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Starring in a movie
directed by you may

thanks to the camera

Ever secretly yearned o be a
mavig director, bossing those -
cissigtic, highly-strung  sctors
arounid snd watching 8 world taks
shupe through the cumera lens?
Now vou've pot u friend in the
business. Prol Muare Diavia wants
L bring movies 1o the gusses, od
by that he doesn’t menn to big pudi-
ences uilting passively in darkened
theutfes, HC Wints 1o put everyone
~ and he means everyone, from
your prandmother to the kid next
door - behind the camern, in front
of the lens and in the cutting room,
“Make a movie in (ive minutes™
15 hig alogan. “If you can breathe,
you ¢an be in 8 movie,” he barks.
Prof Davig, un asgistant pro-
fessar al the University of Cali-
formnts ar Berkeley, talks fast and
furiops und 15 punsionate about
aiving the average Joe or Jill the
copabilities Lo make and edit all

| types of medie, from music o

fitm, |

At Berkeley, he is tunning &
project called “gampge cinema”
(“The reference 15 like, gurage
bands, to locabised conicnt,
anyope can do 1.")

lt'F rough and ready us well, and
thut’g partly the point. In Dubln
recently to speak to an audience 4t
Medin Lab Burope about ways of
revolutioniging broadeun wedin,
Prof Davis explained in an inter-
view afterwand that whit He s

Californian garage cinema
guru is on a mission to
bring media to the masses,
writes Karlin Lillington

really interesied in is the notion of
“metndata™ - sets of data that can
be re-used in multiple ways and
manipulated by intzlligent modia
prodactian thols,

“How can we really change
media production so that we can
really simplify U?" he nsks. His
snywer 18 that intelligenoe should
start 1o reside in, oy, the camern
you use 1o film something, rather
than your head. Tt could know how
i coax the best shot out of you —
orto persunde you into standing or
muoving in the right way if you're
the ane being filmed,

Kight now, he ssys, mast cam-
erns are lage, complex pieces of
equipment und a source of baffle-
mont Lo the average consumer. But
imaging u camern that coaches you
through the steps, then can recog-
pave the good shots it has captured
from the blurred or wrongly
angled ones.

You might think you'd then
have a mice set of photos or videos,
but for Pral Davis, that's only the
bepnning. "We want to make the
regular consumer, who may hove
no talent at-all, make a good
movie," he explains — a fairly
ciunting task, it would seem.

But he ehows a et of shori flms
to demomstrate what he's wlking
ubhout.

in one clip, n movie cumera
talks & man through doing o

l
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tsmber of ensy actions — smiling,
| sereanung, turning slowly toward
‘ the comern Once the cametn
| oblins a number of satisfctory
_ Teaptures”, those bits become the
t metadata. “And once | have the

metadata; then | have somothing
that cin be used 1n n number of
WIYE,

Hiy expmples nee hoth fun and
funny

He shows a well-known US tele-
vision advertisement for n telecom-
munications compuny that ends
with an imnge of 4 rollercoaster
Now, he shows how the screaming
man chp could be splived into the
rotlercouster shot, to make an
instanl, personalived udvertise-
el
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He also shows o popular trailer
for the flm Terminator I — except
the nndroid that slowly rotates
towards the sereen at'the end of the
advertivement now has the face of
the slowly rotating mun,

Advertisers are desperute (o get
people 1o sit through their udver-
usements, but now digital toch-
nology s making it possible to
shice our the advertisemients, even
a8 n show is being broadcast, Prof
Davis says.

Why not make clever advertise-
menta thut could be replayed end-
lessly ut home, that could pull con-
sumers in 5o that they sctually
hecome part of the advertisement?

But take that even further,

Why not sllow people to

Prof Mare Davis: He wants (o put everyone behind the camers, In front of the Jens and in the cutting
room, “Mulie n movie in Gve minutes™ iv his slopun. “If you cun breathe, you can be in 1 movie.”

hecame chamcters in 8 pro-
pramme, 1o be spliced in s unob-
trusive extrus? Or to make their

own music videos, by eaching the | (live broadensts of media that
camety 10 synchronise the action | be

in 4 video clip with the beat of n
song automatically?

Coming digital technolugies
make such nmotions feasible as
well. Indeed, the possibility of
merging the conaumer with televi-
sinn is what sparked off Prof Dav-
is's interest io this sort-of “parnge
cinema”™ to bogin with.

He grew up in Los Angeles and
“thought of television as o place
with real charucters. | wanted to be
in the box, daacing with Bugs
Buony™, he says. An obsession
with media brought him to the

Massachusetts Institute of Tech-
nology (MIT) as a student,
working with streaming media
can
layed in real time over a
medium such us the internet).

Fle lefi MIT to work on the core
lechnologics of media sutomation,
he says, working far laterval, a
start-up funded by Microsoft
co-founder Mr Paul Allen, lhen
moving on to a Silicon Valley
start-up experimenting in the area
of broadband content,

The downturn, and the slower-
than-expectod take-up of brand-
band, meant the campany folded
and he toak his industry experi-
ence back into scademia, at Ber-
keley.

You could have a
market for fans to
integrate with the
content. But media
companies would
have to think of
consumers as
sources and not
just consumers of
content

He'd like to see media begin to
follow the patiom most consumer
producty have followed — going
from highly customised products
(s with the first sutomobiles, anly
a few people couid have them) to
mass production (as with the Ford)
lo un era of mass customisation,
with intelligéent media and meta-
data,

For that transition to hnpﬁen,
medin companies — the supplicrs
of film, video, music and televi-
sion — will themseives have to go
{hrough their own revolution,
Right now, the compunies
increasingly fsee¢ consumers 48
potentisl encmics, people who
steal their copyrighted digital con-
tent through the easy copy and dis-
tribution mechanism of home com-

pulers,

“You vould have s market for
fans to integrate with the content,
But medin companies would have
to think of consumers =8 sources
and not just consumers of con-
tent,” says Prof Davis. o

ing with your television
might seem outlandish. But medis
compuanies willing to free their con-
tent for Intentional manipulation?
That might be the biggest concep-

| tual leap of all.



