“It’s not just about making a movie...it’s about surviving it.”
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PART 1
EXECUTIVE SUMMARY / OVERVIEW

Film-A-Mite Presents: No Budget Blockbuster

No Budget Blockbuster is a wild, heartfelt, and brutally honest six-episode docuseries that
follows a ragtag team of independent filmmakers on an impossible mission — to make a feature
film on a shoestring $200,000 budget and premiere it in Hollywood within nine months.

Equal parts comedy, chaos, and creative triumph, the series captures the real blood, sweat, and
caffeine behind every “no budget” dream. Creator and director Ryan McGonagle leads the
charge with his team of industry misfits — from veteran producers and Hollywood technicians to
dreamers balancing day jobs — all united
by one insane goal: to deliver a “no
budget” blockbuster against all odds.

The series documents every step of the
filmmaking journey, from casting and
location scouting to late-night editing and
red-carpet premieres. Along the way,
viewers witness the tension, ingenuity,
and camaraderie that define true
independent cinema. Each episode pulls
back the curtain on the highs and lows of
filmmaking — the meltdowns, the
breakthroughs, and the moments that
remind us why we chase the dream in the
first place.

At its heart, No Budget Blockbuster isn’t
just about making a movie — it’s about
making it happen. It’s a celebration of
creative grit and the rebellious spirit of
DIY filmmaking. Backed by Film-A-Mite
Inc., the project fuses reality-series
energy with cinematic storytelling,
blending the humor of Jackass, the
authenticity of American Movie, and the
behind-the-scenes insight of Project
Greenlight.




The companion feature film, The House in the Middle of Nowhere, runs parallel to the series — a
psychological horror movie that becomes both the focus and the test of the crew’s endurance.
Together, the film and docuseries form a meta-narrative about the trials of creation and the
absurd beauty of chasing a Hollywood dream without a Hollywood budget.

With a combined budget of $1.5 million, No Budget Blockbuster is positioned as a multi-
platform property — built for streaming audiences hungry for authentic entertainment, viral
social media moments, and a front-row seat to the chaos of filmmaking at its most raw, funny,
and inspiring.

Tagline:

“It’s not just about making a movie... it’s about surviving it.”
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CONCEPT BREAKDOWN

Film-A-Mite Presents: No Budget Blockbuster

No Budget Blockbuster is a six-episode docuseries that dares to answer one question:
Can a group of underdog filmmakers actually make a Hollywood-level feature film with no
studio, no backing, and almost no budget — and still pull off a red-carpet premiere?

This is not another glossy behind-the-scenes show. It’s raw, unfiltered filmmaking at the ground
level — where every setback, breakthrough, and meltdown is caught on camera. The crew
becomes the cast, the chaos becomes the story, and the process itself becomes the punchline.

Each episode chronicles a different phase of the filmmaking journey, following director Ryan
McGonagle and his eclectic team — producers, cinematographers, editors, actors, and special
effects artists — as they attempt to shoot, finish, and premiere the horror feature The House in
the Middle of Nowhere on a $200,000 budget. What unfolds is equal parts documentary, reality
comedy, and inspirational chaos.




The concept thrives on contrast — between the dream and the grind, the ambition and the
exhaustion, the Hollywood illusion and the reality of DIY creation. It’s a celebration of the indie
spirit, where mistakes become lessons, and limitations fuel creativity. Every episode balances
humor, heart, and hustle, offering a rare look into how movies are really made when there’s no
safety net — and no one’s getting paid enough to fake it.

Core Themes

*  Grit and Creativity Under Pressure: How filmmakers turn obstacles into opportunity.

*  The Underdog Spirit: Real people risking comfort for passion, proving that art can
thrive on courage, not cash.

e Collaboration and Chaos: The personalities, egos, and unpredictable dynamics that
make filmmaking both magical and maddening.

*  Hollywood’s Great Irony: That the most authentic stories often come from those who
can least afford to tell them.

Comparable Titles

*  Project Greenlight — for the behind-the-scenes realism of independent production.
o Jackass — for its fearless, chaotic humor and authentic camaraderie.

e Full Tilt Boogie — for a raw, behind-the-scenes rush of indie filmmaking chaos and heart,
capturing the grit, and relentless drive of a crew determined to make movie magic against
all odds.
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The Hook

No Budget Blockbuster is more than just a docuseries — it’s a cinematic experiment that merges
two productions into one: the making of a feature film and the story of the people making it. It’s
real, unpredictable, and profoundly human — proof that sometimes, the biggest dreams come
from the smallest budgets.



PART 3
SERIES STRUCTURE

Film-A-Mite Presents: No Budget Blockbuster

No Budget Blockbuster unfolds across six high-energy, character-driven episodes, each
chronicling a different stage in the journey of making a feature film with no safety net. The tone
evolves from excitement and absurdity to exhaustion and triumph — leading to a real-life
Hollywood red-carpet premiere that proves dreams can be built on duct tape and determination.

Episode 1 — Misfits of Tinseltown No B“DGET
\BLOCKBUST

\ CHAPTER |

The dream begins. Director Ryan McGonagle assembles a
ragtag team of filmmakers, artists, and believers who share
one impossible goal: make a $200,000 horror movie and
document every step. From cramped apartments to coffee-
fueled production meetings, the team introduces themselves,
their baggage, and their burning need to prove that passion
can trump money. The countdown to the November 5, 2026
premiere begins — and reality sets in fast.

Theme: Every dream starts with a little delusion.

NO BUDGET
BLOCKRUSTER

Episode 2 - Finding a Final Girl

Casting chaos ignites as Producer Dave Uchansky leads a
nonstop grind of auditions, callbacks, and wild personalities.
The filmmakers discover that choosing the right lead actress
— their “Final Girl” — could make or break both the movie
and the show. Amid the frenzy, Ryan visits Ojala Studios to
collaborate with SFX legend Jim Qjala on the film’s
elaborate practical effects, setting the stage for gory
brilliance on a bargain budget.

Theme: Every icon starts in a casting room.




WAY BETTER WHEN YOU'RE STONED . . .
; Episode 3 — Lights, Camera, Action!

e | Production kicks off — and everything that can go
64\. wrong, does. Cameras fail, props break, tempers flare,

\\\ and the brutal schedule starts crushing morale. The

- crew fights through sleepless nights, bad weather, and

'~ budget panic, capturing every meltdown and miracle on
camera. What began as a dream starts to feel like
survival.
Theme: The line between chaos and creation is razor-
thin.
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NO BUDGET
BLOCKBUSTE
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Episode 4 — That’s a Wrap!

After weeks of grueling production, the team hits their
breaking point. Exhaustion collides with ego as they race
to finish filming before time and money run out. Crew
members clash, equipment fails, and tempers flare under
the relentless pressure. In the chaos, one of Jim Ojala’s
most elaborate and expensive special effects — a make-
or-break sequence that has drained a huge chunk of the
budget — must go off without a hitch. The entire
production holds its breath as cameras roll, knowing that
if this effect fails, they may not have the time or money
to redo it. Against all odds, the shot works — a perfect,
bloody miracle that saves the movie and reignites the
crew’s spirit. They finally wrap principal photography —
battered, broke, and bonded for life.

Theme: Sometimes finishing is the biggest victory.
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'::’ | The edit begins — and so do the arguments. Editor Chris
. Hruby battles time, tired eyes, and terabytes of footage

'y while Post-Production Producer Chris Gordon tries to
keep the chaos on schedule. The team must craft a
coherent story out of creative debris, with deadlines
closing in and coffee running out.
Theme: The real movie gets made in the edit — if they
survive it.

Episode 5 — We’ll Fix It in Post

NO BUDGET
BLOCKBUSTER

CHAPTER &
. THE RED CARPET

WE'LL FIX l'l' IN POS'I'
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Episode 6 — The Red Carpet l

The moment of truth arrives. The team hustles to
finish color, sound, and deliverables as the premiere
looms at the Harmony Gold Theater in
Hollywood. Red carpet, flashing lights, press
interviews — and the gnawing fear that the film
might not even play. Amid nerves, laughter, and

last-minute panic, No Budget Blockbuster delivers vd
its ultimate payoff: proof that with enough heart "

(and caffeine), even the smallest productions can '

shine in the biggest spotlight.

Theme: Dreams don’t need a budget — just belief. G

Series Arc

Across six episodes, No Budget Blockbuster transforms from a filmmaking experiment into an
emotional underdog saga — a chaotic, funny, and heartfelt portrait of what it really takes to turn
nothing into something. The journey begins with blind ambition and ends in cinematic triumph
— proving that the road to Hollywood is paved with mistakes, miracles, and a camera that never
stops rolling.



PART 4
FEATURE FILM CONNECTION

The House in the Middle of Nowhere
A Film Within the Series — and the
Beating Heart of the Story

At the center of No Budget Blockbuster
lies the team’s greatest challenge — and
ultimate reward — the making of the
feature film The House in the Middle of
Nowhere. This standalone horror movie
is more than just a subplot; it’s the living,
breathing core of the entire docuseries.
Every creative decision, production
crisis, and emotional breakdown in the
show revolves around bringing this
terrifying vision to life.

About the Film

The House in the Middle of Nowhere is a

haunting, character-driven psychological

slasher — a modern take on isolation

horror where supernatural forces blur the

line between guilt and reality. Written and directed by Ryan McGonagle, it follows a group of
friends whose weekend retreat spirals into a waking nightmare when they discover their rental
home has a horrifying history.

The film embraces classic horror DNA — eerie atmosphere, shocking practical effects, and a
deeply human story beneath the blood. With creature and effects work from Jim Qjala (Hellboy
11, Where the Wild Things Are), cinematography inspired by The Revenant and The Texas
Chainsaw Massacre, and a chilling score by Chris Kooreman, it aims to deliver a full-fledged
theatrical experience — made entirely with indie heart and guerrilla determination.

The Meta Power of Two Productions

What makes No Budget Blockbuster uniquely powerful is that it’s two productions in one:
*  The docuseries follows the real people trying to make a film on no budget.

e The feature film becomes the tangible result of that struggle — the proof that the dream
was real.



By pairing the two, the audience experiences both the chaos of creation and the final creation
itself. Viewers who watch the docuseries become emotionally invested in the outcome — making
them eager to see The House in the Middle of Nowhere when it’s released. The film and show
feed each other in a perfect marketing loop: one tells the story, the other delivers the payoff.

Strategic Advantage

*  Cross-Promotion: Audiences who follow the docuseries are primed to support the
feature film.

e Festival Momentum: The feature’s festival run will amplify awareness for the series,
and vice versa.

*  Dual Revenue Streams: Two products — one production pipeline. The docuseries
generates episodic engagement, while the film generates long-term streaming and VOD
value.

e Authenticity: The “making-of” footage in No Budget Blockbuster adds real-world
credibility and viral marketing potential to the film’s horror audience.

The Emotional Core
The feature gives the series its heart. It transforms No Budget Blockbuster from a behind-the-

scenes curiosity into a fully realized creative journey — one where every moment of frustration,
inspiration, and madness leads to something that exists forever: a completed movie.

Tagline:

The series shows how it’s made. The film proves it was worth it.
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PART 5
TEAM BIOS & ROLES

Film-A-Mite Presents: No Budget Blockbuster

Ryan McGonagle — Creator / Director / Producer

The visionary behind No Budget Blockbuster and The
House in the Middle of Nowhere, Ryan McGonagle is a
filmmaker who thrives on passion, persistence, and pure
grit. A storyteller with a blue-collar heart and a
Hollywood dream, Ryan has spent years carving his own
path through the independent film world — often funding
projects through sheer determination and resourcefulness.

With a background that spans screenwriting, directing,
producing, and editing, Ryan embodies the “no budget”
ethos. His philosophy: if you don’t have the money, make
up for it in imagination. No Budget Blockbuster is both
his most personal and most ambitious project to date — a
documentary not just about making movies, but about
making them happen no matter what.

\ \\ John Connor - Cinematographer

With credits on blockbuster films such as Top Gun: Maverick,
Transformers, and The Revenant, cinematographer John Connor
brings AAA visual storytelling to a project that can barely afford
C-stand rentals. His world-class expertise transforms a “no
budget” set into something cinematic, atmospheric, and authentic.

John’s presence embodies the show’s core tension — what
happens when a seasoned Hollywood DP joins an indie guerilla
shoot. His visuals give the production unexpected beauty, while
| his deadpan humor adds a dose of levity to the chaos.



Jim Ojala — SFX / Creature Design

The mad scientist of No Budget
Blockbuster, Jim Ojala is the
founder of Ojala Productions,
known for makeup and creature
effects in Hellboy 11, Where the Wild
Things Are, Deadgirl, and Netflix’s 1
Think You Should Leave. A disciple
of practical effects and DI'Y
ingenuity, Jim brings a punk-rock
approach to horror craftsmanship.

For The House in the Middle of
Nowhere, Jim designs eight custom
death scenes and a suite of grisly yet
inventive effects — all created
without CGI. His workshop becomes
both a creative laboratory and a
chaotic circus, adding visual punch
and black comedy to the series.

Chris Gordon — Post-Production
Producer

A veteran of major studio projects with Disney,
Universal, and Apple TV, Chris Gordon
brings Hollywood-level discipline and structure
to an otherwise unruly process. Having worked
on massive features including Avatar: The Way
of Water, Chris knows what it takes to deliver
excellence under pressure — and he’s here to
prove that the same standard can exist in a
micro-budget world.

In No Budget Blockbuster, Chris becomes the
calm in the storm (and sometimes the storm
itself), guiding post-production with a
perfectionist’s touch and a producer’s patience
as the team battles to meet the premiere
deadline.



Chris Kooreman — Composer / Music
Producer (Beat Royalty)

Dutch-born producer Chris Kooreman, half of the
award-winning duo Beat Royalty, brings sonic
polish and emotional depth to No Budget
Blockbuster. Having created music for global
brands and major network shows, Kooreman
blends cinematic orchestration with indie grit to
craft a signature sound for both the docuseries and
The House in the Middle of Nowhere.

His score mirrors the emotional rollercoaster of
filmmaking — equal parts tension, humor, and
triumph. Behind the boards, he becomes the show’s
pulse, turning chaos into rhythm and fatigue into
melody.

Dave Uchansky — Casting Director / Producer

Known in the indie circuit as “the actor’s producer,” Dave
Uchansky brings relentless drive and a sharp eye for talent to No
Budget Blockbuster. With years of casting experience across
independent films, commercials, and web series, Dave is the
gatekeeper of performance — the man responsible for
discovering the project’s elusive “Final Girl.”

Equal parts hustler and heart, Dave’s grounded humor and on-
camera charm make him a cornerstone of the docuseries.
Whether wrangling talent, calming chaos, or calling out the
absurdity of it all, he represents the backbone of every indie
production: the producer who refuses to let the dream die.

The Supporting Crew — The Real Stars Behind the Lens

Beyond the key players, No Budget Blockbuster celebrates the unsung heroes of filmmaking —
the grips, gaffers, production designers, editors, and dreamers who give everything for the shot.
Together, they form the soul of the series: a family of underdogs proving that creativity, not cash,
is what fuels a true blockbuster.



PART 6
TONE, LOOK & FEEL

Film-A-Mite Presents: No Budget Blockbuster

No Budget Blockbuster lives at the crossroads of chaos and creativity — a raw, kinetic docuseries
that feels as alive and unpredictable as the filmmaking process itself. Every frame pulses with the
energy of people chasing a dream they can barely afford, told through a lens that balances humor,
heartbreak, and hard-earned triumph.

Tone

The tone is unfiltered, fast-paced, and deeply human — an emotional rollercoaster where
laughter and panic often share the same frame. It’s equal parts inspirational and absurd, echoing
the reality that filmmaking is both art and insanity.

The series embraces its own imperfections — shaky handheld moments, messy production
meetings, and the genuine exhaustion of indie filmmaking — turning them into storytelling gold.
Yet, amidst the chaos, there’s heart, camaraderie, and a profound love for the craft that keeps
everyone going.

Think:
The Office meets Project Greenlight — with the nerve of Jackass and the soul of American
Movie.

Visual Style

Visually, No Budget Blockbuster combines documentary realism with cinematic flair.

*  Documentary Realism: Candid handheld shots, fly-on-the-wall coverage, and vérité-
style confessionals that immerse the viewer directly into the grind of production.

o Cinematic Sequences: Stylized b-roll, drone shots, lens flares, and beautifully lit set
footage from The House in the Middle of Nowhere that contrast the chaos with cinematic
payoff.

*  Hybrid Editing: Fast-paced cuts, time-lapse montages, on-screen graphics, and dynamic
titles that echo the speed, pressure, and urgency of indie filmmaking.

The visual palette is inspired by the grit of independent cinema — textured lighting, worn-
down sets, and natural tones — combined with vibrant pops of color to reflect creativity under
stress: the warmth of tungsten lights, the glow of neon, and the blood-red aesthetic of horror
meeting hustle.



. Sound & Music
for” d The soundtrack blends cinematic score,

indie rock, and electronic pulse,
composed and produced by Chris
Kooreman (Beat Royalty). Each episode
has a distinct thythm — from ambient
tension and thumping adrenaline to hopeful
crescendos as deadlines approach. The
music becomes the heartbeat of the series,
syncing perfectly with the rising stakes and
emotional turns.

Sound design emphasizes realism — the clatter of gear, overlapping dialogue, nervous laughter,
the hum of a generator — grounding the audience in the environment of a set that’s equal parts
film school and battlefield.

Emotional Feel

No Budget Blockbuster feels like watching a dream being built in real time, with every setback
pushing the team closer together. It’s gritty, funny, and inspiring — a love letter to underdogs and
artists who keep showing up even when the world says no.

Beneath the jokes and chaos lies something deeper: a story about believing in yourself when no
one else does, and creating art not for fame or fortune, but because you have to.
Tagline:

Raw. Real. Relentless. The madness of making a movie with nothing but heart, hustle, and a
camera that never stops rolling.
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PART 7
TARGET MARKET & AUDIENCE REACH

Film-A-Mite Presents: No Budget
Blockbuster

Overview

No Budget Blockbuster is designed to
connect with a wide spectrum of
audiences — from aspiring filmmakers
and creative dreamers to mainstream
viewers who love authentic, underdog
stories. It merges the appeal of reality
TV, documentary storytelling, and
Hollywood insider culture into one
binge-worthy package that’s both
educational and wildly entertaining.

Core Audience Segments

1. Indie Filmmakers & Creatives (Ages 18—45)

e DIY filmmakers, editors, actors, and artists who live for behind-the-scenes storytelling.
*  Motivated by creativity, authenticity, and the “make it happen” ethos.
*  Found primarily on YouTube, Instagram Reels, TikTok, and filmmaking forums.

e Drawn to raw, honest depictions of creative struggle and triumph.
Comparable audience overlap: Film Riot, Corridor Crew, Every Frame a Painting,
American Movie fans.



2. General Entertainment Viewers (Ages 25-54)

e Fans of personality-driven reality shows, comedies, and true-story docuseries.
*  Enjoy ensemble casts and “chaos with heart” storytelling.

o Platforms: Netflix, Hulu, Amazon Prime, and FAST channels like Tubi and Roku.
Comparable audience overlap: Project Greenlight, Jackass, The Bear, Welcome to
Wrexham.

3. Genre & Horror Fans (Ages 18—40)

. Audience crossover from The House in the Middle of Nowhere feature film.
o Enthusiasts of indie horror, special effects, and film festival culture.

*  Highly engaged on social platforms; loyal to horror podcasts, YouTubers, and
conventions.
Comparable audience overlap: Blumhouse, A24 Horror, Shudder Originals.

4. Industry & Educational Viewers (Film Schools, Colleges, Industry Pros)

e Film educators and institutions seeking real-world examples of indie production.
*  Serves as a case study for production, post, and distribution classes.

o Ideal for licensing to film schools, content academies, and creative incubators.

Demographic Snapshot
Category Primary Target Secondary Target

Age Range 18 - 45 46 - 60

Gender 60% Male / 40% Female —

Income $35K - $100K $100K - $200,000

Location U.S., UK., Canada, Australia Expanding global streaming markets

e nmes Dreamers, creators, rebels, self- Cprious, nostalgic, aspirational
starters viewers




Waterfall Marketing Strategy

The No Budget Blockbuster rollout uses a Waterfall Release Model — a phased, tiered
marketing and distribution plan that builds awareness, engagement, and conversion over time.
Each stage cascades into the next, creating continuous momentum from production to premiere.

Phase 1 — Awareness & Hype (Pre-Launch / In-Production)

Goal: Build grassroots awareness through authentic, shareable behind-the-scenes content.
e  Social Media Teasers: TikTok & Instagram “day-in-the-life” content from set.

*  Mini-Documentary Updates: Weekly BTS vlogs posted on YouTube & Film-A-Mite
social channels.

e Partnership Activation: Align with brands like Liquid Death, camera gear companies,
or indie-friendly sponsors for early visibility.

*  Festival Announcements: Announce the House in the Middle of Nowhere premiere at
genre festivals to drive intrigue toward the docuseries.

*  Podcast & Press Tours: Appearances on filmmaking and entertainment podcasts
(Filmmakers on Fire, Post Mortem with Mick Garris, etc.).
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Phase 2 — Engagement & Conversion (Post-Production / Trailer Launch)

Goal: Convert buzz into fandom and pre-sales interest.

. Official Trailer Drop: Simultaneous debut on YouTube, Instagram, and TikTok with
countdown graphics.

e  Interactive Content:
o “Vote for the Poster” campaign (fan engagement).
o  “Guess the Budget” challenges and contests.

*  Email Funnel / Film-A-Mite Newsletter: Weekly updates to build a subscriber base for
launch-day notifications.

*  Red Carpet Countdown: A live digital clock counting down to the Nov. 5, 2026
premiere at Harmony Gold Theater.

Phase 3 — Premiere & Streaming Launch

Goal: Turn premiere night into a multi-platform
event.

*Hollywood Premiere Coverage: Red-carpet
livestream, influencer attendance, and sponsor

B ) :
- integration.
L] & ‘
- .
P :". 1 *Cross-Promotion:

oClip reels from No Budget Blockbuster shown
before The House in the Middle of Nowhere
screenings.

oCast and crew watch-along events on social
media.

*Press Push: Coordinate with entertainment blogs,
local news, and niche film outlets for coverage.

*Merchandise Drop: Launch limited-edition “No
Budget Crew” T-shirts, mugs, and Film-A-Mite
merch line.




Phase 4 — Sustained Lifecycle (Post-Premiere / Long-Tail Revenue)

Goal: Maintain engagement and build legacy audience.

Streaming Expansion: Distribute to ad-supported and international platforms (Tubi,
Roku, Amazon Freevee).

Educational Licensing: Package the docuseries for film schools and creative programs.

Evergreen Social Strategy: Continue sharing “how we did it” clips, production
breakdowns, and cast reunions.

Crowdfunded Spin-Offs: Launch “No Budget Blockbuster: Season 2” or Film-A-Mite
Film School based on audience demand.

Waterfall Effect Visualization

1. Buzz — generated through social teasers and brand collabs.
2. Conversion — via trailer drops and fan engagement campaigns.
3. Event — premiere drives mainstream attention.
4. Sustain — streaming, merch, and educational licensing continue revenue flow.
S. Re-Ignite — spinoffs, podcasts, and follow-up seasons maintain audience retention.
Projected Reach
*  Organic Social Media: SM+ potential impressions through reels, clips, and hashtags
(#NoBudgetBlockbuster, #NBB, #FilmAMite, #HouseInTheMiddleOfNowhere,
#HITMON).
e  Festival & Industry Visibility: 10—15 major regional and genre festivals targeted.
e  Streaming Launch Audience: Projected 500K—1M first-month reach across FAST and
SVOD platforms.
Tagline:

Built for dreamers, filmmakers, and every viewer who'’s ever wondered what it really takes to
make a movie when all you’ve got is guts and a camera.



PART 8
DISTRIBUTION & MARKETING STRATEGY

Film-A-Mite Presents: No Budget Blockbuster
Overview

The distribution and marketing plan for No Budget Blockbuster is built around maximum
visibility, multi-platform reach, and cross-promotional synergy with the companion feature
film The House in the Middle of Nowhere. The strategy embraces both traditional Hollywood
marketing and grassroots, creator-driven digital engagement, leveraging Film-A-Mite’s
scrappy indie spirit to stand out in a crowded streaming landscape.

The goal is simple: turn the making of a movie into the marketing of a movement.

Distribution Strategy

1. Streaming & Platform Targets

No Budget Blockbuster is built for hybrid distribution — premium quality with grassroots
authenticity.
Primary Targets:

e  Netflix / Hulu / Amazon Prime Video — for global reach and docuseries recognition.

o MAX / Peacock / Paramount+ — for behind-the-scenes and filmmaker content
alignment.

*  Shudder / Screambox / Tubi — for horror-genre crossover and loyal fan engagement.

e FAST Platforms (Roku, Freevee, Pluto TV) — for ad-supported discoverability and
residual revenue.

huly prime c
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Secondary Outlets:

*  YouTube episodic mini-cuts, TikTok vertical behind-the-scenes clips, and Instagram
Reels for audience funneling.

e  Educational licensing to film schools and creative academies for long-tail exposure.

2. The Film + Series Synergy

The release of The House in the Middle of Nowhere is a built-in marketing amplifier.

*  Dual Rollout Strategy: The feature premieres first at festivals, followed by the
docuseries release, giving audiences a before-and-after narrative experience.

. Watch Flow:
1. No Budget Blockbuster (The Journey)
2. The House in the Middle of Nowhere (The Result)

*  Cross-Platform Linking: Each project’s credits, trailers, and streaming pages cross-
promote the other, creating a continuous loop of viewership and engagement.

Marketing Strategy
Phase 1 — Pre-Launch (Buzz & Awareness)

Objective: Build community and intrigue before filming wraps.

*  Social Media Campaign: Daily BTS drops, 15-sec TikTok “chaos clips,” and Instagram
Reels showing real production struggles.

*  Creator Collaborations: Partner with film YouTubers and podcasters to cover the
journey (e.g., Indie Film Hustle, Film Courage).

*  Press Announcements: Coverage in Variety, IndieWire, and Deadline highlighting the
“$200K film that could.”

. Brand Partnerships: Trade sponsorships with Liquid Death, Monster Energy, or
filmmaking tech brands for authentic product placemenPhase 2 — Launch (Premiere &
Streaming Rollout)



Objective: Turn premiere week into a viral event.

*  Hollywood Premiere Event: November 5, 2026 — Harmony Gold Theater red carpet,
press coverage, and influencer attendance.

. Livestream & Social Simulcast: Real-time premiere broadcast on YouTube, TikTok, and
Instagram Live.

. Digital Press Kit Distribution: Professional press release, downloadable artwork, and
social asset bundle for partners and press.

*  Fan Challenge Campaigns: “#MyNoBudgetMovie” hashtag encouraging creators to
share their own DIY film clips for reposts by Film-A-Mite.

Phase 3 — Sustained Visibility (Post-Launch Lifecycle)

Objective: Keep the series relevant beyond its debut window.

. Behind-the-Scenes YouTube Series: “Scenes We Shouldn’t Show You” — deleted
moments, cast chaos, and commentary.

e Podcast Crossover: Launch The No Budget Podcast featuring episode recaps, guest
filmmakers, and industry tips.

*  Educational Syndication: Package No Budget Blockbuster for academic licensing —
“The Ultimate Film School Without Tuition.”

e  Convention Presence: Appearances at Comic-Con, NAB, and genre festivals for direct
fan and filmmaker outreach.

Integrated Marketing Channels

Channel Purpose Examples
Social Media Build grassroots  |pui ok Tnstagram, YouTube BTS updates
fandom
Press & Media Establish legitimacy | Variety, IndieWire, Collider interviews
I sy . Extend reach Film critics, podcast hosts, horror reviewers
Collaborations
Merchandising Monetize fandom No Budget Crew™ tees, Film-A-Mite mugs,
production hats
Events & Festivals gzr:i:;ate earned Horror and docu-fest circuit cross-promotion
Educational . . . .
Distribution Long-term licensing |Film schools, workshops, online classes




The Waterfall Continuum

This plan mirrors the Waterfall Marketing Strategy, ensuring every stage flows naturally into
the next for continuous audience retention and profit generation:

Phase Objective Key Deliverable

2. Conversion Build audience commitment | Trailer drops, contests, influencer reactions

Streaming promos, podcast tie-ins, festival

4. Sustain Maintain presence N
circuilt

Projected Distribution Reach

. Global Streaming Access: 190+ countries via Netflix, Prime, and FAST distribution.
*  Festival & Theatrical Exposure: 1015 festival screenings across the U.S. and Europe.

*  Social Media Engagement Goal: 10M+ impressions through hashtags, collabs, and viral
moments.

*  Revenue Streams: Streaming licensing, ad-supported views, merch sales, educational
rights, and sponsorship partnerships.

Tagline:

The movie about making a movie — built for every dreamer, rebel, and filmmaker who refuses to
quit.



PART 9

SPONSORSHIP & PRODUCT PLACEMENT
OPPORTUNITIES

Film-A-Mite Presents: No Budget Blockbuster
Overview

No Budget Blockbuster isn’t just a show — it’s a content ecosystem that blends filmmaking,
entertainment, and marketing into one powerful platform. The docuseries naturally integrates
brands into real-life production moments — water bottles on set, gear in use, caffeine-fueled
editing nights — creating authentic, memorable visibility.

Every frame of this project lives in the world where brands help make creativity possible. With
multiple deliverables across the docuseries, the feature film, social media content, and red-
carpet events, partners gain long-lasting exposure across multiple screens, channels, and
audiences.

Why Sponsor No Budget Blockbuster

*  Authentic Integration: Every product appears organically in real-world use — no forced
placements or contrived scenes.

*  Multi-Platform Reach: Integration spans TV, film, streaming, and social media with
measurable impressions.

*  Dual Content Value: Sponsorship appears in both the docuseries and the companion
feature film The House in the Middle of Nowhere.

*  Event Visibility: L.ogo presence on step-and-repeat banners, premiere events, and official
press materials.

*  Evergreen Content: Once featured, the brand’s presence remains indefinitely across all
distribution platforms.

Product Placement Opportunities

1. On-Set Integration (Docuseries)

Showcasing brands that fuel the creative process:



Beverage Partnerships: Liquid Death, Red Bull, Monster Energy, Starbucks, or indie
coffee roasters featured in on-set hydration and interview segments.

Tech & Gear: Blackmagic Design, Sony, Canon, DJI, Atomos, Sennheiser — visible in
active use during filming and post-production.

Wardrobe & Apparel: Film-A-Mite branded crew wear co-branded with sponsors (e.g.,
“Powered by Liquid Death”).

Automotive / Transportation: Vehicle sponsors or rental partners visible in travel and
location shoots.

Catering & Craft Services: Partnered food and snack brands highlighted during
production coverage.

2. In-Film Integration (Feature Film — The House in the Middle of Nowhere)

Subtle but powerful placements in the fictional horror movie:

Beverage cans, coffee cups, or props integrated into scenes.
Sponsored set décor (e.g., branded jukebox or neon signage in the “Hell Bent Saloon”).

Background items like posters, clothing, or electronics that enhance realism while giving
partner visibility.

3. Behind-the-Scenes & Social Media Exposure

With No Budget Blockbuster’s expansive behind-the-scenes coverage, sponsors benefit from:

Weekly BTS posts and shoutouts on Instagram, TikTok, YouTube, and Threads.
Dedicated “Thank You Partners” reels showing brand integration highlights.
Product-focused microcontent: e.g., “A day on set powered by Liquid Death.”

Podcast mentions and lower-third logos in companion video content (Film-A-Mite Film
School episodes, cast interviews, etc.).

4. Event & Red Carpet Integration

The premiere and festival circuit offer additional exposure layers:

Logo placement on official step-and-repeat banners, press walls, and VIP gift bags.



. Branded photo ops at the Harmony Gold Theater Hollywood premiere.
*  Sponsorship mentions in live stream coverage, media interviews, and event programs.

*  Collaborative activations: Sponsor-branded afterparty lounge, photo booth, or
“hydration station.”

Sponsorship Tiers

Tier Contribution Type Benefits

Top-tier logo placement, verbal mentions,
exclusive brand feature, premiere co-branding,
inclusion in all episodes

$50K+ or major in-kind

Executive Partner
support

Prominent placement in 3—4 episodes, logo in
Series Partner $20K-$50K end credits, red carpet visibility, social media
highlights

Select episode integration, product presence,
$5K-$20K social mention, and inclusion in “Thank You”
reel

Supporting
Sponsor

Natural use on set, organic visibility, social tags,

In-Kind Partner |Product/service donation . .. .
inclusion in partner list

Brand ROI & Exposure

e Cumulative Reach: 10M+ projected impressions across streaming, digital, and social.
*  Episode Integration: 6 episodes x multiple brand touchpoints = sustained exposure.

*  Evergreen Longevity: Content remains online indefinitely, creating ongoing
impressions.

*  Cross-Promotion: Sponsors benefit from both No Budget Blockbuster and The House in
the Middle of Nowheremarketing cycles.

*  Emotional Connection: Viewers associate sponsors with creativity, resilience, and
authenticity — not just advertising.

The Pitch to Brands

Sponsors don’t just help make the show — they become part of the story.

Every can cracked open, every camera powered on, every moment of exhaustion captured on
screen becomes a testament to creative persistence — and the brands that helped make it
possible.



PART 10
PRODUCTION PLAN & SCHEDULE

Film-A-Mite Presents: No Budget Blockbuster
Overview

No Budget Blockbuster is an ambitious 9-month hybrid production that documents the making of
the feature film The House in the Middle of Nowhere from concept to red carpet. The production
schedule mirrors the emotional arc of the series itself — from optimism to chaos to triumph —
culminating in a Hollywood premiere at the Harmony Gold Theater on November 5, 2026.

This dual-production model — docuseries + feature — is designed to maximize efficiency, share
resources, and maintain nonstop content flow. Every milestone in the movie’s production fuels an
episode in the series, ensuring that the audience experiences the creative journey in real time.

Phase 1: Pre-Production (Months 1-2)

Goal: Build the foundation for both the docuseries and feature film.
Tasks & Milestones:

*Development & Financing: Finalize
budgets ($1.25M combined) and
confirm sponsor partnerships.

*Crew Assembly: Secure department
heads — cinematography (John
Connor), SFX (Jim Ojala), post (Chris
Gordon), and music (Chris
Kooreman).

*Casting: Conduct open calls and
callbacks, with camera crews
documenting the process (Episode 2 —
Finding a Final Girl).

*Location Scouting: Discover and

lock key locations, including The

Lookout Diner in Lake Elsinore (to be

transformed into the “Hell Bent
Saloon™).




*  Scheduling & Permits: Complete shot lists, shooting schedules, and SAG paperwork.

e  Table Read: Film the first full cast readthrough — marking the transition from prep to
production.

Deliverables:
*  Finalized shooting scripts
o Locked cast list

e Preliminary production calendar

*  Episode 1 & 2 rough footage assembled




Phase 2: Principal Photography (Months 3-5)

Goal: Film The House in the Middle of Nowhere and simultaneously capture the making of it for
the docuseries.

Tasks & Milestones:

Deliverables:

Feature Production:

o  4-6 week shoot across multiple Southern California locations.

o  Focus on practical FX-driven sequences designed by Ojala Studios.
Docuseries Coverage:

o  BTS coverage of every filming day, key interviews, and emotional breakdowns
(Episodes 3—4 — Lights, Camera, Action & That’s a Wrap!).

Creative Challenges:

o Introduce “production hurdles” — rain delays, schedule pressure, and budget
improvisation — that add genuine conflict and humor to the show.

Social Media Activation:

o  Daily BTS drops, short reels, and vlog updates feeding the pre-release marketing
cycle.

Feature film
wrapped and
backed up

All
docuseries
principal
footage
captured

First-round
interviews
logged for
editing




Phase 3: Post-Production (Months 6-8)

Goal: Edit both projects while building the marketing machine leading to the premiere.
Tasks & Milestones:
*  Feature Edit:

o  Lead Editor Chris Hruby begins assembling the film under post-producer Chris
Gordon’s supervision.

o  Picture lock, color grading, and sound design completed by late Month 8.
*  Docuseries Edit:

o  Each episode edited in parallel, integrating behind-the-scenes interviews, on-set
footage, and narrative commentary.

*  Music & Score:
o  Original score by Chris Kooreman recorded and mixed.
o  Theme music for the series finalized.

e Marketing Prep:
o  Trailer cuts for both the docuseries and feature film.

o  Red carpet logistics and PR materials finalized.

Deliverables:

* 6 finished episodes
ready for streaming
delivery

. Feature film DCP
mastered in 4K for
theatrical
presentation

o Final trailers, press
kits, and
promotional assets




Phase 4: Premiere & Distribution Launch (Month 9)

Goal: Deliver the grand finale — the Hollywood premiere and public release.
Tasks & Milestones:
*  Premiere Event:
o  November 5, 2026 — Red carpet at Harmony Gold Theater.
o  Step-and-repeat banners featuring sponsors and cast.
o  Live-streamed Q&A with the filmmakers.
*  Distribution Rollout:

o  Series launches on targeted streaming platforms (Netflix, Amazon, Hulu, or
Shudder).

o  Feature film festival submissions and VOD release.
e Press Campaign:
o  Coverage in trade outlets (Variety, IndieWire, Bloody Disgusting).
o itrsderSty67tredstyuioMerchandise Drop:
o  Launch of Film-A-
Mite’s “No Budget -

Crew” apparel and
souvenir line.

Deliverables: i

*  Live event broadcast and .
promotional photos Jt ™
. - , -
e Streaming launch
announcement
e Revenue tracking and social &=,

media analytics reports



At-a-Glance Timeline

Phase

2. Production

Months

3-5

Focus

Filming feature +
docuseries

Key Deliverables

Wrapped feature film, BTS content

4. Premiere &
Distribution

Red carpet + release

Hollywood premiere, streaming
rollout

w. = Zpjre

Dual-Content Workflow

Unlike traditional productions, No
Budget Blockbuster functions as a
mirror project — the making of the
film is the story of the show. This
structure allows continuous content
creation:

*Every feature film milestone = an
episode milestone.

*Every real challenge = a story beat.

*Every day on set = marketing
material.

This workflow minimizes waste, maximizes exposure, and ensures the series and movie
complete together — on time and on budget.

Tagline:

Nine months. Two productions. One impossible dream brought to life — from concept to red

carpet.



PART 11
BUDGET OVERVIEW

Film-A-Mite Presents: No Budget Blockbuster
Overview

No Budget Blockbuster is a dual-production project — a six-episode docuseries and a companion
feature film, The House in the Middle of Nowhere.

The combined budget of $1,500,000 ensures both properties are produced at professional
standards, with shared resources, overlapping crews, and a unified creative and financial vision.

The budget prioritizes production quality, post-production excellence, and audience reach,
capped with a responsible 10% contingency and a substantial P&A allocation ($323,000) to
guarantee visibility, distribution success, and long-tail returns.

Total Budget
. VR §

Category Allocation Total Budget
Docuseries (6 Episodes) $720,000 $120,000 x 6 48%
Feature Film — The House in the Middle of | $200.000 13.3%
Nowhere
Marketing & Distribution (P&A + . $348,000 (includes 73 39
Promotions) $323,000 P&A) =70
Production & Overhead — $82,000 5.4%
Contingency (10%) — $150,000 10%
TOTAL BUDGET — $1,500,000 100%
Budget Breakdown

1. Producer’s & Director’s Units — $60,000

Includes producer and director flat fees covering creative oversight, planning, and production
management across all six episodes and the feature film.



2. Script Department — $12,000

Writer’s compensation for adapting and expanding The House in the Middle of Nowhere
screenplay and integrating narrative arcs for the docuseries.

3. Camera Department — $120,000

o Cinematographer, 1st AC, 2nd AC, and camera equipment.
e High-end cinematic look achieved on indie efficiency.

4. Sound Department — $60,000

*  Production sound, recording, and equipment rentals.
*  Delivers professional audio capture for both the show and film.

5. Electrical & Lighting — $90,000

Key Grip, Best Boy, and lighting rentals — ensuring professional cinematography standards for
interviews, locations, and horror set-pieces.

6. Makeup, Hair & Art — $35,000

Selective makeup, hair, and production design coverage across key episodes and feature film
sequences.

7. Locations & Permits — $56,000

e Securing The Lookout Diner (Hell Bent Saloon) and primary filming sites.
e All required city and county film permits.

8.Food & Craft Services — $85,000

Covers on-set meals, craft services, and crew catering across both productions.

9. Talent — $130,000

Covers all on-camera participants, SAG-AFTRA actors, and interview subjects featured in both
productions.

10. Post-Production — $72,000

Editing, color correction, sound mix, ADR, music, and deliverables — handled by Chris Hruby
(Editor) and Chris Gordon (Post-Production Producer).



11. Feature Film — $200,000

Allocated directly to the production of The House in the Middle of Nowhere.
Covers principal photography, SFX by Jim Ojala, cast, and post pipeline.

12. Marketing & Distribution (P&A) — $348,000

A comprehensive Prints & Advertising plan to amplify both the series and feature film.
Includes trailers, posters, press materials, social media promotion, festival presence, and
theatrical deliverables.

13. Production & Overhead — $82,000

. Insurance, payroll, legal, travel, and broker fees.
*  Ensures full professional compliance and smooth administration.

14. Contingency (10%) — $150,000

Reserved for unforeseen costs such as reshoots, equipment failures, or schedule extensions.

Financial Insight

*  Shared Resources: Both projects leverage the same team, reducing duplication and
maximizing return per dollar.

e Marketing Strength: With $323,000 P&A, the series and film launch with industry-
level promotional reach.

*  Accountability: Full financial oversight through Film-A-Mite Inc. production accounting
and investor reporting.

*  Long-Tail ROI: Streaming sales, sponsorships, merchandise, and educational licensing
ensure ongoing profit potential.

Tagline:

Two productions. One mission. $1.5 million to prove that passion beats budget — every time.



PART 12
INVESTOR & PARTNER BENEFITS

Film-A-Mite Presents: No Budget Blockbuster
Overview

Investors and partners in No Budget Blockbuster aren’t just backing a project — they’re
becoming part of a story about persistence, passion, and creativity under pressure. This is more
than entertainment; it’s a real-world narrative about filmmakers turning chaos into cinema, with
investors sharing in the success, the spotlight, and the legacy.

Every contribution directly fuels two properties — the six-episode docuseries and the feature
film, The House in the Middle of Nowhere — doubling both creative impact and potential
returns.

Financial Participation & ROI

Investors participate in profit-sharing from both the docuseries and feature film, with flexible
models tailored for individual or combined project involvement.

Revenue Streams

. Streaming & Licensing: SVOD and AVOD deals with Netflix, Hulu, Amazon, Shudder,
and Tubi.

o Feature Film Revenue: VOD sales, festival acquisitions, and international distribution.

*  Sponsorship & Product Placement: Brand integrations generating direct revenue
offsets.

*  Merchandise & Events: Apparel, collectibles, and red-carpet ticket packages.
e  Educational Licensing: Distribution to film schools and content academies.

ROI Highlights

. Two assets, one investment. Both properties are monetized separately.

*  Revenue waterfall returns principal + percentage of net profits.



e  Continued exposure through streaming and educational licensing ensures long-tail
returns.

*  Quarterly financial reporting and transparent accounting through Film-A-Mite Inc.

Equity & Credit Tiers

Tier Investment Benefits
Range
. Top-billing on screen and all promotional materials, premiere
Executive C . .
Producer $100K+ access, profit participation, and red-carpet introduction as a
principal partner.

On-screen credit in both projects, partial backend participation,

Co-Producer |$50K-$99K I
logo placement, and premiere invitations.

Associate $10K—$49K On-screen credit in the docuseries, social media and website
Producer acknowledgment, and premiere tickets.

Supporting Logo or product placement, shout-outs across marketing
Partner / $5K-$9K ) ) . ”

Sponsor materials, and inclusion in “Thank You Partners” reel.

Visibility & Branding

No Budget Blockbuster provides genuine, story-driven brand exposure across multiple platforms
and events.

On-Screen Acknowledgment
e Partner credits in every episode and the feature’s end titles.
*  Logo placement on Film-A-Mite and No Budget Blockbuster social channels.

Event Presence

e Step-and-Repeat logos and VIP seating at the Hollywood premiere (Harmony Gold
Theater, November 5, 2026).

*  Sponsor tables and banners at afterparty events and convention panels.
e Red-carpet interviews and photo ops with the cast and crew.

Cross-Platform Integration

e Brand mentions in social campaigns and official trailers.



*  Dedicated “Powered by [Sponsor]” segments in behind-the-scenes content.

o Featured logos in press releases, merchandise, and digital assets.

Perks & Access

Investors and sponsors enjoy a suite of experiential benefits, connecting them directly to the
energy of filmmaking.

*  Premiere Invitations: Walk the red carpet and attend the VIP screening.

*  Set Visits: Behind-the-
scenes access during filming

i 'NO BUDGET BLOCKBUS1E;

*  Exclusive Content: Early
screeners of episodes and
feature edits.

J Press Inclusion: Quotes,
interviews, or mentions in
media coverage.

*  Merch Packages: “No
Budget Crew” limited-
edition apparel and
collectibles.

Why Invest

. Dual revenue model (docuseries + feature) provides diversified returns.

*  Professional team with proven credits across major studios and productions.

e Built-in marketing ecosystem with $323,000 P&A ensures wide reach.

e Authentic story that resonates with creators, dreamers, and film lovers — globally.
Tagline:

You’re not just funding a film — you're financing a movement. Two projects. One dream. Endless
visibility.



PART 13
PRESS, MEDIA & PUBLICITY

Film-A-Mite Presents: No Budget Blockbuster
Overview

No Budget Blockbuster isn’t just a series — it’s a media event built for headlines. From the
moment production begins to the red-carpet premiere, every stage of the project generates
authentic stories of determination, chaos, and creativity. The marketing and PR strategy
transforms real filmmaking struggle into cinematic spectacle — positioning the series and film as
must-watch entertainment across both industry and mainstream audiences.

The campaign aims to make noise across film, entertainment, and lifestyle media, blending
traditional publicity with viral, digital storytelling — proving that no budget doesn’t mean no
attention.

Publicity Goals

1. Amplify Visibility: Establish No Budget Blockbuster as the defining docuseries about
modern indie filmmaking.

2. Highlight Authenticity: Emphasize the true, unfiltered process of creating art against all
odds.

3. Build Emotional Connection: Turn the filmmakers’ story into a symbol of resilience and
inspiration for creators worldwide.

4. Drive Attendance & Viewership: Convert online buzz into streaming viewers and sold-
out premiere seats.

Media & Press Outreach

Entertainment & Industry Publications

. Primary Targets: Variety, The Hollywood Reporter, Deadline, IndieWire, Collider,
Fangoria, and MovieMaker Magazine.

e  Feature Angles:

o  “How Film-A-Mite is redefining indie filmmaking.”



o  “Making a feature and a docuseries at once — inside No Budget Blockbuster.”
o  “The underdog story Hollywood didn’t see coming.”

Lifestyle & Cultural Press

o Rolling Stone, Esquire, LA Weekly, Men’s Journal, and The Guardian — for human-
interest features focused on grit, humor, and creative perseverance.

Regional & Local Outlets

*  Los Angeles Times, OC Register, and Daily Pilot — spotlighting Film-A-Mite’s SoCal
roots and homegrown production journey.

Digital & Social Press

e Partnerships with film podcasts, YouTube channels, and TikTok creators such as Indie
Film Hustle, This Guy Edits, Corridor Crew, and Behind the Slate.

Promotional Campaigns
Pre-Release

e Teaser Trailer Drops: Distributed simultaneously across YouTube, Instagram, and
TikTok with countdown branding.

e  Production Diaries: Short-form videos documenting the “making of the making of a
movie.”

e  Podcast Appearances: Cast and crew featured on Post Mortem with Mick Garris, Film
Courage, and No Film School Podcast.

e Early Press Screeners: Advance access for journalists and reviewers to generate early
buzz.

Premiere Week (Nov 2026)

*  Hollywood Premiere: Harmony Gold Theater — full red-carpet rollout with media
coverage, step-and-repeat banners, and sponsor photo ops.

*  Livestream Broadcast: Simulcast premiere via YouTube, Instagram Live, and TikTok to
reach a global audience.

*  Fan & Influencer Access: 50+ invited influencers and content creators generating
organic posts during the event.



Press Lounge Interviews: Conducted on-site with major entertainment outlets.

Post-Premiere

Press Recaps: Post-event coverage featuring premiere highlights and audience reactions.

Streaming Launch Push: Coordinated campaign with trailers, memes, and shareable
clips.

“The Journey Ends” Digital Special: A follow-up episode or featurette capturing the
filmmakers’ reflection after the premiere.

Broadcast & Streaming Visibility

TV Appearances: Local morning shows, film festival spotlights, and behind-the-scenes
featurettes.

Streaming Platform Cross-Promotion: Ads and banner placements through partner
platforms (Tubi, Shudder, or Hulu).

Documentary Festivals: Submissions to SXSW, Tribeca, AFI Docs, and Hot Docs to
strengthen awards consideration and industry credibility.

Social Media Integration

No Budget Blockbuster lives natively online — every
moment is content.

Daily Updates: Behind-the-scenes reels,
countdown graphics, and “Crew

Confessionals.”

Fan Campaigns: “#MyNoBudgetMoment” , U D G ET
hall ' hare thei

2:) vjn ier?fiz :Itlgrc;lelza.lgmg creators to share their B U ST E R

Interactive Engagement: Polls, fan art
features, and “Director’s Diaries” hosted by
Ryan McGonagle.

Sponsor Highlights: Co-branded content
with partners such as Liquid Death, gear
sponsors, and local SoCal brands.



Publicity Deliverables
e Official press kit (bios, synopsis, imagery, quotes, contact sheet)
e Trailer + teaser suite
o EPK (Electronic Press Kit) for festivals, distributors, and media outlets
e Step-and-repeat & red-carpet photography package

*  Behind-the-scenes mini-doc segments for ongoing promotion

EASON 1
LIGHTS, CAMERA, CREDIT CARDS
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Expected Outcomes

. 15+ press placements in top-tier entertainment outlets.
*  10M+ digital impressions across social media.
e 2M-+ trailer views within the first two weeks of release.

. Full-capacity Hollywood premiere with global livestream reach.

Tagline:

From the editing room to the red carpet — we’re not just telling the story, we’re living it.



PART 14

BUILDING THE BLOCKBUSTER UNIVERSE

Film-A-Mite Presents: No Budget Blockbuster

No Budget Blockbuster began as one filmmaker’s challenge to prove that passion can outlast any
budget. But what started as a single experiment has evolved into something much larger — a
creative movement, a production philosophy, and the foundation of a cinematic universe built
from the ground up.

This project isn’t just a series about making a movie. It’s a story about people who refuse to wait
for permission. About creators who find light in the struggle, humor in the chaos, and art in the
madness. About what happens when filmmakers push themselves — and their credit cards — to
the absolute limit for the sake of the dream.

With a total production budget of $1.5 million, No Budget Blockbuster delivers two complete
properties:

e  Asix-episode docuseries capturing the wild, behind-the-scenes journey.

* A companion feature film, The House in the Middle of Nowhere, that brings the vision to
life on screen.

But this is only the first chapter.

The long-term plan for No Budget Blockbuster is to build an ongoing docuseries franchise,
where each new season follows the creation of a different low-budget feature film — from
concept to red carpet. Every installment will feature new challenges, new creative teams, and
new genres, expanding into a growing cinematic anthology of true independent filmmaking.

Each season becomes both a documentary and a feature launchpad, turning No Budget
Blockbuster into a renewable storytelling engine — one that produces new films, new heroes,
and new reasons for audiences to fall in love with the art of filmmaking.

For investors, sponsors, and creative partners, this means No Budget Blockbuster isn’t a one-off
production — it’s a long-term franchise with the potential to build a brand, a library, and a loyal
audience across platforms.

This is about more than making a movie.
It’s about proving that big dreams can come from small budgets.
It’s about building a universe — one story, one season, one impossible idea at a time.



Film-A-Mite is leading that charge.

We’ve got the vision.

We’ve got the team.

We’ve got the plan.

Now, we’re inviting partners, investors, and dreamers to join us — and help shape the next great
chapter of independent film.

Because this isn’t just about surviving the industry. It’s about changing it.

JJJJJBJD
SEASON 2

CRAFTED WITH GRIT, TAPE,
AND DELUSION

BLOCKBUSTER
[SEASON 39

1 REWRITING THE RULES.
MOSTLY BECAUSE WE
CAN'T AFFORD THEM.

Tagline:

Dream big. Shoot smart. Build the Blockbuster Universe — one no-budget miracle at a time.



