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18 February 2009

SPAA SUBMISSION TO SCREEN AUSTRALIA  - STAGE 2 CONSULTATION:

MARKETING SUPPORT & PROMOTION, RESEARCH AND STATISTICS. 

MARKETING SUPPORT AND PROMOTION

Once again, SPAA is taking this second stage submission as part of an ongoing dialogue with Screen Australia about its programs and initiatives.  

SPAA notes that there is no guide to budget allocation from Screen Australia with regard to marketing and research.  SPAA believes that Screen Australia should accord as much importance to marketing and research as it does to development and investment – the expectation from members for change in this area is considerable.  In the absence of any indicators, SPAA would recommend at least $8 - $10 million be allocated to an expanded and focused marketing division.  

SPAA believes that the role of Screen Australia in marketing and branding the Australian industry is critical to travelling industry professionals and to the perception of the industry overseas. The marketing division could also contribute significantly to addressing the vexed problem of how to attract Australian audiences to Australian films in the cinema.   

SPAA believes that Screen Australia’s marketing division should function as the equivalent of Ausfilm and have as its core business the outward branding and promotion of the Australian film industry as a whole, and not just confined to the content it funds (the Unifrance model).  

Here are some base level requirements:  

· Foster an environment that encourages co-production.  Inward and outward bound trade missions to and from the US, Canada, Europe and Asia would significantly assist producers in Australia to forge meaningful co-production relationships.  The main purpose of using co-production mechanisms is to access subsidy from both/multiple territory partners to enhance budget levels.  Access to key international players and attendance at major markets and festivals is also crucial. Programs such as these could be administered through a closer nexus with Austrade. 

· Knowledge, research and market intelligence is a key component of a smart industry.  An expanded strategy, research and publications arm of a new agency would assist the industry in this regard. An expanded business data service would be useful, with online information and databases about foreign distributors and potential financiers. The distance factor from all other major markets is still an issue for Australian producers – planning international market attendance is cost and time intensive, yet a necessary part of doing business. Access to up to date market intelligence would be a valuable tool for producers to plan their annual market and festival attendance. On-ground support and introduction at major markets from agencies and Austrade representatives where appropriate also provides valuable assistance to producers.  

· SPAA has strong views about the role of marketing in a new agency. There should be a single brand for Australian screen content that is carried through a more commercial focus of trade missions, inwards and outwards visits (the mirror of Ausfilm outwardly focused), specific trade shows and markets – MIPCOM, Pusan, Cinemart, AFM, etc - to the cultural remits of Festivals like Cannes, Venice, Sundance, Berlin, Toronto, and other more specifically genre oriented events like Clermont Ferrand, IDFA, HotDox, etc.  A more integrated strategy for working within our region would be a desirable focus.  Presence at Festivals and markets should be more focused on ‘marriage broking’, helping people to source financiers, sales agents, co-production partners.   

· Screen Australia could assist in spearheading local campaigns to get local audiences back into the cinema for local films.  A prints and advertising fund for lower budget theatrical features would be desirable (although SPAA recognises that an initiative of this type would be better under the Production Investment division).  

· All the functions of marketing described above and in the Screen Australia document implies a level of expertise in the Marketing Division that has been, in SPAA’s view, absent for some years, and is only now being addressed with the appointment of the recent Director of Marketing.  It is critical that marketing personnel have detailed knowledge of the international film sales business, how distribution works, how film promotion and marketing works across the majors and boutique niche markets, and knowledge of the major festivals and their directors.  Strong networks would be desirable.    

· SPAA also advocates a stronger relationship with Screen Australia’s Marketing Department with this organisation.  There is now a significant level of expertise within SPAA in international marketing, sales and distribution.  SPAA also would welcome partnerships with Screen Australia on outward missions and also on domestic initiatives such as SPAAmart which are ready-branded and have now a history of success.  Outsourcing some of the functions of marketing might be a cost-effective way for Screen Australia to use expertise in other areas of the industry. 

· With regard to the programs outlined in Screen Australia’s paper, SPAA would recommend that all of these be continued, but in a more coherently branded manner.  These are Marketing Workshops, Domestic Pitching (AIDC), Australia on Show (Movie Convention), International Festival Liaison (inwards visits from festival programmers and directors), International Market and Festival presence, International networking initiatives, Filmmaker travel grants, Support for production of marketing/screening materials, Regional Digital Screen Network, Embassy Roadshow, International Cultural Programs and Promotions, and Digital Learning.
· SPAA believes it is critical to maintain a strong presence at the current premises in Cannes, as well as the stands at MIP and MIPCOM.  No less important is the maintenance of the functions of the Industry and Cultural Development Division.  The maintenance of the Australian Film Institute’s event funding, for example, should never be in question.  The various resource centres around Australia are cost-effective organisations that assist in fostering and encouraging emerging talent from outside of tertiary institutions; their funding is critical to grass roots filmmaking, and provides a necessary first step into filmmaking.  

· SPAA would like some clarification on the following – “Sales”, “Promotion” (page 4 of Stage 2 Review document).  SPAA requests more information from Screen Australia about the level of expertise within the organisation to be an effective sales agency.  Given the changes made to the previous Film Australia guidelines and operational strategies, SPAA feels it would be more appropriate for the producer, in consultation with Screen Australia, to determine the best sales agency for individual films within any ‘curated’ strands such as National History Program.  ABC Commercial may not be the best option.  The same applies to in-house ‘promotion’ of these programs – surely this is the remit of the sales agent, broadcaster or end user here and overseas?  What expertise is there in-house at Screen Australia in publicity and promotion for television programming?  

RESEARCH AND STATISTICS

SPAA requests clarification about the role of the previous policy department within the Australian Film Commission.  How, if it is to be an ongoing part of the new organisational structure, will it be resourced, and what will be its core business, considering the main policy determinations appear to be directed by the Department?  SPAA is concerned that a policy function be preserved within the agency to liaise with industry, to work with existing policy units within industry organisations, to provide information and importantly, to get information from industry.   

The existing research and statistics in Get the Picture, the National Drama Production Survey generally released in November, and an annual snapshot of documentary, generally released in time for the AIDC, i.e. the status quo, should be the bare minimum provision of information to the industry. SPAA would like to see any Research department of Screen Australia being responsive to the needs of the industry rather than responding only to their own and Departmental considerations. There should be less reliance on the Australian Bureau of Statistics findings, which firstly are too general for the specialised nature of our industry, and secondly, too retrospective to be useful.  The industry needs more analysis of its own performance, and while individual producers can and do compile their own research according to their own interests, comprehensive data should be available at all times to all sectors of the industry, rather than just being at the agency’s disposal for internal analysis. 

It is important for practitioners, for example, to get an average price index for Australian content in certain territories, which could easily be compiled as an average across each genre. Local box office results are also important. The intelligence compiled over 20 years of FFC funding could be widely available; numbers of films sold in strategically important territories with box office results, DVD sales etc would provide important base level information, particularly for emerging filmmakers. Screen Australia has a remit to contribute to the overall knowledge base of the industry at all levels.  

SPAA would like to see Screen Australia offer a comprehensive service providing research and statistics covering a range of data, and most importantly, collect, analyse and provide information on the ongoing performance of the Producer Offset, as outlined below.  

PRODUCER OFFSET STATISTICS

The Producer Offset Legislation has now been in operation for 18 months. Assistance offered by Government under the Producer Offset is continually stated as being valued as 40% for theatrical feature films, and 20% for other films, such as documentaries and television. This is fundamentally incorrect, as the assistance is applied only against ‘Qualifying Australian Production Expenditure’ (QAPE). Certain common production expenditures are excluded from QAPE.

‘Non-QAPE’ components can vary from 15% to 40% of a film’s total film expenditure depending on the nature, scale, and specific circumstances in realisation of the project. 

The true commercial value of Producer Offset assistance is, broadly, between 24% and 34% for feature films, and between 12% (sometimes lower) and 16% for documentaries and television. 

Any review of the intent, effectiveness, and the level of commercial assistance provided by the producer offset legislation should be based on empirical statistics rather than hearsay and anecdotal statements. It would appear that no such detailed statistics are currently available to the industry.  SPAA is therefore putting forward the following set of recommendations for consideration and further discussion with Screen Australia.  

SPAA RECOMMENDATIONS FOR COLLECTION AND PUBLICATION OF PRODUCER OFFSET STATISTICS
· Screen Australia compile and publish comprehensive aggregated and averaged statistics from projects lodged with SA for provisional certification, final certification, and production investment to date, and continue to do so in the future. 

· Appropriate arrangements are made to secure confidentiality of specific projects included in the aggregated averaged statistics. For example, Provisional and Final Certification applications to provide a check box for applicants to waive ATO client confidentiality in terms of the relevant information required for the collation of meaningful statistics.  

· The statistics be published on the Department and SA websites on a regular quarterly basis.

· The statistics are presented as a series of groupings by film type (feature film, television, documentary, etc) and sub-groups where appropriate (single episode documentary, single episode television drama, documentary series etc). The groupings would logically follow the film genres outlined in the Producer Offset legislation. 

· Appropriate bands of budget range are created for each film type to make the underlying averaged statistics meaningful. Bands based on very wide spreads defeat the purpose of the statistics.

· As a minimum the underlying statistics for each project in the aggregated averaged statistics should include :

· Total ‘Above the Line’ as a % of Budget 

· Total ‘General Business Overheads’ as a % of Budget

· Total ‘Non-QAPE’ as a % of Budget

· Total ‘QAPE’ as a % of Budget

· Total ‘Excess’ of ‘Above Line’ and ‘General Business Overheads’ treated as ‘non-QAPE’

· Rebate as a % of budget

· Additional statistics are collected and published as a necessary resource for Government, SA, and the industry. 
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