The American Pavilion and services such as wireless Internet,
computer services, trade publications and daily US newspapers. Members

use The American Pavilion as a “home base” throughout the festival.

The Pavilion also offers Red Carpet Membership, an upgraded program
that provides access to a private terrace area, reserved seating for all
Industry in Focus panel discussions and In Conversations, dedicated
computers and invitations to nightly cocktail parties in The Pavilion’s

corporate apartment.

MK | 0go placement on all of The Pavilion’s correspondence Mg Prominent signage at Pavilion entrance
with members, including registration materials, e-blasts
Mg Positioning as a provider of key services to the
and daily Festival updates .
entertainment industry
MK | ogo placement on Pavilion badges, worn by thousands

of members throughout the Festival
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GREEN ROOM

BENEFITS
Category exclusivity

Inclusion of logo on all print

advertising, electronic media

and printed materials

Festival accreditation for up

to four representatives

Five invitations to red

carpet screenings

Access to nightly cocktail

parties in The Pavilion’s

corporate apartment

Photos, left to right, at The American Pavilion Green Room provides a relaxing oasis for

The American Pavilion: Bill Paxton, celebrities participating in Pavilion events. Celebrity guests enjoy

Greg Kinnear, Kirsten Dunst, the Green Room prior to and following Industry in Focus Panel Discussions,

Colin Firth, Chloé Sevign . . . .
& In Conversations, media events and private parties.

Mg During late-night events, the Green Room is used as a Mg Photo opportunities of celebrities with products

VIP lounge, catering to celebrity clientele.
Mg Opportunity to customize décor, creating branded

Mg Opportunity to promote brand to journalists, publicists environment
and celebrities,

Mg Positioning as a high-end hospitality brand
via gifting and direct interaction
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CONFERENCE CENTER

BENEFITS
Category exclusivity

Inclusion of logo on all print
advertising, electronic media

and printed materials

Festival accreditation for up

to four representatives

Five invitations to red

carpet screenings

Access to nightly cocktail

parties in The Pavilion’s

MORGAN FREEMAN AND ROGER EBERT
corporate apartment

One quarter of The American Pavilion’s space is devoted to the Conference
Center, which seats 120. The Conference Center is used for press
conferences, panel discussions, screenings, receptions and luncheons.

Two series, In Conversation and Industry In Focus are produced and
programmed by The American Pavilion. Past participants have included
Kevin Bacon, Francis Ford Coppola, Ron Howard, Anjelica Huston,
Morgan Freeman, Michael Moore, and Sean Penn (see attached list).
Sponsor logos are displayed on the “step and repeat” backdrop, featured

prominently in all celebrity press coverage.

Mg Ongoing branding and visibility MK Heightened visibility with the international press
Mg Opportunity to reach members of key demographic MK Opportunity to showcase product or service
in Cannes offerings within framework of high-profile programming
and events

Mg Opportunity to leverage success stories
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WIRELESS CAFE

BENEFITS
Category exclusivity

Inclusion of logo on all print
advertising, electronic media

and printed materials

Festival accreditation for up

to four representatives

Five invitations to red

carpet screenings

Access to nightly cocktail
parties in The Pavilion’s

corporate apartment

The Wireless Café is one of the most popular services in The Pavilion.
Featuring the fastest internet service in Cannes, the Wireless Café serves a
critical need for Festival patrons to check e-mail. From early morning until
closing time, visitors take advantage of the free and efficient connections.

Mg Prime exposure on start page Mg Positioning at The Pavilion’s technological hub

Mg Signage in highly trafficked area of The Pavilion Mg Naming rights
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GREENING

BENEFITS
Category exclusivity

Inclusion of logo on all print
advertising, electronic media

and printed materials

Festival accreditation for up

to four representatives

Five invitations to red

carpet screenings

Access to nightly cocktail
parties in The Pavilion’s

corporate apartment

Since 2006, The American Pavilion has created an eco-friendly
environment in Cannes. The Greening Sponsorship makes the
procurement of sustainable materials and a Pavilion-wide recycling system
possible. Sponsors’ branding is featured on signage throughout the Pavilion
and on T-shirts worn by “green team” of student filmmakers collecting

recycling throughout the Festival.

Mk |dentification as exclusive Greening Sponsor in all Mg Branded recycling containers in The American Pavilion

signage, advertising, press, and promotional materials
Mk Full page ad in the Los Angeles Times announcing

Mg Branded t-shirts, tote bags and accessories for “Green sponsor’s involvement

Team” of students
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CULINARY STUDENT PROGRAM

BENEFITS
Category exclusivity

Inclusion of logo on all print
advertising, electronic media

and printed materials

Festival accreditation for up

to four representatives

Five invitations to red

carpet screenings

Access to nightly cocktail
parties in The Pavilion’s

corporate apartment

This unique work-study program brings together culinary students,

apprentices and young professionals from throughout the U.S. Past

participants have had the opportunity to meet with such renowned chefs

as France’s Roger Verge (Moulin de Mougins) as well as American chefs

Bobby Flay, Mario Batali and Rocco DiSpirito. The culinary crew

prepares up to 1,000 meals per day—for lunches, dinners, receptions, parties

and other special events. Prior to the Festival, participants enjoy tours to

wineries, restaurants and outdoor markets along the Riviera.

Mg Naming rights to program, offering exclusivity at the
Festival as well as year-round exclusivity and
visibility through on-campus recruiting, direct mail and

online promotions

Mg On-site branding opportunities including student apparel,

tote bags and gift items

Mg Distribution of promotional materials and products

ThemPavilion
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Mg Opportunity to host events, educational seminars and

product demonstrations for these up-and-coming chefs

Mg Opportunity for sponsor to interact directly with
students, building one-on-one relationships and

gathering feedback

Mg Opportunity to develop brand loyalty early in

customers’ careers

AMPAV.COM



ThemPavilion
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SUPPORTING LEVEL
SPONSORSHIP OPPORTUNTIES

10" x 10" Exhibit Space

Product Sponsorships including coffee, wine, beer and spirits

Media Partnerships

35' x 5' banner on Corporate Apartment, overlooking the red carpet
Start page in American Pavilion Wireless cafe

Logo on directors’ chairs in American Pavilion Conference Center

Hosting of a panel discussion in American Pavilion
Conference Center

Inclusion of logo on all print advertising, electronic media and

printed materials
Festival accreditation for up to two representatives

Access to nightly cocktail parties in The Pavilion’s
Corporate Apartment

CANNES 2011 SPONSORSHIP PROPOSAL
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EXHIBITION SPACE

BENEFITS

Inclusion of logo on all print
advertising, electronic media

and printed materials

Festival accreditation for up

to two representatives

Access to nightly
cocktail parties in The Pavilion’s

Corporate Apartment

Mg Opportunity to showcase products

Ty
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The high volume of traffic in The American Pavilion offers exhibitors a
prime setting in which to showcase established brands, as well as to intro-

duce new products and services.

Product sampling, presentations and demonstrations of new technologies—
with the opportunity for hands-on experience—are just a few of the possi-
bilities. Basic units measure 10’ x 10’ and include a desk, seating and
locking storage. The space may be configured as a three-sided exhibition
area or as an enclosed office with a door.

Telephones, computers, video players, and other equipment can be made
available. The American Pavilion works closely with each exhibitor to meet
specific goals and marketing objectives. Please call The Pavilion to discuss

your requirements.

Mg Staffing assistance

Mg 10 x 10 office or exhibition space in The Pavilion MK Direct interaction with potential customers

ThemPavilion
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PRODUCT SPONSORSHIP

BENEFITS

Inclusion of logo on all print
advertising, electronic media

and printed materials

Festival accreditation for up

to two representatives

Access to nightly
cocktail parties in The Pavilion’s

Corporate Apartment

The American Pavilion’s Bar and Restaurant, one of the most popular
gathering places in Cannes, offers sponsors the opportunity to showcase
products with category exclusivity. Categories include coffee, champagne,

soft drinks, spirits, water and wine.

MK Prominent visibility through branded cups, napkins, etc. MK tvents scheduled throughout the Festival for sampling of

products to Festival attendees
Mg Signage throughout bar area

MK [-blasts to Festival attendees promoting food and drink

MK | ogo placement on menus ‘ .
specials and sampling events
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CORPORATE APARTMENT/BANNER

BENEFITS

Inclusion of logo on all print
advertising, electronic media

and printed materials

Festival accreditation for up

to two representatives

Access to nightly
cocktail parties in The Pavilion’s

Corporate Apartment

g the Art of Filmmaking

Falebratn

VIEW FROM THE CORPORATE APARTMENT

Overlooking the red carpet, the Corporate Apartment is open for a private
catered cocktail reception every afternoon prior to the premiere screening.
Guests include industry professionals, journalists and sponsors. Sponsorship
includes the 35' x 5' banner space on the terrace of the apartment, visible to
the thousands of Festival attendees gathered on the red carpet.

Mg Branding of daily cocktail reception for sponsors, MK | ogo featured on printed invitations distributed

industry professionals and other invited guests each day

Mg 35 x 5 banner seen by thousands waiting to enter the

Palais des Festivals

TheasPavilion
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START PAGE IN WIRELESS CAFE

BENEFITS

Inclusion of logo on all print
advertising, electronic media

and printed materials

Festival accreditation for up

to two representatives - o "
’ 1 EPEE

Access to nightly

cocktail parties in The Pavilion’s

Corporate Apartment

A sponsor’s URL is featured as the start page of 15 computers in
The Pavilion’s Wireless Café, ensuring prime branding in one of

The Pavilion’s most popular locations.

AMERICAN R K
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DIRECTOR'S CHAIRS

BENEFITS

Inclusion of logo on all print Dir i

advertising, electronic media

and printed materials

|l|" 1 111
'

4

|

Festival accreditation for up

to two representatives

Access to nightly
cocktail parties in The Pavilion’s

Corporate Apartment

The American Pavilion Conference Center hosts an average of two events
per day for the 12-day festival, including the popular Industry in Focus
and In Conversation series. Director’s chairs in the audience seating area
are branded with a sponsor’s logo, providing ongoing visibility and

valuable positioning.
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SUPPORTING SPONSOR LEVEL

BENEFITS

Inclusion of logo on all print
advertising, electronic media

and printed materials

Festival accreditation for up

to two representatives

Access to nightly
cocktail parties in The Pavilion’s

Corporate Apartment

ThemPavilion

PANEL DISCUSSIONS

CISCO HOSTED A PANEL ON THE FUTURE OF
DIGITAL FILMMAKING

The American Pavilion can offer a turnkey presence for a sponsor hosting

a panel discussion. Programming, promotion and inclusion in all schedule
announcements are among the benefits of this opportunity. Panel discussions
feature executives from sponsor’s company alongside high-profile members

of the entertainment industry.
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MEDIA PARTNERSHIP

BENEFITS

Inclusion of logo on all print
advertising, electronic media

and printed materials

Festival accreditation for up
to two representatives

Access to nightly
cocktail parties in The Pavilion’s
Corporate Apartment

Since its founding in 1989, The American Pavilion has been a source of up-

to-date information for its members. A variety of media partners distribute
their publications in The American Pavilion Newsstand, which is positioned
near the entrance to The Pavilion. Publications are prominently displayed in

this prime location.
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The“PaVlllOn CANNES 2011 SPONSORSHIP PROPOSAL AMPAV.COM




I ADDITIONAL OPPORTUNITIES

Cocktail parties, press luncheons and Junket space on our media terrace

late-night parties

Branded lanyards distributed to Table toppers on 40 tables throughout

The Pavilion members The Pavilion

-

Brochure and literature display Poster sites Newsstand placement at The Pavilion

mmmmmm
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) 2011 SPONSORSHIP INVESTMENT LEVELS

MMMMMMM

Presenting Sponsor ........................... $300,000.
Sustaining Sponsor................ $50,000-$100,000.
Supporting Sponsor................. $15,000-$25,000.
Additional Opportunities................... prices vary

call for further information
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PROFESSIONS
&INCOMES

GENDER
& AGE

NATIONALITIES
&S EDUCATION

TheasPavilion

ATTENDEE DEMOGRAPHICS

The Pavilion draws a primarily affluent and influential membership

7% Publicity/Marketing

6% Other

3% Banking

8% Director

52% Producer 5% Distribution

7% Executive
4% Film Festival

1% Filmmaker

4% Journalist

38% Female

62% Male

4% Canada

35% Western Europe

\

57% United States

1% Asia
1% Eastern Europe
1% Oceania

1% Other

CANNES 2011 SPONSORSHIP PROPOSAL

39% $200k+

33% $100-5199k

1% Up to $35k
1% $75-$99.9k

9% $50-$74.9k
7% $35-549.9k

29% 45-54

27% 3544

0% 25-34

17% 55-64
4% 18-24

2% 65+

46% Bachelor Degree

36% Graduate Degree

8% Some College
1% High School 5% Associate Degree

4% Vocational/Training

AMPAV.COM



INDUSTRY IN FOCUS/IN CONVERSATION

TheasPavilion

Industry in Focus and In Conversation are a series of candid talks between

celebrities and high-profile journalists. Drawing standing-room only

crowds, it is often broadcast on closed-circuit monitors throughout The

Pavilion, and is widely covered by the global press.

Robert Altman
Ellen Barker
Peter Bart
Lawrence Bender
James Cameron
Francis Ford Coppola
Willem Dafoe
Claire Danes

Lee Daniels
Robert Duvall
Roger Ebert
Colin Firth

James Franco
Stephen Frears
Morgan Freeman
Whoopi Goldberg
Ryan Gosling
Ethan Hawke
Dennis Hopper
Ron Howard
Angelica Huston
Norah Jones
Jude Law
Tommy Lee Jones
Spike Jonze
Charlie Kaufman
Harvey Keitel
Kevin Kline

John Leguizamo
Sherry Lansing
Mike Leigh

Julian Lennon
Matt Lauer

Doug Liman
Michael Moore
Randy Newman
Nick Nolte

Bill Paxton

Brett Ratner
Christina Ricci

CANNES 2011 SPONSORSHIP PROPOSAL

Director

Actress

Publisher, Variety
Producer
Director

Director

Actor

Actress

Director
Actor/Director
Chicago Sun Times
Actor
Actor/Director
Director

Actor

Actress

Actor
Actor/Director
Actor

Director

Actress

Actress

Actor
Actor/Director
Writer/Director
Producer/Director
Actor

Actor
Actor/Writer/Director
Producer
Director

Director

The Today Show
Director
Writer/Director
Singer/Composer
Actor/Director
Actor/Director
Director

Actress
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INDUSTRY IN FOCUS/IN CONVERSATION

TheasPavilion

Joan Rivers

Tim Robbins
Martin Scorsese
Mira Sorvino

Uma Thurman
Billy Bob Thornton
John Waters
James Woods
Harvey Weinstein
Billy Zane
Rosanna Arquette
Kevin Bacon
Michael Barker
Benjamin Bratt
Duncan Clark
Robert Dowling
Cassian Elwes

Rob Friedman

Ed Frumkes

James Gianopulos
Mark Gill

Geoff Gilmore
Piers Handling
Spike Lee

Dylan McDermott
Andie MacDowell
Ross McElwee
Amir Malin

Sean Maloney
William Mechanic
Sam Moore
Edward James Olmos
Mark Ordesky
Tony Perkins

Keith Pon

Frank Rose

Kyra Sedgwick
Robert Shaye
Kevin Smith
Steven Soderbergh
Tim Sweeney
Quentin Tarantino
William Thompkins
John Turturro

Jack Valenti

Wim Wenders
Michelle Williams
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Comedienne/TV Commentator
Actor/Director

Director

Actress

Actress

Actor/Director/Writer

Director

Actor

President, Miramax Pictures

Actor

Actress/Director

Actor/Writer

Co-President, Sony Pictures Classics

Actor

President Columbia Tristar

Publisher, The Hollywood Reporter

VP William Morris Agency

President, Paramount Pictures

President, Warner Bros. International
President, International, 20th Century Fox
President, Warner Independent Pictures
Director, Sundance Film Festival

Director, Toronto International Film Festival
Director

Actor

Actress

Director

President, Artisan Entertainment

Senior VP, Intel Corp

President and COO, Fox Filmed Entertainment
Singer

Actor/Director

President, Fine Line Features
Editor-in-Chief, AlwaysOn.com

Senior Technology Director, Sun Microsystems, Inc.
Wired Magazine

Actress

Chairman and CEO, New Line Cinema
Director

Director

Director of Tech. Marketing, New Business Group, Intel Corp.
Director

Chief Marketing Officer, VP Entertainment Imaging, Eastman Kodak
Actor

President, MPAA

Writer/Director/Producer

Actress
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I THE PAVILION IN THE PRESS
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to green treng

o get the message out

By Scolt Roxborough

“"\-\‘\ the festival Sreonug of
Leonardo 1y Capriv’s “The
Hith Hour™ and s Year's pre
micre  of Al Gore's = Ay
Inconvenient Troth,” s obwg
ous that environmental thiwcny
mentaries have found Favor w ith
Cannes’ programmers,

Less olwious is whether the
message of these films is having
any effect on Cannes and the
hordes of film execs sWarming
the Croiserte, The Ereen mes-
sage of “1th Hour™ stands in
sharp contrast 1o the tones of
CO2 emissions and mountain
of rash prodduced during thy
festival,
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I THE PAVILION IN THE PRESS

TheasPavilion

In honor of a Competition documentary,
the American Pavilion opts for a more
environmentally friendly presence this year

- ik, foesder and disectonr of the Bugecly populs

+ Amesican Mavilon — a home away from homs
foe s of Amesicans during tee Feetival de Canmes
fiand ot b this year that it's pot cany being green

=1 o't waer oo scare people off from doing i bur its
i br dhia,™ whie A 1E°S expenane.” bkl o releiving Lo lved
cffcers o =green® the American Pavilion this year firem Sop
1 haeioen wn am alesspl b leave berassd bess ol & eco I‘l!:"h.'ﬂ
fosodprint. Creatimg 2 micwe ernamnesentalli fdcndly Pavlion
has been Sk’ poal d@nce 19935, bur she sayx thar wntil this
year, the hada™ heen able io gt e Kind ol omporane gonsoniag Necessary 1o
ek TIAT GNCAm 4 rokhTy.

“§e"ve had this ides foe s reslly long time becsme we CReais an eTsONTIUS. QITHALL
of waite whon we're in Casmen, ™ ihe dan. "YW ve oo srang 1o &0 | el fisi
thse Linr $our o five years, we've just been recycling, and oven thee's really hard to do
there, Wi ve busd do iruck all the socyclables v Masselles, oy o swne

|_"hn;-u# the vears, Ssk has remnainesd cosmvineed thag mech pwwe comld be
dome W she ooakd ondy secune thee resousces. | hes year, after Eppoaciing “every
Ol UMY, EVETY CONTIpi that sy they'ne precm, all the odwvionis Conmprisecs
vos wontld g 1" lor suppoet and geming need Jivwn, she fnally hedked out
Paramaxent Classdes, in comjunction with i new ghobal wasmesg docussssniary
“An Inconverdent Truth.,™ which will be soreening Out of Cospetition at
Cannes, olfcred Bo spomior the Pavilson’s grecmng ¢ {haes

Fosr thee firsn timre to dabe, the Pavilion willl e oorm-bascd, biodogradable cops,
Maben, utlery dss] napking inatead |:f-1||_'\q 1 s, lailsd o Srvrednars. Tes Do
will be covered i reusable, ervironmerdally fresdly canpeting., domaied by
Atlanta-based Interfsse [ot., sather than the tpecal dupeasble md. And the
Pavilioss =carbon footpnon™ willl be offsct by =Inconvensent Treth™ prodactcs
company Partespant Prods., wisch wall puschase remewisbie energy credns, used
ter build wind furbines, in an amouies oqudl B0 the Pavilan s caergy ags

Sk i hoping thar all dhe tinve and effort cthat bes gone o improving ber com
ey envecnmeslal impact — which lun cismed the “Gireen Scal™ of approval
tecam the Environmenial Media Soan. — will have o payoll beyond Cannes

“I really fecl that one of the thacge that we've created thers & thas aminag
planfiorns, ™ Sisk says. =There sre probably 30 ocher pavilions in Canves, s if they
#o oo ciffoas, they may folbow suit, Ausd wes jisit ong Peabneal aerade thoumiands
All the film-festival directons from all over the workd come b Cannes, and if they
Bk nohe dned iy, "Wow, locl af whas the Amencan Povilion @8 dmng, maybe

they'll take thar back: s wherevor they'ne from ansd greon their cvenes, ™
= Tridha Tetke

KN - - hollywoodrepoitar com
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Rubbing the

Right Elbows

U.S. marketers bring taste of home to Cannes.

hat da S1even
Spielbern,
Roger Ebert,

and Toobsr

Hl_lll FidisE ok
ocommon{ They'll all be m the
Amercan Favilom in Cannes,
Frande, this manih

S0 vl Doc=-Cinly, Kosdak, gnd
Sever OUher Spomssr eager 1o
reach Holhowood's elite. The
Favilion it home base Mo
Americans working the Cannes
Filem Festrval, and marioelers sperd
S25,000 ta § 150,000 to ghee $tudia

cxech @ Laste of home, It's tightby
tangeted marketing, delmered
Subily e an aery tent

-'.‘;ﬂ'l.'lnﬂlﬂ Qei 0 CHa blch a
relatinmthip with the entertamment
mnausing at 3 sery egh-prodsle
evenl” says Julie Sisk, director of
American Powslion Inc. "It kas the
added cachel of being very
glamonpals, and in 3 very Coal
place,”

Sisk created the Amserican
Pavalion in 1989 after camping
mut in the British Pralion 1o
wiark, A& ful'{h'.| i fl_ll fillere

A L) sl o By l.' By VR
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festivals, Sisk ysed her contacts
wilh cofporate GHoniors 1o
launch a location for Americans
Loke, Kodak, and Midmight
Express Courser Senvioe were first
on board, and contmue as
sponss. ATET and Delta have
wnprsared for mine yvears, Ray-Ban
and Evian far twa, New this wear
are Biackbuster Video and
Meridian Yincyards

“In the beqinning we had
shopping lst of sporsorships
people could buy = Ehe bar, the
business cenler, Lhe maodea
ferraoe,” Sisk savs, "Wow wie st
v with & speoesor Do Tend ol
its branding ohgective, then sef
up @ program 1o ac Pewe 1"

lake the Emengeing Filmmakers
proyram The Paviluon deweloped
a work=iludy program for film
stugents eager to attend the
featneal. Sk used 1o draft student
volunteers to staff the kitchen
and o Sful woek n and arsund
the Fasion. [hese days, 100
students pay 51,500 to intern al
thee Pestwwal, whibe andther 25
Merrive |;THI'I|.'|--'PI.III'| Kodak. The
film marketer had been helping
fuand student vodu nieers, and was
cager to host a mare formal
educatin program. [[he kilchen
15 staffed by 15 students fram the
Cubinary Inshitute of America: in
the old daws it was volunteers
whone parents owned a deli. or

AMPAV.COM



FLICKS AND KNICKS: Direcior Spike Lee caughi
pames belween screcnings [ast year.

Mad ssme obther dubisus
DO RETDE EX e e |

Kndak alsn sporsors the Fitch
H

10 ST Nier m Boar and hear plerses

n, winere s ENECS M fee

ferim sy £ These 1

r pEdpe i
e e ORI 1D 6 [Rough
alrmal channeds, Sk G

"W got the strateqy straght
Trgm gur Eurgpean ool Ut
especunlby Ele Radiars: Whenever
WOUr fuslomers are, thadow
them arcund The workd, sys
Jahn Maxwsn, director of Kodak's
Wioebdwide Student and Emergeng
Flmamakers paagrams, "I {hy
5., we were refuctant o adopt
that. We'd look 31 Cannes and
Think, We re going 1o g0 party
far twid weeks — i thes really
vhal wee wanl Bo Spend Gur
mancy an’” Bul il's a greal
CRANGE B MEeeT Deaphe ol f Fidiv
troubde mecting through reqular
busifiest charmnels

Ray=Ban comcurs: " lhe

CORLRCTS Wit wE Made 5T Lanncs

ThemPavilion

Earhella

marketindg

PO Can e age Nt e nirsenl
Ele- s

Hav-Han hosts the Media
lerrace, wihvere reporiers Yage
imEeresrws wilth lumeerican celebs

wiho Jfe Jmhed 10 wear Ray-Bars
in eachange for uwsing the facilities
Ray-Ban farns flocked 1o the
terraeee kst vear when word ol
GIUT TRET TR SO Py Wi o
dway sunglases for interaeews

Ine glam Factor makes far 5
haird 4l sometimes. “Peonle Say.
| eouldn’t paossdly sugoest this
RS iy borss = R |l RRiAK IS (a8t &
arkel, Sk says "I0s defortcly
B COMmipafines anleresiod in 8 wery
speciiee demographie.”

The Casmes Film Festival is
mirsk by goseerimen ] =sponsoned

with only about 15 percent of 15

By o o, PR A Rt Sl Biepeori
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I THE PAVILION IN THE PRESS

soeTaleng Buidig
Ehing iyh corp

eolemaies That makes the

Pawalioan cire

W wery Tew plaoes Bo
Slage hran | EapELne. TS 30
English-langu

Ligited to AumspErican beands

B DErsds especeally

Arnsnieard | oae Lo Dee
PrOGUCTS Trom heme,  Sikk
eaplaims “Even if theyve iy
bkeen gone TH hours, They walk i
e an 1 CTARY T S0E 3
SRS Dar. IE makes therm fee
coamyboriabie r AT 0wy

Soemee fumerican icons, ke
lpatsie Holls, get to the Favilsnr

for Tree, Sisk dhwps Fipmndreds ol

pounds of candy o the Favslion
cach vear, Maost gets pilfered en
roilE, Bt the opisie Rodh
arvays Get tRrough TFEy Wi
Becteme & Traditican wivkh The
Panvilian ot

Ky theary is that the thieves
can'n tell what thE 3, sk

i .f"

B Fsw Smeffn

)
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FOREIGN AFFAIRS

When U.5. marketers want to reach Hollywood's players,
they set up shop in the American Pavilion at Cannes.

f Spike Lee wants to check on the progress of his

baleved Wew York Knicks during the Cannea

Internsiions] Film Festival neoxt month, he need

onkty head down io the beach and the big-top bent
Ehail hootses the Ameriesn Pavilion.

There he'l ikely find, a8 he has for the past se-
veral years, o satellite feud of Mational Baskethall
Assocation playolf games, as well as almost any
American prodact oF servies be could deaire, Ard
Lo won't ke alome, Virtually every visiting director,
netor and executive frem the TS, film Endustry will
stop by at some pednt in the two-wenk run of the
Temtival, which kieks off May 12

Mow in its sixth year, the Pavilion has become o
Cate d'heure fixturs for the Americsn fiim commu-
nity. The opaning of the tomt
each year has evolned into o gl
event, with stars sieh as Holly
Hunter and Whoepl Goldberg

coma Lhe place to ba saen for
7.8, corporations eager to
make contacts with Hollywood.
Among the mariketens willing to
pay anywhere from $1,000 Lo
100,000 i apomacr fees are
Delta, Apple, MCT, Coen-Cola, Enstman Kodak,
Corona, Evnderioinmend Weakiy and CHM.

Most of the sponscrs sy the Pavilion gives them
anique access to the fim dustry, And whils they ad-
mit it's difficult to gasntify just how rubbing sboal-
ders with Jumin Leg Curtis, Dennds Hopper or Ed-
ward Jamaes Olenos will pay off down the lise, they
believe that in an industry whdeh lives snd breathes
relationships and cornections, it esn't hurt.

“The thing companrdes néed to understand aboat
Cannea,” says John Spenee, worldwide manager of

, marketing communicationsgmotion pictares and TV

for Kodak, “is that while the main competition gets
all the glitber, there are sctually five sldeber compe-
titloms and 8 huge flm market. The people sttonding
all theas other events ape customers and would-he
customers,” Ard most of thess csstomers, be says,
find thelr way to the Pavilion, whieh is open 1o any-
ane aceredited for the festival: flmmakers, produae-
ers, film distributors and medla.

The Pavilion is the brainchidd of Julle Sk, whe
&4l remembers har fivst trip to Canees for tha festi-
vil a decale ago when sha was with the American
Film Irstitute. “We haid such & miserables time,” she

CANNES 2011 SPONSORSHIP PROPOSAL

gays, because there was no plees fo go for help with
#vin the gimplest things, ke making & phone call,
or getting a messagy that was understandsble,
Her idea wus to provide & pless whare U5, film
exstutives eould drop by for & rendwich, rest & madl-
box for phone and fax messsgas, get & French-
speaking intarn to help with diener reservations,
hist & party, entertain a chent, conduct & pross con-
frenos, use 8 bank of somputers or just hang oot

The Pavillon fa desigred for business and pleas-
ure, and sponsers eay part of it sucosss is dun ko
Sink's knack of figuring owt what will draw the
crowds. Last year, New Line Cinema saled Siak e
throw a party for jts film, Menace IT Soclety, asd
gha erocted graffit-coversd rorefronts on the ste,
When the festival fell durisg the final episedes of
Twin Peakr one year, she arranged to have the
Ehirws brosdeast &l the Pavilion, and provided cups
af coffes and pleces of cherry ple.

The bulk of the Pevilice's sporsors have alresdy
targeted the fllm industry a8 & potential markst.
Comemuniestions B an olvdous mateh, Wew sponsar
MCI jumpad in with o major commitment, 1o the
VIP Center (& business/'commumiestions ares) amdl
will use the Pavilios to promate it WarldPhone ser-
vitk, “The type of disntels that freqoant the Ameri-
can Pavilion are prire prospects for this MCI ser-
vies," says Terry Macka, director of international
eard markeding for MCL. “They'ro traly Interna-
tlonal travelars, The commarlecations center not
only gives ua vislbdlity, but it allows people o use the
prediuect. 1t was & perfect 6t that way.”

Midnity Express, an overnight deltvery servics that
caters to the eptertalzmaent industry (the company
ones dolivered & peckage by seowmobile to 4 remole
e loesthom) Beps beien associntiod with the Pavilion al-
micat from the baginnisg. “It's always been & really
good plece for people 1o go who aren't that familiar
with the nrea,” suys Christicg Jery-Btorey, prosident
of Midnite Express. "People walk in and feel somfort-
ahle, 1t's been great for nebworidng,®

Eponsorships, which ar oxcluaive for each eate-
ey, cin be & smple aa displays and brockuams o a8
elaborate as olfles and exkdbithon space. Some markoet-
s run infomeveials on the teet’s vides moritor; oth-
arn put. masenges on T-ghirts worn by the interre,

“Moat eorporations want to kave some relatbon-
ship with the film industrs,” says Bisk. "But they see
Cannes us international. What they dem't realize is
that for those two weeks much of the Anserican film
indusiry is there asd within resch.” »
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