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FOR THOSE WHO CHANGE THINGS

13th Floor identifies with those wh3 dare to leave their
marks on the world, unyielding to the status cuo and M
relentless in their pursuits. There |s no fuIﬂIIment to be G
fouqd in normaICy and-th se‘wl‘fo represent the brand are
I|V|ng emb men’ts ofﬁhls belief.

t.‘. N
v o

i
)

= ' F? “_//(/
L 9 4 ‘ % b
We mtend té speak*to those WBO share these ideals by
telling a story through them{ens of the talented creatives we
“will be capturing. It is the ones who don’t fit the mald, who

are truly capable of changing the world.
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VISUAL STYLE

With this project we are looking to keep the visuals
simple yet impactful, a hybrid of cinematic and
vintage shots.

Wide shots involving the city contrasted with close
ups of the creatives in their elements.

The raw and gritty aesthetic of the buildings and
streets give an authentic view of Toronto, home of
the 13th Floor.

The close ups of the creatives will showcase how
they represent 13th Floor brand identity through
their own pursuits.



VISUAL STYLE
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VINTAGE

A prominent theme in this video will be the vintage/super 8 style footage to give
viewers a sense of nostalgia. Seamlessly cutting from cinematic visuals to these
vintage shots showcase a ‘behind the scenes’ effect, as if the viewer is in the
same room as our creatives.
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The music/sound design in this project will be
integral to creating an immersive emotional
experience.

Voices of the creatives will be layered on top of our
main narration, emphasizing the lines which
specifically apply to them.

The music score will be a subtle atmospheric
soundtrack that gradually increases in pace,
building anticipation as the video progresses to
create an emotionally impactful campaign.



Post production will be where the majority of our
vision will come to life. The pacing of the cuts,
overlaying of footage and creative transitions are
key to driving the video.

The tempo and pace will gradually build as the
video progresses, creating a sense of anticipation
and excitement for the viewers. Quick sudden cuts
contrasted with longer takes will be used to further
build suspense.

ad, b
Fadipes




CINEMATOGRAPHY




” TR e
. 1 A
A >
gl S
i 4
4 "
g N
i
o, \ e :
- e @ T \
PRl LY g,_ ¢ N
- Camera R g

5 -

Drone: DJFMavic
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The creatives will b d for cinemat dLose ups and wide shots, the gimbal for
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medium close u use -f@ W|d§ to extreme wide shots of the city. In
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EXAMPLES & REFERENCES
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Levi's - Spec Ad

J. Cole - The Off-Season Doc


http://www.youtube.com/watch?v=r-PEuvw3-bA
http://www.youtube.com/watch?v=PrSBuEFdRFU
http://www.youtube.com/watch?v=rppnBbcdvsY
http://www.youtube.com/watch?v=135bv6GhD2M
http://www.youtube.com/watch?v=59bBWXFMmUo
http://www.youtube.com/watch?v=Zi1RciyeFxw

LET'S MAKE A MOVIE

We appreciate the opportunity to create this powerful campaign with 13th Floor and bring
your vision to life!

Welcome to S2S Visuals.

“Turning moments into memories and stories into legacies.”
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