David Victor

918 Spring Circle #203

Deerfield Beach, FL  33441

(954) 478-8952
davebard@live.com

· Award-winning Writer.

· Wrote over 1,000 corporate video scripts, along with press releases, SEO copy, radio and television commercials and training manuals.  My analytical skills allow me to break down complex processes into copy that is easily accessible to a lay audience.  Have also trained & edited other writers.

· Won 3 Telly Awards including a Silver Award (there is no gold) for corporate videos as well as multiple film festival awards, including Best In Show.

· Value-added skills: client relations, still photographer, voice-over narrator.

· Earned 3-year Associate's Degree in Media Arts from Sheridan College, Oakville, Ontario, graduating at top of my class and awarded Board of Governor's Medal.  
· Permanent resident fully documented to work in the United States.
· LinkedIn:  www.linkedin.com/in/davidvictor1
2007-2018
Writer at AsSeenOnTV.pro/Wheelhouse Studios, Coral Springs, Florida, writing:

television commercials, advertorial video scripts, press releases, website copy.  Training/editing other writers, also voice-over talent.  Won 3 Telly Awards ― 1 Silver (highest award), 2 Bronze.
2014-2015
Writer at Writer at Stemtech International, Pembroke Pines, Florida, writing:

promotional material, e-mail and text blasts, internal communication, website copy, SEO content, video scripts.
1998-2007

Writer at Onstream Media, Pompano Beach, Florida, writing: 

promotional video scripts, instructional video scripts, website copy, procedural manuals, radio & television commercials, magazine advertisements, direct mail promotions, e‑mail promotions, press releases, newsletter content, training material.  

↓ ↓ ↓ SCROLL DOWN TO SEE WRITING SAMPLES  ↓ ↓ ↓
TV Commercial:

	Participant:


	Azio
(retro-style computer keyboards)
	Contact:
	

	Time:

	60” As Seen On TV
	Phone:


	

	Date:
	9/25/17
	Company Address:
	

	Draft #:


	FINAL
	Fax:
	

	Writer:
	David Victor


	E-mail:

Website:
	

	TALENT
	#1
	man (novelist, only seen from rear or hands only typing;  wearing long white shirt rolled up to elbows with fedora hat)

	CONCEPT
	
	Film Noir feeling, novelist typing, graphics are "typed out" on screen in font resembling old-school typewriter font (Courier).  Dramatic read to narration.

	video


	
	audio

	writer typing at computer, shot from behind

SUPER:  

It was a dark and stormy night.
	vo:
	It was a dark and stormy night.

	ECU: writer's eyes; monitor reflected in them
SUPER:  
Jake couldn't believe ...
	VO:
	After all his years as a PI, Jake couldn't believe what he saw.

	writer's hands typing on Onyx keyboard

SUPER:  

Onyx ... sleek, black 
	vo:
	One was named Onyx ... sleek, jet black.

	sexy pass of Posh keyboard

SUPER:  

Posh ... white, copper
	VO:
	The next was Posh ... white leather surface with a matte copper finish.

	writer's hand sliding along Artisan keyboard

SUPER:  

Artisan ... black, copper
	vo:
	Then there was Artisan ... black leather with a matte copper finish.

	ECU: label area of Elwood keyboard

SUPER:  

Elwood ... wood, matte black
	vo:
	Finally, Elwood ... genuine wood with matte black.

	LS: writer typing
SUPER: 
retro click
	NATS:

vo:
	[keyboard clicking]
Reminiscent of his favorite old typewriter, the keys even click.

	product shot: all 4 keyboards in abstract layout
SUPER:  

Steam Punk
	VO:
	They were gorgeous ... backlit, luxurious, authentic retro keyboards ... pure Steam Punk.

	ECU: fingers typing on keyboard, illuminated by keys and computer monitor
SUPER:  

Bluetooth or USB ... Windows or Mac
	vo:
	Bluetooth or USB ... Windows or Mac.

	product shot

SUPER:
25% OFF

FREE shipping
	VO:
	For a limited time only, they're 25% OFF ...

... including FREE shipping.

	writer adjusts his hat as he rises to exit; monitor glow goes out; we're left with backlit keyboard

SUPER:

[website]
promo code:  ASOTV
	VO:
	See them today ... before they're a thing of the past ... 

... at [website], with promo code:  ASOTV.


TV Commercial:
	Participant:


	Bartelli
(automatic can openers)
	Contact:
	

	Time:
	60” As Seen On TV
	Phone:


	

	Date:
	3/2/16
	Company Address:
	

	Draft #:


	1
	Fax:
	

	Writer:
	David Victor
	E-mail:

Website:
	

	TALENT
	#1
	Cat #1

	
	#2
	Cat #2

	
	#3
	woman

	SCENARIO
	
	Two cats watching their owner open the cat food.

	
	
	The 30" version of this was posted by the client and had over 61,000 word-of-mouth visits.

	video


	
	audio

	CU: T3’s hands opening can of cat food
	NATS:
	[Wrrrr of can opener operating]

	two cats sitting together watching
	T1:
T2:
	Ah listen to that: music to my ears.

Dinner time!

	T3 finishes opening can and removes the lid portion 
	T1:
	Why can’t we learn to do that, then we wouldn’t have to wait.

	CU: T3 dishes out some food into the cat bowl
	T2:
	It looks so easy, especially with that new Bartelli can opener she got.

	T3 feels the smooth edge of the lid
	T1:
	That thing’s great.  It opens any type or size of can, and leaves a smooth edge to it.

	T3 reseals the can and puts it in the fridge
	T2:
T1
	She can re-seal it again and our next meal is … “in the can”.

Oh brother.

	two shot of cats


	T1:
	Look at how proud she is; as if it was some great achievement.  Bartelli products take the labor out of opening cans.

	CU of Cat #1
	T2:
	Cordless, fully automatic, no sharp edges … what’s difficult about that?

	CU of Cat #2
	T1:
	It even opens cans with pull-tabs.  I always wanted to get my paws on one of those.

	the cats scurry out of frame, presumably heading for the food
	T2:
	You do that, I’m going to chow down.

	product shot

SUPER:

[website]
	vo:
	See all the safe and efficient Bartelli can openers at [website] and get FREE shipping.

	 cats eating

SUPER:

[website]
	VO:
	Buy an Auto-Stop Can Opener now and get a FREE manual model … [website].


TV Commercial:
	Participant:


	Knockout Panties
(stylish, protective panties)
	Contact:
	

	Time:

	60” As Seen On TV
	Phone:


	

	Date:
	10/28/16
	Company Address:
	

	Draft #:


	FINAL+
	Fax:
	

	Writer:
	David Victor
	E-mail:

Website:
	

	TALENT
	#1
	woman (40+)

	SCENARIO
	
	Woman lying on bed facing camera, addressing audience directly, with cutaways. 

	video


	
	audio

	woman lying on bed on her stomach facing camera; she's wearing Knockout Panties and a bra or loose top
	vo:
	Every woman has her secrets.

	woman laughing; looks worried about the consequences

woman sneezes; looks awkward
	vo:
	Like me, I'll bet you're annoyed by sweat, spots, leaks ▬ you know what I'm talking about.  
And yes, young girls, it’s going to happen to you too.

	woman lying on bed on her stomach facing camera
	vo:
	Your "pretty panties" won’t help you.  But let me tell you about something that will:
Patented Knockout Panties ▬ they may look pretty, but they are extraordinary.

	woman exercising
	vo:
	The thin, doctor-recommended cotton liner keeps me cool and dry, from work to workout.

	CU: panties tossed in washing machine
	VO:
	And It's protection that won't wash or wear out.

	woman trying on thong style

woman trying on nightie

woman examines a pair of men's underwear; with a glint in her eye
	VO:
	Knockout Panties come in lots of sizes and styles for everyone ▬ panties, thongs, briefs, even boy-shorts.

	woman lying on bed on her stomach facing camera
SUPER:

[website]

25% OFF

coupon code: KNOCKOUT25
Satisfaction Guaranteed
	VO: 
	Get your "Panties With Benefits" at [website] ...

… for a limited time, you'll get  25% OFF with coupon code: KNOCKOUT25.


Sample TV Commercial Links:
Bartelli

https://www.youtube.com/watch?v=M6-xsvTAy-4

Kitten Sittin'

https://www.youtube.com/watch?v=zYjaj6sC0X8

Munio

https://www.youtube.com/watch?v=y0wdcLWct-0

Fan Horns 

https://www.youtube.com/watch?v=Sf3Oz-24cgg

Stink Boss

https://www.youtube.com/watch?v=1BfBdg2HVR8

MastaPlasta

https://www.youtube.com/watch?v=UYkurwRPkzY

Our Pets Company

https://www.youtube.com/watch?v=F879HPX8mXI

Only Goodness Inside

https://www.youtube.com/watch?v=TWE1B9_Qf44

Fun Tan Tattoo

https://www.youtube.com/watch?v=_zRlX5IGLyM

Knockout Panties

https://www.youtube.com/watch?v=BZc6fmULYrU

EzClipse

https://www.youtube.com/watch?v=njRxMrcYMvM

Revomax

https://www.youtube.com/watch?v=uJaqFumqo4Y

Beverage Butler

https://www.youtube.com/watch?v=HkSJdlKyb8Y

Dark Dog Organic

https://www.youtube.com/watch?v=1pLXCxriLiE

Flip'N'Float

https://www.youtube.com/watch?v=9lnaHbk96bc

E3-Light

https://www.youtube.com/watch?v=NmVGGGFIpKg

EE-Max Tank Buddy

https://www.youtube.com/watch?v=WA9tnyeX9Y0

Heelusions

https://www.youtube.com/watch?v=RwhLRNNr0nE

Maggie Snaps

https://www.youtube.com/watch?v=dwbFvqx_MzM

Newport Zero

https://www.youtube.com/watch?v=Hy8ElwITLYU

Peter Manning

https://www.youtube.com/watch?v=IspaXj3x6r0

Solo Rolo

https://www.youtube.com/watch?v=12oTBUDa-Q0

Splatter Shield 30

https://www.youtube.com/watch?v=KV1Sn21V0Vo

Trax Family

https://www.youtube.com/watch?v=Ci-siahV89o

Wonder Scooper

https://www.youtube.com/watch?v=FZPS4JSoDy4

XG Industries

https://www.youtube.com/watch?v=1sHJ1v2TU_M

Radio Commercial:

Visual Data Corporation
60” Radio Spot

by David Victor

<<<  OBPS CAMPAIGN SPOT #1  >>>
[SFX:  Phone rings.  Receiver is picked up.]
BOSS ON PHONE:  Johnston!  [high-pitched babble.]

RALPH:  Yes, sir.  [high-pitched babble.]  It'll be ready...

[SFX:  Hangs up phone.  He starts to hyperventilate.  He pounds on his phone.]
RALPH:  [wheezing]  Marie, get in here!

[SFX:  Door opens.]
MARIE:  Yes, sir?

RALPH:  The CEO just called.  We've got to do a broadcast on the Web first thing in the AM or I'm SOL!

MARIE:  Yes, sir.

RALPH:  We'll need video, audio, stats, ISDN lines, hosting, technicians...!

MARIE:  Yes, sir.

RALPH:  custom video and audio production, multimedia with slides and sound...  Marie, you're not writing any of this down!  I tell you, it's got to come off like the biggies...

MARIE:  So, why not use the same company they all use?

RALPH:  Who's that?

MARIE:  Visual Data Corporation, sir.

RALPH:  Who?

MARIE:  One call to Visual Data does it all.  Live video and audio webcasting, multimedia, corporate video snapshots, keynote speeches, custom video production including camera crews, writing, editing....

RALPH:  All right, already!  Don't just stand there―start dialing!

NARRATOR:  Visual Data Corporation.  We make you look good on the Web. Just call 1-866-VISUAL-DATA.

RALPH:  I don't hear dialing!

MARIE:  Speed-dial, sir.

RALPH:  I knew that.

#
Press Release:

FOR IMMEDIATE RELEASE:

WORLD'S LARGEST PARAIBA TOURMALINE SETS NEW RECORDS AT KAUFMANN DE SUISSE

It strikes the viewer more as a scoop of crystal-blue ocean captured, frozen and sculpted to perfection, than the amalgam of aluminum, iron, magnesium and associated minerals that actually comprise a typical tourmaline.  But there is nothing remotely typical or ordinary about the magnificent Ethereal Carolina Divine Paraiba Tourmaline.  Certified by the Guinness Book of Records as the largest cut Paraiba Tourmaline ever presented, it measures 36.44 x 33.75 x 21.85 millimeters in size, and weighs in at a breathtaking 191.87 carats, exceeding all superlatives one could apply to a gem of this caliber.

Currently kept in Montreal by fine jewelers, KAUFMANN de SUISSE, the Ethereal Carolina Divine Paraiba Tourmaline is an oval gem with a modified brilliant cut set in a necklace that features an explosion of colorful sea creatures frolicking around the precious gem and the wearer's neckline.  Cut in a pinwheel pattern of facets surrounding a broad circular table that draws the viewer to enter the fascinating world that lies within this stone, the clarity is exceptional and the color is described as vivid, incandescent, natural, neon-like, bluish-green by owner Vincent Boucher, President of Billionaire Business Enterprises, Inc. of Montreal, Quebec.  This rare gem in its present setting is valued at approximately [ ___ million dollars Canadian/US].

Gem experts the world over exhaust their most lofty accolades when speaking of the Ethereal Carolina Divine, and they routinely include it in a rarified list of the world's most acclaimed stones, such as the Logan Sapphire, Hope Diamond, Golden Jubilee, Alan Caplan Ruby and Cullinan Diamond.  

Worldwide, there is only one Paraiba tourmaline found, to every 10,000 diamonds unearthed.  Yet the Ethereal Carolina Divine Paraiba Tourmaline is, indeed, in a class of its own and it will bring out the ethereal quality of the lady who is fortunate enough to wear it.

For more information about this beguiling gem, contact:

About KAUFMANN de SUISSE:

A five-time winner of the coveted Diamond International Award, KAUFMANN de SUISSE caters to the discriminating international connoisseurs of traditionally crafted, hand-made sumptuous jewels. With boutiques in Montreal and Palm Beach, KAUFMANN de SUISSE is renowned the world over for its signature Flowing Lines design, as it has since 1954.

References:

- http://www.guinnessworldrecords.com/world-records/6000/largest-cut-paraiba-tourmaline 

- http://www.kaufmanndesuisse.com 

- http://www.gia.edu/gia-news-research-tourmaline-bibliography 

- http://www.billionaire.tv/TheGazette.pdf 
###

Press Release:

FOR IMMEDIATE RELEASE

Contact:
Public Relations

MG Creative

[contact info]

BMG Creative Meets Explosive Growth Head-On

with New NYC Office
Coral Springs, FL – BMG Creative is proud to announce the launch of its new office in New York City.  Coral Springs, Florida-based BMG Creative, a full-service media agency providing publicity, promotions and internet identity services for enterprises from the Fortune Five Hundred to start-ups, will now have a presence in the city that never sleeps:  New York City.  The company's new office at [street address] will provide quick access to events, news outlets and production facilities that can only be found in the nerve-center of business and media.  This Sunshine State-Big Apple connection also comes with a special bonus:  BMG Creative is excited to announce the launch of a new strategic partnership with New York public relations expert and influencer, Dee Rivera.  
Legendary for her work as a producer of live, pop-up events that help spark image awareness, attract press coverage and expand brand exposure, Dee Rivera brings her 15 years of public relations experience, working with some of the world's most recognizable fashion, beauty, luxury and lifestyle brands, plus the celebrities whose faces and voices can focus public attention and generate enthusiasm.

With a plethora of celebrity and industry contacts in the New York area Dee has worked with the likes of Jennifer Lopez, Eva La Rue, Jon Secada and Rosie Perez.  Her clients are drawn from such industry-changing A-listers as Bloomingdales, IMAN Cosmetics, Celebrity Designer Cesar Galindo, SONY, WH Design, Vera Moore Cosmetics, Sirius XM, Helen Yarmak and Plush Vodka.

"I’m excited to be working with the BMG Creative team, and specifically with Douglas Scott, who has done so much in the television promotion arena," said Dee Rivera.  "I look forward to helping build a dynamic presence for BMG right here in New York, the epicenter of all things media."  

BMG's new Manhattan facility reflects the meteoric growth the company has experienced under the leadership of media entrepreneur Douglas Scott, following his recent acquisition of full ownership of the firm.

"The opportunity to work with such a consummate pro as Dee Rivera doesn't come along every day," says Douglas Scott, CEO of BMG Creative.  "With her stellar talent backed up by the skills of our BMG team, we can reach new heights in promoting our clients and their endeavors." 

For more information about BMG Creative, please visit [web address].  For more information about Dee Rivera, please visit [web address].

About BMG Creative

BMG Creative is an integrated branding and advertising agency in South Florida specializing in brand strategy and development, graphic design, print, social and digital marketing.  Our creatives deliver fresh, insightful perspectives and innovative work that ignite growth for our clients' business.  We hold ourselves to the highest standards of technical competency, best practices, and industry knowledge in our areas of expertise.  Undergoing rapid expansion, BMG Creative is launching an office in New York City, the heart of communication and commerce.

###

Boat Review:

Meridian Icon 205-Foot Oceangoing Motor Yacht

review by David Victor

Own the waves aboard this beauty from Meridian.  This 205-foot floating villa offers the ultimate in privacy, convenience and thoughtful design.  While surrounding your guests with a superior aura of luxury, it wraps you and your family in your own private oasis at sea.

Even with the capacity to sleep 16 guests in eight spacious staterooms and 18 crew including captain's quarters, your personal craft remains your own exclusive sanctuary.  When you're ready to retreat from the expansive entertainment areas into the owner's suite that spans two decks, your comfort is ensured with a sumptuous king berth and ensuite bath complemented by a panoramic saloon and private sitting area.  

The entire ship is fully air-conditioned and fitted out with only the finest materials.  Guests are treated to finishing touches like mahogany, rosewood and dark walnut in the cabins and saloons while ebony and Canaletto walnut warm up the private owner's areas.  Dazzling highlights such as Sahara desert stone, black meteorite marble, travertine and dark brown emperador marble complete the sumptuous effect.  The Redman Whitely Dixon-designed exterior includes decking comprised of treated wengé and teak.  

The custom interior, styled in early 20th Century decor was designed exclusively for this ship by the Cristiano Gatto Design Team, encompassing many unique appointments like Venini and Seguso lamps artisan-crafted of Murano glass, other lighting made with high-gloss marine stainless steel, hand-made bamboo fiber and silk carpeting, walls and ceilings of precious veneer and rare materials like parchment, as well as flooring of ebony and portoro marble.

Built by Icon Yachts in 2013, the ship has a 14 knot cruising speed and 6,000 mile range, with a draft of just over 12 feet which ensures access to all the popular and out-of-the-way harbors that might intrigue your sense of adventure.  The twin-screw drive powered by two 2,480 hp. diesel engines, along with dual stabilizers and a bow thruster, empower you to take to the world's oceans, seas and inlets without hesitation.  

Complete state-of-the-art communication, navigation and audio-visual entertainment systems are networked throughout the ship.  This includes two radar and three Satcom systems, mobile phone relay capabilities, wifi, video, telephone and intercom systems.  

The ship is fully equipped with commercial-grade galley and laundry equipment, as well as dumbwaiters linking various decks.  For convenience and mobility ― not to mention fun ― it comes with 2 power tenders, a Zodiac and 5 jetski-style personal watercraft.

Fashioned to serve as your home-at-large as you explore global waterways in transcendent comfort, the Meridian Icon 205-Foot Oceangoing Motor Yacht offers the pinnacle of seagoing pleasure.  Come aboard and inspect it today.
Blog Entry:

Does Your Brand Tell The Right Story?

Blog entry by David Victor

Being a writer of corporate videos for many years, I've seen, first-hand, the value of the right brand name, image and philosophy.  Meanwhile, I've seen some terrible travesties that could have been easily avoided with a little more care in choosing your identity as it will be presented to the world.  

Are you bringing a new company into existence?  Naming your brainchild is critical ▬ perhaps even more so than choosing the name for a child.  While there are many factors to consider:  historical ties, emotional impact, a sense of strength or longevity, even a touch of humor, this may be the most important decision you make as a corporate entity.  There will be times that your company's name will be the only piece of information available that can speak for you and your enterprise.  The best thing that could happen is that your name evoke a gut response; the worst thing that could happen is that your name evoke a gut response -- the wrong response.

It can be a huge point of pride to name your company by your family name; there have been examples of giants who, for decades, have ruled their niche under the family name.  When risking vast amounts of money and effort to launch a new company, however, one needs to have the clarity of though to realize that not all family names lend themselves well to a high profile in public.  And that is acutely more apparent if you plan to go global, as not all words translate well into disparate tongues.

The first rule, I think, should be to run your proposed name past a 10-year-old.  If there is any similarity between your proposed name and something that drips out of an immature potty-mouth, this child will find it right away.  Some fine old-country family names can be turned into something infantile with a simple shift of emphasis, a single change of a letter or just a childish frame of mind.  Among many, what springs to mind is a company delving into the medical sector under the name of "ICP".  Yes, I see pee too, when you put it that way.  Many old Teutonic names sound like scatology -- a dirty word -- when brought into the American English market.

When launching enterprises abroad, more than a little homework into the linguistics and sensibilities of those countries would be a wise practice.  Many countries in both hemispheres have Spanish as their national tongue, but among the nations of Central and South America, there can be key differences in dialect, and especially vernacular -- slang uses.  Statesmen touring these countries often find their speeches are full of odd and unexpected pauses while the audience chuckles to an unseen landmine written into the script.  On the corporate level, there's no excuse for not doing the research.  In selling their cars in various South American markets, GM found that Chevy's "Nova" in Spanish means "no go", and Ford got tripped up by "Pinto", which is an outright profanity in certain dialects (an anatomical reference).

Makers of baby food products discovered that there can be a trap in even the most innocent of practices.  In some countries where there is a high degree of illiteracy among the population, they don't rely on words so much as pictures in their product packaging.  The solution is to print an image of the products contents -- the ingredients contained inside.  Imagine the reaction of grocery shoppers to find tiny jars on the shelf with a picture of a baby on it.  The imagination cringes.

There are other pitfalls in using a proud old family name in a foreign marketplace, aside from an unintentional faux pas.  I've seen a couple of companies whose radio or television advertising took the first part of the message to teach the public how to pronounce their name.  That is a waste of advertising budget -- having the first quarter or third of your advertising dollar be squandered by the time-wasting necessity of teaching the viewer how to say your name.  Basic marketing principles would insist that one of the prime considerations in name selection be its ease of being spoken and remembered, along with an immediate positive association, creating a sense of familiarity and trust.  Anything less is a loss to you and your enterprise.

I would also enthusiastically advise against any cutesy spelling or selective capitalization of the name as another risk of alienation.  Try to put yourself in the position of a driver passing a billboard at 50+ miles per hour, who can't spare any more than the briefest glance at it.  If the driver cannot fully understand the name from that one glance, it's time to re-think your corporate identity.

And you don't want to change your name too often.  Then you lose your market position that you've worked so hard to build, as well as your credibility (why did they change their name; what are they hiding from?).  Some rappers change their name every year or so -- they can do whatever they like with their name, but I don't have to remember it.  It doesn't take long before I just don't care any more.

You don't want the response to your corporate entity to be "who cares?".

#

Blog Entry:
Rainy Season

by David Victor

Our headquarters for US Media Television is in Coral Springs, Florida, within the metroplex of Ft. Lauderdale.  Over the past few weeks, we've been in the midst of the 

rainy season in this sub-tropical climate.  Unlike any other place in the continental US, when it rains here, it RAINS.  Sometimes it comes down so hard you don't think your car's windshield is going to stand up to it.  It can feel like the gods themselves are out to beat us down.  In my first couple of years here, I didn't see any gentle rain or drizzle, just this unrelenting pounding of the rain onto the Earth with a ferocity I had not previously experienced.  I was convinced that was the only kind of rain that ever happens here.

But when it's done, when the sun parts the clouds and casts its glow on the Sunshine State, everything is lush and green.  The tropical and imported vegetation that surrounds us looks well watered and healthy.  Clean and renewed.  It makes one think about the rest of life.

At times, it seems that the gods, themselves, are out to get us, throwing everything they've got at us in order to pound us into the ground.  Economic collapse, open hostilities, natural disasters ... it can feel like we're on the receiving end of a deluge no less ferocious than the summer rains common here at this time of year.  But what these tribulations usually leave behind is something greener, something stronger, something better able to cope with life's more trivial blows.  Something positively cleaner.  When the smoke clears from our current struggles and we look around at what remains, I have every confidence that we will find just that.

#

Long-Form Advertorial Segment:
	Shoot Location:
	Mobile, Alabama
	Contact:
	

	Featured Guest:
	ShipConstructor
	Phone:
	

	Show:
	Today in America
	Company Address:
	

	Date:
	8/16/10
	Fax:


	

	Draft #:


	FINAL
	E-mail:
	

	Writer:


	David Victor
	Website:
	

	video


	
	audio

	Terry Bradshaw 
	NATS:
	opener TIA

	CG opening credits
	
	

	Terry Bradshaw 
	NATS:
	topic: #9

	In-House B-Roll, #0277 tall ship

DJ-3, On the Water, #08298 tall ship sailing
	VO:
	Modern shipbuilding has evolved considerably from the wooden ships of yesteryear.

	Guest-supplied animation on L drive: 0:00:37 – 0:00:46 3 - AssemblySequence720x480.avi
	Vo:
	Today's ships are incredibly sophisticated, with many different systems interwoven into the overall structure. 

	ship construction in progress
	VO:
	Building a ship today is one of the most complex manufacturing challenges in modern industry.



	still image on L drive: car assembly line 1.jpg

still image on L drive: car assembly line 3.jpg
	VO:
	The average automobile takes some 23 working hours to assemble from approximately 3,000 parts.

	Guest-supplied footage on L drive: USS ColeAtSea.wmv start @ :12
	VO:
	The US Navy's Aegis Guided Missile Destroyer takes over 8 million working hours to build from over a million parts.

	bustle of work at shipyard

designers working on computers
	VO:
	Such complexity requires cutting edge CAD/CAM tools. 

	Guest-supplied animation on L drive: 0:12:18 – 0:12:28 IntroductionToDesign.wmv
	VO:
	Created specifically for the shipbuilding industry, these tools allow designs created in the virtual world to be fully and accurately realized in the real world.

	SSI signage amid shipbuilding docks
	VO:
	Blazing the trails with shipbuilding-specific CAD/CAM solutions is ShipConstructor Software.



	Interview: Darren Larkins, Deputy CEO, ShipConstructor 

cutaway: Darren Larkins talking with developers
Darren Larkins watching CAD drawings with developers
Darren Larkins comparing CAD drawing with photos
	OCI:
	Interview: Darren Larkins, Deputy CEO, ShipConstructor 

[in own words, discusses the following point(s) for approx. 15-20 seconds] 

a high degree of adaptability to unique business challenges.

unmatched speed to proficiency for our clients and  

a shorter design process

	Guest-supplied footage on L drive: Shipyard-Village-Pan+Zoom.avi 
	VO:
	It takes a village ― in fact, it takes a moderate sized town ― to construct a top-line seagoing vessel. 

	pan of construction area

isolated shots of workers doing different jobs
	VO:
	Thousands of people can be employed in a shipyard and its affiliated workshops, working on a single ship. 

	Guest-supplied animation on L drive: 0:00:18 – 0:00:29 3 - AssemblySequence720x480.avi
	VO:
	Keeping an effort of this magnitude organized requires a wide range of computer applications, all working in concert.

	Guest-supplied animation on L drive: 0:00:30 – 0:00:40 4 - NavisWorks-720x480 (Segue to Production via Design Review).avi
	VO:
	ShipConstructor’s open-architecture software can keep these diverse tasks synchronized and on time.

	Guest-supplied animation on L drive: 0:01:00 – 0:01:24 MarketingVideo.wmv
	VO:
	This software allows a structural change made by one engineer to be included on the plans being used by the rest of the team. All parts of the design process are linked in order that each worker is focused on the same model at any given time.



	Interview: Pat Roberts Eng, Operations Manager, ShipConstructor or Pat David, Director of Research & Developement, ShipConstructor

Guest-supplied animation on L drive: PX105Clean_logo.avi
	OCI:
	Interview: Pat Roberts Eng, Operations Manager, ShipConstructor or Pat David, Director of Research & Developement, ShipConstructor 

[in own words, discusses the following point(s) for approx. 15-20 seconds] 

SC combines COTS software, cutting edge technology, and shipbuilding capability.

	Guest-supplied footage on L drive: 0:00:02 – 0:00:12 Graham Training 2.avi
	VO: 
	When a design and production enterprise adopts new technological solutions, one major concern is the learning curve ― the valuable time that it takes to become proficient with new tools.



	Guest-supplied animation on L drive: 00:03:08 – 00:03:45 Hull.avi 
	VO:
	As ShipConstructor is based on AutoCAD ― the most widely used CAD program ― much of the engineering world is already familiar and comfortable with its functionality. The software's user-friendly graphical interface ensures a quick rise to proficiency.



	Interview: Darren Larkins, Deputy CEO, ShipConstructor 

cutaway: Guest-supplied animation on L drive: 0:00:05 – 0:00:16 MarketingVideo.wmv
Guest-supplied animation on L drive: 0:00:20 – 0:00:25 4 - NavisWorks-720x480 (Segue to Production via Design Review).avi
	OCI:
	Interview: Darren Larkins, Deputy CEO, ShipConstructor 

[in own words, discusses the following point(s) for approx. 15-20 seconds] 

Not only does the software use standard technology like Microsoft SQL Server, which allows unlimited access to the information contained in a ShipConstructor project, ShipConstructor has a set of tools that let other software interact with this data. If the desired results cannot be achieved with these powerful tools, software developers can join the more than 2500+ companies creating software enhancements for AutoCAD.

	designers at work

designer manipulating images on monitor
	VO:
	Using this system, the engineering team can start production drawings much earlier in the process.



	Guest-supplied animation on L drive: 0:00:45 – 0:00:54 4 - NavisWorks-720x480 (Segue to Production via Design Review).avi
	VO:
	All departments are linked to the same CAD/CAM model, which updates any changes for all to see. Late design changes and production errors can be greatly reduced.

	Interview: TBD, testimonial 

cutaway: Guest-supplied images to come: Plate Nest -> NC Machine

Guest-supplied images to come: Assembly Drawing -> Panel Line

Guest-supplied images to come: Spoll Drawing -> Pipe Fabrication

 Guest-supplied images to come: Assembly Drawing -> 3D Erection
	OCI:
	Interview: TBD, testimonial 

[in own words, discusses the following point(s) for approx. 15-20 seconds] 

how engineering deliverables are used and consumed by production

	Guest-supplied animation on L drive: 0:00:03 – 0:00:15 EAS-Suezmax.avi
	VO:
	Intelligent virtual reality models offer testing under simulated real-life conditions, allow client walkthroughs and aid in personnel training.

	Interview: Pat Roberts Eng, Operations Manager, ShipConstructor or Pat David, Director of Research & Developement, ShipConstructor

cutaway: Guest-supplied footage on L drive: 0:00:27 – 0:00:50 MarketingVideo.wmv
Guest-supplied footage on L drive: 0:01:37 – 0:01:46 NAVY_LCS_720x480.wmv
	OCI:
	Interview: Pat Roberts Eng, Operations Manager, ShipConstructor or Pat David, Director of Research & Developement, ShipConstructor

[in own words, discusses the following point(s) for approx. 15-20 seconds] 

shipbuilding-specific solutions are being embraced outside shipbuilding, such as offshore oil and gas

	Guest-supplied footage on L drive: 0:01:35 – 0:01:40 LCS+2+Independence.wmv
	VO:
	The ShipConstructor software has already aided in the production of some of the most impressive vessels in the world today ...

	Guest-supplied footage on L drive: 0:02:30 – 0:02:38 NAVY_LCS_720x480.wmv
	VO:
	... including the US Navy's Littoral Combat Ships ...

	Guest-supplied footage on L drive: 0:01:57 – 0:02:06 RHS-Yachts-720x480.wmv
	VO:
	... fine racing yachts from top makers ...

	Guest-supplied animation on L drive: 0:02:06 – 0:02:10 MarketingVideo.wmv
	VO:
	... and a whole new fleet of supertankers.

	Guest-supplied footage on L drive: 0:06:39 – 0:06:45 bourbon_orca.wmv
	VO:
	It's amazing what can be accomplished when everyone involved is literally on the same page.

	Fade to black.
	
	


Direct Mail Flyer:

BizBash 2011 Advertiser Promotion

David Victor

ART:  shot of a row of sunbathers' butts laying on a blanket on the beach, amidst sparkling sand and crashing surf

CAPTION:  For most people, this is what first comes to mind when they hear of a "meeting in Florida" ... happily, they're absolutely right!
ART:  event photos, lots of people engaging in all kinds of interesting and unique activities

CAPTION:  Imagine their thrill of finding out that there's so much more!
You know the possibilities.  You're in business to make the right people aware of them.  And there's no better way than in BIZBASH FLORIDA!

The industry bible for Meeting and Event Planners, Marketing Pros and cutting-edge Movers and Shakers ... BizBash Florida!  Keep up with new directions, emerging trends, and those inspired ideas you wish you had thought of first.  There's more to Florida than just sunshine and ever-shrinking tan lines.  And the most mind-blowing events are staged by people who know how to stay on top of the action.  How do you keep your venue, product or service on the table, on the radar screens and in front of the right eyes?  Easily!  In BizBash Florida!

Here's the lineup for 2011 ... you'll see where you can fit in perfectly!

February -- Catering Spotlight:  Corporate Planners 

Will they remember the mother-of-pearl inlaid trays, the glow-balls hanging from the ceiling, the live snakes?  You betcha!  But what always hits home is the menu.  The key to their hearts and budgets lies right there on their dinner plates.  Memorable meals are always in vogue.  Here's the perfect issue for you to display your hottest specialties, your most unique dishes!

March -- Behind the Scenes Spotlight:  Non-Profit Planners 

What does it take to plan and execute a world-class event?  Can your company offer planners a short-cut; save them valuable time and effort?  Here's your chance to get the word out!  And remember:  there's plenty of profit potential in the "non-profit" sector.  Let them know you're out there!

April - - Venue Spotlight:  Association Planners

Like they say:  location, location, location!  Here's your chance to dazzle them with your setting.  Glassed-in ballroom that opens onto the beach?  Effect lighting with neon strands surrounding a crystalline dance floor?  Renovated flour mill with natural waterfall?  Show them what you've got, loud and large!

May -- Beyond the Ballroom Spotlight:  Pharmaceutical Planners

Top drawer, breathtaking venues, exquisite edibles, premium take-away items ... our friends in the pharma industry really know how to entertain.  They're eager to see your ideas.  This is no time to be shy!

June/July -- Business Entertaining Spotlight:  Corporate Planners

Tired of third-tier comedians and Elvis impersonators?  So are your potential clients.  These days, the sky's the limit!  Big-name stars, full-scale musicals, unusual extravaganzas -- they're ready to think outside the box.  Full-participation events are all the rage, from murder mysteries to sports challenges.  In this issue, you can really strut your stuff!

August/September -- Holiday Spotlight:  Non-Profit Planners

Here's your chance to appeal to the planners as they are gearing up for the holiday season.  Show them how you can bring them and their partiers a little holiday cheer and a lot of bang-for-the-buck satisfaction!

October -- Money Spotlight:  Banking and Stock Planners

These good folks know value when they see it.  It's in their job description.  So show them!  Whether you offer understated beauty and elegance or dazzling drama and excitement, don't hesitate to demonstrate your "A" game!

November -- Hottest Events In Florida Spotlight:  Association Planners

Show the meeting and event industry across the country and around the world the cream of what Florida has to offer!  Nowhere else will they find the same range of striking venues and unique services.  Tantalize their sense of the exotic.  Show them what this enchanting land of sunshine and surf is really made of.  Let's shout about Florida -- loud and proud!

December/January 09 -- Event Planners of the Year

It's time to honor those who give their all to this industry, recognize their achievements and remind them that, with your product, the best is yet to come.  They'll all be reading this one closely, so make sure you're in it!  

In Florida, your prospective customers can find the finest hospitality, entertainment and leisure options for their meetings and events.  Most importantly, they can find YOU in the pages of BIZBASH FLORIDA!  It's easy to reach the most notable and influential professionals with your message.  Contact us.  You'll see the benefits right away.
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