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INTRODUCTION

Cannes? Or can’t?

The Imaginariom Of

Doctor Parnassus

flma in the US has always driven
the buying and selling of films in
the international marketplace,

Buyers need to know by which com-
pany and how widely s project will be
released domestically before they
decide to commit for their territory,
mainly because exhibitors around the
waorld tend to need the example or
guarantee of US diswibution before
they will book a film.

So what happens when the bottom
falls out of the US distribution market?
Securing US distribution on any film
these days is tough but toughest for
fitms in the medium-budget range
($5m-$25m), Pre-selling in the US is
virtually impossible. Lionsgate and
Summit are just about the only inde-
pendent prospects for wide releases
and both companies have their own
production pipelines and focus selec-
tively on third-party acquisitions.

Territorial distributors, therefore,
might have to start whking mdependent
films out before the US, and exhibitors
should take the risk wath them. There is
proof an aggressively marketed film
can work without US precedent. Take
The fmaginarium Of Doctor Parnassus
last year, for example. Lipnsgate in the
UK and Moviemax in Italy went out
befare Sony Pictures Classics in the US
and performed well in their respective
markets, In [mly it grossed more than
$10m, surpassing the US take of
$7.7m.

In this month's issue, which will be
widely available at Cannes, Screen
explares the buying landscape around
the world in our Buying Movies Today
report (p21). We also look at the chal-
lenges of selling and releasing foreign-

langunage films in the US (p6), and
profile Bob Berney and Bill Pohlad's
Apparition (p16), one of the few new
players on the domestic scene.

It's a testing time for inde-
pendents everywhere, of
course. Hollywood studios
are focusing all their
efforts into tentpole
blockbusters (see
reviews of fron Man 2
and Shrek Forever

For better orworse, distribution of

—————— x|
Cannes should answer
many questions about
the state of the
international market
——

After from p74) and audiences are
increasingly favouring them over all
other films, especially in 3D.

In response, Smart entrepreneurs
are coming up with new paradigms,
Here in Sereen, production veterans
Marlk Ordesky and lleen Maisel talk
about their company Amber Entertain-
ment (p18), which is tailoring product
for all marmer of outlets, whether that
be a big-budget tentpole for studio dis-
tribution or made-for-DVD movies
with an exclusive window in the stores
of UK retail giant Tesco. And in our
focus on Germany as a location and co-
production partmer (p49), companies
such as Studio Babelsberg and K5
Media Group are bringing interna-
tional films to life through partnership,
financing incentives and equity,

Cannes should answer many ques-
tions about the state of the interna-
tional market, and how independents
and studios alike can adapt to new
realities, We tip projects stirring up
buzz ahead of the market and give a
rundown of the festival line-up (p36);
while Leonard Klady analyses the box-
office impact of winning a major prize
at the festival (p70).

Sereen will, as always, be producing
print dailies at Cannes as well as our
listings bumper and hosting events
and receptions throughout the festival.
ScreenDaily.com will provide thor-
ough coverage from the Croisette for
those unable to attend. B
Pleqse feel fiee to contact me with any
Jeedback at mike. goodridge@emap.com

r’ ScreenDaily.com
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Roland Emmerich built areplica of London’s Rose Theatre in Berlin for )\nohynﬁods
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Teutonic shift

ermany has re-invented
G itself as an attractive place

to make international films.
In this special production focus,
Screen explores the opportunities
in Germany for overseas films,
from co-production partners to
finance, studios and locations

At the beginning of the new cen-
tury, German film companies and
funds were pouring hundreds of
millions of dollars in funding into
US and international productions
— both through the companies
which had floated on the Neuer-
markt in wildly inflated valuations
and the private media funds such as
VIP, Cinerenta, IMF, Hollywood
Partners et al.

Both studios and independents
came to depend on the ‘silly money’
from Germany, and at one point,
bankers Merrill Lynch estimated
some 10%-15% of US production
was being financed by German
sources. Look at the end credits
from many Hollywood studio block-

busters in that period and the owner
of the motion picture will have
‘GmbH & Co KG’ listed after it.
That silly money of course col-
lapsed spectacularly; many of the
players have disappeared from the
industry, some ended up in court,
and at least one went to prison. Hol-
lywood moved on to devour other
sources of funding — this time on
its own doorstep on Wall Street —
and a great many small German
investors were left burnt and
bruised by whole slates of movies
which failed to generate a single hit.
Less than a decade later Germany
has re-invented itself as an attrac-
tive international partner on its own
terms. No longer is it a bank for US
movies, but a co-producer, studio
site and location venue for interna-
tional movies big and small, which
can also tap into the country’s rich
regional and federal funding
schemes. A German setting helps —
as in the case of Inglourious
Basterds, Valkyrie and The Reader —

@ TERRITORY

[ INTERNATIONAL CO-PRODUCTIONS [ STUDIO BABELSBERG [ K5 MEDIA GROUP [ LOCAL CO-PRODUCERS I FILM FUNDS

but it isn’t necessary, as Speed Racer
and Ninja Assassin proved. Roland
Emmerich has just built a replica of
London’s Rose Theatre in Berlin for
his Earl of Oxford drama Anony-
mous, while David Cronenberg will
shoot most of A Dangerous Method
in Germany starting this month.
The pre-First World War drama is
set in Zurich and Vienna.

Over the next 11 pages in this
month’s territory focus, Screen’s vet-
eran German writer Martin Blaney
explores the thriving German land-
scape for international producers,
looking at the facilities, talent and
investment vehicles available to for-
eign producers as well as the host of
internationally savvy local produc-
ers who can help get a film made. He
takes us through the regional funds
one by one as well as the Federal
Film Fund and case studies of three
German co-productions: Joe
Wright’s Hanna, Kevin Reynolds’
Learning Italian and Olivier Assayas’
Cannes-bound Carlos. And he looks

at Studio Babelsberg and its innova-
tive funding mechanisms which are
attracting big studio pictures to Ber-
lin — and caused Bavaria Film to
create a similar production entity.
Earlier this year Studio Hamburg
teamed with Pinewood Studios on a
joint venture to encourage films to
shoot in Germany.

Meanwhile Screen meets Oliver
Simon and Daniel Baur, the duo
behind K5 Media Group which is an
ambitious new enterprise packag-
ing, financing and producing inter-
national films from a German base.

In this territory focus, we have
focused on just one area of the
dynamic German business. We have
barely touched the surface of the
German indigenous production
scene which has spawned some of
the best films of the decade in The
Lives Of Others and The White Rib-
bon, nor the foreign sales sector —
which has some dynamic
companies in The Match Factory,
Betafilm, Bavaria Film Interna-
tional and others — or the distribu-
tion scene which has some vibrant
new players in StudioCanal’s
Kinowelt and Wild Bunch Germany.
But the coverage of Germany is
ongoing in all of Screen’s outlets and
the territory will prompt constant
analysis as it continues to thrive.

Mike Goodridge, editor

GERMANY.IN NUMBERS 2009 (2008)

Population 81.8 million (82.1 million)
Admissions 146.3 million (129.4 million)
Box office $1.3bn [€976.1m] ($1.1bn
[€794.7m))

Cinema visits per year per capita

1.8 (1.6)

Box office per capita $15.90 [€11.90]
($12.90 [€9.70])

Average ticket price $8.87 [€6.67]
($8.17 [€ 6.14))

Cinema screens 4,734 (4,810)
German films’ market share 27.4%
(26.6%)

Admissions to German films

39.9 million (33.9 million)

Theatrical releases 2009

513 films: 216 German films, 92 EU,
159 US, 46 others

Source: FFA
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BREAKING NEWS
For the latest film business
news see ScreenDaily.com

An ambitious new international player has emerged from Germany in K5 Media Group, the Munich-based
development, finance and sales outfit. Principals Oliver Simon and Daniel Baur speak to Mike Goodridge

hen K5 International burst
W onto the sales scene in 2007

with the acquisition of Tom
McCarthy’s The Visitor, it was the first
step onto the world stage for the
aggressive Munich-based company
which was founded a year earlier by
Oliver Simon and Daniel Baur.

K5 Film itself was set up by then
writer and agent Simon in 2001 with a
first-look deal at Bavaria Film Group.
The company has produced 11 features
since then including Vanessa Jopp’s
Lola-nominated Happy As One.

Simon was joined by Baur in 2006.
Baur had cut his teeth in entertain-
ment law before working for Bernie
Stampfer in the film-financing and
packaging division at Deutsche Bank.

Founding a partnership

“I got to know Oliver in 2005 and he
was looking for a partner with legal
and financing skills,” explains Baur. “I
was looking to get away from film
funds which were only interested in the
package but not the projects them-
selves and so we decided to test a part-
nership for a year”

In 2006, the two new partners
hatched a plan to expand into interna-
tional sales. Within six months, they
had raised the funding from private
investors to cashflow the development
of K5 International. A trip to London
in September 2006 saw them meet
with a handful of top sales executives
and the hiring of Film Four Interna-
tional veteran Bill Stephens.

“From the start we never wanted to
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be a German sales company,” says
Stephens, “selling our own German
productions. We wanted to kick off
with the right internationally appeal-
ing theatrical projects.”

In late 2006 and early 2007, Simon,
Baur and Stephens travelled to Lon-
don, New York and Los Angeles to
introduce K5 to producers and agents.
At Toronto 2007, the company scored
its first pick-up, taking international
rights to The Visitor which would go on
to be a big independent hit and an
Oscar nominee in 2008. By AFM 2008,
it was sold out. “We were immediately
on the landscape;” says Simon.

K5’s second film, Get Low, was to
prove an even more significant turning
point. The company brought pre-sales
and equity finance to Aaron Schnei-
der’s $10m period drama set in Ten-
nessee and starring Robert Duvall,
Sissy Spacek and Bill Murray. The film
was well-received at Toronto 2009
where Sony Pictures Classics picked
up domestic rights. “The producer,
Dean Zanuck, asked us if we could
help package and finance the film and
that has moved us more from being a
pure sales company to a company that
can also package and finance a project
with producers,” says Baur.

Last year the company added financ-
ing division K5 Media Capital and a
new partner in Sascha R Prestel, the
former CEO of IM Internationalmedia,
to run it. Simon and Baur could focus
on development and packaging. “We
are becoming more active on the devel-
opment side,” says Baur, “which makes

FACTFILE

OLIVER SIMON

[ Co-founded freeXm,
the first German script
development agency
in 1994; since then he
has been involved in
20 films as writer, co-
writer or script editor.

H Established
production company Ks
Film in 2001.

[ In 2006, teamed
with Daniel Baur and
went on to found Ks
International, Nowtilus,
Ks Independent,
abnormalnet.com and
K5 Media Capital with
Sascha R Prestel.

DANIEL BAUR

H Interned in the
entertainment division
of Deutsche Bank

and the copyright
department of the
European Commission
in 2001.

[ He has consulted
on the packaging and
financing of more
than 50 international
features including The
Company, Ask The Dust
and The Punisher and
co-produced Eulogy,
produced by Steven
Haft.

H In 2006, joined K5
Film as a partner and
producer.

sense given Oliver’s background and
also protects the investors. We now
have three divisions — K5 Film, K5
International and K5 Media Capital —
and ideally each project will go through
all three divisions.”

The expanding slate

For its next slate of films K5 is reteam-
ing with Zanuck on Hideo Nakata’s
$15m supernatural thriller Voice From
The Stone; it has formed a partnership
with Kevin Frakes and Stephan Pater-
not’s Los Angeles-based Palmstar, the
first fruit of which is a film of Bret Eas-
ton Ellis’ Lunar Park; and it has signed
Shekhar Kapur to direct murder
drama The Three Lawrences scripted by
Iris Yamashita.

K5 Film continues to produce Ger-
man films and some K5 International
projects will shoot in Germany to take
advantage of film funds and tax breaks.
However, others — such as Lunar Park
and The Three Lawrences — will by their
very nature need to shoot in the US.

Meanwhile K5 is close to closing a
deal with Studio Babelsberg to co-
develop international films to shoot in
Germany that would go through the
Babelsberg and K5 structures.

“The Visitor and Get Low have shown
the US community that we can finance
and package films,” says Baur. “As a
European sales company, we appar-
ently have a different business culture
to some of our competitors. We always
stick to our deals and deliver fast,” he
concludes, adding: “Producers like to
deal with us for that reason” H





