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BY KAREN KRAMER

YOU'VE MADE A TERRIFIK
several, and you want to ger the most out of all

that hard-earmed footage. Many filmmakers
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have found they are able w reap financial
rewards again and again by consigning cheir
work to a stock footage library,

|||_;||,'|m;||_;|..'i|l, filmmaker Ralph Ackerman,
for example, sold some
Woodstock to the Toronto-based stock compa-
iy Fabulous Footage. *l made a couple of thouw-

sqaru] e

ars A month ago for a 1'-:‘:1.rl|1' of sec-

1 ’ H 1 Wy
onds of footage,” he says. Ironieally, “Ir was for
an anti-drug PaA”

When independents hear about the large
LTS |'-ulh~.ﬁ'.1:.l Irom .'-.'n'-:_'|{ r;.!:'--'-l|:|' -|i1,'-. I'I".I."-.'
tend o fump without looking. But as with any
distribution outlet, it's important to do your
reseqirch, then proceed with caution
THERE ARE MANY

TYPES OF STOCK

Some deal with specialized lootage

FOOTAGE
houses,
(spores, nature, waves, erc.), while others offer
a broad spectrum of material. Archives Films,
for instance, which is one of the largest
libraries, with more than 4,000 hours of
footage, specializes in historical material (pre-
1970). Generally they don't lock for “beaucy
shots,” but are more concerned with content.
The New York-based Imageways, on the
ather hand, wants the beauty shors. “Let's say a
filmmaker 12 in Hawsaii &R g Haweail 540 or
whatever,” says Imageways owner Ken Powell,
“I don't want 1o sec the episode of Hawai 3-0,;
| want o see the shot of the palm tree right
next o where you are, or what establishes
Hawail, A beauty shot, Sometimes what scems
o be mundane is what makes stock footage.”
When approaching a stock house, a film-
maker first makes contact with the acquisitions
person on stafl. The company usually asks for a
videocassette of the hnished filmg i they're
interested, they may ask to see some outtakes as

well, The reason for this, according o Rick

] '-i'f“\f] i LA af

How to Turn Old Foota
into Long-term Dividends

Stock houses seek the

beautiful and

Ralph Ackerman
was able 1o turm
hiis old Woodstock
featage into new
cash by licensing
it through a stock
iz .

Conmriesy
Il ke

Gell, owner of the three co-owned New York-
based stock companies Second Line Search,
Hot Shots/Cool Cuts, and Sports, Action,
Adventure, is they assume your best material is
in the cut,

Arwyn Gosford, senior ant director and rep-
resentative at Fabulous Footage, says, "We look
Al & ﬁllll .||'.|E [y D -.Li-.-uul'-. r|'.|.‘: ]H'h' SCOLENCES
we can sell, and then try to find a longer cut.”
Lee Shoulders, scquisitions manager of the
MNew York—hased Archive Films, also notes,
"We don't need to see n'.".'-.'i'.'lil‘:.ll'.|_.; that some-

body has. We just need o see enough 1o know

the mundane.

that we're interested, and then we will cata-
log and transfer whatever someone wants (o
frive us.”

“I have standard questions when filmmak-
E0F COfne 1o Ilu'." sV Crell, *The Ir-l.l.t||:~ -._||"|
fights s number ope.” Gell makes sure the
filmmaker has rights to all the outakes, as
well as to what's in the finished piece.
Secondd, he asks, “In what format does the
material exist! Minery percent of what we do
is in tape... [and] the client is looking for a
tape master. | also want to know if a film-

maker can provide a good highlight reel, a

pood list of what is in che collection, what
l','|'-\.' -|I!. .|1' |] r1I'|1.".' WAANL, .|!|u|. '.|||.' I.|]l:'|‘:.' A3110%
involved ™
Gell also recommends that [lmmakers
have information on the footape and out-
takes well oreanized, both the material that

% in the hands of the stoek house and that

na

which isn't. "There's the matenal that we
want oo have mastered, on hand, and ready
o ool @ moment's nocice. Bar the imypor-
tane thing is if there's a need o go further,
you have the information in your database o
m Wour |.'.=I"-. LT |||..r VORI Caly ACOlEs I 1 A
timely fashion,” he says. This helps negotia-
tions proceed more quickly.

Very rarely will a company buy the footage
l"..'::.,:|.11, rather, '.|'.|."_. Lt'l.'l.l B Oy A Consie-
ment basis, paying only when there is a sale
Mot companies don't demand exclusive
rights and will drw op contracts for a limi
ed period of time. After the contrace is up,
the filmmaker can renew o pet tw material
bhack, The filmmaker is rr'-|"h-:'.'-.:|"|-.' for sup
|I|'-':Z|3.:_ BN SCTCCTUNE COPIcs H:ll.' | '-'l'.:li'-ll.
way fo obtain the master quickly, should
some footape be sold. Most stock houses
wane the I';-.'::.L;n- to OFE nte on filen, ‘;I.I'lllf'_l'

hey sell v in rape format. The client buys
[ootage on a per-second basis, and the fec
Varhts .|I |I:|'..!|.':I||=I .|-:'-.'-:'!d.|:'.;.: B e '-|:"-".'tI
case. When a sale occurs, the standard splin
I' ;\I..q"l:l

range anywherne

from $2,000 w0 $2,500 per shot for a high-

“Fooiage licensing can
duaakiey imagze that's wied in a national telewvi
sion commercial,” says Gell. “For a multime-
dia production, they can be paying as low as
","i"i"-:":' a nunule | think that's a range a film-
maker ¢un :r.'.‘.r._i|'. e

If a filmmaker is concerned that selling
footage from the film itself might undercut
its distriburion potential, some stock houses,
such as Archive Films, will put o clause in
the contracet specifying that no more than
five minutes can be used without permission
of the filmmaker.

Becavse Imageway's Powell and his part-
ner are alao fAlmmakers, they undesstand
how nervous some mdependents meght be
about turmning over their footage. [ oy to
make it real clear thae they can come see my
set-up,” Powell says. *1 only wake time-coded
casscttes. With some filmmakers 1 set up o
deal where they can keep the material at a
lab of their choice.” Powell also cautions
filmmakers about the unpredictability of

siles=—and the benefit of [t mce *1 try to

tell hilmmakers thar stock footage 15 like peanmt
butter. It con sit up on a shell for a long time
and a little poes @ |1'|.J._' way. Tou never know
'n'a'l'.l,';': '-\.u'i:IIrl..' LT i '.'I.F:h.l..' EERLEIVET I E!.I:.} '|'.'||'| |
encourage filmmakers w0 give me what they've

faal

BT BEFORE HANDIMG § GOODE TO ARY-

WER | HE
one, a flmmaker shoubd check with peers about
a company's reputation. "Filmmakers pet ,-|_|,-:'-|_-|_’,
llﬁ-ll_” r:Elll. .!:'\:l\.* [ S A :_I:'ll.i 1‘:“_':[' i & :l I Of
lawsuies that go on,” says one filmmaker who
spoke rom experience and prelers 0 remain
anorymous. A lor of the major houses are not
il |'-'». :IflL' JTIEAE r.'l'!m, || '|1;|.-|'|n;. A |..-I (41 jk.:|-3~-
do not end up gerring paid. | don't think it hap-
pens every day, but it happens as often as it can.
[hat means never, never release your onginal,
vaur masters, oo stock house, And anvihing
you do release, you need o have tdme-code
numed in.”

Archivist and consultant Rick Prelinger
offers additional advice. *Investigate the busi-
s and see who's pot matertal in your subject
v who doesn’t. You need o sipn with a place
in other words,

that won't be competitive

they won't have other collections that are like
|1.' (4} .L-'|||:|u'!|' i |:"| LURIN N 1'|':|||.':|..-.| TOF & ||.'-.
"The second thing that you absolutely necd
tor v is B PR FEICrenoes from other (R i"'!l.' they
represent. Ask them i

oA

they feel the soock
e COMPany 1s on [I:'-|' -:'|-_; PrOmotio, il
ask them about markesing Ask them If they are
quick to get material on mpe so it can be easily
senit out oo clients, Do they vy thicir Bills regu.
larly! Are they offering a percentage equal w
what others are paying!™

Although stock libraries can be a viable way
to sell foorape, Prelinper sees no reason '|'.'||','
|||||.|'['-u||-.5-.'|'l filmmakers conldn’t et I:-_:._'I|||_'-r
through a coop or consortium and market their
wn footape. 1 chink we should very much
look forvward to thai Lype of devel pment, hue
cays. “There's no reason why commercial alter-
natives should be the only alternative. There
are literally thousands of people who have
images thar are of some intercst, and they
should have a place e go with these images
that s not necessanly commercial.”

I:'-Ill :II|Ii| I!|'|.|I! -'.|."| COTICS, [-'I!;.'|II|.|._'|.'r -'-fh.'l:h
we last bi -:'!'=.|.;:|.' advice o filmmake s de |||||.|_;

with the commercial stock houges: “Everything

on how

s open to negotiation; it all depends
valuable your material ."
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