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Hail to the Chief and his 1,200-foot diorama.
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Though the $170 million generated in Halo 3's first 24 hours of hitting shelves led many to deem it the biggest
launch in entertainment history, the campaign that preceded its release was just as staggering.
All-encompassing in medium and global in scope, the Halo 3 marketing attack leveraged the creative talents of
McCann's T.A.G., AKQA, Stan Winston and New Deal Studios, along with VFX, music and production
houses to produce ARGs, models, viral/web films, TV spots, an interactive site and much more. With the
intention to simultaneously reach a mass audience and please the hardcore gamer, T.A.G. conceived an
action-filled diorama of a battlefield that served as the centerpiece to tell the story of Halo 3 hero Master Chief.
Miniature figurines and set pieces built by Winston and New Deal came together to create a war-torn landscape
that became the focal point of TV spots and an interactive web experience from AKQA. Additionally, a
series of beautifully-directed short films from Rupert Sanders and Simon McQuoid and live action online
promos by Neill Blomkamp (the latter, created directly with Microsoft and Bungie) further explored different
facets of the futuristic mythology of Master Chief.

Q&A with T.A.G. Creative Director John Patroulis

How did you come up with the Halo 3 campaign concept?

Patroulis: Essentially, the core of the Halo phenomenon is a simple story about a hero—the idea being that the

hero is universal and resonates deep inside all of us. Master Chief came to life by our treating and honoring him

exactly the way heroes have been honored throughout history.

‘What was the objective overall?

Patroulis: To use every medium we could to communicate the simple idea that Master Chief is a true hero to all
humankind, from building monuments to creating fictional documentaries to interactive tours of the diorama to

hanging plaques commemorating his exploits to fictional symphonies written in his honor.

‘What was the biggest obstacle you ed?

Patroulis: Getting the diorama physically made was one of the biggest challenges. We all felt that making the
actual, physical object was the key to creating the Master Chief story—the very core of the campaign. This was
something people could see, feel, interact with, and, obviously, film for broadcast and the website. We also
faced the challenge that makes any global campaign a bit tricky: implementing and executing this idea all over

the world, in different cultures, in ways that brought the idea to life with as much dimension as possible.
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JOBS: Recent Listings from TalentWorks
Interactive Creative Director,BarkleyREI
Integrated Copywriter, Digitas

Interactive Producer, Brand New World

GUIDE: NEW! Ad and Design School

Creativity's Fourth Annual Guide to Ad Design Schools, a
showcase of eight schools highlighting some of the best work
being produced by advertising and design students today.

GUIDE: Stock Image & Footage Guide

Check out the Third Annual Stock Image & Footage Guide, an
exhibit of the portfolios of participating stock houses showing
examples of the images and footage they offer plus summaries of
their total product & service offerings.
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