Preface

· Early efforts to enlist industry exports to help write book were unsuccessful because many were “unwilling to share industry secrets.”
· How book is put together (3 years):
· 1. Working with returning contributors
· 2. Seeking out new ones
· Deciding on new topics and searching for new experts is most challenging part of process
· Format/Breakdown of the Book
· I. Creators
· Producer, chooses story, does hiring, responsible for money spent and chief executive of picture. 
· Director is single artist most closefly identified with finished picture
· II. Property
· III. Money
· IV. Management
· 
· V. The Deal
· All in written agreements, to very basic elements
· VI. Production
· All complex prep and logistic planning is played out in principal photography
· Coordinating this is production management
· VII. Marketing
· VIII. The Revenue Streams
· Critical shift from money spent to money earned.
· IX. Theatrical Distribution
· Distributors predict how much money to spend on advertising based on predicted income
· X. Theatrical Exhibition
· XI. Home Video
· This is the most lucrative venue stream
· XII. Consumer Products
· Licensing and merchandising of titles or characters have become highly profitable forms of brand extension
· XIII. International

Introduction

· Movie as Product
· Movie is about making money
· Movies are merely part of a vast mosaic of marketing and reincarnations of a variety of products.
· The simple choice of going to the movies in theatres faces more competition than ever, because it involves leaving home
· Movie marketing costs are growing rapidly
· Movie is an extremely perishable commodity (lives in people’s minds), so it can rise and fall within a couple weeks.
· There is worldwide interest in opening weekend box office grosses
· The Movie Business
· There is no magic formula for a commercial movie, but patterns emerge emulating prior success
· Financing is an enormous crapshoot; entire investment is made before anyone knows if movie is marketable
· Movie = high risk business
· 1970s: shift from regional TV advertising to national 
· Resulted in national release patterns for movies
· Titanic is highest grossing picture worldwide but is a poor business model, going os far over budget
· Network TV Advertising
· Move to saturation-level national TV advertising indirectly led to escalating costs of today’s movies
· With more wide releases, adveritsing and print costs would continue to rise
· Star Wars
· Broke upper limits for grossing potential via repeat business, but also redefined worldwide income in book, music and merchandising sales
· Home Video
· Revolutionary on movie business, but stuios first resisted new technology
· Changed viewers viewing habits, and increased # of movies we see
· On popular movies, home video ougrosses theatre
· Continuing Cost Spirals
· Since 1980s, increased marketing and increased production costs
· Increased marketing costs were being rationalized as benefiting markets that followed theatrical release, especially home video
· Everything from shooting days, to mistakes are more costly
· Profitability
· Entertainment is now global
· Will keep expanding as countries stabilize politically
· Basic business skills applied to commercial moviemaking remain same around the world
· Internet
· New technology, we saw it almost devastate music industry that music changed business model
· We will see in near future how it will affect movie business
· New Challenges
· All the new technology and way movie business is changing can lead to innovative approaches and eras
· Entertainment Studies
· Goal of author: use this book to encourage academic colleagues to group instruction under “entertainment studies”

THE CREATORS
The Producer (by David Puttnam)

· Producing is relatively constant job: What has changed is complexity in legal, contract and copyright areas
· General tasks: Choose movie by reading scripts, budgeting, work with creators (directors and other creatives), post production and marketing
· Sensible producers devise working system that maximizes their personal strength (personality, knowledge, talent) and minimizes weaknesses by bringing others to help this
· Process of choosing which movie to produce is organic, it should be this way (“like falling in love”)
· Fundamental task of producer is to make project as risk-averse as possible. Advice: bring in bargains, relatively inexpensive pictures on or under budget
· Key to remaining stable is being prepared to think the unthinkable
· Dangers to watch out for
· Being pushed into release date
· Pressure to deliver a budget before locations have been scouted
· Advice in budgeting: don’t lie to yourself. 
· Also, don’t sacrifice necessary things for less money (such as ambulances and safety equipment)
· Timing of making the film:
· It takes 72 hours for crew to get to know each other
· Producer has 1 crucial week on a movie, maybe even just 3 days (Wed, Thurs, Fri of second week).
· All fundamental decisions need to be made in this time
· If need be, confront your director. Key to relationship is trust
· Reserve the right to decide what time omvie wraps
· At end of week 2, good idea to throw a little unit party
· Most expensive element in shooting is time
· If done numbers right, relationship with financier during production should be amiable
· Director-editor rapport must be truthful
· Post production
· Leave money in budget for reshooting a couple of odd days
· 2 types of previews: for production and for distribution
· Production: to see strengths and weaknesses and make improvements
· Distributions: for advertising decisions

The Director (by Sydney Pollack)

· It is important to work with writer before starting to shoot film: nothing is wasted, “even going on walk and talking is not wasted”
· Agents have become very powerful
· They can involve director earlier even before agent hasn’t even been offered script 
· Agencies share decision-making process as much as studios
· Definitely brings more money in because of their presence. But better film? Probably not
· Director needs to know exactly what he wants to do
· When studio greenlights, picture preproduction begins
· Some directors turn all producing decisions over to producer
· To Mr. Pollack, producer has direct say in creative areas (selecting director, cast and head of deparments)
· First thing usually asked director is how much will it cost
· A lot of determining budget is common sense
