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INTRODUCTION
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MYTH# 1:

“My job is to know every detail of the movie making process so that I don’t have to depend on others.”

I. WHAT YOU WILL LEARN

Your purpose in filmmaking Understanding Hollywood What kind of film to make From concept to script

Where and how to get the financing How to produce

How to market, sell and distribute your film

The next wave: future avenues of production and distribution
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TRUTH #1:

“You fastest way to succeed in the movie biz is to help others succeed.”
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AI . THE PURPOSE
1. Your mission statement

Your mission statement must contain and clearly outline your goal.

My 1989 mission statement:

“To make films where the good guy (me) kills the bad guy, gets the girl, and saves the whole damn town.”

Pyramid to filmmaking success

[image: image16.jpg]



Concept to consumer

CONSUMER

	You
	
	Genre
	
	Script
	
	Film
	
	Sales

	
	
	
	
	
	
	
	
	

	(your mission
	
	
	
	
	
	
	
	Marketing

	statement)
	
	
	
	
	
	
	
	Distribution


2. The goal

Your goal should always be to affect the consumer, not educate or preach.
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MYTH #2

”Your movie should promote world peace, political correctness and save mankind.”

3. Why most filmmakers fail:

a.) Lack of education / information

b.) Lack of concept

c.) Lack of production value

d.) Lack of or improper marketing and distribution

4. How to insure your success

a.) Education / information

b.) Experimentation

c.) Networking

d.) Discipline and hard work
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TRUTH #2

”Your movie is a vehicle to promote your concept, advance your career and increase the balance of your bank account.”
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BI . THE SYSTEM
1. The Hollywood Game

How it works:
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2. The history of Hollywood

a.) Hollywoodland

b.) farming community
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c.) no unions
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Act I
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MYTH #3

”I produced an action-drama-family-erotic -comedy and it became a huge hit!”

I. THE CONCEPT

1. Finding your genre

*Many genres will have sub-genres

Genre chart

GENRES

Drama
Action
Family
Comedy
Children
Erotic
Horror
Sci-Fi
Thriller

SUB-GENRES

	Western
	Military/War
	Adult
	Civil War  Animation
	Gay/
	Reality
	Urban

	(Cowboys -
	(WW I/II,
	(mature
	(battle
	Lesbian
	Programming
	(Ethnic

	-Indians)
	Vietnam,
	themes)
	between
	
	
	culture

	
	Desert Storm,
	
	North and
	
	
	theme)

	
	etc.)
	
	South)
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TRUTH #3:

“Film buyers, studios and networks don’t buy movies. They buy trends. Consumers buy what they are offered.”
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MYTH #4

”My career is only as good as my last movie.”

2. The Flyer

a.) size: 8.5”x11”

b.) full color

c.) heavy (100-pound), glossy paper

d.) your campaign should include:

· picture of protagonist and/or antagonist

· title

· tag line

· minimal credits

· synopsis

· contact info
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TRUTH #4

”I don’t sell movies. I sell flyers.”
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MYTH #5

”Writing a script is very difficult and complicated. One must have a vivid imagination and a great talent for writing.”

AI . THE SCRIPT
1. The one-liner

Example:
Curse of the Maya

“A young couple buys a cabin in the woods, only to discover that they alone must save the small town from the living dead.”

The five points:

a. “Who”

b. “What”

c. “Where”

d. “Set up”

e. “Pay off”



young couple.

buys a cabin

in the woods

discover the dead are alive

save the small town

Recommended reading:

“STORY”

by Robert McKee

“How to write a screenplay in 21 days”

by Vicki King

“The Screenwriter’s Bible”

by David Trottier
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TRUTH #5

“Beauty is only script deep. Structure is linear and important for organizational purposes only – true creativity is non-linear.”
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MYTH #6

”If it’s not on the page, it will never be good.”

2. The synopsis

Example:

“Renee Summers, a struggling alcoholic and her fiancé, Doctor Jeffrey Morrison buy an old log cabin in the woods.

After several days, strange things start happening: Renee sees a young girl, hears voices of children and finds the remains of an Indian burial grounds. She discovers that a family of Mayan Indians were murdered and not given the proper burial. The family is now forced to walk the earth, pissed and hungry.

Renee is befriended by her next door neighbor, Michael Richards who helps her give the zombies a proper burial ceremony, only to find out that Michael is the killer. Michael tries to kill Renee, but he is killed by the zombies. Renee completes the burial and saves the small town.”

The five points:

a. “Who”
Renee, Jeffrey, Michael and the family

b. “What”
Renee and Jeffrey buy an old log cabin

c. “Where”
in the woods

d. “Set up”
Renee discovers the walking dead. She

and Michael must bury them properly, only to discover that Michael is the killer of the family.

e. “Pay off”
Michael is killed by the zombies and

Renee saves the small town

· Note:
The synopsis should not be longer than three paragraphs.
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TRUTH #6

”Your job is to push people, not pencils.”

[image: image67.jpg]


[image: image68.jpg]


[image: image69.jpg]


[image: image70.jpg]



12

3. The step outline

The step outline is a group of descriptive sentences outlining each individual scene. Each line contains the following:

a. Interior or exterior - EXT

b. Location – Country Road

c. Time - DAY

d. One descriptive sentence

· Note:
Remember your structure as you build your step outline – a. “Who”, b. “What” c. “Where”, d. “Set up”, e. “Pay off”

Example:

1. EXT
Country road - DAY

A car travels along a winding two lane road lined with thousands of white windmills.

2. EXT
Cabin – DAY

The car stops in front of an old cabin, Jeffrey and Renee get out, they talk about liking or not liking it.

3. INT
Cabin – DAY

They walk into the messy kitchen, and Renee loves it but Jeffrey hates it.
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MYTH #7

”You have to have a great script to make a great movie.”

4. The script

a.) Character introduction

- state the character’s name and give a brief description.

Out steps a woman and a man looking around as if expecting something different.

This lady is about 29 years old, wearing dark glasses and a bit reserved, though very attractive in a wholesome way. Her name is Renee Sommers.

b.) Dialogue

· keep it simple and to the point

· let each sentence advance your story

MICHAEL

I’m sorry, ‘mam. Herardo here is very protective of his territory… and a bit retarded… I’m Michael, Mike Richards.

RENEE

Renee Sommers, my fiancé and I just bought the cabin down in the valley.

c.) Length:

each page equals approximately 1 minute screen time, therefore the length of your script should be no more than 95 pages and no less than 84.
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TRUTH #7:

“A script is just something the writer is trying to tell the actor that the director doesn’t want to hear.”
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d.) The 10-minute rule:

stay true to your audience – remind them of your genre visually every ten minutes.

e.) Keep yourself in check – not check-mate

· does your genre stay true to your mission statement?

· does your script stay true to your genre?

· have you hit your five points?

· don’t forget the ten-minute rule

5. The Title

a.) Is it exciting?

b.) Does it stay true to your genre?

c.)Has it been used before?

research titles on www.imdb.com d.) Is the domain name available?

e.) Use two titles

· working title – Curse of the Maya
· published title – Dawn of the Living Dead
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ACT II
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MYTH #8:

“Do only the things you love and money will follow.”

I. FI N A NC IN G

1. The Vehicle

a.) The Limited Partnership (LP)

· set it up in Nevada

· investors are limited partners (no control in day to day operations, no exposure to liability)

· you are the general partner (own no more that 5%)

· you can also own limited partner shares

· the limited partners recoup their investment first, then split 50%-50% on net profits

· the charging order

· consult an attorney
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TRUTH #8:

“ ’Money is not important’ Quoted by someone who never tried to raise it.
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Disclaimer: David Heavener is not an attorney and makes no claims or representations as to the accuracy of any legal advice contained herein. You should consult an attorney for legal advice.
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b.) The Limited Liability Company (LLC)

· set it up in Nevada

· investors are “members” (no control over operations)

· you are “managing member”

· no personal liability

· the charging order

· consult an attorney

c.) The “C” corporation

· set it up in Nevada

· issue shares

· all of your shares should be held in bearer

· retain 51%

· general partner has exposure

· use voting shares

· consult an attorney

d.) The “I.O.U.”

· keep it simple

· works best with family and friends

· use ownership percentage of the movie as collateral

· always retain at least 51% ownership

· consult an attorney

Check out Legal Zoom www.legalzoom.com, (800) 773-0888

or

Corporate Services of America

www.csanv.com, (800) 701-5364
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MYTH #9:

“You must have a successful filmmaking track record in order to raise money.”

2. Finding the money

a.) Events, clubs and financial seminars

· The Money Show

www.themoneyshow.com – 800-822-1134

· The Oxford Club

www.oxfordclub.com - 800-992-0205

· International Living

www.internationalliving.com – 800-643-2479

· The Christian Investment Club

www.christianinvestmentclub.com
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TRUTH #9:

“Investors don’t invest in the film. They invest in the filmmaker.”
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b.) Creative Financing - the wrap around

- Real estate

Example:

Purchase a house for $150,000. Make a few repairs, refinance for a higher amount, use the equity as your production funds and use your house as an asset of the movie production. You can also use it as an office and a shooting location applying your budgeted office, shooting and set design cost to upgrade your home.

· Note:
Many investors don’t understand film production but they do understand brick and mortar – real estate. In your offering, include a piece of real estate i.e. house, land or commercial building, so that your new company immediately has a hard asset.

- Equipment

Example:

Make a list of film equipment, i.e. camera, production sound, editing and post sound gear, etc. Include this in your offering as a hard asset.

· Note:
You can purchase your own camera, lights, etc. and rent them to your production.
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c.) “The small ad” – Newspapers and magazines

· USA Today

· Wall Street Journal

· local publications

· Note:
It’s best to advertise in areas heavily populated with the business minded or retired people such as L.A., Las Vegas, Miami, New York City, Chicago, San Francisco.

Example:

“Independent filmmaker seeks funding for upcoming movie – guaranteed distribution. Call …”

d.) Foreign or domestic distributors

· banking paper

· discounting your contract

· taking on a distribution partner

· pre-selling to individual territories

· Note:
See Mercantile National Bank at www.mnbla.com

e.) Family, friends and lovers

· Note:
The IOU works best in these situations.
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MYTH #10:

“It takes money to make money.”

f.) Smile and dial

· doctors

· dentists

· accountants

· attorneys

· money managers

· stock brokers

g.) The boiler room

· they are professional “smile and dial” companies

· they usually don’t care what they are raising money for

· they can charge a 20%-40% fee from gross monies raised

· areas you are most likely to find smilers and dialers are New York, Miami, Las Vegas, Los Angeles
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TRUTH #10:

“The fool who pays someone money to find money is not using good common cents.”
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MYTH #11:

“We’ll fix it in post!”

AI . PR O DU C TI ON
1. Pre-production

a.) Basic needs

· office

· phone / fax / internet

· computer

· bathroom

b.) The budget

· two components:

the goods and services offered the compensation

· two categories

above the line below the line

· the contingency

your best friend

· Note:
always let your budget guide your script

See annex pages 1-4 for sample budgets Recommended reading:

Dov S S Simens – From Reel to Deal
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TRUTH #11:

“The easiest way to end up with a million dollars in the movie biz is to start out with two million.”
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c.) Set dates (production schedule)

· lock and break down script

· lock crew

· auditions

· callbacks

· lock cast

· lock locations

· production start

· production end

· editing start

· locked picture

· sound & music

· online

· ready for delivery

See annex page 5 for sample production schedule.
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MYTH #12:

We can still fix this in post!

d.) Crewing up

- Minimum crew list:

· Producer
Head of the project in every aspect. Responsibilities: raising funds, hiring key crewmembers, and managing the distribution of the movie.

· Director
Chief artistic executive of the movie. His main task is to oversee the artistic aspects of the whole movie and to direct actors. Other responsibilities: casting, script editing, shot selection, editing. Sometimes the director’s authority is severely curbed by agreements with the producer(s) or studio.

· Production manager
Oversees the production’s budget, hires the crew, and coordinates all the departments’.

Reports to the producer.

· Assistant director
Runs the set as an aide to the director, tracks the production’s progress versus the schedule, prepares call sheets and coordinates closely with the production manager to have every need covered.

· Director of photography
Responsible for filming the scene as desired by the director. Duties include stock and camera selection, setting the lighting, directing the gaffer, negative developing, color matching, etc.

· 1st camera assistant
A member of the camera crew responsible for the maintenance, care, sometimes transportation of the camera. In smaller camera crews, they may also perform the duties of clapper-loader and/or a focus puller.

CONTINUED ON NEXT PAGE
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TRUTH#12

“The easiest way to make friends is to announce that you’re making a movie. The easiest way to lose friends is to actually make one.”
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· script supervisor
By creating a lined script, tracks which part of the script has been filmed and makes notes for continuity.

· grip
Skilled technician in charge of set equipment. Duties: lighting adjustments, camera movements, mechanical rigging, etc.

· gaffer
Also called Chief Lighting Technician, the gaffer is in charge of the electrical department. Working closely with the DP, it is the gaffer’s responsibility to design and execute the lighting plan.

· location sound
On a small crew, one person is in charge of all aspects of recording the sounds needed on a set. On a larger crew, a separate person will operate the mike boom.

· hair and make-up
Person responsible for maintaining actors' makeup and hairstyles during filming.

· wardrobe
Person in charge of costumes actors wear.

· caterer / craft service
A person providing the crew with the necessary meals and snacks during shooting. If on larger budget, at least two people should be in charge of food.

· set designer
Designing and building the set according to the director’s vision.

· production assistant
Responsible for small but important jobs, like running errands, stopping traffic, retrieving items from the base camp, etc. Duties can vary widely.

· still photographer
Professional photographer who takes stills of the scenes. These photos will be crucial later when used for the flyer, the poster and most important: for publicity.

· Note:
Fill production manager position first as this person oversees the production. Most of the time they also have great contacts to other crew people, cheap labs, etc.
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· There are four basic places to advertise for all positions: www.craigslist.com (crew and cast)

www.mandy.com (crew and cast) Backstage West (crew & cast)

Breakdown Services (cast only)

· Note:
For the key positions, i.e. production manager and director of photography, get references from at least two companies they previously worked for.

Two very useful websites:

· www.imdb.com : Internet Movie Database – you can research almost anyone in the biz. References, past jobs, credits, etc.

· la411.com: all the companies and most industry people are listed in this very comprehensive database. If you have to find a company or person rendering specific services (e.g. stuntmen, pyrotechnicians, animal wranglers, etc.)

(ny411.com for NY area)

See annex page 6-9 for sample crew deal memo, actor release from and location release form
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MYTH# 13:

“I’m the star. They cannot finish the movie without me!”

e.) Casting

· Union: The Screen Actors Guild

Producer’s Signatory Agreement the UC1 filing

Contracts:

modified low budget limited exhibition

the bond

· Non-union

the right to employ non-SAG actors

· Financial Core

the freedom to employ union or non-union

Question:

“Do I need a star in my movie?”

Answer:

“Yes… at least one of two kinds:

· a well-known actor

· a well liked genre.”
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MYTH# 13:

“The devil cometh as a wolf in actor’s clothing.”
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MYTH# 14:

“During a movie production, sex is the last thing on anyone’s mind.”

2. Production

a.) Location, location, location

b.) 6-day weeks

c.) 14 hour days

d.) The shot list

e.) Forget set-ups! Count the screen time f.) Edit with the camera

g.) Film death scenes, nude scenes and star talent first

h.) Two left feet

i.) Food, food, food

j.) The turn around

k.) Security

l.) The wrap party

[image: image193.jpg]



TRUTH# 14:

“Show me a creatively happy director and I’ll show you a movie that’s over budget and behind schedule.”
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MYTH #15:

“We fixed it in post!”

3. Post-production

a.) Editing:

· your editor can be as important as your DP for the look of your film. Get references and watch other films they have edited. Always use an editor who has their own equipment or:

· if you can, put together an Avid Xpress DV editing system for yourself. You can use it for your own projects, rent it out, etc.

See annex page 10 for system description

· edit a trailer as well (more on trailers at “Marketing”)

· stay true to your genre

· locked picture means the visual on your film is completed and that every frame is the way you want it

· once you locked it, stick to it

· if your editor can do the online with his own equipment, include it in his contract
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TRUTH #15:

“The toughest and second most critical process of filmmaking has just begun.”
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b.) Post sound:

· sound person with their own equipment

· listen to their demo reel

· get two references

· have a contract

· main deal points:

laying in all sound effects foley

ADR (Automated Digital Replacement)

mixing

laying in music

mixing all elements to create a composite sound track

mixing all elements but the dialogue to create an M&E track

layback
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c.) Music (score)

· find a sound person who also scores

· listen to their demo reel

· get two references

· main deal points:

score at least 80% of the movie

it’s a work for hire (try to acquire the publishing rights)

you have the right to use the music in perpetuity in any format pertaining to the movie

have them provide you with a music cue sheet (the music cue sheet is imperative for the distribution of the movie later)

See annex page 11 for sample music cue sheet
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d.) Online

· depending on your shooting format, transfer process and editing system, the process of doing the online can vary widely

· if you have to pay a third party, try to have a fixed price instead of paying an hourly rate

· create one DigitBeta NTSC master and one DigiBeta PAL master with the four audio channels laid out as follows:

CH1 Stereo comp (original language) CH2 Stereo comp (original language) CH3 Stereo M&E

CH4 Stereo M&E
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ACT III
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MYTH# 16:

“A good movie will always sell itself.”

I. MA R KE TI N G

· Note:
Always remember, your marketing campaign is like creating a separate movie in itself.

There are three major marketing components:

-a.) Flyer

-b.) Trailer

-c.) The completed movie

a) Flyer

· if it’s possible, redo your pre-production flyer with the stills taken during production

· print up at least 2000
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TRUTH #16:

“Producing, marketing, and selling a movie is just like manufacturing and selling pencils or toothpicks. Identify your audience, penetrate the market place and sell the damn thing.”
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b) Trailer

· the trailer should explain your movie in 2-3 minutes

· remember, it’s not the public you’re after, it’s the buyers. You can give away the whole story, it’s OK.

· It’s important to show the highlights of your production, i.e.

car chases explosions special effects

beautiful bodies elaborate stunts star talent

· Note:
Structure should be according to the five points:

-a. “Who”

· b. “What”

· c. “Where”

· d. “Set up”

· e. “Pay off”

Recommended reading: “Guerilla Publicity” by Jan Conrad Levinson “It!” by Paula Froelich
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TRUTH #17:

“Any farmer would think you’re crazy if you asked him to give up his booth at the farmer’s market because you would like to sell his apples for him, collect the money, take out your commission plus expenses and give him what’s left.”

AI . DIS T RI B UTI O N
The distribution machine

42

1. Release order:

a.) Theatrical

b.) DVD

c.) TV

· pay per view

· pay cable

· basic cable

· free TV

d.) internet (V.O.D.)

2. Sign with a distributor

a.) Pros

· you might get some cash up front

· you don’t have the headache of marketing and distribution

· you can tell people that XYZ distribution company is your distributor

b.) Cons

· the cash up front may be all you ever get

· the marketing sucks

· the distributor turns out to be like Enron

· some attorney might get rich in legal fees as you try to collect unreported profits and/or attempt to get the rights to your movie back

c.) Identifying the distributor

· domestic (U.S.)

· international (foreign)
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d.) the distribution pie
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e.) seeking the deal

· email / fax campaign

· follow-up

· the package

· follow-up

f.) the distribution agreement

· the advance

· the minimum guarantee (M.G.)

· the split

· expenses

· the elements

· the term

· the territory

· cross-collateralization

· reporting

· insurance

· copyright assignment
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g.) the sweet deal

· you get a large advance

· you get a million dollars guarantee

· the split is on net – 50%-50% after expenses

· expenses are capped at $100,000

· you retain the master or the distributor has limited lab access

· 5-year term

· no cross-collateralization

· quarterly reporting

· no copyright assignment

h.) the sour deal

· no advance

· no minimum guarantee

· 70/30 split on gross

· no capped expenses

· you give them your master and unlimited access to all elements

· 25-year term

· annual reporting

· you execute a copyright assignment
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3. Become a distributor yourself

a.) Pros

· you create your own marketing and collect the money

· you build a company

· you control your own future

· you build a filmmaking franchise

b.) Cons

· a lot more work

· you might get rich and won’t know what to do with all the money
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BI . SA LE S
1. Setting up your own company

You will need:

· an office (this could be a room in your house)

· phone / Fax

· computer

· email

· business cards

· marketing materials

· your movie

· your website

about you

about the director / producer and actors

about your film

contact information
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2. Marketing

a.) Types of film markets:

-Theatrical / home video:

American Film Market – November Cannes Film Market – May

MIFED – October

NATO/SHOWEST - February

-US domestic home video:

VSDA - July

-Television:

MIPCOM – October MIP TV – March NATPE – January

See Annex pages 12-13 for contact information for these markets and some major film festivals
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b.) Pre-market requirements:

· secure your booth

· obtain list of attending buyers (usually downloadable from the market’s website)

· email / fax campaign to set up appointments (to save yourself time, use the mail merge features of you office software)

· keep track of the confirmed appointments in an “appointment grid”

See Annex pages 14-15 for sample appointment request letter and grid
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c.) Prepare market materials to take with you

· deal memos

· 10 trailers

· 20 screeners on DVD (with timecode or “For Screening Purposes Only”)

· 200 flyers

· business cards

· TV and DVD player

· one or two 24”x36” posters with easel or Velcro

· printed appointment list

· price list broken down for rights and territories

See Annex pages 16-17 for sample deal memo and price list

d.) At the market – the process:

· greet the buyer and exchange business cards

· give the buyer your flyer

· show the buyer your trailer

· quote the price

· close the deal

e.) Post market

· gather all business cards

· email or fax all buyers

· send out screeners with flyers

· follow up on all mailings

· follow up on all signed deal memos and/or completed sales: send invoice / collection letter

· some buyers require a “Long Form Agreement” to complete the sale

See Annex pages 18-24 for sample invoice and long form agreement
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3. Domestic sales: become a home video distributor

a.) What you will need to get started: see international sales

	b.) Your hard costs to release a title (5000 units):
	

	- design and print your DVD
	

	sleeve with barcode
	$500.00

	- encoding / mastering / manufacturing
	$6,000.00

	- mailing, shipping
	$500.00

	- update your website to
	

	be consumer-friendly
	$1,000.00

	announce your new DVD

	upload trailers
	

	set up a webshop
	

	TOTAL
	$8,000.00

	c.) Projected income:
	

	$5.00 x 5,000 units
	$25,000.00

	$5.00 x 10,000 units
	$50,000.00

	$5.00 x 20,000 units
	$100,000.00

	$5.00 x 50,000 units
	$250,000.00


Suggested reading: “The Ultimate Guide to Releasing Your Film On DVD” dvd.diskmakers.com – (866) 270 9570

[image: image341.jpg]


[image: image342.jpg]


[image: image343.jpg]


[image: image344.jpg]


[image: image345.jpg]


[image: image346.jpg]


[image: image347.jpg]



51

[image: image348.jpg]



52

4. US Home Video - the process (marketing, sales and distribution)

a.) Secure all marketing materials

· flyers

· trailer

· DVDs

b.) Secure a vendor account number with:

· sub-distributors

· store chains

· online distributors

c.) Set a release date and street date

- release date is when you send promotion to sub-distributors

- the street date is when it becomes available in retail

d.) Send promo kits (flyer, DVD, release letter) to each buyer

g.) Collect money

· send out invoice to each buyer

· within 30 days follow up with a phone call and another invoice

· within 60 days of release you should be receiving monies

h.) If you are not paid in full within 120 days you must send a demand letter

See Annex page 25 for a list and

contact info of sub-distributors
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IV. THE NEXT WAVE

1. Video On Demand (VOD)

a.) Cinema Now

b.) Reel Time

c.) set up your own VOD company

d.) to “B” or not to “B”

2. Cell phones

a.) 15-120 second clips or vignettes.

b.) driver of the market

c.) where it’s headed

See Annex page 26 for some

articles about the new wave

3. The Digital Revolution

a.) Formats

· MiniDv (regular, 24p, HD)

· Standard definition (Beta)

· HiDef

b.) Open forum

4. Viral Marketing
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THE VIRAL MARKETING MACHINE
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Recommended reading:

"YouTube for Dummies" by Doug Sahlin & Chris Botello

"New Rules of Marketing and PR" by David Meerman Scott
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"BrandSimple"

by Allen P. Adamson & Martin Sorrell

ANNEX
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SAMPLE BUDGET

Type: Ultra low budget

Format: MiniDV or MiniDV 24p

Shooting days: 10

	Director
	0

	
	

	Producer
	0

	
	

	DP with gear
	600

	
	

	Camera assistant
	300

	
	

	Gaffer/grip
	300

	
	

	Sound with equipment
	300

	
	

	Rest of crew deferred
	0

	
	

	Catering (15 x $10 ea x 10 days)
	1500

	
	

	Post sound and music
	400

	
	

	Editing
	400

	
	

	Actors – free
	0

	
	

	Miscellaneous or contingency (10% of budget)
	500

	
	

	Marketing and publicity (20%)
	800

	
	

	TOTAL
	5100
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SAMPLE BUDGET

Type: Low budget

Format: Standard def (BetaSP, DigitBeta) or “cheap” HiDef

Shooting days: 10

	Director
	0

	Producer
	0

	Production manager
	2000

	Assistant director
	1000

	DP
	1500

	Camera rentals
	3000

	Lighting rentals
	2000

	Camera assistant
	1000

	Gaffer
	1000

	Grip
	1000

	Sound with equipment
	1500

	Make-up / Hair
	750

	Set designer
	1000

	Set expenses
	1000

	Wardrobe cost
	500

	Wardrobe supervisor
	500

	Script supervisor
	1000

	Cook / food / crafts (20 x $20 ea x 10 days)
	4000

	2 PA’s at $50/day
	1000

	Actors (50/day x 10 actors)
	5000

	Post sound and music
	3000

	Editing
	2000

	Insurance
	3000

	Locations
	1000

	Legal account
	1500

	Color correction and lab
	2000

	Miscellaneous (10% of budget)
	5000

	Publicity and marketing (20% of budget)
	9000

	TOTAL
	55250
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SAMPLE BUDGET

Type: Medium budget

Format: 16mm

Shooting days: 18

	Director
	0

	Producer
	0

	Production manager
	4000

	Assistant director
	1800

	DP
	4000

	Camera rentals
	10000

	Stock
	12000

	Lighting rentals
	5000

	Camera assistant
	1800

	Gaffer
	1800

	Grip
	1800

	Sound with equipment
	3500

	Make-up / Hair
	1800

	Set designer
	1800

	Set expenses
	3000

	Wardrobe cost
	2000

	Wardrobe supervisor
	1800

	Script supervisor
	2000

	Cook / food / crafts (20 x $25 ea x 10 days)
	5000

	4 PA’s at $50/day
	3600

	Actors ($75/day x 10 actors)
	13500

	Lab (neg. developing)
	6000

	Post sound and music
	6000

	Editing
	5000

	Insurance (for $80,000)
	5000

	Locations
	4000

	Legal account
	3500

	Color correction and lab
	10000

	Miscellaneous (10% of budget)
	16000

	Publicity and marketing (20% of budget)
	30000

	TOTAL
	165700
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SAMPLE BUDGET

Type: “High” budget

Format: 35mm

Shooting days: 18

	Director
	0

	Producer
	0

	Production manager
	6000

	Assistant director
	2500

	DP
	6000

	Camera rentals
	12000

	Stock
	22000

	Lighting rentals
	6000

	Camera assistant
	3000

	Gaffer
	3000

	Grip
	3000

	Sound with equipment
	6000

	Make-up / Hair
	2500

	Set designer
	2000

	Set expenses
	4000

	Wardrobe cost
	4000

	Wardrobe supervisor
	2000

	Script supervisor
	3000

	Cook / food / crafts (20 x $30 ea x 10 days)
	6000

	4 PA’s at $50/day
	3600

	Actors (100/day x 10 actors)
	18000

	Lab (neg. developing)
	12000

	Post sound and music
	10000

	Editing
	8000

	Insurance (for $150,000)
	8000

	Locations
	5000

	Legal account
	5000

	Color correction and lab
	15000

	Miscellaneous (10% of budget)
	23000

	Publicity and marketing (20% of budget)
	40000

	TOTAL
	240600
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SAMPLE PRODUCTION SCHEDULE

	
	
	Date

	Pre-production
	script locked
	

	
	crew locked
	

	
	auditions
	

	
	callbacks
	

	
	cast locked
	

	Production
	production start
	

	
	production end
	

	Post-production
	editing start
	

	
	locked picture
	

	
	sound
	

	
	online
	

	
	ready for delivery
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CREW DEAL MEMO

Interstar Holdings, LLC

“Curse Of The Maya”

Production Office:

11271 Ventura Blvd, 326

Studio City, CA 91604

Ph: 323-845-9495 F: 323-845-9491

Independent Contractor / Loan-Out Agreement

“Contractor”:__________________________________________________________________________

Address:

_____________________________________________________________________________________ Phone: ________________________________________ Cell / Pager: _____________________________

	Production:
	CURSE Of THE MAYA
	Start Date:

	_________________________________
	


Contractor’s SSN or Fed ID#: ________________________

Position: _______________________________________ Dept./Services: __________________________

Screen credit requested: __________________________________________________

(At producer’s discretion)

1. In compensation for these services, Company will compensate Contractor as follows:

Daily rate: $_________________________ per day for _______________ days. Approx total: $________________

2. Contractor is not eligible for and shall not participate in any of Company’s pension, health or other fringe benefit plans.

3. Contractor shall not be treated as an employee with respect to the services performed herein for Federal and State tax purposes.

4. Contractor acknowledges that he/she will not be able to collect unemployment compensation at any time from Company due to Independent Contractor status.

5. Contractor is liable for his/her own licenses, sales and employment taxes and all other Federal and Sate income taxes in relationship to any monetary compensation received from Company for services rendered. Contractor will receive a 1099 from the Production Company in January 2005.

6. Interstar shall not be liable or responsible for any injury to contractor or damage to equipment that may occur during the term of this agreement. Contractor is responsible for obtaining his/her own workman’s Compensation insurance as required by law.

7. It is expressly agreed and understood that any and all work performed by Contractor under this Agreement will be considered work made for hire under the provisions of Copyright Act of 1976 or any successor law.

8. Neither this Agreement nor any duties or obligations herein may be assigned by contractor without the prior written consent of the other.

9. If it becomes necessary for either Contractor or Company to initiate legal proceedings in order to enforce or interpret any of the terms of this Agreement, the prevailing party shall be entitled to recover its reasonable attorney’s fees incurred for this effort.

ACCEPTED AND AGREED TO:

For Contractor:
For company: Interstar Holdings, LLC

By: __________________________
By: ________________________

Its: __________________________
Its: ________________________

Date: _________________________
Date: ______________________
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ACTOR RELEASE FROM

Interstar Holdings, LLC

“Curse Of The Maya”

Production Office:

11271 Ventura Blvd, 326

Studio City, CA 91604

Ph: 323-845-9495 F: 323-845-9491

Actor Agreement

To Whom It May Concern:

I, the undersigned, hereby grant permission to Interstar Holdings, LLC to photograph me and to record my voice, performances, poses, acts, plays and appearances, and use my picture, photograph, silhouette and other reproductions of my physical likeness and sound as part of the motion picture tentatively entitled “Curse of the Maya” (the “Picture”) and the unlimited distribution, advertising, promotion, exhibition and exploitation of the Picture by any method or device known or hereafter devised in which the same my be used, and/or incorporated and/or exhibited and/or exploited.

I agree that I will not assert or maintain against you, your successors, assigns and licensees, any claim, action, suit or demand of any kind or nature whatsoever, including but not limited to, those grounded upon invasion of privacy, rights of publicity or other civil rights, or for any other reason in connection with your authorized use of my physical likeness and sound in the Picture as herein provided. I hereby release you, your successors, assigns and licensees, and each of them from and against any and all claims, liabilities, demands, actions, causes of action(s), costs and expenses whatsoever, at law or in equity, known or unknown, anticipated or unanticipated, which I ever had, now have or may, shall or hereafter have by reason, matter, cause or thing arising out of your use as herein provided.

I affirm that neither, I, nor anyone acting for me, gave or agreed to give anything of value to any of your employees or any representative of any television station, network or production entity for arranging my appearance on the Picture.

I have read the foregoing and fully understand the meaning and effect thereof and, intending to be legally bound, I have signed this release.

Very truly yours,

_______________________________

Signature

_______________________________

Print

_______________________________

Address

_______________________________

_______________________________

Phone

_______________________________

SSN or Fed ID#

_______________________________

Date
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	LOCATION AGREEMENT

	Film
	
	
	Scripted Location _
	

	Production Company
	
	
	Scene Number(s)
	
	

	Address
	_______ _________________

	
	
	
	
	
	
	

	Phone Number ()
	
	
	Date ___________________

	
	
	
	
	
	
	
	
	
	
	


Dear Ladies and Gentlemen:

1.1, the undersigned owner or agent, whichever is applicable, hereby irrevocably grants to
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("Producer"), and its agents, employees, contractors and suppliers, the right to enter and remain upon and use the property, both real and personal, located at:
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=(the "Property"), including without limitation, all interior and exterior areas, buildings and other structures of the Property, and owner's name, logo, trademark, service mark and/or slogan, and any other identifying features associated therewith or which appear in, on or about the Property, for the purpose of photographing (including without limitation by means of motion picture, still or videotape photography) said premises, sets and structures and/or recording sound in connection with the production, exhibition, advertising and

	exploitation of the
	
	tentatively entitled
	
	(the "Picture").

	2. Producer may take possession of said premises commencing on or about
	
	subject to


change because of weather conditions or changes in production schedule, and continuing until the completion of all scenes and work required.

3. Charges: As complete and full payment for ail of the rights granted to Producer hereunder, Producer shall

	pay to Owner the total amount of $
	, broken down as follows:

	
	
	
	
	
	
	
	

	Prep
	
	x $
	=$
	

	
	
	
	
	
	
	

	Shoot
	
	x $
	=$
	

	
	
	
	
	
	
	

	Strike
	
	x $
	=$
	

	
	
	
	
	
	
	

	Hold
	
	x $
	=$
	

	
	
	
	
	
	
	

	Other
	
	x $
	=$
	

	TOTAL
	
	
	
	
	
	=$
	


All charges are payable on completion of all work completed, unless specifically agreed to the contrary.

Producer is not obligated to actually use the property or produce a or include material photographed or recorded hereunder in the Picture. Producer may at any time elect not to use the Property by giving Owner or agent 24 hours written notice of such election, in which case neither party shall have any obligation hereunder.
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4. Producer may place all necessary facilities and equipment, including temporary sets, on the Property, and agrees to remove same after completion of work and leave the Property in as good condition as when received, reasonable wear and tear from uses permitted herein excepted. Signs on the Property may, but need not, be removed or changed, but, if removed or changed, must be replaced. In connection with the Picture, Producer may refer to the Property or any part thereof by any fictitious name and may attribute any fictitious events as occurring on the Property. Owner irrevocably grants to Producer and Producer's successors and assigns the right, in perpetuity, throughout the universe, to duplicate and recreate all or a portion of the Property and to use such duplicates and recreations in any media and/or manner now known or hereafter devised in connection with the Picture, including without limitation sequels and remakes, merchandising, theme parks and studio tours, and in connection with publicity, promotion and/or advertising for any or all of the foregoing.

5. Producer agrees to use reasonable care to prevent damage to the Property, and will indemnify and hold Owner harmless from and against any claims or demands arising out of or based upon personal injuries, death or property damage (ordinary wear and tear excepted), suffered by such person(s) resulting directly from any act of negligence on Producer's part in connection with the work hereunder.

6. All rights of every nature whatsoever in and to all still pictures, motion pictures, videotapes, photographs and sound recordings made hereunder, shall be owned by Producer and its successors, assigns and
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licensees, and neither Owner nor any tenant, or other party now or hereafter having an interest in said property, shall have any right of action against Producer or any other party arising out of any use of said still pictures, motion pictures, videotapes, photographs and or sound recordings, whether or not such use is or may claimed to be, defamatory, untrue or censurable in nature. In addition, neither Owner nor any tenant, nor any other party now or hereafter having an interest in the Property, shall have any right of action, including, but not limited to, those based upon invasion of privacy, publicity, defamation, or other civil rights, in connection with the exercise of the permission and/or rights granted by Owner to Producer. If there is a breach by Producer hereunder, Owner shall be limited to an action at law for monetary damages. In no event shall Owner have the right to enjoin the development, production, distribution or exploitation of the Picture.

7. Force Majeure: If because of illness of actors, director or other essential artists and crew, weather conditions, defective film or equipment or any other occurrence beyond Producer's control, Producer is unable to start work on the date designated above and/or work in progress is interrupted during use of the Property by Producer, then Producer shall have the right to use the Property at a later date to be mutually agreed upon and/or to extend the period set forth in Paragraph 2, and any such use shall be included in the compensation paid pursuant to Paragraph 3 above.

8. At any time within six (6) months from the date Producer completes its use of the Property hereunder, Producer may, upon not less than five (5) days prior written notice to Owner, reenter and use the Property for such period as may be reasonable necessary to photograph retakes, added scenes, etc. desired by Producer upon the same terms and conditions as contained in this agreement.

9. Owner warrants neither he or anyone acting for him, gave or agreed to give anything of value, except for use of the Property, to Producer or anyone associated with the production for using said Property as a shooting location.

10. Owner represents and warrants that he/she is the owner and/or authorized representative of the Property, and that Owner has the authority to grant Producer the permission and rights granted in this agreement, and that no one else's permission is required. If any question arises regarding Owner's authority to grant the permission and rights granted in this agreement, Owner agrees to indemnify Producer and assume responsibility for any loss and liability incurred as a result of its breach of the representation of authority contained in this paragraph, including reasonable attorneys' fees.

AGREED AND ACCEPTED TO

Production Company ("Producer")

By
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Its Authorized Signatory

By Owner
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Social Security or Federal ID No.

Address
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AVID XPRESS DV SYSTEM DESCRIPTION

Thanks to new technologies, having a pretty professional editing system in your home is now within nearly everybody’s reach. A complete system can cost as low as $2000, especially if you shop for cheap components on Ebay. Due to the nature of the computer industry, new technologies are emerging very fast and prices are changing even faster, so here’s a PC-based configuration with prices, but don’t take these for granted

Buy a regular PC on Ebay for around 600-700 with the following specs:

· motherboard: should have integrated FireWire (IEEE 1394) and Ethernet. RAID not necessary unless you want to hook up some more harddrives

· processor: at least 3.0 gHz Intel Pentium IV. Forget about Intel Celeron

· at least 512 Mb RAM, but 1Gb recommended

· primary and only drive in 5.1/4” bay: DVD/CDR combo

· first hard drive: regular 7200 rpm IDE, 80 or 120Gb is fine, you will use this as system drive

· second and third hard drive: buy two 7200 rpm HDDs as big as you can (currently around 250 gB)

· Windows XP Professional with Service pack 2 (it is very important to have Professional instead home Edition!)

After you got your basic system, shop around and buy:

· a decent sound card (around $100-$150, e.g. M-Audio Audiophile – they are pretty good)

· decent active speakers (whatever you can afford, e.g. M-audio Studiophile $150)

· A/V converter: with this you will be able to capture analogue signal as well, and you will be able to watch what you’re editing on a TV screen (e.g. Pinnacle Movie Box DV, around $150)

The most important part, the editing software can be either purchased on avid.com for around $500 or sometimes you can find it on Ebay for a lot less. Note: if you don’t want to run the risk of viruses and do not connect this computer to the internet.

And you will need a deck or camera to play your stuff in and out. Now this can range from a few hundred dollars to several thousand.

Note: this system is working with DV quality video. It is not broadcast quality and not intended for online, but it’s great at giving you EDLs so you can edit on your system and online elsewhere.

Typical low-budget workflow:

· shoot on MiniDV (24p or regular); - capture your tapes in your Avid, edit the movie ; - make a picture locked MiniDV with the final movie for the post sound person; - take the finished sound on DVD ROM or similar back from your post sound to your Avid, do the layback; - make a final MiniDV tape and transfer it somewhere to DigitBeta

Typical medium-budget workflow if your shooting format is Super16mm and the end product is video:

· shoot on Super 16mm; - develop the negative; - transfer everything in a Telecine to DigitBeta and DVCam simultaneously, with the same timecode; -- capture the DVCam tapes in your Avid, edit the movie; - make a picture locked DVCam, give it to your post sound person

· take the finished sound on DVD ROM or similar and the EDL from your Avid with the DigitBeta tapes to a company where you have an online Avid with a DigitBeta deck and do your online

Note: if you’re shooting on Super16mm or 35mm and you want to have prints at the ends, transfer everything with keycode, keep the logfiles after the Telecine transfer, and with the Avid
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Log Exchange, your system will be able to do a matchback, e.g. at the end you take the pull-list to the lab and they can cut the negative
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SAMPLE MUSIC CUE SHEET

“CURSE OF THE MAYA”

MUSIC CUES

WRITER COMPOSER TIMOTHY JOHN KIRK AND DAVID

HEAVENER

PUBLISHING: HENNER MUSIC (c)1995 - ASCAP

	#
	TITLE
	TIME IN
	TIME
	DURATION
	

	
	
	
	OUT
	
	

	1.
	MAYA TITLE
	8:00
	2:20
	2:13
	

	
	THEME
	
	
	
	

	2.
	OLD HOUSE
	2:36
	4:06
	1:30
	

	3.
	CHORES
	9:03
	4:21
	0:12
	

	4.
	CLUES
	4:40
	5:44
	1:04
	

	5.
	HISTORY
	5:59
	7:40
	1:40
	

	6.
	CREEPY OLD
	7:41
	8:19
	0.56
	

	
	MAN
	
	
	
	

	7.
	DREAM GIRL
	8:22
	9:50
	1:28
	

	8.
	JEFF WETBACK
	11:01
	11:17
	0:16
	

	9.
	MAMA MAMA
	11:17
	13:30
	2:14
	

	10.
	BUZ IN MY BRAIN
	13:36
	14:44
	1:08
	

	11.
	HEY LADY
	4:44
	15:03
	0:20
	

	12.
	DINNER
	17:04
	22:40
	5:36
	

	13.
	X MAYAS
	22:54
	24:11
	1:17
	

	14.
	BYBY MEXICO
	24:15
	25:21
	1:06
	LYRICS & MUSIC ROBERT

	
	
	
	
	
	BUSTAMANTE

	15.
	SWAMP
	25:23
	25:59
	0:37
	

	16.
	TOO DEEP
	26:15
	27:07
	0:51
	

	17.
	SORE FEET
	27:07
	28:09
	0:50
	

	18.
	WET DREAM
	28:43
	31:07
	2:24
	

	19.
	COSMIC CORN
	32:33
	34:43
	2:10
	

	20.
	AHEAD
	34:43
	35:15
	0:31
	

	21.
	PISSING POT
	35:20
	36:25
	1:04
	

	22.
	SANDSTRIP
	36:25
	37:16
	0:51
	LYRICS & MUSIC DAVID

	
	
	
	
	
	HEAVENER

	23.
	MEXICAN MEAL
	39:51
	40:43
	0:52
	

	24.
	MEXICAN MUNCH
	40:43
	41:38
	0:54
	

	25.
	CRYING
	41:38
	42:06
	0:28
	

	26.
	RAPE
	42:20
	43:20
	1:00
	

	27.
	SEXOHOL
	43:20
	45:14
	1:54
	

	28.
	X MAYAS
	45:15
	45:42
	0:26
	

	29.
	INFIDEL
	45:47
	47:39
	1:52
	

	30.
	KILLING MARCH
	47:39
	48:58
	1:19
	

	31.
	X MAYAS
	49:02
	49:23
	0:20
	

	32.
	CONFUS
	51:06
	51:34
	0:27
	

	33.
	GOOD RIDDINS
	52:02
	52:34
	0:31
	

	34.
	DECAPED
	53:06
	54:13
	1:06
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FILM AND TV MARKETS CONTACT INFO

American Film Market

www.ifta-online.org

10850 Wilshire Boulevard, 9th Floor

Los Angeles, CA 90024-4311

Phone: 310.446.1000

Cannes Film Market (Marche du Film)

www.cannesmarket.com

3, rue Amélie 75007 Paris, France

Phone: +33 (0)1 53 59 61 30

MIFED

www.mifed.com

Audiovisual Industry Promotion spa – MIFED

c/o Fiera Milano - Piazzale Giulio Cesare, 1- Palazzo Cisi - 20145 Milan – ITALY Phone: +39 02.48550.279

NATO/SHOWEST

National Assn. of Theatre Owners

116 N. Robertson Blvd #F

Los Angeles, CA 90048

323-657-7724

VSDA

www.vsda.org

MIPCOM

www.mipcom.com

Reed Midem US

360 Park Avenue South - 12th Floor, New York, NY 10010 Phone: 212 284 5130

MIP TV

www.miptv.com

Reed Midem US

360 Park Avenue South - 12th Floor, New York, NY 10010 Phone: 212 284 5130

There is no mistake with the contact info for MIPCOM and MIPTV, both are organized by Reed Midem.

NATPE

www.natpe.org

5757 Wilshire Boulevard, Penthouse 10, Los Angeles, California 90036 Phone: 310.453.4440
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FILM FESTIVALS

AFI/LOS ANGELES INTERNATIONAL

FILM FESTIVAL

American Film Institute

2021 North Western Avenue

Los Angeles, CA 90027

(213)856-7600
Fax: (213)462-4049

CHICAGO INTERNATIONAL FILM

FESTIVAL

41 5 North Dearborn Street

Chicago, 1L 60610

(312)644-3400
Fax: (312)644- 0784

DENVER INTERNATIONAL FILM

FESTIVAL

999 18th St. Suite 1820

Denver, CO 80202

(303)298-8223
Fax: (303)298-0209

HAMPTON INTERNATIONAL FILM

FESTIVAL

3 Newton Mews

East Hampton, NY 119 37

(516) 324-7657 e xt . 11 0 Fax:

(516) 324-5116

HAWAIIAN FILM FESTIVAL

700 Bishop St. Suite 400

Honolulu HI 96813

(808)528-3456
Fax: (808)528-1410

HOLLYWOOD FILM FESTIVAL 433 N. Camden Drive, Suite 600 Beverly Hills, CA 90210

(310) 288- 3040/ (310)475- 0193

HOUSTON FILM AND VIDEO FESTIVAL/WORLDFEST HOUSTON Houston, TX 77256

(713) 965- 9965/(800) 524 -1438 Fax:

(713) 965-9960

MILL VALLEY FILM FESTIVAL AND

VIDEO FEST

Mill Creek Plaza

38 Miller Ave., Suite 6

Mill Valley, CA 94941

(415)383-5256
Fax: (415)383-8680

NEW YORK FILM FESTIVAL

Film Society of Lincoln Centre

70 Lincoln Center Plaza

New York, NY
10023

(212)875-5610
Fax: (212)875-5636



PALM SPRINGS INTERNATIONAL FILM FESTIVAL
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PO Box 2230

Palm Springs, CA 92263

(619)322- 2930
Fax: (619)322 -4087

PORTLAND INTERNATIONAL FILM FESTIVAL

N.W. Film& Video Center

12 19 S.W. Park Avenue

Portland, OR 97205

( 5 0 3 ) 2 2 1 - 1 1 5 6
Fax: (503)226-4842

SAN FRANCISCO INTERNATIONAL FILM

FESTIVAL

1521 Eddy Street

San Francisco, CA 94! 15

(415) 929- 5000 Fax: (415)921 -5032

SANTA BARBARA INTERNATIONAL FILM

FESTIVAL

1216 State Street, Suite 710

Santa Barbara, CA 93101

(805)963-0023
Fax: (805)962- 2524

SEATTLE INTERNATIONAL FILM FESTIVAL

Egyptian Theater

801 East Pine Street

Seattle, WA 98122

(516) 324-7657 ext.110 Fax: (516) 324-5116

SLAMDANCE FILM FESTIVAL 2419 Oak Street A

Santa Monica, CA 90405

(310)399-5521

SUNDANCE FILM FESTIVAL

225 Santa Monica Blvd. 8th Floor

Santa Monica, CA 90401

(310)394-4662
Fax: (310)394-8553

TELLURIDE FILM FESTIVAL National Film Preserve

53 South Main Street, Suite 2 1 2 Box Bl156

Hanover, NH 03755

(603)643-1255   Fax: (603)643- 5938

USA FILM/VIDEO FESTIVAL

2917 Swiss Ave.

Dallas, TX 75204

(214)821-6300
Fax: (214)821-6364
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APPOINTMENT REQUEST LETTER

To: CHARLES BUYER

XYZ COMPANY

charlesb@xyzcompany.com

Dear Associate,

David Heavener Entertainment in cooperation with Interstar Film Group is proud to present the new 2004 releases and would like to schedule an appointment with you for AFM. Come see us at Room 328.

We are excited to be bringing our brand new products:

1. Angel Blade - erotic action thriller - 35mm

This is a dark erotic action thriller about a Las Vegas cop who travels into the underworld of fantasy, power and passion only to discover the other side of evil.

Please check out our screening at AFM:

Le Merigot Screen #1

5 November 2004

11:00am

2. Curse of the Maya - horror - JUST COMPLETED!!!

A couple purchases a house in the country only to find out a family was murdered. They uncover a curse which brings the dead back to life. It's "Dawn of the Dead" meets "28 Days Later". Check out the movie's minisite: www.davidheavener.com/curseofthemaya/

We also have a large library of new and exciting feature films available with name stars such as:

· Johnny Knoxville (MTV'S Jackass, Men In Black II)

· Brigitte Nielsen (Rocky IV, Red Sonya)

· Margaux Hemingway (They Call Me Bruce, Inner Sanctum II)

· Miles O'Keefe (Tarzan The Apeman)

Etc.......

Please click on the following link: http://www.davidheavener.com/product_guide.htm and have a look at all the feature films we have to offer. More information on these films as well as our brand new release "Angel Blade" can be found at our website listed below.

Feel free to email me with any questions or if you would like a screener sent to you on any the titles we have listed.

Thank you for your time. We look forward to seeing you at the market!

Sincerely

Allen McCoy

Sales and Marketing

Interstar Film Group

00000 Ventura Blvd #000

Studio City, CA 91604

Ph: 818 000 0000

Fax: 818 000 0000
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SAMPLE APPOINTMENT GRID

	November 3,
	
	November 4,
	November 5, Friday

	Wednesday
	
	Thursday
	

	9.00
	9.00
	
	9.00

	
	
	
	

	9.30
	9.30
	
	9.30

	
	
	
	

	10.00 Europa Filmes – Matteo,
	10.00 Pitaya
	10.00 New Select – Tomoko,

	Caroline
	
	Naoko

	
	
	
	

	10.30
	10.30
	
	10.30

	
	
	
	

	11.00
	11.00
	
	11.00

	
	
	

	11.30
	11.30 Ray Canella – SCI-FI
	11.30 Naaga – India

	
	Channel
	

	
	
	

	12.00 A.B. Films – Nathalie
	12.00
	
	12.00

	Biancolli
	
	
	

	
	
	
	

	12.30
	12.30
	
	12.30

	
	
	
	

	1.00 TWA - Miyuki Matsuura
	1.00
	
	1.00

	
	
	
	

	1.30
	1.30
	
	1.30

	
	
	
	

	2.00
	2.00
	
	2.00

	
	
	
	

	2.30
	2.30
	
	2.30

	
	
	

	3.00
	3.00 Sacheen & Harris
	3.00 Abitha - India

	
	Lasmana
	

	
	
	

	3.30
	3.30
	
	3.30

	
	
	
	

	4.00
	4.00
	
	4.00

	
	
	
	

	4.30
	4.30
	
	4.30

	
	
	

	5.00
	5.00 Deborah Dyer – Home Ent.
	5.00

	
	Corp. UK
	

	
	
	

	5.30
	5.30
	
	5.30

	
	
	
	

	6.00
	6.00
	
	6.00

	
	
	
	

	6.30
	6.30
	
	6.30

	
	
	
	

	7.00
	7.00
	
	7.00

	
	
	
	

	7.30
	7.30
	
	7.30

	
	
	
	

	8.00
	8.00
	
	8.00

	
	
	
	

	8.30
	8.30
	
	8.30

	
	
	
	

	9.00
	9.00
	
	9.00
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DEAL MEMO
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SAMPLE PRICE LIST

	TERRITORY
	Asking All Rights
	Video Asking
	
	TV Asking

	ARGENTINA/URU/PAR
	$
	30,000
	$
	10,000
	$
	20,000

	AUSTRALIA/NZ
	$
	30,000
	$
	10,000
	$
	20,000

	BANGLADESH
	$
	20,000
	$
	10,000
	$
	10,000

	BENELUX
	$
	35,000
	$
	5,000
	$
	30,000

	BRAZIL
	$
	30,000
	$
	10,000
	$
	20,000

	BULGARIA
	$
	4,000
	$
	2,000
	$
	2,000

	CANADA
	$
	45,000
	$
	15,000
	$
	30,000

	CENTRAL AMERICA
	$
	5,000
	$
	2,000
	$
	3,000

	CHILE
	$
	12,000
	$
	4,000
	$
	8,000

	CHINA
	$
	9,000
	$
	4,000
	$
	5,000

	COLOMBIA
	$
	11,000
	$
	4,000
	$
	7,000

	CROAT/SLOV.
	$
	7,000
	$
	3,000
	$
	4,000

	CZECH/SLOVAK
	$
	7,000
	$
	2,000
	$
	5,000

	DOMINICAN REPUBLIC
	$
	10,000
	$
	5,000
	$
	5,000

	East Africa
	$
	10,000
	$
	5,000
	$
	5,000

	Ecu/Peru/Bol
	$
	9,000
	$
	4,000
	$
	5,000

	ENGLAND/UK
	$
	63,000
	$
	23,000
	$
	40,000

	FRANCE
	$
	75,000
	$
	5,000
	$
	70,000

	FRENCH CANADA
	$
	30,000
	$
	10,000
	$
	20,000

	GERMANY
	$
	120,000
	$
	40,000
	$
	80,000

	GREECE
	$
	16,000
	$
	6,000
	$
	10,000

	HONG KONG
	$
	10,000
	$
	5,000
	$
	5,000

	HUNGARY
	$
	7,000
	$
	3,000
	$
	4,000

	INDIA
	$
	20,000
	$
	10,000
	$
	10,000

	INDONESIA
	$
	20,000
	$
	5,000
	$
	15,000

	ISRAEL
	$
	10,000
	$
	4,000
	$
	6,000

	ITALY
	$
	140,000
	$
	90,000
	$
	50,000

	JAPAN
	$
	85,000
	$
	25,000
	$
	60,000

	MALAYSIA
	$
	10,000
	$
	4,000
	$
	6,000

	MEXICO
	$
	30,000
	$
	10,000
	$
	20,000

	MIDDLE EAST
	$
	12,000
	$
	6,000
	$
	6,000

	PAKISTAN
	$
	10,000
	$
	5,000
	$
	5,000

	PHILIPPINES
	$
	7,000
	$
	3,000
	$
	4,000

	POLAND
	$
	14,000
	$
	4,000
	$
	10,000

	PORTUGAL
	$
	10,000
	$
	4,000
	$
	6,000

	ROMANIA
	$
	4,000
	$
	2,000
	$
	2,000

	RUSSIA
	$
	25,000
	$
	5,000
	$
	20,000

	SCANDINAVIA
	$
	30,000
	$
	10,000
	$
	20,000

	SINGAPORE
	$
	6,000
	$
	3,000
	$
	3,000

	SOUTH AFRICA
	$
	14,000
	$
	4,000
	$
	10,000

	SOUTH KOREA
	$
	30,000
	$
	10,000
	$
	20,000

	SPAIN
	$
	80,000
	$
	20,000
	$
	60,000

	TAIWAN
	$
	12,000
	$
	6,000
	$
	6,000

	THAILAND
	$
	10,000
	$
	5,000
	$
	5,000

	TURKEY
	$
	20,000
	$
	10,000
	$
	10,000

	USA
	$
	350,000
	$
	150,000
	$
	200,000

	VENEZUELA
	$
	10,000
	$
	4,000
	$
	6,000

	W. AFRICA
	$
	12,000
	$
	7,000
	$
	5,000

	W. INDIES
	$
	10,000
	$
	5,000
	$
	5,000

	Total
	$
	1,576,000
	$
	598,000
	$
	978,000
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Note: Documentaries:10%-20%, reality programming 15%-25%, sitcoms 30%-50%, , dramatic series 80%-90% of TV asking price.
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SAMPLE INVOICE

WHATEVER VIDEO COMPANY

1234 Whatever Blvd

T- 323-000-0000 F- 323-000-0000

info@whatevervideo.com

I N V O I C E

To:

Overseas Company

123 Anystreet Tokyo, JAPAN

Date: October 5, 2004
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	Title
	Territory
	Term
	Price

	Movie
	Japan
	5 years
	$5,000.00

	20% deposit according
	
	
	

	contract
	
	
	

	
	
	
	


	
	TOTAL
	$5,000.00

	
	
	
	

	
	Balance (for these 4 titles):
	$20,000.00

	
	Amount due: UPON RECEIPT
	Method of payment: money wire

	
	
	
	Banking information:

	
	
	
	Whatever Video Company

	
	
	
	Bank of America

	
	
	
	1234 Lankershim Blvd.

	
	
	
	N. Hollywood, CA 91601

	
	
	
	Phone: 818-506-2625

	
	
	
	Account#: 00000000000

	
	
	
	Routing/ABA # 0000000000

	
	
	
	Swift Code: ABC0000
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LONG FORM CONTRACT

MULTIPLE-RIGHTS DISTRIBUTION AGREEMENT

THIS MULTIPLE-RIGHTS DISTRIBUTION AGREEMENT is made as of
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	between
	
	
	
	
	
	
	(“Licensor”)

	of
	
	
	
	
	
	
	
	

	Phone:
	
	
	
	
	, Fax:
	

	and
	
	
	
	
	
	
	
	(“Licensee”)

	of
	
	
	
	
	
	
	
	

	Phone:
	
	
	, Fax:
	


Subject to timely payment of all monies due Licensor and Licensee’s due performance of all other terms of this agreement, Licensor licenses exclusively to Licensee, and Licensee accepts from Licensor the Picture (s) in the Territory (ies) for the Term identified below on all the terms and conditions of this Agreement.

This Agreement consists of the following parts: this Cover Page and Deal Terms. All parts of this Agreement will be interpreted together to form one Agreement. Where not defined where they first appear, words used in this Agreement are otherwise defined in the Standard Terms and Conditions, Schedule of Definitions or are used in accordance with industry custom.

Where either party is an agent acting for a principal, that party represents and warrants to the other that it has full authority to execute this Agreement on behalf of its principal and that its principal will be bound by its terms.

IN WITNESS WHEREOF, Licensor and Licensee have executed this Agreement as of the first date written to constitute a binding contract between them.

BY:
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On behalf of
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BY:
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On behalf of
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DEAL TERMS

The following are the essential Deal Terms of the Distribution Agreement between Licensor and Licensee. The Mention in these terms of any rights not specifically licensed to Licensee does not grant to Licensee, either expressly or by implication, any rights not otherwise specifically licensed to Licensee in the License Rights Distribution Agreement.

I.

BASIC LICENSE TERMS

A.
PICTURE (s):
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B.
TERRITORY (ies):
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1. BO RD ERS: The Territory Licensed means the countries or territories listed herein, as their political borders exist on the date of this agreement.

If, during the Agreement Term, an area separates from a county in the Territory, then the Territory will nonetheless include each separating area which formed one political entity as of the date of this Agreement.

	C.
	LICENSE PERIOD:
	The License Period for each Licensed Right starts on the date

	of this Agreement
	and
	
	
	YEARS from Notice of Initial

	Delivery.
	
	
	
	

	D.
	REVERSION:
	Each Licensed Right will immediately revert to Licensor free of any

	Distributor or any Person
	deriving any interest from Distributor on the expiration of the Term.

	E.
	AUTHORIZED LANGUAGE (s):


	Original Language
	
	Official Language (s) in Territory

	Other:
	
	
	

	
	
	
	
	


F.
ALL LICENSED RIGHTS MAY BE EXPLOITED:
Dubbed

Subtitled
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II.

EXCLUSIVE LICENSED RIGHTS TERMS

A Right is Licensed to Licensee only if expressly so designated by mark in the “Yes” box. Any Right not marked or marked in the “No” box is a Reserved Right of Licensor.

A.
RIGHTS:

THEATRICAL

HOME/COMMERCIAL VIDEO

VCD

DVD

PAY TV

FREE TV



LICEN SED
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(
)
Yes
(
) No

(
)
Yes
(
) No

(
)
Yes
(
) No

(
)
Yes
(
) No

(
)
Yes
(
) No

(
)
Yes
(
) No

III.

FINANCIAL TERMS

	A.
	GUARANTEE:
	
	

	
	AM O UN T:
	US $
	
	
	

	
	Payable as follows:
	
	

	
	INSTALLMENT:
	
	

	
	
	%
	( US $
	
	) deposit.
	

	
	On execution of this contract, but no later than
	
	
	

	
	
	%
	( US $
	
	) Due on Notice of Delivery.
	

	
	On execution of this contract, but no later than
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B.
PAYMENT REQUIREMENTS:

1. TIMELY PAYMENT: Timely payment of all amounts due Licensor is of the essence of this Agreement and an express condition on Licensee’s right to make payments of the installments of the

License Fee indicated within. If no deposit and / or payment (s) is received upon due date (s) specified, the contract may be canceled. Cancellation may effect either individual rights or the entirety of the Agreement.

2.
LICENSE FEE:  The License Fee is the amount payable to the Licensor as indicated in the

Deal Terms. It is a minimum net sum and no taxes or other charges of any sort may be deducted from it. The License Fee is

non-returnable, but constitutes the entire payment for exploitation of the Licensed Rights in accordance with this Agreement. All Sales are subject to producers’ approval. Should the picture not be made, or become undeliverable, it is agreed that Licensor will substitute another picture (s).

C.
PAYMENT:

TELEGRAPHIC TRANSFER:  Licensee will make the indicated payments by telegraphic or other

wire-transfer of unencumbered and unconditional funds, free of any transmission charges, to the following account:
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Phone:
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Account #
Routing #

[image: image376.jpg]
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IV.

DELIVERY TERMS

A.
INITIAL PHYSICAL MATERIALS:

XXXXX
BetaCam SP
(PAL or NTSC, as available)

DX M+E Tracks (may not be available for all titles)
DX Set of 35mm Color Slides
DX 4 x 5 Transparancy (Key Art)
DX Dialogue List
	1.
	MATERIALS PAYMENT INSTRUCTIONS:
	100% UPON NOTIFICATION OF

	DELIVERY.
	
	
	Licensee must take delivery within two (2) months of

	Licensor’s first notice that Licensor can Deliver
	
	Initial Materials.

	2.
	MATERIALS SHIPPING INSTRUCTIONS:
	Client must provide 1ST MIRACLE PICTURES with

	an applicable
	
	account
	number or a freight forwarder.
	Otherwise, 1ST

	MIRACLE PICTURES will reserve the right to ship
	
	Collect under the courier company

	of Licensor’s choice.
	
	
	
	

	3.  EVALUATION AND ACCEPTANCE:  All Delivery Materials will be considered technically

	satisfactory and
	accepted by Licensee, unless within (10) days after receipt Licensee

	gives Licensor Written Notification
	
	
	accompanied by a lab issued QC Report

	specifying any technical defect. If Licensee’s notice is accurate,
	then Licensor


will, at its election, either:(i) Correct the defect and redeliver the effected Delivery Materials;

or (ii) Deliver new replacement Delivery Materials. If Licensee has undertaken a Theatrical

Release or Video Release of the Picture or begun exploiting any Licensed Rights, then any alleged defect will be deemed waived by Licensee.

V.

ADDITIONAL TERMS

A.



GOVERNING LAW:



The State of California, United Sates of America.

the



Any disputes arising out of this Contract will be resolved by binding arbitration under the laws of State of California, USA, in the County of Los Angeles.

B.



FORUM:



The State of California, United Sates of America.
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CENSORSHIP RIDER

1. The Licensee will be responsible for obtaining, if so required, all censorship certifications, ratings and approvals in the Territory for the in the Territory for the Picture, at its cost and expense.

2. Editing: In the event that the Picture is required to be edited to comply with censorship requirements, the Licensee shall, at its sole cost and expense, change or edit the Picture to enable it to obtain censorship approval.

3. If the Licensee is unable to obtain censorship approval for the Picture, either with or without deletion, Licensor may, at its sole discretion, request that the Licensor substitute another Picture under the same terms and conditions of this contract.

4. Submission for Approval: Distributor will submit each Picture for any required censorship approval promptly, but in any case no more than one (1) month after delivery of a copy of the Picture or other materials reasonably required for censorship approval, or completion of pre-submission editing. However, Distributor will delay submitting the Picture if Licensor so instructs after determining in its sole discretion that delay may increase the likelihood of censorship approval.

5. Best Efforts: Distributor will use its best efforts to obtain censorship approval. This provision applies notwithstanding any other provision in this Agreement that might be construed to require a lesser standard of effort. “Best Efforts” means employment of all resources of time, money, personnel and knowledge that are or should be available to Distributor, and includes: (i) If possible, ascertaining through appropriate inquiry what edits, if any, are necessary to gain approval for the Picture, and whether such edits ought to be made prior to initial submission of the Picture; (11) Ascertaining the proper time and way to submit the Picture for approval, bearing in mind the legal, political, cultural and economic climate and events in the Territory; (iii) Consulting closely with Licensor regarding edits to the Picture, the timing of its submission, and any other matters that bear on its approval; and (iv) Taking all other practicable steps to ensure the Picture’s approval.

6. Notice to Licensor: Distributor will promptly advise Licensor of each action and decision of the applicable censorship authority. Distributor will promptly provide Licensor with copies of all documents relating to the censorship approval or rejection of the Picture, including without limitation, correspondence between Distributor and the censorship authority, each written decision, if any, issued by such authority, whether tentative or final, and any written guidelines, statues or regulations applicable to the censorship process. Distributor will assist Licensor in interpreting, including translating into English, all such documents which may be unclear to Licensor or written in a language in which Licensor is not fluent.

7. Editing: If the Picture is not initially approved, Distributor will promptly give Notice to Licensor within ten (10) days of disapproval, stating in detail the reasons for disapproval. Distributor will then promptly edit the Picture to the extent and in the manner Licensee expressly allows. At a time determined by Licensor, Distributor will then resubmit the Picture for censorship approval except if, due to editing, the Picture becomes unsuitable in Licensor’s reasonable opinion for commercial exploitation in the Territory, Distributor will resubmit the Picture for censorship approval re-edited in a commercially acceptable form designated by Licensor.

8. Effect of Disapproval: If the Picture cannot be exploited due to censorship, Distributor will promptly Return all Materials for the Picture at Distributor’s sole cost. Licensor will then, in its sole discretion, provide Distributor with a manually agreeable substitute Picture or will refund an equitable portion of any unrecouped payments or to recover any “lost profits” or any consequential damages or costs that result from a failure to obtain censorship approval. Once a Picture is disapproved, Licensor will be free to license the Picture or any rights in it to any other party, without further obligation to Distributor. If Distributor has breached any provision of this Rider, Licensor will be under no obligation to return any payments or provide a substitute Picture, unless Distributor clearly establishes that the Picture could not have received censorship approval even had Distributor not breached the parties’ License Agreement.

9. Timing: If Distributor is unable to obtain censorship approval for any Picture for any reason within six (6) months of Licensor’s delivery of censorship approval materials, then Licensor may, at its sole discretion, treat the Picture as disapproved for censorship purposes.
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SUB-DI S T RI BU T O RS, C H AI N S, ONLINE STORES

Baker and Taylor

Phone: 908-541-7504 / 800-775-1800

www.btol.com

Blockbuster Corporation

Phone: 214-854-3336

www.blockbuster.com

East Coast Video

Phone: 301-921-4207

www.ecvd.com

Ingram

Phone: 800-759-5000

www.ingramentertainment.com

Tapeworm Video

Phone: 661-257-4904

www.tapeworm.com

VPD

Phone: 916-605-1601

www.vpdinc.com

WaxWorks

Phone: 270-926-0008

www.waxworksonline.com

Movie Gallery

Phone: 800-239-1949

Netflix

Phone: 323-960-8035

www.netflix.com

Rentrak
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Phone: 503-284-7581

www.newppt.com
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THE NEW WAVE

“TV is changing and becoming a multiplatform industry, and as it does Milia’s traditional base of Internet and mobile is beginning to meet with the TV companies. Bringing the two together is significant.”

Variety, April 4 2005

“The most vibrant and newest screen is TV-on-cellphones, and this marketplace is really just beginning. The first truly commercial services were launched at NATPE this January, so it is safe to assume that what you see, hear and read about now is not all we’ll be watching five years from now.”

Video Age, April 2005
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FIRST LIGHT VIDEO PUBLISHING 2321 Abbot Kinney Blvd. Venice, CA 90291

Contact Us

Phone: 310-577-8581
Fax: 310-574-0886

Email: sale@firstlightvideo.com

Web: www.firstlightvideo.com
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