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Publisher & Editor in Chief 

COMMENT

The film business is going through an interesting phase, and this issue’s
comment is connected to it by virtue of some interesting experiences,

encounters, and observations made over the summer months.

Well-respected producers are taking on the studio system over ‘monies
owed.’And they are winning! Alan Ladd Jr.’s victory gives hope to the

many independents and individuals who have been shafted for far too long by
a ‘system’ run by faceless entities. One wonders when ‘enough’ is truly
‘enough.’ And what is the barometer? If Lord of the Rings Trilogy  made
approximately  three billion dollars, why is it so difficult for Peter Jackson to
get his fair share? The truth is that the money sits in the bank, and the interest
alone earned each week makes it worthwhile for the studios to sit on the pro-
ceeds yet another seven days through sheer ‘greed.’ Has no one noticed how
an electronic transfer that is ‘instant’ takes more than a week to hit our
accounts? This has been going on for many years and yet no one speaks up.
We are encouraged to go on line and do everything for ourselves, except share
in the profit!

The hedge funds were the craze for another heart beat. The Big Players
played in the big game and they are getting burned. It baffles me that due

diligence never seems to get done when it comes to the film business. Why not?
Relatively speaking, our film industry is quite small. We all know who the
good guys are. Yet interestingly enough, the good guys never get asked with
‘whom to put the money.’When we look around,  the good guys  are still ‘mak-
ing movies,’ but they’re not ‘creatively’ accounting before the movie begins,
throughout the movie-making process and after the movie is released. It is no
wonder that the ‘independent’ business, though alive and well in spirit, if noth-
ing else, is sadly finding it tough going. My point is this: it is extremely easy
to sit in an office and push paper, secure in the knowledge that you do not have
to take responsibility for that piece of paper and are just doing your job. Even
if you know that job is ‘corrupt’ by the actions you take pushing that piece of
paper forward. 

Then there’s the age-long practice in the film business of ‘stealing’ peo-
ples’ ideas.I have often heard stories about people who have gone to stu-

dios and pitched their ideas, or left a script, or chatted at length with some-
one in production, only to discover the idea on a website within 24 hours, or
that two months later it turns up as a script with the characters switched – not
a woman but a man, not a horse but a donkey. Over these past few summer
months, however, I spent some time with producers who are trying to get
their scripts made, and I was astonished at the  regularity with which this
practice of ‘stealing’ occurs. is Where an independent’s pitch should have
been placed in a file labeled ‘potential storyline for consideration,’ instead it
landed in the bottom draw of a corrupt paper-pusher’s desk to be regurgitat-
ed as a screenplay identical to that which the independent had been working
on. Can corrupt people really sit at desks, push paper, steal ideas, present
them as their own, believe they are ‘living the life’, and write home “I am
doing great in Hollywood”? 

Which brings me to producer/director/writer Tim Greene, who, with
four films to his credit just four years after he began making films,

has experienced all of the above in varying degrees. Greene is on a mission

to take Hollywood, not be taken by Hollywood.  This multifaceted individ-
ual is a Songwriter and Producer with more than 17 Single Releases
including 2 Billboard Top Ten Hits. He regularly speaks to aspiring film-
makers at events like the Philadelphia Film Festival, and he has been inter-
viewed by CNN and E!TV to name just two broadcasters. A former talent
manager, Greene successfully managed 73-year-old Rappin’ Granny. A
former touring tennis player, he has won over 120 tennis trophies and has
played in national tournaments all over the US. With a degree in Business
Management, Tim Greene wants to be the Walt Disney of hip-hop cinema,
making films for an audience predominately targeted between 8 and 12
years old, and he travels all around the county conducting workshops for
children. Tim Greene is obviously a talented guy, a guy with a vision and
a passion, and a guy who is determined that he will make his films his way.
He told me he had gone to many interviews and had spoken to many peo-
ple and it’s always the same story: “Hollywood wants to take your prod-
uct, do what they want with it, and pay you 5 cents to their 5 million.”
Greene is not about to ‘play’ that ‘game.’ Instead, he has been pounding
the pavements trying to get his project, Little Homeez, into a new ballpark.
He vows he will not “walk or lay down with the wolves.”  Greene comes
from a family of five children whom his principled single-parent mother
raised under challenging circumstances by herself on the wrong side of the
tracks in Philadelphia. Despite that he and his siblings are all high-achiev-
ing entrepreneurs who attended Harvard or Princeton. Tim Greene wants
to make movies with subject matter not touched on before, but he does not
want to end up having to sue a studio or a company for money that is right-
fully his. He knows how to put value on the screen. His no-budget movies
sell in the same stores as Hollywood product. And he marketed his films
to the stores HIMSELF. Since his first visit to a studio paper-pusher,
Greene has guarded his ideas carefully.  He keeps them in his head, and
there they will stay until such time as the right deal is placed on the table. 
Tim Greene possesses spirit I referred to earlier. The going may be tough,
but the tough and passionate keep going. One day the world will know Tim
Greene. He is an upright, straight-shooting and smart. He knows what he
wants, and he knows that one day he will get there. It takes courage and a
special kind of determination to stick to your guns, to be the contrarians,
to follow your own dreams. Those in the film business who ‘steal’ and go
about doing ‘business’ corruptly have no idea what those words mean or
what it takes to have that kind of steadfastness. 

Our AFM issue continues with our trademark ‘Diversity is the New Money’,
aptly demonstrated by our coverage of a multitude of complexions

throughout the magazine. It has always been a part of The Business of Film phi-
losophy to ‘discover’ exciting innovators, especially those who are entrepre-
neurs. Having recently needed to spend more time in LA, I am pleased to have
become more exposed to companies of all complexions, which has enabled me
to more vigorously follow that edict. Where The Business of Film has led, oth-
ers have followed covering topics such as Women in the Film Industry (1985),
The New Genre: Black Filmmakers in the 90’s (1991), and Diversity is the New
Money (2007). Our feature Violence & the Media: Should We Have A
Responsibility? (1983) has never been covered by any other publication in our
sphere. Call us ‘contrary’ but we have a purpose. And we are sticking to  it.H
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Before and since establishing her
independent sales company in
1990, Adriana Chiesa Di Palma,
President of Adriana Chiesa
Enterprises (ACE), is renown for
working with great European
directors and distributing high
quality European films. The reper-
toire of renowned directors the
company represents includes
Giuseppe Tornatore, Carlos Saura,
Akira Kurosawa, Ettore Scola,
Pupi Avati, Lina Wertmüller, Dario
Argento, and the new generation

of directors including Silvio
Soldini, Giuseppe Piccioni,
Davide Ferrario, Roberta Torre,
and Mariantonia Avati to name a
few.  At AFM, Adriana Chiesa will
be concluding the few remaining
territories on Italy’s nomination
for the 80th Academy Awards is La
Sconosciuta / The Unknown,
directed by Giuseppe Tornatore
with music by Ennio Morricone,
which the company represents and
has sold to date in 80 countries
worldwide. In July 2007 La
Sconosciuta / The Unknown gar-
nered five David Di Donatello
(Italian Academy Awards 2007):
Best film and Best director
(Giuseppe Tornatore); Best music
(Ennio Morricone); Best leading
actress (Ksenia Rappoport); and
Best Cinematography (Fabio
Zamarion). Adriana Chiesa di
Palma commented: “We are
extremely happy that La
Sconosciuta / The Unknown was

chosen to represent Italy at the
coming Oscars. It’s a film that
looks at the issues of our contem-
porary world. It’s a film about
love, the capacity of women to
love, and the courage to face diffi-
culties in life. Giuseppe Tornatore
makes extraordinary films. I
remain optimistic that audiences
worldwide want to see well-made,
engaging films. As we are able to
sell the quality films in our cata-
logue I have a concrete belief that
the public wants these films.” At
AFM, Adriana Chiesa Enterprises
has three new titles that were
screened at the Business Street in
Rome. Giorni e Nuvole from
Silvio Soldini was in the Official
Selection at Toronto. Silvio
Soldini also directed Pane e
Tulipani (Bread and Tulips),
which was a huge success for buy-
ers around the world. Piano Solo
from director Riccardo Milani is
based on the book by Walter

Veltroni (Rome's current
mayor). Il Disco Del Mondo,
published by Rizzoli Editore, is
the true story of the life of Jazz
musician Luca Flores. The slate
also includes Il Dolce e
L’Amaro, Andrea Porporati
which was in the official com-
petiton at Venice.  “I continue to
be further optimistic,” said
Adrianna, “that with the quality
of the films offered in our cata-
logue, we are able to achieve
our primary objective to obtain a
theatrical release because that
continues to be such a unique
experience.” 
Adriana Chiesa Di Palma is a
Member of the board of EFA –
European Film Academy and
Vice-President of EFEA –
European Film Exporters
Association. La Sconosciuta /
The Unknown is to be distrib-
uted theatrically in the United
States by Outsider Pictures.

Adriana Chiesa Di Palma

Returning to producing a slate of
movies, Moonstone Entertainment
chairman & CEO Etchie Stroh has
allied with Amicus Entertainment
president Robert Katz. The duo have
optioned the script adaptation of
Stephen King’s best-selling novel
From A Buick 8, which will be pro-
duced under the Stroh and Katz part-
nership. Long-time Stephen King
collaborator and filmmaker Mick
Garris will co-produce and Tobe
Hooper (The Texas Chainsaw
Massacre; Poltergeist), who has
worked with Stroh before, will direct. 

Stroh pointed out the director’s cult
status in the horror genre, noting:
“Hooper’s touch will give King’s
material the twist and edge that will
infuse it with box office appeal, as
we’ve seen with the recent success
of 1408 and the growing buzz
around the Stephen King adaptation
The Mist.” Hooper commented,
"From A Buick 8 is not your stock
horror film by any means. There's a
really cool, layered quality to the
story, with a sense of slipping in and
out of different dimensions. It's an
intriguing and compelling tale that
makes you think, even after you
leave the theater. It was great to find
that the producers, writers and I
shared the same sensibility about
the project and responded to it in a
similar way," 
From A Buick 8 centers on a mys-
terious Buick stored in a police bar-
racks in rural Pennsylvania where it
has been jealously guarded by
troopers since its abandonment by
an enigmatic stranger at a nearby

gas station. Following the death of
trooper Curtis Wilcox, his son Ned
arrives at Troop headquarters.
Bizarre recollections by various
troopers about the car and his
father’s fascination with it fuel a
near-obsession in Ned about the
Buick, which appears to possess
surreal qualities and be at the cen-
ter of the inexplicable disappear-
ances of two other people.
Co-founders of Chesapeake Films,
actor-writer Johnathon Schaech
and publisher Richard Chizmar,
are co-writing the screenplay and
also co-producing the project. In
business since 1992, Moonstone
Entertainment has produced and
handled international sales for a
number of critically acclaimed
quality motion pictures including
Chen Kaige’s Together and The
Promise; Robert Altman’s
Cookie’s Fortune; Mike Figgis’
Hotel and Miss Julie; Oscar-nomi-
nated Afterglow from Alan
Rudolph; Michael Radford’s

Dancing At The Blue Iguana; and
Pandaemonium directed by
Julien Temple.
Amicus Entertainment headed by
Robert Katz produced Stuck,
directed by Stuart Gordon, starring
Stephen Rea and Mena Suvari,
which premiered at the recent
Toronto International Film
Festival, and the remake of It’s
Alive, which is in post-production.
Katz has executive produced or
produced a number of films
including Gettysburg, The
Disappearance of Garcia Lorca,
Gods & Generals, Selena,
Introducing Dorothy Dandridge,
and Sea Of Dreams. He also has
numerous documentaries for
French and American television to
his credit. Amicus Entertainment,
the British production company
that produced The House That
Dripped Blood, was acquired by
Katz together with longtime
Amicus executive Julie Moldo and
financier Jay Firestone in 2005.

Etchie Stroh

Optimism & Universal Themes

Moonstone Gears Back Into Production
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Lee-Kim Heads Newly
Formed Mandate International

Mandate International debuts at the
AFM, following Lionsgate’s
(NYSE:LGF), acquisition of
Mandate Pictures. Joe Drake returns
to the fold of the Lionsgate family as
Co-Chief Operating Officer and
President of Lionsgate's Motion
Picture Group, overseeing all areas
of the Company's theatrical produc-
tion, distribution, marketing, acqui-
sition, and international theatrical
operations.
Following the acquisition, Drake
appointed Helen Lee Kim as Vice
President of International Sales for
the newly named Mandate

International. Helen Lee-Kim will
oversee foreign sales and distribu-
tion for key territories in Europe as
well as all of Latin America and Asia
including Japan. Lee-Kim has been
instrumental in the foreign sales and
international launches of over 25
films in the three years she had been
at Mandate Pictures. Lee-Kim
worked on titles that include White
Jazz with George Clooney; Mr.
Magorium’s Wonder Emporium
with Dustin Hoffman and Natalie
Portman; Gold Circle Films’
Because I Said So with Diane
Keaton; Sleuth with Michael Caine
and Jude Law; Juno with Ellen
Page, Michael Cera and Jennifer
Garner; Stranger than Fiction with
Will Ferrell and Emma Thompson;
and 30 Days of Night with Josh
Hartnett.     
A graduate of Loyola-Marymount
School of Film & Television in Los
Angeles, California, Helen Lee-Kim
joined Mandate in 2004. Prior to
Mandate, Lee-Kim started her
career at IFTA (International Film &

TV Association), the trade associa-
tion that runs the AFM (American
Film Market), and also held a post at
Franchise Pictures as the Director of
International Sales.
During the past two years,
Lionsgate's transactions have
included the purchase of Redbus
Film Distributors (October 2005)
and the independent television syn-
dication company Debmar-Mercury
LLC (July 2006). In October 2006
Lionsgate launched the branded
FEARNet channel with partners
Sony and Comcast, and in June
2007 Lionsgate acquired the U.K.
DVD distribution company
Elevation Sales in a joint
Lionsgate/StudioCanal partnership.
The company has also made recent
strategic investments in the online
marketing destination Break.com
and independent film distributor
Roadside Attractions. Lionsgate’s
prolific library has more than
11,000 motion picture titles and tel-
evision episodes 

Helen Lee-Kim

Writer/director Philippe Mora is in
preparation on his feature film about
the life of Salvador Dali. 
JG Ballard wrote in the Guardian
(London): “Salvador Dalí was the
last of the great cultural outlaws,
and probably the last genius to visit
our cheap and gaudy planet. Look
around you with an unbiased eye

and, alas, you will see no painter of
genius, and no novelist, poet,
philosopher or composer who takes
his or her place in that top tier with-
out asking our permission. I think
Dalí was the greatest painter of the
20th century - far more important
than Picasso.”
Mora agrees with JG Ballard and
wants to bring Dali’s extraordinary
life to the movies. “Dali changed the
way we see reality,” says Philippe
Mora, ”and things have never been
the same since we saw Dali’s melt-
ed clock, iconic to a century.” A
painter himself, Mora met Dali in
London in the late sixties when he 
shared an apartment with artist
Martin Sharp and Eric Clapton.
Mora has been working on the Dali
biopic and screenplay for several
years conducting extensive

research. Robert Whitaker, Mora’s
childhood friend, who became the
Beatles photographer and then
“court” photographer for Dali, is a
special consultant on the film. 
Finding an actor to play the young
Dali was a not an easy task, espe-
cially because Mora wanted an
authentic “Spanish DNA” that he
felt was crucial for the role. Spanish
talent manager Carlos Mundy, who
will help in the production of the
film, introduced Mora to flamenco
star and actor Rafael Amargo. Mora
screen tested Amargo in Los
Angeles and believes he has found
lightning in a bottle. “Rafael is
doing more than acting,” says Mora.
“It’s as if he is channeling Dali.”
The screen test posted on youTube
and continues to receive “fantastic
feedback.”

As for the actor to play Dali at 75
years old onward, Mora is in ongo-
ing discussions with some distin-
guished actors in that age range.
Mora has explored shooting in 3D
and will shoot some of the
sequences in that format to recreate
the Dali experience for a modern
audience. Budgeted at $15 million,
Dali is scheduled to shoot in
Barcelona, Paris, London,
Cadaques, and Los Angeles.
Shooting on special sequences has
commenced and principal photogra-
phy is planned for a January 2008
start. Funding for development has
been provided by private sources in
Australia. Mora comes from an
artistic French-Australian family.
His mother Mirka Mora is a
renowned artist. Mora is also com-
pleting his film on Gertrude Stein.

Rafael Amargo

PRODUCT
PROFILE

Elegy 
Lakeshore Entertainment

Flamenco Star Amargo Is Cast 
For Dali Biopic From Philippe Mora
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Tammy Dunkley, President of
Independent Logistics, came to
Los Angeles to get into the fash-
ion business, but life took a turn
and she found herself instead
working at Midnight Express,
the courier company from
London. Through her time at
Midnight Express Tammy
learned the ‘art’ of logistics and
nothing was ever a problem. ‘We

can do that’ was her personal
trademark, and she built a loyal
following and a solid reputation
for ‘delivering’ on time. Tammy
left Midnight express and
worked with Deluxe until cir-
cumstances presented the oppor-
tunity to set up her own opera-
tion, Independent Logistics.
Over the last three years, with
hard work and a boutique

approach, she has grown the
business to be one of the most
respected in its field. Her operat-
ing mantra is still ‘we can do
that’ and her professionalism has
earned her many fans in the ‘art’
of logistics world as well as the
film world her company assists
in getting those vital elements to
the various Film Festivals and
Markets. Companies that utilize

Independent Logistics know that
when they are in tight spot
Tammy Dunkley is always there
with a smile and a ready ‘we can
do that’. Tammy is now about to
start another venture realizing
the dream she had on arriving in
LA of going into the fashion
business. Her clothing boutique
Patricia Junes opens on Melrose
in mid November. 

Filling a unique and needed gap in
the marketplace, Filmbankers
International has been established
by Harold Lewis and Brenda
Doby-Flewellyn to assist filmmak-
ers with the financing, sales and
distribution of new production
projects.  With more than a dozen
production companies already on
their books, FilmBankers is
presently in negotiations, or pro-
viding advisory services, for more
than thirty new film, television and
animation projects, including a tel-
evision series and feature biopics
on such musical icons as Miles
Davis, Bob Marley, and Marvin
Gaye.Harold Lewis said: “We
formed the company to provide a
critical, one stop resource to help
filmmakers negotiate the fast
changing and sometimes arcane
world of film finance. It also
enables financial institutions to
enter the lucrative film production
business without the need to build
and maintain a dedicated and spe-
cialized department.” Following a

comprehensive 35-step “green-
light” process covering all aspects
of the project, including distribu-
tion, FilmBankers works closely
with banks and investors to bring
bankable entertainment transac-
tions to fruition. Lewis continued:
”Since we’re bankers by trade, by
background, we assess the proba-
bility of failure not the probability
of success. That’s a concept that’s
the inverse of what other people
do, but we’re trying to assess what
is the probability, within a reason-
able period of time, that investors
will get their money back.”Doby-
Flewellyn, who was a vice-presi-
dent and manager with the Lewis
Horwitz Organization (LHO) and
was one of the first to create “gap”
financing for film productions,
added: “Our film clients are pri-
marily creative people and we are
their business partner. We match
the production creativity with the
financial creativity.”Companies
that FilmBankers is presently rep-
resenting include Tom Walsh’s
EnterAktion Studios for whom
they are handling toy licensing on
four animated projects; financing
and distribution for Frigate Bay
Filmworks productions and pro-
ducer Rudy Langlais, providing
strategic services and equity
financing for a feature slate; New
York based production company
Garbus Kroupa Entertainment;
and raising the P&A fund for Save
Me being distributed domestically
by Roadside. Additionally,

FilmBankers has contracted with
Bennett Five Entertainment and
Donlyn Productions to represent
them for domestic and internation-
al distribution of the completed
drama Contradictions of the
Heart directed by Walter Allen
Bennett, Jr. and starring Clifton
Powell (Norbit, Ray) and Wendy
Raquel Robinson (Rebound, Ms.
Congeniality). The film was pro-
duced by Dawn Carter and Terrah
Bennett Smith. FilmBankers is also
involved in negotiating co-financ-
ing on behalf of producer Rudy
Langlais (The Hurricane, Sugar
Hill) and his Frigate Bay
Filmworks on two projects: the $30
million Bob Marley film No
Woman No Cry, and Miles.
Negotiations are presently ongoing
for the director and star of Miles.
As executive producers on the
projects, Filmbankers will be help-
ing Frigate Bay Filmworks to iden-
tify the right sales agent to handle
the international sales. Both proj-
ects are expected to start produc-

tion before the end of the year. No
Woman No Cry will be shot on
locations in the Caribbean. Another
aspect of this innovative enterprise
is that FilmBankers also negotiates
distribution, marketing and inter-
national sales of projects as part of
the financing process. Brenda
Doby-Flewellyn said: “We have
non-exclusive output deals with a
couple of the major domestic dis-
tributors, and we will also have our
own branded distribution through a
major, where we are able to take
some completed films and find dis-
tribution for them. Our goal is to
add value by enhancing ownership
and participation for our
clients.”Harold Lewis and Brenda
Doby-Flewellyn, two highly expe-
rienced banking and entertainment
industry executives who were for-
merly entertainment loan execu-
tives with Union Bank of
California, have created a team at
FilmBankers that has, collectively,
more than eighty years experience
in banking and entertainment
finance and which provides clients
with a new paradigm in the produc-
tion of filmed entertainment, con-
sulting, advisory, finance, and dis-
tribution services. The company
simultaneously and in concert offer
filmmakers a comprehensive and
strategic consulting approach to the
successful financing and distribu-
tion of their projects, while offer-
ing bankable entertainment trans-
actions to distributors, investors
and financial institutions.

Harold Lewis Brenda Doby-Flewellyn

Boutique Logistics Operator Opens Dream Boutique

Matching Production & Financial Creativity 
Equals Filmbankers International
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Regent Entertainment attends the
AFM with the three new films it
took to MIPCOM, which generated
an all-time high in sales for one of
the leading independent distribu-
tors. For companies attending AFM
on the heels of MIPCOM, the con-
vergence factor of market atten-
dance, buyers and their own domes-
tic windows, begins to play an
increasing part. Gene George com-
mented. “The figures so far from
MIPCOM exceeded our expecta-
tions on sales. A number of the buy-
ers we initiated negotiations with

are also attending AFM, and we
expect to conclude those other sales
at this market. We also noticed for
the first time, there was a greater
presence at MIPCOM of Japanese
buyers. The work we have put into
building those relationships over
many years continues to pay off.
Some time ago, we were doing
exceptional DVD business with the
Japanese. Then the market changed,
and now it has stabilized, and the
buyers there are seeking the same
and similar product that we have
produced and are producing.
Because the buyers there are famil-
iar with our production levels and
types of films we deliver, we are in
the enviable situation we can sell off
a one-page synopsis, and that is very
positive.”
Regent built its business interna-
tionally by staying focused on a
constant volume of the type of prod-
uct that its ‘family’ of buyers needs.
Over the last year, with a changing
marketplace, George has expanded
the ‘family’ and forged relationships
with companies in the Scandinavian
belt, traditionally a difficult market

to enter. The company has also
aggressively established relation-
ships with new producers in Canada
to supply its product line, and
stepped up its acquisitions. George
continued, “Overall, I am seeing a
healthy environment for the inde-
pendents, and the weak dollar is in
some ways working both ways, giv-
ing the buyer more spending power,
and on our end being able to sell for-
ward some product based on the
heightened level of our acquisi-
tions.”
Convergence in the marketplace

when you look at  the various plat-
forms has been taking place for
some time, but is there any ‘real’
revenue chain in the new outlets
such as VOD, IPTV, or mobile
rights as yet? Gene George com-
mented: “For us, as a company, we
are not yet ready to easily license
into these new platforms until we
see that there is a significant rev-
enue stream. The TV business, I
believe, is the future of the inde-
pendents. There are new television
platforms popping up in countries
around the world, and with our pol-

icy of tailor-making the films to fill
the time slots not saturated by the
Majors, we can continue to meet
our targets on both the acquisition
and distribution side. I think there
is a business in the mobile platform
for companies that produce seg-
ments of 10-15 minutes – mobi-
sodes, but that is not our business.
Looking at the convergence factor
from another angle, about 20% of
the business initiated at MIPCOM
we expect to conclude at AFM.”
Regent’s new films available  at
AFM  are: Christmas Caper,
directed by David Winkler and
starring Shannen Doherty, pro-
duced for ABC Family; Nuclear
Hurricane directed by Fred Olen
Ray; The Delphi Effect, starring
Shannen Doherty; and another hol-
iday film, An Accidental
Christmas, recently licensed to
Lifetime.  Regent also has two new
films from sister company here!:
Shelter, the critically acclaimed
drama from first-time director
Jonah Markowitz and Fat Girls,
the festival favorite written and
directed by Ash Christian.

Gene George

Trust Film Sales are handling
international rights to Mammoth,
Lukas Moodysson’s first English-
language feature film. The film,
which stars Gael Garcia Bernal,
begins principal photograpy in
Thailand in November. Lukas
Moodysson commented: “Gael is

one of the most exciting actors
working today. He´s my dream
choice for the part of Tom, the
film´s young and hugely success-
ful Internet visionary. I was
thrilled and excited when he
agreed to take the part.” The
acclaimed and popular Bernal
left his native Mexico to study
acting at the Central School of
Speech and Drama in London.
Since graduation, Bernal has
starred in a number of films,
beginning with Amores Perros,
in which his performance as a
working-class street thug in the
Oscar-nominated film first
grabbed Hollywood's attention,
followed by the box-office suc-
cess of Y tu mamá tambien.

Bernal also portrayed Che
Guevara in the critically
acclaimed global hit The
Motorcycle Diaries.
In 2005, together with Diego Luna
and Pablo Cruz, Moodysson
founded the film production com-
pany Canana, which has so far
produced JC Chavez, Cochochi,
and Bernal's directorial debut
Deficit. Lukas Moodysson´s pre-
vious films, Fucking Åmål (aka
Show me Love), Together, and
Lilya 4-ever, established him
firmly one of the most original
film-makers around. Moodysson
takes on his most ambitious proj-
ect yet with Mammoth. The film
revolves around successful New
York couple Tom and Ellen, their

8-year old daughter Jackie, and
their Filipino nanny Gloria. On a
business trip to Thailand, Tom real-
izes that he wants to change his
life. His decision sets in motion a
highly intense and dramatic chain
of events. Mammoth is a
Swedish/German/Danish co-pro-
duction, produced by Memfis Film
in co-production with Zentropa
Berlin and Zentropa
Entertainments. Financiers include
Film i Väst, SVT, TV2 Denmark,
Medienboard Berlin, Swedish
Filminstitute, Danish Filminstitute,
Filmförderungsanstalt, Nordic
Film & TV Fund, and Eurimages.
Director of Photography is Marcel
Zyskind; US casting director is
Avy Kaufman.

Moodysson Directs Gael Garcia Bernal In Mammoth

The Window On Convergence 
A Two-Way Reflection

Gael Garcia Bernal
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In the Dominican Republic, a high
profile tourist destination island,
tourists flock to pristine beaches
unaware that a few miles away
thousands of dispossessed Haitians
toil under armed-guard on planta-
tions harvesting sugarcane, much

of which ends up in U.S. kitchens.
The Price of Sugar, a documen-
tary, exposes the indentured servi-
tude in America's own backyard
that is still taking place today.
Narrated by Paul Newman, The
Price of Sugar follows Father

Christopher Hartley, a charismatic
Spanish priest, as he organizes
some of this hemisphere’s poorest
people to fight for their basic
human rights. They work long
hours and lack decent housing,
clean water, electricity, education
or healthcare. The Price of Sugar
raises key questions about where
the products we consume origi-
nate and at what human cost they
are produced. Father Hartley must
go up against one of the country’s
most powerful sugar baron fami-
lies, the Vicinis, who recently
filed a lawsuit against the film-
makers in an attempt to block the
film's release, and even the gov-
ernment of the Dominican
Republic, to give voice to these
Haitians, while receiving frequent
death threats. Filmmaker Bill

Haney, in addition to documenting
the abysmal living conditions of
the cane workers, portrays a
developing country trying to find
balance between capitalism, the
need for unskilled labor, and the
illegal immigrants who inevitably
bear the load.
The Price of Sugar opened in
New York, September, and Los
Angeles, mid-October. It received
the Audience Award at the 2007
SXSW Film Festival and also
screened at the 2007 Silverdocs
and Docuweek film festivals. The
film is being distributed by
Mitropoulos Films headed by MJ
Pekos across the US in targeted
limited engagements. Television
sales are handled through Louise
Rosen, Louise Rosen Ltd. email:
LRosenLtd@aol.com 

Father Christopher with cane cutters from Haiti

Promenade Pictures, the family driv-
en production and distribution outfit
formed by renowned former studio
head Frank Yablans, entered the U.S.
theatrical distribution arena in the
last week of October 2007 with the
theatrical release of its epic 3D CGI
animated feature The Ten
Commandments. Formed in 2003,
the company will distribute its own
slate of feature films as well as third
party films. Specializing in family
entertainment, Promenade’s mandate
is to distribute 4-6 films per year,
handling family films with strong
mainstream appeal that demand wide
releases, as well as films needing
niche platform releases. The Ten
Commandments is the first in a

branded, twelve-film series Epic
Stories of the Bible, which
Promenade will market and distrib-
ute theatrically in the U.S. and retain
worldwide rights. Epic Stories of the
Bible is a fully funded Promenade
brand produced by Promenade in
association with its partners, New
Zealand-based Huhu Studios and
Singapore-based iVL Animation
(owned by ST Electronics).
President and COO, Cindy Bond
commented, “Expanding into the-
atrical distribution is the logical next
step for this company as we’ve
stepped up development and pro-
duction operations over the last year.
We have been in business for four
years, and over the course of these
four years, we have worked diligent-
ly to nurture the writers to ensure
strong screenplays. Our mission
from the first day we opened our
doors was to produce product that
families throughout the world can
see and enjoy. We are firmly com-
mitted to maintaining Promenade’s
accelerated growth path and will be
adding to our theatrical release
schedule in the coming months.”
Frank Yablans said: “Promenade is
in a unique position to facilitate the
production and distribution of quali-

ty values-based entertainment to
families worldwide. Our sole pur-
pose is to market and distribute fam-
ily entertainment content. Not since
the young Walt Disney and his
brother Roy had a similar vision in
1938 has an opportunity like this
been present.”
The Ten Commandments is voiced
by Academy Award® winner Sir
Ben Kingsley (narrator), Christian
Slater (Moses), Alfred Molina
(Ramses), and Academy Award®
nominee Elliott Gould (God). The
film is directed by Bill Boyce
(Hermie & Friends) and John
Stronach (Ben Hur, Cahoots) from
a screenplay by Ed Naha (Honey, I
Shrunk the Kids). American
Cinema International is handling
international sales on The Ten
Commandments at AFM.
Frank Yablans founded Promenade
Picture and heads the company as its
CEO. Cindy Bond, President and
COO, oversees a team of media
industry executives including Ron
Booth, Charlie Gay, and John
McAdams. The company is a full-
service production, distribution and
marketing company specializing in
the distribution of family, and
themed theatrical motion pictures.

Since 2003, the company has capi-
talized on the expertise and relation-
ships of its principals and senior
executive team to build a highly suc-
cessful operation that in just a few
short years has emerged as one of
the leading privately held independ-
ent film and television companies
focusing on the family market. 
Promenade continues to maintain its
independence and aggressively
explore opportunities that will build
upon the company’s business man-
date. Further branding itself in the
family arena, Promenade has
already entered into contracts and
associations with many of the most
recognized moral-valued authors,
filmmakers, and brands.

Frank Yablans Cindy Bond

The Price Others Pay For Our Sweet Tooth

Yablans Promenade Pictures Takes The High Road 
Focused On Family Themed Entertainment
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Richard Rionda Del Castro, CEO of
Los Angles based Hannibal Pictures,
and Gary Howsam, CEO of Toronto
based PeaceArch Entertainment,
have entered into a joint venture to
produce three pictures for which
Hannibal will handle international
rights and PeaceArch Entertainment
will handle North American rights.
Over the last two years PeaceArch
Entertainment has been aggressively
building its presence in the North
American distribution space, acquir-
ing product to feed its distribution
pipeline. Hannibal Pictures CEO,
Richard Rionda Del Castro, said,
“We have known and worked with
Gary Howsam in the past, and
together we have crafted a deal that

compliments what we can both bring
to the table. Hannibal will package
the films with the necessary talent
and retain the worldwide rights, and
PeaceArch will retain the North
American rights. On every level it’s a
fifty-fifty deal. We split 50-50 on all
aspects of the production and distri-
bution. The deal is attractive to both
parties because often, depending on
the marketplace at the time, foreign
can do better than domestic or visa
versa.” Gary Howsam said, “As we
look to maximize the expansion of
PeaceArch in the North American
market, we are seeking a variety of
product to fill our theatrical, DVD
and television pipelines. Richard and
his company are well regarded for
packaging films in the action/thriller
genre. Our strategy is to align our
company with different production
companies that can provide us with
the varying levels of product the
pipeline requires.” 
The three films that fall within the
Hannibal/PeaceArch Entertainment
joint venture are: Chasing The
Dragon, starring Wesley Snipes,
directed by Chris Nahon (Kiss of the
Dragon), produced by Gary
Howsam, Richard Rionda Del

Castro, W. Peter Iliff, and Wallis
Nicita, scheduled to start production
in Thailand January 2008; The Last
Warrior, an action film written and
directed by John Eyres, Vincent
Perez (The Crow: City of Angels)
and Laurence Fishburne (The
Matrix) attached, produced by
Richard Rionda Del Castro, Gary
Howsam, and BJ Rack, scheduled to
shoot in Hungry for a January 2008
start; Knocking On Heaven’s Door,
a thriller directed by George Gallo,
produced by Richard Salvatore, Julie
Gallo, Richard Rionda Del Castro,
and Gary Howsam, scheduled to
shoot in Texas or Louisiana for a
February 2008 start. 
Hannibal Pictures has other projects
in varying stages of development.
Rionda Del Castro said, “Since we
started the company in 1999, the
business has always been difficult,
and for the independents at the
moment it continues to be a tough
game. However, we feel there are still
opportunities in the marketplace as
always for the right product. Our
game plan is to continue as we have
done in the past and utilize the vari-
ous incentives worldwide, continue
our strong business relationships with

foreign distributors and raise the bar
higher, so our additional productions
range from US $15 to US $28 mil-
lion. Today you need to aim for that
theatrical release, otherwise you are
just in the game of straight to
DVD/video, which we are not this
should only be a fall back. Getting
the elements to try for that window
remains difficult, but we have
secured some wonderful talent across
the board who are attached to the
projects. Joseph Ruben (The
Forgotten, Sleeping With The
Enemy) will direct Cuba and The
Night, produced by Wallis Nicita,
Peter Barsocchini (High School
Musical) has written a fantastic
screenplay for Cuba And The
Night.”; Russell Mulcahy (Resident
Evil: Extinction) will direct Martin
Gregory a thriller about reincarna-
tion; and James Fargo (The
Enforcer) will direct The
Quarterback, Alexander Witt (DP
Body of Lies) is set to direct
Escobar about the rise and fall of
Pablo Escobar.  With the collabora-
tion of PeaceArch for domestic and
Canada and their financial backing it
will enable us to make great films
together.”

Richard Rionda Del Castro

Hannibal Pictures In Joint Venture With PeaceArch

(l-r) Al Pacino, Jon Avnet, Curtis (50cent) Jackson and Robert De Nero on the set of  Righteous Kill 
a Millennium production - Available from Nu Image 



AFM Screens One Hundred 
& Six Industry World Premieres

Lloyd Kaufman of Troma
Entertainment, Inc. is the newly
elected Chairman of the
Independent Film & Television
Alliance (IFTA). Regarding the
announcement, Jean Prewitt, presi-
dent and chief executive officer of
IFT, announced, “Lloyd Kaufman
has a wealth of experience in our
industry and is the epitome of an
independent. He is a dynamic leader
whose energy, creativity and global
relationships will help further lead
IFTA in today’s increasingly chal-
lenging environment.” At the time of
the election Prewitt thanked Michael
Ryan for his many contributions to
IFTA and his important role as our
Chairman over the past four years.
Prewitt said, “Ryan is leaving IFTA
well positioned for the future growth
that surely will continue under

Lloyd’s leadership.” Kaufman com-
mented: “I am honored to have been
elected to Chairman of IFTA. The
independent community today faces
rampant media consolidation and
challenges to copyrights in the digi-
tal universe, and I will work closely
with the IFTA Board of Directors,
member companies and IFTA’s exec-
utives to give our fellow independ-
ents more control and opportunities
in both the U.S. and abroad. New
technology will continue to be our
new frontier. Independent film has
the most creative, inspired and
resourceful people working in the
business. We shape future trends and
inspire tomorrow’s creative talent,
and IFTA will continue being at the
forefront of this movement.” 
Over 30 years, Kaufman, along with
partner Michael Herz, has built
Troma Studios up to a bastion of true
independence with a body of work
that has had a huge impact on today’s
mainstream filmmaking. Among
today’s top filmmakers who have
cited Kaufman as a major influence
are Peter Jackson, Quentin Tarantino
and Takashi Miike.
In the late 1960s, Kaufman was
enrolled at Yale University, where he
met his future partner Herz, with
whom he created Troma
Entertainment in 1974, producing a
series of highly original, sexy come-
dies such as Squeeze Play!,
Waitress!, and other titles that would
serve as independent precursors to
such later smash hits as National

Lampoon’s Animal House and
Porky’s. In 1984, Kaufman
achieved new levels of success with
his breakthrough movie The Toxic
Avenger, which led to the animated
spin-off television series Toxic
Crusaders, several different comic
book titles published by Marvel and
Troma’s own independent comic
book imprint, and three sequels. That
success was followed by a string of
commercial and artistic triumphs
that blended fantasy, heavy action,
comedy and eroticism in a style that
the Cinematheque Francais
described as Tromatic, including the
Class of Nuke ‘Em High trilogy,
Sgt. Kabukiman NYPD, and
Troma’s War. Lately, Troma’s
Tromeo and Juliet became a sur-
prise theatrical and critical hit, earn-
ing the grand prize at the Fanta
Festival in Rome. In addition,
Kaufman has been an honored guest
at various international film festivals
and Troma retrospectives around the
world, including the San Sebastian
Film Festival, the British Film
Institute, the Cinematheque
Francaise, the American
Cinematheque, the Chicago
International Film Festival, and the
UCLA Film Archives. Most recently,
Kaufman was General Vice
Chairman for IFTA where he created
and chairs its New Technologies
Opportunities Committee. He has
also served on the Board of Trinity
School and ECO, the environmental
foundation.

IFTA membership also elected new
Executive Committee members to
two-year terms: Michael Ryan
(Handmade Films International and
former IFTA Chairman) to Vice
Chairman and Paul Hertzberg
(CineTel Films, Inc.) to Vice
Chairman/Secretary. Executive
Committee members who will
remain in their current roles include
Ehud Bleiberg (Bleiberg
Entertainment) as Chairman of the
Export Alliance, Mark Damon
(Foresight Unlimited) as General
Vice Chairman, and Lewis Horwitz
(Horwitz Entertainment Financial
Services, Inc.) as Vice
Chairman/Finance. The vacancy of
Vice Chairman/Non-Californian,
formerly held by Kaufman, will be
determined by a special election in
the coming weeks. The IFTA Board
of Directors consists of 20 members
serving two-year terms. Newly elect-
ed members include Elisabeth Costa
de Beauregard (Lakeshore
Entertainment Group), Stephanie
Denton (Lionsgate), Nicole Mackey
(Fortissimo Film Sales), Almira
Malyshev (Screen Media Ventures),
Charlotte Mickie (Independent),
Barbara Mudge (Worldwide Film
Entertainment), and Nestor Nieves
(New Line Cinema Corporation). 
Current Board members who’ve
been re-elected to two-year terms
include Brad Kembel (Summit
Entertainment), Albert Lee (Emperor
Motion Pictures), and Andrew
Stevens (Focal Point Releasing).

Lloyd Kaufman

Maverick Independent On IFTA Throne 
Lloyd Kaufman Elected Chairman
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At this year’s American Film
Market, 522 feature films, including
106 industry world premieres and
364 market premieres, will be
screened.  Confirming its drive into

establishing its Independent Film &
Television Alliance mission which
welcomes companies from around
the world, a total of 34 different lan-
guages are represented on the screen-
ing schedule. In addition, Jonathan
Wolf, Executive Vice President,
Independent Film & Television
Alliance (IFTA) and AFM’s
Managing Director, stated that AFM
exhibition space at the Loew’s Santa
Monica Beach Hotel and Le Merigot
Beach Hotel reached full capacity for
the fourth consecutive year.    
Among the films making their indus-
try world premieres at AFM are:

Mad Money starring Katie Holmes,
Diane Keaton and Queen Latifah
(Nu Image, Inc.); Sanjuro, written
by the late Akira Kurosawa (Toho
Co., Ltd.); and Smart People, with
Thomas Hayden-Church, Sarah
Jessica Parker and Dennis Quaid
(QED International). AFM’s festival
partner AFI FEST 2007 presented by
Audi takes place from November 1-
11. Together, the two events repre-
sent the only combined film market-
festival event in North America, and
the largest gathering of film industry
professionals. The AFM is produced
by the Independent Film &

Television Alliance (IFTA), the trade
association representing the world’s
producers and distributors of inde-
pendent motion pictures and televi-
sion programs.   
Celebrating its 21st year as a pro-
gram of the American Film
Institute, AFI FEST 2007 features
international competitions of new
films from emerging filmmakers, as
well as global showcases of the lat-
est work from great film masters
and nightly red-carpet gala pre-
mieres. AFI FEST is the only
FIAPF-accredited film festival in
the United States.

Jonathan Wolf
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As digial productions become more
and more commonplace and film
distribution ramps out across the
globe to digital, Dolby Laboratories,
Inc. (NYSE:DLB) announced that
the Dolby® Digital Cinema server
has officially earned its Federal
Information Processing Standards
(FIPS) 140-2 Level 3 validation cer-
tificate. The certificate is awarded
by The National Institute of
Standards and Technology (NIST),
a nonregulatory federal agency
within the US Department of
Commerce. All Dolby Digital
Cinema servers, currently in over
400 cinemas worldwide, meet the
FIPS Level 3 requirements, which is
a major step toward achieving DCI
compliance. The Dolby Digital
Cinema server is the first digital cin-
ema server to achieve the highest
level of content protection security
specified by the Digital Cinema
Initiative (DCI).
We are proud to reach this important
milestone, as our team has been dili-
gent in its efforts to make Dolby
Digital Cinema DCI compliant to
the fullest extent possible,” said Tim
Partridge, Executive Vice President,
Products and Technology, Dolby
Laboratories. “To be the first com-
pany awarded the FIPS Level 3 cer-
tification in digital cinema validates
our engineering approach. Studios
and exhibitors alike can be reas-
sured that Dolby has their best inter-
ests in mind by committing to the
highest levels of content security

specified by DCI in every location.” 
FIPS 140-2 are security standards
adopted by DCI and cover detailed
requirements for physical security,
software, interfaces, key manage-
ment, and cryptographic algorithms.
To earn the certification, the Dolby
Digital Cinema server underwent a
rigorous testing process by
InfoGard Laboratories, an accredit-
ed cryptographic module testing
laboratory, which performed exten-
sive analysis of the design and con-
struction of the unit. InfoGard sub-
mitted its test report to NIST, which
issued the FIPS 140-2 Level 3 vali-
dation certificate. 
“Due to the specialized design and
documentation requirements com-
bined with the rigorous validation
testing, FIPS 140-2 Level 3 is one of
the toughest objectives for DCI
server manufacturers to meet,” said
Thomas Caddy, General Manager
and Laboratory Director of
InfoGard Laboratories. “We con-
gratulate Dolby for achieving this
significant milestone.” 
Dolby Laboratories (NYSE:DLB)
develops and delivers products and
technologies that make the enter-
tainment experience more realistic
and immersive. For more than four
decades, Dolby has been at the
forefront of defining high-quality
audio and surround sound in cine-
ma, broadcast, home audio sys-
tems, cars, DVDs, headphones,
games, televisions, and personal
computers. 

Leading Swiss independent film dis-
tributor Ascot Elite Entertainment
Group has acquired the rights  to
Shane Meadows’ This Is England
written and directed by Shane
Meadows and produced by Mark
Herbert. Stephan Giger, COO Ascot
Elite Entertainment Group, com-
mented: “Shane’s story about a trou-
bled boy growing up in England, set
in 1983, has managed to become one
of my personal favourite films of all
time. His achievement in directing,
the stirring performances, especially
by Thomas Turgoose and Stephen
Graham, and last but not least the
great soundtrack, will leave you with

goosebumps. This fine film deserves
and demands an inventive approach
to its distribution, putting one’s
entire heart into it.” This Is England
also played at the Tribeca Film
Festival, and won the Special Jury
Award at the Rome Film Festival
(US) as well as Best Director Award
at the Newport International Film
Festival. This Is England is a Warp
Films Production in association with
Big Arty Productions and is present-
ed by FilmFour and the UK Film
Council in association with EM
Media and Screen Yorkshire. The
Works International holds world-
wide rights.

NonStop Sales has expanded its cat-
alogue of classic Scandinavian fea-
tures through an exclusive deal with
Folkets Hus och Parker for a pack-
age of films from Ingmar Bergman
plus Arne Mattsson's controversial
One Summer Of Happiness.
Among the Bergman titles are his

early feature A Ship Bound For
India, which was awarded with
Special Mention by the jury in Cannes
Film Festival 1947, So Close To Love,
which was awarded Best Director and
Best Actress at Cannes Film Festival in
1958, and It Rains On Our Love.
Director Arne Mattsson's One

Summer Of Happiness, one of
Sweden's biggest domestic and inter-
national successes, caused controversy
at the time of its release because it con-
tained the first nude scenes on the big
screen, and won the Golden Berlin
Bear at the Berlin International Film
Festival in 1952. 

Dolby Servers 
Move Closer To 
Highest Level Of
Content Protection

Ascot Elite 
Aquires Meadows
This is England

Classic Bergman From NonStop

Henry V - Granada International

Ingmar Bergman (1918-2007)

PRODUCT PROFILE
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Giuseppe Tornatore
Giuseppe Tornatore’s latest film La Sconosciuta (The Unknown) has been nominated as Italy’s
entry for the 80th Annual Academy Awards, February. 24th 2008. Giuseppe Tornatore in an
exclusive interview with Elspeth Tavares, discusses his thoughts on the social, political, and
emotional responsibilities that he, as an individual,applies to the films he chooses to make. 

I Try To Not Let Myself
Be Conditioned By People's 
Relatively Transitory Interests



ELSPETH TAVARES: Films are a vehicle to
express social concepts about our world and
relationships; they have enormous impact
on society either as a whole or on its indi-
vidual sectors. I believe that in the right
environment, as illustrated in Cinema
Paradiso & Malena, a 10-year old can
understand and appreciate both films as well
as can a 60-year old.

GIUSEPPE TORNATORE: Yes, children did
understand, and in many cases truly loved,
Nuovo Cinema Paradiso. Probably since it
was easy for them to identify with the charac-
ter Totò and his tremendous capacity to
dream. In the case of Malena, I think some-
thing similar happened. However, being that
its theme was much more sensitive, or perhaps
due to modesty, the younger audience did not
openly express their identification with
Renato's desires or passions. 

E.T: In that films are the visual canvas of mod-
ern society, what social, political, and emo-
tional responsibilities do you as an individual
have on the impact of the films you choose to
make, both in the context of immediate impact
and impact on future generations? 

G.T: I know only too well how strong a film's
political, social or emotional effect can be on the
public of today and tomorrow. Yet, when I
decide to make a film, I don't choose a theme
based upon what the public might say they like
at the time. I try to not let myself be coditioned

by people's relatively transitory interests. In gen-
eral, my decisions are based solely on my own
personal curiosity, and on instinct. Of course,
this means running the risk of not seizing the
public's impulses of the moment. Nevertheless, I
stay totally faithful to myself. I always hope that
I will be understood in the future. 

E.T: Should you, as an individual and ‘artist’,
consider and take responsibility for each
frame that is projected on the screen?

G.T: I feel I am responsible for every frame of
my films. There are no defects in them that are
not due to me and solely to me. That is why
every morning, as I arrive on the set, even the
simple decision of where to place the camera
to film the simplest shot, affects me deeply ...
always, even today, after so many films. 

E.T: Do you think that, as a director, your
responsibility to your audience is to address
primarily the ‘cultural’ context, as opposed to
the brilliant storytelling of the subject matter
you are creating? Personally for me, in both
Cinema Paradiso and Malena (both of which
I loved) I felt absorbed and engaged in the
‘culture’ of the images you projected on
screen.  

G.T: The ‘culture of images’ that you refer
to is to me simply the need to see through
the eyes of my characters. In Nuovo Cinema
Paradiso, just as in Malena, or in any of my
other films, the visual style is always medi-

ated by the more or less explicit feelings of
the story's main character. From this point of
view, I feel my only duty to my viewers is to
tell the story in the most effective and inter-
esting way possible – a story that, at that
point in my life, I feel is essential and
inevitable. This method also forces me to
admit that I have made a terrible mistake
when the public rejects my stylistic and the-
matic choices, but it also makes me the hap-
piest man in the world when viewers praise
and enjoy my films. 

E.T: The impact of American films has been
to ‘assault’ and ‘dilute’ the global ‘culture’
entity. How important in your view is it for
films to maintain their ‘cultural integrity’
while still having the ability to ‘play’ in a
global marketplace that increasingly is
becoming a global village of sameness?

G.T: If the story you have decided to tell
goes straight to the hearts of people, there
is no global market that can resist. Sooner
or later, it will reach its natural public. I
truly believe this. As for the rest, I don't
waste too much time lamenting over how
difficult it has become to make films that do
not bend to commercial formulas. As long as
the market lets me, I will  continue to tell
my stories in the way I like. When no
one in the film business wants to spend
any money anymore on my films, I'll
stop.
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E.T: Do you think, as an Italian filmmak-
er, that the ‘art’ of making an essentially
‘cultural film’ is somewhat diluted or
greatly enriched by thinking of films in
the context of a United Europe? 

G.T: The history and culture of Europe
enrich me. They make me feel protected,
but not in the anti-American sense. Quite
the contrary. If our humanistic tradition
can bring cultural specificity to our
films, I simply cannot believe that this
could be thwarted by any great film tra-
dition, such as that of the United States. 

E.T: Of course your films are interna-
tional in their appeal because of the way
you tackle the subject matter, but given
the American dominance of the world-
wide screens, do you think of your films
as Italian films or as European films?

G.T: If, from a financial point of view,
one of my films is produced entirely in
Italy, I think of it as Italian. However, if
the film has been made possible by the
participation of European production

means, I consider it European. If it is
created through working with other for-
eign countries, then I think of it as inter-
national.

E.T: How important is autonomy for you as
the director of any of your films in the past
and in the future? How important was it to
you as a filmmaker to release your Director’s
Cut of Cinema Paradiso, and why? 

G.T: My creative autonomy is as important to
me as my capacity to be selective and open to
good advice that might come from the produc-
ers I work with from time to time. As for the
Director’s Cut of Nuovo Cinema Paradiso,
all I can say is that this is just a legend. In
fact, the so-called ‘short’ version of the film
was never cut by anyone but me. It was total-
ly my own work. 
E.T: As a director, do you think your skills have
benefited from your time teaching at Palermo
University, or was it just an ‘abstract time’ away
from filmmaking? And what brought you back
to filmmaking? Was it opportunity or the desire
to make films that touch the audience as
Cinema Paradiso and Malena did?

G.T: My experience at Palermo University was
a brief phase in my life that did not in any way
interrupt my usual activity as film director. Yet,
the contact with these young people who were
so interested in knowing more about film gave
me tremendous energy, and made me deter-
mined to find stories to tell, whatever kind.

E.T: Did you enjoy the period when you
were producing? It’s a different skill set, but
is it as satisfying as directing? 
Or are they part of the same casserole? 
Do you prefer to shop for the ingredients or
combine the ingredients into a delicious
stew, which even if your audience have
never tasted, they must try? Many directors
can shop, but can they cook that perfect
stew?

G.T: I like producing films by other direc-
tors, especially young filmmakers. If I
could, I would do it more often. I love to
share with others what I have learned
through my personal experiences. And it
isn't a question of easy recipes. 
If the director you are producing is interest-
ed in your advice, and he knows how to
apply it, using his own creative autonomy, it
is quite probable that the dish will come out
well. If, however, his ideas are not clear and
he refuses the experience of others and
instead takes refuge in his own personal
point of view, it is more uncertain that the
dish will come out well, even if the ingredi-
ents are the best. 

E.T: What aspect of filmmaking do you
most enjoy?

G.T: When I am filming, I like the writing.
When I am writing, I like editing. When 
I am editing, I like filming. It's purely a 
matter of the moment.

when I am writing I like 
editing when I am editing
I like filming its purley a 

matter of the moment 

A scene from La Sconosciuta (The Unknown) the Maschera
Continued from page 21
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GIUSEPPE TORNATORE
Giuseppe Tornatore was born in Bagheria
(Palermo) in 1956. His early years as an artist
were dedicated to the theatre, photography
and making documentaries. He co-wrote with
Massimo De Rita the first feature he directed:
Il Camorrista / The Professor. Cinema
Paradiso, for which he wrote both the story
and the screenplay, won the Oscar for Best
Foreign Film in 1989 and gained Giuseppe
Tornatore international recognition. 

SYNOPSIS LA SCONOSCIUTA
(The Unknown)
A sprawling Italian city of today. The
“unknown woman” is Irena. She arrived in
Italy from the Ukraine many years ago, and
currently lives amidst the ghosts of the past
and a search in the present: two parallel
times that interweave, superimpose, and
make an intriguing puzzle, a taut high-ten-
sion narrative. Who is Irena? As her story
unfolds, the girl, like so many women, had
fled from Eastern Europe. After surviving a
cruel voyage, she falls prey to ruthless and
unscrupulous men, suffering unspeakable
brutalities and humiliations. Only one
beautiful memory remains for Irena, a
melancholic, heartrending lost love. 
Today, Irena appears as a mysterious fig-
ure, a woman who exerts a fascinating
appeal. Despite these events, her character
has remained intact. Her natural pride and
fierce rebellious power remain undaunted.
She has a precise motive when she solicits
the help of the doorman of an apartment
building to find work as a cleaning lady in
the building across the street from where
she lives. Though Irena’s job is to clean
and polish the stairs of that building, her
aim is to get close to The Adachers family
(Valeria her husband Donato and daughter
Tea) who are in the goldsmith business.
Irena is determined to get a job within the
household. At this point, the plan of the
“unknown woman” is turned into reality
with her inexorable, progressive infiltra-
tion into the family, where she not only
gains their trust, but a certain power over
them, especially the child Tea. The child
becomes more and more attached to Irena,
especially when the little girl plunges into
a deep crisis over the separation of her
parents. 
This equilibrium that Irena achieves as she
executes her plan is short-lived. She is
increasingly tormented by nightmares and
visions, and a terrifying figure, the trafficker

Muffa, her former kidnapper and persecu-
tor, tracks her down from the past to her
new city. With his reappearance, she once
again becomes the victim of new horrors,
new brutalities, new tragedies. In his omi-
nous shadow, the secret of Irena’s blind
obstinacy to become part of the Adacher
family is revealed. Like a fog that finally
lifts, a succession of real and supposed
truths emerge, creating new revelations,
disavowals, and other hypothetical reali-
ties. These turns of events accelerate to a
climax as absorbing and profound as the
figure herself of The Unknown.

THE FILMS OF
GIUSEPPE TORNATORE

1986: Il Camorrista / The Professor, 
based on the book by Giuseppe Marrazzo 
and starring Ben Gazzara, Laura Del Sol, 
Leo Gullotta. 

1988: Nuovo Cinema Paradiso starring
Philippe Noiret, Jacques Perrin and Salvatore
Cascio. 

1990: Stanno Tutti Bene / Everybody’s Fine
starring Marcello Mastroianni and Michèle
Morgan. 

1991: Il Cane Blu episode of the film 
La Domenica Specialmente / Especially 
On Sundays, based on stories by 
Tonino Guerra. 

1994: Una Pura Formalita/A Pure
Formality starring Gerard Depardieu, Roman
Polanski, and Sergio Rubini. 

1995: L’Uomo Delle Stelle / The Starmaker
starring Sergio Castellitto, Tiziana Lodato,
Leopoldo Trieste. 

1995: Lo Schermo a Tre Punte, 
a film anthology. 

1998: La Leggenda del Pianista
Sull’Oceano / The Legend Of 1900 starring
Tim Roth, Pruitt Taylor Vince, Melanie
Thierry, Peter Vaughn. 

2000: Malèna starring Monica Bellucci 
and Giuseppe Sulfaro. 

2006: La Sconosciuta/ The Unknown 
starring Xenia Rappoport, Michele Placido,
Margherita Buy, Alessandro Haber, Piera
Degli Esposti, Pierfrancesco Favino, Claudia
Gerini, and Angela Molina.
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Much has been written about Tyler
Perry writer, producer, and direc-
tor. Over the last decade, he has

single-handedly demonstrated the aspirations
of an ‘independent’ filmmaker determined to
work outside the Hollywood system and veri-
fied unequivocably that it can be done. With
the opening of Why Did I Get Married?
Perry has cracked the ceiling and raised the
bar, which other filmmakers seeking the rich
motherlode of  the filmgoing public eager for
images reflecting their ‘universal’ lives and
lifestyle can now mine. 
Tyler Perry is a filmmaker like no other. The
simple brilliance of his achievement with
Why Did I Get Married? lies in the obvious
fact (maybe not so obvious) that for the first
time in more than a decade, a film comprising
a completely black cast has no violence, no
guns, no profanity, no degrading expletives
and portrays characters who don’t live in the
‘hood.’ Louie (Louis Vuitton) and Jimmie
(Jimmy Choo) must be scurrying to stock
shops in North America. 
For the first time in a long while (the last
examples were When Stella Got her Grove
Back and Waiting to Exhale), the film por-
trayed not upwardly mobile individuals, but
established upper-middle class African
Americans living the life that is portrayed by
their white counterparts in 90 % of all films

that get made. That is the point Perry has
thrust through the ceiling and on which he has
raised the bar. Why Did I Get Married? is
not a star vehicle for an actor. It’s not an
attempt to play the interracial theme. 

It’s about real people in real situations in their
own cultural sphere in relation to a theme
that’s both universal and educational in con-
text. That education is twofold. It is as impor-
tant for an audience to vicariously connect to
the drama presented by the visual images on
the screen as it for the audience to vicariously
aspire to the societal niche that is portrayed.
Why is that simple factor (not only in our
industry but in society) taken for granted
when it is universally considered that films
mirror society or that society mirrors film?
Either way, the power of the visual means that
society translated to filmed entertainment
wins hands down over all other mediums,
whether it’s for the big screen or the small
screen, which with the advent of broadband
offers an ever-increasing canvas. Tyler Perry’s

genius is not solely that he overcame all the
obstacles, which took persistence and vision
reinforced by commitment to his beliefs. He
marketed his films to the Christian Belt
because, in keeping with his personal credo,
positive imagery forms the foundation of that
market sector. Perry’s genius lies not only in
his filmmaking vision, but also his knowledge
that he needed to create his films outside of
the box that is Hollywood. Any truly ‘inde-
pendent’ filmmaker or ‘individual’ of any
color knows you cannot beat the Hollywood
system or any other system in its own arena.
Tyler Perry systematically built his audience
base on the core value of positive imagery
reinforced by his deep Christian convictions,
and his effort has been overwhelmingly vali-
dated by his audience not once, not twice, but
on an ongoing basis. 

The Tyler Perry concept wasn’t a fluke.
It’s a reality. In viewing both The
Dairy of a Mad Black Woman and

Madea’s Family Reunion with a mixed audi-
ence (his target audience is not just ethnic
based), there were many nuances of the
African American Culture that were not
understood. What was understood, however,
was that in both films his deep ‘commitment’
to raising the bar and presenting an education
‘process’ on cultural values were taking place

Sharon Leal (as Dianne) and Terry (Tyler Perry) in Tyler Perry’s Why Did I Get Married? 

Tyler 
Perry 
Has
Cracked 
The
Ceiling 
& Raised
The Bar

motherlode of a film going
public eager for images
reflectingtheir universal 

lives and lifestyle 
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on screen. Families worldwide are losing
touch with the ‘family unit’ in whatever way
that unit may be perceived. A single Mom
bringing up six kids in a loving environment
is a unit. In Latino communities the diminish-
ment of the father as head of the family takes
its toll. In African American families a hugely
disproportionate number of the men are
imprisoned. And across the board globally,
the concept of family is endangered by gal-
loping technology. Of course galloping tech-
nology affects all the groups, but in illustrat-
ing the creative genius of Tyler Perry, we see
specifically through his films that he educates
his audience both acutely and broadly about
the choices they can make. That is a powerful
message that is needed throughout African
American society, and which in turn perco-
lates through society at large.  He takes it one
step further as a filmmaker, not by browbeat-
ing the audience with religious fervor, but by
using the written word, an accomplishment
that is effected via a subtle meandering
through laughter and fact.

In Why Did I Get Married? Perry cas-
cades through valleys of emotions and
value points in practically every line,

punctuated at precise moments by laughter
and characterized by a brilliant cast of talent-
ed actors and actresses (kudos to Kim
Williams for the casting) who are familiar yet
relatively unknown in the realm of motion
pictures. The film achieves so many objec-
tives that reviewers who fault the ‘art’ of the
filmmaking or glibly advocate that he is per-
petuating racial stereotypes are truly missing

the point. Why Did I Get Married? is anoth-
er  step, another viewpoint in terms of further
building Perry’s audience from his individual
artistic prospective. The subtle backdrop of
the film is that he has crafted a film with the
‘perception’ that there are very wealthy
African Americans who have come to wealth
not by wrongdoing but by education and posi-
tion in society, and who are alive and well and
living in places like Pemberton all over the
United States.  The film is not about material
wealth (that is a given) but rather that this
socio-economic group is not portrayed on the
screen with enough (any) regularity to give it
credibility with a broader audience.
Furthermore, because it’s ‘on the screen’ the
syndrome takes on a new powerful meaning
for all sectors of society. Why Did I Get
Married? appeals to everyone, no matter
what the race or ethnicity may be. 

Tyler Perry has ‘cracked the ceiling’
because he has filmed a slice of
African American society that hitherto

has been ignored to such an extent that one
would think it simply did not exist. That is his
simple genius. He understood way before
acquiring his five homes and Rolls Royce that
to get to this level of his filmmaking he had to
create his audience, and create his studio,

before, as he said in one interview, he could
then have ‘the ability to go on to make other
types of films’ that are within his personal
creative portfolio. Why Did I Get Married?
could break out in Europe if it’s given the
opportunity and marketed, not to a specific
audience, but to a broad audience who will be
engaged by seeing that this socio-economic
group does exist, that it is based on education
(not drugs and violence), and that its members
have achieved positions befitting their educa-
tion within our society.   

That simple concept is long overdue. In
the year 2007 it’s hard to contemplate
and perceive that America at large con-

tinues to be a racist county, but a recent New
York Times article highlighted the plight of
upcoming Black models of today who are not
given the same opportunity their predecessors in
the 80’s received from visionary designers like
Yves St Laurent and Hubert de Givenchy.
Today, Black models are so sparsely used that
their absence from the runway prompted a series
of seminars during fashion week in the US high-
lighting the plight. Diane Van Furstenberg com-
mented how strange it is that the omission needs
to be pointed out when Oprah Winfrey is the
most powerful woman in the media and Barack
Obama is running for President. “Why did we
go backward?” she asked. 
How does fashion parallel film? The New
York Times article went to on to expound that
it is not just a handful of genetically gifted
young women who are hurt by exclusion. Vast
numbers of consumers draw their information
about fashion and IDENTITY from runways,

Tasha Smith (as Angela), Janet Jackson (as Patricia) and Sharon Leal (as Dianne) in Tyler Perry’s Why Did I Get Married?

he educates his audience
both acutely and broadly about

what choices they can make
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1969
Born September 13, the son of a carpenter, Perry is the
middle child among four siblings. At the age of 12,
Perry was paid $30 to $40 for the architectural
designs he drew for his father’s clients. 
1992
Perry leaves his home in Louisiana and makes his way
to Atlanta. I Know I’ve Been Changed, based on the
trials and tribulations of his life, is inspired to be put
down in diary form after watching an Oprah Winfrey
show. Tyler Perry, working a variety of jobs including
in a restaurant and as a used car salesman, manages
to save $12,000 to produce his first play. Only 30 
people attended the musical stage production the first
weekend.
1998
Almost ready to throw in the towel yet still buoyed by
his belief framework, Tyler Perry gives it one more try
and launches the “final” production of the play I
Know I’ve Been Changed at the House of Blues in
Atlanta. The show is a sell out success. Perry then
adapts the book Women Thou Art Loosed written by
T.D. Jakes into a stage play and it grosses more than
$5 million over a five-month period.
2000
Tyler Perry creates two other hits. I Can Do Bad All
By Myself grossed $1 million in five markets. Behind
Closed Doors, featuring a multicultural cast, was the
first gospel musical of its kind. The production gar-
nered an NAACP Image Award nomination. Tyler
Perry becomes the first playwright to receive sponsor-
ship from a major pharmaceutical company, Glaxo
Wellcome.
2001
Tyler Perry’s alter ego Madea is featured for the first
time in the stage version of Diary of a Mad Black
Woman, and Perry garners a Helen Hayes Award
Nomination for his portrayal as Madea. Tyler Perry
signs with the William Morris Agency and forges a
partnership with veteran Hollywood casting director
Reuben Cannon.

2002
Tyler Perry plays begin touring the United States
with the stage version of Madea’s Family Reunion
followed by Meet the Browns and later Madea Goes
to Jail in January 2005.
2005
The stage play version of Why Did I Get Married?
goes on tour and it is reported by his publishing
group that every week in 2005, 35,000 people saw a
Tyler Perry production. Diary of a Mad Black
Woman goes from the stage to the big screen and is
Hollywood’s unexpected success coming in at
Number 1 in the box office. The movie grossed $50.6
million.  
2006
Tyler Perry, playwright, producer/director achieves
a further three landmark successes. Don’t Make a
Black Woman Take Off Her Earring: Madea's
Uninhibited Commentaries on Love and Life is
named Winner of the 2006 Quill Award for Book of
the Year. Turner Broadcasting System inks a history
making deal with Perry when the company purchas-
es 100 episodes of his television sitcom Tyler Perry’s
House of Payne for US$200 million after Tyler Perry
invested $5 million dollars of his own money and
tested the pilot in ten US Markets. Tyler Perry
Studios (TPS) opens in Atlanta, Georgia, the location
Tyler Perry is quoted as having called his “Promised
Land.”
2007
February: Daddy’s Little Girls is released and gross-
es US$25 million. October: Why Did I Get Married?
opens and grosses US$21.5 million the first weekend. 
Tyler Perry Enterprises and branding of his product
includes an online talk show using broadband video. 
Tyler Perry is reported to have partnered with The
William Morris Agency and Narrowstep, an internet
television service, to connect with his fan base via
the internet. It was reported in The New York Times
(Oct 14 2007) that he has outgrown the 75.000 sq
foot studio and intends in 2008 to expand into the

former world headquarters of Delta Air Lines in
Atlanta in a 30-acre campus. According to the report
in The New York Times, Mr. Perry dreams of creating
a network with cartoons, news broadcasts, comedy
shows, and dramatic series that “will reinforce posi-
tive good messages.”Future Movies are said to
include: Meet the Browns starring Angela Bassett, A
Jazz Man’s Blues, and Madea Goes to Jail. To date
estimates from available information suggest that
Tyler Perry, from his faith based foundations of
building an audience based on positive images, have
revenued US$535 million and climbing, based on the
simple concept of giving a hungry audience product
based on its own positive imagery laced with positive
values, which include living and being part of an
affluent society For Tyler Perry it’s clearly not about
the money, He recently said, when challenged about
the affluent characters mentioned in The New York
Times article above, “In my mind, going to a clothing
rack in pursuit of happiness is a total distraction. For
me, it’s disheartening that Black people especially have
gotten so lost in it.” One suspects, as Tyler Perry peels
away the layers of the onion of his creativity, that the
world has been witnessing just the beginning of a
major talent. Lionsgate, the studio Tyler Perry is
allied with, estimates that over a five-year period the
Tyler Perry franchise will deliver gross revenues of
$500 to $600 million. Lionsgate acquired Debmar-
Mercury, the television syndication company that
worked with Tyler Perry in gaining access to the ten
markets to launch The House of Payne. Lionsgate
chief executive Jon Feltheimer said at the time: “I
did not want to let any piece of the Tyler Perry busi-
ness to get away from me. The brand is more than
just Madea. . . It's a unique kind of storytelling that
Tyler has made his signature." 
(source  of Feltheimer quote.  Globe Newspaper Company 2007). 
Credit sources: Timeline information culled from a number of sources
on the web including us.penguingroup.com, narrowstep.com, and
blackentrepreneurship.com
Timeline research: Theresa Adams

along with clues about what, at any given
moment, the culture decrees are the new con-
tours of beauty and style. According to esti-
mates by TargetMarketNews.com, also report-
ed in The New York Times, Black women in
the United States spend $20 billion annually
on apparel. Elsewhere in the same issue of the
Times Tyler Perry was interviewed, and one of
his quotes was: “What I’m clear about is I am
doing what I am supposed to be doing, that is:
offering alternatives to Hollywood’s obses-
sion with sex and gore. Apparently, you don’t
need to add those things to them [films].” 
Tyler Perry has raised the bar in the 
‘mainstream’. The challenge now is for other
filmmakers to race to it.       Elspeth Tavares

Michael J. White (as Marcus) and Tasha Smith (as Angela) in Tyler Perry'’s Why Did I Get Married? 

The Tyler Perry Timeline To Achievement
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Trinidad & Tobago, comprising the
most southern islands in the
Caribbean, is located just seven miles

off Venezuela's northeastern coast. With a
joint population of 1.3 million people, it is
steeped in a rich history with a diverse popu-
lation descended from Europe, Africa, Asia,
South America, and the Middle East. When
Christopher Columbus landed in Trinidad in
1483, Aarawak and Carib Indians prospered
on the island that the Amerindians called Ieri,
land of the Humming Bird. When the plunder-
ing Spaniards found that Trinidad lacked pre-
cious metals, the Amerindians were enslaved
and transported to work on other Caribbean
settlements. Nearly a century later San Jose de
Oruna (St Joseph), the first European commu-
nity was established by the Spaniards, only to
be burnt almost to the ground by British pira-
teer Sir Walter Raleigh in 1595. The island of
Trinidad remained in Spanish possession until
the Cedula of Population in 1783, which
allowed French planters and their slaves to
emigrate from the French colonies to the
island.  In 1797 the British captured Trinidad
and negotiated an amicable treaty of rule with

the Spanish. From 1797 to 1801 enslaved
Africans were commandeered to work on the
sugar plantations, and in 1802, the island
became a British colony. In 1838 the British
abolished slavery and landowners imported
many thousands of indentured laborers from
India, China and the Middle East. The adjoin-
ing island of Tobago (named for the tobacco
cultivated by the original Carib population)
has an equally rich history. Separated from
Trinidad for centuries, even before the
Europeans expressed an interest in its strate-
gic harbor and fertile soil, the Carib popula-
tion and other Amerindian tribes fought to
control the island. Under the first British rule
in the late 1600s, Africans were transported to
Tobago as slaves to work the sugar, cotton and
indigo plantations. In the 17th century the

island changed hands more than 30 times as
the English, French, Dutch and Courlanders
(Latvians) fought for control of its strategic
position.  The French invaded in 1781, but by
1814 the island was ceded to Britain. During
a period of economic decline in 1889, Britain
annexed the smaller Tobago to Trinidad as an
administrative ward. Trinidad & Tobago
achieved its independence from England in
1962. In 1976 it severed its links with the
British Monarchy and became a Republic
within the Commonwealth. After more than
thirty years of creating a successful niche with
its petroleum and natural gas resources,
Trinidad & Tobago is now looking to expand
its stable booming economy by targeting a
number of industrial sectors to enable the
diversification of non-energy industries in the
country's economy.It is from this rich legacy of its past and the

foundations of a diverse population that
the recently established Trinidad &

Tobago Film Company Limited positions
itself as one of the non-energy components
that will build a future for the islands. 

in the UK
creative industries already

generate revenues of over one
hundred and ten billion pounds

& employ 1.3million people

Continue on page 28

Investing In The Growth 
Of Film For Future Generations 

Carla Foderingham 
Chief Executive Officer 
The Trinidad & Tobago
FilmCompany Limited.

The globalization of the world has had a visible two-pronged economic effect. 
As the G8 countries reach to China and India, to keep their economies in a scale
that will satisfy their populations (outsourcing & manufacturing) smaller countries
around the globe are finding alternative structures on which to build for future 
generations that are less dependent on the vagaries of limited natural resources.
A report by the United Nations Conference on Trade and Development (UNCTAD)
in 2004 said, “Globally, the creative industries are estimated to account for more 
than 7% of the world’s Gross Domestic Product and are forecasted to grow at a rate 
of 10% yearly. In the United Kingdom, for example, creative industries already
generate revenues of over one hundred and ten (110) billion pounds and employ 
over 1.3 million people.” Trinidad & Tobago is the latest country to incorporate,
as part of its stated goal of ‘developed nation status by 2020’, an alternative struc-
ture specifically targeted at expanding its film industry to take full advantage of the
emerging need for content, from the Diaspora of the wider continent of Africa to
neighboring nations among the Organization of Eastern Caribbean States (OECS)
such as Barbados, Anguilla, British Virgin Islands, Antigua and Barbuda,
Dominica, Grenada, Montserrat, St. Kitts and Nevis, St. Lucia and St. Vincent, and
the Grenadines. The Business of Film talked to Carla Foderingham 
Chief Executive Officer of the Trinidad & Tobago Film Company Limited.
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Buoyed by the global community’s
need for a variety of content at vary-
ing production levels, the company

plans to encourage more international film-
makers to shoot in the country, to grow the
nation’s own film industry, and to produce
films that reflect not only the diversity of
Trinidad and Tobago but also positive images
for their own youth of tomorrow. Carla
Foderingham explained: “The Trinidad &
Tobago government is cognizant that the local
economy is energy-based on oil and gas.
While Trinidad & Tobago supplies the U.S.
with more than 70% of the liquefied natural
gas it uses as an energy source, it’s clear that
over time this resource is finite. Therefore we
need to address the issue of diversifying our
economy. By extension, our society became
one of the government’s primary targets as it
seeks ways to continue growing the GNP. In
2004, the Prime Minister formed a business
development committee to look at new sectors
that could assist with the diversification of
Trinidad & Tobago, and Film & Television
was identified as one of those sectors. We
developed a strategic plan and in January
2006 the board was constituted and we have
been building the steps towards that goal ever
since. Expanding on the opportunities offered
by building an infrastructure, we see film pro-
duction as an economic development diversi-
fying the country, providing investment in
local employment, and generating foreign
exchange so that new opportunities are
offered to Trinidad & Tobago nationals,
resulting in a better standard of living across
the board. Film, entertainment and the cultur-
al industries have a multiplier effect on the
economy, across many strands, including
location fees, general personnel and equip-
ment. It also impacts across the tourism sector
in accommodation and catering services,
engendering considerable value.”Due to globalization, most economical-

ly emerging countries around the
world are rapidly entering new phras-

es of prosperity. Trinidad & Tobago, along
with other countries in the Caribbean, are
undergoing a new phase in their economic and
cultural landscape fuelled in part by the need
for content and made accessible by the pro-
duction of low budget films shot on digital
video. Increasingly there is a new wave of
homegrown films from young filmmakers
shot on digital video such as The Sweetest
Mango from Antigua and Barbuda, Blinded
from Grenada, and Ribbons of Blue and

Troubled Waters from St. Lucia. Some of the
filmmakers are in their infancy. If the ‘art of
production’ is factored in, the films can be
considered technically weak, but they have
strong story lines and powerful social mes-
sages. Produced primarily from the OECS
countries, these films are gaining popularity
all over the Caribbean. The producers of The
Sweetest Mango, Antigua and Barbuda’s
first feature film, estimate that almost a quar-
ter of the population (20,000) has seen the
film. That number is significant because it
demonstrates in cultural terms the hunger for
‘local content’. Since the 1950’s a number of films have

used the locations of Trinidad &
Tobago, among them classics like

Heavens Knows Mr. Allison starring Robert
Mitchum and Deborah Kerr (1957); Fire
Down Below with Robert Mitchum, Rita
Haywood, and Jack Lemmon (1957); Swiss
Family Robinson starring John Mills,
Dorothy Mc Guire, and James MacArthur
(1960); Right & Wrong (1970); and The
Phoenix and the Magic Carpet with Peter
Ustinov and Dee Wallace-Stone (1995). Since
1996 the islands of Trinidad and Tobago have
attracted the production of one film a year in
addition to its ongoing and established desti-
nation status for shooting advertising com-
mercials.
The Trinidad & Tobago Film Company
(TTFC) recently approved a comprehensive
incentives package to include a feature film
fund, a 150% tax concession for the sponsor-

ship of films and television programs, and a
production expenditure rebate between 12.5%
and 30% that can be claimed by local and for-
eign film companies producing films in
Trinidad and Tobago.Foderingham continued: “We’ve been

assessing the impact of film and televi-
sion from the international productions

filming on location in Trinidad and Tobago
since 1999, collating statistics on foreign pro-
ductions, commercials, documentaries, still
shoots, and fashion shoots. UK and US based
production companies have been coming to
shoot film in Trinidad simply by word of
mouth. The overall analysis demonstrated the
potential of building a film-friendly environ-
ment. We looked at many models including
Canada, France and Australia, and realized
that within the Caribbean, other than Jamaica
and the Bahamas, none of the other countries
had seriously committed to film as an ongo-
ing economical equation in the business sec-
tor. Trinidad & Tobago wants to move on two
platforms. First, we want to create local con-
tent so that we can begin to view our own
images, to tell our own stories, and to grow
those films to the level that they can find their
way into larger markets where they can com-
pete and be shared with the world. On the
other platform, we are building an infrastruc-
ture and the necessary support system to
encourage more international productions to
film in Trinidad & Tobago. By taking these
two approaches in tandem, we aim to develop
a national film industry, which will create
content to help to shape the identity of our
people, and in addition create an industry that
will afford opportunities for future genera-
tions. I feel that the world is hungry for sto-
ries to be told from a new perspective. We are
a diverse, multi-ethnic, and cosmopolitan
country, and can begin to contribute to the
global arena of films by telling stories from a
Caribbean perspective.” In moving these objectives forward Carla

Foderingham and her team have created a
Production Fund to assist Trinidad &

Tobago nationals produce their own stories
from their own scripts. The Production
Assistance & Script Development program is
now in its fourth year. The feature film Sista
God by Yao Ramesar, which benefited from
the Fund, has enjoyed international recogni-
tion and awards at the Toronto Film Festival
and Bridgetown Film Festival 2007. The
Fund has also supported the documentary
JAB by Alex de Verteuil, which is also getting

Jermilla Kirwan. 
The Sweetest Mango

Continued from page 27
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international recognition and playing at inter-
national film festivals including the 2007
Cambridge Film Festival. With the many
emerging local television channels, cable sta-
tions, and regional television channels, the
fund also financially supported Westwood
Park produced by Danielle Dieffenthaller,
the first of a seven-part television series,
including funding the DVD of Season One,
which was distributed in the UK and US. In
2007, twenty nationals and residents of
Trinidad & Tobago received varying levels
of funding for a range of different film and
television projects. Over the last three years,
since the inception of the Fund, approxi-
mately 50 nationals have created scripted
productions that have been shown on local
television and internationally. Under
Foderingham’s guidance, in 2007 the
Trinidad & Tobago Film Company intro-
duced a Feature Film program, an equity
finance program to provide funding for
nationals to create feature films.  Seventeen
applicants responded to the advertisement
and six will receive funding. The panel of
judges awarding the six projects was drawn
from three different Caribbean countries and
Canada. They included Justine Whyte
(Canada), Dr. Bruce Paddington (Trinidad &
Tobago), Maxine Walters (Jamaica),
Professor Gladstone Yearwood (Barbados),
and Daniel Iron (Canada).
Carla Foderingham commented, “It is impor-
tant that the program have a level of credibil-
ity, integrity and transparency. No one
attached to the Trinidad & Tobago Film
Company sits on any of the panels, and the
same is true with the Production Assistance
& Script Development Program. Natalie
Thompson (Jamaica), Norman de Palm
(Curacao), and Marina Salandy Brown, a
Trinidad & Tobago national and former BBC
executive who recently returned to Trinidad
& Tobago, head that panel. The panels
review and interview the applicants to ensure
that the projects are optimizing their poten-
tial. In addition, there is a monitoring and
evaluation process attached to both these
programs. The funds are paid out in incre-
ments and the successful awardees meet reg-
ularly with the monitoring and evaluation
committee to assess progress. It’s a level of
partnership we encourage because the suc-
cessful applicants who receive the grants
have varying degrees of experience in mak-
ing films. Some are community groups that
want to produce documentaries on aspects

for and within their community such as
HIV/AIDS, and we are able to partner them
with established production houses to ensure
that the end product has production value
relative to the investment of the grant.”To further consolidate the efforts of

growing a local industry and the
films produced, the Trinidad &

Tobago Film Company Limited has com-
bined all previous festivals under one
umbrella and renamed the events the
Trinidad & Tobago Film Festival, ensuring
that the films that were supported by the pro-
duction assistance and script development
program are screened. The Film Festival also
screens films from within the region. In 2006
an enthusiastic cinema going public saw
films from Cuba, Jamaica, Antigua, Cayman
Islands, and in 2007 the films included pro-
ductions from Jamaica, Barbados, Haiti,
Grenada, St. Lucia, Antigua & Barbuda,

Belize, Guadeloupe, Suriname, Cuba, and
the Diaspora - Canada, UK and the USA.
In terms of the benefits of Trinidad &
Tobago as a film production destination for
overseas producers, the Trinidad & Tobago
Film Company points out that the population
is very small – 1.3 million with 50,000 peo-
ple in Tobago. It has a skilled English-speak-
ing work force at every level of production,
from carpenters and costume makers to set
designers, production managers, directors of
photography and assistant directors. The
capital Port of Spain has a developed infra-
structure of highways and support services
already in place from the oil and gas indus-
tries, and Tobago, with its appeal for
tourism, offers a wide variety of beaches and
rain forests. The islands are just a 12-minute
plane ride apart, and ethnic and diverse cul-
tures abound in the architectural landscape,
from churches to mosques and temples all in
pristine condition. When shooting an inter-
national project that requires a multi-cultur-
al cast, Trinidad & Tobago is able to offer
the gamut of faces from European to Syrian,
Chinese, African, and Asian. Tangential to
the growth of film production the private
sector has been growing the exhibition side
tied into shopping complexes across the
islands. Multiscreen Trinidad Limited is one
of the developers and operates the Movie
Towne 10 screen multiplexes, in Port of
Spain, Trinidad, with the second due to open
in Tobago.To attain its comprehensive goals

of transforming the landscape in
Trinidad & Tobago by economic

development from the creative industries,
the government recently established the
Trinidad and Tobago Entertainment
Company. The agency will be funded like
the Trinidad & Tobago Film Company
from national funds and taxpayer dollars.
Its mandate is to develop the island’s
Music industry and its repertory Theatre
industry, and support its 100-year tradi-
tion of Carnivals and the Arts.
In its quest to attract UK  & US based
film production companies to the islands
the message from the Trinidad & Tobago
Film Company Limited is: Trinidad &
Tobago is now officially open for busi-
ness. Over the coming months a market-
ing campaign is scheduled to coincide
with upcoming film markets and film
festivals.

150% tax concession for
sponsorship of films & television 

poduction expenditure rebate
of 12.5% - 30% 

Beach scene Trinidad & Tobago
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The dearth of good quality programming
from African American filmmakers,
can only be remedied, as well as fund-

ed, by enterprises that establish a middle sector
of companies to produce, distribute, market,
and license filmed product. FarCor Studios,
launched in January 2006, is one of those com-
panies filling this gap. Veteran television and
film producer Ralph Farquhar (Moesha,
Krush Groove) and his partner, music produc-
er, investor and entrepreneur Dwayne Corbitt,
have mandated that FarCor Studios will pro-
duce positive themed product across the enter-
tainment spectrum encompassing television,
feature films, radio, reality, animation, comedy,
drama, series, and specials. Like many great
beginnings in the film and television business,
FarCor Studios was born when a friend of
Farquhar’s introduced him to a product with

potential. Da Jammies, an innovative new
animated special had been seeking a ‘home’
for two years. Intrigued by the show’s modern
approach, ethnically diverse cast, and musical
focus on positive-themed hip hop for kids,
Farquhar approached the show’s creator,
Dwayne Corbitt, about expanding the special
into a series. 
From this small acorn, a tree of communica-
tion complementing their mutual experiences
and passions developed, inspiring Farquhar
and Corbitt to collaborate on further projects. 
In the first year, their joint collaboration result-
ed in an on-air series Bill Bellamy’s Who’s
Got Jokes?, two television series, two feature
films, a radio show, and two comedy specials
in development. The partners borrowed a page
from Nike’s book and their motto became
“Just Do It.”  

The oak tree that quickly grew from that
acorn is now parent company FarCor
Studios with its entertainment branches

Funnyman Productions, Razor Media,
Headstart Music, and Headstart Productions.
Projects currently in production from the vari-
ous divisions include the second season of the
comedy competition show Bill Bellamy’s
Who’s Got Jokes? on TV One; an hour come-
dy special featuring George Willborn, the win-
ner of last year’s Who’s Got Jokes?; and the
Da Jammies animated series. At MIPCOM
(October 2007) FarCor Studios co-presidents
and co-founders Ralph Farquhar and Dwayne
Corbitt and TF1 International, a subsidiary of
the TF1 Group headed by CEO Nonce Paolini,
agreed to a 10-year distribution deal for all
licensing rights to the Da Jammies property,
outside of merchandising and DVD sales, in all

Dwayne Corbitt & Ralph Farquhar Co-Founders & Co-Partners of FarCor Studios

The Positive FarCor Factor
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Ralph Farquhar
Co-President & Co-Founder of FarCor Studios, is a
Chicago native who began his successful run in the
entertainment business as a writer on the iconic series
Happy Days. Farquhar learned the business from leg-
endary directors/producers Ron Howard, Henry Winkler
and Garry Marshall. Farquhar’s first foray into feature
films came in 1985 with the cult success Krush Groove,
which cemented his outstanding talent as a writer. Krush
Grooove also launched the careers of Blair Underwood,
LL Cool J, The Beastie Boys, Run-DMC, Sheila E, and
music producer and founder of Def Jam Records, Russell
Simmons. In 1987, Farquhar took his big chance, and
started writing for Married…With Children, a brand
new show on Fox, a brand new network. The show
became a ratings success for the then fledgling network,
and Farquhar worked on the series for numerous sea-
sons, eventually becoming a supervising producer.  The
desire to have more creative control over his projects
led Farquhar to create and executive produce with
Michael Weithorn the critically acclaimed, award-win-
ning series South Central. The success of South Central
was Farquhar’s passport to follow his passion: creating 

meaningful projects that could have a positive impact on
audiences. In 1996, Farquhar co-created and executive
produced the award-winning UPN show Moesha, featur-
ing teen singing sensation Brandy, with its uplifting mes-
sage and positive role models. The Moesha success spun
off another award-winning UPN series, The Parkers,
starring then-unknown comedienne and actress
Mo’Nique. Farquhar also developed and executive pro-
duced Disney’s animated series, The Proud Family, fea-
turing an all-star cast including Cedric The Entertainer,
Samuel L. Jackson, Cicely Tyson, Tim Conway, Ving
Rhames, Mariah Carey, Alicia Keyes and Tommy
Davidson. Over its five year run The Proud Family gar-
nered many nominations and awards. Farquhar’s latest
venture is FarCor Studios, which he created with partner
Dwayne Corbitt. FarCor is dedicated to producing high-
quality entertainment with a positive message for all
forms of media – television, feature films, radio, reality,
animation, comedy, drama, series and specials.Ralph
Farquhar currently resides in Los Angeles with his wife
of 22 years, Melba, a successful interior decorator, and
their two sons, Jeremy and Regan.

Dwayne Corbitt
Co-President & Co-Founder, FarCor Studios
Dwayne Corbitt is an entrepreneur with a track record
of running several diverse and profitable businesses in
the Los Angeles area, including investment banking,
latex manufacturing, and real estate. In 2004 Corbitt
turned his creative energies and business savvy toward
the entertainment business and Hollywood. As co-
owner of FarCor Studios with his partner Ralph
Farquhar, Corbitt is responsible for the development
and execution of television programs such as Bill
Bellamy’s Who’s Got Jokes?, which is entering its sec-
ond season on TV One; the soon-to-be-released talk
show Baisden After Dark, starring best-selling author
and Bad Boy of Radio Michael Baisden; the feature
film Maintenance Man, based on the best-selling book
of the same name; and the upcoming children’s ani-
mated series Da Jammies. Corbitt also owns
Headstart Music Group, Inc., a record label that man-
ages talents such as Aaron Hall, K-CI, J-Naugh-T, 
and The Deacon.  
Corbitt currently resides in Los Angeles.      

territories other than North America.
Ralph Farquhar said: “It’s a real pleasure that
the multi-faceted Da Jammies property is
beginning to take flight on the distribution
front for what we anticipate will be a fresh,
exciting and evergreen property. TF1
International is a perfect match in helping us
meet our international distribution goals.”
Annabel Bighetti, TF1 International’s senior
executive vice president of TV sales and acqui-
sitions, commented: “TF1 International is
delighted to start a long term relationship with
FarCor Studios. I believe that Da Jammies will
be a very successful part of TF1’s international
programming line-up.” While Da Jammies is
centered around a cutting edge hip-hop and
R&B sound, FarCor co-president  Dwaynne
Corbitt emphasizes that the music will feature
positive, message-laden lyrics that are appro-
priate for today’s youth, which is a niche
FarCor believes is extremely underserved.
Corbitt said: “FarCor Studios is proud to share
the vision of Aulsondro ‘Novelist’ Hamilton
and William ‘Dolla’ Chapman, who are the cre-
ative minds behind Da Jammies. Together
with TF1 International we are charting a
responsible course with this property.
Hopefully it will reach, influence and inspire

kids of today and tomorrow in both positive
and remarkable ways.” Rose Adkins, FarCor’s
global president of distribution and co-produc-
tions, concluded: “The relationship between
FarCor Studios and TF1 International is a
major piece of the puzzle in our effort to build
Da Jammies into a worldwide property, and
we expect it to spawn further activities very
soon in the distribution, licensing and merchan-
dising arenas.” Da Jammies explores the quest of six

suburban kids who sing, rap and dance
while they try to become famous. Da

Jammies is about trend and culture, and will fea-
ture the latest in hip-hop fashion and styles, in
addition to introducing ground-breaking hip-hop

dance moves, never before seen or performed in
animation. Each episode of Da Jammies will
highlight the trials and tribulations the Da
Jammies encounter as they strive to make it big
in the music “Biz”. The series will feature an
animated celebrity guest appearance with a
‘moral of the story’ illuminated at the end of the
show.
FarCor Studios has a variety of projects current-
ly in production, including Bill Bellamy’s
Who’s Got Jokes? and Baisden After Dark on
TV One. The feature film The Maintenance
Man, based on the novel by Michael Baisden, is
to be directed by Carl Franklin, and produced
with and distributed domestically by Screen
Gems.   FarCor is a privately held company

based in Los Angeles. The company’s
edict is that both Farquhar and Corbitt

feel a healthy and supportive working envi-
ronment is conductive to good work. The
edict is founded on the belief that showing
positive storylines and conflict resolution,
maintaining an encouraging environment, and
affirming strong social and family values will
not only benefit FarCor’s audience, but will
also guarantee high company employee
morale and productivity.

Da Jammies is centered 
around a cutting edge hip-hop 
and R&B sound emphasizing
music that features positive 

message-laden lyrics that are 
appropriate for today’s youth 

which is a niche FarCor 
believes is extremely 

underserved 
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NME Launch HD VMD Player
Bundle Box Across Europe 
& The United States 

Since New Medium Enterprises (NME)
(OTC Bulletin Board: NMEN - News)
launched its HD VMD (Versatile

Multilayer Disc) proprietary high definition disc
format based on established red laser technology
to the film industry in the last quarter of 2006, the
company has made a series of strategic alliances
and acquisitions for its commercial launch this
Christmas season, into the North American,
European, Asian, and Oceania regional markets.
NME is positioning its new HD VMD format as
the most practical and cost-effective solution in
the HD market by giving consumers what they
have been craving -- an affordable, full HD
Player and DVD up-scaler with superior image
playback.  Over the past twelve months HD VMD
has amassed a growing list of over 100 block-
buster Hollywood and Bollywood film titles that
will become available through its network of dis-
tributors in those markets.
Mahesh Jayanarayan, CEO of NME Inc., says,
“We have a strong commitment to the ethnic
communities all over the world, who crave their
product, outside of their home countries. Our
strong alliance with Eros, AP International and
Eagle for Bollywood films will give us an edge
in that demographic.”  
NME's commercial launch comes on the heels
of the addition to its board, of Mr. Michael Jay
Solomon, who was recently appointed as the
company's new chairman. With his expertise
and extensive experience which includes film
and television distribution as well as develop-
ment of online and digital media companies
throughout multiple global markets, including
EMEA, China and North America, Solomon
will work with the NME board and senior
management team to further develop its busi-

ness on a global scale and promote its HD VMD
disc format and players. Michael Solomon said,
"NME has developed a high definition product
that speaks to current market needs and also
looks to the future. The timing is right to come
into the market now and this company has been
forging the right content, distribution and pro-
duction deals. This company is right on the cut-
ting edge of the high-growth HD market, with
exciting growth potential. I'm very enthusiastic
about being a part of this company."As part of its strategy in Europe NME

recently added to its portfolio FKH
Electronic A.S. with headquarters in

Slovakia, which agreed to be acquired by New
Medium Enterprises Inc. for US $11 million.
FKH Electronic A.S. is a leading producer and
distributor of home appliances and consumer
electronics devices in Central Europe, market-
ing its products under the brand Orava. A fifty
year-old brand, GFK Europe rated Orava as

having 18% market share in 2005 and ranked it
number one in DVD player sales in Slovakia.
FKH Electronic is currently selling Orava prod-
ucts in mega stores like Carrefour, Tesco,
Metro, AHOLD, and in more than 1700 other
retail outlets. It supplies more than one million
units of various electronic products annually
and has sold over 16 million TV sets to date.
Since its inception, FKH Electronic has operat-
ed profitably, and in the last 3 years has posted
an annual turnover in excess of US $25 million.
Vladimir Florek, Managing Director of FKH
Electronic A.S., states, "We have been a leading
electronics manufacturer and supplier with a
very strong brand and are privileged to be the
very first producer for HD VMD products in
Europe. With our core strengths, we are confi-
dent that we'll be successful in promoting and
selling this new HD format in Europe and
worldwide."

Mahesh Jayanarayan, CEO of NME Inc. says,
"With the production, distribution and logis-
tics expertise of FKH and the strong brand
image, it is a perfect fit for our launch this
year. This region is one of the fastest growing
logistic hubs in Europe, attracting a number of
major hi-tech brands like LG, Samsung,
Philips, and Sony. Slovakia is a booming econ-
omy, and a real window to the EU and interna-
tional markets. As it's now part of the
European Union, it can offer us attractive com-
mercial advantages."Building on its supply of Content

providers, NME has closed with a
number of international independent

distributors that include Anthem Pictures in
the United States; BAC films, Seven 7 in
France; Myndform, Sena and LazyTown in
Iceland; Scanbox in Scandinavia; VCL in
Germany; Monolith in Poland; Eros
Entertainment, AP International and Eagle in
India and Internationally; Icon Pictures in
Australia and New Zealand; and NBO in
Brazil, giving the HD VMD format access to
more that 4000 titles worldwide.NME will make available in collabora-

tion with each distributor 5 HD titles
from their respective libraries includ-

ed in the NME Player bundle box. These will
be sold for a RRP of US $249 and EUR
199.99. Players and films are available and
accessible online through Amazon.com, PC
Rush.com, and NME's e-commerce Web store
www.nmestore.com for Thanksgiving and
Christmas holidays. 
NME bundle boxes will be available on HD
VMD format with 5 titles included in the NME
Player bundle box. HD VMD is a true HD for-
mat with 1920 x 1080i/p resolution, up to 40
Mbps bit rate playback, and DVD up-scaling
so users can watch their existing DVD collec-
tion and achieve premium picture quality
through their HD TV monitors. The HD VMD
player is suitable for playback on all HD-capa-
ble display devices and will support existing
optical disc formats: CD and DVD. HD VMD
players also feature Advanced Encryption
Standard (AES) and all region codes for
greater film viewing flexibility.

Bundle Box (Athem Pictures)

giving customers ... an
affordable full HD player 

& DVD upscaler with 
superior image 




