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The film industry sustainably shows dynamic growth and profitability. Production compa-
nies and studios are becoming more and more difficult for screenwriters with little experi-
ence to approach. For this purpose, a monetization model developed for an independent 
screenwriter might efficiently simplify the search for a suitable path to potential customers. 
 
This project-oriented thesis aims to develop and test a monetization business model for a 
screenwriter illustrated with the author’s screenplay sale case. 
 
The study consists of five project tasks: designing a theoretical framework, investigating 
current screenplay sales approaches, developing and visualizing a monetization model, 
testing a monetization model and preparing improvement suggestions and finally evaluat-
ing project outcomes. 
 
A knowledge base consisting of concepts related to business models, revenue models, 
pricing and screenplay selling was designed for Project Task 1 by using the desktop re-
search. The theory was complemented with findings on current approaches to selling 
screenplays explored through conducting qualitative interviews during Project Task 2. 
 
A monetization model, combining the outcomes of the first and second project tasks – the-
oretical framework and research findings, was developed and visualized for Project Task 3. 
Then, model testing on the author’s screenplay is implemented for Project Task 4 and in 
order to prepare and present improvement suggestions, the testing process and results 
were recorded and carefully analyzed. 
 
Finally, the fifth project task evaluated project results by comparing the outcomes with the 
project objective. 
 
The final outcome, a monetization model, is visualized in the format of a process diagram 
and illustrates the selling process described by the research respondents with the key 
components of an average business model embedded.  
 
During the thesis writing process, different business concepts were explored along the 
specifics of selling a screenplay within the film industry. Insights provided by the interview 
respondents brought up valuable knowledge used for creating the comprehensive model. 
The testing of the model developed showed its workability and validity. Even though few 
improvements were suggested, overall, the model is ready to be utilized by aspiring 
screenwriters or authors who have little experience within the film industry. 
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1 Introduction 

In this chapter the background of the thesis topic will be described in detail. Also, the 

project objective will be set and explained, being divided into the project tasks. The 

structure of the thesis will be outlined and justified as well as the scope and the 

international context. Major concepts used in the thesis will be presented and defined. 

And, finally, the commissioning entity will be introduced and the need for the thesis topic 

explained by the case. 

1.1 Background 

The global film industry is sustainably growing for the few past years, it is becoming more 

and more popular and profitable. To be specific, “the global box office revenue is forecast 

to increase from about 38 billion U.S. dollars in 2016 to nearly 50 billion U.S. dollars in 

2020” (Statista 2019a). This means that the sales volume is stably growing. The reason 

for that might be hidden in the variety and quality of films provided to the audience. And 

none of these films could be produced without a screenplay. However, another side of the 

industry growth poses a threat to talented screenwriters who now find it harder to get to 

entertainment companies, negotiate funding or make a film themselves. As Ken Miyamoto 

(2019) explains the situation in Hollywood, the screenwriters’ challenge of breaking 

through and getting discovered by production companies derives from the Hollywood be-

ing “risk-averse, always depending on the name value of a screenwriter”. Moreover, the 

combination of two factors: growing demand for content and complexity of hiring individual 

screenwriters for each new project, may lead to the switch of the system from hiring work-

ers for one-project contracts to making multi-project or even multi-year contracts (Miya-

moto 2019). In this situation a brand-new monetization model for a screenplay within the 

film industry would be extremely valuable not only for beginners but also for creatives who 

are already working in this field and are planning to stay there for a longer time. 

 

Screenwriters are creating products for sale and produce screenplays under the order, 

monetizing the activity they like and able to do at a high level of competence. So, it ap-

pears that they may rightfully be called entrepreneurs. Turning an asset into a revenue 

clearly is a business process and studying the circumstances, approaches and methods 

along the way of this process is highly beneficial to the entrepreneurship specialization as 

it opens up new aspects of the creative businesses, introduces and highlights small enti-

ties that are capable of earning big money. Representation of creative solo traders is very 

important for the current situation in the specialization studies because it emphasizes the 

possibilities of turning favourite activities into a business which might attract new aspiring 

entrepreneurs. 
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Finally, developing a monetization model for a screenplay within the film industry is highly 

beneficial for the author as a commissioning entity. Selling a product that has a unique 

value and promise might not be very easy in the creative industry, so the theory-based 

and practically adapted approach would really help to turn an asset into profit. So, a 

ready-made monetization model would be a perfect beginning for the entrepreneurship 

career. Additionally, as the author herself is an aspiring screenwriter, the process of the 

thesis writing is also highly beneficial as it provides with such opportunities as learning the 

complex business model creation, networking and setting business contacts with people 

working in the film industry, monetization of the hobby and possible partnerships estab-

lishment. All these opportunities contribute to the achievement of the author’s academic 

goals and career aspirations.  

1.2 Project Objective and Project Tasks 

This thesis aims to develop and test a monetization model for an independent screen-

writer within the film industry. The outcome of the thesis will be a monetization model for a 

screenwriter, and it can be used by either beginning or already working independent crea-

tives willing to sell creative Intellectual Property product. 

 

The project objective can be worded as to develop and test a monetization business 

model for a screenwriter illustrated with the author’s screenplay sale case. 

 

Project Objective is divided into project tasks (PT) as follows: 

 

PT 1. Designing the theoretical framework for the project. 

PT 2. Investigating current approaches to selling creative intellectual property within the 

film industry. 

PT 3. Developing and visualizing a monetization model for creative intellectual property, a 

screenplay in particular. 

PT 4. Testing the monetization model on the case screenplay and preparing improvement 

suggestions for its further development. 

PT 4.1 Testing the model within different settings. 

PT 4.2 Preparing improvement suggestions for the model. 

PT 5. Evaluating project management and outcomes. 

 

Expected product outcome of the thesis - monetization model for a screenwriter. 
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The structure of the thesis is formed such way, so the reader can follow the process of the 

monetization model development with ease. Firstly, the context of the film industry will be 

explained in the separate chapter, then, theory with all necessary references will be pre-

sented and described minding the context. Next, research and the model development 

process will be reported. Finally, the testing process and results will be concluded with the 

description of the improvement suggestions.  

1.3 Project Scope 

The thesis will include the following project stages: planning the project, implementing the 

project, the monetization model is ready and tested, improvement suggestions prepared 

and reported, and final assessment of the project completed. 

 

The thesis will focus on a particular type of creative intellectual property – screenplays. 

Screenplays will be reviewed as products for sale – not the service. This means that the 

monetization model is aimed at selling already written screenplays not writing screenplays 

under the order. Screenplays’ types such as full-length films and short films are included 

into the thesis scope while commercials, documentaries, videogames and other types are 

excluded.  

 

Research, as well as testing, will be conducted within English-speaking markets where the 

film industry business is strongly established, such as the USA, UK and EU member 

countries. 

1.4 International Aspect 

The thesis topic includes international aspect consisting in the involvement of experts from 

different countries into research, creation of a monetization model that would include pos-

sibilities of selling a creative Intellectual Property product abroad and finally involvement 

of entertainment companies located all around the world on the model testing stage of the 

project. 

1.5 Key Concepts 

Monetization is the process of deriving revenue from the value offered to the users 

(Holmes 2019). 

 

“Intellectual Property (IP) refers to creations of the mind, such as inventions; literary and 

artistic works; designs; and symbols, names and images used in commerce” (WIPO 

2019).  
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“The film industry is made up of the commercial and technological filmmaking compa-

nies. These film industry companies may include production, screenwriting, film studios, 

and cinematography, among other endeavours”. (MarketResearch.com 2019.)  

 

Screenplay – “a script written to be a feature film (or possibly a made-for-television 

movie)” (August 2019).  

 

Business Model – “a description of the different parts of a business or organization show-

ing how they will work together successfully to make money” (Cambridge Dictionary 

2019).  

1.6 Commissioning Entity 

The commissioning entity for this project-oriented thesis is the author. This decision is a 

result of the combination of the entrepreneurship specialization and screenwriting hobby. 

Since the very beginning of the university studies, the author has recognized herself as an 

entrepreneur and knew that at some point of the time she will set up her own company. At 

the same time, the author has been writing screenplays since a very young age and for 

now has acquired solid competence in this field which she wants to go further with. At this 

point the business opportunity was recognized: the author found out that it is possible to 

monetize her favourite activity – sell screenplays. So, the need for this thesis derives from 

the situation described: author aims to develop a sustainable monetization model for a 

screenplay within the film industry and test it on the author’s own product. 

 

The product to be used at the testing stage is a screenplay for a drama short film, dedi-

cated to the people relationships and societal influence on personality. 
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2 Film Industry Context 

In this chapter, partially containing outcomes for Project Task 1, film industry context will 

be explained in purpose of enhancing assumptions accuracy and justifying the choices re-

lated to the theory used in the thesis. The content of the chapter narrows down from the 

broad industry overview reflecting the cornerstones of the industry, market size and main 

players to the filmmaking process and main roles involved in film production. Finally, the 

role of a screenwriter is described in more detail aiming to provide a reader with a basic 

understanding of the context.  

2.1 Film Industry Overview 

Most of the people have watched a film at least once in their lives, many can name their 

favourite genres, actors or even motion picture studios, however, just a few of those are 

aware how the final product is brought to the screens. Of course, there are many different 

stages of the film production and distribution and a huge ecosystem of players is involved. 

So, striving to understand the role of one player, a screenwriter, it is important to outline 

the complete process of filmmaking and describe some key points of the industry. 

 

First, the borders of the industry have to be defined. “The film industry is made up of the 

commercial and technological filmmaking companies. These film industry companies may 

include production, screenwriting, film studios, and cinematography, among other endeav-

ours.” (MarketResearch.com 2019.) So, as the source states, the film industry itself in-

volves the film production process from an idea to implementation and post-production, 

while the distribution and marketing of the final product are assigned to the movie indus-

try. (MarketResearch.com 2019). At the same time, film and movie industries form one 

continuous process of bringing a film to screens and are usually meant to be together un-

der the title of “film industry”. However, this separation is logical and explainable, because 

both stages are associated with significant expenses and while most of the production 

companies are able to act as distributors, some of the companies focused on the film cir-

culation and marketing cannot afford film production. Nevertheless, with the technological 

progress and rise of internet both production and distribution are becoming more accessi-

ble for smaller-scale players and so these two dimensions are more and more tied with 

each other.  

 

Even though, there are many ways of earning money on the films, such as merchandise 

or product placement, the major source of the film industry revenue comes from the 

broadcasting of the product mainly through movie theatres, television and streaming ser-
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vices. According to the statistics, global box office revenue reached 41.1 billion U.S. dol-

lars in 2018 (Statista 2019b) and it is forecasted to beat the 50 billion U.S. dollars bar in 

2020 (Statista 2019a). Leading box office market defined by the revenue in the 2018 is 

U.S/Canada, while following markets are China and Japan with the United Kingdom being 

only forth in the rating, on the other hand, defined by the ticket sales leading film market in 

2018 is India, followed by China and United States (Statista 2019c, 10-11). All these fig-

ures reflect the growing demand for entertainment worldwide and demonstrate the enor-

mous size of the film market. As could be seen, U.S. market ranks among the biggest 

ones in the ratings being one of the oldest and most developed film markets and so it is 

quite exponential to use it as a base for the industry description. In 2017-2018 around 

1078 shoot days were spent on feature film production in Greater Los Angeles, 430.1 and 

429.8 thousand people were employed in motion picture and sound recording industries in 

2017 and 2018 respectively while 740 and 871 movies had been released in 2017 and 

2018 (Statista 2019c, 13-18). The numbers are huge and the amount of work put into the 

filmmaking process is inconceivable, however, there is one issue that has been loudly dis-

cussed only for past few years – statistics show that only 18% and 20% of behind-the-

scene roles in Hollywood in 2017 and 2018 were performed by women (Statista 2019c, 

19) Talking more specific, only 16% of the screenwriters were female in 2018, which is a 

very small number, however still a very good improvement in comparison with 2017 when 

women in screenwriting roles accounted only for 11% of total number of jobs (Buchholz 

2019). Being a female screenwriter herself, the author is strongly concerned about this sit-

uation in the film industry and, of course, it should be minded in the process of monetiza-

tion model development so the final product of this thesis will actually work in the current 

circumstances. 

 

The borders outline the huge industry, whose scale accounts in billions of U.S. dollars and 

thousands of people, and this market like any other has its leaders standing at the wheel 

of the product development and profit earning. In the North America biggest market share 

belongs to Buena Vista – Walt Disney Studios’ brand – 26% of the film market, Warner 

Bros. has 16.3% and Universal has 14.9% of the market. These studios are part of the 

“big six” – Hollywood’s most successful movie conglomerates, there are also 20th Century 

Fox, Paramount Pictures and Columbia Pictures within the pool of the market leaders. 

(Statista 2019d, 6.) In 2018 Walt Disney Studios (Buena Vista) earned 3 092.3 million 

U.S. dollars of box office revenue alone, while Warner Bros. earned 1 940.7 million U.S. 

dollars and Universal 1 768.7 million U.S. dollars (Statista 2019d, 8).  

 

Overall, the number of films released increases each year and billions of revenues are not 

that surprising anymore, demand is growing and so the market is expanding, more and 
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more people are involved in the filmmaking. Even though with the rise of internet and 

technologies many new threats are emerging, like the piracy or alternatives to traditional 

cinema such as Netflix or Amazon Prime streaming services, film industry keeps the de-

gree of competition for the audience quite high showing the stable growth and solid reve-

nues.  

2.2 Filmmaking Process and Ecosystem of Players 

Film industry covers a huge market supplying entertaining products to the audience con-

tinuously. The size of the market is defined by the results of the movies circulation during 

the year, it reflects the audience reach, degree of interest in the new releases and cus-

tomers’ involvement into the experiences created by the products. Major movie studios in-

volve thousands of professionals aiming to produce content that will enable them to pro-

vide an audience with high-quality content and earn more profits from box offices, TV, 

streaming services and sale of merchandise. In this subchapter averaged filmmaking pro-

cess will be described alongside the introduction of the main parties involved in the crea-

tion of the experiences on the purpose of illustrating the general work environment of the 

screenwriter. 

 

Everything starts with an idea, which will serve mostly as a foundation for the future film, 

because as the things move on, the plot may change and transform many times (New 

York Film Academy 2017). The idea may be an original one or adaptation of the novel, for 

example. After the decision to attempt creating a film out of the idea is made, the creator 

has to define whether he will carry the duties of film producing himself or an agent or pro-

ducer will be approached to act on the behalf of the idea holder. Often creator is a pro-

ducer or a screenwriter himself which makes the process easier. 

 

First serious moves are made at the stage of Development. At this point at least the draft 

of the script is prepared, basic figures describing the estimated time and costs are out-

lined and major players of the future production team are approached. If the creator is un-

able to carry producing duties or decides to delegate them, pitching of the idea to a pro-

ducer is a first step into making a film. Even though at this stage no one is able to guaran-

tee the implementation of the project, having a well-known actor, for example, signed to 

the movie will significantly increase the probability of success while raising funds for the 

film, which is also an unavoidable step in any film production, even the smallest one. 

(Worthington 2009, 20.) Pitching to the potential investors, whether those are broadcast-

ers, movie studios or some other interested party, is a turn point of the development 

stage, because the future of the project at this point of the time completely depends on the 

file:///C:/Users/Пользователь/Desktop/New%20York%20Film%20Academy
file:///C:/Users/Пользователь/Desktop/New%20York%20Film%20Academy
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result of negotiating the funds. Overall, the stage of development does not have any time 

limits and may last for years depending on the script development and raising money.  

 

Next stage, Pre-production, begins after receiving the approval from investors and signing 

the most important players – director, writer, main actors. It involves the establishment of 

the “production office” – any space where most of the coming challenges will be solved, 

detailed budgeting of the project including the location, equipment, catering and many 

other components that have to be determined within the production team and then negoti-

ated with potential suppliers. At this stage also the casting, scheduling and bookings for 

crew and equipment are made alongside other arrangements. (Worthington 2009, 22-23.)  

 

The Production stage is a climax of the filmmaking process – this is the time period when 

the film is shot, whether in the studio with set scenery or at the specific location suitable 

for the plot. Mainly director, production crew and actors are involved at the set, while the 

producer is taking care of the smooth flow of the process solving emerging issues quickly. 

(Worthington 2009, 25.) 

 

After the filming is completed, Post-production stage begins. Director works closely with 

the editor on finalizing the product – cutting and putting the scenes into the film, adding 

visual effects, working on the sound and other arrangements. Sometimes, in the process 

a need for additional shootings arises which may cause significant costs, and this is what 

producer is mainly taking care of – watching the edit so it keeps up with the budget and 

schedule. (Worthington 2009, 27.) 

 

Finally, after the film is completed, the tapes are delivered to the broadcaster or produc-

tion company, who then take care of distribution and exhibition of the product. 

 

Major players named throughout the description of the process are director, producer, 

screenwriter, production crew, actors and editor. However, it is important to mention also 

casting director, who takes care of finding suitable actors, researcher involved in the back-

ground research for the project, location manager working on organising the sets and, of 

course, production manager who co-ordinates and operates production needs of the pro-

ject including crew employment, equipment preparation, insurances, catering and other 

routine tasks that are still extremely important for the process. (Worthington 2009, 34-35.) 

Most of these roles may be represented by independent professionals or teams perform-

ing the tasks together. All players are crucial to the filmmaking process and each assistant 

makes the difference for the production. 
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2.3 Screenplay and Screenwriter’s Path 

Charlotte Worthington (2009) describes the process mainly from the producer’s perspec-

tive, however, the stages described in the previous subchapter are common for most of 

the projects from the filmmaker’s point-of-view. As could be seen, producer acts a signifi-

cant role in the filmmaking process since the very beginning and often promotes his own 

idea throughout the process by hiring an independent writer for the preparation of the 

screenplay. But what if the screenwriter has a screenplay written already, what is the cre-

ator’s path then? Of course, there is a possibility of carrying the producer’s duties and re-

sponsibility on the author’s own shoulders along the way of film production, however, the 

scope of this thesis implies the development of the monetization model for a screenwriter 

based on the sale of ready-made screenplays. So, despite the fact that creator is often 

able to act also as a director and producer at the same time, only the case of selling a 

screenplay while performing only the role of the screenwriter will be researched. 

 

Screenwriter’s role in the filmmaking process is quite limited if there are no additional re-

sponsibilities taken, as Robert Edgar-Hunt, John Marland and James Richards (2009, 15) 

state, “while at his or her desk, everything is under the scriptwriter’s control; but once the 

script is complete, it usually becomes the ‘property’ of others”. This condition derives from 

the essence of the screenwriter’s job – creating the core of the story, the framework, on 

which filmmaking professionals will build the audiovisual product, in the “language” under-

standable for all the players in the film production ecosystem. (Careersinfilm 2019.) 

 

The screenplay is a story put into the format of “set of instructions”, explaining the partici-

pants of the film production process the scenery design, shooting settings and, of course, 

the action itself among other important details (Edgar-Hunt, Marland & Richards 2009, 

20). It may be written on the base of an original story, be an adapted novel or be a result 

of inspiration by a real story. To monetize the product created, screenwriters send query 

letters to the potential customers, who are usually producers, movie studios or independ-

ent sponsors. If those show the interest – the script is sent along with the release form re-

lieving the customer from the liability for using screenwriter’s unprotected by copyright in-

tellectual property. (Vault 2019.) Since that moment, if the film rights are acquired by the 

production company, the screenplay will go a long way through the hands of directors, 

producers, cinematographers, actors and post-production team until it reaches the screen. 

(Edgar-Hunt, Marland & Richards 2009, 15.) The closeness of the final product to the orig-

inal screenwriter’s idea heavily depends on the author’s skills and understanding of how 

the filmmaking process works, yet there is a still place for luck because every party in the 
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process will interpret the script depending on their own experience, knowledge and per-

ceptions. (Careersinfilm 2019.) 

 

Well, it is now defined that the idea put into the screenplay then becomes subject to sale 

and usually is presented to the potential customers who are mainly producers or produc-

tion companies. Assuming that pitching was successful, and the customer wants to buy 

the film rights, the contract negotiations begin. Generally, deal of selling a screenplay re-

quires deep knowledge of the variability of screenwriter’s positions in the film production. 

There are different kinds of agreements – option agreement and purchase agreement. In 

the first case, screenwriter provides a buyer with an exclusive right to purchase a screen-

play which lasts for the defined period and if a buyer had not used this right as this negoti-

ated time ends, an option may be renewed or all the rights on the screenplay revert to the 

author. The second agreement implies “the writer waiving exclusive control of their story in 

most cases, and rights in nearly all cases. The studio or production company will pur-

chase the rights to the script as well as the rights to make changes”, which means that the 

transaction of rights is performed immediately with no waiting period. (DeBlis 2018.) Gen-

erally, in any of these contracts many different details may be negotiated – whether the 

author will edit the script himself or other writers will be hired in order to tailor the script to 

customer’s specifications, how the credits will be displayed, will the author have any rights 

on the plot for the future use, such as writing a stage play with the same story, and many 

others. The reason for choosing the second option might be impressive compensations 

paid to the screenwriter in comparison with payment negotiated depending on the budget 

in the option agreement. (DeBlis 2018.)  

 

So, the path of the screenwriter may end right after the deal if all the rights are transferred 

to the customer or may continue if the creator has negotiated reasonable participation in 

the filmmaking process for himself. 

 

All in all, the screenwriter’s path is clearly dependable on the author’s ambitions and expe-

rience – the more qualitative the script is, the closer will be final product; the more edu-

cated and experienced creator, the bigger role he might play in the film production.  



 

 

11 

3 Monetization Model Development Theory 

In the following chapter, containing the second part of Project Task 1 outcomes, models 

and theories related to the development, customization and testing of the monetization 

model will be researched and presented.  

 

“Designing a new business model requires creativity, insight, and a good deal of cus-

tomer, competitor and supplier information and intelligence” (Teece 2010, 187). Even 

though an entrepreneur is often able to imagine the business model, setting it up, rational-

izing and describing might be challenging, so, testing and learning from results is a neces-

sary part of the business model design process. Moreover, “once articulated, it is likely 

that the logic will have to be tested and retested, adjusted and tuned as the evidence with 

respect to provisional assumptions becomes clarified”. (Teece 2010, 187-188.) 

 

As it could be clearly seen from the figure below, the theory is built block by block, the 

most important part is four blocks of different models in the middle, which are comple-

mented with specific theories supporting customization of the final product - monetization 

model (MM), which is in the middle itself. All these concepts and theories are to be re-

searched within the scope of predefined markets – USA, UK and EU, in the context of 

Film Industry focusing on Screenplay business.

 

Figure 1. Theoretical framework visualisation  
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The choice of theories derives from the point-of-view screenwriting is examined from, im-

plying that it is considered as a business. So, studying business model development in or-

der to produce a monetization model for a screenplay appears to be the most fitting solu-

tion. Additionally, referring to the concept of monetization in terms of making a profit from 

an asset, factors related to making revenue, pricing and selling are studied. 

3.1 Business Model Core 

Aiming to develop a new business model for the specific activity there is still a need to un-

derstand basics of the subject, so, firstly the definition of the concept will be presented, 

and commonly taught models will be described. Also, in purpose of better fitting the con-

text, some specific resources related to the business model development will be intro-

duced. 

 

Definition of a business model as a concept is very dependent on the context of the study, 

it might be related to the financial or organizational structure of the company designed at 

different levels of detail. Keeping it general, David Teece (2010, 173) explains that “a busi-

ness model defines how the enterprise creates and delivers value to customers, and then 

converts payments received to profits”. Writing about innovating with business models, 

author argues that achievement of a sustainable model is possible in case of coupling 

model development with competitive strategy analysis which involves following few im-

portant steps: segmenting the market, creating value proposition for each segment and 

then capturing value from each segment by designing and implementing specific mecha-

nisms finalized with tacking action aimed at blocking imitation by competitors and disinter-

mediation by customers or suppliers (Teece 2010, 180-182). Summing it up, management 

has to assume “what customers want, how they want it and what they will pay, and how 

an enterprise can organize to best meet customer needs, and get paid well for doing so” 

in order to produce a business model that will be sustainable in a competitive environment 

(Teece 2010, 191).  

 

In purpose of composing a complete picture of a concept, other experts’ opinions are 

taken into account. Zott and Amit (2007, 181) describe a business model as the “content, 

structure, and governance of transactions designed so as to create value through the ex-

ploitation of business opportunities”. At the same time, definition brought up by Osterwal-

der and Pigneur (2010, 14) also refers to the justification of value creation, delivery and 

capture methods. Generally, all the given interpretations come down to the value and its 

creation and delivery which is expected to result in profits if the model is developed in con-

sideration with different related components such as strategy.   
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Expanding the understanding of the business model concept, its average structure must 

be defined. Components making up a business model vary depending on the area in 

which the model is employed, the objective of the model and many other circumstances. 

However, there are few basic elements that are usually present in an average business 

model: value proposition resulting from an integration of organization’s key components 

and functions, relationships with suppliers and customers, which are achieved by effective 

interconnection of the parts (components and functions) within the company and through-

out its supply chain and networks, and, finally, financial structure of the organization re-

flecting the company’s approach to turning value into the revenue (Boons & Lüdeke-

Freund 2013; Chesbrough 2010; Osterwalder 2004). 

 

Following the context of the study – monetizing screenwriting activity, it is important to 

note that usually screenwriter works upstream within an entertainment company’s supply 

chain providing a screenplay – “supply” or “raw material” to make a movie out of. So, even 

though a screenwriter is mostly interested in the product selling process involving film stu-

dio as a customer there is still a need to be aware of the end-users of the product – cus-

tomer’s customers. (Cairncross 2002.) That is why, understanding of the trends on the 

customer’s market, which is mainly media and entertainment, is necessary for successful 

deals as the value proposition tailored to fit end-users’ needs is more likely to be interest-

ing for the companies willing to make good profits. Thus, the value proposition of a 

screenwriter must be able to align with strategies employed by entertainment companies 

to tackle emerging challenges on the market. Such strategies might be, for example, ex-

perience-focused approach to customer engagement, implementation of new distribution 

channels and revenue models innovation that may also affect the screenwriter’s financial 

structure of the business model (Berman, Battino & Feldman 2011). 

3.1.1 Basic Tools for Business Model Development 

In order to set a foundation for the business model, commonly studied concepts on which 

business models might be based will be researched and explained. Among them are Busi-

ness Model Canvas by Alexander Osterwalder and Yves Pigneur, Lean Canvas by Ash 

Maurya and finally Minimum Viable Product invented by Frank Robinson and popularized 

by Steve Blank. 

 

First, the Business Model Canvas described by Osterwalder and Pigneur are explored 

and described. The definition of a Business Model concept given by the authors refers to 

the description of “the rationale of how an organization creates, delivers and captures 

value” (Osterwalder & Pigneur 2010, 14). The approach used to explain the concept in-

volves showing the logic behind the revenue-making through a prism of nine building 
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blocks covering the company’s offer, specifications of customer base, business infrastruc-

ture and financial viability. Overall, the business model acts as a draft of a planned com-

pany strategy. (Osterwalder & Pigneur 2010, 15.) 

 

Nine building blocks presented by authors match the average business model structure 

given in the previous chapter: Value Proposition is closely linked to company’s key func-

tions and components represented by Key Activities and Key Resources, relationships 

with suppliers and customers are reflected in the corresponding blocks called Key Part-

ners, Customer Segments, Customer Relationships and Channels, while financial struc-

ture is described in the Revenue Streams and Cost Structure. (Osterwalder & Pigneur 

2010, 20-41.) All these blocks are interconnected and heavily dependent on each other. In 

order to successfully complete the business model canvas and form a base for further 

strategy implementation, it is necessary to go through the organizational structure and 

available development opportunities carefully noting all the details that might affect the 

business processing. Firstly it could be done for each separate block and then, following 

the interconnections between components and questioning the canvas from the perspec-

tives of Customer Segments, Value Proposition and cost, an existing structure might be 

improved to the level where a general picture becomes a kind of manual calling for action. 

(Osterwalder & Pigneur 2010, 231.) In purpose of increasing effectivity of the final busi-

ness models, such approaches as using customer insights, ideation, visualization, proto-

typing and others might be used (Osterwalder & Pigneur, 2010).  

 

Overall, Business Model Canvas is a customer-centric tool developed at a sufficient level 

of detail so it allows support for the successful strategy re-interpretation and innovation if 

complemented with thorough business environment analysis conducted not only for the 

present but also prospecting the trends of the future (Osterwalder & Pigneur 2010, 200). 

 

Next tool is Lean Canvas introduced by Ash Maurya. Starting up a new company is 

closely linked with a high risk of failure. Even though many business opportunities are 

floating around all the time, succeeding with an initial business plan that is just generated 

and not yet tested in the constantly changing world seems complicated, while changing 

the plan on the go has not used to be systematically organized. (Maurya 2012a, XXI.) In 

his book, Ash Maurya introduces the concept of Running Lean, which is “a systematic pro-

cess for iterating from Plan A to a plan that works, before running out of resources” (Mau-

rya 2012a, XXI).  

 

The overall idea of a Lean Startup methodology comes down to testing an idea or “vision” 

engaging and optimizing all the resources at the maximum efficiency and at the same time 
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eliminating waste from the processes (Maurya 2012a, XXIII). The process described by 

the innovator starts with writing down and sharing a vision of the business with someone 

(Maurya 2012a, 4) and for this purpose instead of using business plan author introduces 

adaptation of Osterwalder’s and Pigneur’s Business Model Canvas (BMC) – Lean Canvas 

which are sharpened for testing of an idea that does not have any implementation yet 

while BMC is a good tool for reinventing an existing and already working business model. 

In contrast with the original canvas, a tool introduced by Ash Maurya involves business 

model itself as a product instead of actual product or service planned to be sold. Such ap-

proach allows to detect and put in order the riskiest parts of the model and then test them. 

(Maurya 2012a, 7.) For that purpose original blocks of Customer Segments, Channels, 

Value Proposition, Cost Structure and Revenue Streams are complemented with four new 

components: Problem highlighting the customers’ issues to be solved, Solution represent-

ing the answer to those issues, Key metrics that will be used for measuring the startup’s 

growth and development and Unfair Advantage which refers to competitive advantage that 

is not easily copied (Maurya 2012b). After the business model is laid out on the canvas, 

the risks are identified on the three stages of a startup: problem-solution fit, product-mar-

ket fit and scale. Already after deciding whether the problem worth solving and so passing 

the first stage Minimum Viable Product concept is engaged in terms of creating a mini-

mum solution to solve specific problems. Then, potential customer interest is measured 

and in case of positive results, the focus moves to scaling a business. (Maurya 2012a, 7-

9.) After all the measures are noted down there comes time for testing a plan with a se-

quence of trials which should be designed so the resources are used efficiently and the 

learning about the customer is achieved with the least effort possible. At each stage, re-

sults should be noted down and the measured. (Maurya 2012a, 11-13.) 

 

As a result of the process guided by Lean Startup methodology, a business model de-

signed initially gets validated through a process of learning, thorough measuring and test-

ing, so this approach seems highly valuable for the thesis objective and might be em-

ployed at the stage of the model development. 

 

Finally, Minimum Viable Product (MVP) which has already been mentioned by Ash Mau-

rya in the development of Lean Canvas as an important element of business model devel-

opment. Digging deeper and deeper from Business Model Canvas which are just a front-

end of the customer development, Maurya’s lean canvas which are just a tool for the lean 

methodology we finally come to the roots of lean startup – customer development and 

MVP. 
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In his book popularizer of Minimum Viable Product, Steve Blank, compares a path of an 

entrepreneur with a path of a typical hero referring to a startup development as an adven-

ture and introduces Customer Development model as a tool to use while proceeding the 

business (Blank 2013). 

 

Customer Development Model is described as flexible and rigorous, accompanying, sup-

porting and compensating for the weaknesses of the organization’s activities aimed at 

product development. Generally, all early-stage activities related to customers are defined 

as individual processes each resulting in specific deliverables. These processes are: Cus-

tomer Discovery focused on testing business model on whether solution fits the problem 

by exploring the customers, their needs and importance of those for them, Customer Vali-

dation aimed at replicable sales model development, Customer Creation which deals with 

end-user demand dynamics and Company Building, where the structure sharpened for 

learning about customers is turned into an actual working mechanism. Also, the author 

points out that consideration of the market type, meaning whether the market to be en-

tered is existing or new and what are the startup’s aspirations about re-segmenting the ex-

isting market, is extremely important as it drastically influences the approach to working 

with all of the defined processes. (Blank 2013, 33-34.) In contrast with Product Develop-

ment this model is not so linear and achieving success at each stage of the Customer De-

velopment model may involve several rounds of failures due to unpredictability of markets 

and customers, however those experiences are extremely valuable for learning that will 

highly likely be employed during the model development process (Blank 2013, 34).  

 

Going back to the concept of Minimum Viable Product, in the Customer Development 

model it is introduced at the stage of Customer Discovery as a Minimum Feature Set and 

referred to as “smallest feature set customers will pay for in the first release” (Blank 2013, 

75). The meaning of this feature set is to maximize the efficiency of learning about cus-

tomers and allowing them to guide product development in accordance with their needs 

and preferences (Blank 2013, 75). Besides, the term Minimum Viable Product (MVP) was 

invented by Frank Robinson and its technical definition is “that unique product that maxim-

izes return on risk for both the vendor and the customer” (SyncDev 2019). It is argued that 

products with too many features are likely to fail as well as the products with the set of 

features that is not enough for solving customers’ problem. This pattern increases risks for 

both: company and customers. And that is why the determination of MVP is so important 

for maximizing sales efficiency and return of the particular product. (SyncDev 2019.)  

 

All in all, we have explored the basis of the business model development from a small 

component in the mechanism – MVP – through a process of business model creation and 
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validation using Lean Canvas to illustrating it with a front-end solution – Business Model 

Canvas by Osterwalder and Pigneur. 

3.1.2 Revenue Models and Pricing 

Most creators, who are not writing under the order and whose goal is to produce a qualita-

tive product, do not think about tailoring their screenplay to the trends and potentially most 

popular and demanded topics, they just write the story the way they want it to develop. 

So, the question of earning profit from the script as well as an issue of pricing inevitably 

arise when the process of screenwriting results in a tangible outcome. For the purpose of 

clearing the issues related to the approaches of earning money from selling the script, 

general points about revenue models and pricing will be introduced. 

 

Generally, being one of crucial elements of the business model (Teece 2010, 177), reve-

nue model outlines preferable revenue sources, describes the potential value to be of-

fered, explains the way it is priced as well as includes information about potential custom-

ers (Afuah 2004, 67-69). So, overall, revenue model describes how the company earns 

revenue while proceeding its business. There are many types of revenue models exist, for 

example, commonly known models such as subscription, freemium, licensing are exten-

sively used among a wide range of businesses. However, most of them are not applicable 

in the case of screenwriter’s business. As it had already been mentioned in the context 

chapter, screenwriter usually has a choice between two opportunities – option agreement 

and a literary purchase agreement, both having just a small variability of rights that stay 

with the author and few payment options: option agreement fee if applicable, main sum of 

money in instalments which are paid during pre-production and production and sometimes 

back-end payments which are “payments on a percentage of the net profit from the movie” 

(DeBlis 2018, 14-17). All in all, it may be concluded that the major revenue stream for a 

screenwriter selling his product is payments received from the sale executed through a 

purchase agreement with a customer, often represented by a studio or a producer. 

 

As the main revenue sources are outlined and potential customers are named, it is better 

to continue with the pricing issue and define some crucial points related to the pricing of a 

screenplay. By the way, potential value to be offered should be discussed in each sepa-

rate case specifically because it forms a foundation for the marketing and generally for 

sale. Furthermore, as the value of a screenplay is also a base for pricing, being discussed 

specifically it allows pricing strategies and approaches to be described on a general scale.  
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Selection of the right pricing model is a challenging and labor-intensive process. It re-

quires the collection of reliable information about costs, customers, competitors and com-

plementors as well as conjectures and acknowledgements related to potential behaviour 

of customers and competitors. All this evidence should be carefully analyzed and used for 

adjustment of the pricing in order to become and stay competitive. (Teece 2010, 188.) 

 

Many theory sources introduce two methods for determining a price: cost-based and 

value-based pricing. Cost-based pricing implies adding a markup percentage to the cost 

of producing, distributing and selling the product, while value-based pricing involves set-

ting a price based on customers’ willingness to pay for the product, which is determined 

through the perceived value of the product and may be influenced through the marketing 

activities. (Barringer 2015, 173-174.) Talking about the screenwriter’s business, value-

based pricing seems the best if not the only choice because the price of the screenplay 

highly depends on its potential box office which in its turn depends on the screenplay’s 

value.  

 

In the USA the minimum prices are defined by the Writers’ Guild of America, which means 

that basic minimum rates set for the option agreements and outright sales as well as po-

tential extra work guide the price for the screenplays (DeBlis 2018, 17). 

 

What is important to note that “the seller and the buyer may disagree on the competency 

of the seller (writer). Every purchase provides information to the market and builds the 

reputation of the seller. As reputation increases, the seller can command a higher price in 

subsequent periods.” (Goetzmann, Ravid & Sverdlove 2012, 275.)  

 

Well, in order to understand what exactly affects the pricing of a screenplay, many differ-

ent papers have been studied. According to the research conducted by a group of profes-

sors, the major factors influencing the amount of compensation received by the writer are 

the screenwriter’s stories and the number of nominations and awards for the screenplays 

affect the amount of money that the author may receive (Goetzmann, Ravid & Sverdlove 

2012, 284). On the other hand, not only the identity of the writer but also information which 

is presented during the pitching influences the price: the shorter the logline and the more 

transparent the screenplay is meaning the more additional information it includes – the 

higher will be the price (Goetzmann, Ravid & Sverdlove 2012, 293). Moreover, research-

ers argue that the information presented during the sales pitch has a great effect not only 

on the price of the product but also on the success of the screenplay (Goetzmann, Ravid 
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& Sverdlove 2012, 297). Additionally, more expensive screenplays seem to be more prof-

itable which means that buyers can identify products with the most significant potential 

(Goetzmann, Ravid & Sverdlove 2012, 300). 

 

So, all in all, a general overview of the revenue model suitable for screenwriting business 

was introduced and the main factors affecting and shaping the pricing were defined. 

3.2 Selling the Screenplay 

As the foundation for the future monetization model is defined, now some industry-specific 

peculiarities related to the selling of a screenplay should be discussed. 

 

Writer and a script consultant Ray Morton explains the solution for an issue of selling a 

screenplay in just a few words: script just need to be read by a person who purchases 

those and who will like the new author’s creation. That is the new question, how to get 

such potential customer to read a screenplay written by a no-name artist. As an answer 

for it, Ray Morton offers the scenario where the script is submitted by a licensed talent 

agent. The reasons for this are simple, agents are at some scale controlling the quality of 

the screenplays they work with, to the moment a product reaches potential customer most 

likely it already has passed all legal checks and has all needed documents, finally, agents 

have big network and much easier access to the potential buyers in comparison with as-

piring screenwriters. However, also an option of finding a job in the industry and network-

ing exists. Additionally, with the rise of technologies more and more opportunities emerge, 

and a screenwriting business is not an exception. Aspiring writers may also reach to the 

streaming services which work on filming their own content, moreover, there are now 

plenty of websites where a creator can post his screenplay descriptions, finally, different 

contests and pitchfests are arranged in the big cities. (Morton 2017.) 

 

At the same time, an industry expert and an author of the book “Selling Yourself as a 

Scriptwriter in Hollywood”, Peter Smith argues that in the very beginning not every screen-

writer needs an agent to get into the Hollywood, it is enough to start with networking and 

possibly finding a job in the industry which is so big and tempting. Meeting people, tasting 

the atmosphere and learning jargon may lead to noticeable improvements in the new au-

thor’s situation. While in the case if some creator really wants to work with an agent, con-

tacting official film office is recommended in order to be able to differentiate a good profes-

sional agent from someone who just wants to earn money without helping a beginning 

creator. (Smith 2019.) 
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Well, as could be seen, industry experts put networking at the top of opportunities for a 

new screenwriter, besides, it is also important to remember that marketing is the tool for 

changing people’s perception of value provided by the screenplay. Additionally, some 

knowledge about intellectual property must be gathered in order to secure potential deals. 

Finally, pitching which may affect the price as it was already mentioned should be ex-

plained more carefully.  

3.2.1 Monetization of Creative Intellectual Property 

A film usually consists of many copyrights, including screenplay, music, costumes and so 

on. That is why it is important to be aware of the process of granting, acquiring and docu-

menting the rights for the film. (Renault & Aft 2011, 12.) According to the World Intellectual 

Property Organization, Intellectual Property Rights (IPRs) have a very small or no value 

until they are successfully exploited rather internally – within IPRs owner’s business – or 

externally – when the IPRs ownership is transferred to someone else (Smith & Yossifov 

2013, 10). Overall, as it has already been discussed, screenwriter’s rights on the screen-

play are sold exclusively to the customer at the moment of signing a purchase agreement, 

which means that producer, for, example, acquires all the rights to use, rewrite and de-

velop the product. 

3.2.2 Marketing  

Marketing is a very wide topic, for sure, however minding the thesis topic and thesis 

scope, main points regarding self-marketing will be outlined. 

 

To start with, Fin Wheeler, a member of the Australian Writers’ Guild, emphasizes the im-

portance of self-marketing and advises aspiring screenwriters to be realistic with expecta-

tions, moreover, he argues that self-branding and developing an online presence is a key 

to be recognized by the producer while there are not yet any movies credited (Wheeler 

2019). Looking from the more habitual business side – there is a so-called marketing mix 

for the screenplay which was introduced by Paula Landry, writer, producer and consultant, 

consists of 4 casual P’s: product, price, place, promotion and one secret ingredient – pitch 

(Landry 2017). 

 

So, overall, when speaking about marketing, biggest attention should be paid to self-

branding and pitching, as it has already been mentioned, both: screenwriter’s identity and 

pitch, affect the price of the product. 

https://www.google.com/search?rlz=1C1GCEA_enRU871RU871&sxsrf=ACYBGNSWr5f7Vy1T9CLEbe3SjDhFKsMMFw:1571669551337&q=Charles-Edouard+Renault&stick=H4sIAAAAAAAAAOPgE-LVT9c3NEw2zCuoMM7OUuLSz9U3SM4pii-q1JLJTrbST8rPz9YvL8osKUnNiy_PL8q2SiwtycgvWsQq7pyRWJSTWqzrmpJfmliUohCUmpdYmlMCAEwjCvRVAAAA&sa=X&ved=2ahUKEwiA8L6qza3lAhXsxaYKHUYTATAQmxMoATAYegQIDBAK
https://www.google.com/search?rlz=1C1GCEA_enRU871RU871&sxsrf=ACYBGNSWr5f7Vy1T9CLEbe3SjDhFKsMMFw:1571669551337&q=Rob+H.+Aft&stick=H4sIAAAAAAAAAOPgE-LVT9c3NEw2zCuoMM7OUoJw0w1zyrKKC4y0ZLKTrfST8vOz9cuLMktKUvPiy_OLsq0SS0sy8osWsXIF5ScpeOgpOKaVAAC5xl3BSwAAAA&sa=X&ved=2ahUKEwiA8L6qza3lAhXsxaYKHUYTATAQmxMoAjAYegQIDBAL
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3.2.3 Screenplay Pitching 

Well, the turning point for any screenwriter is the pitching, because depending on how 

good performance was, the producer will get interested in the screenplay or not. Accord-

ing to Goetzmann, Ravid and Sverdlove, “fundamental to the sales and marketing process 

for a screenplay is the ‘‘pitch,’’ the basic concept of the screenplay boiled down to a para-

graph or two that can be delivered in writing or verbally by a writer or agent. The pitch 

must explain the potential appeal of the story, without the details of the actual script” 

(Goetzmann, Ravid & Sverdlove 2012, 278).  So, in order to pitch a product successfully, 

Michael Hauge, one of Hollywood’s top script consultants, story experts and authors, 

shares some simple hints that could help to make potential customers interested, which is 

extremely valuable because opportunities for pitch meetings are quite rare. First of all,  

telling the whole story in one pitch is impossible because the monologue will take all the 

time and story still will not be explained properly, so, like a movie trailer, author needs to 

prepare for a presentation and after reviewing his screenplay make up a compilation of 

the essential elements that will catch potential customer’s attention and demonstrate 

story’s potential for a huge profit. (Hauge 2019). Another advice is to begin a pitch by re-

vealing how the idea for the story was born in purpose of setting an understanding and 

rapport between screenwriter and buyer. Then, a pitch should end up with a title and log-

line – a sentence, that summarizes the plot – however, the main intrigue must remain un-

solved. Finally, all the questions asked by a potential buyer should be answered quickly 

and briefly, aiming to deliver the requested information without excess details. (Hauge 

2012). 

3.3 Summary 

To sum up, the basic tools and concepts related to the business model design were intro-

duced to form a foundation of the future monetization model, revenue models and pricing 

were discussed in purpose of focusing the model on its main goal – earning profit and fi-

nally, some industry-specific peculiarities related to selling a screenplay were introduced 

and briefly described in order to tailor the model to the context where it should work. 

  



 

 

22 

4 Project Management Methods 

In this chapter the project management approach will be discussed, methods introduced 

and explained for each task. All the themes covered throughout the research and project 

work will be presented in a figure. Also, risks that might emerge on the way of project work 

will be outlined and a general approach to reliability and validity will be introduced. 

 

This project thesis consists of diverse project tasks and so it requires careful and detailed 

management for all outcomes to be achieved. To start with, one of the most significant 

factors influencing the project implementation is the context of the film industry in general 

and the context of screenwriter’s job in particular. So, throughout the project, all the theory 

and findings should be considered within the framework of context explored by means of 

desktop research during the processing of Project Task 1, which itself is mainly focused 

on describing the knowledge base for the thesis 

 

For Project Task 2 qualitative approach will be used as the efficiency of primary data col-

lection is emphasized. That is why conduction of qualitative interviews is the perfect 

method complying with the objective as it allows to gather high-quality data with the pur-

posefully designed questions which will focus on the thesis topic. Moreover, the qualitative 

approach for the research part of the thesis ensures the data reliability which is crucial. 

Additionally, interviewing screenwriters could also help developing networks and estab-

lishing business contacts what is especially beneficial for the testing stage. 

 

The major informants are expected to be screenwriters of different background and expe-

rience. They will be interviewed about their success and failure stories, screenplay selling 

experiences and overall professional experiences related to the monetization of their la-

bour. This information will be used for customization and adaptation processes at the 

stage of developing a monetization model based on the pre-researched models and con-

cepts. Screenwriters are recognized as a perfect source of information as the thesis topic 

is focused on the monetization of the particular type of the creative intellectual property – 

screenplays, and so the right people to interview are the ones who have experience and 

knowledge closely related to the project objective. At the same time, as the screenwriters 

from different markets will be interviewed, various viewpoints will be brought in the work in 

terms of the different cultural background of interviewees and different arenas where they 

sell their screenplays. It is important to gather such a collection of different opinions as the 

English-speaking market is quite big and now accessible with the use of the Internet, so, 

more opportunities are available for the creative professionals and have to be researched 

and taken into consideration.  
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Regarding Project Task 3, interviews will serve as a good source of information to get un-

derstanding about major trends in the screenplay selling approaches from. Thus, the infor-

mation gathered from the qualitative research will complement a comprehensive 

knowledge base, so the product developed at this stage will be a high-quality monetization 

model developed through assembling the theory and some real-life experiences into one 

scheme.  

 

Additionally, the efficiency of the model will be tested at the stage of Project Task 4 imple-

mentation and then weaknesses found will be considered and improvement suggestions 

will be prepared in accordance with faults or imperfections found.  

 

In purpose of presenting project management methods in more detail, Figure 2 below 

gathers all the essential elements of the thesis work in one scheme. 

 

Figure 2. Project Management Design 
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In practice, this Project Thesis involves five stages and six various activities. For the first 

project task, desktop research aimed at the development of the theoretical framework is 

conducted. Then, for the second project task, as already described, the qualitative re-

search approach is used in purpose of outlining currently used approaches to selling 

screenplays. For the third task, a huge load of work is dedicated: all the theoretical 

knowledge must be combined and synchronized with qualitative data while adopting the 

information into the brand-new monetization model. Fourth project task involves two 

steps. First, the model will be tested on the case – author’s own screenplay, which is 

meant to be sold. Then, in accordance with the outcomes of model testing improvement 

suggestions will be prepared for future use. Finally, the fifth task includes evaluation of the 

work done which will be conducted by reflecting on learning and evaluating project out-

comes in comparison with project objective. 

 

The data collection tools to be used are mostly desktop research and interviews. These 

methods are chosen as most effective for the secondary and primary data collection. Es-

pecially, interview is a very valuable source of information as it brings up sides of the ex-

periences which have not been noticed before: while conducting a survey the questions 

are made up on the basis of desktop research which might not be complete, on the other 

hand, while conducting interview respondents may tell the experiences beyond the theory, 

stories that have never been written and so have not been found. So, in this case, a com-

bination of desktop research with qualitative interviews allows seeing a much wider range 

of aspects and viewpoints than any other combination to the author’s understanding. 

 

Talking more about the research process, the risks involved in the research process are 

related to the human factor mostly, as many people do not like talking about their failures 

screenwriters might hide such experiences, however, this issue is moderately easy to 

overcome – building rapport and personal connection while interviewing might create a 

suitable atmosphere for a respondent to share all their thoughts on the topic. One more 

risk involved is related to the process of finding and attracting respondents, as the net-

works currently available do not have many connections from the film industry. This chal-

lenge has to be solved through active networking, participation in the events and discus-

sions related to the film industry and reaching out to the potential interviewees directly. 

 

Finally, the question of reliability and validity of the work is very important when creating a 

monetization model, especially in such an outstanding field. At this point, these factors are 

ensured with the methods chosen – desktop research and qualitative interviews. Besides, 

while writing the thesis all the steps will be explained to the reader and the model is 

planned to be set so that any other screenwriter might utilise it for his or her own benefit. 
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Talking about transparency, an important aspect is to be honest about the testing results 

of the model, whether it worked or not and explain why it happened so. At the same time, 

to ensure validity, the same phenomenon will be studied with both secondary and primary 

research on the stages of theoretical framework development and qualitative research 

processing, where few various respondents representing different points-of-view will be 

involved to get a more realistic view on the topic.  
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5 Current Approaches to Selling Creative IP within the Film Industry 

Project implementation implies a few stages, the first one serves the base for the future 

model, providing industry insights received straight from the personal experience of pro-

fessionals working in the model context already for years. In this chapter Project Task 2 

consisting in investigating current approaches to selling a creative intellectual property 

within the film industry is completed by describing the process and outcomes of primary 

research on screenwriters’ success and failure experiences of selling their creative works.  

5.1 Research Methodology 

Generally, a qualitative approach was chosen for the first stage of the project because it 

“concentrates on words and observations to express reality and attempts to describe peo-

ple in natural situations” (Amaratunga, Baldry, Sarshar & Newton 2002, 19). There is also 

a great feature mentioned by the authors – qualitative data is very efficient for studying a 

process as it is collected during a sustained time period. (Amaratunga, Baldry, Sarshar & 

Newton 2002, 22). This peculiarities suit the project task very well as it allows to explore 

selling approaches which are used currently – the time period happening now and so re-

flecting the industry at its actual position which allows developing a monetization model 

more accurately and close to reality. 

 

Additionally, even though full-time screenwriters working for companies by a model, which 

most other employees do, exist, each author and each screenplay is special and repre-

sents a unique case to be studied. However, screenwriters still can be classified depend-

ing on the types of works they do, markets they approach, professional qualifications and 

experiences. So, the author felt that research which is less structured and more flexible in 

terms of choosing participants will be more suitable for gaining insights into the industry 

and completing a picture of the screenplay selling process. 

 

Reliability and validity were also considered while the qualitative approach was chosen. 

As the reliability refers to how accurate the total population is represented and how con-

sistent the results are over time, while validity identifies whether research actually 

measures what it was intended to measure (Golafshani 2003, 598-599). So, as in the 

qualitative interviews main “measuring instrument” is the interviewer, the validity of the in-

formation may be controlled easier than through quantitative interview. Regarding the reli-

ability, variety of the respondents and their backgrounds ensures the width of the screen-

writers’ population representation, however still minding the scope of the thesis. Also, 

semi-structured interview’s implied freedom of answer and further discussion allows to ac-
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cess the deeper meanings of the information and clarify all the points which are not de-

scribed enough. Besides, the freedom of speech and safety of respondents’ ideas and 

other intellectual property were ensured by the complete anonymity and confidentiality of 

the interviewees assured by the author.  

5.2 Data Collection 

Data collection was implemented by conducting 7 face-to-face semi-structured qualitative 

interviews with the screenwriters who have different backgrounds and experiences. Quan-

tity of interviews was decided in the process of conducting the research in the way so first 

five interviews had been bringing up new points in answer to the questions, while last two 

were repeating all the options provided by the previous respondents. It is important to 

mention that commonality of the responses is measured subjectively by the author mind-

ing the context and scope, because as it has already been said each screenplay sale is a 

unique case and might be studied separately, however, project objective implies develop-

ment of a monetization model for an average screenwriter who is willing to sell a piece of 

creative intellectual property. 

 

Talking more about the research process, the themes covered by the interviews are re-

lated to the current selling approaches of creative IP – a screenplay particularly. During 

the semi-structured interviews allowing freedom of discussion however still having the pre-

determined course of conversation and few specific points to be covered, the respondents 

were expected to open up about the experiences of selling their screenplays, whether 

they were successful or not, tell about the approaches and methods used. Also, issues of 

pricing and intellectual property rights are included due to the high importance of these 

factors for the model development.  

 

In purpose of increasing data analysis efficiency and more precise use of the information 

received, all interviews were recorded by the author under the respondents’ permission 

and all the interviewees were assured of the confidentiality of their speech and safety of 

their ideas and other intellectual property. Then, interviews were transcribed and carefully 

analysed. 

5.2.1 Respondents 

As discussed in the Project Management Methods, screenwriters were chosen to be ma-

jor informants due to the author’s willingness to see the complete picture of the screenplay 

selling process first-person.  
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While interviewing the participants, age and gender as well as cultural background were 

asked and later were taken into account in the data analysis for better understanding of 

the interrelationships of different parties participating in the screenplay selling process, 

however in order to protect anonymousness of the respondents the information will be re-

ported so that no answers can be connected to particular interviewees. 

 

The distinctive characteristics will be markets, respondents have been working with, factor 

whether a respondent has, or has not any special education related to the film industry 

and factor whether a respondent has or has not previous experience working with the film 

industry. Type of screenplay might also be added to the distinctions, however, all inter-

viewees at least once tried to sell each of the options mentioned in the scope: full-length 

and short films. So, the respondents got the random number from 1-7, not depending on 

the order interviews have been conducted, and set of tags to allow impartial analysis and 

confidential reporting of the data.  

 

The table below illustrates the respondents’ key characteristics for a better understanding 

of the experience coverage. Screenplay Customer’s Market(s) refers to the market where 

the respondent has sold his or her screenplay at least once. Education related to the Film 

Industry indicates whether the respondent has some educational background related to 

the industry, however, it does not indicate whether the respondent has any education re-

lated to screenwriting. Experience with/within the Film Industry shows respondent’s expe-

rience measured by the number of successfully sold and produced screenplays, meaning 

that screenplays which are or have been under the option agreement are not included as 

well as the screenplays which were bought but have not been produced. To make it 

clearer screenplays which companies buy but do not produce represent the deals which 

are harder to analyse because there are less of objective reasons to buy a product that 

will not be used, and this circumstance complicates the model development and requires 

further research. 

 

Table 1. Interview Respondents 

Respondent’s 
№ 

Screenplay Cus-
tomer’s Market(s) 

(USA/UK/EU) 

Education related 
to the Film Industry 

(Yes/No) 

Experience with/within 
the Film Industry 

(Little/Average/Wide) 

1 USA, EU No Average 

2 USA, UK Yes Average 

3 UK Yes Little 

4 USA No Wide 

5 UK, EU Yes Little 

6 USA, UK, EU No Average 

7 USA Yes Wide 
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5.2.2 Designing Qualitative Interview 

The chosen type of qualitative interview – semi-structured, which is “generally organized 

around a set of predetermined open‐ended questions, with other questions emerging from 

the dialogue between interviewer and interviewee” (DeGicco-Bloom & Grabtree 2006). So, 

in order to cover all the points which are important for the model development, few open-

ended questions and few potential follow-up questions that might help direct the interview 

into the needed course were designed. Most of the major questions begin with “how” 

which mainly allows respondents to share their experience as much as they would like to 

and encourage them to talk about the personal view on their experiences which helps to 

create a complete picture of the screenplay sale process. Minor questions imply a clearer 

purpose and might have a limited area for the answer. The base for the questions is the 

theoretical framework and need for the industry insights which intertwine and form the 

frame for the future monetization model. 

 

Table 2. Interview Questions 

Purpose Major Open-ended 
Questions 

Minor Questions 

Warm Up the 
dialogue 

Tell about your most re-
cently produced 
screenplay?  

What is it about? Do you like how it is filmed? 
Did you participate in filming? 

Explore Sell-
ing Process 

How an average selling 
process goes for you? 
What happens right af-
ter the decision to sell a 
screenplay is made? 
 

Who do you contact? Who is your potential 
customer? Do you have an agent?   
Where did you meet this person? / How do 
you know him? 
Where do you post your product? In which 
form? 
How do you present your product to a poten-
tial customer? 
 
 

Explore Pric-
ing Issues 

How do you define the 
price of your screen-
play? How do you as-
sess its value? How do 
the pricing negotiations 
go? 

Do you focus on trends? Do you focus on 
similar sale cases? What are your reference 
points when defining value? How do you as-
sess a potential box office? Do you use any 
service for the professional assessment? 

Explore IPRs How do contract negoti-
ations go? 

Which rights do you negotiate for yourself? 
Which payment options do you negotiate for 
yourself? How? How do you negotiate option 
agreements and purchase agreements? 

Close Up the 
dialogue 

What happens right af-
ter the contract is 
signed? 

Do you anyhow participate in the screenplay 
production? Do you develop any adjacent 
projects? 



 

 

30 

Additionally, before the actual interview, some background information is collected in 

small warm-up talk: demographics, educational background, work experience and experi-

ence with selling screenplays. Also, after the interview, permission to address further 

questions, if any arise later, is asked.  

5.3 Results Summary 

The qualitative research aimed to collect data on three main topics: selling process, pric-

ing issues and IPRs. Major questions were directing the discussion while minor questions 

supported the dialogue from time to time allowing to cover all the necessary points. 

 

In purpose of detecting analogies and distinguishing the differences among experiences 

of different industry professionals and overall to analyse the outcomes of the interviews, 

all the data has been labelled, categorized and then thoroughly reviewed in order to iden-

tify patterns and connections within different categories and outside of them (Taylor-Pow-

ell & Renner 2003).  

 

As expected, three categories obviously stand out being provided with valuable and 

meaningful insights: respondents revealed their approaches to the screenplay selling pro-

cess, pricing and contract negotiations. Besides, throughout the research process, some 

other noticeable factors were brought up in discussions: respondents shared an outstand-

ing amount of experience regarding the value of networking, marketing and overall com-

munication skills. Also, the emphasis of decision-making skill was highlighted by five out 

of seven respondents.  

 

Looking deeper into the results of careful data analysis, all the findings are gathered under 

the categories below and the outcomes that might be useful for the further model develop-

ment are given and described. 

5.3.1 Process 

Generally, the screenplay selling process is mostly all about reaching the customer: au-

thor starts at the point when the decision to sell a particular screenplay is made, then by 

various means, which will be discussed further, the product is brought to the potential cus-

tomer – production company or studio, for example. All further negotiations about price, 

author’s rights, option availability and so on are determined by the potential buyer’s inter-

est in the screenplay. Given process description outlines a very generalized chain of 

events potentially leading to the sale, besides, such sequence anyway appeared in all the 

respondents’ answers regarding the basic sale process. 
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Major difference between various experiences is the way screenwriter approaches the po-

tential buyer. The qualitative research identified that the differences might derive from the 

screenwriter’s professional background including the education and work experience com-

plemented with the networks gained, also financial solvency of particular author may af-

fect the method used for the screenplay promotion.  

 

As the Respondent 4 (25 October 2019) states: “In this [film] industry almost it all depends 

on who you know, sometimes, your network may provide you with a better deal than any 

agent has an ability to negotiate”. All other respondents also emphasize the power of net-

works, adding up the point about the importance of screenwriter’s reputation which might 

affect the sales process all the way starting from connections’ willingness to help and con-

tinuing with influencing the potential fee received from the product sale. 

 

So, depending on the financial resources of an author and his or her experience and net-

works, several options for reaching out to the potential buyer are given.  

 

Respondents with wide and average experience mainly address the issue of finding a po-

tential producer or customer with the help of an agent, who takes care about organizing 

the deal, or manger, whose responsibilities might also include the provision of feedback 

for the screenplay, the arrangement of author’s professional development and so on. Of-

ten, the network also allows reaching potentially interested producer or even customer if it 

is developed enough. 

 

Respondents who have little experience agree that with limited networks and not yet 

proved reputation it is barely possible to get across to the production companies or stu-

dios without and agent or manager who usually represent the author within the industry.  

However, such services will cost a screenwriter some noticeable percentage of the fee re-

ceived in case of a successful deal, which might not be an option for the beginners, also 

lack of reputation might affect the agent’s attitude to the author as the “no-name’s” works 

are harder to negotiate a profitable deal with. 

 

So, there are ways which require a different kind of input. As discussed in the interview, 

the path of Respondent 5 to the customer lied through the contests, festivals and confer-

ences where aspiring screenwriter participated in order to widen the network and get an 

ability to meet a producer or potential customer (Respondent 5 30 October 2019). Thus, 

such events provide the creators with a great opportunity for network development and 
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competitive environment of contests, for example, might influence the reputation and even 

allow to meet important industry players.  

 

Five respondents out of seven emphasized also the internet’s power to connect people, 

implying many networking opportunities, availability of direct communication with produc-

ers, accessibility of the platforms allowing to offer a screenplay to the potentially interested 

industry professionals and many more possibilities to sell a screenplay or at least move 

forward in terms of the sale journey.  

 

Well, the point when the screenplay reaches the potential customer, who is likely to buy 

the product, is not any close to the final of the path. Making a buyer interested in the pur-

chase is a very multifaceted procedure and it lasts from the very beginning of the sales 

process to the very end. Respondent 2 (28 October 2019) explains that “understanding 

your product is crucial when you decide to sell it; you need to be aware of such screen-

play’s features as genre, potential audience, quality of the work and approximate budget; 

depending on these you will be able to find a producer who works with this kind of projects 

and address him with much bigger probability of success”. So, if the buyer’s or producer’s 

interests are considered from the very beginning there is a good chance of a successful 

deal. One of the methods to raise interest in the product is pitching the screenplay to the 

potentially interested person, usually pitches are organized by the agents, however as it is 

already discussed there might appear some other chances such as contests, festivals, 

online events, network endorsements and such. Respondents also agreed that packaging 

of the screenplay, which implies signing eminent director or actor to the project, drastically 

increases a chance to be noticed by the customers and positively influences the interest 

and so the buying decision in most of the cases respondents are aware about. 

5.3.2  Pricing 

Overall, the information gathered upon this category does not fully answer the qualitative 

questions made up to open up this topic, however, this situation provided another insight – 

often screenwriter does not decide the value and price of the product. Even though there 

might be some reference points kept in mind such as minimum wage calculated based on 

working hours or approximate value assessment in terms of the current market condition, 

the author will most likely be just told how much the customer is ready to pay for the 

screenplay. 

 

Respondents outlined a few major pricing approaches which are usually used while pro-

cessing a screenplay sale.  
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First, some markets are regulated by the industry standards, Respondents who have 

worked with American market emphasize the influence of Writers Guild of America (WGA) 

which has established minimum possible wages to be paid for different kinds of works. 

However, not all the production companies and studios have signed the WGA agreement 

and so those do not have to obey regulations set. 

 

According to the answers, the most commonly used pricing approach implies determining 

the fee screenwriter receives based on the production budget, usually, it is around 2-3% 

of the planned sum. Sometimes, producers with whom author works with might offer 2-3% 

of his own earnings deriving from net profits made by the project, which could be a good 

increase in payment if the box office was big. However, as Respondent 7 (30 October 

2019) argues, if screenwriter is offered the fee which is based only on the net profits of the 

movie, the answer is clear - “you should say absolutely no, even if you know the customer 

personally for many happy years, don’t risk your screenplay and don’t risk your relation-

ships”. On the other hand, Respondent 6 allows for such payment approach to be used, 

besides the importance of the good lawyer and detailed contract is strongly emphasized 

(Respondent 6 26 October 2019). 

 

One more important factor regarding the pricing of screenplays, the fee author will be get-

ting might depend heavily on the representative who negotiates the deal with the cus-

tomer if such service is used. Additionally, payment schedule should be negotiated among 

the amount of the fee: often fee is paid in instalments like first one equals around one third 

of a sum and is paid for the original screenplay, the second one might not be even paid to 

the same screenwriter if the customer hires another creative to rewrite the story bought, 

the last payment is processed when the final screenplay is approved.  

5.3.3 Contract Negotiations 

The issue of Intellectual Property Rights (IPRs) was discussed with the respondents from 

the perspective of negotiating the screenplay purchase contract provisions related to the 

author’s rights.  

 

The main recommendation regarding the issue of contract negotiations given by all the re-

spondents was to get a good lawyer who specializes in the film industry or at least enter-

tainment industry or intellectual property, also an agent might help during the process.  

 

Additionally, all the respondents mentioned the importance of negotiating credits, espe-

cially the interviewees with little and some with average experience emphasized this point. 



 

 

34 

Credit “written by” is harder to get especially if the original screenplay was rewritten by an-

other writer hired after the purchase because in order to get this title before the name it re-

quires around a third of the screenplay to be completed by one person. However, credit 

“story by” is easier to negotiate, as Respondent 2 (28 October 2019) noted, “if there is 

enough motivation”. Going deeper into the issue of rewriting the screenplay, there is also 

a possibility to negotiate a right for the author to rewrite his or her own product upon the 

customer’s request after the purchase and potentially participate in the remake if such 

thing happens.  

 

Respondent 1 also outlined that with the help of good lawyer there is a possibility to nego-

tiate the return of the film rights back to the screenwriter if the movie is never produced, 

which allows proceeding with the screenplay and potentially get it filmed by another com-

pany (Respondent 1 25 October 2019).  

5.3.4 Networking 

As Respondent 3 (24 October 2019) said, “film industry is built on relationships”, network-

ing seems one of the most beneficial practices for the screenwriter. All the respondents 

mention networks as one of the most efficient ways to get to the deal and as a part of a 

few approaches aimed at getting the screenplay to the customer. According to the re-

search, most of the connections which have played at least some role in the screenplay 

sales process conducted by the respondents were met in the educational and work at-

mosphere, also, conferences, screenings, festivals and contest noticeable developed the 

network of the respondents according to their experiences.        

5.3.5 Marketing 

Talking about the marketing, respondents mentioned the influence of the reputation and 

personal brand on many different factors of the selling process. Particularly, Respondent 5 

highlighted that agents would prefer working with a screenwriter, who has a strong per-

sonal brand as it would make the negotiations with potential producers or customers eas-

ier due to the promotion potential of such project (Respondent 5 30 October 2019). Also, 

well-organized packaging of the screenplay, when famous directors or actors are signed 

for the project, may greatly increase future film’s marketing and so box office potential.  

 

Generally, all the respondents have mentioned the necessity to remember about the end-

users: the audience. In order to assess the value of the screenplay and spot potential cus-

tomers, the audience also should be analyzed and then marketing opportunities, in terms 

of how easy and effective film promotion could be, defined. 
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5.3.6 Decision-making 

As has already been pointed out, five out of seven respondents have emphasized the im-

portance of decision-making skill for the selling process. Interviewees state that situations 

and conditions when a decision should be made quickly and confidently arise all the time 

throughout the selling process. 

 

First, one of the major decisions is whether screenwriter is ready to sell his or her product: 

is the author confident about product’s quality, completeness and whether it is right time to 

sell this kind of screenplay minding the market condition. Then, many decisions regarding 

the choice of people to work with might arise: which agent, manager or producer to work 

with, if there are packaging plans – which director, actors to sign for the project. Of 

course, such choices most likely will not come up on the beginner’s path, however, they 

should also be taken into account due to the huge impact on the final deal. Finally, when 

the sale is on its final stage, decisions related to whether accept the customers offer or 

not, accept contract provisions including the rights and payment options or continue nego-

tiation, go with the price customer states or debate other options. 
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6 Developing and Visualizing a Monetization Model for Creative Intel-

lectual Property 

In this chapter, the monetization model, one of the outcomes expected from the thesis and 

from the completion of Project Task 3 particularly, will be developed and visualized. The-

ory defined in the theoretical framework and insights gained from the qualitative research 

will be combined in order to make a model reflecting the current screenwriters’ approach 

to monetizing creative intellectual property. 

6.1 The Layout and Logic behind the Model  

Model for monetization of a screenplay within the film industry is the expected project out-

come and it is planned to be developed and visualized in the form of the process diagram. 

The reason for it is that concept “monetization” itself is defined as a process and so the 

illustration of proceeding the sale of the screenplay seems to be a suitable format. Addi-

tionally, the scope of the three chosen markets - USA, UK and EU, and the context of the 

film industry are taken into consideration throughout the figure development. 

 

Generally, under the concept of “monetization model” the author implies a business model 

that is focused on turning an asset into the revenue. Defining broadly, a business model 

describes how the value is created, then delivered to the customer and then how the com-

pany or entrepreneur captures the value. Therefore, process format again is a great fit to 

illustrate the monetization of the screenplay.  

 

In the process of model development few tools described in the theoretical framework. 

Speaking precisely, the Business Model Canvas’ building blocks will be utilized in order to 

streamline the process and its crucial features. Also, Lean Methodology and Customer 

Development approach will be partially used for achieving a more efficient outcome. Un-

fortunately, due to the changeable nature of the product and so of the value proposition, 

these tools are hard to use to the full extent as they are tailored for validating the models 

originally adopted for the replicable sales.  

6.2 Model Visualization and Explanation 

Practically, the model visualization is executed by putting all the key theory concept and 

key research findings into one space, then all the information is schematically organized, 

and connections are drawn between different stages, players, events and other features. 

After that, the figure is simplified, and all the excessive data is removed from the working 
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space. Finally, the scheme is rationalized and put into the process diagram format aligning 

all the components to the model logic. 

 

During the diagram development and visualization, model logic of “setting value proposi-

tion – communicating the value proposition to a potential customer - capturing value” was 

used as a foundation and so the outcome will be presented and described stage by stage 

in the following order. 

 

First, setting the value proposition stage is composed of building blocks Key Activities 

and Key Resources resulting in the formation of a Value Proposition. In the middle, a ma-

jor player could be seen, the screenwriter will be called “Author” throughout the model de-

velopment process and named so in the diagram. 

 

Figure 3. Setting the value proposition 

 

Looking deeper into the figure, Key Activities include screenwriting as the core of the busi-

ness and as the power that is complemented by Key Resources is able to produce Prod-

uct – screenplay. Besides, this block might also include other adjacent activities which 

screenwriter founds necessary to produce the screenplay. At the same time, Key Re-

sources, being another crucial component influencing the Value Proposition, include back-

ground, implying education and experience, professional competences, referring to the 

writing, communication and pitching skills, for example, and network of people who are in-

dispensable social capital holding the power to influence the selling process. 
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Author, being in the center of the figure represents the major player at this stage and intro-

duces the factors of reputation and personal brand, which are very influential in the indus-

try built on relationships. Additionally, the author is the one who makes the decision to sell 

the screenplay and so initiates the selling process. 

 

Finally, value proposition is the key element of this stage representing kind of “solution”, 

as the value of the product varies from case to case, value proposition is also a very 

changeable variable and so the monetization model has to be quite general in order to 

cover the process without reference to a specific case. Ideally, value proposition implies 

potential box office and often reputation for the customer who will be producing the film 

out of the screenplay, also, experience - value delivered to the end-users, audience, with 

the help of the product is minded. 

 

Secondly, the stage of communicating the value proposition to a potential customer 

is illustrated on the figure below and involves interpretation of building blocks Key Part-

ners, Channels, Customer Relationships and Customer Segments.

 

Figure 4. Communicating value proposition to a potential customer 

 

In order to communicate proposition to the potential buyer, Customer Segments must be 

spotted first and for this matter, the second stage begins with the market research which 

is aimed at analyzing the market and defining potential customers. Approach to identifying 

customers has already been mentioned as based on analyzing the current activity of po-

tential buyers and aiming the ones who work on projects similar to the screenwriter’s 

value proposition. 
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After the market research is done and the objectives are set, the matter of reaching out to 

the potential buyers arises. The figure suggests building Customer Relationships through 

the Key Partners illustrated by the players, mentioning Agent, Manager, Producer and 

Network, or/and via the Channels represented by the arrows, which are Internet, Net-

works, Events and Personal Connections. The players are often interconnected and the 

selling process depending on the case might involve one or few of the Key Partners men-

tioned.  

 

While proceeding from market research to the actual product presentation, value proposi-

tion may be enhanced with the help of Key Partners by, for example, packaging the 

screenplay with known director or actors. Product presentation itself is usually done 

through pitching organized by an agent or at the event, for example, or through the simple 

query letter sent with a synopsis of a screenplay or sometimes even full product.  

 

Depending on the potential customers’ interest, there might be a choice between few buy-

ers or might be just one offer received, which is also a subject to the decision whether ac-

cept it or continue approaching other customer segments. So, as soon as all the decisions 

are made it comes to proceeding to the next stage with the Customer taken on board. 

 

Finally, the stage of capturing value, meaning actual monetization of the product or 

simply creating profit from the deal made, is proceeded involving building blocks of Reve-

nue Streams and Cost Structure embedded into the negotiations on pricing-related con-

tract provisions.

 

Figure 5. Value capture 
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As soon as the Customer makes the decision to purchase a screenplay and Author ac-

cepts the offer, contract negotiations begin. Usually, it is recommended to negotiate the 

contract provisions through the agent or lawyer specializing in intellectual property, how-

ever, sometimes, the Author decides to go on with this process on his or her own. Moreo-

ver, the negotiation process depends on the type of contract to be signed: option or pur-

chase agreement. 

 

One of the most significant factors to be discussed is the fee that Author will receive for 

the product sold, generally, this sum depends on the production budget and may be influ-

enced by, for example, the industry regulations, Author’s reputation, good packaging and 

marketing potential of the film. At the stage of negotiating the fee, the Author has to bal-

ance Costs and Revenue in order to get profit. Costs to take into account might be time of 

the screenplay downtime if the option agreement is signed, risk not to get paid and value 

of the product in case if only the fee based on the film’s net profit is to be paid, life and 

everyday expenses of the screenwriter and cost of screenplay production such as re-

search or travel costs also have to be considered. Revenue-related factors to 

acknowledge are payment format and schedule in case if the fee is paid in instalments, 

the potential of receiving a percentage of film’s net profit and moreover, the potential of 

getting an order for screenwriting service in case of continuing the film franchise or remak-

ing it. 

 

There are also other provisions to be discussed, such as payments schedule or Author’s 

rights, for example, right for a credit, writhing rights for rewriting or editing the screenplay, 

right of producing adjacent to the particular screenplay products such as a script for a ra-

dio show 

 

Finally, when all the provisions are discussed and accepted by both sides, the contract is 

signed, and the deal is made. After that, post-deal activities may take place in case the 

Author has negotiated a right to rewrite the screenplay for the Customers conditions, for 

example. 

 

All in all, the screenplay selling process involves many different players, requires great at-

tention to detail and many various resources to be finalized with a successful deal, so it is 

very important to understand the full picture before making a decision to sell the product 

and for this matter complete Monetization Model for creative Intellectual Property within 

the Film Industry represented by the process diagram could be found in Appendix 1. 
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7 Testing the Monetization Model on the Case Screenplay and Rec-

ommendations  

In this chapter Project Task 4, implying testing the monetization model developed on the 

case screenplay, will be processed and described in detail. The case will be introduced, 

then testing approach defined, testing implemented and outlined. Finally, the results of 

testing will be communicated and explained, based on those improvement suggestions 

will be prepared and presented. 

7.1 Case Description 

The model will be tested on the case provided by the author. Defining the background, the 

author does not have any special education related to the screenwriting or any work expe-

rience in the film industry. Professional competences are at the intermediate level as the 

author was considering screenwriting a hobby: she has been writing screenplays for a 

long time already and has studied the subject online to a certain extent. Due to the fact 

that work placement has been processed as an Entrepreneur-Screenwriter, the author 

has gained some industry knowledge of the EU film market, developed her networks in 

the film industry and acquired experience of filming the screenplay, however previous at-

tempts to sell screenplay as a product were not successful. 

 

The screenplay to be used at the testing stage is for a drama short film, dedicated to the 

people relationships and societal influence on personality. As the author has researched, 

similar films have been mostly written and produced by the same person or team which 

does not imply that there has been a sale, so professional advice on spotting potential 

customers might be needed to proceed with testing. However, the value proposition for 

this case still may be generally defined. For the end-users, audience, the value is the 

touching experience potentially raising the memories about the situations happened or 

happening in their lives and so affecting their feelings in a relieving way due to the sup-

porting tone of the screenplay narration. For potential customers the value proposition is 

mostly the reputation gained from the film production and broadcasting, besides, an im-

proved reputation may lead to the good profit if the product is placed and delivered 

properly. 

7.2 Testing the Monetization Model 

Testing is an important part of business model validation, Lean Methodology and Cus-

tomer Development approach both imply multiple trials of the business model in order to 
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increase its efficiency. So, even though, monetization model is harder to align to the men-

tioned approaches as it is not intended for replicable sales of one product with the defined 

value proposition, testing is seen as a necessary step of the model development and will 

be implemented in purpose of checking on its viability and validity. 

7.2.1 Testing Approach 

Testing approach to be used is attempting to sell a screenplay following the process which 

model represents stage-by-stage utilising all the resources available for the author. Prod-

uct to be used is the author’s screenplay. As the previous sale attempts were not success-

ful, gaining the interest of a potential customer and proceeding to the stage of negotiations 

will already be considered a success. 

 

The process will be documented and then analysed. The expected outcome of the testing 

is understanding whether the model works and how it should be developed further in order 

to gain efficiency. Based on the insights got from the testing improvement suggestions will 

be prepared and described. 

7.2.2 Testing Process 

Decision to sell a screenplay has been made two years after it has been completed, as 

the author was not sure about the quality and product’s potential on the market, however 

when she started developing a network within the film industry, many things became 

clearer during communication with industry professionals and even some feedback was 

collected on the particular screenplay. As the decision was made and Key Activities and 

Resources were defined in the Case Description, Value Proposition had to be outlined. 

Author decided to emphasize value of the screenplay for the end-users in the Value Prop-

osition, as the movie, if produced, might hit the current trends which are now popular 

among the youth with the hot topics raised in the film and so attract attention to the pro-

duction company, influence its reputation and potentially make good profit if placed 

properly. 

 

When the Value Proposition was defined, the author contacted a few connections from the 

network in order to get professional advice about the market research and spotting poten-

tial customers for a particular screenplay. Network advised positioning the product as a 

short film to be produced for a contest or as a commercial for a socially responsible com-

pany. As the author wanted to stay within the scope, it was decided to try the first option 

primarily. After research, few potential customer segments were chosen – several small 

studios specialized on filming short films, some studios known for filming about particular 
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hot topics, which are close to the author’s screenplay’s main theme, and a couple of pro-

ducers referred by network who are currently working on projects where short films from 

different filmmakers are compilated and presented as one movie. Channels used for 

reaching out to potential customers were internet and network which helped organise 

some calls and face-to-face meetings. Agents and managers are not quite suitable for this 

case as the scale of the author’s attempt is not that big and mainly small entities are 

aimed. When the connections to customers were set, the author presented the product in 

form of synopsis for those who preferred online communication and in the form of a pitch 

for those who agreed to meet or talk by phone. Some of the customers seemed to show 

interest, however, it is hard to assess as everyone politely said that it was interesting, and 

they might look into this project more sometime later. Around two weeks passed since the 

product presentation when the author got the call from one of the producers who wanted 

to discuss the screenplay and opportunity to tailor it to the project he works on, for that 

purpose face-to-face meeting was set up.  

 

Unfortunately, with the screenplay chosen for testing author did not manage to get to the 

third stage where contract is negotiated and deal is made, because when the meeting 

happened producer made a very financially attractive offer, however, the extent to which 

original screenplay should have been rewritten was unacceptable for the author and so, 

after long discussions and attempts to find a compromise, the offer was rejected anyway. 

Nevertheless, to the author’s understanding, this attempt seems successful as it showed 

that there is a possibility to gain the interest of potential buyers even without a great repu-

tation. 

7.2.3 Testing Results 

The major result of testing is learning about the process from the inside and seeing how 

other players behave while trying to understand their needs and motivations. As it has al-

ready been emphasized many times by the respondents of the research and by many the-

ory sources, testing confirms the importance and power of networks. There would be a 

hundred times less chance to reach the potential customer without the help of the network 

on different stages.  

 

Also, one significant result of the testing is understanding the impact of decision-making 

during the selling process, all the time author has to think whether the path chosen com-

plies with the goal, which offers and choices should be made and how in order not to trick 

yourself while striving for the objective that was not initially that important such as earning 

profit but losing the original idea of the screenplay. 

 



 

 

44 

Overall, there is no tangible result of the testing – product was not sold, and no profit was 

earned, however, many learning insights were gained and in author’s opinion this is much 

more valuable for the future model and business development.  

7.3 Model Improvement Suggestions  

Based on learning insights gained from the testing process, a few suggestions regarding 

further model development are prepared. 

 

First of all, originally model was developed as very customer-centric and the major chal-

lenge was meant to be reaching the customer, however, as the testing showed, author’s 

goal should also be taken into consideration throughout the whole selling process in order 

to succeed in the industry and retain the enthusiasm and willingness to continue writing. 

So, the more goal-oriented approach should be embedded into the model for the purpose 

defined. 

 

Then, as the market research required additional assistance of professionals in terms of 

spotting the customers for a particular screenplay, clearer and more complete description 

of value creation should be added to the first stage in order to give the author more under-

standing of the product to be sold and of the value it might provide so the market research 

and defining customers would be easier with more detailed value proposition. 

 

Also, as the product presentation showed, making the potential customer interested is a 

challenging task, of course, the screenplay presented just could be a no fit for the needs 

of studios, but still there should be more effort put into making customer interested. For 

that purpose, marketing mix may be employed for organising more structured promotion 

strategy and developing more efficient marketing. 
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8 Discussion 

This chapter will summarize the thesis by outlining the key results of the thesis and pre-

senting suggestions for further studying. Moreover, the evaluation of the thesis process 

will be conducted and reflection on personal learning will be included in order to complete 

Project Task 5 focused on the evaluation of project outcomes. 

8.1 Key Results  

The Project Objective introduced at the very beginning of the thesis was aimed at devel-

oping and testing a monetization model for a screenwriter within the film industry. Project 

Tasks outlined the sequence of actions: theoretical framework design, qualitative research 

on current approaches to selling screenplays, developing and visualizing the monetization 

model then testing it and finally evaluating the project outcomes. 

 

Well, each Project Task was proceeded with care and attention to detail, which led to the 

successful, in the author’s opinion, model development. Combination of theory and re-

search findings resulted in a process diagram, illustrating the monetization of a screen-

play. The diagram then was used at the testing stage for attempting to sell the author’s 

screenplay. Even though testing itself did not end up with a deal, it provided many signifi-

cant insights, such as highlighted importance of goal-orientation and proper marketing, 

that will be later used for the model improvement.  

 

So, overall, key results of the project are monetization model that proved itself valid, learn-

ing outcomes of the testing which are extremely useful for an author who is planning to 

further develop within the film industry and screenwriting in particular. Also, this project 

provided great benefits for the author as a commissioning entity interested in career de-

velopment within the demarcated area. The author got many opportunities to network, 

communicate with potential customers and draw direction for further career evolution. 

8.2 Suggestions for Further Development  

As a suggestion for further development of the monetization model or any adjacent pro-

jects, it is recommended to expand the research beyond the scope and explore other mar-

kets, industries where screenwriting skill might be useful such as Videogame Industry or 

even develop a monetization model for screenwriting as a service. 

 

This particular study was strictly demarcated, and many interesting and useful materials 

were not covered, while there are plenty of directions to develop the model. For example, 
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pricing of screenplays may be explored deeper and from customer point-of-view, intellec-

tual property rights and contracts could also be described in much more detail with varia-

tions for different screenplay types. Also, to think even wider, a business model for filming 

a screenplay with the author’s own resources could be developed. 

8.3 Evaluation of the Thesis Process 

Evaluation of the thesis process and outcomes is necessary for completing the Project 

Task 5 and will be carefully implemented. 

 

Generally, the thesis process was really engaging as the author is the party that benefits 

the most from the project outcomes in terms of learning and career development at least. 

Sometimes, difficulties with time-management had been arising because author was too 

much into gaining new knowledge related to the theoretical framework or context so when 

the time to share theoretical framework with thesis advisor came, there was too much ex-

cessive knowledge that was not relevant for the project processing and model develop-

ment, so cleaning the thesis from all the useful and interesting but yet not topic-related in-

formation took much time.  

 

Later, when qualitative research was conducted, author viewed the information gathered 

through the research interviews more critically and so this time only the findings related to 

the project task and the project objective were highlighted and explained.  

 

Model development stage again brought up a challenge of putting the only necessary in-

formation into the figure, because so far there was already a huge data pool for develop-

ing a quite detailed model. However, by concentrating the mind and focusing on the pro-

ject objective and scope, the author managed to create a clear and comprehensive dia-

gram illustrating the monetization process. 

 

Testing stage brought up new observations regarding the screenplay selling, especially 

author finds valuable the insight about being goal-oriented and not only customer-centric 

while proceeding with the sale of such a creative product. Overall, even though testing 

didn’t end up bringing profit, author, as a commissioning party, is fully satisfied with the 

outcomes of the project-oriented thesis: much new knowledge including unique industry 

insights gained, networks have been developed and monetization model is done the way 

it seems workable and actually helps to navigate throughout the creative intellectual prop-

erty selling process. 
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8.4 Reflection on Learning 

Overall this project has been a very valuable experience for me, throughout all the stages 

I have developed my researching, writing and communication skills significantly. I got 

many great opportunities to meet and talk to people who were able and, moreover, who 

were happy to share their knowledge and experiences – my network has significantly 

grown. 

 

However, some things did not go the way I expected from them, particularly time-manage-

ment that I used to be proud of was not that good during the project implementation. To 

my understanding, this happened because the topic was too close and interesting for me 

and sometimes, I was getting lost in the information trying to capture more and more 

knowledge, while I should have been concentrated on the goal and focused on thesis 

scope. This situation taught me to prioritize the activities in the order of their importance 

and relevance – thesis first, reading slightly related to the project literature later. 

 

Minding the business nature of my education I learned to employ different models and 

business concepts studied into the processes which seemed to me chaotic before. Fur-

thermore, while combining a theoretical framework with experiences in order to develop a 

monetization model, critical thinking and analytical skills were advanced.  

 

Throughout the research process, I got to know people who can be rightfully called entre-

preneurs even though most of them have never thought about this perspective. Many 

screenwriters just do what they love and then monetize it the way they can while observ-

ing, gathering and analyzing data related to their own experiences and then modifying and 

updating their approaches to selling. That is a truly entrepreneurial activity.  

 

What is the most valuable, I got an understanding of the industry backstage and became 

more aware of the processes happening there and I feel that I still want to develop in the 

direction of screenwriting and filmmaking. 
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Appendices 

Appendix 1. Complete Monetization Model Process Diagram 
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