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Noam    Murro
Noam Murro was born and raised in Israel, receiving  
a degree in architecture from Bezalel Academy before 
heading to America. He commenced work as an art director 
before taking on the role of associate creative director at 
now-defunct Goldsmith Jeffrey. After a three-year tenure, 
Murro started directing and has never looked back…

Murro joined forces with executive producer Shawn Lacy 
back in 2000 to shape Biscuit Filmworks in Hollywood.  
The pair has since built a company that has become  
a creative force in the ad world, recognised for its crop  
of talented and eclectic directors.

On the cusp of directing 300: Battle of Artemisia, the hotly 
anticipated follow up to Zack Snyder’s revolutionary 300, 
Murro took time to sit down with Simon Wakelin and unravel 
thoughts on the role of directing, the mission of Biscuit and 
the challenge of making an iconic Hollywood movie 
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It’s early in the morning but Biscuit Filmworks 
is abuzz with action. Stunning actress Eva Green, 
better known as Bond girl Vesper Lynd, has just 
swept out of the company’s doors after meeting 
with Noam Murro to discuss her role as Artemisia 
in his upcoming feature 300: Battle of Artemisia.

There’s a certain weight that comes with 
directing the sequel to Zack Snyder’s glossy 
gore-fest 300, one that audiences worldwide loved 
to the tune of more than $450 million. After five 
years the pieces are finally falling into place, with 
Murro at the helm to direct. “Nobody wants to 
exploit the original film’s success; everybody, 
including the studio, has waited patiently to make 
something worthy of the original,” outlines Murro. 

There is also the gravitas of casting. It’s a  
huge factor, something that will make or break  
the film. Murro is aware of this, as he is of the 
added dimension of celebrity. In this case, it’s the 
luminously beautiful Green, a deity who hangs 
tantalisingly above the real. After all, it’s a truism 
that it’s difficult for a film to be celebrated without 
its actors being recognised:

“When you take someone who is 
known, a beautiful face that is 
recognised, there is a certain weight 
to the casting that has an added 
dimension,” he says of the 
imperviously iconic Green. “I can say 
that if you cast correctly then 85 per 
cent of the things are done. It’s 
everything. You mess up on casting 
then no lighting effect, no DP will 
ever make that better, my friend!”

But before the Hollywood feature scene,  
Murro recalls that breaking into the ad scene  
was a “natural progression, as I really came to 
advertising with the intention of moving on to 
directing commercials.”

He admits that in all his working life he’s never 
looked back. When discussing his work it is with 
little fanfare, constantly musing that the work he’d 
probably choose as his best, and the work anyone 
else would pick, would probably not be the same. 

But if you look at his many commercials as a 
single work of art, an information bank if you will, 
then you begin to see a metaphor for humanity 
that comes through his visuals. 

You have to read his work like a puzzle or a 
poem, for it is more than the sum of its parts. In 
many ways he leaves his work to speak for itself. 

Graced with a keen eye for elusive detail, 
Murro’s films move past convention with great 
range and depth. Partake in any of his spots and 
you’ll soon discover the many daring approaches 
he has taken directorially, creating work that is 
infused with atmospheric intensity. 

Soon after Biscuit Filmworks first opened its 
doors for business in 2000, Murro directed the 
poignant Flatline commercial for Toshiba, in 
which scenes from a man's life flash before him  
as he struggles for life on a hospital bed. Murro 
applied his unwavering passion for detail in the 
creation of these vignettes; using light as a way to 
create a look that seemed much like a memory but 
also managing to convey the psyche of a bygone 
era, while sensitively dealing with the most 
intimate and weighty subjects – life and death. 

Recalling the commercial, I ask Murro about 
his process as a director:

“I do not have a process. There are 
many schools out there, many ways 
of directing but I think the more you 
do it, the more you realise that the 
trick is not to interfere.”

“You have to bring your sensibility to 
the work. You can’t navigate the ship 
from the engine room. You have to be 
on the bridge. Some directors tinker, 
making sure the engine works well. 
Problem is, they don’t see where the 
ship is going.”

The Toshiba spot, and many other commercials 
since, often possess a deep understanding of the 
human condition. In this way Murro allows the 
audience to relate to the brand directly, an elusive 
yet pivotal part of the sell. Brands possess a 
cerebral dimension, fame enjoyed in the minds  
of the consumer. They must engender trust and 
loyalty if they are ultimately to be purchased.  
Yet one wonders, how is this achieved?

“A lot of it is instinctual. It’s analysing 
the process and allowing your vision 
to grow. Another trick is allowing the 
process to inform you just as much as 
you inform it. But, at the end of the 
day, you gotta walk the walk even if 
you don’t know what you’re doing. 
Start walking, start doing it and it will 
– if you have talent – manifest.”

The discussion delves deeper as we both  
agree that the director is tasked with creating an 
entry, a trajectory into the stratosphere of the 
story: “I’m not sure that I can define how to do it, 
but you definitely feel it,” he adds. “Then again, if 
we had the formula everyone would do it. But 
that’s also the beauty of it.”

Murro also feels that commercial direction  
is a colossal task, something that is often 
underestimated. “You go through so much to 
create something worthy,” he says of the process, 
noting the talent under the Biscuit banner. 

“I’m astounded by how much talent, 
perseverance and dedication our 
directors have because directing is  
an astonishingly hard thing to do.”

Murro also notes that most brands are complex 
entities, and that agencies have extremely difficult 
jobs pleasing their clients. He has nothing but 
respect for the process. 

“Let’s not forget who is bringing the 
work to the table. To come up with 
concepts on a blank piece of paper is 
so damn difficult. My job is to protect 
what they’ve come up with, offer my 
interpretation of their idea and make 
it happen.”

Noam Murro
Representation 
France wanda.net 
Australia revolver.ws 
Rest of the world  
biscuitfilmworks.com

Key work
• saturn Sheet Metal
• skoda Gymnast
• Volkswagen Dog
• Got milk? Birthday
• adidas Carry
• starbucks Glen
• eBay Toy Boat
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“There are many schools out there, many ways of directing…      …the more you do it, the more you realise that the trick is not to interfere.”
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Murro then mentions which film directors  
have inspired him, throwing out names such as 
Terrence Malick, Jacques Audiard, Lars von Trier, 
Tomas Alfredson – even George Clooney.

“I see the movies these guys have 
directed and I’m green with envy. It’s 
not that I don’t see myself doing it, 
rather that I know what it takes to pull 
it off. It’s a major challenge for things 
to come together, for everything to 
line up. It’s making it through the 
process and creating a great film 
without letting it drift away.”

As for awards, Murro has just collected his 
second DGA award for directorial achievement  
in commercials. His sixth time being nominated,  
it was for work such as Pinata for Volkswagen and 
Heineken's Handlebar Moustache and saw him 
beat maestros Lance Acord, Dante Ariola, Fredrik 
Bond and Steve Miller. “I have to say I really felt 
incredible gratitude at winning the award. I 
honestly didn’t think I had a shot. I felt really 
happy getting it – and a bit surprised at how 
emotional I felt.”

The road ahead is one that he navigates 
without peering over his shoulder at the awards 
that lie in his wake:

“I don’t really think about what I’ve 
done. I really don’t. I’m just a 
miserable Jew who can only think of 
the horror ahead. It’s always, ‘what 
do I do next?’ and ‘how do I do it?’ 
and the horror of all of that. I still feel 
like I’m a 15-year-old kid. I guess 
that’s a good thing. There’s nothing 
like a healthy dose of anxiety.”

“I often say when I make a spot, 
‘screw the journey I want the 
destination!’ because you want the 
jackpot every single time. It’s just that 
in reality sometimes you have to be 
content with the journey – and I have 
to say that it’s been a fantastic 
journey so far, and I’m very lucky to 
be where I am.” S

While interpreting and contextualising ad 
men’s ideas is in itself an immense challenge, the 
process of making a film is even more exhausting 
in comparison. 

“A feature film needs to keep you 
interested for two hours, not 30 
seconds. Commercials can obviously 
be limiting because you are bound 
time-wise, and have to encapsulate an 
idea. What fascinates me about film is 
that it's limitless. Film is more 
operatic. It enables you to examine 
themes for longer. It's not necessarily 
more important, but longer.”

Yet there is a kinship to the commercial arena 
that Murro will never let die. As he discusses his 
film the conversation turns back to the challenge 
of commercial filmmaking.

“I don’t view the work that we do in 
commercials as the lower end of the 
spectrum. I am proud of the work that 
I have created. There is a certain 
vocabulary in advertising: we are 
working in a field that has a beautiful 
language within it. Sometimes being 
limited is a liberating thing.”

As for the visual side of the game, Murro  
has worked with many a DP – but notes his work 
early in his career with cinematographer Stefan 
Czapsky, who he claims really plugged in to his 
mindset. A long time collaborator with Tim 
Burton on such fare as Edward Scissorhands and 
Batman Returns, Czapsky met up with Murro  
when he first started out as a director:

“He came over and listened to what  
I had to say. Stefan then said, ‘I can 
offer you two things: I can make it 
beautiful, or I can make it ugly. 
Which one would you like?’ Then I 
knew I had the right guy. Beautiful  
or shitty. That’s perfect for me. 
Anything in the middle is just a 
bunch of horse shite.”

As with any director, the advent of digital 
filmmaking has affected the process on set by 
virtue of using tools that both help and hamper 
the process. When asked to discuss digital 
technology and analogue film, Murro has a  
simple response:

“As long as it can record I am fine 
with anything. The end game is 
simple. If you have something good 
to say it doesn’t matter what you use. 
I do have to say one thing on the 
subject: I just can’t stand this 
romantic view of film. Yeah, it’s 
warmer, a little more grainy, softer, 
harder, whatever, I get it. But it’s not 
the be-all and end-all.” 

“It’s the same for high resolution film 
cameras. Just look at YouTube. It has 
incredibly mesmerising content but 
it’s certainly not because of the 
quality of the recording. If the story is 
good you will watch it whether it’s 
shot on an iPhone or a 5K Red Epic.” 

Murro also feels that defining any director  
by genre alone is a shortsighted method of 
classifying them. He admits that directors do  
get reputations for being particularly good at 
particular things; some are good at comedy, others 
glamour. Yet the best in his eyes are those that are 
beyond genre. In many ways it’s also been the 
catalyst for his own directorial success:

“It’s all beyond genre. Look at the 
greats. Look at Glazer, Jonze, Ariola, 
Bond. The list goes on. They have all 
created a wide spectrum of work and 
I think this has sanctioned their 
success. What I do is constantly try 
different things to keep defining  
who I am.”

“There are many schools out there, many ways of directing…      …the more you do it, the more you realise that the trick is not to interfere.”
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