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DO-IT-YOURSELFERS

From financing to marketing and distribution,

savvy flimmakers are using the Internet to take
control of how their fiims are made and seen

By Scoft Kirsner

CASTING AND EDITING |©

| Steelyard Pictures founder Leone Marucci
| had a script and a star. The script was “The
.| Power of Few,” a story about cloning and ter-
rorism told from six different perspectives, and
1| the star was Q’Orianka Kilcher, seen last year | o
|in “The New World.” What Marucci lacked |5
was buzz that might help attract financiers, |*
other actors and prospective distributors.

By partnering with Jumpcut.com, a San Fran-
| cisco-based site that enables users to do rudi-
| mentary video editing then share the results, |**©
| Marucci was able to generate crucial early buzz. [**'

First, Marucci announced that he’d post
raw footage from an action sequence on the
| site and invite would-be editors to cut their
own version. The best version, Marucci prom-
ised, would be included in the finished film.

Then, Marucci was struck by an idea in the
| shower, “*What could we do more immediately |,
| than that?’” he recalls asking himself. “*Why JFo
| not cast one of the roles on the Web?™” Ui
W1 Marucc invited actors to audition for the [
part of Carmen, a pizza-shop counter worker
who pops up for just one scene. Hundreds of
| people uploaded audition videos — some shot
.| in actual pizza shops and others intercut with
| footage that Marucci provided of Kilcher Ju
| reading her character’s lines. Visitors to Jump- |iF
| cut voted tor their favorites, and Marucci cast [
the part from among the top 20 vote-getters. |

“Qur film gets a little more exposure, and
| 1’s exposure for the actors,” Marucci says.
5| “Every film tries to connect with its audience, |
but we're trying to do it ahead of the film, |
even before the advertising.” Ins
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