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The other neighbourhood
kids round out the stories.
Sarah is Ed’s whiny younger sister.

Rolf is the first-generation immigrant of
unknown origin who eats strange things
and has a pet goat. Jimmy prefers hanging out
with Sarah and finds the Eds too rough. Kevin, the

neighbourhood cynic, finds the Eds’ ideas stupid. Nazz is the

neighbourhood heartthrob and the mysterious Jonny 2x4 has a best friend that is a
wooden board named Plank. Rounding out the cast are the neighbourhood bullies, the
dreaded Kanker Sisters. The characters are loosely based on Danny’s two sons, assorted
friends and people he’s known throughout his life.

Each half-hour episode is comprised of two, 11-minute cartoons. Typical episodes
range from the Eds crashing Nazz’s sprinkler party, to dealing with cycles of fads
that blow through the cul-de-sac, to Sarah’s newfound crush on Edd. Each cartoon is
produced “the old-fashioned way” to guarantee the maximum number of laughs.
Danny works with story editor/head writer Jono Howard and a few other writers to
generate the story ideas. Each writer then produces one-to-two-page outlines with
the beats of the story. The outline is handed to two storyboard artists who work out
the action and the gags. The storyboards remain up on the wall for the big pitch, at
which point the artists pitch the storyboard to Danny and everyone else in the studio.
The receptionist, the accountant and any visitors that day—are all included in the
pitch audience. The gags and beats that get the laughs are keepers. The ones that fall
flat get feedback or are reconsidered.

Season one, which premiered in January 1999, is doing remarkably well in the
ratings. Every now and then the Cartoon Network produces a show that has an
impact on popular culture or day-to—day life. Recently, a journalist in Tallahassee,
Fla., wrote a column in his local newspaper about his search for the huge jawbreakers
his kids saw on Ed, Edd 'n" Eddy. In the April 19 issue of People magazine, in the
crossword puzzle, the clue for #45 down was cartoon show, Ed, ‘'n" Eddy. Fan
Web sites are starting to spring up.

The show has started to appear in other countries via international cartoon networks.
A second season has already been ordered for a November 1999 broadcast date.
Apparently, puberty is as international as it is unforgiving. Will the Eds ever be
shown in their own backyard? Will Canadians ever get to see the “Canadian Squirt
Gun” episode in season two? Probably. While Ed, Edd 'n’ Eddy will hopefully be
acquired for air on one of the Canadian cable channels, for now you have to rely on
tapes from friends in the United States. ©@
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