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The MySpace memberwith a million ‘friends." The
receptionist with a production deal. Someof the Web's
amateur entertainers are becomingpowerful players.

By JOHN JURGENSEN
July 29, 2006; Page P1

(SeeCorrections& Amplificationsitembelow,)

On the popularWeb site MySpace.commemberssetup profiles
with informationabouttheir interestsandthennetworkacross
the site, recruitingothermemberdo link to their pagesOften,
the teensand 20-somethingsvho dominatethe site havedozens
or hundredsof theseregistered'friends."

Thenthere'sChristineDolce, whoseMySpacepageboasts nearly
onemillion friends-- making herarguablyone of the most
connectegeopleon thelnternet.A 24-yearold cosmetologist
who until a few monthsagoworkedat a makeupcounterin a
mall, shenow hasa manageranda startup jeanscompanyand
haswon promotionaldealsfor two mainstreantonsumeibrands.

NEW-MEDIA POWER LIsT  |AS videos,blogsand

s
f/Qi' * The Wall Street Journal's John Web pagescreatecby
A Jurgensen discusses new media's amateursemakethe
digital entertainers. H
' _ _|entertainmenlandscape,
» See who's who among new-media celebrities. unknowndirectors,
writers andproducersare

being catapultednto positionsof enormousnfluence.Each
week,abouta half-million peopledownloada comedicvideo
podcasfeaturinga former paralegal A videoby a30-yearold
comedianfrom Clevelandhasnow beenwatchedby almost30
million people roughlytheaudiencdor anaveragé'American
Idol" episodeThe mostpopularcontributorto the photosite
Flickr.comjust got a contractto shoota Toyotaad campaign.

While online stardontansometimese fleeting,andsome
measure®f audiencesizearesubjectto debatea look atthe
rising starsin this world showshow the pathto entertainment
successs beingredefined.Traditionalmediacompanieand
marketersarealreadyin pursuitof someof thesenewfaces.

"It's an awesomdeeling," saysMs. Dolce, who built her
MySpaceprofile with a pagethat panderso the site'syoung

Adamnnranhinaith a miv nf ranfaccinnatnmmantary

TODAY'S MOST POPULAR

* Couric Hits the 'Muted' Button
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WHAT TO WATCH

A late-night brainstorm and a video camera can
catapult an unknown Internet user to instant --
if sometimes short-lived -- stardom. Below, five
creative digital productions rising through the
ranks on the Web.

‘Unflinching  Triumph'
www.unflinchingtriumph.com

This "mockumentary" tells the story of Phillip
Rockhammer, an up-and-coming competitor in
the faux sport of professional staredown. With
the bravado of wrestling but none of the
contact, rivals lock eyes until one of them
flinches. Featuring slick production, a
soundtrack and dozens of actors, the film is
being offered free in installments.

‘Chad Vader: Episode 1'
www.channel101.com

One of the latest in a long line of "Star Wars"
spoofs to hit the Web, this short fish-out-of-
water film imagines Darth Vader as a lowly
supermarket manager. He bows to his
supervisor in the walk-in refrigerator and uses
his powers to confront a rival co-worker and
impress a cute check-out girl. The video is
currently popular at Channel101.com, a site
where viewers vote for their favorite comedy
clips.

‘Nobody's Watching'

www.YouTube.com (search for 'Nobody's

Watching')
WA

Bill Lawrence, a writer and producer of the

NBC sitcom "Scrubs," helped create this
Affhant namadu ac a nilat far tha \NR naharArl L
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provocativephotograph®f herself,celebrityimagesand music.

* Vacation Club's Woes Are a Bad
Trip

* Hezbollah Rocket Attacks Kill 15
* Satellite Falls as Cable Takes Off

She joined MySpacm
SeptembeR003,
adopting thename
"Forbidden"for her
homepage.As oneof
thefirst 15,000 memberto join the site, launchedn
July 2003 (MySpac@&ow has96 million members)she
built an earlyfollowing that grewalongwith the site's
membershipBecausaiserspagedist their friendsin
chronologicalorder,beingan earlymemberhasalso
meantthat Ms.Dolce appearsiearthe top of many
friend lists.

* The Office Coverup

"I sawthevision that MySpacevasgrowing biggerand
biggerand| thought,wow, great,"Ms. Dolce says.

While somemembersarechoosyaboutwhom theywill
acceptasfriends,Ms. Dolce decidedafter abouta year
on thesite to acceptanyonewho putin a friend request.
She alsdook on amanager- Keith Ruby,another
MySpacememberwith whom shedevelopeda
friendshiponline. Aformerconcertpromoterfrom
Calgary,Alberta,he advisedher on waysto capitalize
on heronline popularityHe helpedbrokerdealswith
companiedike Axe body sprayandZippo lighters. In
recentmonths,she'sappearedn online promotiongor
both brands She commandsatesof asmuchas$5,000
to appearat eventdike autoshows.In March,shequit
her job atthe makeupcounter.

Advertisementgor Ms. Dolce'soutsideWeb site and
assortedusinessrenturesjike herjeansbusinessline
the page.Seeingher entirehomepagerequirespressing
"pagedown" abouttwo dozentimeson alarge
computermonitor -- andthat pages followed by some
24,000 additiongbagesholdingthe photosof all her
friends.

Mr. RubysaysMs. Dolce hasneveruseda computer
programto artificially boostherfriend list -- a practice
that hasplaguedsiteslike MySpacein the past.
MySpacetakessteps tgreventthe useof computer
generatednass friendequestssuchaslimiting usersto
a few hundredoutgoingfriend requests day. Mr. Ruby
saysMs. Dolce briefly tried softwarethat automatically
acceptedequestdrom others,but now insteadrelieson
family andfriendsto helpherprocesghem all.

Popularmemberdike Ms. Dolce represensomethingof
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After the network passed on the pilot, it a dilemmafor MySpace.Thesite saysit hasno problem

appeared in three parts on YouTube and i !
bopams 2 hit, leading NBC o announcs this with the photographsnd contenton Ms.Dolce'spage,

past week that it had ordered a series of scripts | Which, while racy, stopshort ofbeingpornographic.

and short episodes of the show for the Web i i
with the possibility of broadcasting it on TV in Recently,however,MySpace,Whlch IS Ownedby News

an upcoming season. Corp., hasbeenworking to promotea family-friendly
'Strong Bad Email imageto appealo potentialadvertisers- someof
www-homestarrunner.com whom couldbe leeryof sexuallysuggestivgpagedike
Fedesion Ms. Dolce's.
arernats unwor RN S Ms. Dolce'scommercialdealshaveoccasionallyrun
scomcies QO afoul of MySpace'sules. The servicedoesn'@allow
el usingthe networkfor directcommercialgain; because
i) 5 of the site'sregulationsMs. Dolceis prohibitedfrom
%".i"é}?”.%%TM . sendingmass messagés her MySpacefriendsabout
eAath neta =

the productsshe'spaidto endorse.
The most popular feature on Homestar Runner,

a site of cartoons and games, "Strong Bad" ..

revolves around a sarcastic character in a Someof the peoplewho haveemergedasdigital stars
wrestling mask whose answers to emails are H H

the Jumping off point for short cartoons. Tho o_nllne aretrue amateu_rspeoplgvx_/ho havesimply

emails are real, culled from the roughly 3,000 | videotapedhemselvesn their living rooms andhosted

messages that creators Matt and Mike H i ; :
Chapman receive sach day. theresultsonline. Othersarequastprofessionalsvith
The Fancy Pants Adventure someexperiencen the entertainmenindustry:writers

www.addictinggames.com (search for 'Fancy | of a TV pilot that didn'tget pickedup; first-time

Pants Adventure')

filmmakerswho were praisedon thefilm-festival circuit
but neverfound distributionor standup comediansvho
couldn'tgraduatdrom coffeehousesandsmallclubs.

The creatorof oneof the Web'smostpopularvideo
podcastdall somewherdetweenthesecategoriesEach
week,abouthalf a million peoplewatcha two- or three

- (R minutevideo starringa manin a ninja costumehat
A == lincludesa Lycra ski maskboughtfor $6. Hetypically
Created by Brad Borne, a college student, this . . . .
simple but fun videogame plays like a deliversa sarcasticcomic monologue irresponséo a

;ninirlpalist vetrﬁion of Sutperk Me;)rio I(Bjrosl- Using a | ninja-themedquestiona viewer hasemailedin. ("Do
ew Keys on the computer keyboard, players .. I .

control a floppy -hairad stick figure, & ninjas catchcolds?” wasa recenttopic.) Theweekly
maneuverigg hj(rjn thr%Jngf onrldt orft mazes, seriescalled"Ask a Ninja," appear®n thecreators'
springs and spidaers. On Atom entertainment's . . . . .
A%digingeam‘;s,com‘ the game has been Web site, aswell ason iTunesandvideo-sharingsites

played about 1.5 million times, with a replay like YouTubeandRevver.
rate of 50%, according to Atom, which licensed

the game and hired Mr. Borne to help create . .
another one called Celebrity Smackdown. Its creatorsareKent Nicholsand DouglasSarine who

first recordedhe skit in November Both in their early
30sandliving in Los Angelesthetwo haddabbledin the entertainmenindustry:Mr. Nichols
had workedasa productionassistanbn afew TV pilots andMr. Sarinehad spentsometime as
a paralegafor Disney.Togetherthe pair, who hadmet in2000 atan actingworkshop,had
written a scriptfor an animeseriesthey hopedto makefor the Web, but they grewdiscouraged
by theexpensef producingit.

Thenthey noticeda videoonline. Titled"Lazy Sunday,'it wasa sketchthat hadfirst airedon
"SaturdayNight Live," but wasbeingemailedall overthe Internet:Millions of peoplesawit in

a matterof weeks.Theydecidedto try anonline videoseriesof their own. Around
Thanksgiving, Mr.Sarinedonneda makeshiftninja costumeandthetwo wroteandimprovised
a loosescript. Mr. Nicholsfilmed Mr. Sarineagainstthe wall of his WestHollywood apartment,
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usinga six-yearold camcorderHe editedit on hislaptop andpostedit on theirpersonablog
andon YouTube.

The skits got little responsénitially, butin earlyJanuaryMessrs.Nicholsand Sarinesubmitted
the podcasto iTunesandlaunchedan official Web site for it. EditorsatiTunesquickly
selectedhe seriesasa "new andnotable"podcastgiving it featuredplacemenbn its podcasts
page.That positioninglanded'Ask a Ninja" a spoton iTunes'sist of top-subscribecodcasts,
which meantit wasone of thefirst titles anyonebrowsingfor podcastsameacrossMentions
in a numberof blogshelpedto boostviewershipaswell.

Now thetwo aretrying to turntheir podcasinto a viable businessin May, "Ask a Ninja"
launchedan online storeand now sellsabout150 T-shirtsa week,Mr. Nicholssays.They'll
soonbeginselling premiumsubscriptionsat $1.50 amonthto fanswho want earlyaccesgo
new episodesThis month,theyaddedtheir first advertisemento the series,a mentionof the
Sonymovie "Little Man" at the endof an episode.

Theadwasplacedby Podtracan agencythat linksadvertisersip with podcastersand brought
"Ninja" revenu€'in thethousands'tf dollars,accordingto Mr. Nichols.He hopesto drawmore
basedon theshow'spopularityandviewerdemographic90% male,betweernthe agesof 13 and
24, accordingo a Podtracsurvey.

In the spring, CristaFlanagana castmembeon theFox comedyshow"Mad TV," contactedhe
duo throughtheir MySpacepageandthe threedecidedo collaborateon anew podcastThe
resulting seriesalled"Hope Is Emo," featuresVs. Flanagarasan emotionalyoung womarin
black clothingandeye makeup frequentlymovedto tearsby itemslike discardedpizzaboxes.
After beingfeaturedon theNinja homepagendon YouTubethefirst episodeof "Hopeis
Emo" quickly drewmorethanonemillion views.

Thetwo seebranchingout beyond"Ninja" askey to long-term success:'Ask a Ninja' was
alwayskind of a proof of concepffor us," saysMr. Nichols."We'velookedat otherswho have
beensuccessfubut they didn't know how to work with newtalentandbring freshideasinto the
fold. Dick Clark makesmoremoneyin his sleepproducingthingsthanhe everdoeson
camera."

Messrs.Nicholsand Sarinearelooking for a way arounda problemthat affectsvirtually every
Internetstar.Evenif theybecomewildly popular,amateumpodcasterandvideo producerscan
rarely makea living from their newfoundfame.Podcasts ando-t-yourselfvideosare
generallyfreeto watchonline, andeventhosefew creatorsvho manageo attractadvertisers
seldommakemuchmoney.Accordingto researctirm eMarketer currentad spendingon
online videois expectedo doubleby 2007 to$640 million,but mostof that goego largemedia
companiegatherthanto amateuwideos.

The greateshopeof mostWeb amateurss to crossoverinto "old media“outletslike TV
networksandHollywood. Theflagshipcrossovesstarin digital entertainmenis known by one
name:Brookers.

Type theword "Brookers"into the searcHield of YouTube.comanda list of somel,240
videoswill appearThirty-one of them arevideosmadeby 20yearold Brooke Brodackof
Holden, Mass. ,who hasposteda rangeof videosstarringherselfunderthe screemame
"Brookers."In largepart,the other1,200 orso are Brookerstributes, critiquesndimitations,
postedby Ms. Brodack'sfansanddetractoran responséo the clips she'smade.
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ThoughMs. Brodack'svideoshavea distinctly amateurfeel -- theyfeatureherlip-synching
songs,dancinggoofily aroundher bbedroomandoccasionallyadopting sillycharactewvoices--
theyinspirea passionatéollowing. Many aredrawnto herblendof good looksand
unselfconsciousntics.But shesaysshecan'texplainwhy hervideoshavebeenso popular.

"I'l neverunderstandt,” shesays.

Lastmonth,Ms. Brodack,who works asa receptionistgot an emailfrom an executiveat the
developmentompanyof formerMTV starCarsonDaly. Mr. Daly hadseenhervideosand
liked herperformancesnd productiontechniqueswhich typically involve wild cameraangles
andoverlaysof text andimagesoverthevideo pictures.He signedherto a dealto develop
entertainmenideaswith his productioncompanyfor TV andthe Web. Mr. Daly, who hasonly
spokento Ms. Brodackoveremail, sayshe'sstill working out what exactlyshe'llbe doing for
his company Whenit comesto hiring talentfrom the digital world, he says, There'sno
manual.Everybodywantsto lock them up andigure it out later.”

Ms. Brodacksayssomeof herfriendshaveresentecher newfoundsuccessShe'salsodealt
with a downsideof viral video stardomthat manypeopleon sitedike YouTubeencounter.
Becauseanyonewho watcheshervideoscanposta commentshe’'sconstantlyconfrontedwith
criticismin a public forumaboutissuesfrom herappearance herdancingskills. She
sometimegespondgo thesecommentsn hervideos.

Mr. Daly's companyhassenther somenew equipmento help herenhancéervideos,
including a newlaptop andextraharddrive, andplansto gethera higherquality video camera,
but Ms. Brodackis nervousaboutprofessionalizinghervideos."l don'twantit to look too
slick,"” shesays."I'm trying to keepit simpleandthink of it the way it waseight monthsago."

Corrections & Amplifications: EmersornSpartzof the "Harry Potter"podcastMuggleCast"
waspicturedin a photograplaccompanyingnitem on "MuggleCast'In an earlierversionof
this article. The photocaptionincorrectlysaid Andrew Simswaspictured.

Write to JohnJurgensemtjohn.jurgensen@wsj.com

Unknown directors, writers and producers are being catapulted into positions
of enormous influence. Below, our survey.

EMMY-NOMINATED PODCASTERS

A -
The Zucker brathers {no relation to

; the wnter-director brothers behind
W 4 ! films such as “Airplana!") were among
s the only amateurs nominated for the
first “iPod Emmy ™ awarded this year
2rs (AOL won for its “Live 8"

£

TOP-RATED PODCASTERS

Keith Malley and Chemda Khalili,
“Keith and the Gir," keithandthegir
com

This radio-style talk show, hosted by a
I New VYork-hased roinla hac &0 0NN

< Orrin and Jerry Zuckes, “It's Jerry Time"
:’ Y ‘ itsjerrytime.com

A RULER OF MYSPACE

Christine Doice

d  myspace.com/forbidden
One of the mast connected people
Cal-networking

s by the name
c2 has neary a
nbers that are
ers to solict her
and pay her

on this massiv

site, where she

“Forbidden,” Ms

million “frends,”

nked to her page. That following has led m

recommendations for new products on MySpace
up to $5,000 for persanal appearances.

GRASSROOTS MUSIC SUCCESS

Lustra, myspace.com/|ustra

In 2004, this unsigned L.A-basad rock
band landed a slot on the soundtrack
for the movie “Eurotrip.” Then, band
egan gpng long hours on
ding their fan base. In

w bhnen fane lnbhbind Tones tn cnll thn cane YCoambbis Manea’
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Iisteners per episode and -s regulany top-ranked on PodcastAlley,
a podcast directory site. The show, in which Mr. Malley, a come-
dian, and Ms. Khalili, a singer, dissect aspects of their lives, both
large and small, sometimes uses some off-color language.

TOP VIDEO PODCAST PRODUCER
Jeff Macpherson, “Tiki Bar V"
tikibartv.com

Each weekly episode of this video pad-
cast incorporates a cocktall recipe into
a sketch-comedy skit (a recent episode
shows how to make a Newton's Apple),
The podcast became an instant hit in the fall after Apple chief
Steve Jobs mentionad it at the launch of the video iPod; it naw
has more than 300,000 viewers per episode. Mr. Macpherson,
who appears in the senes, launched #t after losing a develop-
ment deal with MTV. He says he's now in talks with advertisers,
TV natworks and potential partners interested in the podcast.

THE WEB'S ANCHORWOMAN
Amanda Congdon
amandaunboomed blogspot.com

As the host of “Rocketboom,” a quirky
daily roundup of news on the Web,
Ms. Congdon became one of the first
personalities to gain a wide following
via video padcasts. “Rockatboom” had unusual commercial
success, auctioning off ad space on eBay for $40,000 and
landing a distnbution deal with 1iVo. Earlier this month, Ms.
Congdon abruptly left the series after a dispute with co-founder
Andrew Michael Baron, She maintains her own video blog and
says she's closa to accepting a deal with a well-known media
company.

VIDEO PODCAST STARS

Kent Nichols and Douglas Sarine

“Ask a Ninja," askaninja.com

Some episodes of this video podcast,
which features weekly monalogues
from a sarcastic ninja character,

have had close to 1 million views

on YouTube, Made by Mr. Nichols and Mr. Sarine, it regularly
tops the iTunes padcast charts, and has inspired dozens

of amateurs to make their own ninja tnbute videos. They've
recently launched another show, “Hope is Emo,” which stars
a young woman and has risen to the top 25 on iTunes in pant
because of its affiliation with “Ask & Ninja.”

ATEEN HIT
Andrew Sims and Ben Schoen, “MuggleCast”
mugglenet.com/mugglecast

Mr.Sims is @ 17-year-old from Medford, N.J. Mr. Schoen is a
16-year-oid fom Moundridge, Kan. Both are zealous “Harry Potter”
fans. They collaborate to compile news about the series and
speculation about the fate of favored characters in this weekly
talk show. “MuggleCast™ has a deal with GoDaddy.com that pays
it $15 each time the show helps sign up a new GoDaddy
member,

AMATEUR VIDEO

MOST-WATCHED VIDEO ON
YOUTUBE

Judson Laipply, “Evolution of Dance*
evolutionofdance.com

This six-minute clip, which shaws Mr.
Laipply performing & mediey of doz-
ens of dance styles in rapid succes-
sion, has been watched almost 30 million times on YouTube.
A comedian and inspirational speaker Iving in Cleveland, Mr,
Laipply has been featured on “Goad Moming America™ and
the “Today Show™ and performed at a halftime show during
the NBA finals since posting the video in April.

AT Ry
| Brooke “Brookers” Brodack,

08/07/2006 09:16 PM
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Know.” Dnven by downloads—and without radio play—the song
enterad the Billboard Pop 100 at No. 59 last week, a major
achievement for an act without the backing of a record label.

MUSIC

POPULAR AMATEUR WEB RADIO
BROADCASTER

David Nevue, Whisperings
live365.com/ stations/ pianoradio

Mr. Nevue is the most listened-to ama-
teur broadcaster on Live365, which
provides an opportunity for people to play their music online. Mr.
Nevue, who features both his own atmospheric piano composi-
tions and those of other pianists on his show, *“Whispenngs,” has
racked up more than 800,000 “listening hours.”

TOP-RATED MUSIC BLOG
Scott Lapatine, Stereogum
stereogum.com

Stereogum is the mast popular of
so-called MP3 blogs, sites where
bloggers post reviews and download-
able music files, Because of the site’s
influance, record labels now directly supply Mr. Lapatine with
unreleased tracks, Last week, he posted exclusive songs from
indie rock stars Yo La Tengo and Ben Kweller that wont be offi-
cially released until the fall. In April, Mr. Lapatine quit his job at
\VH1-ad revenue from his blog now pays the bills,

BLOGGING

TOP-LINKED BLOGGERS
Cory Doctorow and Xeni Jardin
BoingBoing, boingboing net

With more than one million daily page
views and 20,000 other Web sites
linking to 1, BoingBoing is ranked as
the most linked-to English-language blog by Technorati, a Web
service that tracks blog traffic. The site's clout has been demon-
strated often, when visitors click en masse on links to sites that
endorsa issues ke copynght freedom and Internet deregulation.

PHOTOGRAPHY, TV ANDFILM

THE WEB'S TOP PHOTOGRAPHER
Rebekka Gudleifsdattir
flickr.com/photos,/rebba

Last year, Ms. Gudleifsddttir, an art
student from lceland, was just leam-
Ing how to use her camera. Now, she’s
rated the most popular phatographer
on Flickr, an onling community where 4 million users post and
peruse photos. Her following began when this self-portrait with
an apple in mid-air appeared on the site’s feature pags. This
past week, she was hired to shoot—and appear in—advertise-
ments for Toyota, which discovered her work on Flickr,

UP-AND-COMING FILMMAKERS
Susan Buice and Arin Crumley
foureyedmonsters.com

Despite being a hit at the Slamdance
Film Festival last year and screening
at more than a dozen other festivals,
this duo's expenmental romantic
comedy didn't get picked up for theatrical distribution, leaving
them deeply in debt, So they created a blog, a MySpace page
and an ongoing video podcast that documents their process of
making and promoting the movie. (Each episode gets 70,000
downloads on average, they sax) By contacting movie theaters
directly and demonstrating the online demand for the film, the
duo have so far aranged engagements in New York, Boston and
Los Angeles for September.

s *“ WEB-TV TASTE MAKERS
7 N Rob Schrab and Dan Harmon
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myspace.com/brookealley

With more than 10 million tatal vews
of her quirky videos on Youlube, Ms.
Brodack has prompted many fans to
post their own “response” videos, As a
result, she’s recently signed a TV and Intemet development deal
with NBC talk-show host Carson Daly, making her ane of the
first homegrown YouTube personalities to cross over into other
media—and a test casa to watch.

TOP EARNERS

Fritz Grobe and Stephen Voltz
“Extreme Diet Coke & Mentos
Experiments,” eepybird.com

These members of a perdormance
troupe in rural Maine spent eight
months developing a highly synchro-
nized stunt, making geysers of Diet Cole by dropping Mentos
candies inta the bottles. They stand at a tuming point of the
viral-video genre with one of the first clips to bring in a sig-
nificant amaount of money. They say they've generated nearly
$30,000 from more than 5 million views of their video hosted
by Rewer.com, a new senice that shares a portion of ad rev-
enues with the videos' creators.

CORPORATE-SPONSORED
TRAVELER

Matt Harding
wherethehellismatt. com

In 2003, Mr. Harding created a video
of himself dancing in remote locations
around the world as he traveled. After
it became an Internet sensation, getting about 2 million views, a
chewing-gum company, Stnde Gum, sponsored another tnp and
0. He returned from that trp in June, after having danced in

BLOG WATCH
Read what bloggers are saying about this article.

* Moguls of New Media
| Got My MTV
* Moguls of New Media

Full List of Blogs (214 links)
Most Blogged About Wall Street Journal articles.
Full List of Articles

SEARCH THE BLOGOSPHERE

Search for these words: ® (S joueee o
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cnanneilvi.com

These former TV witers tumed to the
Internet after Fox passed on their pilot,
“Heat Vision and Jack,” a satire direct-
ed by Ben Stiller that has acquired a
cult follawing. They now run a site that showcases not-made-for-
TV “pilots” that viewers have voted on at L.A-area screenings,
They plan to move the vating process online. Their success

has spawned a New York twin, Channel102.net, Both sites are
watched closely by TV networks. As a result of their work outside
the industry, Messrs. Schrab and Harmon were hired by VHL to
create a pilot based on the Channel 101 concept,

TOP MACHINIMA FILM MAKERS
Rooster Teeth, roosterteeth.com

Using videogames like Halo as
mavie-making tools, this group has
drawn attention to the niche field of
machinima, in which videogame enthu-
siasts usa characters and settings from
games to create short films, complete with recorded soundtracks
and dialogue. Rooster leeth's success at drawing viewers and
selling OVDs has made @ mare common for videogame publish-
ers to sanction the use of their games for such projects,

THE PIONEERS
Matt and Mike Chapman, Homestar
Runner, homestarrunner.com

Since 2000, these Decatur, Ga., broth-
ers have made hundreds of cartoons
and videogames featuring a roster of
absurd characters for their Web site.

One of the most popular is Strong Bad, the star of a senes that's V)

now produced as a regular podcast (see “What to Watch,” left).
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