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TL;DR

Your craft is already strategy. Every instinct you've trained — controlling idea, look‐

dev, color script, storyboard, treatment, motion signature — is a one-to-one mirror of a

marketing framework (single-minded proposition, brand world, tonal strategy, planning,

brief, distinctive brand assets). This doc gives you the vocabulary bridge so you can lead

the room without abandoning the art.

The world's best studios already think this way — in your words. Buck, Future‐

Deluxe, ManvsMachine, The Mill, Elastic, Imaginary Forces, Territory and the title-

design lineage from Saul Bass to Kyle Cooper all describe their process as finding the

core idea first, then building a visual system that proves it. That's strategy. We reverse-

engineer their own quotes and case studies, with links.

Use the workflow you already have as the spine. Blank scene → reference/mood‐

board → concept/lookdev → storyboard/previs → animatic → production → final film → the

pitch that sells it. Strategy hangs on every stage. The toolkit and glossary at the end

make it operational.

How to Read This (and how it rhymes with the first
playbook)

The first playbook gave you the strategist's toolbox: SWOT/TOWS, PESTEL, Porter's Five

Forces,  STP,  positioning,  the  brand key/onion,  the  Golden  Circle,  the  value  proposition

canvas,  Jobs  To  Be  Done,  AIDA/See-Think-Do-Care,  archetypes,  Ehrenberg-Bass/How

Brands  Grow,  Get/To/By,  challenger  strategy,  Binet  & Field's  long-and-short,  distinctive

brand assets, the creative brief, and the pitch arc.

This companion does something different. It takes those same ideas and re-renders them

in your native engine. Wherever a strategy concept has a craft cousin, I'll flag it like a

constraint tag — ("this is the moodboard cousin of the positioning territory") — so the two

documents feel like one body of work. You don't need to memorize the strategist's words.

You need to recognize that you've been doing the thinking all along; you just rendered it in

a different format.

The throughline, stated once so we never lose it: the "why" your CD keeps asking for is

the same muscle you use when you interrogate why a shot is in the cut. A director

who can't justify a shot gets it cut in the edit. A strategist who can't justify a tactic gets it

cut in the meeting. Same reflex. You already own it.

• 

• 

• 
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PA R T  1

THE CONTROLLING IDEA:
strategy's single-minded proposi‐
tion is a logline

1.1 The thing under everything

Robert McKee, in Story, refuses the word "theme" because it's gone vague. He uses "con‐

trolling idea": "A true theme is not a word but a sentence — one clear, coherent sentence

that expresses a story's irreducible meaning." He defines it as a single sentence describing

how and why life changes from the beginning to the end of a story, built from two parts

— value (the positive/negative charge at the end) and  cause (the reason for it). His ex‐

ample:  Finding  Nemo's  controlling  idea  is  roughly  "Children  live  fulfilling  lives  when

parents allow them to take risks."  Sources: Shortform's McKee summary (shortform.com/

blog/what-is-a-controlling-idea),  Stavros  Halvatzis  (stavroshalvatzis.com/story-design/

controlling-idea).

Here is the entire translation, and it's worth tattooing on your tablet:

Controlling idea ≈ single-minded proposition ≈ logline ≈ the brief's

"one thing."

A brand strategist hunts for the single-minded proposition — the one true thing the work

must say. A screenwriter hunts for the controlling idea. A commercial director hunts for

the logline. Blake Snyder, in Save the Cat!, insists you write the logline first and become

"a  slave  to  the  logline,"  demanding  it  carry  irony,  a  compelling  mental  picture,  and

audience/tone — the same test a strategist applies to a proposition.  (Sources:  en.wikipe‐

dia.org/wiki/Save_the_Cat, studiobinder.com/blog/save-the-cat-beat-sheet.)

When your CEO tells you to "develop strategic thinking," 80% of what they mean is this:

before you open Cinema 4D, can you write the one sentence the film exists to

prove? Not the look. The argument.

1.2 The studios already do this — listen to them

ManvsMachine, the London studio behind Nike Flyknit, Hypervenom and Air Max

work, describe their process in exactly these terms. Technical director Simon Holmedal:

"I always try to find clarity/focus on the main message that needs to be communicated

• 
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— basically finding the core motivation for the spot… if you find clarity early on, it often

informs most of the problems you encounter later." That "core motivation" is the con‐

trolling idea. (motionographer.com/2016/05/02/interview-man-vs-machines-simon-

holmedal.)

Imaginary Forces CD Alan Williams on title sequences: "My first step in developing a

title sequence is to listen and research… I really analyze and digest that content before

ever moving forward conceptually." And his colleague Patrick Clair distilled the show 

24's entire title into one idea: "It totally serves the fundamental of the story, which was

about time running out." That's a logline driving a design. (blog.frame.io/2018/07/09/

iconic-tv-title-sequences.)

1.3 Your method: the brand-film logline

Steal McKee's value+cause structure for brand work. A controlling idea for a launch film

isn't "the phone is fast." It's: "Ordinary people make extraordinary images because the tool

disappears." That sentence is the entire "Shot on iPhone" platform — and it stayed true for

a decade (more on that in Part 6). Notice it has a value (extraordinary creativity) and a

cause (the tool disappears). If your style frames don't ladder up to that sentence, they're

decoration. A style frame that doesn't serve the controlling idea is a darling — kill

it (Pixar Rule #5: "Simplify. Focus… it sets you free"). (Pixar's 22 Rules, originally

tweeted by story artist Emma Coats, 2011.)

• 
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PA R T  2

THE WORKFLOW IS THE STRATEGY
MODEL

Here's the spine. Your pipeline, with the strategy bolted onto each stage.

YOUR PIPELINE
STAGE

WHAT IT REALLY IS, STRATEGIC‐
ALLY

FIRST-PLAYBOOK COUSIN

Blank scene / brief
lands

Defining the problem; interrogating
the "why"

The creative brief; Get/To/By

Reference / mood‐
board

Articulating territory, tone, audience
world

Positioning territory; brand world

Concept / lookdev Building the distinctive, ownable sys‐
tem

Distinctive brand assets; brand
world

Color script Mapping the emotional/tonal arc Tonal strategy; the funnel as feel‐
ing

Storyboard / previs Planning the argument; de-risking
the pitch

Strategic planning; scenario test‐
ing

Animatic The cheap test before the expensive
build

MVP; pre-testing; the rough cut of
strategy

Production / final
film

Execution with craft as the moat Long-term brand building (Binet &
Field)

Treatment / pitch Selling the vision; aligning stake‐
holders

The pitch arc; the brief defended

The rest of the document walks this spine.
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PA R T  3

BLANK SCENE & BRIEF: "always
ask why" is just a director inter‐
rogating a shot

3.1 The brief is a director's treatment in reverse

A creative brief and a director's treatment are the same document pointed in opposite

directions. The brief says here's the problem and the one thing to say. The treatment says

here's how I'll say it, and why my way is right. When you become the art director, you live

on both sides: you receive briefs and you write treatments.

Robin Piree, who writes treatments for commercials, frames the treatment as the thing that

wins the job against two or three other directors: "Pitching your creative vision through a

director's treatment is the essential first step… anyone who reads it should understand it

immediately and know what you want to do." The Gate Films notes the best treatments

"have real depth and reasoning behind every element" — i.e., every visual choice is justified

by  the  idea.  (robinpiree.com/blog/how-to-write-a-directors-treatment-for-a-tv-commercial; 

thegatefilms.com/blog/film-craft-101-what-to-look-for-in-a-directors-treatment.)

This is the entire skill your CD wants. "Always ask why" = for every element in the

treatment, can you state the reason? In Development Studio lists the treatment's sections

—  general  approach,  visual  style,  technical  execution,  setting,  casting,  music  & sound,

interpretation of the script — which map almost perfectly onto a strategy deck's sections

(insight, idea, world, executional territories, channel plan).  (indevelopment.studio/how-to-

write-a-directors-treatment.)

3.2 The "why" ladder (a worksheet you can run in your
head)

Borrow it from Kyle Cooper. Peter Frankfurt, his producing partner, described their guiding

principle by mocking the opposite:  "You can see jagged, back-lit type in every truck com‐

mercial. I mean, get an idea. Seven is about a serial killer. It's not about a four-stroke sport

utility  vehicle." (watchthetitles.com/titlesequence/seven.) The  discipline:  every  craft

choice must trace back to the idea, not to "it looks cool." When you defend a style

frame, run the ladder:

What does this look like? (the craft)

What does it say? (the meaning)

1. 

2. 
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Why does this brand, this audience, now need it said that way? (the strategy)

If you can't climb past step 1, you've made a truck commercial.

3. 
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PA R T  4

MOODBOARD & LOOKDEV: brand
world is worldbuilding; distinctive
assets are your visual language

4.1 Moodboard ≈ positioning territory

When you build a moodboard, you are doing positioning — staking out a tonal and emo‐

tional territory and excluding everything else. The strategist calls it a positioning territory

or brand world; you call it the board. Imaginary Forces' Alan Williams literally builds from

"my ocean of Pinterest boards" and a song that "encapsulates the tone of the show." That's

tonal positioning rendered as reference.

The bridge worksheet (in the toolkit) forces the translation: for every image on the board,

write the strategic reason it's there. "Brutalist concrete = the brand's uncompromising en‐

gineering." Now your moodboard is a strategy artifact, defensible in any room.

4.2 Lookdev ≈ building the brand world

FutureDeluxe describe themselves as combining "design, technology and moving image to

craft aspirational visual experiences for future facing brands" and keep a flat structure be‐

cause "a good idea can, and should, come from anywhere." Their internal R&D ritual, Fu‐

ture Play, gives artists dedicated monthly time to experiment — and those experiments

feed  client  work.  (adforum.com interview;  plymouthdesignforum.co.uk/pdfevent/future‐

deluxe.) That's lookdev as a strategic capability: you develop a proprietary world before the

brief needs it, so when Hublot or Nespresso calls, you have a point of view nobody can

copy.

Note the Hublot case specifically: FutureDeluxe "developed the visual concept and art dir‐

ection around Hublot's Unico, based on the idea of controlling time through movement" —

a  controlling  idea  ("controlling  time  through  movement")  driving  the  entire  lookdev.

(uk.linkedin.com/company/futuredeluxe.) That's the luxury/watchmaking film craft the brief

asked about, done right.

PART 4 The Lookdev of Strategy

10

https://adforum.com
https://plymouthdesignforum.co.uk/pdfevent/futuredeluxe
https://plymouthdesignforum.co.uk/pdfevent/futuredeluxe
https://uk.linkedin.com/company/futuredeluxe


4.3 Distinctive brand assets ≈ your motion signature, color,
type

The first playbook's "distinctive brand assets" (Ehrenberg-Bass: the colors, shapes, logos,

sounds a brand owns so it gets recognized and remembered) are exactly what you call a

visual language / motion signature / design system. Examples to study, all primary:

NASA's "worm" (1975), by Danne & Blackburn. The single best case study in dis‐

tinctive assets as strategy. Pentagram's Jesse Reed: "each of the 4 NASA characters in

the worm reference sweeping aerodynamic shapes, and the two A's suggest the

nosecone of a rocket… a beautiful, subtle nod to what NASA does." And the strategic

distinction — "the meatball is a very literal representation… the worm represents what

NASA is: a futuristic, forward-thinking organization." The full 1975 Graphics Standards

Manual is reissued and viewable at standardsmanual.com/products/nasa-graphics-

standards-manual; NASA's living brand rules are at nasa.gov/nasa-brand-center/brand-

guidelines. (designboom.com/design/hamish-smyth-jesse-reed-nasa-identity-guidelines.)

Google Material Design. A distinctive system, not a logo. Its principles — "material is

the metaphor," "bold, graphic, intentional," and crucially "motion provides meaning"

— are the most motion-designer-friendly design philosophy ever published by a tech

giant. Read it at design.google/library/material-design-eras and the 10-year oral history

at design.google/m10. (en.wikipedia.org/wiki/Material_Design.) Note the warning even

Google-watchers give: applied without customization, a system "can feel generic" —

distinctiveness requires you to bend the system to the brand.

Buck's IBM Design Language films. Buck animated IBM's design system (the 2x

Grid, the Plex typeface, the motion principles of "Expressive" and "Productive") into

films — "each short simultaneously illustrates and embodies IBM's Design Language,

becoming a medium between principle and practice." This is the literal fusion of design

system + motion signature + brand asset. (buck.co/work/ibm-design-language.)

4.4 The title-design lineage: distinctive assets as
storytelling (Saul Bass → Kyle Cooper)

Main-title  design  is  the  purest  school  of  "make  a  visual  system that  tells  the  story  in

seconds," and it's your direct artistic heritage.

Saul Bass invented the discipline. His stated philosophy: "I had felt for some time that

audience involvement with a film should begin with its first frame… to actually create a

climate for the story." And his design goal: "try to reach for a simple, visual phrase that

tells you what the picture is all about and evokes the essence of the story" — plus "mak‐

ing the ordinary extraordinary." A logline, expressed as motion. (medium.com/art-sci‐

ence/saul-bass-on-his-approach-to-designing-movie-title-sequences; en.wikipedia.org/

wiki/Saul_Bass.)

• 

• 

• 

• 
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Kyle Cooper's Se7en (1995) titles — studied on Art of the Title — are the modern

origin point. Cooper's insight on why it worked: "Se7en was good because it felt like the

rest of David Fincher's movie." Coherence between asset and brand world. Study it at 

artofthetitle.com/title/se7en and the designer page at artofthetitle.com/designer/kyle-

cooper.

Bookmark  artofthetitle.com. It is,  functionally, a free strategy school: every entry re‐

verse-engineers how a tiny film distills a huge story into an ownable system.

• 
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PA R T  5

COLOR SCRIPT & STORYBOARD:
tonal strategy and the funnel as a
narrative arc

5.1 The color script ≈ tonal strategy ≈ the emotional funnel

Pixar's color script maps the emotional temperature of a whole film as a strip of color be‐

fore  a  single  shot  is  finalized.  You already do this  on title  sequences  and brand films.

Strategically, it's the tonal arc of the customer journey. Map the marketing funnel onto it:

Awareness / "See" = the opening image (Bass's "climate for the story"). Broad,

emotional, fame-building. This is Binet & Field's long-term brand building — the 60%

emotional spend.

Consideration / "Think" = the second act. Rational proof, demonstration, the "fun and

games" of the premise (Snyder's beat).

Conversion / "Do" = the climax and call to action. Tight, value-plus-cause delivered.

Loyalty / "Care" = the resolution image that mirrors and pays off the opening.

McKee's value charge moving positive/negative scene-by-scene is literally the same wave‐

form as an emotional journey through a campaign. When you build a color script, you're

building See-Think-Do-Care in chroma.

5.2 Storyboard & previs ≈ strategic planning and de-risking

Storyboarding is strategic planning you can see. Elastic's Game of Thrones titles are the

master  case:  showrunners  originally  scripted  "a  raven  flies  from  King's  Landing  to

Winterfell," but HBO's Carolyn Strauss identified the real need — "a legend, or master map,

for  the  series." That  reframe (from a  pretty  shot  to  a  navigational  system serving  the

audience) is a  strategic insight,  and it changed the whole concept. Angus Wall's team

then  sketched  everything  by  hand  first  —  previs  as  planning.  (motionographer.com/

2011/05/20/elastic-game-of-thrones; en.wikipedia.org/wiki/

Game_of_Thrones_title_sequence.)

The lesson for the art director: previs is where you win or lose the argument cheaply.

A storyboard is an MVP of an idea. If the board doesn't hold, the render won't save it. This

is why Pixar Rule #3 exists:  "Trying for theme is important, but you won't see what the

• 

• 

• 

• 
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story is actually about till you're at the end of it. Now rewrite." Boards let you "get to the

end" for pennies.

5.3 The animatic ≈ the strategy pre-test

The animatic is your cheap test before the expensive build — the exact function a strategist

gets from pre-testing or an MVP. FutureDeluxe's Nespresso pivot is the case: when COV‐

ID killed the live shoot, they pitched CG, then "handheld the Nespresso clients through our

process which was all new to them" and won three years of holiday campaigns by proving

the approach in low-risk stages first. (adforum.com.) Trust is built in the animatic stage, not

the final render.
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PA R T  6

PRODUCTION & THE BRAND: deep
dives in tech & premium brands
you admire

6.1 Apple — the masterclass, above all

"1984" (the origin). Conceived by Steve Hayden, Brent Thomas and Lee Clow at Chi‐

at\Day, directed by Ridley Scott, aired once nationally during Super Bowl XVIII (Jan 22,

1984). The strategy wasn't "buy a computer." Lee Clow's stated concept: a struggle "of the

few against the many," with the Mac as the tool of empowerment against conformity. Ridley

Scott's own reaction to the script captures why it's the platonic brand film:  "They're not

saying what it is, they're not showing what it is… It was advertising as an art form." The

product never appears. The idea is the product. (en.wikipedia.org/wiki/1984_advertisement;

9to5mac.com/2022/01/17/ridley-scott-apples-1984-ad-script.)

"Think Different" (1997). TBWA\Chiat\Day, Lee Clow CCO, with Rob Siltanen and Ken

Segall on the script and Craig Tanimoto coining the line (a deliberate jab at IBM's "Think").

Narrated by Richard Dreyfuss. The positioning, verbatim:  "Here's to the crazy ones. The

misfits, the rebels, the troublemakers… the ones who see things differently." It repositioned

a near-bankrupt Apple as the brand of creative rebels and won the 1998 primetime Emmy

for Best Commercial; per Ad Age (June 12, 2000), the campaign also won the Grand Effie

at the June 7 awards from the New York chapter of the American Marketing Association.

(creativereview.co.uk/apple-think-different-slogan;  en.wikipedia.org/wiki/Think_different; 

adage.com.)

"Shot on iPhone" (2015 →). Created by TBWA\Media Arts Lab (Apple's bespoke agency

since 2006), launched March 2015. The strategic insight is pure user-generated proof: the

product proves itself through real customers' photos. Per Adweek (June 2015), "Apple found

photos it liked from 162 users from around the world… the campaign featured more than

10,000 installations in 73 cities in 25 countries," which Apple billed  "the largest mobile

photography gallery in history." The "World Gallery" execution won the 2015 Cannes Out‐

door Lions Grand Prix plus five Gold Lions. Jury president Juan Carlos Ortiz: "It's not just

a  great  idea,  it's  a  game  changer.  It's  really  opening  a  new way  of  doing  things  and

changing behavior." A decade later, in June 2025, the same platform won a second Grand

Prix — Creative Effectiveness — with jury president Andrea Diquez calling it "a masterclass

in elevating user-generated content to build a long-term platform." This is Binet & Field's

"long" in action: one controlling idea, sustained for ten years. (muse.jhu.edu/article/797069;

fastcompany.com/3047756; canneslions.com.)
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How the films/keynotes are actually made. For the Oct 30, 2023 "Scary Fast" keynote,

Apple shot the entire event on iPhone 15 Pro Max at Apple Park, directed by documentary

filmmaker Brian Oakes: "There's cranes, there's dollies, there's all the toys that you want as

a filmmaker, and everybody's moving and has their job to do, and it's just a very exciting

and lively environment." Colorist Stefan Sonnenfeld (Company 3) graded it.  (apple.com/

newsroom/2023/10/behind-the-scenes-at-scary-fast.) The  calm-voiceover-over-slow-b-roll

house style was defined by design chief Sir Jony Ive, who narrated Apple product films c.

2008–2017 (Ive left Apple in 2019 — note: he is not deceased, contrary to a common mis‐

conception).  (mobilesyrup.com/2019/06/28/jony-ive-best-apple-videos.) Marketing is led by

Tor  Myhren,  VP  Marketing  Communications,  reporting  to  Tim  Cook  since  2016.

(apple.com/leadership/tor-myhren.)

The  design  philosophy  you  can  apply  tomorrow. Apple's  Human  Interface

Guidelines rest on three principles — Clarity, Deference, Depth — where the interface

defers to content. For a motion designer this is a north star: the craft serves the story; the

system stays in the background so the content stays front and center. (developer.apple.com/

design/human-interface-guidelines.)

6.2 The Mill — process as a product (BLACKBIRD)

The Mill turned a production problem into a strategic asset. Car ads couldn't show embar‐

goed or nonexistent cars, so The Mill built BLACKBIRD, a fully adjustable rig that becomes

any car in CG, then with Epic Games and Unreal Engine made "The Human Race" (2017),

rendering a photoreal Camaro ZL1 and the concept FNR live. EVP Alistair Thompson: "It is

no  vanity  project.  It  was  the  genuine  needs  of  our  advertising  clients  that  made  the

Blackbird happen." The lesson: R&D is positioning. When you own a tool no one else has,

you  own  a  territory.  (unrealengine.com/en-US/tech-blog/the-human-race; 

archive.themill.com/portfolio/3002/the-blackbird.)

6.3 Territory Studio — design that serves story (Blade
Runner 2049, The Martian)

Territory's FUI work is craft in service of narrative. On Blade Runner 2049 they joined the

art  department  early  and worked with Denis  Villeneuve to  make screens that  "support

storybeats,  performance  and  context." The  strategic  detail:  K's  spinner  interface  was

deliberately degraded — "warping, ghosting and colour degradation… to suggest an out of

date technology" — because it expressed K's low status. Every pixel carried meaning (the

"why" ladder, lived). (territorystudio.com/project/blade-runner-2049.)
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6.4 Buck — culture and systems as strategy

Buck (the "Harvard of motion design studios," per School of Motion) built distinctive-asset

systems for  Instagram AR filters  and Facebook's  "Alegria"  illustration ecosystem.  Their

Sydney group CD Lucas Brooking, marking ten years, captured the art-director-to-leader

transition you're living: "As an art director in the early years… doing the work and leading

the work were basically the same thing. Having an iron grip on projects felt responsible…

But as our team of four became 40… I had to learn to create space for others." He also

names the strategic risk of distinctive assets done lazily — a "globally-recognised illustra‐

tion style BUCK created that was maybe used a little too enthusiastically by the entire tech

industry." Craft, not style, is the moat: "The projects that stand the test of time all have one

thing in common: a deep level of craft." (lbbonline.com/news/buck-sydney-ten-lessons; com‐

marts.com/features/buck.)

6.5 Rolex — the testimonee strategy & film craft (the
premium icon)

Rolex is a brand-strategy clinic. It doesn't use "endorsements"; it uses Testimonees — fig‐

ures who embody achievement. The strategy was born in 1927 when swimmer Mercedes

Gleitze wore a prototype Oyster on a ribbon during her Channel "vindication swim," after

which the Daily  Mail  ad ran  "The watch that  defied the Channel." As Sotheby's  Global

Chairman of Watches Sam Hines puts it, "The 1927 vindication marked a turning point for

Rolex. From that moment forward, Rolex aligned itself with the pursuits of adventurers,

athletes,  and  professionals  operating  in  the  most  demanding  environments  on  Earth."

Founder Hans Wilsdorf "engineered a marketing system": memorable names for innova‐

tions ("Oyster," "Perpetual"), proven publicly through daring feats, then associated with ex‐

cellence.  Its  "Perpetual"  platform (since  2014)  and  "Perpetual  Planet"  extend  one  con‐

trolling idea — endurance — across product, sponsorship and film. The craft principle for

you:  Rolex  product  films  use  "frontal  clarity,"  declarative  messaging  and  symbolic

coherence — restraint is the luxury signal. (watchesbysjx.com/2025/12/rolex-marketing-his‐

tory.html;  robbreport.com;  everestbands.com/blogs/bezel-barrel/examining-three-of-rolex-s-

marketing-efforts.)

6.6 Peers worth studying for the brief's tech brands

The same logic — controlling idea → distinctive system → craft moat — explains Future‐

Deluxe's work for Apple, Microsoft, Sony PlayStation and Sonos; ManvsMachine's for Nike,

Apple, Pepsi and Squarespace; and Buck's for Google, Apple, Facebook and IBM. When you

study a tech launch film, don't ask "what render engine?" Ask "what's the one sentence, and

which owned assets prove it?"
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PA R T  7

THE PITCH IS THE TREATMENT:
selling strategy without losing the
art

7.1 The treatment is your strategic home turf

You already know how to win a pitch — you call it a treatment. The structure commercial

directors use maps onto a strategy pitch arc:

Intro / Why You → the strategic credibility and POV.

The Insight / Product truth → the controlling idea (single-minded proposition).

The Story / approach → the narrative arc (three acts; Snyder's beats).

Visual language / tone → distinctive assets + brand world.

Technical execution → feasibility, the proof you can deliver.

Outro → restate the vision; land the "why now."

The Gate Films' single best line for an art director who pitches: "If the director can't hook

you with visually striking elements in the treatment, then how will this transpire to the final

film?… If you aren't a bit blown away by a treatment, the director has failed." The treat‐

ment isn't a description of the work — it's a proof of the thinking.

7.2 The style-frame rationale: defend a visual choice with
strategy in one line

The single most useful art-director skill in a client room. Formula:

"We chose [craft choice] so that [audience] feels [emotion], which

proves [the controlling idea / brand truth]."

Example: "We chose degraded, ghosting screens so the audience feels the world's exhaus‐

tion, which proves that this is a future running on borrowed time." That's Territory's Blade

Runner 2049 logic stated in one sentence. Practice it until it's reflexive. It converts "I think

it looks cool" into "here's why it's right," which is the entire difference between a senior

artist and an art director.

1. 

2. 

3. 

4. 

5. 

6. 
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PA R T  8

THE "WHO TO STUDY" MAP (book‐
mark this page)

Elite motion / design / VFX / animation studios (with what to study &

links)

Buck — buck.co — The benchmark for design+animation+brand systems; study their

IBM Design Language case for "system as film."

FutureDeluxe — futuredeluxe.com — Future-facing CG/experiential; study Hublot

Unico and their "Future Play" R&D ritual.

ManvsMachine — mvsm.com — Premium 3D for Nike/Apple; study Flyknit, where they

customised Dalton Maag's Objektiv Thin "from the ground up" into the bespoke Objekt‐

iv Fly typeface for Nike's 2016 Innovation Summit, plus their "fractured flow" editing.

The Mill — themill.com (archive.themill.com) — VFX + virtual production; study

BLACKBIRD as R&D-as-positioning.

Elastic — elastic.tv — Title-sequence royalty; study Game of Thrones (the "master map"

insight).

Imaginary Forces — imaginaryforces.com — Title design; study their process quotes

via Art of the Title / Frame.io.

Territory Studio — territorystudio.com — Sci-fi FUI; Blade Runner 2049, The Martian.

Le Cube — lecube.tv — Buenos Aires/Madrid character & craft animation; "excellence

is a constant pursuit."

Ordinary Folk — ordinaryfolk.co — Vancouver; warm, idea-led 2D/3D (Google, Procre‐

ate, Webflow); study their published process page.

Psyop, Oddfellows, Giant Ant, Gunner, Hornet, Nexus Studios, Sehsucht, Aix‐

sponza, BlinkInk, Tendril, Analog (Greg Gunn), Zeitguised, Block & Tackle,

Found Studio, Antibody (Patrick Clair/Raoul Marks) — the elite peer set; most ap‐

pear regularly in the Stash and Motionographer feeds below.

MPC, Framestore, ILM, Digital Domain, Method Studios — high-end VFX craft +

storytelling; study their "making of" breakdowns.

Title-design study (the discipline of distilling a story into a system)

Art of the Title — artofthetitle.com — the essential archive (Bass, Cooper, Elastic,

Imaginary Forces).

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 
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Watch the Titles — watchthetitles.com — interviews and analysis.

Brand / design worlds to reverse-engineer

Apple — apple.com/newsroom (keynote BTS), developer.apple.com/design/human-

interface-guidelines (HIG).

NASA — nasa.gov/nasa-brand-center; the worm manual at standardsmanual.com.

Google — design.google (Material Design oral history + principles).

Rolex — rolex.com/about-rolex (Testimonee/Perpetual strategy).

Curated industry sources to follow & bookmark

Motionographer — motionographer.com — founded 2006 by Justin Cone & Carlos El

Asmar; "fostering the motion design community." Read its feature stories and process

interviews; also runs The Motion Awards and the F5 festival. (School of Motion's "500

Studios" compendium is a companion "who to study" map: schoolofmotion.com/500-stu‐

dios.)

Stash Media — stashmedia.tv — curated motion/VFX/animation/advertising with cred‐

its and BTS; "the only streaming platform dedicated to motion design, animation, and

VFX." Use it as a reference library, reading the credits and tags to map who makes

what.

It's Nice That — itsnicethat.com · Creative Review — creativereview.co.uk · Creative

Boom — creativeboom.com · Muse by Clios — clios.com/muse · LBBOnline — lbbon‐

line.com · The Brand Identity — the-brandidentity.com · Fonts In Use — fontsi‐

nuse.com · Brand New — underconsideration.com/brandnew · Designboom — design‐

boom.com · Core77 — core77.com · Booooooom — booooooom.com · Behance /

Dribbble (with the caveat: great for execution, weak for strategy — judge the thinking,

not just the shot) · Vimeo Staff Picks (curation signal).

Awards as strategy libraries — Cannes Lions (canneslions.com), D&AD (dandad.org),

The One Show & ADC (oneclub.org), Clio Awards (clios.com), The Motion Awards, Brit‐

ish Arrows, Ciclope (craft in advertising), AICP (production craft). Read the case-study

writeups, not just the films — they reverse-engineer the strategy for you.

From the first playbook — WARC (warc.com) and Contagious for the strategy

evidence base.

Story-craft canon (your bridge library)

Robert McKee, Story — the controlling idea.

Blake Snyder, Save the Cat! — the logline + 15-beat structure.

Christopher Vogler, The Writer's Journey (Campbell's Hero's Journey for screen) —

the twelve-stage arc for brand-as-mentor / customer-as-hero.

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 

• 
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Pixar's 22 Rules (Emma Coats, 2011) — especially #4 (the story spine: "Once upon a

time… Every day… One day… Because of that… Until finally"), #5 (simplify), #2

(audience over author).

Every Frame a Painting (video essays) — shot-language literacy.

• 

• 
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PA R T  9

THE TOOLKIT (artist-flavored,
copy-paste ready)

9.1 The Brand-Film Logline / Controlling-Idea method

Write one sentence, value + cause:  "[Audience] gets [positive value]  because [the brand's

true cause]." Test it against Snyder's bar: is it ironic, does it conjure one image, does it

imply the whole film? If your style frames don't ladder to it, cut them.

9.2 The Director's-Treatment template (doubles as a strategy deck)

Why us / POV (credibility + worldview)

The one thing (controlling idea / single-minded proposition)

The arc (three acts; mark the beats — opening image, catalyst, midpoint, climax, final

image)

The world & tone (moodboard with rationale; color script)

Distinctive assets (motion signature, type, color, sound you'll own)

Execution & feasibility (pipeline, tools, the proof you can deliver)

Why now (the cultural/strategic timing)

(Lay it out cinematic — scope ratio, not A4 — as In Development advises.)

9.3 The Moodboard-to-Strategy bridge worksheet

Two columns. Left: the image. Right: one sentence — "This is here because it signals [stra‐

tegic meaning] to [audience]." If the right column is blank, the image comes off the board.

9.4 The Style-Frame Rationale one-liner

"We chose [craft] so that [audience] feels [emotion], which proves [controlling idea / brand

truth]." Rehearse three of these before every internal review.

9.5 The Storyboard-as-Strategy checklist

Does the opening image set the "climate" (Bass) / state the territory?

Is the controlling idea visible by the climax without narration?

Does each beat flip the value charge (McKee) — does it move?

1. 

2. 

3. 

4. 

5. 

6. 

7. 

• 

• 

• 
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Could you cut any frame with no loss? (If yes, cut it — Pixar #5.)

Does the final image mirror/pay off the opening (See → Care)?

Can you state the "why" for every shot? (The truck-commercial test.)

9.6 The Pitch/Treatment narrative structure for motion work

Open with the insight (cold open / hook). Build the idea (rising action). Show the world (the

"fun and games"). Land the proof and the "why now" (climax). Close by mirroring your

opening (resolution). Same shape as the films you make.

• 

• 

• 
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PA R T  1 0

THE BRIDGING GLOSSARY (two
worlds, one body of work)

YOUR WORLD (CRAFT) STRATEGY WORLD THE BRIDGE

Controlling idea (McKee) Single-minded proposition The one sentence the work
must prove

Logline (Snyder) Positioning statement / proposi‐
tion

One-line essence; must be
ironic + visual

Treatment Creative brief + the response to
it

Vision + look + feasibility,
defended

Moodboard / style frame Positioning territory; strategy ar‐
ticulation

Tonal staking-out of a space

Lookdev Brand world / brand building The proprietary world you
develop

Color script Tonal strategy; the emotional
funnel

The campaign's feeling,
over time

Distinctive visual language /
motion signature

Distinctive brand assets
(Ehrenberg-Bass)

Owned, recognizable, mem‐
orable cues

Storyboard / previs Strategic planning; scenario test‐
ing

Cheap test of the argument

Animatic MVP / pre-test De-risk before the expens‐
ive build

The cut / "why is this shot
here?"

"Always ask why"; tactic justific‐
ation

Same interrogation muscle

Three-act structure / Hero's
Journey

Funnel / See-Think-Do-Care /
AIDA

The arc of attention and
change

Title sequence Brand identity in motion Distill a huge story into
seconds

Director / CD Brand custodian / strategist Guardian of the one idea

Craft / finish The competitive moat (long-term,
Binet & Field)

What can't be quickly
copied

House style / R&D ritual Capability as positioning Own a tool/world before the
brief needs it
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RECOMMENDATIONS — Your
Staged Next Moves

This week — install the reflex. Pick one finished project from your reel and write its con‐

trolling idea in one McKee-style sentence (value + cause). If you can't, that's the gap your

CEO sensed. Then run the §9.4 style-frame one-liner out loud on three frames from your

current job.  Benchmark that changes the move: when you can state the "why" for every

frame without hesitating, you're ready to lead a review.

This month — convert your next pitch. Use the §9.2 treatment template as your deck

spine on the next real brief. Force the §9.3 moodboard bridge (every image gets a strategic

sentence). Study one primary case end-to-end — start with Elastic's Game of Thrones (the

"master map" reframe) or Territory's Blade Runner 2049 (meaning-per-pixel) because both

show strategy as craft.  Benchmark: if a client or CD can repeat your "one thing" back to

you unprompted, the proposition is single-minded enough.

This quarter — build positioning, not just frames. Propose a small internal R&D ritual

to your studio modeled on FutureDeluxe's "Future Play" or Buck's short-film program —

protected time to develop a proprietary look before a brief needs it. That is how a studio

(and an art director) builds a moat instead of chasing trends.  Benchmark: when inbound

briefs start asking for "your" look specifically, the R&D has become positioning.

Ongoing — read for thinking, not just for the shot. Treat artofthetitle.com, Motiono‐

grapher features, and Cannes/D&AD case-study writeups as your strategy seminar. Read

the why, not just watch the what.  Threshold to escalate your ambition: when you instinct‐

ively ask "what's the one sentence and which owned assets prove it?" before "what render

engine?", you've crossed from senior artist to art director.

RECOMMENDATIONS The Lookdev of Strategy

25

https://artofthetitle.com


CAVEATS

Quotes vs. paraphrase. Direct quotes here are drawn from the named primary or

reputable secondary sources (studio sites, Apple Newsroom, Cannes Lions, Motiono‐

grapher, Art of the Title, Creative Review, Ad Age, Adweek). Where a source was a stu‐

dio's own marketing or a tool vendor (e.g., Maxon, Unreal Engine), treat claims as the

studio's framing, not independent verification.

One brief correction worth knowing. A common misconception refers to Jony Ive as

"the late design chief." That is inaccurate: Ive departed Apple in 2019 (founding Love‐

From) and is living; he is not deceased. I've stated this correctly above so you don't

repeat the error in a pitch.

Apple's HIG framing evolves. "Clarity, Deference, Depth" is the iOS 7-era articulation

that remains widely cited, but Apple's newer guidance (the "Liquid Glass" era) reframes

around hierarchy, harmony and consistency. Use the principle (interface defers to

content) rather than treating the exact triad as eternal.

Material Design and design systems generally. A system's power is also its trap —

used without bending it to the brand, it reads generic. Treat published systems as

scaffolding for distinctiveness, not a finish line.

Studio "process" sources skew flattering. Interviews and case studies are partly

self-promotion. The thinking they reveal is real and worth studying; the implied "it went

smoothly" narrative usually isn't. Read for method, discount the gloss.

A few intended searches hit the research budget ceiling (a fuller Apple keynote

deep-dive, a fuller Stash editorial history, Vogler's twelve stages verbatim). The Vogler/

Hero's-Journey and Stash items are included at a confident summary level — verify

exact stage names against The Writer's Journey before quoting them in a deck.

• 

• 

• 

• 

• 

• 
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