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In June 2014, I attended Good 
Pitch in New York, with financial 
support from Creative BC and 
Inspirit Foundation. The goal was 
to explore the feasibility of bringing 
the event back to Canada in its 
satellite format, Good Pitch2. 

This research report covers an 
overview of the initiative itself, 
specifics about the event in New 
York, details on the logistics and 
costs of hosting a Good Pitch, and 
the 2009 Hot Docs iteration. The 
final section addresses questions 
around the feasibility of a future 
Canadian event. It outlines the 
context, challenges, and benefits, 
plus suggested next steps.
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Executive Summary

Good Pitch is a global program, including two intensive filmmaker workshops and a full 
day event, bringing together documentary filmmakers, mission-driven funders and organ-
izations who use film for social change. But it’s more than an event; it’s become a movement. 
BRITDOC, with Sundance Institute and Ford Foundation, created the model seven years ago in the 
UK, and it has now travelled the world, in either its full flagship form, or as Good Pitch2 (‘squared’), 
hosted by other cities. In fact, Hot Docs piloted a scaled-back version during the Forum in 2009, the 
first time the event was put on in North America. 

At Good Pitch New York in June 2014, seven film teams presented work-in-progress projects 
directly to tables of nine pre-selected possible supporters, in front of an invite-only audience 
of 300. The moderation was positive, smart and promoted collaboration. All participants were 
encouraged to brainstorm some kind of way in which they would be able to help amplify the reach 
and impact of the film. The day generated over $500K of financial contributions to the production 
and distribution stages of the documentaries, plus dozens of in-kind offers and new partnerships. 
The networking breaks throughout the day and the more in-depth project ‘summits’ the following 
day also sparked the beginning of many valuable relationships. 

As a witness to the event, as well as to the filmmaker preparatory workshop the weekend prior, I 
believe strongly that this innovative model works. On the surface Good Pitch is nurturing coalitions 
of support around documentaries, but its value extends beyond these select films. The outreach 
required to fill the room with credible stakeholders has the effect of building capacity within the 
larger philanthropic and NGO communities. Both alternative funders and activists are being 
exposed to the power of media to effect social change. 

Hosting a Good Pitch2 in Canada in 2016 would have the same overarching societal benefits. Our 
filmmakers would be introduced to new funding pots for production and distribution as well as part-
nerships for community outreach. Our foundations, philanthropists and ethical brands would learn 
of ways to use film to further their missions. And our charitable organizations would gain access to 
tools to deepen their work. But the dream is not without challenges. 

To put on the event, a budget of approximately $175K would need to be secured, plus significant 
legwork done to ensure the room is filled with attendees who could have something tangible to offer 
the presenting films. Some awareness raising within this field has begun across a small number 
of initiatives in Canada, but it is still early days. My recommendation is to track the momentum in 
these emerging areas of collaborative funding and outreach over the next year before determining 
if launching a Good Pitch2 here is entirely realistic. At that point, the questions around location, 
scale and ideal partnerships would be more fully explored. 



03Good Pitch2 Canada 2016 FEASIBILITY RESEARCH REPORT

The Initiative

Good Pitch is a program of BRITDOC Foundation, in partnership 
with Ford Foundation and the Sundance Institute Documentary 
Film Program. Other supporters include Chicken & Egg Pictures, 
Cross Currents Foundation, the Fledgling Fund, Impact Partners, 
Hartley Film Foundation, Wyncote Foundation, and Anonymous 
Donors. 

BRITDOC is a non-profit film organization founded in 2004. It is 
based in London, but funds globally, working with filmmakers in over 

30 countries worldwide. Their main supporters include Channel 4 TV, 
Bertha Foundation and PUMA.Creative. Their mission: “We befriend great 

filmmakers, support great films, broker new partnerships, build new business 
models, share new knowledge and develop new audiences globally.”1

The first Good Pitch took place in Oxford in 2008 as part of the BRITDOC Film Festival. In part, the 
stated objectives of the program are: “Good Pitch aims to unlock new investment into documentary 
filmmaking by bringing previously untapped investment and grant making into documentary film-
making, from foundations, philanthropists and brands among others. New partners who recognise 
the value of this cultural medium and who share common concerns with the filmmakers.”2 
(See Appendix 1 for full list of Goals.) 

The design seems simple, and yet is distinct enough from the typical broadcast pitching forum to 
be uniquely powerful. Six to eight filmmakers (or teams of two) have seven minutes each to present 
their feature documentary, show a trailer and articulate their current needs. Three months earlier, 
as well as the weekend prior to the one-day event itself, the filmmakers are put through a rigorous 
workshop to ensure high quality presentations. The films are at various stages from development 
through distribution, but most are partway through production. After the pitch, the filmmakers 
remain completely silent for the 20 minute strategy session that follows. 



04Good Pitch2 Canada 2016 FEASIBILITY RESEARCH REPORT

Good Pitch takes place in a theatre of carefully invited guests (100-300), but what is most notable 
is the curation at the table itself. (This is an outreach director’s full time job for at least three 
months!) Based on mission alignment, nine possible project supporters are handpicked to respond 
to the film. These nine guests switch out with each new film project. The moderator adeptly pulls 
from every table participant the precise way in which they might help complete the documentary, 
or amplify its potential impact. Some have money to offer, others expertise, massive membership 
lists, materials, or key introductions. Spontaneous gifts from the floor are also encouraged – and 
they happen. 

Jess Search, CEO of BRITDOC: “When we began, the only partner a doc-maker could have would 
be a TV company, which would perhaps send a DVD to an NGO afterwards… These docs have 
advocates, fans and potential funders from across society, and they’re all there at our international 
Good Pitch events. TV is often the last to come on board, if it comes on board at all. We all have 
a stake in the doc and understanding the effect of a film in the world can be as transformative as 
making and editing the film itself.”3

At the now almost 20 flagship events that have happened in cities such as London, New York, 
San Francisco and Washington DC, over 135 documentary films have been presented in front of 
well over 2500 organizations. Good Pitch is attributed to having triggered nearly $15.7M in new 
production and community outreach funding, and alumni are now engaged in almost 1000 active 
partnerships.4

The 2013 Good Pitch Review5 reveals that in terms of organizations, 94% would recommend the 
event to colleagues and 72% planned to follow up with presenting projects. From the filmmakers’ 
point of view, 97% would recommend Good Pitch, 95% forged new partnerships, and 73.5% were 
successful in securing concrete funding. The amounts raised have ranged from $5K to $1.4M per film. 

In addition to these leading events, Good Pitch2 spin-offs have been hosted by such cities as 
Mumbai, Taipei, Buenos Aires, The Hague, Johannesburg, and one is to be held October 2014 
in Sydney, Australia. The Good Pitch team supports these events with some training, access to 
pre-existing materials and its brand, but the originating country is responsible to raise its own 
event’s necessary funding. 

In all cases the filmmakers, their projects, and the social causes being championed are beneficiar-
ies of the process. But equally important is the field and capacity building, especially in some of the 
smaller jurisdictions. Simply executing a Good Pitch2 in a new community increases awareness of 
the power of documentary media within the local philanthropic, charitable and business sectors. 
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Good Pitch New York

In June 2014, I had the opportunity to shadow Good Pitch, including the filmmakers’ 
preparatory workshop, held at the offices of POV. Other international observers were present, 
likewise to witness ‘behind-the-scenes with an eye to bringing Good Pitch2 to their country. There 
was one guest from Denmark (Good Pitch Europe will be hosted by BRITDOC Norway in 2015), 
three from Australia (Good Pitch2 to be held in Sydney this fall), and two filmmakers from Syria, 
currently living in exile in Berlin. 

The seven teams (selected from 191 submissions) were coached in their presentations by BRITDOC 
staff, and a couple of expert consultants. We were all invited to contribute creative feedback and 
engage in the brainstorm around how to best maximize who’d be ‘in the room’. This is where 
the teams learned the final names of their table participants and also which other guests were 
expected to be present in the audience. In my opinion, the pitches improved considerably between 
Saturday and Sunday. 

6
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Then on June 17, the seven projects were formally presented at the Asia Society & Museum theatre, 
with 300 people present. Each film was allocated a 40-minute window, allowing for the pitch, a 
dynamic discussion, and then for the table participants to swap out. To expand networking oppor-
tunities, there was a morning coffee hour, a two-hour hosted lunch and a closing cocktail reception.

The financial contributions committed that day exceeded $500K, and valuable support in other 
forms was also offered to all the films. The Return had the greatest windfall from the floor during 
the daylong event. Almost $150K in production and campaign financing was pledged ‘live’ from 
different organizations, such as Ford Foundation and Chicago Media Project. Among others, Care 
attracted Impact Partners and the Fledgling Fund, and Logs of War connected with Patagonia and 
the Pulitzer Centre. Of course for all of the films, many important relationships were sparked during 
Good Pitch, but actual confirmation of partnerships happens in the weeks and months to follow. 
(See Appendix 2 for BRITDOC’s post event e-blast.) 

On the following morning, seven boardrooms were set aside at the Ford Foundation and each 
team held a project ‘Summit’ of 90 minutes to conduct a deeper brainstorm with guests, either 
those already at their Good Pitch table, or people they met throughout the day. Some were 
invitees unable to attend the public event but who still had an interest in the project. I sat in on the 
discussion of Virunga and saw the value in this new component of the initiative. There were eight 
participants who focused deeply on how they might help the project achieve even greater reach and 
impact. They pulled out virtual Rolodex’s, shared their professional expertise, plus helped the team 
work through some thorny ethical issues. 

That afternoon Ford hosted a Good Pitch Open House organized by BRITDOC for approximately 
150 people. They reviewed the priorities of the JustFilms program and introduced several grantees, 
such as Tribeca Film Institute, Fledgling Fund, Sundance Institute and Good Pitch itself. There were 
presentations from filmmakers and funders, plus the unveiling of BRITDOC’s online Impact Field 
Guide & Toolkit.7
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Logistics

TIMELINE

Aside from fundraising, it takes roughly four months to prepare for and host a Good Pitch. An out-
reach director is essential for the full duration. The countdown begins with the call for entries, then 
in the first four to five weeks the tasks move to booking venues, setting up the registration system, 
starting to invite key participants, hiring a production manager, and sourcing technical support. 

At about eight weeks the project selection is finalized (see more below), and it’s time to contact 
filmmakers, arrange team meetings with the outreach director, host the first weekend workshop 
for filmmakers, recruit relevant participants, collate the Pitch Directory and online profiles, select 
caterers and book volunteers.

With just two weeks to go the push is on for confirming table and audience participants, getting 
artwork to the printers, finalizing travel arrangements, and creating index cards, PowerPoint slides, 
credit rolls, registration lists, etc. 

In the final week, the two-day filmmaker workshop is held, the venue is set up, transcribers are 
contracted, tech rehearsal is conducted, and then it’s Good Pitch Day! 

SELECTING FILMS

There are a number of important criteria for selecting the documentaries 8

 ✜ Narrative strength – must be able to inspire audience members to react

 ✜ Outreach potential – key ‘asks’ and ability to create concrete relationships with partners

 ✜ Potential to attract multiple constituencies – broadening the ecosystem of documentary 

support

 ✜ Urgent subject matter – a topic yet addressed by filmmakers, or a shift in the conversation
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The event is capable of demonstrating to possible new partners just how powerful documentaries 
can be in effecting social change. For that reason a diversity of films is selected to show off a range 
of styles, issues, and approaches to achieving impact. For instance, at Good Pitch New York, the 
subjects spanned such topics as environmental protection, elder care, LGBT, and the criminal jus-
tice system. One transmedia project was presented - Logs of War – that had a mobile component in 
addition to a feature length documentary, the staple of Good Pitch. 

Jess Search on genre: “People always ask how come we’re still doing feature docs – isn’t that a bit 
old-fashioned? But it’s the best starting point. You can always cut them to TV length or shorts for 
the web. If you start short, you can’t get into cinemas or film festivals as easily. A feature doc still 
gets a lot more press and attention, and they live on much longer.” 9 

Projects at any stage are invited to apply – as long as they have a trailer – and the format has 
proven to work equally well for emerging filmmakers as for seasoned professionals. The selection 
committee for a flagship event typically consists of two senior staff from BRITDOC and a repre-
sentative from the key partnership organization, like the Ford Foundation for Good Pitch New York. 

THE TEAM

In addition to the event’s production manager and outreach director, a crack moderator is 
essential. Not only does this person need to be fully versed on all of the attendees, but they set the 
tone for the day. In my two experiences (NY and also Good Pitch San Francisco 2012), Jess Search 
created an atmosphere of fun collegiality mixed with a razor sharp focus on advancing the selected 
projects. For future reference, BRITDOC has kindly made available to me a detailed task list of these 
three positions. Also key to the team are a qualified pitch workshop trainer, and logistical/ support/ 
admin support. 

DOCUMENTATION

Further documents that I received are a template for the filmmaker acceptance letter (which nicely 
outlines expectations), a draft invitation for potential participants, and tech specs for customizing 
goodpitch.org for one’s own event. There are also details about overall branding and design, plus 
guidelines for the Good Pitch Directory. Finally, detailed venue requirements have been supplied by 
BRITDOC. 

http://britdoc.org
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Budgets and Partnerships

I have been given access to varying degrees of financial information for a select number of 
Good Pitch iterations, (one flagship and the rest satellite). With such variables in each geo-
graphic location, including different event sizes, availability of in-kind support and local economic 
realities, it’s tricky to be precise about averages. In Canadian dollars the events range from under 
$100K to over $200K. For most, staffing is the largest expense and then travel, followed by venue 
rentals and communications costs (like IT and catalogue printing). 

GOOD PITCH EUROPE 
JUNE 2013

 ✜ Held in London at the Royal Institute of 

Great Britain

 ✜ Seven projects, including Driving With 

Selvi from a Canada filmmaker 

 ✜ Three Partners: BRITDOC, Sundance 

and Channel 4 TV

 ✜ Two Major Supporters, 4 Supporters, 

13 Friends and Allies

 ✜ 415 attendees

 ✜ 208 participating organizations listed, 

including representatives from 17 

countries (a Good Pitch record!) 

One of the main financial partners was 
the Media EU program of the European 
Commission and the Education, 
Audiovisual & Culture Executive 
Agency. Also Foundation for Democracy 
and Media is acknowledged as a key 
supporter, as are Wellcome Trust, Bertha 
Foundation, Co-operative and the British 
Council.

GOOD PITCH2 CHICAGO 
OCTOBER 2013

 ✜ Held at Chicago Cultural Center

 ✜ Seven projects, including The Message, 

from a Canadian team

 ✜ Main GP Partners listed (BRITDOC, 

Sundance), plus the 6 other ‘GP Program 

Supporters’

 ✜ Six Chicago Major Supporters: KatLei 

Prods, MacArthur Foundation, Tribeca 

Flashpoint, Cohen Law Group, Kindling 

Group, Kartemquin Films

 ✜ 146 participating organizations listed

 ✜ 250 in attendance

The Chicago team spent the first of two 
years prior to GP2 holding networking 
events (like meals, screenings, guest 
speakers, etc.) to develop a base of 
support. They created a 10 minute video 
showing clips from previous Good Pitch 
films and testimonials from participants. In 
addition to foundations, such as MacArthur 
who came on board in a major way, they 
were seeking aligned individuals, eventually 
offering sponsor opportunities across 
multiple tiers. The notion was that once a 
donor committed even a few thousand dol-
lars, they’d be invested and begin to spread 
word to their own networks. Support was 
also secured from educational sponsors 
and a regional film office.
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GOOD PITCH2 INDIA / FEBRUARY 2014

 ✜ Held in Mumbai at the National Centre for the Performing Arts

 ✜ Six projects, including (again) Canada’s Driving With Selvi

 ✜ Partners: BRITDOC and Sundance

 ✜ Three Main Hosts: Indian Documentary Foundation, in association with Kerala State 

Chalchitra Academy and Films Division, Government of India

 ✜ Three Major Supporters, and 6 Supporters, including the British Council and Government of 

Canada

 ✜ 53 participating organizations listed

 ✜ 120 guests reported in attendance

No details were given on specific financial contributions, but it was noted that roughly 25% of 
the support was in-kind, including the venue, printing, technical equipment, workshop space 
and food, and some accommodation.

GOOD PITCH2 ARGENTINA / APRIL 2015

 ✜ To be held at MALBA, the Latin American Art Museum of Buenos Aires.

Argentina prepared ‘minimum’ and ‘ideal’ budgets for the event next spring. In the ideal 
budget the outreach director and event producer work part time for six months and then full 
time for six months. In the minimum budget those costs are halved. In both, there’s money for 
consultancies, design and web elements, and for the printing of the pitch directory. The venue 
is projected to be in-kind, but there are hard costs associated with catering, tech rentals, and 
further training of the local team. The main difference between the budgets is travel expenses. 
Ideally, the host would be able to attend Good Pitch Mexico plus regional festivals and activi-
ties to generate interest in the Buenos Aires event. Flying in filmmakers and a few key invitees 
is also on the wish list. 

Their fundraising plan has a ‘go/ no-go’ deadline of October 1, 2014 - six months prior to the 
event itself. Note that Argentina held its first Good Pitch2 in August 2013. It was presented as 
part of the 15th International Human Rights Festival. Four projects were pitched in an afternoon 
session and the morning was spent in a capacity building workshop. There were 33 participating 
organizations listed.
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Other Observers

At Good Pitch New York 2014, in addition to Canada there were other observing counties, 
such as Australia, Denmark, the Netherlands and Syria. BRITDOC is looking for certain charac-
teristic when considering engaging with a potential future host, like event experience, involvement 
in the documentary community and an ability to raise the funds. (See Appendix 3 for full list.) 

GOOD PITCH2 SYDNEY / OCT 2014

The first Australian Good Pitch2 is being underwritten privately by Shark Island Institute. The 
co-presenters, Documentary Australia Foundation, Pro Bono and Philanthropy Australia are key 
strategic partners but not funders of the event. Seven projects have been selected to pitch, and the 
participating organizations are not yet listed but will be available online soon. 

At Good Pitch NY there were three observers from Australia, the head of Shark Island, a production 
manager, and the executive director, who is on a full time yearlong contract to work on Good Pitch2. 

GOOD PITCH EUROPE IN NORWAY / SPRING 2015

This first Nordic event is being entirely put on by the BRITDOC team. They are moving next year’s 
flagship European Good Pitch to the prestigious Norwegian Opera House in Oslo in order to deepen 
current relationships and spark new partnerships in that jurisdiction. 

The observer from the regional host organization, Filmkontakt Nord/ Nordisk Panorama, was 
learning the ropes in order to play a role in the 2015 event. She recognizes that with BRITDOC stag-
ing and financing this first Nordic Good Pitch the risk to her community is low – and the benefits 
high. She has some concerns though about the feasibility of rounding up the necessary financiers 
and credible participants on their own in subsequent years. We shared the view that the ‘impact 
space’ is so developed in the US and UK compared to our countries, and that although New York 
was very inspiring, there’s understandable uncertainty about replicating the full model. 

SYRIA

The observers from Syria were from the production company Proaction Film, currently operating 
out of Berlin. They produce creative documentary films in various Arab countries. Their commit-
ment to further developing the field in general has led to the launching of the festival DOX BOX and 
the region’s first e-magazine devoted to documentaries. 

In speaking with the founder I learned that the viability of Proaction putting on a fully branded Good 
Pitch2 in their region in the near future is low. The realities of their geographic area are complicated 
and the number of potential participants limited, however he felt the spirit of Good Pitch could be 
emulated. Any intelligence they take back around partnership building, outreach, and impact, will 
no doubt strengthen their current efforts. 
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Good Pitch at Hot Docs 2009

Good Pitch has been piloted once already in Canada. Five years ago BRITDOC partnered 
with Hot Docs to travel the format out of the UK for the first time. Other supporters 
included the Fledgling Fund, Working Films, the Canadian International Development Agency, the 
Department of Foreign Affairs and International Trade, and the Canadian Lawyers Association for 
International Human Rights.

A half-day Good Pitch was scheduled as the final session of the traditional two-day Toronto 
Documentary Forum. The goals were the same as the flagship Good Pitch: to create a powerful 
coalition around the films, amplifying the reach of documentaries and the impact of partner 
organizations. From 160 submissions, five films with a human rights focus were selected. Notably, 
none were from Canada, but rather four from the US and one from Ireland. 

In addition to the TDF observers and broadcasters already present in the room, there were approx-
imately 30 invited guests, curated from the ‘third sector’ and foundation community. Again, less 
than half were Canadian. Domestic organizations included Mines Action Canada, Samara, Save the 
Children Canada and Journalists for Human Rights. More so than at the recent Good Pitch in New 
York, the table guests overlapped - many participated in several pitch discussions. 

According to anecdotal accounts, Good Pitch Toronto 2009 fell short of expectations. There are 
credible and instructive theories as to why that might have been. 

   pioneering – this was very early days in Good Pitch’s development, which is now a well-oiled 
machine with extensive experience. Even still, with each new event the team seeks to incorporate 
ongoing improvements. For the Canadian crew in 2009 there would have been a time-consuming 
learning curve as they co-innovated a new industry offering. 

   cultural – the TDF has a long and successful history as a broadcaster pitching forum, and as 
such is a more ‘hardnosed’ environment. Though efforts were undertaken to restage the room 
(i.e. a smaller and more inviting table), and shift the tone through BRITDOC’s moderation, the 
‘vibe’ of the earlier proceedings was perhaps still present. 

   sector readiness – it is only now, several years later, that proactive awareness building is being 
done within the Canadian foundation, charitable and philanthropic sectors. It is likely that the 
local invitees simply didn’t have documentary film on their radar as a valuable impact tool. 
Likewise the filmmakers may have expected more direct production financing than what they 
were offered. 

Though I didn’t secure concrete statistics on how much support this one event leveraged, there 
are certainly stories of success. Filmmakers reported back on new relationships built and deals 
negotiated over time as a result of the table discussions and follow up meetings. Most noteworthy 
was the transformation through the Good Pitch process of Resilient to Inocente, which then went 
on to win an Oscar. 
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Good Pitch Canada 2016

If a Good Pitch were to be hosted again in Canada, the target date would be no earlier than 2016. 
The BRITDOC team can manage a finite number of flagship and satellite projects in any given year, 
in addition to their ongoing work within the documentary sector. The year 2015 is already ‘booked’ 
for Good Pitch2 events. I see this longer runway as advantageous. 

THE CONTEXT 

The traditional one-off documentary industry in Canada is in decline. From the Documentary 
Organization of Canada report Growing the Pie: Alternative Finance and Canadian Documentary: 

At the end of fiscal 2010/2011, the volume of the sector was at $390M, which is $100M less 
than fiscal 2008/09. Meanwhile, theatrical documentary production volume, the smallest 
segment, fluctuated between $9M and $21M per year during the same time period, but it has 
failed to reach the high watermark of $24M set 10 years ago in 2003/04. 

Canadian funding sources once included non-broadcast options, but the traditional financing 
system currently in place for feature documentaries is now triggered exclusively by either 
broadcasters or distributors… With an enhanced emphasis on other television formats and 
genres, documentary licence fees from English-language private broadcasters fell 37% 
between 2008/09 and 2010/11.10

In terms of volume, there continues to be a steady if small body of Canadian full-length documen-
taries released annually. Over the last three years, the Vancouver International Film Festival has 
programmed an average of 15 Canadian feature docs, with roughly three-quarter of those definable 
as ‘social-issues’ content.11 This year Hot Docs had 24 Canadian feature documentaries, with 
about the same ratio of issue-driven films.12 The NFB releases approximately a dozen full-length 
documentaries annually,13 and Telefilm Canada has participated in a similar number per year over 
the last decade, with support offered at different stages (production, post and marketing).14 The 
Motion Picture Theatre Associations of Canada stats show an average of 37 cinema releases per 
year over the last 5 years, with over half in French.15 (Some overlap must be accounted for in the 
figures above.)

In light of the current funding climate, resilient Canadian producers are now looking toward alter-
native financing opportunities, such as crowdfunding, private equity investments, and partnering 
with foundations, philanthropists and corporate brands. Though there are often tricky regulatory 
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barriers at each turn, especially related to Canada Revenue Agency (CRA), it is critical to the indus-
try that these entrepreneurial explorations are supported. Here Good Pitch2 Canada could play an 
important matchmaking role. 

Meanwhile within the charitable sector there has been an increasing emphasis on both impact 
measurement and the power of story. The number of recently published reports on both subjects 
points toward a community that is seriously preoccupied with a strong SROI (Social Return on 
Investment) for their limited resources. 

Canada’s philanthropic sector has not historically had a visible relationship with filmmakers. Some 
organizations commission media projects for specific purposes, but there is no pattern of granting 
to films, or more broadly engaging in media-making practices. Again, our Income Tax Act is restric-
tive, but this could also be because in previous years the public subsidy system for film financing 
more or less worked. Filmmakers were not knocking at the door. And when audio-visual materials 
were needed by organizations, they were actually there, in the educational market, at libraries, on 
television. But that can no longer be taken for granted. 

A growing awareness of these issues and opportunities is germinating within the Canadian 
foundation community. In other jurisdictions the mutual benefit is more readily accepted. Most 
notably in the US, mission-aligned philanthropic film funders recognize the power of media for 
moving the needle on their own mandates. This awakening here comes at a time when more robust 
impact evaluation techniques are being developed. Groups like the Harmony Institute and the Lear 
Center’s Media Impact Project are demonstrating quantitatively that documentary film can effect 
change: perceptions, behaviour and even public policy. 

Some progressive leaders within the Canadian foundation and documentary communities have 
begun working to educate their peers on the opportunities inherent in such partnerships. It is here 
that Good Pitch2 Canada could also play an important role. When I’ve spoken to organizations like 
DOC, or festivals (such as Hot Docs, VIFF, DOXA), or foundations (like Inspirit, Tides), or select 
impact investors and social innovators, the concept has been received with interest. In addition to 
such potential value however, there is acknowledgement of the challenges. 

BUDGET 

A preliminary estimate for holding Good Pitch2 in Canada is $175,000. Almost $80K would be in 
salaries and contracting, $40K in travel expenses, $20K in venue costs, and over $30K in promo 
and IT. At present the budget is expressed in cash, but in-kind support could also be sought. The 
estimate is modeled after a full day event (i.e. 6-7 pitches) and two filmmaker workshops (one 
directly after project selection for campaign development with the Outreach Director, and one the 
weekend prior to the live event to hone to pitch). Depending on partnerships and financing, the 
event could be scaled back, such as was done in Argentina, with the morning case studies and just 
3-4 afternoon pitches. (See Appendix 4 for more Canadian Budget details.) 
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FINANCING 

The two main difficulties in a Canadian context are interrelated: event funding and securing active 
participants for the Good Pitch2 day itself. We need to recruit credible people and organizations 
for the table discussions and within the audience who will in fact have something tangible to offer 
the projects presented, whether cash or in-kind. There is no shortage of expert event planners and 
suitable venues, so that part is not concerning. It is the obtaining of sponsors and the curation of 
room that need careful consideration. 

Looking simply at the numbers seems encouraging. According to Philanthropic Foundations 
Canada16, in 2013 there were 10,393 private and public foundations, holding combined assets of 
$45.5B and granting out $4.3B annually. Though the pool of wealth is much smaller per capita than 
in the U.S. for instance, there is still affluence here in Canada, and individuals motivated by social 
justice goals. But in practice many foundations are extremely small and few, so far, have dabbled 
at all in media collaboration. Again this speaks to the need for education, plus the identification of 
possible early adopters. 

Federal sources of financing can be sought for staging Good Pitch2 Canada, such as Telefilm, the 
Canada Media Fund, Heritage Canada, the NFB, and Canada Council for the Arts, as well as pro-
vincial agencies, depending on the location selected. Economic development and research grants 
are another avenue, as well as public broadcasters. Inspired by BRITDOC’s relationship with PUMA 
(or Tribeca’s with Gucci, or the recent production activities of Patagonia) it is conceivable that a 
corporate brand might come on board as a core funder. 

Regarding event participation, it is notable that Canada has over 75,000 registered charitable 
organizations.17 In addition to potential funders, there are hundreds of NGOs who may well come 
to the table with different forms of campaign support. Knowing that a non-profit might see a 
certain documentary as just the perfect tool for its own needs is a real boon to a filmmaker. Not all 
media-makers are activists, but for those who are passionately propelled by social change goals, 
having their work adopted by these ‘multipliers’ is a gift. This kind of matchmaking is time intensive 
for producers. If properly funded, the Good Pitch2 Canada outreach director will facilitate these 
important introductions for the selected projects. 

BENEFITS

The benefits of Good Pitch2 Canada to the documentary industry, the philanthropic community and 
the charitable sector are similar: new collaborative partnerships will further the missions of each. 
Though it could be argued that raising $175K and simply giving it directly to filmmakers may seem 
more valuable to them and simpler in the immediate term, in my opinion that view is short sighted. 
Good Pitch, and the requisite advance awareness raising, has the potential to build greater capacity 
within all of these areas. If filmmakers have more partners, foundations have improved impact 
outcomes, and NGOs have increased access to relevant tools, all of Canadian society benefits. 
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Moving Forward

To anticipate a 2016 date for Good Pitch2 Canada requires strategic planning now. A logical 
sequence of events is needed to create the best conditions for success. In my analysis, an event 
staged now would again fall short. Before even deciding to ‘pull the trigger’, current efforts to lay 
relevant groundwork should be brought together, and more such activities undertaken. 

COMPLETED: 

1.  Documentary industry research – DOC’s Growing the Pie: Alternative Financing and Canadian 
Documentary, May 2014.  Report funded by the Ontario Media Development Corporation and 
Telefilm Canada. 

2.  Preliminary sector analysis – Inspirit Foundation’s Canadian Impact Media: Research Report 
to be released fall 2014. 

3.  Good Pitch “shadowing invitation” – New York, June 2014. This report is the deliverable: 
Good Pitch2 Canada 2016, supported by Creative BC and Inspirit Foundation. 

2014-2015: 

An overall industry needs assessment from the Inspirit Foundation report revealed gaps and 
opportunities in Canada: 

1.  Funding – the need for a vehicle for new mission-aligned partners to add resources to the sector, 
through granting or investment. (i.e. Impact Partners, Fledgling Fund) 

2.  Capacity Building – the need for a more robust community of practice around social justice 
documentaries and other media. (i.e. BRITDOC, Documentary Australia Foundation) 

3.  Impact Evaluation – the need for an institute to deepen media impact research from a 
Canadian perspective. (i.e. Media Impact Project at Lear Center, Harmony Institute) 18

Inspirit Foundation continues to take a leadership role in some of these areas, as does Hot Docs. 
The Toronto-based organization, best known for its International Documentary Festival, has been 
proactively building relationships within the foundation community for years, plus pioneering new 
film funds to support the work of media-makers. 
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To foster the spirit of Good Pitch in Canada, these budding initiatives are crucial - and we need 
more. For instance, the Chicago Good Pitch team seized upon the value of networking with 
individual donors in the philanthropic community. In order to create wider reach and engagement 
they’ve since founded the Chicago Media Project, a membership-based organization or ‘magnet 
for impact media’. 

SPRING 2015:

1.  Momentum? - To keep the vision alive, by next spring there should be demonstrable momentum 
in some of the key areas listed directly above. Is there evidence that education efforts at a sector 
level are generating increased interest in new forms of collaboration?  Do existing organizations 
have new or strengthened programs that support these goals? Are there any new related entities 
in start-up mode?  Is there any movement at a policy level to increase incentives (or at least 
decrease penalties) for alternative financing practices? What creative innovations can be seen in 
Canada and who is spearheading them? 

2.  Location? - Assuming adequate momentum on a national multi-sector level, further analysis 
would then be warranted on which Canadian location is best suited to host Good Pitch2 Canada. 
With our small population and vast geography, it’s inevitable that no matter the location some 
participants and/ or filmmakers will need to travel; likewise the American invitees and select 
BRITDOC team members, both key to the recipe for success.  
 
Toronto is home to more large-scale foundations, charitable organizations and production com-
panies than any other city in Canada. Montreal offers easier access to the active Francophone 
documentarians, plus some sizable family foundations. Vancouver is a leader in digital media, 
and social enterprise, plus has ties to the tech money of ‘Cascadia’ and Silicon Valley, all of which 
present compelling differentiating factors. 

3.  First-in Partners? - Intertwined with the point above, is the question of securing the initial major 
partnership(s). Most of the iterations I examined had just one or two main supporters, rather 
than a large collection of really small partners. This strikes me as ideal, especially on the funding 
front. Conversations with other Good Pitch hosts also revealed pros and cons of situating the 
event within an established film festival. That they have infrastructure, profile, and shared goals 
is valuable, but it is also possible to be subsumed by their culture, or to be lost in competing and 
urgent priorities. 

FALL 2015: 

Deadline: A ‘go/ no go’ date would need to be set for the fall of 2015. The decision to move forward 
would be based on the identification of concrete funding partnerships and a credible estimation of 
an adequate number of participating organizations in the event itself. 
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WINTER 2015 ONWARD:

Event production and continued coalition building, as outlined in the logistics section above.

Then ‘lights, camera, action’! 

CONCLUSION:

Based on the research conducted and subsequent analysis, it can be concluded that pursuit of Good 
Pitch2 Canada is justified. The multi-pronged, cross-sector value of the event as an international 
catalyst for the support of social issues documentaries has been established over many years. 

In order for a Good Pitch2 to be successful in Canada, there is significant legwork required in the 
coming year(s). The main challenges will be around securing financial support, both in terms of 
sponsors for the event itself, and regarding who is ‘in the room’ with actual resources to offer. That 
we have a small market in a large country is detrimental, as always. But also, with such a limited 
history of collaboration between non-traditional funding partners and Canadian media-makers, 
the challenges are not minor. However, constructive awareness building that starts now will lead to 
better results should a more active partner-recruiting phase get underway. 

If the momentum of various independent industry initiatives continues (across both the film and 
philanthropic fields), then there is higher likelihood that the ‘go/ no go’ decision point will a have a 
positive outcome. If Good Pitch2 Canada 2016 is properly executed, not only will the filmmakers, 
funders and organizations benefit. All of Canadian society stands to gain when these important 
social issues films are produced and their impact is maximized. 
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APPENDIX 1

Goals of Good Pitch19 

 ✜ To fuel the very best independent documentary filmmaking in the world.

 ✜ To forge new partnerships between filmmakers and all parts of civil society.

 ✜ To unlock new sources of investment in documentary filmmaking.

 ✜ To build the capacity of the nonprofit sector by helping organisations work with documentary 

filmmakers.

 ✜ To open new distribution routes and audience engagement opportunities for filmmakers.

 ✜ To connect changemakers with powerful films they can deploy in their work.

 ✜ To build a global ‘good’ network through worldwide Good Pitch events.

 ✜ To enrich the lives of individuals, transform communities and improve societies.
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APPENDIX 2

Good Pitch NY14: 
Rounding up the Numbers 

(An extraction from an e-newletter July 2, 2014)20

Playing host to 300+ participants, we were excited that our guests included TED, 
Facebook, The Michael J Fox Foundation, Demos, Netflix, Google, Participant 
Media, The Harnisch Foundation, Clinton Global Initiative, OSF, True/False, POV, 
Vulcan Productions, Transparency International, The Nation Institute, Patagonia, 
Transgender Law Center, Pulitzer Center, DOC NYC, Hot Docs, Purpose, Gates 
Foundation, ACLU, Nexus Global Youth Summit, Vera Institute of Justice, National 
Black Programming Consortium, Ogilvy - and a whole lot more besides.

Our de-lightful filmmakers presented their seven moving and eye opening 
projects:

3.5 Minutes Marc Silver & Su Patel, Logs of War Steven Markovitz & Anjali Nayar, 
Care Dierdre Fishel & Tony Heriza, SEED: The Untold Story Taggart Siegel & Jon 
Betz, The Return Katie Galloway & Kelly Duane de la Vega, Brick Jessica Dimmock, 
and Virunga Orlando von Einsiedel & Joanna Natasegara

We were brought to attention with some shocking stats: we learnt that everyday 
10,000 people turn 65; that 25% of all transgender people are unemployed and 
41% will attempt suicide; that 94% of seed varieties have been lost in the last 100 
years alone; that 49% of direct care workers, like those looking after our elderly at 
home, rely on public assistance of some kind; that 86 people die a day from gun 
violence in the US.

BUT we also learnt about the innovative ways our filmmakers plan to tackle these 
problems. 

On the day funding pledges topped USD500k, with offers coming in from Ford 
Foundation’s JustFilms initiative, BCF Film Fund, Chicago Media Project, Chicken 
& Egg, Fledgling Fund, Patagonia, Mo Ibrahim Foundation, Candescent Films and 
more - with considerable offers of in-kind support (access, contacts, networks, 
advice, insight) rolling in as well. We are excited to see how these partnerships 
develop over the coming months - and we’ll keep you posted as they do.

“This is not just about bal-
ancing budgets - it’s about 
doing what’s right” Anthony 
Romero, ACLU

“I invite you to harass me 
about what brands you want 
to connect to” Dominik Prinz, 
Interbrand

“We’re not in the business of 
doing business as usual” Joy 
Howard, Patagonia

“I am literally jumping in my 
seat... this is how it should 
be done!” Yvette Alberdingk-
Thijm, WITNESS

“Winning hearts is an essen-
tial part of policy change 

– that why my organization 
NEEDS your stories” Nick 
Turner, Vera Institute 

“This doesn’t fit our foun-
dation. But when you find a 
project like this, break the 
rules. Here’s 10K.” David 
Eckles, BCF Film Fund

OVERHEARD 
AT GOOD PITCH
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APPENDIX 3

Who Can Host a Good Pitch2

(BRITDOC’s Good Pitch2 Documentation Package 21) 

We are delighted to work with a variety of organisations to host a Good Pitch2 event. We happily 
collaborate with Foundations, Broadcasters, Film Festivals and cultural organisations. 

WE LOOK TO PARTNER WITH ORGANISATIONS WHO: 

 ✜ Have major event experience

 ✜ Have attended one of the main Good Pitch events in North America or the UK and shadowed the 

BRITDOC team (to be arranged in advance)

 ✜ Agree to use the tried and tested Good Pitch format – 1 dinner table with up to 10 participants for 

each presenting film

 ✜ Are working with the documentary filmmaking community in their region

 ✜ Are based in a regional hub; it is vital for Good Pitch to be hosted in a regional capital in order to 

attract sufficient numbers of participating non-filmmaker organisations

 ✜ Are able to raise sufficient funds to produce the live event

 ✜ Agree to supporting and training the selected filmmakers

 ✜ Are committed to building and developing relationships with the key sectors included in Good 

Pitch – NGOs, media, foundations, brands – in their local region



1. PROJECT MANAGEMENT & ADMINISTRATIVE COSTS CAD

1.1 Salaries of Personnel   $76,000

 Producer $30,000  

 Outreach Director $30,000  

 Moderator $3,000  

 Workshop Leader (x2) $5,000  

 Support $8,000  

1.2 Travel Costs of Personnel inc. BRITDOC   $6,000

1.3 Accommodation & Per Diem of Personnel   $5,000

1.4 IT Costs   $3,000

Sub total 1  $85,000

2. SUB CONTRACTING COSTS

2.1 Fees of third parties - floor manager, tech, etc.   $10,000

Sub total 2  $10,000

3. OPERATIONAL COSTS

3.1 Rental of venues/ equipment   $17,000

 3.1.1 Rental of venue $5,000  

 3.1.2 Set up costs $2,000  

 3.1.3 Equipment costs $5,000  

 3.1.4 Catering $5,000  

3.2 Promotional costs   $27,000

 3.2.1 Advertising costs $4,000  

 3.2.2 Design and publication/printing costs $18,000  

 3.2.3 Promotional and PR activities $4,000  

 3.2.4 Prints & Prizes $1,000  

3.3 Invitations of professionals of the A/V industry   $27,000

 3.3.1 Travels/transportation costs $15,000  

 3.3.2 Accommodation and subsitence costs $12,000  

Sub total 3  $71,000

SUB TOTAL Headings 1-3   $166,000

CONTINGENCY

5% of sub-total 1-3   $8,300

TOTAL COST IN CASH $174,300
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APPENDIX 4

Preliminary Budget for 
Good Pitch2 Canada 2016



ENDNOTES

1. http://britdoc.org/britdoc/our-mission

2. Provided by BRITDOC via email July 1, 2014. 

3. http://www.broadcastnow.co.uk/in-depth/jess-search britdoc/5071753.article. May 15, 2014.

4. Provided by BRITDOC via email Aug 1, 2014. 

5. BRITDOC, Good Pitch Review 2013, pp. 16-25.

6. Photo credit: Tracey Friesen, June 17, 2014. 

7. http://impactguide.org/britdoc.php

8. Fledgling Fund, Assessing the Impact of Good Pitch, 2010, pp. 4-5. 

9. http://www.broadcastnow.co.uk/in-depth/jess-search britdoc/5071753.article. May 15, 2014.

10. Documentary Organization of Canada, Growing the Pie, May 2014, p. 7. 

11. http://www.viff.org/

12. http://www.hotdocs.ca/archive#2014

13. http://onf-nfb.gc.ca/en/about-the-nfb/publications/annual-reports/

14. Provided by Telefilm via email Aug 7, 2014. 

15. Source: MPTAC, provided by Telefilm via email Aug 7, 2014.

16. http://pfc.ca/canadian-foundation-facts/

17. http://pfc.ca/canadian-foundation-facts/

18. Inspirit Foundation, Canadian Impact Media: Research Report, 2014. p. 14.

19. BRITDOC, Good Pitch Review 2013, p. 9.

20. http://britdoc.org/news/2014/07/02/having-a-field-day

21. Provided by BRITDOC, June 15, 2014. 

Tracey Friesen 

Story Money Impact 
Vancouver, BC

tracey@storymoneyimpact.com | storymoneyimpact.com

http://www.broadcastnow.co.uk/in-depth/jess-search britdoc/5071753.article
http://www.broadcastnow.co.uk/in-depth/jess-search britdoc/5071753.article
http://www.viff.org/
mailto:tracey%40storymoneyimpact.com?subject=
http://storymoneyimpact.com
https://twitter.com/tfriesen
https://www.linkedin.com/pub/tracey-friesen/6/8b9/435

