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Glaman back in business at Fox Biz

NEW YORK — Fox Business rolled out another hig name in its battle
against GNBE, putting former ONBC star Liz Claman on the air with 2 rare
live interview with investor Warren Buffett. Claman left CNBC this year
after a long career. Her roncompete contract expired Monday, the same
day Fox Business opened shop. It wasn’t until Thursday when, at a little
after 2 p.m. EDT, she appeared on Fox Business for the first time. She
normally wifl be co-anchoring with David Asman fram 2-5 pm.

Croff’s days as Biennale hoss in the books
ROME - Davide Croff, longtime head of the Venice Bisnnale Foundation,
will not continue in that capacity, ttaly's Ministry of Culture said Thursday.
A replacement is expected to be named next month. Speculation about
Croff's future started when Prime Minister Romano Prodi was elected
last year. The position traditionafly has been considered a political
appointment, and Croff had been appointed by media tycoon Silvio
Berlusconi, Prodi’s main political rival.

Shakira shares ‘Love’
Latin singer-songrwriter Shakira will perform songs
that she coniributed to New Ling’s “Love in the Time
of Cholera” at the movie's Nov. 6 premiere at the
Palms Casino Resort in Las Vegas. The event also
will serve as a benefit for the Bare Feet Foundation,
& Golombian nonprofit organization she formed to _
improve the quality of Iife for chiidren and their fam- s
ilies in Columbia. L
Shakira
AFTRA warns against ‘hijacked negotiations’
AFTRA national president Roberta Reardon has sent an e-mail to mem-
bers warning them not to “let a few hijack our negotiations.” Reardon’s
plea comes in response fo the widening rift between AFTRA and 8AG
about disparate contracts the unions sign with individual basic-cable
shows. Many SAG members and guild leaders contend that AFTRAs con-
tracts offer lower, unfair rates for actors’ pay and residuals, therehy
undercutting SAG's confracts. According to an AFTRA statement, Rear-
don’s e-mail is a diract response to SAG national executive director Dowrg
Allen’s 12-page report that details significant differences hetween guiid
and AFTRA coniracts for basic-cable programs,

After Dark hits ‘Nail’ on head

Atter Dark Films has picked up Mark Young's cannibal tale “Tooth and
Nail” for its After Dark Horrorfest 2007 film series. The feature, produced
by Jonathan Sachar and Patrick Durhar, will be released nrationwide Nov.
9-18. Other films in the series include “Borderiand,” “The Deaths of lan
Stone,” “Frontiers,” “Nightmare Man” and “Unearthed." Steve Break of
Break Thru Media negotiated the deal on behalf of Durham/Sachar Prods.

Thoren aboard for Intermedia reboot
COLOGNE, Germany — In an attempt to salvage a company in financial
freefall, IM Internationalmedia, the German parent of producer Interme-
dia, has appointed Konstantin Thoren its new co-head alongside CFO and
acling CED Sascha Konzack. Thoren, a member of IM’s supervisory hoard
and a former producer with Germany's UFA international, will have to
clean up the mess that followed the collapse of the company’s flagship
production — Jan de Bont's “Stopping Power" — and the suspension of
former CEQ Martin Schurmann.
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Leave out the bhattlefields

By Gail Schilier

NEW YORK — For New Line,
one of the biggest chailenges in
marketing “Rendition,” which
stars Reese Witherspoon as a
voung American mother whose
Egvprian-born husband mysteri-
ously disappears, has been differ-
entiating the film from other
recent movies sct against the
backdrop of the Middle East.

The studio has been insistent
on one point: The movie is not
abourt the frag War,

Trailers, TV spots and posters
have tried 1o position the Gavin
Hood-directed film opening
todav as an engaging thriller that
features an all-star cast that also
mcludes Jake Gyllenhaal, Meryi
Streep and Alan Azkin.

The goal Is to convince movie-
goers thar the film stands aparr
from a recent string of war-relar-

No ‘April Fool’s’:
Sony’s Stage 6
takes on classic

By Leslie Simmons

Newly launched Sonv label
Stage ¢ Films has signed on to
distribute the Burcher Brothers’
reimaginadon of the 1986 horror
classic “April Fool’s Day,™ cur-
rently filming in North Carolina.

The film is the latesr addition
to the new banner, which oper-
ates under the umbrella of Sony
Pictures Worldwide Acquisitions
Group.

See “APRIL” on prage 74

ed films that have been a disap-
pointment at the boxoffice. In
“Rendition,”  Witherspaon’s
character discovers that her hus-
band, who disappears on 2 flight
home from South Africa, was
secretly flown to a prison over-
scas, where he is tortured under a
conrroversial U.S. anti-terror pol-
icy called rendition.

“One of the biggest challenges
bevond the topicality of these dif
ferent movies is their sheer num-
ber,” said Chris Carlisle, New

See WAR FILMS o0# page 65

' Ray finds a
new ‘buddy’
in Bertinelli

By Kimberly Nordyke

Valerie
Bertineili
i has signed
on as a
“celebrity
content
buddy”
for CRBS
Television
Distribu- o
ton’s da}r- Bertinelli
time talk show “Rachael
Ra)"’,

The actress and Jenny
Craig  spokeswoman will
develop segments reflecting
her personality and interests
as a mom and working
woman, starting witha tripto |

See BERTINELLI o5 page 80
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Line president of domestic theatri-
cal marketing. “It becomes a mud-
dle for the consumer. But ‘Rendi-
tion” is verv different. Despite its
Middie East backdrop, it doesn’
take place in Irag. We plaved up
our cast and the thriller aspects of
the story oe, Thes film is an engag-
ing, entertaining and emoticonal
story, and that’s where we focused
our campaign.”

The marketing challenge faced
by “Rendition™ also will be con-
fronted by other movies about the
Iraq War, the war on terror and the
politics of the war in Washingron.

Even “Redacred,” the contro-
versial Traq war film from Brian De
Palma that tocuses on a group of
1.5, soldiers who rape an Iraqi girl
and kill her family, depicts no
footage of soldiers, war or weapons
in its trailers. Tnstead, Magnolia
Pictures’ campaign emphasizes De
Palma’s track record and the film’s
festval awards while taking advan-
tage of its theme of images of the
war being redacted or withheld.
For nearly one entive rrailer, only
text appears on the screen with
voice-overs from the movie.

“We're marketing ‘Redacted’
not as an Iraq film necessarily but as
a flm that is going to provide an
cxperience that is going to be rich
for movicgoers,” said Jeft Reicherr,
Magnolia scnior vp publicity and
marketing, “That’s why we wenr
with this tratfer, which we feel is
intrigning and powerful. You're
given 4 certain amount of informa-
tion and you probable assume the
tilm is abour the war, but vou don’t
sce a soldier, anvone in fatigues or
aweapon. The only image vou see
at the end is a man in a suit crving
with his wife in a bar,”

Parthy becausc of the abundance
of war-themed films, the Weinstein
Co. recently pushed back the
opening of “Grace Is Gone,”
which stars John Cusack as a wid-
ow sttuggling to raise his two
daughzers alone after his sergeant
wife 1s killed in Iraq. The date
moved from Oct. 5 1o Dec. 7.

“Fortunately, “Grace Is Gone’ is
not a typical Iraq movie,” said Garv
Faber, exccutive vp marketing at
the Weinstein Co. “It’s a movie
about family. Its setting against
Iraq makes it timely, relevant and,
sure, somewhat controversial, Bug
becausce the main theme, while ser-
ous, is ultimarcly emorional and
uplitting, it shouid casily be able to
separate itsell from the heavier and
medicinal Irag/war on terror fare

that the marketplace has seen
recenty.”

The first films in the current
wave have demonstrared the hur-
dles such movices face.

“A Mighty Heart,” starring
Anggelina Jolie in the adaptation of
Mariane Pearl’s best-selling book
abour the kidnapping and murder
of her journalist husband Daniel
Pearl in Pakistan, has grosscd
slightly more than $9 million at the
U.S. boxoftice. Studio cxecutives
said the e release amid summer
blockbusrer fare and the fact that
Jolie’s superstar status overshad-
owed the theme of the movie were
ar least partly to blame for the fack-
laster resuits.

“In the Valley of Elah,” directed
by Paul Haggis and starring Tom-
my Lee Jones, Charlize Theron
and Susan Sarandon, also has been
a boxoffice disappointment, earn-
ing only 56.4 million in the US.
since its Sept. 14 release. “It’s real-
v disappoindng when you have a
realh good movie that audiences
aren’t rcady o step up to,” said
Laura Kim, executive vp markering
at Warner Independent. The Slm is
about a war veteran and his search
tor his son, a soldier who mysted-
ously disappeared upon his rerarn
from Iraq. It oo was marketed not
as an Iraq War movie bur rather as
an investigative thrifier.

With a production budget of
S70 million, Universal Pictures’
“The Kingdom™ also has fallen
short, with nearly $41 million in
LS. ricker sales since its Sepr. 28
release. The movie was markered as
an acton thriller wich Jamie Foxx
and Jenniter Garner, who star in
the fitm about an FBI tcam work-
ing with Saudi authoritics to tack
down a terrorist who blew up a
Western compound in Rivadh.

*This movie was not made ro be
a political film,” Universal presi-
dent of marketing and distriburion
Adam Fogelson said. “It was made
first and toremost to be a piece of
entertinment that was going 1o
take the modern realities of our
time and integrate them into that
piece of entertainment.”

Studio marketers are blaming
the weak hoxoffice results for such
films on the fact that American
audiences want to be entertained
and escape the war they see daily on
the news.

“Any time vou deal with the cur-
rent war simation anyvwhere in the
Middle East, vou risk T.S. audi-
ences just glazing over,” Picture-
house president Bob Berney said.
“They look at movies as an escape
and thev want to be entertained.”

‘Sharkwater’

ooking o reclaim some of

he integrity snatched away
by Mr. Benchley and Mr. Spicl-
berg, “Sharkwater” is both a
startlingly photographed por-
trait of that maligned denizen of
the deep and a chronicle of film-
maker Rob Stewart’s effors to
curb rampant shark poaching in
Costa Rica and the Galapagos
Islands.

While those twin intentions
don'ralwavs mezge swimmingly,
Stewart’s documentary is scl-
- dom  less
than  com-
pelling in its
quest 1o raise
internatonal
awarencss
about a situ-
ation that is
threatening
to put sharks
on the
endangered
list.

The Cana-
dian produc-
tion, which
had the
largest opening of any indige-
nous docu when it opened
north of the border in March,
should attract some “An Incon-
venient Truth™-stvle artention
when it opens Nov. 2in 20 U.S.
markets on the heels of'a region-
al Florida release last month,

Stewart, an award-winning
photographer who has been
swimmming with the sharks since
he was a child, inidally sets out
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Rob Stewart debunks myths about
sharks as he aims to protect them.

to show the heavily sensational-
ized creatures through his eyes,
intermingling the vibrantly
breatheaking HD [botage with
archival snippets of old black-
and-white shark attack instruc-
tional films.

Myths are debunked in the
process, with narrator Stewart
noting that in 2005, human |
cncounters with the mighty
predaror led o just five fatalitics
worldwide, a fraction of the
deaths caused cach year bv dgers
and charging elephants.

But whar starts ofl as some-
thing of a marine version of
*Grizzly Man™ soon changes
course when Stewart hooks up
with renegade conscryvationist
and Greenpeace co-founder
Panl Watson.

It turns out thar China’s
appetite for shark fins — specifi-
cally for soups and medicinal
purposes — has created a muldi-

See “SHARKWATER” on page 70

SHARKWATER
Freestyle Releasing
SW Prods./Tribute Entertainment Group

Michael Clarke, Jeremy Stuart, Rick Morden.

e e e mmmmann

Credits: Dircclor-writer-director of photography: Rob Stewart; Producers: Rab Stewart,
Brian Stewart; Executive producer; Sandra Campbedi; Music; Jeff Rona: Editars: Rob Stewart,

MPAA rating PG, running time 89 minutes.

PR

Manv studio marketers noted
that such successful Viermam War
movies as “The Deer Hunter” and
“Apocalypse Now™ were not made
unti] vears after the war ended.
“The Iraq War is so present right
now, and it’s tao carly for people to
want to ran out to the theater on a
Friday or Saturday night to see a
movie abour 4 really tough sub-
ject,” one studio executive said.

“Lions for Lambs,” directed by
Robert Redford and starring Red-
ford, Tom Cruise and Streep, is

another film about to be released
that deals with the politics behind
the war on terror and the media’s
coverage of it

In “Lambs,” two characters in
the film fght in Afghanistan after
they’re inspired by their professor
{Redford) to make a difference
with their fives. The marketing for
“Lambs” focuses on the movie’s
star power, its positive revicws and
theme of making a difference but
doesn’t shy away from the flm’s
political war-related themes. '
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