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! !Letter from the Edito r 

 

This is always a very exciting time of year for us here at PAGE Awards H.Q.  WeÕve just named this yearÕs 
top ten Finalists in each of our te n genre categories, and those scripts are now in t he hands of the Final 
Round judges.  On October 1st, we will be anno uncing this yearÕs Winners. 

Meanwhile, as we await the contest results, I hope youÕll enjoy reading our new issue of LOGLINE.  This 
month, Anne Reilly co ntinues her discussion on how to  craft a grea t lo gline.  ( Make sure you vote fo r your 
favorite!)  Our 2007 Grand Prize Winner John Arends gives advice on finding champions for your w ork.  
And PAGE Awards judge Kenneth Ong explains how to  overcome the problem of  the passive protagonist. 

In his column, screenwriting e xpert J ohn Truby explores the crim e genre through his analysis of The Dark 
Knight.  In Spec Writing Tips, Dave Trottier teaches yo u how to format those tricky email con versations 
and text messages.  And in the Hot Leads column, InkTip offers a list  of producers who are current ly 
looking for new screenplays. 

Finally , make sure you check out my  column.  I f  youÕre not yet livi ng the life yo u want, IÕve discovered 
another great way fo r you t o use your writing skil ls and talents to build a successful future.   

 

Happy reading, 

       !"##$%"&'("&)' 

Publish ed by:  
  

The PAGE Inte rnational  
Screenwriting Awa rds 
7510 Sunset Blvd. #610 
Hollywood, CA 90046 
www.pageawards.com 
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What Makes a Great Logline?  
by Anne Reilly 

In our l ast issue, five o f  our judg es wrote loglines for a well -known movie ( read them here).  And our 
readers respondedÉ   

One reader guessed the name of the movie was Fried Green Tomatoes. ThatÕs incorrect.  Several 
people guessed Hannibal or Red Dragon.  ThatÕs a bit closer.  Ov er 90% of our readers thought the  
movie was Silence of  th e Lambs.  Closer yet.  Only 31 people c orrectly answered The Silence of  the  
Lambs.  (Which r aises the question: What makes a memorable title ?  But weÕll save that for another 
issue.) 

How did our readers respond to t he judgesÕ loglines?  Numbers 1, 3 and 4 each grabbed 25% of your 
votes Ñ a dead heat.  Number 5 received 15% of your votes and number 2 received 10%.  Which just 
goes to prove, there are no  Òright answers.Ó  There are many ways to craft a great logline, and 
different approa ches may interest  different people. But the more you can maximize that interes t , t he 
more effective y our l ogline wil l be. 

Analyze which element in each o f the to p three l oglines really grabs your attentio n.  In the first 
logline, a young FBI trainee must Òenter the mind of an infamous cannibal serial ki ller.Ó  Makes you 
stop and think, doesnÕt it?  What would that be like?  Similarl y, in t he third l ogline, the FBI trainee is 
Òchosen to probe the dark m ind of a bri lliant and vi olent psychopath.Ó  Creepy.  And very compelling.  
The fourth l ogline takes a different appro ach.  The FBI cadet Ògets more than she bargained for wh en 
she enlists the aid of a criminally insane ex-psychiatr ist.Ó  The idea of a psychiatrist whoÕs criminally 
insaneÑthereÕs food for th ought!  And the logline also poses an implicit question: I n exactly what way 
will this young c adet get more than she bargained for?  

Note that itÕs not the serial killer who is most inte resting here.  Nor is it the SenatorÕs daughter.  
TheyÕre important to  the pl ot , yes, and they may need to be mentio ned in the l ogline in order to  
convey the essence of the sto ry; however, what Õs most fascinating about this movi e (and most 
movies) is that unique, co mpell ing, confl icted relatio nship between the pro tagonist and antagonist Ñ
the hero and the  villain.   

Now, take a look at some of the lo glines our readers wro te.  LetÕs see if you did a better jo b than the 
judges: Vote now!  

WeÕll continue our discussion in the next issueÉ  

http://app.icontact.com/icp/sub/survey/start?sid=1606&cid=149601
http://app.icontact.com/icp/sub/survey/start?sid=1895&cid=149601
http://www.internationalscreenwritingawards.com/index.shtml


! ! REGARDING SCREENWRITINGREGARDING SCREENWRITING

The WriterÕs Perspective: Finding Champions  
by John Arends   

Then, last winter I found another champion in legendary Hollywood 
agent Barry Perelman.  BarryÕs reputation for taste and tenacity is 
now opening numerous doors as we seek to land that most deman-
ding championÑthe exec who can greenlight a major feature for a 
Hollywood studio. 

How does a script win over a champion who can get it read, sold 
and produced?  IÕm no expert, but if the past year has taught me 
anything, IÕd say three things are essential: 

1. Passion.  Make sure the core fascination at the heart of the 
story is vibrantly evident on every page and in every meeting 
you take. 

2. Craft.  As cool as it is to win a major contest, your script can 
always be improved.  The prosÕ advice is very consistent and 
boils down to this: Rewrite an d rewrite again.  Make sure 
when your script goes to market, every word, action and idea 
on the page is perfect, assuring the reader: ÒIÕm in the hands 
of a professional.Ó 

3. Story.  Choose your concept well.  The producers who 
champion your script will invest literally years of their lives, 
plus millions of dollars, to brin g it to life.  It must be 
absolutely fascinating, fresh and commercial. 

One year later, IÕm still working on a daily basis to get those three 
things right, along with a hundred other moving parts.  And yeah, 
itÕs gotten a lot harder to get so mething down on paper that IÕm 
happy with.  IÕve got a tougher Òinner championÓ now to deal with.  
But I think thatÕs a good signÉ 

The PAGE Awards were a godsend, as IÕm sure all of this yearÕs 
semi-finalists, finalists and winners  will soon discover.  For me, it 
provided the validation and confidence I needed to continue the 
quest we all share as screenwriters: to win over the most important 
champions of allÑthat audience of total strangers sitting in the 
dark, waiting to be entertained. 

When the folks who run the PAGE Awards asked me to reflect on 
the year since I won the 2007 Grand Prize, one word came to 
mind: champions.  ItÕs been 12 months of seeking and discovering 
new champions. 

A champion is something we all 
need.  Someone whose 
judgment and reputation in the 
industry you respect, who says, 
ÒI love this!  I want to be a part 
of this story! I want to help get 
this made!Ó 

And then they set out to help 
you make that happen. 

The first champion of the script 
that won the 2007 contest was 
my daughter, Allie.  (Well, she 
was only seven at the time, so I 
guess she was more of an  

inspiration than a champion.)  She had just seen Free Willy  and 
was totally fascinated with whales.  I was fascinated with writing 
movies, but the only whale story I knew was Moby Dick.  Not 
many third graders can handle Melville, so I set out to write a 
modern-day take on his classicÑa big popcorn tentpole that 
would play to the eight-to-80-year-old crowd. 

By the time SolomonÕs Whale found its first true champion in the 
PAGE judges, Allie was 21.  Those 14 years werenÕt all spent 
rewriting the script.  But I had a lot to learn, so I Òhome 
schooledÓ myself.  I devoured McKee, Field, Campbell and 
Croasmun, read countless screenplays and kept writing new 
material.  Then, in early 2007, I went back to the whale script, 
did a page-one rewrite and entered it in a handful of contests.  

When I got word that it had won the big enchilada at PAGE, it 
capped one of the most perfect days in my life.  Pure elation!  
The PAGE folks are remarkable champions, providing valuable 
contacts, insider advice and boundless enthusiasm. 

John Arends won the 2 007 
PAGE Awards Grand Prize for 
his action-adv entu re epic 
SolomonÕs Whale.  He is 
currently finishing  a rewrite 
assignment on a sci-fi-action 
script for Fortune Films pre xy 
Ernst-August Schnieder.  He is 
also readying  tw o new specs 
for the m arketpl ace, an 
adventure-dra ma titl ed 
ShepherdÕs Moon and a 
biopic.  

The TV Write rs Vault 
 
Pitch your TV Show  
Concepts and Scripts Today! 
 
Used by over 90 top 
Production Companies  
and Networks 
 
www.TVW ritersV ault.co m 

Protect y our orig inal w ork!  
Instantly establish the date and 
time-of-creation of all your files, 

including screenplays. 

!
B

Special of f e r f o r LOG LI NE readers:  
Get a 10%  DI SCOUNT on  all th e great p roducts  at the  Write rs Store !  

When orde ring , simp ly type  in  Promotion  Code: LOGLI NE 
(Not valid on gift certificates, live courses or seminars, or  

products already on sale) 

  

  

Wanna talk to Hollywood?  Get the  
Insider's G u ides!  

 The Ho llyw ood   
Creative Direc t ory  

and 
The Ho llyw ood   
Representa tio n Direct ory  
 
The most authoritative sources of 
information about entertainment 
industry professionals, including:  
address, phone, fax, email, website,  
and select film and TV credits. 

http://www.protectrite.com/default.asp?SessID=748510965&AffID=UE7u4ou7pv
http://www.writersstore.com/index.php?&affiliate=ZAFFIL675
http://www.writersstore.com/index.php?&affiliate=ZAFFIL675
http://www.writersstore.com/product.php?products_id=1103&cPath=129_134_145&affiliate=ZAFFIL675
http://www.writersstore.com/product.php?products_id=1103&cPath=129_134_145&affiliate=ZAFFIL675
http://www.writersstore.com/product.php?products_id=3690&cPath=129_134_145&affiliate=ZAFFIL675
http://www.writersstore.com/product.php?products_id=3690&cPath=129_134_145&affiliate=ZAFFIL675
http://www.tvwritersvault.com/
http://www.protectrite.com/default.asp?SessID=748510965&AffID=UE7u4ou7pv
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BEFORE YOU SUBMIT YOU R SCRIPT, F I ND 
OUT HOW HOLLYWOOD W I LL RESPONDÉ !

 
For a limited time, you now 
have the opportunity to 
receive detailed notes from 
top industry script readers 
and story analysts - the same 
people who judge the PAGE 
Awards each year.  Order 
Feedback from up to three 
different judges, all for a 
price far less than most script 
consultants charge. 

 

 
JUDGE'S FEEDBACK  
(3-5 pages)   
The same great Feedback we offer in conjunction with the contest. 
Your judge will discuss the strengths and weaknesses of your script, 
explain how he or she would score your script if you submitted it to 
the contest, tell you whether your script would receive a 
Recommend, Consider or Pass if you submitted it to his or her 
agency or production company, and offer suggestions and ideas on 
how to further develop the material. 
 

CONCEPT EVALUATION   
(2-3 pages)   
Notes on your treatment, outline, or story idea. (PLEASE NOTE: This 
is not for completed screenplays.) Your judge will discuss the 
strengths and weaknesses of your concept, evaluate your treatment 
or outline, offer suggestions and ideas on how best to develop the 
material, and evaluate the script's ultimate marketing potential. 
Concept Evaluation is designed to help you discover any potential 
pitfalls and resolve problems before you sit down to write the script. 
 

IN -DEPTH SCRI PT ANALYSIS   
(8-10 pages)  
A comprehensive assessment of your screenplay. Your judge will 
discuss the strengths and weaknesses of your script, provide you 
with detailed examples and page notes, and offer suggestions and 
ideas on how to further develop the material. In-Depth Analysis is 
designed for writers who have received Judge's Feedback from one 
of our judges in the past and who now wish to receive more detailed 
notes from that judge, and for writers looking for professional help 
with their rewrite. 

Learn mo re. ..!

!

During the past few years wo rking in develo pment, IÕve read far too 
many lackluster scripts featurin g lead characters who, despite 
being chased by assassins, criminals, aliens, ghosts, monsters and 
ex-girl friends, never have a clear objective o r make any character-
revealing decisions.  They simply react  to  the chaos happening 
around them.  This is whatÕs known as the Òpassive protagonist,Ó 
and itÕs one of the most c ommon problems I see in scripts by novi ce 
screenwriters . 

Active protagonists have a clear 
and demanding goal.  On their 
way to achieving that goal, they 
confront opposing forces and 
must find ways t o overcome 
obstacles.  An active protagonist 
changes and evolves based on the 
conflict that he/she faces acro ss 
every plot  point.   

How do you avoid the proble m of 
the passive protagonist? I 
normally explain  it with an easy-
to-picture analogy using a 
lifeguard at the beach.  Imagine 
your protagonist as a lifeguard 
who swims into t he ocean to 
rescue a drowning victim  (th e 
ultimate g oal).   

Do we really need to read tons of 
narrative and exposition t o 
establish why he chose to be a 
lifeguard, how h e struggles to pay 
the bills on a life guardÕs salary,  

and how he got sunburned the day befo re? Ho hum. 

Instead, early in this sto ry, your lifeguard/pro tagonist hears the 
initial cry for hel p (the  inciting incident , or catalyst ) and, willingly  
or reluctantly, responds to this Call To Actio n.  But it's not enough 
for him to make the conscious decision to ju mp into the ocean ( th e 
act one break).   An interesting re scue is never that  simple.  

It takes purposef ul action and sustained effort to reach the 
drowning victi m in tim e (the hurdles in act tw o).   Strong waves 
crash down on him, cresting bigger and bigger as he approaches the 
rescue (the climax ).   

If your lifeguard / protagonist d oes nothing, those waves will just 
push him back to  shore.  He is lef t  no closer t o accomplishing his 
ultimate goal than when he start ed.   Meanwhile, the victim is still  
drowning (the ticking cloc k and st ory stakes).   

A determined and much more in teresting lifeguar d/protagonistÑ
relying on intel ligence and the experience gained fro m facing 
previous wavesÑdevises a clever solution.  Maybe he attacks the 
wave head-on.  Maybe he swims underneath it.  Or perhaps he 
makes ingenious use of h is floatat ion device. 

At  this point, y ou may be saying to yourself, ÒBut my screenplay 
isnÕt susceptible to this passive protagonist proble m because it 
isnÕt an action-adventure story.Ó Sorry, but youÕre wrong.  Genre 
doesnÕt matter.   

Successful films have an active protagonist.  Period.  Even if th at 
protagonist is cri ppled (Born on t he Fourt h of  July) , physically 
challenged (My Left F oot), incarc erated ( The Shawshank 
Redemption ), marooned (Castaway), indentured ( The Piano), or 
bed-ridden ( Misery).  A character  who is ÒstuckÓ in some way is not 
necessarily passive.  Think about the movies mentio ned above.  In 
each of these stories, the pro tagonist has a clear and active  

The Judge's P.O.V.: On the P assive Protagonist 
by Kenneth O ng 

Kenneth Ong  has worked in 
a variety of developm ent 
positions, m ost notabl y for 
Disney/Touchston e Fil ms & 
Netw ork T elevision, Scott 
Rudin Produ ctions, T he 
Bubble Factory, Im agine and 
Miramax.  Additio nally, 
Kenneth has been a 
freel ance script re ader for 
Original Artists Ag ency, 
Lynda Obst and Bril lstein-
Grey.  He cl aims to have 
learned more from  Second 
City TelevisionÕs Writ ing 
Program than from  his MBA 
studies at UCLA.  He al so 
proudl y mentors el ementary 
school students in the 
WGAÕs Young Storytelle rs 
Program. 

objective.  He o r she has to clear some extrem ely challenging 
hurdles in order to  achieve that objective, the biggest hurdl e 
often being the very thing that h andicaps them in  the first place. 

Your hero doesnÕt necessarily have to  do heroic things.  Not every 
protagonist is James Bond or Jason Bourne.  But yo u still need to  
give your main character a clear goal and plenty of c omplications  
and obstacles to overcome: physical, mental, emotional an d 
relatio nal.  In each scene, ask yourself, ÒWhere is my ocean 
wave? Is it just starting to crest,  or is it ab out to crash down on 
top of my protagonist? What should he or she do in this scene in 
attempting to overcome that obs tacle?Ó 

Okay, maybe your screenplay isn't about a literal life-and-death 
situatio n, like someone drowning in the o cean.  But it's helpful if 
you think that way o n every page you write.   

REGARDING SCREENWRITING

!

http://www.internationalscreenwritingawards.com/jf.shtml
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WhatÕs Your Genre? The Crime Story 
by John Truby 

Learn more from John TrubyÉ 
 

 

 

 

Great Screenwriting Class  
Learn hundreds of professional techniques that will allow you to compete with the best!  This flagship course of the Truby Writer's Studio, 
taken by over 20,000 students worldwide, wins awards year after year as the best writing class in America. 
(Available on DVD or Audio CD)   
Learn more...  

Get a 10% DISCOUNT  at the Writers Store!  Use Promotion Code: LOGLINE

Blockbuster Software  
No matter how good a writer you are, Blockbuster software will revolutionize the way you write.  This multi-level creative writing tool puts 
over 300 professional techniques at your fingertips to help you create a great story in a fraction of the usual time and effort. 
Learn more...  

The Anatomy of Story  
In his long-awaited first book, Truby shares all his secrets for writing a compelling script, focusing on plot and premise, themes, 
characters, moral development, and crafting the kind of ending that brings audiences back again and again.   
Learn more...  

Over the course of three 

decades, John Tru by has 

taught  more t han 30, 000 

students the ar t of  screen-

writ ing. Using the knowl -

edge and ex pertis e he has 

appl ied as a consul tant on 

over 1,000 movie  scrip ts, 

he offers an appro ach to 

storytel l ing that has earned 

world wide accla im for his 

instructional cours es and 

screenwritin g software. He 

is also the author of The 

Anat omy of Story. Bookl ist 

raves, "Truby's to me is 

inva luable t o any writ er 

looking  to put an idea to 

paper."   To learn more 

about John T ruby's cl asses, 

screenwritin g software, and 

story consul tation serv ices,  

visit  : www.t ruby.com 

For anyone who wants to  look beneath its actio n surface, The Dark Knight  proves that a movie can be a 
huge hit because of them e, not in spite o f it.  The Dark Knight is the closest thing to a ficti onal 
exploration  of moral ph il osophy to come out of Holly wood in a long time , and that includes No Country 
for Old Men.  Amazingly, writers Jonathan N olan, Christopher Nolan and David Goyer create this c omplex 
moral expression on the fo undation of  the superhero actio n-crim e genre.   

The writers begin their elegant c onstruction with the depiction of the main character, Batman, and here 
they had a trem endous advantage going in.  Of all superhero characters, Batman highlights and 
consistently questions the very concept of the he ro and the savior.  He is truly a dark knight, co ncerned 
with justice but also wi lling to us e ille gal and immoral means to achieve it.   

In the Blockbuster story  development software , we place a lot of  emphasis on the Òcharacter web,Ó and 
The Dark Knight uses this crucial technique to perfection.  Th e firs t character to be compared to Batman 
is his main opponent, the Joker.  The classic crime stor y is based on a master criminal who be lieves he is 
above the l aw and society itsel f .  The Joker is just such a character, a genius psychopath whose massive 
intellect is show n not so much in dialogue as in his ability to manipulate.  He accuses Dent and Batman of 
being schemers.  But in fact he is  the master schemer, a modern Moriarty who acts not out of greed or 
revenge, but for the game.   

The Joker is literally the author of Gotha m City, constr ucting criminal plo ts that will remake the city to 
express his moral vision.  Many have called the Joker a nihilist, a man in love with  chaos.  But this is a 
serious misreading.  If Bat man is the Dark Knight, the Joker is the Dark Philosopher.  The entire plot of 
The Dark Knight is a series of moral conundrums he arranges to expose what he believes is the true 
animal nature of  mankind.  Tracking the beats of  a crime story tha t  goes all the way back to its 
originator, Crime and Punishment , the J oker creates ever m ore difficu lt versions of the genreÕs cent ral 
question : What would you do if f orced to ch oose between two ba d opti ons?  

Screenwrite rs and storytelle rs can learn all kinds of le ssons from The Dark Knight.  Perhaps the most  
important is plac ing all story ele ments at the ser vice of the large r moral argument, and expressing  that 
argument primar ily thro ugh the story structure.  Using the crime genre as its fo undation, The Dark 
Knight focuses on whether someone can remain a hero when the opposition becomes increasingly 
ruthless, a quest ion that is central to our world.  But as the cop in  Orson WellesÕs Touch of  Evil says 
about how hard i t  is being a cop, ÒIt's supposed to be (tough)... A policeman's job is only easy in a police 
state.Ó 

Interestingly, th e writers go all t he way back to t he classic Western, The Man Who Shot  Libert y Valance, 
for their ending.  When it turns out the hero of a gunfight didnÕt actually kill the b ad guy, the news-
paperman refuses to print the truth.  ÒWhen the lege nd becomes fact,Ó he says, Òprint the legend.Ó  
Batman decides to let Harvey Dent di e a hero, so the people will  have hope in justice, whil e he accepts 
his role as the scapegoat.  With a  subtle flip on the ending of Shane, Lieutenant GordonÕs little b oy 
doesnÕt say, ÒBatman, come back.Ó 

The Dark Knight is a writerÕs genre movie, even a transcendent one, and screenwri ters would do wel l to  
study it cl osely. 

L

http://www.writersstore.com/products.php?affiliate=ZAFFIL675&search_keywords=Truby
http://www.writersstore.com/product.php?products_id=3710&cPath=129_134_157&affiliate=ZAFFIL675
http://www.writersstore.com/product.php?products_id=1410&cPath=128_164&affiliate=ZAFFIL675
http://www.writersstore.com/product.php?products_id=2540&cPath=131_177&affiliate=ZAFFIL675
http://www.writersstore.com/product.php?products_id=1410&cPath=128_164&affiliate=ZAFFIL675
http://www.writersstore.com/product.php?products_id=3710&cPath=129_134_157&affiliate=ZAFFIL675
http://www.writersstore.com/product.php?products_id=3710&cPath=129_134_157&affiliate=ZAFFIL675
http://www.truby.com/
http://www.writersstore.com/product.php?products_id=3710&cPath=129_134_157&affiliate=ZAFFIL675
http://www.writersstore.com/product.php?products_id=3710&cPath=129_134_157&affiliate=ZAFFIL675
http://www.writersstore.com/product.php?products_id=1410&cPath=128_164&affiliate=ZAFFIL675
http://www.writersstore.com/product.php?products_id=1410&cPath=128_164&affiliate=ZAFFIL675
http://www.writersstore.com/product.php?products_id=2540&cPath=131_177&affiliate=ZAFFIL675
http://www.writersstore.com/product.php?products_id=2540&cPath=131_177&affiliate=ZAFFIL675
http://www.writersstore.com/products.php?affiliate=ZAFFIL675&search_keywords=Truby
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Dave Trottier has sol d screenpl ays 
and develope d pro j ects for The Walt 
Disney Company, Jim  Henson 
Pictures, Y ork Entertainm ent, On the 
Bus Productions, Hill  Fiel ds and New 
Century Pictures. As a script 
consultant he has helped dozens of 
cl ients sel l their work and w in 
awards. His book The Screenwrite rÕs 
Bible , now in its fourth edition, is 
perhaps the m ost comprehen sive 
industry guide on the m arket. T o 
learn m ore about Dave Trottier's 
books, cl asses and mentor ing 
services, v isit: www.ke epwrit ing. com 

Spec Writing Tips 
by Dave Trottier 

Burt types on his laptop. 

ON BURT'S LAPTOP SCREEN 

     "Jan, be mine." 

BURT 

stands up and paces around his desk until he hears a little PING.  He scrambles 
to his laptop. 

Burt types on his laptop: 

     "Jan, be mine." 

Burt stands up and paces around his desk until he hears a little PING.  He 
scrambles to his laptop.  Jan's words appear: 

     "IÕm yours." 

Burt pumps his fist, then types with a flourish: 

     "Tonight?" 

Although the above is the correct method, you can  get away with om itting the refer ences to the laptop screen as lon g as youÕre 
absolutely clear.   HereÕs an example: 

The ScreenwriterÕs Bibl e, 4 th  Edition  
A wealth of information in one indispensable guide, The Screenwriter's Bible provides you with crystal clear explanations of 
script formatting and screenwriting fundamentals, including dozens of useful worksheets, checklists, marketing advice, 
sample query letters, and the latest on the new spec style. The one book every aspiring screenwriter must own.   

 

Get a 10% DISCO UNT at the Writers Store! Use Promo t io n Code: LOGLINE  

READERÕS QUESTION: 
How would I fo rmat an email  conversation between two  people? 

DAVEÕS ANSWER: 
My answer applies to text messaging, instant messaging, 
emailing, and th e like.  The general principle is y ou should 
indent any writt en dialogue as you would oral dialogue. 

What follo ws is only one of many ways to handle t he situatio n.   
It assumes the entire scene is in one location, Burt' s room.  Also, 
instead of using BURT as a secondary scene heading (as I do 
below), I c ould write B ACK TO SCENE or BACK TO BURT.   
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!! CAREER OPPORTUNITIES

Carpe Diem! Build Your Career  
by Jennifer Berg  
In our last issue, I talked about how you can use your screenwriting 
skills as a travel writer .  Today IÕd like to show you another way to 
use your unique talents to make a great living right from home -Ð or 
from anywhere in the world. 

Let me tell you about my friend Rob SheelyÉ. 

Rob is a very talented playwright who achieved quite a bit of success 
early in his career.  Despite that, he  realized that it was going to be 
extremely tough to make a decent li ving writing for the theatre, so 
he started marketing himself as a freelance writer in the business 
world.  Because of his talent for writing colorful narrative and great 
dialogue, he very quickly acquired corporate clients who hired him to 
write their marketing copy, develop training videos, and even create 
video games.  This sort of freelance work is highly lucrative, and it 
has allowed Rob to build a comfortable life with his wife and 
daughter in their favorite town, Boulder, Colorado.   

Most importantly, this work has given 
Rob the time and freedom to continue 
working on his passion projects.  His 
plays have been produced in Chicago, 
Minneapolis and Denver.  He has written 
for Salon Magazine and many other 
national publications.  For two years, 
he wrote the popular Boulder Weekly 
column ÒThe PeopleÕs Republic.Ó  And 
he is the author of several published 
books.  All made possible by his 
freelance work. 

How can you achieve this kind of 
freedom to do what you love? Probably 
the simplest and most profitable way is 
one you may never have heard of: 
writing promotional copy and sales  

letters.  With the explosive grow th of the internet and email 
marketing, there is an ever-increasing need for good copy, and 
freelance writers who can create compelling sales and marketing 
letters are very much in demand.  And you, as a screenwriter, are 
uniquely qualified to give these businesses exactly what theyÕre 
looking for. 

Make no mistake, this isnÕt a minimum wage job. Good copywriters 
can make six figures a year, often by writing just one letter a month. 

And best of all, as a freelancer yo uÕre working for yourself, so you 
have control of your schedule.  On any given day, you choose whether 
you want to work on a marketing project, work on your screenplayÑor 
both.  And since the business is all online, you can write from 
anywhere in the world.  Would you like to work from home so you can 
be available 24/7 for your kids?  Wo uld you like to work from your 
summer cabin by the lake?  Or would you prefer to write a couple of 
hours a day while cruising the Mediterranean?  ItÕs all possible.  
Hundreds of writers are already living this lifestyle, and you can, too. 

Interested?  There are several onli ne courses that can show you how 
to get started, but my personal fa vorite is the American Writers & 
Artists Copywriting Program.  In their comprehensive online program, 
youÕll learn everything you need to know to create the most effective 
sales and marketing letters, taught by the best copywriters in the 
business.  Most importantly, AWAI helps you get your first gig, then 
gives you access to an online networking system to keep you working 
as much and as often as you desire. The program is not expensive.  
You can try it for just $39.  And the company offers a full money-back 
guarantee if for any reason youÕre not completely satisfied.   

So if youÕd like more freedom in your life, more time to spend with 
your friends and family, and more time to work on your own passion 
projects, find out if becoming a freelance copywriter is right for you. 

Learn more 

Sell Your Script     
Hot Leads from InkTi p  

NOTE: Please submit your work only if it seems like a perfect fit for these 
companiesÕ needs.  If you arenÕt sure if your script meets their criteria, 
please check with jerrol@inktip.com  before submitting it. 

INSTRUCTIONS FOR SUBMITTING YOUR SCRIPT: 

1.  Go to http://www.inktippro.com/leads/  
2.  Enter your email address  
3.  Copy/Paste the corresponding code  

 
Front Row Films   
[code: wwjtkrsrja] 
 
We are looking for completed featur e-length high-concept romantic 
comedy screenplays involving a wedding, with a female lead.  This 
will be for television, so please do  not submit anything with foul 
language or explicit sexual situations. 

Please note that a high-concept sc ript should have a great title, a 
strong hook, and shouldn't have an overly complex plot.  If your story 
cannot be described in one short si mple sentence, it is not high 
concept.    

Budget will not exceed $2 million.  WGA and non-WGA writers may 
submit. Our credits include ÒI Me Wed,Ó (2007 TV movie).        

 
SF-2  
[code: q6eqqaf25p] 
 
We are looking for TV sitcom scripts that center around an African-
American family.  We prefer submissions that already have 
completed bibles.  We also prefer stories that revolve around family 
issues.  

Non-WGA writers are preferred.  Budget will not exceed 
$100,000/episode.  Our television cred its include "Exalted," ÒFamily 
Reunion,Ó and "One Night Only."  Our television specials include 
ÒPaul Mooney: Jesus is BlackÑSo Was CleopatraÑKnow Your History.Ó 

 
Popart Film Factory   
[code: jymmeqcv65] 
 
We are looking for completed feature-length western scripts with 
realistic action.  Submissions should be for period pieces, but with 
stories that do not necessitate elaborate set construction or scenes 
that require special effects.  WeÕr e particularly looking for classic 
Sergio Leone-type characters. 

Budget will be around $1 million.  Non-WGA writers only should 
submit.  Our credits include over 250 music videos and the feature 
films Aces and Fast Girl.  

 *** InkTip Works  *** 
Every week, three scripts are optioned and/or writers are hired through 

contacts made on InkTip.com.  To date, over 70 films have been produced 
as a result of InkTip leads. 

Take your career to the next level! 
Register now at www.InkTip.com  
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