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Releasing in the art-nouse sector on a
minimal budget

= The reality in the UK now is that you can
release a film without the need of 35mm

= |f sticking to the independent sector then it Is
achievable

= Digital Costs will remain a standard cost,
allowing only the Publicity costs to fluctuate

= Cost of subtitled 35mm are simply too high to
work with given the current climate of art-

house film




Case Study; MID AUGUST LUNCH




Released; 14" August 2009

= The emphasis for the campaign was on the
creation of UK artwork and subsequent
advertising — therefore all print costs
needed to be kept to a minimum

= \We were in possession of 1x35mm, so | set
myself the challenge of utlilising that for the
entire length of release

= [herefore Digital bookings and strategic
use of the 3bmm would see us through
release




What is cost / What we made

HDCam SR, encode, addition of subtitles/
logos as well as 18t week bookings; £3k

Opened on 7 digital screens, but covered the
4 London screens with 1 DCP

First week gross; £42.2k

End of the run; 30 DCPs used at a cost of
2.8k

Total gross; £1/76k
Digital costs in total; £5.8k
Distributor return; £50k




Great!
But could it work on a bigger title?
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“SHOWS THE MASTER oF AUSTERE
RIGOUR AT THE VERY HEIGHT
w s POWERS™

“A CREEPY MASTERWORK
of IMMENSE SUBTLETY™

*x X kX

“ABSOLUTE CONFIDENCE
WD MASTERY of irs own
CINEMATIC LANGUAGE"™

A FILM BY
MICHAEL HANEKI

THE WHITE RIBBON
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Case Study; The White Ribbon
Released: November 13t 2009

We planned to make this an ‘event’ film, so
supply to cinemas was restricted to one print
per key city and only 7 cinemas in London

A digital only release was therefore a possibility
by making the decision to stay away from
Mmultiplexes

A DCP was created for Cannes, so an adapt
was all that was needed for the UK

No inter-negative, so prints were being shot
out from digital at a cost of £3000 — no brainer




What it cost / What We Made

DCP UK adapt; £1.6k
18 DCPs for on date bookings; £1.4k

First week gross; £122k

End of the run; 30 DCPs used at a cost of
£6.3k

Total gross; £650k
Digital costs in total; £7.7k
Distributor return; £190k




The White Ribbon - 35mm and Digital

The White Ribbon on 35mm and Digital - Total Box Office £630k - 93% Digital




Conclusion

= 35mm is dead if you want it to be

= |f releasing an English language film | would
rethink the strategy, as | am doing with our
upcoming release of Winter’s Bone (mainly

this is to avoid paying VPF in the circuits)

= \Work with the exhibitors and be realistic; |
took 5 evenings shows in multiplexes in the
build up to Avatar as | new there was a
dearth of Adult product, but there would be
no chance of holdover
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An Artifuial Eye redease whe

"AWILD OPERATIC DRAMA
“THUNDEROUS meLopRAM. . , WITH AN EXHILARATING

SPECTACULAR” | 9, ORCHESTRAL SCORE"

POWER, PANIOR. TRAMEDY. THE TRUE ITORT OF WUMOLIAY ISRET LOYE

"

“SUPERBLY RERLISED. ..
A TRAGIC AND MOVING STORY™

MAR(O BELLO<(NIO
“A HIGHLY CINEMATIC ORATORIO OF
ENORMOUS RHETORICAL FORCE"




