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Maybe you, like me, have heard someone muttering to their friend or date after at a film 
screening, art installation or book launch: “I like it but it’s so....commercial.” 
 As an artist in Canada, you’re either have to be starving or a sell out. As though 
creating something that people would actually want to watch or buy is a bad thing.
 Although we’ve always wanted to make movies, Steve and I could never 
manage to find a way into the industry. So we founded a production company two 
years ago that specialized in online commercial content instead. Our strategy was build 
a business base and professional network that would allow us to make features in the 
future.
 We didn’t want to sacrifice the next fifteen years of our lives working on a set 
servicing someone else’s dream. In our minds, we also felt like the movie we wanted to 
make—The Mill and the Mountain—wasn’t the kind of genre that would readily receive 
grant assistance from the federal government. 
 We shot a tourism campaign with our third co-founder for the project (Sean Cox) 
last November, just a few days after we opted in for CineCoup’s e-newsletter. When full 
details of the accelerator were released, all three of us were ready to rock. Having 
worked with tech clients, we understood that accelerators reward sweat equity and 
innovation with huge dividends.
 Seven months later, we’re pretty sure whatever just happened over the past 30-
week was amazing—of the life-changing variety, if you know what I mean. Without even 
shooting our feature, we’ve established a fan base for our work. We’ve also 
collaborated with our fans to crowdsource parts of our script—to great success.
 We’ve had big, traditional press outlets cover our film, often quoting one or more 
of our team members, along with coverage by industry megablogs like indieWIRE. That 
would never happen without a platform like CineCoup, which allowed us to piggyback 
on their buzz and leverage an international audience for our work. 
 Participating in CineCoup forced us to create a visual treatment (our concept 
trailer) for our script. As a pitching tool for our filmmaking team, the value in that is 

http://cinecoup.com/themillandthemountain
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almost priceless. People can see what our film would look like before it’s made and 
that we can deliver high-quality product for a low-budget.
 The most surprising thing, though, is that we’ve accelerated to the point where 
we are starting to learn what investors look for in film projects along with where and 
how film deals are made.
 Using some of our favourite indie production companies in Vancouver for 
comparison, CineCoup accelerated our ability to make a feature by anywhere from two 
to six years. That’s huge. 
	 Thanks to all the fans and family and friends and the team at CineCoup for 
taking us on this crazy journey.


