
THEATRICAL ON DEMAND®
GATHR FILMS PRESENTS:



ABOUT GATHR

WHO IS GATHR FILMS?

▸ Gathr Films® is a new kind of indie 
distributor.  In addition to traditional 
distribution, Theatrical On Demand® is 
integrated with virtually all movie screens 
across the country. We  provide on demand, 
in-theater, single-screenings anywhere.  We 
reach audiences by partnering with 
influential organizations that can activate our 
films’ intended community. 

▸ Our films can better prove themselves for 
wider release and ancillary distribution.  We 
can distribute films with significantly less 
upfront investment, superior risk mitigation, 
and with substantially greater likelihood of 
profit.













GATHR’S FIRST FILM: GIRL RISING

HOW IT ALL BEGAN
▸ GIRL RISING: Documentary spotlights the stories of nine unforgettable girls born into 

unforgiving circumstances. 

▸ Girl Rising was a global campaign for girls’ education bringing attention to the 65 million 
girls that don’t have access to education. Girl Rising was directed by Academy Award 
nominee Richard E Robbins and produced by award-winning former ABC News journalists 
of The Documentary Group and Paul G. Allen’s Vulcan Productions. Girl Rising was powered 
by strategic partner Intel Corporation, and global television distribution partner CNN Films.  

▸ Girl Rising: 964 screenings  

▸ BO Gross $1.8 million 

▸ 4th highest grossing film of 2013 

▸ 174 per person screening average 

▸ Screened via TOD® in all 50 states



OUR A-HA MOMENT! REVENUE, IMPACT & AWARENESS

▸ The model was successful financially, but also extremely powerful for social 
action and impact 

▸ “With Girl Rising, we took a risk on a new model of on-demand theatrical 
distribution, and the leap of faith paid dividends,” said The Documentary 
Group’s Tom Yellin. “We’ve established a new model for impact filmmaking, to 
build a movement — and an audience — around a film. “ 

▸ NGO Partners include The United Nations Foundation/Girl Up, CARE, World 
Vision, Plan International, Room to Read, Pratham USA, Partners in Health, 
Global Campaign for Education. Also worked closely with Intel Corporation, 
Brookings Institution, the US Department of State and the Nike Foundation. 



GIRL RISING

KEEP IT GOING

▸ Girl Rising leveraged the community 
they had built with the documentary on 
Theatrical On Demand® into a 
permanent social movement 

▸ Compounded the success of Girl Rising  

▸ Established the 10x10 brand 

▸ #bringbackourgirls  

▸ 20K Twitter followers



GATHR FILMS

THE GIRL RISING PLAYBOOK

▸ Strategic Initiatives Started 9 months out: 

▸ Traditional Distribution 

▸ Grassroots and NGO Engagements 

▸ Corporate Engagement 

▸ Educational Screenings 

▸ Policy Leader Engagement and Events 

▸ General PR and Marketing Activities





GATHR FILMS: THEATRICAL ON DEMAND®

SO WHAT HAPPENED NEXT?

▸ Gathr invested in technology 

▸ Invested in theater relationships 

▸ Built out automatic screenings 

▸ Focused outreach on documentary 
and impact-based films 

▸ Built out an executive team (from 
Harvard, Sony, Sundance, E1) 

▸ Launched a donation button



GATHR FILMS

THEATRICAL ON DEMAND®

‣ Revenue 
‣Community Engagement 
‣ Social Impact 
‣ Political Action 



CASE STUDY: POLITICAL ACTION

CONSUMED

CONSUMED is a dramatic thriller that explores 
the complex world of genetically modified 
food. The story is anchored by a working-
class, single Mother who goes on a journey to 
uncover the cause of her son's mysterious 
illness. The film stars Danny Glover, Taylor 
Kinney, Zoe Lister Jones, Kunal Nayyar and 
Victor Garber. Director: Daryl Wein and Writer/
Producer: Zoe Lister Jones 

Political Action Goal: To impact legislation 
around GMO labeling



POLITICAL ACTION: CONSUMED

FILMMAKER APPEAL VIDEO

▸ https://vimeo.com/143568165

https://vimeo.com/143568165


POLITICAL ACTION: CONSUMED

THE MOVEMENT
▸ Impact Goal: To influence legislation around GMO labeling 

▸ Strategy: Use the film as a vehicle to get in front of the politicians who make the policy 

▸ Tactic: Congressional and influencer screenings. In Washington, D.C., Los Angeles, and 
NYC 

▸ Tactic: Email message to all ticket holders after screenings. Filmmakers keep all consumer 
data from their screenings including email address whether screenings tip or not.  

▸ Email message from the filmmakers to all ticket purchasers:  

▸ Linked to Senators and Representatives 

▸ Linked to the Center for Food Safety e-petition 

▸ Linked to partner organizations: Just Label It, Consumers Union and Food Democracy 
Now 



POLITICAL ACTION: CONSUMED

CAPITOL HILL SCREENING
    Congressional Screening 

    On Wednesday March 2nd, U.S. Senators Richard Blumenthal and Chris Murphy hosted 
a screening of CONSUMED  at the U.S. Capital followed by panel discussion on the importance of  

 strong, mandatory GMO Labeling. The panel included Scott Faber (Just Label It/Environmental 
Working Group), Dave Murphy (Food Democracy Now) and the writer/producers/stars of  

CONSUMED Daryl Wein and Zoe Lister Jones. 
L-R Senator Blumenthal, Zoe Lister-Jones, Daryl Wein 

http://www.consumedthemovie.com/screenings%22%20%5Ct%20%22_blank


POLITICAL ACTION: CONSUMED

IMPACT
‣ A roundtable discussion and luncheon at Mayer Brown in D.C. with advocacy groups for the film 
‣ A screening hosted at the Environmental Working Group offices  
‣ Major promotional partner Just Label It campaign/organization 
‣ Garnered more than 7,000 Facebook followers 
‣ NY and LA celebrity premieres and endorsements including Helen Hunt and Erin Brockovich 
‣ National press including People Magazine, Nylon, Refinery29, MindBodyGreen,Village Voice, InStyle, 

Chicago Tribune, The Hollywood Reporter, Variety, Deadline, and Time Magazine 
‣ The film was able to reach more than 5,000 people through screenings, email campaigns, influencer 

screenings, and advocacy screenings raising awareness for GMO labeling  
‣ Even though legislation was passed and some say a positive compromise was struck, there is still more 

work to be done regarding GMO labeling.

https://www.mayerbrown.com/locations/Washington-DC/%22%20%5Ct%20%22_blank
http://www.ewg.org/%22%20%5Ct%20%22_blank
http://www.justlabelit.org/%22%20%5Ct%20%22_blank


POLITICAL ACTION: CONSUMED

PRESS



CASE STUDY: COMMUNITY ENGAGEMENT

CAN YOU DIG THIS

▸ Can You Dig This is a documentary that 
follows the inspirational journeys of 
four unlikely gardeners, discovering 
what happens when they put their 
hands in the soil. This is not a story of 
science and economics. This is a story 
of the human spirit, inspiring people 
everywhere to pick up their shovels 
and #plantsomeshit 

▸ Can You Dig This is directed by Delila 
Vallot and executive produced by John 
Legend, who also wrote an original 
song for the film entitled “Skyway”.



COMMUNITY ENGAGEMENT: CAN YOU DIG THIS

THE MOVEMENT

▸ Impact Goal: Eradicate food deserts and encourage people to 
#plantsomeshit 

▸ Key iInfluencers: Executive Producer John Legend and lead film 
subject Ron Finley the popular TED talk #ganstagardener (2.7 million 
views) 

▸ Engaged the community in a much more grassroots way 

▸ Film’s integrity: #plantsomeshit as film campaign motto may not have 
been mainstream or appeased traditional corporate sponsorship, but 
kept true to the film’s spirit and Ron Finley’s message  



COMMUNITY ENGAGEMENT: CAN YOU DIG THIS

FILMMAKER CALL TO ACTION VIDEO — HTTPS://VIMEO.COM/129924807

https://vimeo.com/129924807


COMMUNITY ENGAGEMENT: CAN YOU DIG THIS

LOCAL LA PREMIERE TO KICK THINGS OFF

‣ Sold out premiere screening at the 
Downtown Independent in LA 

‣ Q&A with the Director Delila Vallot and 
Ron Finley 

‣ Local Sponsor Thug Kitchen 
‣ $5 tickets with all proceeds going to 

Can You Dig This 
‣ Sponsored food truck and beer 
‣ Seed packets and gardening 

information included for each guest



COMMUNITY ENGAGEMENT: CAN YOU DIG THIS

IMPACT GOALS: DAY OF ACTION

▸ James Carr from Georgia Organics 
organized several successful screenings 
with post-screening service/action days 
around Atlanta. 

▸ One was a Day of Action planned for Dec. 
15 to take back a stretch of grass in Atlanta 
similar to Ron’s Parkway Garden. 

▸ In addition, several groups were interested 
in community screenings of the film, 
including the Atlanta Community Food 
Bank, and Maynard Jackson High School 
which has very impressive school garden 
that was started by students after watching 
Ron’s TED Talk.



COMMUNITY ENGAGEMENT: CAN YOU DIG THIS

MOVIE CAPTAIN: THE BOSTON DISTRICT ATTORNEY
▸ Suffolk County District Attorney Daniel F. Conley hosted a 

sold-out screening of Can You Dig This, telling attendees 
that the inspirational film offered ideas for alternative 
sentencing options in the criminal justice system. 

▸ Members of Conley’s office distributed “seed bombs” to 
young people from the Teen Center at St. Peter’s, the 
Lenox Community Center, the CHICA Project, and other 
local non-profit agencies; the bundled seeds will bloom 
into sunflowers when Boston’s winter turns to spring. 

▸ “Many of you are asking yourselves – why is the District 
Attorney of Boston hosting a movie about gardening in 
Los Angeles?” Conley said during opening remarks. 
“Some of the people in this film have been in trouble with 
the law.  Some are concerned about the health and 
welfare of their families.  Others just want to improve their 
community and help the people who live there.  They all 
understand it’s not easy to tend a garden.  It takes 
patience.  It takes discipline.  It takes a lot of hard work. 
But you create beauty.  You nurture and sustain life.  You 
get pride and a sense of accomplishment that your efforts 
bore fruit – literally.”



COMMUNITY ENGAGEMENT: CAN YOU DIG THIS

PEER-TO-PEER MARKETING

▸ An example of the local press that 
Gathr Movie Captains routinely 
secure for their film screenings. 

▸ Peer-to-peer marketing 

▸ Earned media 



COMMUNITY ENGAGEMENT: CAN YOU DIG THIS

OLD SCHOOL GRASSROOTS FOR A NEW AGE

▸ Film focused on grassroots outreach and community engagement 

▸ 73 Community Screenings 

▸ Very like-minded corporate partners (Thug Kitchen, Georgia 
Organics, Boston DA) 

▸ “We are so excited to be partnering with Gathr and could not think of 
a better partner to bring our film into theaters,” said director Delila 
Vallot. “Can You Dig This is all about self empowerment and 
[Theatrical On Demand®] empowers everyone across the country to 
help plant the seeds of change in their community. It's old school 
grassroots for a new age.” 



SOCIAL IMPACT

LEVERAGING SOCIAL MEDIA
▸ I AM ELEVEN - documentary about the transition point between childhood 

and a grown-up world 

▸ 6,000 Facebook Fans



CASE STUDY: EMBRACE

EMBRACE: IT STARTED WITH A NEWS STORY

‣ International body image activist Taryn 
Brumfitt became a household name in 2013 
when she posted a photograph of herself 
naked on the internet. What followed was an 
international media frenzy, which led Taryn 
to write, produce and direct her first feature 
documentary EMBRACE. 

‣ EMBRACE is told from Taryn’s point of view 
as she traverses the globe talking with body 
image experts, women in the street and 
well-known personalities such as Ricki Lake, 
Amanda de Cadenet, Mia Freedman, 
German actress Nora Tschirner and celebrity 
photographer Jeffrey Madoff about the 
alarming rates of body image issues that are 
seen in people of all body types. 



CASE STUDY: EMBRACE

EMBRACE TRAILER — HTTPS://WWW.YOUTUBE.COM/WATCH?V=__2AAYARYFS

https://www.youtube.com/watch?v=__2AayArYfs


CASE STUDY: EMBRACE

BUILDING A COMMUNITY 

‣ The initial funds for EMBRACE were raised via crowd funding 
website Kickstarter, resulting in almost 9000 backers 
donating more than $330,000 (AUD) ($250,000 USD)  

‣ Backers included celebrities like Ashton Kutcher and Zooey 
Deschanel 

‣ The campaign trailer was viewed more than 23 million times.  
‣ EMBRACE became Australia’s most successful crowd-funded 

documentary campaign in Kickstarter’s history. 



CASE STUDY: EMBRACE

INTERNATIONAL MARKETING TIMELINE

‣ Embrace premiered at the Sydney Film 
Festival June 12, 2016 

‣ Started activating her U.S. community 
about the TOD® release June 2016 

‣ Australian theatrical run August 4, 2016 

‣ U.S. TOD® starts September 19, 2016 

‣ Looking to launch Canada via Gathr 
early 2017



CASE STUDY: EMBRACE

ACTIVATING HER COMMUNITY
‣ Embrace is tailor-made for Theatrical On 

Demand®. 
‣ The director effectively leveraged the community 

that she’d worked so hard to amass by giving her 
fans, followers, volunteers and brand 
ambassadors enough time to engage their own 
local peer-to-peer marketing endeavors. 
‣Activated her community in June for a 

September release 
‣Her community includes 167,000 followers on 

Facebook 
‣3,000 Body Image Global Ambassadors in the 

U.S. 
‣Resulting in: 187,000 views of the trailer 36 hours 

after it was released  
‣Taryn's post about Gathr Films on August 16th 

resulted in 15 screening requests



EMBRACE

FILMMAKER APPEAL: HTTPS://WWW.YOUTUBE.COM/WATCH?TIME_CONTINUE=92&V=UM_VFGMZZT8

https://www.youtube.com/watch?time_continue=92&v=UM_VfgMZzt8


CASE STUDY: EMBRACE

EMBRACING HER MOVIE CAPTAINS
‣ The Embrace Movie Captain 

Facebook Group has 600 
members 

‣ Movie Captains answer each 
other’s questions, pose solutions 
and support, and function as an 
active community



CASE STUDY: EMBRACE

MOVIE CAPTAIN SUCCESS STORIES

‣ One of the EMBRACE Movie 
Captains Eve Torres Gracie is a 
former WWE wrestler 

‣ 545,000 fans on Facebook 
‣ Eve Torres Gracie's post about 

Embrace on Sept. 20th gave us 40 
new screening requests the 
following day 

‣ Retweeted by Ashton Kutcher



CASE STUDY: EMBRACE

AUSTRALIAN EMBASSY SCREENING

▸ EMBRACE was invited to screen at The 
Australian Embassy in Washington DC in 
September. 

▸  The event was hosted by Ambassador Joe 
Hockey and Ambassador Natasha Stott 
Despoja, Australia’s Ambassador for Women 
and Girls. 

▸ The Ambassadors both tweeted that they 
were proud to launch the film in D.C. 
Ambassador Hockey called EMBRACE 
“excellent” and said “it’s courageous, 
informative and entertaining.” Amabassador 
Despoja called EMBRACE “a great film” and 
tweeted out “Go @tarynbrumfitt ! 
#ihaveembraced”



CASE STUDY: EMBRACE

IMPACT OBJECTIVES
Broad Goal: Change how women view and speak about their 
bodies and the bodies of other women to embracing all body 
types, shapes, sizes, colors and reveling in the beauty of the 
human form. 

Movie Captain Call To Action: Be a Positive Body Image 
Ambassador and use a TOD® screening of Embrace to get those 
around you to take accountability of the language they use in 
relations to their bodies. 

1. Share the Embrace Trailer 

2. Like us on Facebook 

3. Join the Movement 

4. Sign our Petition (demanding mandatory labelling on 
photoshopped imagery) 

5. Get your free chapters of the Body Lovin Guide 

6. Make a Donation 

7. Become a Body Image Movement Global Ambassador



CASE STUDY: EMBRACE

BY THE NUMBERS (SO FAR)

▸ 140 SCREENINGS 

▸ BO GROSS $196, 562 



ABOUT GATHR

DISTRIBUTION

▸ The Gathr community - 160,000 filmgoers 

▸ Leveraging the Gathr community -  

▸ Every film benefits from the previous films 

▸ Gathr is profitable:  

▸ Additional revenue streams that hedge against traditional 
theatrical that don’t exist elsewhere 

▸ Don’t have to recoup P&A 

▸ Ancillary becomes found money



ABOUT GATHR

THEATRICAL ON DEMAND®

‣ Revenue 
‣Community 

Engagement 
‣ Social Impact 
‣ Political Action 



ABOUT GATHR

ABOUT GATHR FILMS

GATHR FILMS is a technology-based specialty distributor focusing on documentaries and 
issues-oriented films. Gathr is revolutionizing theatrical distribution by enabling movie-
goers to crowd-source screenings of films to theaters near them via Theatrical On 
Demand®. Gathr accommodates the demand of these engaged communities by 
facilitating screenings virtually wherever and whenever they are sourced. The company 
works with all the major theater chains including Regal, AMC, Carmike, Cinemark, Marcus, 
and Wehrenberg. Gathr also works with some of the largest and most prestigious brands 
and organizations to build national coalitions with our films. We’re growing the largest 
independent film community in the world. Gathr Films is located in Los Angeles, New York 
City, and Washington, D.C. www.gathr.us

http://www.gathr.us/%22%20%5Ct%20%22_blank


THANK YOU 


