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BUSINESS PLAN
Date

This document and the information contained herein are provided to potentia
LLC (“Company”) regarding the proposed film Movie Title®
proprietary to the Company and is intended only for the persons to whom it is tra
Company or its representatives. By accepting this document, the recipient agrees to ke
in strictest confidence and not to reproduce or divulge any of its contents without the prio
consent of the Company.

2

Similarly, internal surveys, industry f& -
not been independently verified by the Ty, epreseiations as to the accuracy of such
information is being made.

als are for informational purposes and
of the owners and/or rights holders of the movies
nd commercial products is not meant to suggest

Use of movie titles a
illustrative purpose

put future events and circumstances, many of which will
its management. The Company believes that such

able under the circumstances, but no representation,

It such projections will be reahzed There may be variances

ated, this business plan speaks as of the date hereof. Delivery of this business
y implication that there has been no change in the affairs of the Company after

shall not
date hereto.
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I. EXECUTIVE SUMMARY

“Companies engaged in production are conservative and cautious both in
budget, while studios are looking to partners for finance and product. It’
opportunity, where doors and minds are open to new ways of doing b
and exploiting movies. Indeed, for independents, entrepreneurs and forei

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

THE FILM

Short Pitch regarding the Film.

THE COMPANY

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

bibany Name,
Y a single feature length
000,000 dollars in capital to

THE MANAGEMENT
The Company is headed by Together, they bring decades of
successful experience in the motion pREURAI Mghinvestment financing to the

project. The principalgsg




Male & Female 18 - 55 years olds

¢ This demographic is attracted to films such as Julie & Julia, Devil
and The Blind Side (See Appendix B. Comparables). All are b
stories in the lives of well-known celebrities; and all are charmj
filled with humor.

¢ All these movies did breakout box office due not only to content but st
attached. Although we will be much more modest film without heavyweig
the lead, we do believe we have the opportunity to achieve those numbers.

SECURING DISTRIBUTION

The motion picture industry is highly competitive;

The Company is seeking an equit A A0 full production and early
marketing of the film tentatively tit]3 After tife Investors have received

125% of their contributions, the Inve
additional distributablgare i share of common equity

@ 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 independent films?

More than half of the “Best Picture” Academy Award® s since 1980

e Packaging: During this ¥a
actors, key production pe

‘package” the film (i.e., attach
he initial marketing campaign

for camera 2 ; ek re shooting schedules, etc. At this time,
all actors

d of principal photography we launch the online

During the postproduction period (approximately four to five
irector and editor will select the best “takes” of the various scenes
P takes into an assembly of the entire film. Once the film has a

£, the project moves into various departments for finalizing the
ample Music, Visual Effects, Sound Design, Color Correction

ition: This encompasses all potential exploitation and sales of the film
. The theatrical release, DVD/Blu-ray sales and rentals, the various

Pastitute 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 s ion.
well-crafted screenplay is vital and is the basis for all successfu

e Know your target audience.

¢ Marketable Content aimed at your target audience.

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

e audience for which the
and all decisions have to be

e can encompass a number of
e audiences within and across

The most important element in any sucg¥sf
film is being made. This is the source of
made with the target audience N4
broad, age demographic categorig
these categories.

The age demographic categories utiNge ; industri¥are kids, young adults, and
adults. The adult category can subseq? c Slown into various age groups and
as well as by male and female.

ould be the same audience that went in

droves to see Little M/ emales 18 — 55.

Marketable Content

b@ioct for Movie Title is set at approximately $7,000,000. The
d¥€t top sheet is attached hereto as Appendix A.

ecause 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 benefit
available to independent productions, such as discounts in loc
camera packages and Special FX rates, while still allowing
the highest production values. This means the investors wj
film that has the appearance of costing more than it act

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

State Tax Credits and Rebates

o Movie Title has been is Pre-Qualified fo
Incentive for filming in Connecticut, wher®

place. (See Appendix D).

tate Tax Credit
is scheduled

o Itis estimated that approximate

35% tax relief in ¥ 3 @181 of the American Jobs

Creation Act, 20Q ire invougmeN@guld be written off against
passive income at ¥ ) auld also be spread out
over multiple years

*Recipients of this bus
advisommith respect to R@lc Q@ local tax matters.

e released to the production company
able to complete the film.



SYNOPSIS

A one page synopsis of the film.

CASTING

CAST WITH LETTERS OF INTENT:

ROLE OF

GLENN CLOSE

Five time Academy Award nQg
raised in Greenwich, Conng S
until 1982 when she was 1

Fields in The World Ag@ouhe to Ga

Williams. For this rq reakthroug ilm for Close, she later

went on to receive a
Supporting '

S which she rect
Supporting Actress in the role of S
Gaines a former lover of baseball pla
of the greatest sports films of all time
Nominated for the Agmls

afion once again for
Close portrayed Iris

% hird and final time Close was
Actress.

Close went on to , Maxie, and Jagged Edge. In 1987
Close was cast in the Won for which she was nominated for the
Academy Award and G3 C ress. The following year Close stared in

the Oscar Winning Drama DgeT®@g Liaisons. For this role she was nominated once

series Damages for which
and two Emmy Awards. In




PROPOSED SUPPORTING CAST

ROLE OF

DREW BARRYMORE

Charming, free-spirited and - above all - talented, Drew Barr
has come a long way since her big-screen breakout in E.T.: The
Terrestrial (1982). Despite a troubled agd much-publicized

notable appearances in Poison Ivy, Bad G
Batman Forever, Woody Allen’ g
Craven's Scream.

Turns in The Wedding , Never
Been Kissed, Charlie's Angels, Riding in i d®onnie Darko followed,
proving to once-cynical audiences that § y a capable leading lady,
but also a gifted and versatile actor. Rece cluded 50 First Dates, Fever

Award for Best Actress in a Miniserid C i r her portrayal of
Little Edie in Grey Ggidens.

GWYNEZH PALTROW

cceived her early acting training under the tutelage of her parents. In
091, she quit the University and began to actively pursue a career in




CHRISTINA APPLEGATE

Grace Kelly and appeared on her first TV series in Showtime'?
political comedy, Washingtoon, in which she played a Congress
daughter. She was also spotted as a guegt in the shows, Father

In 1986, Applegate won the role of Robin Kennedy, a pohce
drama serles Heart of the Czty Meanwhile, she Wasgs

Applegate eventually scored her most me
comedy series, Married... with Children

Since then, she has established a film and
and earning Tony and Golden Globg
films including Don't Tell Mom
Thing, Anchorman, Farce of the
Squeakquel and Hall Pass. She ha\h 21T C
productions such as the 2005 reviva C arity. As of May @
2011, she is set to star in NBC's comé .

inning a Primetime Emmy
s had major roles in several
s Big Hit, The Sweetest

ROLE OF
HARRY HAMLIN

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

amlin appeared in the 1976 television production of Taming of the
V:rew and also had the title role in the 1979 television mini-series
ds Lonigan. He had a role in Movie Movie, but his big-screen




Following this, Hamlin's popularity skyrocketed when he starred on the highly g

Man Alive" in 1987.

In 2001 he starred in the television comedy Bratty Babies, and in 2002

recurring cast member. He also starred in the Hallmark
published a book "Full Frontal Nudity: The Making of
shares stories of his career as an actor.

tal Actor" wherei

ADAM ARKIN

: ’ ¥s, 4 SAG Awards (Ensemble,
Chicago Hore i , y Louisiana Sky). He is also
one of the thyga Wis a8 The Whale" Biederbeck on

Exposure, Chicagh
The West Wing, Frasig Boston Legal

the South Coast Repertory world premiere and

BiRiooklyn B . In addition he is known for his directing work,
3 v, Boston Legal, The Riches, Dirt, Ally

ed He won an Emmy for directing the




III. MARKETING

“In 2009, we saw two movie-making extremes. On the one end, we got A
reported half-billion dollars in production and marketing expenses and 4
not too much less. And both of those made out okay financially. At the
Paranormal Activity, reportedly made for $15,000 and raking in more th
million. The former outcome has been the norm for a while; the latter pheno
to be rarer. But in 2010, largely thanks to the pervasive use of social networks an8
increase in paid digital distribution channels, we look forward to seeing more low an8
micro budget films attaining a higher degree of financial s J

Regardless of the eventual distribution method, the Compan$
early efforts to market and build awareness for Moxigaihitle
Distributors and End Users (our target audience

beginning is key to building and establishing Z¥u¥sc WakcW bri gy to the
project. This approach gives the company 1z i traditional

distribution. The Company has devised a
coordinated effort directed at creating a
engaging both groups at the same time.

Movie Title will be marketed ea \
addition to our new media effortSyae i argeted to gain additional
media coverage.

fans to express theg CS G . ad recognized for their efforts. This will
in. Using this information the Company



Viral Video

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

Social Media

A vast majority of our intended audience participates heavily in social
networking, and so they are particularly marketable via the medium. Social m
provides an easy way for word-of-mouth to spreadgery quickly when the
audience responds well to the film. While we wi
our primary efforts will focus on the major socia
Facebook, as well as the social micro-blogging site

Websites:

www.movietitle.com

Movie Title website will contain B
to other work by the tea
blog will be production QuaLcS . cQiecesses and challenges of
making the film itself. Po
and post production work. 3 3 . ber of video interviews
with cast and crew as we proy [ iduction and post, inviting the
audience to be as familiar wit e

link with the gadic

@¥ny and production team, links

dness to the project and will
about the film.

r screenings as possible. The focus is to get reviewers to cover the
g may be seen by one or two hundred people, but a review from a
thousands or tens of thousands. Therefore, we will explicitly



MARKETING

Once a Domestic Distributor is obtained, marketing strategies will be discu
decided. If a limited theatrical opening is in order, information gathered
release marketing will provide us with geographic locations that can b




IV.  SECURING DISTRIBUTION

RISK

a motion picture depends primarily on its acceptance by the public, which cannot B
predicted. In addition, the competitive nature of the film industry, the possible box off

certainty.

DISTRIBUTION MODEL

Securing distribution is the most 1m0rtan ancial success of any film. The
primary distribution goal for MoNd i o@itical release, which has the most
significant impact on the film’s #@# naximiZe S@utial for profits in other
markets worldwide. The seconda
with the Company possibly using RN 0s ) QPution models.

THEATRICAL

theatre owners) guaranteeing screens

2eh the widest audience possible. Another
e the Company, after determining a market's
o1 the right to use a theatre where the company
is is the most limited theatrical approach but
with thd : e pn could lead to expansion in other markets. This
Oard to a successful home entertainment release.

ing used to viewing more direct-to-DVD/BluRay media. Years ago
o home market it was assumed to be of a lower quality. As

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



VOD/SVOD /IPTV
(Video on Demand / Subscription Video on Demand / Internet Protocol TV,

Currently 40% of Netflix users take advantage of the digital download
With more ways to watch downloaded content and new product being 8
time, it is becoming a largely effective way to reach an audience. Market tr'®
this is the way technology is pushing media. From Xbox to iPhones, we are alr®
seeing content with major stars premiering as downloadable content across many
platforms. Apple’s iTunes platform is the premiere example of this growing trend. Th
specific technology allows users to rent or purchase a title

STRATEGY

By working in collaboration with these di cA¥iahics during pre-production,
agement team can take
in a constantly changing



Theatrical

¢ Film Rental — Exhibitors (i.e. theatre owners) of the film typica
- 60% of Gross Box Office and remit 40%-50% to the distrib
pending on the strength of the distributor and the performap

¢ Distribution Fees — Distributors fees for releasing the film, typic®
15% - 25%.

¢ Distribution Expenses — Costs of prints and advertising for the film
recoupable by the distributor

Home Entertainment (DVD, Blu-Ray)

e Distribution Fees

e Manufacturing & Marketing Expg
Foreign Sales
e Foreign Sales Fees,

o  Market Costs — the ¢
Cannes, AFM, Berlin,

ational sales markets such as

® Ads, trailers, posters, an us marketing costs recouped at

cost.
Ancillary
e All the oth e costs and fees associated unless they

advertising for theatrical release are so high,
ibution Fees, films often do not recoup any net
eceipts. The main sources for profits for the film

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



o Product Placement & Branding Tie-ins

e Video Game

o 1iApp




V. INVESTMENT OPPORTUNITY

presented for illustrative purposes only and do not represent a forecast
results of the Company’s operations. Potential investors must recogniz€
projections are only estimates, are not guaranteed, and should not be relied
investor in connection with the Company. No independent audit or review o
projections or assumptions has been performed.

FINANCING PLAN

studio specialty division or smaller indepen
DVD/Blu-ray distributor. If a satisfactory d

m, along with striking the
g channels.

the strongest position to control the ¥
best financial arrangements with the

tribution deal for the film, with a
and secure a favorable distribution

ause when a distributor commits funds
s strongly motivated to see the film

As with any business, when revenue exceeds cost,

The independent fily
distributor who wi
release pattern. This
to the prints and advertis
become successful and make
profits aggmsgalized.

nt that it will create a motion picture that audiences will enjoy,
ancial rewards from that success. The Company cannot guarantee
profitable, or that it will even earn back its budget, but will stand
t to ensure that the most reasonable distribution deal(s) possible



(a) From the Producer’s Gross Income, the Company will pay any and all o
production expenses not covered by the production budget, such as d
of talent salaries, residuals, and other such costs.

ing

(b) After deducting any deferred fees or outstanding expenses, 100
Producer’s Gross Income will go directly to the investor partne
partner’s investment until they have recouped 125% of their invest
Accounting statements from distribution companies are usually handle
quarterly basis for the first two years of the distribution agreement and sem
annually thereafter for a period of two years. Generally, the distribution compa

from the distributor.

(c) After each investor partner has recoug

moneys earned will be divided bety partners on
a 50/50 basis. Producers will pa alent out of their 50%
share.

See Film Comparables: APPENI)I ctions APPENDIX C

Such projections are based on nu
events and circumstances, many o



VI RISK MITIGATION FACTORS

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

The Company will implement several proven strategies to mitigate risk to investors,
including state & Federal tax credits and rebates, incorporgging the marketing budget in
the production budget, setting up a collection account wi
marketable actors with name recognition.

Several key factors will be utilized to mitigate the egud

® Control Costs — realistic budget plannj
¢ Distribution Commitments — The Cg

e Foreign Pre-Sales — During pre-4
territories and/or domestic rights
e (ollection Agency — It iS\ui i 3 ion account manager will be
secured to protect all invg ) .
process, the allocation and

potential revenue streams. "R@e , i erates numerous revenue
streams from various countrid i e allocated and paid to financiers,
producers, sales agents and ot : ection Account Manager

computes rgvg LN parties with regular reports and

splits reve 8 2 N\ cordance with their contractually agreed
entitlement.

de with investor’s interests foremost in
opportunity for success and profitability for the

Each step of the way, every
mind, to reduce risk and provi@
film, th d the Compa¥



VII. THE PERKS

Investing in and/or aligning with the Company for the production of Movi
unique opportunities not only in the nature of your investment but with
Perks:

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

e Based upon the level of investment you could receive credit on the film.
Executive Producer - $2,000,000 investment or grgfs

e VIP access to the set.
e First priority tickets to all premieres, parties, and scree

Access to the producers for discussions about fz

ying film,
acting, or considering getting involved i @y will be welcome on the

set to observe and participate.

We will make an important com' aal film. X citing. 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 MEMBERS




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.

After two years of doom and gloom in the independent sectofbe box office and award-

The payoff from these successful films is
DRO Entertainment's Peter J. Fruchtman #@¥me of his investment in
"Black Swan" has expanded his and his inv¢ A arily in senior debt and
mezzanine finance and given the i o1ty can make sense."

"Black Swan's" backers, in partic y '
Pictures prexy Brian Oliver says an i Amillion has been sunsetted
in favor of a $300 million fund.

"Independent film got scary for a couple Y coming back," Oliver said. "l
definitely think thode 50 million worldwide helps
invigorate people's ent films is a moneymaking proposition,” he

added.

yyfare Entertainment, backers of "Sanctum," said the successes of "Black
's Speech" could be more the exception than the rule, with both films

ent and are willing to buy up front," he said.



And it's not just "Black Swan" or "The King's Speech" but a whole slew of recent ig
successes that have bolstered the spirits of those working outside Hollywood.

Taylor suggests it's the very range of films that have achieved success that's g
"Beyond the obvious juggernauts, the reality is that '127 Hours,' which wag
indie money; 'Blue Valentine'; 'Winter's Bone'; and "The Kids Are All Rig
financially successful," he said.

Producers are also upbeat because they see fewer studio films -- particularly those a1
sophisticated audience -- getting made, freeing up more top directors and talent for sma

budgeted indies.

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

Taylor believes the atmosphere has been steadily i
only now beginning to catch on with public and

For the first time in a while, as he said, "The
Read the full article at:

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




IX. APPENDICES

A. BUDGET TOP SHEET

MOVIE TITLE

Producer :
Director :
Location :
Prepared By :

Schedule: Prep & Weeks / 5
Digital Shoot-Locations: CT [ Sta
Post: Edit 15 weeks [ Mix:
1& Tier 2 f DGA | SAG !

Acct# Category Description

1100 |STORY, RIGHTS, CONTINUITY

38 458

|LOCATION

1200 |PRODUCERS UNIT 467,087
1300 |DIRECTOR 210,875
1400 |CAST 926,305

Total Above-The-Line 1,851,923
2000 |PRODUCTION STAFF 488,875
2100 |EXTRA TALENT 118,445
2200 |SET DESIGN 114,320
2300 |SET CONSTRUCTION 258,341
2400 |SET STRIKING 4,909
2500 |SET OPERATIONS 348,827
2600 |SPECIAL EFFECTS 13.886
2700 |SET DRESSING 227,844
2800 |PROPERTY 81,372
2000 |WARDROBE 23 | 188,528
3000 |PICTURE VEHICLES & ANIMALS 24 5,900
3100 |MAKE-UP & HAI 24 08,778
3200 |LIGHTING 26 | 235848
3300 |CAMERA 28 | 288,543
3400 |PRODUCTION SOUN 30 82,725
31500 |TRANSPORTATION 31 | 608,280

36 221,084

43 43,428
44 9.389
44 10,000
44 19,150

3,450,448
45 | 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 SHOO R RE AVAILABLE UPON
REQUEST.




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.

Company/

Domestic

Title Year Distributor Rating Genre Cast Budget Worldwide %
Julie & Julia 2009 | Columbia | PG-13 Bio A-List | 40,000,000 21.3%
Com/Drm
My OneandOnly | 2000 | Mdependent/ | o Bio BList | 10,000,000 57,700 2.4%
FreeStyle Comedy
Little Miss Sunshine | 2006 Sea:c‘;]’;ight R Comedy | BList 40,632,08 59.6% 370,998 9.4%
. Focus/ .
Lost In Translation 2003 Universal HV R Comedy A-List 75138403 37.2% 925,087 9.3%
King's Speech 2010 | 'ndependent/ | Bio A-List 25,414,100 | 33.5% | 4484352 | 3.3%
Weinsteins Drama
Juno 2007 Sea:;’;ight R 87,916,319 | 62.0% 413,869 7.4%
Independent/
127 Hours 2010 Fox R 18,335,230 | 42,403,567 | 30.2% 264,851 11.7%
Searchlight
;}:ae d'ze"" Wears 2006 326,551,094 | 124,740,460 | 201,810,634 | 38.2% | 27,537,244 | 22.1%
Soul Surfer 2011 18,000,000 | 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%
fommnce | L | 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
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C. FINANCIAL PROJECTIONS

The Below graph shows different scenarios for the return on investment. All three scenarios
the average of the movies in our comparable charts as wells as the lowest grossing movie.
with average score of all movies on our chart. Note that the average budget is well mor
movie.




Scenario 1 2 3
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 $8,640,000 $470,434
Pay-Per-View / Internet $770,000 $1,890,000 4,200,000 $173,318 894,377
FTV Broadcast / Basic Cable $1,100,000 $2,700,000 ‘}‘ 80 000 $247,597 $8,420,539
International Sales / Pre-Sales $3,587,500  $3,587,500 m ' $1,500,090 4 $3,587,500
International Overages $6,600,000 1080009 V4V $21,600,000
TOTAL REVENUES $19,867,500  $49,3374 a1 427,90 .V 2 $147,622,131
/N . N/
Distribution Fees / ‘
Domestic (20%) $3,256,000 128 48,000 $767,551  $24,486,926
International (20%) $717,500 4 4@Q37, Yy 037,500 $300,000 $5,037,500
TOTAL DISTRIBUTION FEES $3,973,500 QL 19aoodV #$22,485500  $1,067,551  $29,524,426
N V4
DISTRIBUTION COSTS R N Q.
Print and Advertising $6,60 ‘O‘ \\ 000,000 $2,000,000 $40,000,000
DVD Costs (35%) $2,618NRONNERS o MR000 Q230,000 $589,281  $18,567,288
International Costs (3%) $107,6% B W5 N $755,625 $45,000 $755,625
Pay-Per-View (4%) $30,3000 W SO0 S $168,000 $6,933 $235,775
Television Distribution Cq $50,000 \ $50,00 . $50,000 $50,000 $50,000
Residuals \ AoWs0,718 $4,969,296 $235,929 $6,524,898
Participations - Gross U N\ 0 0 0 0
TOTAL DISTRIBUTION COSTS 4,569 Bs,043 $52,172,921 $2,927,142  $66,133,586
Q.
Production B oo $7, 00008 $7,000,000 $7,000,000 $10,000,000  $16,772,727
Productionfis $1, 507, $1,507,990 $1,507,990 $1,507,990 $1,507,990
TOTAL PRODU $5,492,010 $5,492,010 $8,492,010  $15,264,737
NET RECEIPTS ‘\v $10,309,048 $32,277,070 ($7,148,949)  $36,699,382
V4
RETURN OF INVESTVNT MY 4 $7,117,422 $7,000,000 $7,000,000 $2,851,051 $16,772,727
TIE Retmilig; v $0 $1,750,000 $1,750,000 $0 $4,193,182
S A \ $0 $4,279,524  $15,263,535 S0 $16,253,100
PTAL INVESTQRBETURNY $7,117,422  $13,029,524  $24,013,535 $2,851,051 $37,219,009
R P Investighat) (g 1.7% 86.1% 243.1% (71.5%) 121.9%




