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BUSINESS PLAN
Date

in strictest confidence and not to reproduce or divulge any of its contents without the pri8
consent of the Company.

Each recipient of this business plan specifically undg® g imatg jections,

believed to be reliable, but that 4 g
Similarly, internal surveys, ind @b hile believed to be reliable, have

rd its management. The Company believes that such
able under the circumstances, but no representation,

it such projections will be realized. There may be variances
ents and results of such variations may be material.
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I. EXECUTIVE SUMMARY

“Companies engaged in production are conservative and cautious both i
budget, while studios are looking to partners for finance and product. Ij
opportunity, where doors and minds are open to new ways of doing b¥@mess or maKing
and exploiting movies. Indeed, for independents, entrepreneurs and fore13g@avestors,

Hollywood has never been so full of opportunity.”
---SCREEN DAILY,

THE FILM

Short Pitch regarding the Film.

THE COMPANY

The Management Team will create a sing
startup enterprise with the purpose of fi
motion picture entitled Movie. The Co
fund the production and early markdsai

THE MANAGEMENT

er, they bring decades of
pnvestment financing to the
project. The principg W abli g Fhips with a team of industry
veterans to assist Ny fuction and distribution outlets on
an as needed bas

The Company is headed by

Vhis is the source of the film’s income and all decisions have to be
dience in mind. The target audience can encompass a number of broad
c categories as well as various niche audiences within and across these



Male & Female 18 - 55 years olds

¢ This demographic is attracted to films such as Julie & Julia, Devi

stories in the lives of well-known celebrities; and all are cha
filled with humor.

SECURING DISTRIBUTION

The motion picture industry is highly competitivg
directly related to the skills of the distributor’
is committed to making the film an attractivg
ancillary and international markets. The
foreign distributors before commencing

The Company is seeking an Cqal \ B80T full production and early
marketing of the film tentativel W i e Investors have received
125% of their contribui® | N ame will then split 50/50 all

additional distributaj SN 3 share of common equity
ownership in Co >
by the investors.

en strategies to mitigate risk to investors,

#nd rebates, incorporating the early marketing
ting up a collection account with distributors, and
fth name recognition.

ng the venture capitalist or product with the Company for the
@ itle affords unique opportunities. This applies not only to the
> capitalist’s investment but in the exposure of their brand or business



II. THE FILM

THE PRODUCTION PROCESS
Movie Title will be produced as an independent film.

When you talk about independent film, there is more than meets the eye.
Did you know that The King’s Speech, Lost In Translation, Juno, Slum
Dog Millionaire, and Little Miss Sunshine are all independs

xxxxx

production), thgl
locations scq )
woting schedules, etc. At this time,

eleases are prepped and media contact

After this time, all of the scenes for the movie
! Press releases are sent out at the beginning of

ctor and editor will select the best “takes” of the various scenes
es into an assembly of the entire film. Once the film has a

stitute a film’s distribution.



KEYS TO A SUCCESSFUL FILM
The basic elements for a successful film project are:

e Start with a great story - and deliver it with conviction and a ¥ 8
well-crafted screenplay is vital and is the basis for all success

e Know your target audience.

¢ Marketable Content aimed at your target audiencg

¢ Controlling Costs - realistic budget, responsib,
Start with a Great Story
Brief sales pitch of the story.
Know your target audience

e audience for which the
film is being made. This is the sourge of W@ film’s i and all decisions have to be

made with the target audience in g . i an encompass a number of
broad, age demographic categoj i :nces within and across

The age demographic categoricXatiliZge i (Ware kids, young adults, and
: : AW into various age groups and

Because the creative team behind the project has extensive experience
within the industry, the Company plans to utilize their contacts and
resources available to produce the film at a much lower cost than what a
similar film would cost if produced inside the studio system.



o By having independent status, the Company can reap the benefj

the highest production values. This means the investors
film that has the appearance of costing more than it ac

o We will be fully bonded and include an overage contingen
budget to protect our investors.

o State Tax Credits and Rebates

o Movie Title has been is Pre-Qualified fg
Incentive for filming in Connecticut, wh

place. (See Appendix D).

o Federal Tax Incentives - Section

o The short version is ghat ors” could be eligible for a
35% tax relief in g of the American Jobs
Creation Act, 2(Q e written off against

passive incom
over multiple




SYNOPSIS

A one page synopsis of the film.

CASTING

CAST WITH LETTERS OF INTENT:

ROLE OF

GLENN CLOSE

until 1982 when she wag
Fields in The World 4
Williams. For this 8¢ N ch @1lm for Close, she later
went on to receive Mg

on once again for
Close portrayed Iris

of the greatest sports {3 e O al. ird and final time Close was
Nominated for the A -

axie, and Jagged Edge. In 1987
\ \ for which she was nominated for the
Academy Award and Gegae Mg ificss. The following year Close stared in
inning Drama g gisons. For this role she was nominated once

e )

series Damages for which
and two Emmy Awards. In




PROPOSED SUPPORTING CAST

ROLE OF

DREW BARRYMORE

Charming, free-spirited and - above all - talented, Drew Ba
has come a long way since her big-screeg breakout in E.T.: The

proving to once-cynical audiences that
but also a gifted and versatile actor C j gficluded 50 First Dates, Fever

Barrymore was named Ambag
Programme (WFP). Since th¢ - '
In 2010, she was awarded the een 2 i and the Golden Globe

Little Edie in Grey @G dens

Pted film director Bruce Paltrow and Tony Award-
Blythe Danner, Gwyneth was born in in Los Angeles.

wyneth was 11, the family moved to Massachusetts where she
ed her early acting training under the tutelage of her parents. In
she quit the University and began to actively pursue a career in

. She made her film debut with a small part in Shout; and for the
5 years had featured roles in a mixed bag of film fare that




CHRISTINA APPLEGATE

drama series Heart of the City. Meanwhile, she
sitcoms All is Forgiven, Still the Beaver, Ama

Since then, she has established a film ar@gglevisi ofPwinning a Primetime Emmy
and earning Tony and Golden Glq ing . Mgad major roles in several

films including Don't Tell Mo i e
Thing, Anchorman, Farce of

7 / /
\\.‘;‘J}I

—

oy
N
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ROLE OF
HARRY HA

fied from Yale University with a BA in Drama
974. Hamlin then attended the American

Love and Blue Skies Again. He returned to television appearing in the
ster of the Game in 1984 and Space (based on the novel by James A.
985.




Following this, Hamlin's popularity skyrocketed when he starred on the highl
NBC TV drama L.A. Law. during which time he was voted as People magaz
Man Alive" in 1987.

In June 2010, Hamlin guest-starred in an episode of Army W
recurring cast member. He also starred in the Hallmark g
published a book "Full Frontal Nudity: The Making o
shares stories of his career as an actor.

ADAM ARKIN

he South Coast Repertory world premiere and
. In addition he is known for his directing work,
v, Boston Legal, The Riches, Dirt, Ally

._'3'\\' /
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III. MARKETING

early efforts to market and build awareness for
Distributors and End Users (our target audien

coordinated effort directed at creating 4
engaging both groups at the same tjgge.

addition to our new media effi
media coverage.

The Company’s mark i igma i ) @y cbsite and offer exclusive
interactive content igxchangt X ucsgnd zip code. We will allow the

(AintItCo¥
giect.




Viral Video

Several short videos and from the “editing room floor” clips will bglp
provide back-story on the characters, history and production teapg
syndicated to UGC sites (User Generated Content) and commuyfti

Social Media

A vast majority of our intended audience participates heavily in social
networking, and so they are particularly marketable gais the medium. Social

our primary efforts will focus on the major socid
Facebook, as well as the social micro-blogging

Websites:

www.movietitle.com

Movie Title website will coptain'tgms of the Com@¥ny and production team, links
to other work by the team o aintained by the team. The
blog will be production ; and challenges of

making the film itsel Wi Waileds day to day set operations
i e ber of video interviews

with cast and crew as w8 and post, inviting the
audience to be4 ; . rsonnel as possible. This sort of

link with the4di = $ ancd¥dness to the project and will
j : i \di ; about the film.

@t may be seen by one or two hundred people, but a review from a
thousands or tens of thousands. Therefore, we will explicitly



MARKETING



IV.  SECURING DISTRIBUTION

RISK

predicted. In addition, the competitive nature of the film ing
failure of a motion picture, and the potential inability of

risk. The commercial success of a motion picture alsg.depent
factors and other tangible and intangible factorsg§¥ne o ich
certainty.

DISTRIBUTION MODEL

that has preexisting TSt 1 ibi theatre owners) guaranteeing screens
) the widest audience possible. Another

the right to use a theatre where the company
is is the most limited theatrical approach but
could lead to expansion in other markets. This

ave become more readily available to filmmakers the production
to tell less studio friendly stories has led to a new understanding and



VOD/SVOD /IPTV

(Video on Demand / Subscription Video on Demand / Internet Protocol T




Theatrical

¢ Film Rental — Exhibitors (i.e. theatre owners) of the film typicg

e Distribution Fees — Distributors fees for releasing the film, typ18
15% - 25%.

¢ Distribution Expenses — Costs of prints and ad
recoupable by the distributor

Home Entertainment (DVD, Blu-Ray)
¢ Distribution Fees
e Manufacturing & Marketing Exg

Foreign Sales

fve costs and fees associated unless they

% advertising for theatrical release are so high,
ibution Fees, films often do not recoup any net

Non-theatrical — airline, cruise ships, air carriers, schools, libraries,
military



o Product Placement & Branding Tie-ins
¢ Video Game
o 1iApp




V. INVESTMENT OPPORTUNITY

The revenue models contained in this document are based on certain ass
presented for illustrative purposes only and do not represent a forecast
results of the Company’s operations. Potential investors must recogni%
projections are only estimates, are not guaranteed, and should not be relic
investor in connection with the Company. No independent audit or review o
projections or assumptions has been performed.

FINANCING PLAN

The Company proposes to secure the majority or all prodd
partners. With production funding in place from ipg

1al rewards from that success. The Company cannot guarantee
itable, or that it will even earn back its budget, but will stand



is responsible for providing statements and payi
company within sixty days after the end of eack
will provide the investor partners with accounting
and owing, if any, within sixty days of the reeai

from the distributor.

share.

events and circumstances, maf

and its management. Ng i % Qi assurance is given that such




VI RISK MITIGATION FACTORS

The management team for Movie Title has made every effort, where poy
the risks involved with an investment in film. We have employed stratg
variety of areas throughout the film’s life cycle to ensure a completed
efficiently produced, and that a viable avenue for distribution will be ava
the film for profit.

the production budget, setting up a collection account
marketable actors with name recognition.

Several key factors will be utilized to mitigate the

e Control Costs — realistic budget plang
¢ Distribution Commitments — The
distribution commitments prior (g
e Foreign Pre-Sales — During pre i d¥Ction, key international
territories and/or domestic 1

secured to protect all ing
process, the allocatiog

e risk and provige
O 0 C

film, th



VII. THE PERKS

Perks:

e Exposure of your company’s brand or business with product placem¢
brand tie-ins to a global audience.

e Based upon the level of investment you could recej
Executive Producer - $2,000,000 investment or g

e  VIP access to the set.

¢ First priority tickets to all premieres, partie

acting, or considering getting involved j
set to observe and participate.

We will make an important com ilm? i o, You will be proud of the
final product.



VIII. THE MANAGEMENT TEAM

PARTNER / PRODUCER 1
One Page Bio

PARTNER #2

One Page Bio

ALL OTHER MANAGEMENT TEAM MEMB ¥ w

S




Variety, Posted Tue., Mar. 1, 2011

Success raises indie finance hopes
Big returns for 'Speech,' 'Swan'
By ANTHONY KAUFMAN

Call it the "Black Swan" ripple. Or "The King's Speech" effect.

"Black Swan" has expanded his and Jais inVe Marily in senior debt and
mezzanine finance and given them e idt an make sense."

Pictures prexy Brian Oliver sa il fi i million has been sunsetted
in favor of a $300 million fund.

e Entertainment, backers of "Sanctum," said the successes of "Black
peech” could be more the exception than the rule, with both films



budgeted indies.

There is a growing consensus that "distinctive" films ca
from "Black Swan" all the way up to "Inception."

Read the full article at:

http://www.variety.com/article/V




IX. APPENDICES

A. BUDGET TOP SHEET

MOVIE TITLE

Producer -
Director -
Location - Edit 15 weeks /
Prepared By : ier 2 f DNGA
Acct# Category Description
1100 |STORY, RIGHTS, CONTINUITY
1200 |PRODUCERS UNIT 487,087
1300 |DIRECTOR 218,875
1400 |CAST 826,205
Total Above-The-Line 1,851,923
2000 |PRODUCTION STAFF 8 488,875
2100 |EXTRA TALENWT 12 118,445
2200 |SET DESIGH 14 114,328
2300 |SET CONSTRUCTION 15 258,341
2400 |SET STRIKING 16 4,909
2500 |SET OPERATIONS 18 348,827
2800 |SPECIAL EFFECTS 19 13,888
2700 |SET DRESSING 20 227 844
2800 |PROPERTY 22 81,372
2800 |WARDROBE 23 186,528
FICTURE VEHICLE 24 5,900
24 g8.778
28 235,848
28 286,543
30 B2.725
31 608,280
38 221,084
43 43,428
44 8,368
44 10,000
44 18,150
3,450,448
4.5 404,578
48 12,000

46 147,058
47 200,245

48 42,840
48 | 141,854
49 7.500
49 21,000
49 40,210
49 51,400

1,068,484

51 244 118
a1 125.000

The Woman Who Came To Dinner v.2



Acct#

Category Description

6voon IIME-UFIANGE

Total Below-The-Line Other

Contingency : 5.0%

Completion Bond (Exdclude Writing, Insurance, Legal. Finance) : 2.5%

Total Above-The-Line

Total Below-The-Line

Total Above and Below-The-Line

Grand Total

600

Connecticut Tax Credit

Met Total

A COMPLETE BUDGET AND SHOQ
REQUEST.

RE AVAILABLE UPON




B. FILM COMPARABLES

We feel the film Juno, highlighted below, is most comparable to Movie Title. Its budget is similar and we also
will also most likely have a similar distribution plan starting in limited release and then opening wide.

Title Year C.om.pany/ Rating Genre Cast Budget Worldwide Domestic
Distributor
Gross
Julie & Julia 2009 | Columbia | PG-13 Bio A-List | 40,000,000 21.3%
Com/Drm
My OneandOnly | 2000 | Mdependent/ | o Bio B List 57,700 2.4%
FreeStyle Comedy
Little Miss Sunshine | 2006 Sea:c‘;]’;ight R Comedy | BList 40,632,0 59.6% 370,998 9.4%
. Focus/
Lost In Translation 2003 Universal HV R Comedy 75138403 37.2% 925,087 9.3%
King's Speech 2010 '"V‘:/‘Z?:s“t‘:?n“st/ R ¢ 449 | 25,414,100 | 33.5% | 4,484,352 | 3.3%
Juno 2007 Sea:;’;ight R $495,265 | 87,916,319 | 62.0% 413,869 7.4%
Independent/
127 Hours 2010 Fox 18,335,230 | 42,403,567 | 30.2% 264,851 11.7%
Searchlight
;}:ae d:e"" Wears 2006 326,551,094 | 124,740,460 | 201,810,634 | 38.2% | 27,537,244 | 22.1%
Soul Surfer 2011 444,268,170 | 43,853,424 | 414,746 99.1% | 10,601,862 | 24.2%
The Blind Side 29,000,000 | 309,208,309 | 255,959,475 | 53,248,834 | 82.8% | 34,119,372 | 13.3%
B c-B
fomamce | Lap | 35000000 | 42,064,105 | 7459300 | 34,604,805 | 17.7% | 3,721,526 | 49.9%
184,500,000 | 2,131,588,238 | 926,259,250 | 555,325,420 98,775,335
16,772,727 | 193,780,749 | 84,205,386 | 50,484,129 56% 8,979,576 16%

26




C. FINANCIAL PROJECTIONS

movie.



Scenario 1 2 3 One &
Domestic Box Office $11,000,000 $27,000,000 $60,000,000
Rental Rate 41.0% 44.0% 48.0%
Theatrical Rentals $4,510,000 $11,880,000 $28,800,000
Revenues
Theatrical Rentals $4,510,000 $11,880,000 $28,800,000
Non-Theatrical Rentals $330,000 $810,000 $1,800,000
DVD Revenues $7,480,000 $17,820,000 $37,800,000
Pay Television $2,090,000 $4,050,000 ’
Pay-Per-View / Internet $770,000 $1,890,000
FTV Broadcast / Basic Cable $1,100,000 $2,700,000
International Sales / Pre-Sales $3,587,500 $3,587,500 $3,587,500
International Overages $6,600,000 $21,600,000
TOTAL REVENUES $19,867,500 $147,622,131
Distribution Fees
Domestic (20%) $3,256,000 $24,486,926
International (20%) $300,000 $5,037,500
TOTAL DISTRIBUTION FEES $1,067,551 $29,524,426
DISTRIBUTION COSTS
Print and Advertising $2,000,000 $40,000,000
DVD Costs (35%) $589,281 $18,567,288
International Costs (3%) $755,625 $45,000 $755,625
Pay-Per-View (4%) $168,000 $6,933 $235,775
Television Distribution Cogll Ny $50,000 $50,000 $50,000
Residuals $4,969,296 $235,929 $6,524,898
Participations - Gross 0 0 0
TOTAL DISTRIBUTION COSTS $52,172,921 $2,927,142 $66,133,586
Productionj§ $7,000,000 $7,000,000 $10,000,000 $16,772,727
$1,507,990 $1,507,990 $1,507,990 $1,507,990
$5,492,010 $5,492,010 $8,492,010 $15,264,737
$10,309,048 $32,277,070 ($7,148,949) $36,699,382
$7,000,000 $7,000,000 $2,851,051 $16,772,727
$1,750,000 $1,750,000 SO $4,193,182
$4,279,524 $15,263,535 S0 $16,253,100
$7,117,422 $13,029,524 $24,013,535 $2,851,051 $37,219,009
1.7% 86.1% 243.1% (71.5%) 121.9%




