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Post Magazine began over 28 years ago as a way for post professionals to learn from others in the fi eld. And while 
the industry has changed and our coverage has evolved along with it, our founding premise has never wavered — 
sharing stories of professionals, their tools and the projects they work on. What better endorsement for a piece of 
technology or way of working than to learn that a post pro is being successful with that tool in their workfl ow.

Post understands that our industry is made up of artists, and we cover the work from their perspective, and we 
speak a language they understand. User stories help others learn from their successes as well as their mistakes. 
Their stories help propel our industry further.

Post is also more than just a magazine, it’s a community, and we continue to fi nd ways to bring pros, tools and 
projects together in a way that spurs their creativity.

Defi nition of Recipient Qualifi cation Production Management (Production Manager, Director, Producer, Creative 
Director, Colorist) Technical Management and Engineering (Video Editor, Audio Engineer, Special Eff ects Supervisor, 
Technical Director), Corporate Operations management (Owner, President, General manager, Operations Manager, 
Marketing Director)

Post Magazine App
INFO TK

Post Magazine Website
28,010 Page Impressions Monthly

Post Magazine Social Media
11,000 Avg. # of Twitter Followers
3,000 Avg. # of Facebook Likes
INFO TK Avg. # of LinkedIN Group Members
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Post Magazine
12 issues scheduled for 2015
26,000 average circulation
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1. EXECUTIVE SUMMARY

1A. COMMUNICATION CHANNELS OF THE POST BRAND

Below are the average contacts per occurrence, Including frequency per period reported

Each column/row reports the gross number of individuals reciving that channel, and the additional channels those recipients receive. Since any 
one individual may receive more than one channel, the totals should not be added together as they exceed the total of unique individuals. 

CHANNEL NON-INTEGRATED CHANNELSINTEGRATED CHANNELS

Post Magazine (12 issues in period) 
1) Print Version Average	 26,000	
2) Digital Version Average: Double Opt-In Requested 	 3,129	

Post Magazine Newsletters
1) Biweekly 	 21,000	
2) Specialty Average 	 21,000	

Post Magazine Webinars	 TK	  		
	
Post Magazine Webcast	 TK	

Post Magazine Website (Monthly Impressions)	 28,000
	
Post Magazine Social Media

1. Twitter Followers	 11,000	
2. Facebook Likes	 3,000	
3. LinkedIn Group Members	 TK	

 
Post Magazine 	 Post magazine 26,000
	 Bi Weekly Enewsletter 21,000
	 Show Daily Enewsletter 21,000
	
	 Post Magazine Webinars TK
	 Post Magazine Webcast TK
 
 

 AVERAGE 

Post Magazine Social Media  
Followers 11,000
Facebook likes 3,000
Linked Group Members-TK
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2015 DEMO SHEET
MARI KOHN  |  Director of Sales  |  818.291.1153  |  mkohn@postmagazine.com

26.1%
35.5%
37.2%
41%
29.5%
34.5%
43.8%
21%

TYPE OF MEDIA YOU WORK IN?
(some respondents picked more than one)

42.9%

26.4%

30.7%

JOB TITLE AND CLASSIFICATION
Production Management- Produc-

tion Manager, Director, Producer,  
Creative Director, Colorist

Technical Management and Engineering
(Video Editor, Audio Engineer, Special Ef-

fects Supervisor, Technical Director)

Corporate Operations management
( Owner, President, General manager, Opera-

tions Manager, Marketing Director)

51.2%
42.6%
22.6%
19.5%
19.4%
12.7%

BEST DESCRIBES YOUR FACILITY

Post production  

Production Company  

Special Effects Animation Studio 

Broadcast Cable TV

Audio recording mixing studio

Advertising agency

Motion Pictures

Special Effects/Animation Graphics

TV programming

TV Commercial

Audio (audio Post,mixing,sound design)

Internet Web

DVD

Multimedia Computer Games

49.9%

72.9%

42.9%

48%

29.7%

50.8%

45.9%

61.5%

42.5%

35%

33.9%

26%

30%

23.9%

45%

46.7%71%
66.1%

TYPES OF PRODUCTION AND POST PRODUCTION EQUIPMENT 
AND TECHNOLOGY THEY PURCHASE (SOME EXAMPLES)

AUDIO EQUIPMENT

Types of Post production services they purchase  
(some respondents picked more than one)
 
POST PRODUCTION

SERVICES

Platforms 

Windows 

Mac

27.4%

65.5%

58.4%
55.2%
33.0%
48.4%
21.6%

EQUIPMENT AND SOFTWARE

Edit controllers

Non Linear Editing

DVD Authoring

Graphics and Animation

Disk Storage Subsystem  
( Disk Arrays, RAID,SAS, SAN)

Digital Camera 

Digital Cinema 

Digital Audio Workstations 

Mixing consoles

Microphones

Digital Disk Recorder

Studio Monitors

Video Editing

Film Editing

Visual Effects and Compositing

Open Logos

Audio

Sound Design

Scoring Compositing

DVD Authoring

Stock Footage Library

Music /Sound Library

Duplication Replication
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MONTHLY SECTIONS
FEATURES

Each month we tackle a variety of topics, including audio 
post, visual eff ects, technology, trends and workfl ow — 
with in-depth features that focus on pros and their recent 
work. What better way to learn than by reading about 
industry pros, their work and the tools they are using.

BITS & PIECES
What’s new in post production
 

DIRECTOR’S CHAIR
Each month a top director talks about his/her lastest fi lm 
from the production and post production perspective 
 

SPECIAL REPORT
Industry experts provide insight into trends and tools
 

POSTINGS
A graphic glimpse into recent projects
 

PRODUCTS
The latest in hardware and soft ware
 

PEOPLE
Keeping tabs of the industry’s movers and shakers
 

REVIEW
Post experts review the latest products
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hat makes for a great film mix? 
Who would know better than 

award-winning mixers that have spent 
their careers perfecting the art?  
The great mixers on The Boxtrolls, The 
Book of Life, A Walk Among the Tomb-
stones and The Equalizer spoke to Post 
about their ideas on what makes a great 
mix and shared their recent feature film 
mix experiences.

THE BOXTROLLS
For the subterranean home of the Box-
trolls, directors Graham Annable and An-
thony Stacchi envisioned a hand-crafted, 
intricately-intertwining environment 
with Victorian steam-punk flair. Their 3D 
stop-motion animated film The Boxtrolls, 
which opened in theaters September 
26th, was brought to life by animation 
house Laika (known for Coraline and 
ParaNorman), and tells the story of Eggs, 
a human orphan raised underground by 
cave-dwelling, trash-collecting trolls. Ev-
ery care and detail built into the visuals, 
from the meticulously-crafted puppets to 
the elaborate Rube Goldberg-esk devices 
that move the Boxtrolls world, the direc-
tors wanted to punctuate with sound. 
Skywalker Sound’s Tom Myers notes the 
complexity and depth of the soundtrack. 
“The line between music and sound 
effects was blurred. Everything crossed 
over. We gave sound effects to compos-
er Dario Marianelli that he worked into 
his score. There were bits of dialogue 
that were effecty. It was a real integration 
of all sound departments.”

Myers, the sound effects re-recording 

mixer, worked alongside two fellow re-re-
cording mixers at Skywalker Sound — 
Nathan Nance, who handled the dialogue 
from pre-mix through the final, and Ren 
Klyce, who pre-mixed the Foley and han-
dled the music for the final. Myers and 
Klyce co-sound designed the project. 
World-class audio post facility Skywalker 
Sound is located on 4,000 tranquil acres 
of the Skywalker Ranch in Marin County, 
CA (www.skysound.com).

The Boxtroll’s composer Marianelli 
spent several years creating the film’s 
big orchestral score, complete with well 
thought-out themes and variations for 
main characters. Klyce notes the directors 
wanted Marianelli to accent every single 
rhythm, every single beat, every single 
head nod, and every single visual cue with 
music. During their spotting sessions with 
the directors, Myers and Klyce were asked 
to do the same, but with sound effects 
and quirky noises, to build what Klyce 
calls "the world of whimsy."

For the Boxtrolls habitat, the directors 
referenced the rhythmic machinery in 
Charlie and the Chocolate Factory’s Ever-
lasting Gobstopper scene. Klyce and My-
ers worked closely with composer Mari-
anelli to build a track that blends sound 
effects and music that plays in sync to 
the visuals. Klyce gives an example of a 
montage sequence of Eggs growing up: 
Eggs is smashing glasses, and tapping 
on a typewriter, and another character 
is bowing a saw. All those sounds are in 
rhythm to Marianelli’s score. Klyce ex-
plains, “They had to anticipate the tempo 
ahead of time so they could animate 

to it. Tom [Myers] and I recorded many 
sounds and handed them off to Dario 
[Marianelli]. He created a template with 
our sounds in his music. There is a lot of 
cross pollination that made the process a 
lot of fun.” 

According to Myers, much of the 
sound design involves the background 
set pieces, with giant machines and 
cobbled together Rube Goldberg con-
traptions that seem as though they could 
fly apart at any moment. The Boxtrolls 
slide down a roller-style conveyor belt 
that sounds reminiscent of beer cas-
es sliding down a conveyor belt that 
director Annable remembers hearing in 
his youth. There is a giant clock in the 
Boxtroll lair with it’s own unique sonic 
signature. There is even a garden. It’s 
a busy environment. Myers notes the 
personality of the sounds change as 
the Boxtrolls' numbers become thinner. 
“Over time, we add in more squeaky, low-
er, sadder elements into the design and 
have the sounds evolve. As the plight of 
the Boxtrolls changes, their environment 
changes,” explains Myers.

In The Boxtrolls, Eggs grows from a 
baby to an older child, so the audience 
expects to hear a slight voice change. 
When actor Isaac Hempstead Wright 
originally performed his lines for Eggs, 
he was roughly ten-years old. Years later, 
Wright had to perform new lines, and his 
voice sounded deeper. During the edit, 
the noticeably-different new lines were 
cut together with the original lines. Dia-
logue re-recording mixer Nance explains, 
“The directors really liked the pre-adoles-

Award-winning audio mixers detail what makes great film sound 

BY JENNIFER 
WALDEN W

AUDIO FOR FEATURE FILMS

MIX IT UP

POST_October2014.indb   30 10/7/14   11:59 AM

www.postmagazine.com 31POSTOCTOBER 2014

A great mix doesn’t draw 

attention to itself. It’s integral 

to the fi lm and not a thing on 

its own.” 

— Andy Koyama

If you can really believe 

that you’re in that location 

with those characters, 

going on that ride, then the 

mix is successful.” 

— Beau Borders 

Dynamics and articulation. 

One of the things you learn is 

that everything can’t be loud 

all the time. The other thing 

is picking your moments, 

articulating things, making 

things stand out.” 

— Tom Myers

It’s the ebb and fl ow. I don’t like an 

onslaught of sound. I enjoy a soundtrack that’s 

part of the whole fi lm experience and I’m not 

pulled out by something. I want to be involved 

and absorbed into the screen.” 

— Daniel Leahy

The hero is the dialogue. Every syllable is 

as important as the one after. You never want to 

have the viewer taken out of the movie by not 

understanding the dialogue.” 

— Lee Dichter

“

West Hollywood's Formosa Group 
mixed the music, dialogue and 
sound eff ects for The Book of Life.

“ “

“ “

POST_October2014.indb   31 10/7/14   11:59 AM

www.postmagazine.com36 POST OCTOBER 2014

ANZAC GIRLS
ADELAIDE, SOUTH AUSTRALIA — ANZAC Girls, a six-part mini-series produced by 
Screentime, a Banijay Group company, for ABC-TV, was a rare television project for 
Adelaide visual effects studio Rising Sun Pictures (www.rsp.com.au), better known 
for its work on Hollywood blockbusters such as X-Men: Days of Future Past and 
Gravity. The first episode premiered on Australian TV in early August. ANZAC Girls 
is based on Peter Rees’ book and tells the true story of five military nurses from 
Australia and New Zealand who served with Allied forces during World War I. 

Rising Sun Pictures was the sole VFX provider for the series. VFX supervisor Tim 
Crosbie, VFX producer Richard Thwaites and their crew worked hand in hand with 
directors Ken Cameron and Ian Watson, cinematographer Geoffrey Hall, and pro-
duction designer Scott Bird to craft recreations of wartime environments, military 
vehicles and armament.

Production of the series spanned three months at a number of sites in South 
Australia. RSP artists augmented practical locations with CG set extensions and 
matte paintings, and dropped in CG-animated warships, trucks, aircraft and trains. 

The RSP team went to 
considerable lengths to 
achieve historical accuracy. 
Crosbie and his crew shot 
photographs of buildings 
in Adelaide that were 
built pre-World War I and 
incorporated them into VFX 
environments. They also 
populated scenes with sol-
diers, nurses, vehicles and 
environmental elements.

Among the most ambi-
tious scenes is the landing 
at Gallipoli, revealed from 
the point of view of two 
nurses. Shot in front of 
greenscreen, Maya and 
Houdini were used for CG; 
matte paintings were creat-
ed in Photoshop and Nuke 
was used for compositing.

MEXICO
NEW YORK — Hooligan (http://hooligannyc.com) a creative post pro-
duction boutique that specializes in artistic offline editing and visual 
effects, recently collaborated with New York-based design studio 
Karlssonwilker to create the anamorphic music video for Mexico, the 
title track from GusGus’s ninth studio album via Kompakt Records.  

Experimenting with various 3D technology, including video game 
engines, Karlssonwilker transformed live-action footage of GusGus into 
spellbinding animations. The resulting abstractions hypnotically visual-
ize the Icelandic quintet’s anthemic dance track. 

Looking to expand on the video with an editorial eye, Karlssonwilker 
brought Hooligan into the fold after creating the renders and produc-
ing a rough cut in Adobe Premiere.

According to Hooligan editor Shane DeBlasio, embarking on the 
project with volumes of data-heavy footage, Hooligan had to clear the 
biggest hurdles early on. 
Converting the footage 
to Hooligan’s system us-
ing Final Cut Pro allowed 
DeBlasio to generate 
QuickTime movies, 
rather than deal with 
problematic individual 
source frames.

COSMOS: A SPACETIME ODYSSEY 
CULVER CITY, CA — In a project spanning nine months, Baraboom Studios 
(www.baraboomstudios.com) served as previsualization supplier for Cosmos: 
A SpaceTime Odyssey, assisting in the design and execution of numerous 
complex visuals for the groundbreaking National Geographic Channel series, 
which recently won four Emmy Awards.

The Los Angeles-based studio contributed to all 13 episodes of the series’ 
first season, as the hub of a virtual production model, creating previsualiza-
tions used in planning visual effects, set design, stage and locations shoots, 
and post production processes.

Baraboom Studios’ previsualizations were used in planning more than 
two dozen shots for the show’s final episode where host Neil deGrasse Ty-
son pays a virtual visit to the ancient city of Alexandria, Egypt.

Baraboom used preliminary Sketch-up files provided by production 
designer Seth Reed and art director John B. Josselyn to produce — through 
the use of Autodesk Maya, and a host of proprietary software and in-house 
tools — 3D models of the city’s legendary library. These models meshed with 
the live-action set and served as a planning tool for visual effects; a process 

known as post-vis. In addition, Baraboom built models of the city itself and 
mapped out complex camera movements with Gambos, to be used by the 
visual effects vendor for final renders.

POSTINGS
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PETER BROWN, SCOTT HECKER, DAVE MCMOYLER
Supervising sound editors Peter Brown, Scott Hecker and Dave McMoy-
ler have joined post production sound company Formosa Group in West 
Hollywood. Before joining Formosa Group, Brown had an eight-year tenure 
at The Creative Café, followed by a 10-year stint at Soundelux. His credits 
include work on the Fast & Furious and Paranormal Activity franchises, and a 
Primetime Emmy for Game of Thrones.

Hecker got his start at Angel Editorial (later Blue Light Sound). After 
12 years at Blue Light, he worked independently for a decade. Following 
stints at Todd-AO and Soundelux, he served as the director of sound 
editorial and a supervising sound editor for Universal Studios Editorial 
for the last 12 years. Credits include Man of Steel, The Twilight Saga: New 
Moon, Watchmen and Meet Joe Black. He received an Oscar nomination 
for his work on Road to Perdition.

McMoyler got his start as a writer, producer and editor of documentary 
fi lms. In 1991, he began a 24-year association with Soundelux. His super-
vising sound editor credits include the Final Destination franchise, R.I.P.D., 
Red and Flight Plan. McMoyler is an Oscar nominee for The Mask of Zorro, 
and a two-time Emmy winner.

KEITH GETTELMAN
Minneapolis’s Splice continues to expand its au-
dio department with the recent addition of sound 
designer/mixer Keith Gettelman. The studio wel-
comed fellow sound designer/mixer Troy Hermes 
earlier this year. Together this summer, Gettelman 
and Hermes provided sound design and eff ects 
for director Eric D. Howell’s short fi lm Strangers.

Gettelman began his career working for 
SCEA (Sony Computer Entertainment of Amer-
ica, a.k.a. PlayStation). He spent almost four 

years with Target, creating content for its retail video network Channel 
Red, Target.com, commercials, internal training videos, Target Racing and 
national meetings at Target Center.

JAIME VALDUEZA
Republic Editorial in Dallas has added editor 
Jaime Valdueza to its roster. He spent the last 16 
years cutting fi lms and commercials in Los Ange-
les, and will now help boost Republic Editorial’s 
presence further into the Latin market. 

A native of Madrid, Valdueza got his start in 
the US as the founder of Module Zero Media, a 
post production house in Venice, CA, in 1998. He 
later took his talents to Lost Planet, where he 

worked under editor Hank Corwin. More recently, he was represented by 
Cutters in Santa Monica. In addition to his commercial work, Valdueza has 
numerous features under his belt, including the Studio Canal thriller, Anna, 
which was produced by Jaume Collet Serra and released this past June.
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CARRIE HOLECEK 
Carrie Holecek has joined Dallas’ Charlieuniform-
tango as executive producer, bringing years of 
experience in commercial and major fi lm produc-
tion. Holecek’s recent post production back-
ground includes gigs with Red Car and White-
house Post in Chicago, and Company 3 in Santa 
Monica. She also worked at Efi lm and Technicolor 
as an executive producer on a list of feature 
fi lms that include Mr. & Ms. Smith, Frida, Looney 
Tunes, Back in Action, Pleasantville, The Island, 

and Sponge Bob Square Pants – the Movie. In addition, Holecek has over-
seen post on award-winning ad campaigns for Allstate, Discover, McDonalds, 
BMW, Nintendo and Bud Light.

VIC CARRENO
Cutting Room NY has added Vic Carreno to its 
roster, an editor whose reel spans from comedy 
dialogue and dramatic visual to pulse-quickening 
athletics spots. Carreno comes to Cutting Room 
after serving as in-house editor at Red Tettemer 
O’Connell & Partners. He’s worked on campaigns 
for Under Armor, Planet Fitness, Dial For Men and 
Right Guard, as well as on two Super Bowl spots 
for Century 21. He joins Cutting Room after edit-
ing part of Dockers’ “Dad Pants” campaign.

NATASHA ALDEN
Natasha Alden has joined boutique audio post 
production company Heard City as assistant 
producer. Alden recently moved to New York 
after extended travel around Europe, Asia and 
Australia. She had been working as a freelance 
production coordinator for various television and 
event production companies before joining the 
Heard City team. In her new role, she will help to 
coordinate sound mixing sessions and oversee 
client deliverables. 

DAVE MCMOYLERPETER BROWN SCOTT HECKER

PEOPLE
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avid Fincher fi rst arrived on the 
scene with his 1992 sci-fi  thriller 

Alien 3, and followed that up with Seven 
and The Game. Since then, he’s estab-
lished himself as one of Hollywood’s 
most versatile directors — and an Oscar 
favorite — thanks to such eclectic fi lms as 
Fight Club, The Curious Case of Benjamin 
Button, and The Social Network.

Fincher’s new movie Gone Girl, based 
on the best-selling psychological thriller 
"Gone Girl" by Gillian Flynn, who also 
wrote the screenplay, seems like an apt 
follow-up project to his last fi lm, the dark 
and suspenseful The Girl with the Dragon 
Tattoo. Starring Ben Affl  eck and Rosa-
mund Pike, it tells the story of an appar-
ently happily-married couple, Nick and 
Amy Dunne, and what happens when, on 
their fi fth wedding anniversary, the wife 
mysteriously disappears.

Family secrets are, once again, front 
and center as Fincher explores the 
murky moral depths of human nature. 
Here, in an exclusive interview, Fincher, 
whose credits include Zodiac and House 
of Cards, talks about making the fi lm, 
his love of post, and the importance of 
image stabilization.

What sort of fi lm did you set out to make? 
“I don’t think I set out to make a cer-
tain type of fi lm and I don’t think of this 
as a thriller. For me, it’s a mystery that 
becomes a satire. So I don’t really think 
in terms of genre — I just read material 
and respond to it. Then you ask yourself, 
is it worth spending two years of your 
life making it, and when I fi rst read the 
book — there was no script then — I was 
taken with the idea of how the writer had 
expressed the narcissism of seduction 
and coupling, and the idea of people 
presenting the best version of themselves 
in order to ensnare the best version of 
whom they see as their mate, and how 
that becomes problematic down the line. 
It was a very interesting notion to me.” 

What were the main technical 
challenges of pulling all this together 
and how tough was the shoot?
“It was a long shoot but not so tough, and 
there were no big technical challenges 
as we’d done it all before. It was more a 
question of recording the performances in 

the most optimal way and having enough 
coverage. I think it’s a most delicate act of 
alchemy in any fi lm, fi nding the right tone, 
and this needed one that’s both emotion-
al and incendiary, that walks the line even 
if it’s sardonic. You don’t want to put an 
audience through 150 minutes with char-
acters who are beyond redemption. You 
want them to be human and have charac-
teristics that we can all identify with — but 
they’re also extremely fl awed.”

This was shot by cinematographer 
and your frequent collaborator Jeff  
Cronenweth, who lensed Fight Club, 
The Social Network and The Girl with 
the Dragon Tattoo. What did he bring 
to the mix?
“We’ve worked together for 27, 28 years 
now, and he has great taste and is a 
great supporter of what you’re trying 
to do. He doesn’t freak out, he doesn’t 
get overly stressed by problems, and 
he’s always consistent and unfl appable. 

I really dislike working with people who 
suddenly change personalities under 
pressure, and it’s great to have someone 
who instantly gets that this is an Ethan 
Allen aesthetic, not The Godfather.”

How early on did you integrate post 
and VFX with the production?
“There’s no real ‘post’ in our pipeline at all, 
as we start color, stabilization, discussing 
set extensions and all the rest of post 
on raw dailies. Right away we talk about 
hiding defects and so on, so there’s not a 
traditional post. And [editor] Kirk does so 
much with split screens and time com-
pression, and all our VFX start on day one. 
It’s all happening on top.”

Did you do a lot of previs?
“None at all on this. I like previs and I use 
it when I need exactitude and designing 
very specifi c shots on a stage, like swoop-
ing into a window. But on location, it’s 
very diffi  cult to plan and use previs, and 
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DIRECTOR'S CHAIR

Fincher off ers direction to 
star Ben Affl  eck in Gone Girl.
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it’s still too slow.”

Do you like post?
“I love it, and I enjoy it more now as it’s so hassle-free. 
Back in ’99 when we did Fight Club, we had a lot of 
very tricky post stuff  to do — pin-registered transfers 
and so on — and it was a drag. Now, I feel like we’re 
fi nally at a point where the medium is plastic and you 
can do anything — and I thought we’d reach this stage 
back in ’01! (Laughs) So it’s taken all these years to get 
to where you don’t have to talk about the pain of exe-
cuting something. If you need to change something in 
the background or change someone’s eyes, it’s just not 
a big problem anymore.”

The fi lm was edited by Kirk Baxter. Tell us about that 
relationship and how it worked. Was he on the set?
“No, he and Tyler [Nelson, assistant editor] are back in 
LA cutting, and I prefer that, although Tyler did come 
out to reclaim footage at some panicked moments 
and to supervise the ingest technology, which is very 
close to being a completely robotic process, but which 
you need to set up. Even on Dragon in Sweden, they 
were back in LA. So editorial is wholly integrated into 
production, but it’s also its own banana republic, and we 
have such faith in their ability to execute and make it all 
seamless. If I can see it at as offl  ine, I know it’ll work, and 
they’re wholly autonomous as they’ll usually come up 
with a better solution than I would.”

How important is image stabilization to you?
“It’s a very big deal to me, in that there’s only so much a 
camera crew can do, when someone’s pushing a dolly 
and you’re trying to tilt a camera and so forth. You don’t 
have much control, so I’ll work on all that in the edit and 
post with like-minded people who’ll comb through the 
footage to get each frame right. We did it on House of 
Cards, which really pioneered it for us, as we stabilized 
every shot — and it’s the same thing in this. Nearly every 
single image is manipulated to make the camera opera-
tion as perfect as possible. I want people to forget that 
the camera’s being moved around by someone.”

How many visual eff ects shots are there in the fi lm?

“Around 2,000, and they were done by Digital Domain 
and Ollin Studio, but then it depends how you defi ne a 
VFX shot. We did a lot of retouching of hairlines, wigs, 
and there’s a lot of cosmetic stuff  to do with Rosa-
mund’s character’s weight loss and gain, refl ections 
in sunglasses, and tons of set extensions, lens fl ares, 
adding leaves to trees and such.” 

You’ve done music videos for everyone from the 
Stones to Madonna and Jay-Z. Can you talk about 
the importance of music and sound to you as a 
fi lmmaker? Where did you do the mix?
“We always mix at Skywalker, and my philosophy is that 
people don’t go to the movies to see something — they 
go to feel, and so every part — editing, the music and 
sound design, and even the stabilization — is there to 
help that. And the music isn’t about, how do I keep 
people awake? Or how do I keep this bit from being 
boring? It’s really about imparting a feeling to people 
I’ve never met, and what [composers] Trent Reznor and 
Atticus Ross do is enable parts of your conscious mind 
to accept things that are entering on a subconscious 
level. It’s pretty amazing. And it’s the same with all the 
sound design, and the sound of the cicadas.”

The DI must have been vital. Where did you do it 
and how did that process help? 
“We did it at Light Iron, who we used previously on The 
Social Network and Dragon Tattoo, and it’s so import-
ant to me and it’s getting more and more important in 
the way you can customize just a part of a shot.” 

Did the fi lm turn out the way you hoped? 
“They never do, although I’m very happy with it. There are 
parts I love but also a couple of other bits I wish I could go 
back and re-work, but I can’t. All in all, I’m satisfi ed.”

What’s next? 
“I’m hoping to do more work for HBO but I don’t have 
another fi lm lined up yet.”

Is fi lm dead?
“No, it’ll stick around as a sub-category, and it can be 
very beautiful, but it’s the past, not the future.”

DIRECTOR'S CHAIR

Tyler Nelson worked as assistant editor on 
Gone Girl to editor Kirk Baxter, who also 
both worked together with David Fincher 
on House of Cards, The Curious Case of 
Benjamin Button, The Social Network and 
The Girl with the Dragon Tattoo.

This is the fi rst major studio production 
to be edited with Adobe Premiere 
Pro CC. Can you talk about the pipeline 
you developed?
“Baxter had cut a commercial using Pre-
miere a few years ago, and it had a ton of 
footage, so it was a good template for see-
ing if it could handle all our fi lm footage. 
So we dabbled with ideas and used it in 
our traditional feature fi lm pipeline, to re-
ally test its limits and work with it as much 
as possible to fi nd where the holes were, 
and then discuss those with the Adobe 
engineers. That way, they could improve it 
and almost customize it for our needs. For 
the fi rst couple of months of production, 
Adobe had a group of engineers at our 
editorial facility to help fi x bugs, create 
new features for us, and to work closely 
with us to make the system more profes-
sional for future use in features.”

Fincher is famous for padding his 
images. How did that work?
“We shot 6K 2:1, with pixel values of 
6,144 x 3,072, but we were extracting 
a 2.40:1 center extraction at 5K, which 
was 5,120 x 2,133. Basically, that allotted 
us enough padding to move the image 
up and down, left to right, and we used 
that in our editorial environment. So 
when we were working with our dailies, 
we were actually scaling down these 6K 
plates to a pixel value of 2,304 x 1,152 for 
our edit media, and when we brought 
these into editorial, mathematically, the 
5K extraction was scaled down to 1920 
x 800, which was the size of our record 
monitor in Premiere. In previous fi lms, 
we cropped our edit media to the center 
extraction, so if we wanted to move the 
image up and down too far, or left to 
right, we’d have to go back to the orig-
inal source material, whereas with Pre-
miere, we were able to use this padded 
image in our timeline, using this 2,304 
x 1,152 image and moving it around, and 
not compromising losing any area of 
the image. So when Kirk’s working, he 
can just slide the image left or right, and 
have all that real estate available, and 
that ability had been on our wish list for 
a long time.”

ASSISTANT EDITOR… 
TYLER NELSON

Gone Girl was shot in 6K and edited 
entirely in Adobe Premiere.
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