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In this special section:

* Gefting specific with
accents and dialects

* Creating characters
with your voice

* Honing your voice for
the outdoor stage

* The sounds of
William Shatner
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Aclor Vanessa Marshall in a
volceaver seasiaon for
The Grim Adventuras of Billy & Mandy
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EY DAVID SHEWARD

sncsss Marshall 5 @ 30-ish white
nctor, If you wene casting her for a
commercial, you would imoedis
ately type her 23 2 soccer mom,
There's no way she would over gal
o play o nerdy limle Afroum-Amer-
ican boy, But that's 2n apt descrip-
tion of one of her current ;i[l:i:
Erwint, the character she provides
the woice for on Caroan Metwork's The Grim Adeoening of
Billy 8 My,

“He's kind of a geeky itbe boy,” explains Marshall, who
niso has worked on such animated fore o The Simoo, Tud-
tice League, and Ben 10, "When they firs presenied the dene-
ing to me, he had big, far glasses. In the black-and-white
drawing, [ couldn’ tell that he was Africun-Amencan, 50
cssentially, | did a geeky litthe boy's voice, About owo weelks
into the prodsction, they said, "The reason we hired you i
. : ot e sort ol
Libai Slce ok i, We ey SppecAIcs our -
edige, politically correct voice withaut any gort of urban affcc-
ration, We respect vou for thar” And 1 saad, "What are you
talking about?” Then | watched the cartoon and saw that he
wars African- Asmericun.”

Marshall's ironic ancedete is rypical of the kind of oppar-
tunitie that exist in the workd of voice casting. Because the
public will onky hear the charmcter, it doesn't matter what the
actor looks like, But how do you creme o characier like
Irwan—or Hosver Sunpson or Batman or Daffy Disck—with
oy your voios? And how do vou create n chamcter for a 60-
o 30-secand commercial spot? Back Seage spoke with siv
Lemifing voice actors sbout creating flesh and blood out of
sound bives

Marshall explaing the genesi of Irwin: T had a friend
whi constantly played computer games, He was about 6=
foot=T, Despite his skee, he was very gentle and quiet, 1
thongh, "1l deo this guy as a ltde bay” The creators thowght
that was perieen

Voice:

SOUND dbvice ON SOUND BeES
FOR animaeion, COMMERCICLS,

VDEO GANES

“When 1 do other auditions, | meld people thit 1 kmow
with eelehrizies, like Ethel Merman or Flarence Henderson,”
she continues. “The wackier the combination, usually the
more ursigue the chamcters are, rather than stereotypleal cre-
ations, like the Valley Giel or “Sethern Chrl " They're a bitle
‘it more specific that way, Once [ eom-
bined Marlon Brundo with Johnoy
Carson. Even if vou don't boak the
o, they will absolately commend you
on the eriginaliny of your wacky char-
neters.”

Aitor Dine Walsh, whose volceover
credits Include Hyundai, ATHT Yel
low Pages, NBCY The Bigpent Lover,
and documenmrics for VHI and The
History Channel, s also a fan of com-
bining voices. “You should be like a
spangs and absorh every vosce wou
hear,” v says “You can create hybeids
of animaned charecters. Have fun with
it; phay with it. Unlike on-camers,
Wi }“u e TI.“'"‘K . moimd ersia,
i anbmation you can really ler go.”

Actor Carhos Alazragqui explains his
mix-and-march creaion for the vice
of Mr. Crocker, the mean-spirited teacher on Nick-
clodeon’s The Forly OdePrreue: “It's got a linke Gene
Wilder and a Hole Montgomery Burns, Homer's boss an
The Sirpsor. You should bsten to veices acound thag are
imeresting 1o you wnd emnulnte themn. Poy attention o whit
urms you oo—cither a comedy skerch on SNL or your
neighbor wio’s Armenian.

*“Oince you've got the job; be consisten: wathin the chame-
e, continues Alasraqui, who has crested chamcers on
Racke's Modern Lafe, Guap Laclo, and The Life & Timer of
Traiper Lee. You should be comformble with the direcior
enough to sk, ‘Hey, can you play back thar chamcrer? if you
hmven't dome it in o while. Be comforenble askang questions.”

The creator of the character Iy usually the best person o
offer irseghis mio hew it should sound. foe Murray, the cre-

atorand executive producer of Rocke's Maodern Li% and Camip
Lazl, collaborated with Alaeraqu on the sound needed for
the tithe characters, “foe knew that Lazle had w have a sortof
inrsoeence about himm like Rocko had,” says Alorsgui, 1 vou
watch the cartoon, you'll notice thar Lazlo bs o listle bit sweet-
er thun Rocko. But in's basically Rocke's veice n the same
octave withoar the Ausralian nceent.”

For Marshall, 100, it sbout gerting o the core of the char-
acter, *1 go with the essence of what Irwin k" the sy, "]
don't think about Wis parenrs or what he ate for lunch. T get
im the room with these lunatics who are on the show with me,
and then we ofl weave thss ndicubous epiaode, We all laugh 2
bot. It's a woaderful ob”

Marshall alss wiorks extensively on TV promos and com-
mercials, a5 well a5 movie rmilers. Her voie has sold such
products as Washingion Musual, Prope] Fitness Water, Amer-
ican Express cards, and Dial soap, *“With movie traflers it's
sort of Hke the volce is a hear-seeking meeale or submarine
nast bereath the surface,” she explaing. =Tt plows glong quiet-
I beneash the smry that's being told with the images. 1 need
te tell the stary of the film while allowing the images 1o do
their job, but have a subtle influence on the viewer, With pro-
mos, ore has to fnd 8wy 1o suthentically have enthusisim
for whatever programs they'ne promoting and yet not hove it
sound too sell-y. In n warld where we're &t war with Irag, 1
think the st thing people want 10 henr is some kot yelling
ot themn [rom the television, telling them what 1 warch. Iy
sort of selling without sellng and locating the genuine enzhu-
siatm within myself for whatever that progrom = The wme
s true of commercak.”

For advertising work, Marshall feels that standup comedy
Tedpid develop a strang viewpaint and ardnsde, a qualiny thas
comies through in the voice. “Stundap comedy's influence on
advertising bs premy massive,” she maintaies. “The stundug
compic = the court jester, In a weird way, the cemic has the
courage o tell the truth sbout what be of she sees In that
way, they lead the culture. 1 have found many of my friends
who do standup comedy Bave a succinet point of view
Whenever they bring thas point of view (o voiceover Cogy, it
stanls aur and the product information iy communicated
Bur it's wrapped in 0 package that commands nespect from
the fistener.

“It’s samply the comic giving their opinion, laying it at the
feer of the Hseener, mnd they con ke it or leave it," she con-
tinues, “That's opposed to the 19505, when people wanted 10
hear their futher tefl theen—in a very melodic way—what they
shiould be buying. [ow| they want o friend to tell them what
they*ve obwerved in a funny way.”

Marshall calls thes o =shrog resd™; “What [ mean by tha
it, 1 kand of shrug my shoulders and say, ‘Thet Coke.” I hke
I'm snving, ‘Look, I'm nat telling you to go ot and buy Dic
Colee, bun this is whn Pve notced. You can take i or keave it
T o't really care. But T've found the good news sbout Dhet
Codee, ond I'm havingy a great eme over here. It's mot wlt'mr.
1 got that direction onee, The director said, *1 don't beheve
youn. Just shrag your shoubders when you say ir" 1 did thar and
he sald, "Thar's 71" und [ booked the job”

ProBLEMS anD 30LUEIoONS

Wiersdy Braun'y voice hns tomted the wimders of SeaWorkd,
the copvenience of Homie Depot, and the mmminews of Auni
Jermima's pancake proeducts, among
many ocher jobs. She explains medmg
the commercial script in terms of an
ncting exercise: “In every prisde of com-
mercinl copy, there's o problem ond o
solution,” ehe asserts, “That's whas
nelvertsing i, You hmve 1o look at it
way. The problem ls unnlly right vp
froni: Ie's usually you'ne ot using theis
peoduct. Ir's knowing that and settmng
that up with vour voboe, A lot of Bmes
o it's ot whout selling the produc
It's not a hard sell. For me, it's shout
selling emotions. We buy something
becawse it muokes us feel o cermin way,
If buying an iPed makes vou feel hip
il marayy tny wail thal Lo SOt scrosd
i thie mds, not jus the Jow prke.

“You have to fecl the emaotion,” she
comtanues. “You have to go on the mde
of the copy. Mowadays, commercials are 30-secomd minaes,
and voceover copy & the same way. It's much more sophist-
cated andd subabe, They're not puest mokang o lsand sell, Even on
iy, you're creating images, not selling price poims. | create
exmotmons by making iages in oy mind. When 1'm doing S¢a
World and 1 have 1o alk abous Shammw and the mlles coaster,
[ huirve to b in the park. Tt will help my read 7] can visualiee
everything I'm imlkmg abowl™

Braun emphasizes the importance of comprebensding the
copy in detail: T want 1o understand every single word I'm
reading. I there s some bne that the copywriter wrate and
" m thinking, ‘[ know this is a joke, but T don’t get i, 1 will ask
what they mean; | abo try 1o find cut from the copywriter
what are the main poines they wansed hit. [ will ahvays do o
read and gay to them, 'If there are certain ancas we pocd 10




> Spotlight on Speech/Diction/Voiceover

deive home, let me know! Sometinges you are beasing the
diseetnr and the copywriter just on the phone, in which cae
you really heve 1o Bsien. A lot of actors will hear a dizection
and then read the line the exsct same way without taking in
the direction and adimnsing sccondingly. Some actars get
offensded by dirocions giving them o bine reading. | nover get
olfended by thas, It's their client. They know what they wast.
They've been working on it for much looger tun you've
been o al.

“Voicemver s the actor’s best-kept soerer,” she sy, “hiot
only because yua can do 8 @B your pajamas, bur it dosn’
marrer what you loak like, and you can do it for e, I's some-
thing n acvor cun din o mattes what's gaing on theatrically.
You can do it quickly, and you can do it amywhere. T was
working on &n episode of Lt in Howai, and Dell was able
10 get mie @ srodin, Cr ey one day off, 1 wat able to do a Dell
job 1 worked on~camera in Big Mosma's Hoar I in New
Chebeas, and [ had jobs thar, Twis shie to work 21 night doing
jubw. It can trvel anywhere with you, With the techoology
toubsy, you dan't lose out on the job becnne you're nal
there™

Braum opines that, axide from getting rechnalogically up
1o date, the key 1o swixess in the commercial world i being
unbquiely and sromgly pousself, “It's not about being anyonc
¢lse,” she clabormes “It's about being the moet Y04, 10 1o
one eloe can be you, Actors are alwiys reading the copy and

ing, "What do they went? [ wonder what they're looking
foe. What they're looking for s the person whis is the mos
tsenselves and & condident in thar. Ard o they ke you, they
Hike yous i they dor's, they doa'r. Bu
ut least you went in with your strongest
rake. There ure varsous levels of thar,
whether its the funniest you or the
sexiest you. I'm alse the voste of Spice
on Demand [on adult pay-pes-view
chanmed]. 1 made wure 1 was wearing
heels when 1 did that job. Cne thing
you can do 13 to bring right the shoes.
I find that when I'm in heels and |
atand a certain way, 1 definiely will
physically becomse the character. They
want you o codne (o and be the char-
ncrer, They don't waat you to "’ it
“They're hiring the perion who juit
cxndes the most of the guality they
wagt. [ mog whi you become 1o play
a character, it whn the character
betames becwuse you play "

=“When the ad agency hears the voice
of someone who knows whi they are,” Marshall echoes,
“thsey are mose likely to entran the performer with o cam-
paign that's costing them millions of dallars.™ To develop the
st distinet poiat of view, Marshall and Braun alse recom-
mend performing stasdup. “Standup really helps o hone
your comedie chope” says Braun, Agrees Manikall, “Friends
of mine who start doing saaidap consedy, thedr booking rado
gocs vhy-high” Whldh concurs about extablishing & cear
viewpains, advising performers to keep m mand, “Wie'ne all
sbous beands, As the media world contimues 10 splinter, the
distribution platform i3 key—menning your vome has
seznd out amidst much chatter. You need o Sgnature volce, 2
sigrature e, You have to think, "What
s Bt i ey vt that i different Ty all
i the imtentson, aned it sbous troth,
periicularly with a product.”

Por commercials, Walsh decon-
tructs copy to make it real for bum. He
explairs, “You wans 1o pa yoursell in
il writer's seat; and every wond in the
copy has 1o carry the wrizer's imentinn
Take youssell 1o the meeting where the
copy was developed. To quote 2
voicenver tracher of mine, Maric
Tobims, "Every word is dchcate, Every
wirrd hies = mennang.“You want (o get
the clieny messege Bonms 10 YoRr
oty vway. Yo weana 1o pee scoss that
you love the fabric sofiener, or
whatever it . ] abwayy Ik o
think I'm bringing people
i the parm”

Marshall mkes 4 similar
upproach. “Usually when 1
et u piece of copy, 1 will leok
a1 it from on endhmopolog-
cal perspective,” she wys
*T try to see whar the
ellent conversarion
i If i's Philip
Moeis, [ find oot
what Philip Moeris b up against in the business woskd Then
1 will ok b what the adverthing agency did m comvince
Plilip Misris that their branding virategy would be the best
uae 1o go witls. Then Tl book at what ward they chase on the
page and how thiy accomplished that goal. Then Twill forger
all el tht and simply read the copy with all of that rescanch

Ry

Emply in the background and try 10 bring some wort of
mathenriciny im why 1 would want to tell the listener sbout the
produce.”

Keeping up on commercial trends is importans. “Listen
1o what's out there and be up on the carrent trends of the
reads,” Braun advises, “Don'’t fas-forward through the
commuercials o6 TiVo, but actually Hseen 1o them. Be up on
technalogy. | have my own home stadio, If t's pilor scason
and | can't get 10 my sgent’s office to awudition for volocover
copy, then 1 can MEF3 it from my howse, You have 1o stay
shend of the game. I've heard there's 3 guy who fives ona
yachr and mevels the world while makeng a living doing
voloeower.”

“Tam Kane docsn't live an o yacht, but he puroos his
voiceover carcer from his home in Overland Park. From thiy
suburh of Kansas Cicy, he b voleed such chamerers as Pro-
fewsor Utonium on T Poroerpu¥ Girlg Mr. Herriman, =
gamns rabic, on Foaer's How for foaginary Frionds; end thar
dimmutive Jedi mastér Yoda on the TV series Srar Wime The
e Wiars, 3 weell as several Star e video gamer

“Animutors wsuslly have a concrete idea of what they
want the chamcter to ook ke and sound like,” Kane sy,
“They will acmnlly have drewings and character descrip=
toes which are very demiled before they will have people
audition. Par cxample, for the sudition for Mr, Herriman
on Foarer's Home, they handed me o drowing and the
description that s35d, ‘A glane British burmy mbbiz. Think
Brituh colonel ar the peak of the
Enupare.’ Thag was casy; you go back
to vour childbood memories of how
that chasacter would sound like from
movies. Now very few people actually
sound hke that. But that's a specific
description. The oaly tkes when you
dn hmve 10 create something new o
when there is o chameter who s new,
Uk an alien. Ar thar poént yno jiest
have 1o make something up, The oer-
ing challenges are differcny from on-
camern. You don’t have to werry
about geing too far or being 100 llly
oF Xl

Sean Donnellan knows all about
extreme voice work. 1o addition tw
commercizls for Progressive [nsur-
ance, Holidey Inn Express, and [kea,
Doarcllen has found work in =tor of
video gamet.” Providing the sounds for the violent world af
intesactive play can be demanding. “In's the closest thing 1
*renl” autsng, becauie 2 bt of thess games, even i they're very
violent, they're very dramati¢,” Denacllan explaing. “They
plmy ot mare ke an action of 3 [Entesy picture than some-
thing goofy. We destray our vostes Dl the thme, dying in
these games mulriple times. Wie get shot, stabbad, set on fire.
Sometimes we can’y even talk the next day because we
ezt eurselves 5o much, There i 8 lot of drama amsl emo-
ticm in the banle sequences, and you heve i pet youmsell 10
an emotianally ugly place very quickly,

“Froum an aciing standpeint,” he contnues, “you hove to
be ready when the drector savs, "Your
arm just got blown off snd reacr
sccordingly, or vou have o imagine
what yoar emotions] stase might be
like 1 yomn weme an BONSE CULCT-RpEN
scenarin”

Doneellan  explainy bow  voide
actaTy cam get o that “ematiomalky
tagly place™ oz apy other place in a bur
A lor of times voloeover people
have whar they call “pocker ready’
When in doubt, they go. "This Is my
casual retail read, this B ey selling
read, this is my completely tarowns
wway read, [my] dead-pan.’ Within
that, you bushd yrur body of pocker
resds and cven withan that snll come
up with new things based on half of
this idea or half of thar idea, We're not

re=creating the sume thing cvery tme,
T if you've done o partiular kod of job before, you think,
"This i whai they want.' You alse bave to base It on how
those people wwunlly advertise—what 1 the styke of their
campalgn? So it helps 1o pay attenton to what they've doos
in the past. Like, Jack in the Bex spots are ediser than
MeDonald's spots, Knowing semething as for as how they
advertize helps you out in your chodoes™

Whether for animation, commervials, rmilers; or vides
paenes, strong choloes are paramount. *It's not so much your
i i all about vour read,” concludes Pavl Dioherry of
the Cunningham Becott Skvin Doherry Talenr Apency,
which specializes inn voice work. “We 2l have a plano with
ey werices, bat if you're goiisg 1o have & career in volteovers,
o have 1o knaw how to play that prans i a way that fits the
paoing of view thar’s being hired.™ <
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