
Evil be to those who evil thinks.



This Business Plan is confidential and proprietary and has been prepared by Lakeview Pictures, LLC.

This Business Plan is being delivered, under confidentiality, to a limited number of parties and may not be 
circulated, reproduced, copied, or disclosed to any person or entity in whole or part without the prior writ-
ten permission of Lakeview Pictures, LLC.  This Business Plan does not constitute an offer or solicitation to 

anyone and does not constitute legal or tax advice.

No representations, warranties or guaranties are made or implied. All statements, plans and projections 
stated in this Business Plan (collectively “Projections”) are approximate, estimated, and subject to change.

Actual results achieved may vary materially and adversely from the Projections.
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Budgeted at $3,000,000, Lakeview Pictures & Folkteller Stories are ready to bring the NAIN 
ROUGE adventure to life on the big screen.  What sets this film apart from other investments?

• A decades-old folktale, celebrated by the people of Detroit, with a built-in audience due in 
part to the popular graphic novel, released in October, 2014 

• An experienced production team, with multiple award-winning features, available nearly 
everywhere movies are sold

• A marketable genre, produced on a low budget, to 
maximize ROI 

• A plan-of-attack to include bankable star names, in 
one, two, or all three of the main roles 

• A projected ROI better than most stocks, bonds & 
MFs 

• An opportunity to bring work to Michigan, have a 
role in the film, attend a red carpet premiere, or just 
to experience the magic of movie-making

Executive Summary



While the potential for return is high (better than the stock market), investing in a movie solely 
to make money is incredibly high-risk.  

We’re confident, with friends at most of the major production companies in Hollywood, in addition 
to the sales agents, distributors, and festival directors our team has met over the years, we have a 
strong chance of getting NAIN ROUGE in front of a large group of consumers.  This, of course, is key 
to our profitability.

That said, we’ll need to attack this project with a precise strategy, to make it the most appealing 
film possible to distribution companies and consumers:

1. Our genre is key.  Children’s fantasy consistently does well, and with a target demographic of kids 
between the ages of 10 and 17, we’ll capitalize on both their viral interest in a cool new adventure 
story, in addition to their parents’ interest in quality entertainment for their children. 
 
2. Star names.  We’ve budgeted $325K for a star name (more than 10% of our entire budget).  Stars 
control sales, and it will be our strategy to land at least one A-list actor who’ll excite our audience and 
up our sales.
 
3. Keeping production costs low.  The less we actually spend making the movie, the higher the ROI.  
Our production team has over twenty years of combined experience making quality films for much 
less money than the studios.
 
4. Marketing.  Indie films often fail to see profit not for lack of quality, but for lack of exposure.  By 
dedicating $200K up front to marketing the film, we’ll be able to kick-start awareness, leading to a 
bigger audience with both the knowledge of and interest in our project.

Time and again, we hear from people outside of Hollywood how magical it feels on the set of a 
production.  If you’ve never had this experience, you must treat yourself.  

We invite you to be as involved with this film as you’d like to be!  Give us feedback on the script, 
watch the dailies, push the cameraman around on a dolly...  OR, if you’ve been bit by the acting 
bug, or know someone who has, this is your opportunity to see yourself (or your friend or family 
member) on the silver screen.  

Moreover, if you’ve never attended a movie premiere, you’re in for a treat.  Ours will be a once-in-a-
lifetime, exclusive event where you can mingle with the stars and the production team, and really be 
a part of the movie-making process.

Additionally, we’re excited to spend nearly the entire amount of our budget in the great state of 
Michigan, aiding the economy and spreading the beauty of the Great Lakes state to everyone who 
views this film.  This, in turn, will aid in ROI, as we’ll see immediate returns from the MI tax credit.

Why Invest In the Nain Rouge?
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Two teenagers are drawn into a centuries-old battle, tasked with 
rescuing their cursed city from an evil red dwarf. 
On a field trip to the Detroit Institute of Arts, 13-year-old Elly and her best friend, Tom, witness an 
evil force, centuries in the making.  A wrinkled red dwarf, with eyes of flame, appears out of nowhere, 
his high-pitched laugh knocking the teens unconscious.
 
Such begins our heroes’ journey, delving into the legend of the “Nain Rouge,” originally a sprite 
named Lutin who guarded the narrow straits of the city, but brutally abused and cast out by 
eighteenth century French settlers.
 
Elly and Tom learn from Dr. Beele, the DIA’s curator and leader of a secret society, that Lutin has 
placed a curse on the city, and now appears as his new, demonic self, presaging every affliction that 
befalls Detroit.  But Elly also learns something much more devastating—that the Nain Rouge has a 
special grudge against her, the last remaining descendant of those eighteenth century settlers.  And 
the red dwarf won’t stop until she’s dead.
 
It’s the ultimate story of good vs. evil, as Elly and Tom must find a way to defeat Lutin at his own 
game, and save the world from the brink of moral and social collapse.

Story Summary



Mike Kopera, Lakeview Pictures – Producer
Mike is the founder and CEO of Lakeview Pictures. After graduating 
Summa Cum Laude from Northwestern University, he moved to Los 
Angeles to pursue a career in filmmaking.  

His first short film, “My Friend Peter,” a family comedy about a monkey 
puppet, was accepted into over 25 international film festivals, winning several awards and capturing 
the hearts and minds of countless children.

His first feature film, “The Cabining,” a comedy/horror, screened at 11 different festivals, and is 
currently available in Best Buy, on demand, iTunes, and nearly everywhere else movies are sold.  His 
second feature, “Initiation,” is due out in the spring of 2015.

When it comes to making movies, Mike lives by Lakeview Pictures’ motto: Know your audience and 
make them happy.

Amy Weber, Radish Creative Group – Director
Amy is the founder of Radish and a former educator, who has dedicated 
her career to making a difference in the quality of business, education, and 
human life.  

Over the past 19 years, Amy has developed, written and produced over 40 
award-winning educational documentaries dealing with youth issues and 
education—her commercial work has been recognized by numerous prestigious awards, including the 
Emmys, Mobius, and Tellys.

After her first feature, the award-winning “Annabelle & Bear,” garnered national attention through the 
film festival circuit, Amy was honored as the 2011 Michigan Filmmaker of the Year.

In 2015, she’ll debut her second full-length feature, “A Girl Like Her,” a highly-anticipated, 
revolutionary film about high-school bullying.

Production Team
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Joe Bastian and Carl Winans launched Folkteller in 2014, as a means to resurrect old and obscure 
folklore and legends, and to adapt them for modern audiences.  The tale of the Nain Rouge is the first 
of many planned Folkteller journeys, all told via this original genre of immersive storytelling, what 
they term “Cryptofolk.” 

After the successful publication of three young adult novels about the adventures of Elly, Tom, and 
Dr. Beele, the Nain Rouge trilogy was picked up by Caliber Comics to turn it into a full color graphic 
novel.  Caliber Comics is the largest comic book publishing house based in Michigan and has helped 
launch the careers of some of today’s leading comic book writers and artists.

Gary Reed, publisher of Caliber, says that the Nain Rouge “is a great example of the power of the 
medium.  Here we have a complete tale in one graphic novel that appeals to fans of comics 
yet also does a fantastic job of tying the legend into Detroit’s history.  It is more than fiction, 
it is also a chronicle of Detroit.”

Bastian and Winans’ efforts to bring the Nain Rouge legend to life, through both the graphic novel 
and feature film, has been extensively documented over the past year.  The following are some links to 
the project’s local and national coverage:

Latest Press
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http://www.dbusiness.com/daily-news/Annual-2015/Royal-Oak-Publisher-Partners-with-National-Distributor-for-Nain-Rouge/
http://www.calibercomics.info/nain-rouge.html
http://www.metrotimes.com/Blogs/archives/2014/10/27/the-nain-rouge-gets-a-graphic-novel-and-a-movie
http://www.metrotimes.com/Blogs/archives/2014/10/27/the-nain-rouge-gets-a-graphic-novel-and-a-movie
http://wdet.org/shows/craig-fahle-show/episode/nain-rouge-graphic-novel/
http://internetadvisor.net/2014/03/live-show-4-6-pm-32214-wjr-760-am-detroit-red-dwarf-social-media-spring-cleaning-and-countdown-4814/
http://www.myfoxdetroit.com/story/25026949/josef-bastain-talks-about-nain-rouge-graphic-novel
http://www.clickondetroit.com/news/live-in-the-d/Live-in-the-D-The-Nain-Rouge-in-comics-on-screen/25071844


ELLIE

TOM

DR. BEELE

Potential Cast
MACKENZIE FOY

Interstellar, The Conjuring, The 
Twilight Saga: Breaking Dawn – 

Parts 1 & 2

ELLE FANNING
Maleficent, The Curious Case 
of Benjamin Button, Super 8

ARIEL WINTER
Modern Family, Phineas & Ferb, Kiss 

Kiss Bang Bang, The Dark Knight 
Returns, Part 1

JADEN SMITH
The Karate Kid, The Pursuit 
of Happyness

CHRISTOPHER WALKEN
Catch Me If You Can, Wedding 
Crashers, The Deer Hunter

ASA BUTTERFIELD 
Ender’s Game, Hugo, The 
Boy in the Striped Pajamas

CHANDLER RIGGS
The Walking Dead, Get Low, 

Jesus H. Zombie

MICHAEL CAINE 
The Dark Knight, Batman 

Begins, The Prestige

TIM ALLEN 
Home Improvement, Toy 

Story 1, 2 & 3
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Similar genre films, with one or two stars

Similar budgeted films, similar genre, one to two stars

Comparative Analysis

Information from www.boxofficemojo.com and www.the-numbers.com and www.ImdbPro.com

JUDY MOODY AND THE NOT BUMMER SUMMER (2011)
Domestic Gross = $15M + $2M International + $4.3M DVD sales

SPACED INVADERS (1990) 
Budget $3M, Return $15.369M

TEEN WOLF TOO (1987) 
Budget $3M, Return $7.888M

THE SPECTACULAR NOW (2013) 
Budget $2.5M, Return $6.854M

MILLIONS (2004) 
Worldwide Box Office $12.2M
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PHASE 1 – WRITING THE SCREENPLAY  ~ 8-16 weeks
Upon capitalization of the film fund, we’ll immediately hire a professional writer, to start working on 
the script.  Depending on the number of revisions, this process could take up to 16 weeks – it’s one of 
the most important aspects of the film-making process, as story is king!

PHASE 2 – PACKAGING  ~ 6 weeks
Upon completion of the script, we’ll officially begin to “package” the project, attaching actors and 
major production team members.  Locations will be scouted, production dates settled, and union 
paperwork filled out.  A line producer will also be hired to put together a detailed budget.

PHASE 3 – PRE-PRODUCTION (MI)  ~ 4-6 weeks
Upon securing all actors, major crewmembers, and locations, we’ll begin pre-production.  This 
phase entails building any necessary sets, securing needed props and costumes, hiring all remaining 
crewmembers, and detailing the production timeline to maximize onset efficiency.  Both Mike 
Kopera and Amy Weber will set up a production office during this phase that will serve as our base of 
operations throughout the course of pre-production and production.

PHASE 4 – PRODUCTION (MI)  ~ 28 days
With a professional crew and motivated actors, we’ll actually shoot this movie!  This is where the 
magic happens, and we invite all investors to spend as much time onset as they’d like.  Our goal for 
this phase will also be efficiency, as having a shorter production period helps to alleviate costs and 
create a bigger return for our investors in the long run.

PHASE 5 – POST-PRODUCTION  ~ 14 weeks
During this phase, the footage will be cut and edited into a 90-minute film.  Some special effects and 
color correction will be added, music composed, the sound engineered and mastered, and the final 
cut of the film sent to print!

Our goal will be to have a finished product and red-carpet screening within a year 
of the capitalization of the film fund.  

Production Timeline
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We’ve allocated $200K to the marketing and distribution
of Nain Rouge.  
We plan to use these funds to create as much buzz about the film as possible, to widen our audience 
through social media, television, and radio, so that we’re in the best position possible when it comes 
time to actually release the film to the public.

Our current distribution strategy is as follows:

Premiere at one of the top 20 film festivals – Sundance, Cannes, and Tribeca are all most likely out 
of the question, but we’ll certainly try for them.  More likely festivals that would premiere our film 
would be Toronto, Mill Valley, Traverse City, Austin, Los Angeles—all well-recognized festivals that 
would be a great launch to our publicity campaign.

A week-long (possibly up to a month-long) theatrical run in 10-20 major cities worldwide.  A 
theatrical run will eat the most $$$ from our budget, but has the potential to increase awareness of 
the movie tenfold.  

Day and date release on DVD, VOD, and SVOD.  This means that we’ll release our DVD through 
Walmart, Best Buy, Red Box, etc. the same day that it’s available for streaming on iTunes, Hulu, on 
Demand, Xfinity, etc.

The ultimate goal for our team is exposure.  We want as many eyes on Nain Rouge 
as possible, as more eyes lead to more word-of-mouth, which leads to more sales, 
and a higher ROI for everyone.
 

Marketing and Distribution
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Mike Kopera
Producer, Lakeview Pictures

O – (323) 552-9490
M – (213) 254-7608

E – mikekopera@gmail.com

www.lakeviewpix.com
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