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A parade of visual surprises
announces the new Fiat 500

By: Mike Clark

It was a true multi-media event: With 12,000 guests
onsite and an estimated 100,000 strong crowd of
inhabitants and viewers at home watching live TV
coverage of the entire show, the riverside launch

of the new Fiat 500 was also streamed on a
dedicated website. Fiat’s Canadian-Italian CEOQO,
Sergio Marchionne, said that the company wants
the new car—being built in Poland at an initial rate
of 120,000 a year—to be “the iPod of cars;
simple, clean, useful, and fashionable.” Whatever
the fortunes of the 500, the international

presentation show is sure to be remembered.
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The area of the river that involved performers was covered at water level with eight groups of Meyer enclosures

as the brightest effect: “This wasn’t the most practical
choice, as the barges flexed and cars and dancers ran
across the logo, but LEDs were not bright enough to stand
out against my finale lighting of the reveal cars, or
Christophe Berthonneau’s trademark ‘white out’ at the end
of the [pyro] display.”

DMX network signals were carried by a fiber-optic cable
to the floating stage and the far bank through “Nessie,” a
U-shaped metal pipe along the river bed. “Much fun was
had during the welding of this monster, trying to run a
cable wire through the metal tube,” says Marenghi. “I
believe a radio-controlled car and a ferret are probably still
stuck in there!”

As to the effect Mediaset’s HD TV coverage of the event
had on his design, Marenghi says, “Roberto Cenci is a fine
TV director and there were cameras absolutely everywhere,
so we were obviously limited in our positions for lights. |
think the reason for the success of the broadcast lighting
was twofold —firstly ensuring that the cameras could
always see clearly lit faces on performers and VIPs; the
human eye will focus on these and, as HDTV makes every-
thing far clearer, we should concentrate more on correct
lighting of the human face—even in the audience, which
used to be a blurred wallpaper background to the perform-
ers. This also always gives the camera somewhere to go
for close-ups, important when you have a live screen—if
you don’t show detail, what is the point of the screen?”

The second technique that clinched it for the lighting
team was having a clearly defined “action area” on the
river, as Marenghi explains: “Roberto knew not to pick
up artists floating downstream until a certain point, but,
in his truck and for his cameramen, this was extremely
difficult to define—you can’t paint stage marks on a
river! We had to focus every wash light at up to 120m
very carefully, in order to define a light/dark border.
When the artist had not reached this line, they were
clearly inadequately lit; once they had crossed it, they
had good key light and backlight and were fair game for
the 30 cameramen. Thanks to Nick Jones and his craft-
handling skills for spending most nights out on the river
to achieve this!”

Two HD OB vans with 30 cameras and a 57-strong
technical crew were fielded by the specialist OB firm
Frame to cover the event for Mediaset, which aired the
entire show live on its flagship channel Canale Cinque,
with a special edition of its show, Non Solo Moda.

Frame’s Massimiliano Anchise explains, “As well as
mixing the 30 HD cameras used for live TV coverage of
the show, the main truck also sent a mix down to the
smaller van, equipped with EVS systems for playback of
pre-recorded contributions to the show, in which a sec-
ond team mixed this feed with shots from several indi-
vidual cameras [such as the two dedicated to the rapper
Lauryn Hill] and fed this to the two Komaden transparent
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Creative LED screens installed at the venue, a 40 sg. m.
Image-Mesh screen and an 80 sq. m. Kapas screen.”

Paolo Gualdi, whose company, Le Grande Immagini,
supplied the screens, adds, “Thanks to their see-through
format, they were able to be flown from a height of over
50" without any problems, in spite of gusts of wind of up
to 80mph up to an hour before the show started.”

In addition to the load-in and set-up time frame being
very limited (the 6,400-seat stand had to be erected in a
week), organizing the logistics for an event of this size in a
sensitive area such as a river flowing through a large city
was a daunting task. However, after having successfully
navigated though the red tape for the Olympics, Astoria
and his team once again came out on top.

However, there were a series of “firsts,” even for them:
The stage, installed on a series of modular pontoons,
obviously had to be firmly moored, which required a boat
with an onboard pile driver. Although weather was good
and the water level low during the period prior to the
show, the risk of high water also had to be taken into
consideration when deciding pile lengths and ballast
weights. A floating barrier had to be installed upstream to
stop debris from arriving in the show zone and, as well as
countless forklift trucks and aerial platforms, a 300-ton
crane was needed to fly the huge “500” logo above the
stage and a Terex Demag AC-800 (the world’s largest tel-
escopic boom truck crane) to lift the metal skeleton on
which a group of acrobats formed a “human” 500, which
took off from the stage and flew into the night. As well as
premises normally used by canoe clubs and other organi-
zations being “occupied” for the event, seven containers
were also brought in for use as offices and control
rooms. A security team of over 150 was at work on the
day of the show, but a considerable number of staff was

also required beforehand, as the adjacent venues in the
Murazzi area were open to the public day and night dur-
ing the entire set-up period.

Agora called in sound designer Daniele Tramontani, who
is no newcomer to events of this scale, having worked on
the Olympics ceremonies and Medals Plaza in Turin, as well
as numerous other spectacular events as far afield as
Seoul, Korea. Two veterans of Italy’s concert audio scene—
Willie Gubellini and Angelo Camporese—coordinated the
interaction between the production team, Agora, and
Tramontani. Other key crew members included sound engi-
neer Maurizio Nicotra, in charge of the audio control room,
which he manned with a 48-input Midas Legend console;
Ettore Cimpincio, who was responsible for the playback of
the spectacle’s recorded soundtrack; Adriano Brocca and
Emilio De Rose, who were in charge of the radio frequen-
cies used at the event; and Orlando Ghini, Tramontani’s
right-hand man as far as the PA was concerned.

Tramontani’s brief was to ensure optimum sound cover-
age for four key areas: The official audience was hosted in
tiered seating erected on 350m of road running along the
river bank, at about 10m above water level; in front of this

Pyro was created by the French specialists Groupe F (left). lvan Manzoni’s aerial choreography created a human Fiat (right).
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