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Introduction

In February 2007, the Manitoba Interactive Digital Media Association (MIDMA), with support
funding from Digital Media Association of Alberta, Telefilm, New Media BC, Industry Canada,
Manitoba Science, Technology, Energy and Mines and Manitoba Trade and Investment,,
commissioned to undertake a landmark study of the Canadian new media
business model. This report presents findings from that three-phase study.
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The overall objective of this study is to describe the methods Canadian new media companies
use to start and expand their businesses. Areas of primary focus are as follows:

Identify and profile both public and private Canadian funding structures / opportunities for
new media companies;

Identify “start-up” and “expansion” funding strategies, and best practices of new media
businesses in both areas; and

Determine perceived gaps and barriers to funding.
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The study was conducted in three phases:

Phase 1 consisted of secondary research on private and public funding sources in the areas
of availability, eligibility, application procedures and reporting requirements. The data was
gathered through Internet searches, telephone, e-mail and personal contact with select
government and private sources and media association representatives. Research was
Canada-wide, allowing comparisons across provinces and territories.

Phase 2 consisted of telephone case study interviews with high-ranking executives of five
successful Canadian new media companies. Interview topics included start-up and
expansion funding sources, revenue streams, and growth initiatives. Firms were chosen from
different provinces, and represent three main industry sectors of digital entertainment,
interactive design, and wireless/mobility. Two of the firms studied have been in business for
over three years, while two others have been in business between one and three years.

Phase 3 of the study was a business model survey with 53 Canadian new media companies.
The questionnaire was designed by in conjunction with MIDMA. All
interviews were conducted from ‘s in-house call centre by professional
interviewers. The margin of error associated with these findings, based on an estimated
Canada-wide new media company population of 3,000, is 13.2%, 19 times out of 20.
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All study findings are presented in this report, organized into the following sections:

Introduction — study objectives, methodology and report structure.
Executive summary — principal findings of this study in summary form.

Phase 1: Funding review — comprehensive summary of the review of public and private
funding availability, eligibility, application and approval procedures, and reporting
requirements.

Phase 2: New media case studies — profiles of five Canadian new media companies, based
on one-on-one executive interviews.

Phase 3: Funding survey — findings obtained from surveying new media firms on their
financing behaviour and their awareness of and experiences with available new media
funding.

Appendix A: Marginal results — survey frequencies input into the questionnaire.

Appendix B: Available funding programs — complete details of Phase 1 findings.




Executive Summary

In 2007, the Manitoba Interactive Digital Media Association (MIDMA) engaged to
undertake a study of the Canadian new media business model. Funding was provided by
Telefilm, Manitoba Science Technology Energy and Mines, Manitoba Trade and Investment,
Industry Canada, New Media BC, and the Digital Media Association of Alberta (DMAA).

Study objectives were to identify and profile public and private funding structures and
opportunities for new media companies; identify start-up and expansion funding strategies and
best practices of new media businesses; and determine perceived gaps and batrriers to funding.
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Research was conducted in three phases:

Secondary research and selected interviews to profile private and public funding sources of
new media in Canada with respect to funding availability, eligibility, application procedures
and reporting requirements.

Case studies of five Canadian new media companies to gain further insight into the new
media business model.

A business model survey with 53 new media companies from across Canada.
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New media firms are primarily engaged in interactive design (77%), digital entertainment
(55%) and e-Learning (45%).

British Columbia and Quebec are the two hotbeds of new media creation in Canada, partly as
a result of access to a healthy talent pool. In other provinces, recruitment challenges often
lead to hiring out-of-province or internationally.

Technological advances allow new media companies to exist in areas outside high-cost
Vancouver, Montreal, or Toronto, as evidenced by successful new media companies in Nova
Scotia, Manitoba, Alberta, and Saskatchewan.

Respondents cited cost of living and family as the biggest factors influencing their decision to
remain in their native province.
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A total of 22 federal, provincial, and private funding options are currently available to
Canadian new media companies.




Only Manitoba, Ontario, Quebec, PEI and Nova Scotia currently offer provincial new media
support in the form of grants, loans, or tax credits. Businesses located in these provinces
are also eligible to apply for federal and private sector funding.

Provincial and federal funding representatives indicate that they typically receive more
applications than can be met by available funding.

Funding programs have a variety of eligibility criteria, designed usually to target particular
products or technologies and benefit local operations and employees.

Private sector funding is also available through venture capital, “angel” investors, and new-
media-specific programs such as the Bell Broadcast and New Media Fund and Royal Bank’s
Knowledge-Based Industries.

Application processing time ranges from 14 days to four months, with an average of about
7.5 weeks.

Thirty percent of calls and e-mails to government funding representatives regarding funding
programs were not returned. All calls and e-mails to venture capitalists and “angel” investors
were not returned.
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Canadian new media companies are typically self-reliant: 90% have used personal assets to
fund their start-up; use of financial institution loans (12%), federal grants or loans (4%),
provincial grants or loans (4%), or private sector investment (4%) for start-up are less
common. Sixty percent use earnings/company equity as their primary way to finance
expansion also.

Two-thirds of firms note that finding new media start-up funding was somewhat or very
difficult, and 72% say the same about expansion funding.

Case study experiences validate that self-financing is the primary source of start-up and
expansion funding for Canadian new media companies. One company received federal
assistance, while two received some private sector financing.

$ (

The most common revenue model is fee-for-service (85%), with retail product sales (13%)
and licensing fees for software applications (13%) tied for a distant second place.

The shift toward on-line distribution has changed marketing, sales and distribution models, by
reducing the need for external publishers or distributors, advertising through traditional
media, and charges for packaging, transportation or shelf space.

Bigger budgets and longer development cycles mean bigger financial risks, which is
especially true of the video game industry. For this reason, new media project development
can last from several weeks to several years, and cost from several thousand to several
million dollars.
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New media companies are generally unaware of available funding: 57% are unaware or
unsure if they have heard of federal grants and loans; 74% say the same about provincial
grants and loans; and 83% say the same about available private sector funding.

Case studies confirmed lack of knowledge about funding: of five firms, one was aware of
available tax credits at start-up, but not of actual new media funding; another knew of no
available loans or grants for new media at the time of start-up.

New media industry associations are the source of funding information for 44% of those
aware of federal grants and loans and 27% of those aware of provincial grants and loans.

New media firms report government red tape, slow procedures, and too much paperwork as
deterrents to applying for funding.

A review of 17 websites for 22 new media funds or programs found that on-line information is
frequently misleading, incorrect, out-of-date, contains invalid links to other sites, lacks
application forms, organized in a confusing manner, or completely absent.

Eight of 22 funding programs do not provide estimates of the turnaround time required by the
approval process, making business planning difficult.

Firms denied funding under existing programs report often receiving little or no information
about the reason for their application’s non-approval. This occurred for one of the five firms
profiled in case studies.

Some government funding programs continue to reflect aspects of television and film
industries on their application forms: 19% of firms interviewed stated that the first federal new
media grant or loan they heard about had an application form that turned out to be not
applicable for new media firms (no similar experiences for provincial grants or loans were
elicited). Funding representatives of these programs have stated that they are currently re-
evaluating and re-designing the application forms to represent the new media industry more
closely.

Firms in provinces without new media funding must compete for federal grants and loans with
those in provinces that have access to both provincial and federal programs.

Budgets, development time and marketing/distribution costs of digital entertainment products
continue to rise, forcing companies without enough operating capital to end development:
over half of respondents reported a project being discontinued due to lack of funding, while
10% have cancelled more than 5 projects for this reason.

In many cases, funding programs that require profit-sharing make it difficult for new media
firms to attract outside publishers who often do not want to enter into such an agreement.
This occurred for one of the five firms profiled in case studies.

Constraints, such as a requirement to provide detailed financial reporting, may act as a
structural barrier for some potential applicants due to lack of financial or business experience.

The terms associated with repayment of provincial, federal, and private sector loans are
generally not a barrier: virtually all recipients stated that such terms were the same as or
better than the terms offered by other financial institutions.
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To ensure the continued growth and expansion of Canada’s new media industry, lines of
communication must be strengthened between public and private funding sources, provincial
and federal new media industry associations, and new media companies.

New media companies would be well advised to seek guidance from their local media
industry association chapters.

Improving the visibility of government and private sources currently engaged in new media
funding means putting such information front-and-centre on their websites, as well as
consistently updating deadlines, guidelines and contact information whenever needed.
Websites should undergo regular search engine optimization to determine whether certain
keyword searches continue to provide satisfactory results for their programs. Internal website
search features should also be tweaked to improve result returns.

Focused market research is key to eliminating the guesswork in evaluating the market value
of original new media products.

With a financial safety net in place, new media companies can actively pursue research and
development, which is imperative for the growth and expansion of the industry.

Assessing and re-tooling current funding programs based on the perspective of new media
industry participants, streamlining application processes, and eliminating as much red tape as
possible would be valuable steps to create a more successful relationship between
government and the new media industry.

Creating educational facilities or specialized programs that cater to the new media industry’s
needs is essential to produce and increase a pool of employable talent, and a plan that can
reverse the current “brain drain” whereby talent congregates in a only a few Canadian cities.
Establishing partnerships between new media industry associations and educational
institutions can effectively bridge the gap between industry needs and available talent.
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Phase 1: Funding review

The Phase 1 secondary research sought to identify funding programs that directly support the
development of new media companies. For each source, the following parameters were
explored:

® Availability of funds

® Eligibility criteria

® Application procedures
® Reporting requirements

The sections immediately below provide an overview of the current state of new media funding in
Canada. Complete details for each identified funding source appear in Appendix B: Available
funding sources.

The Internet is the main information source on federal, provincial, and private funding available
for the development of new media companies. In most cases, the on-line presence of these
funders offers a wealth of information. Website visitors can expect to find most of the following:
program guidelines, application forms (in PDF format), eligibility criteria, application deadlines,
and contact information.

This funding review focused on programs specific to new media companies and new media
projects. Programs not specific to new media are excluded (such as the Business Development
Bank and Western Economic Diversification). Although new media companies are eligible to
apply for financial assistance through these programs, such options are open to any small and
medium-sized enterprise (SME), provided it meets the requisite criteria.

Phase 1 began by assessing how difficult it was for those without prior knowledge to find new
media funding programs on-line. On-line research consisted of Google searches, reviews of
federal, provincial, and private sector websites, and new media industry association websites. In
total, over 40 websites were reviewed, yielding 17 websites associated with new media funding
grants, loans or tax credits. These 17 sites offer detailed program information for a total of 22
new media funding programs (several contain information on more than one program).

In addition to Internet reviews, initiated telephone, e-mail and personal contact
with funding bodies where possible, to further evaluate the availability and accessibility of new
media funding. Representatives from government departments directly involved with grants and
loans for new media funding were well-informed, and for the most part timely, in their responses
by e-mail or telephone. In almost all cases, these representatives provided directions to
government websites to obtain additional grant, loan and tax credit information.
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New media grants and loans are primarily in the form of funding for projects in various stages of
development (e.g., initial concept development, prototype, development, marketing, export) rather
than business development loans for start-up funding.

A total of 22 federal, provincial, and private funding options are currently available to
Canadian new media companies. The Multimedia Experimentation Fund and the Manitoba
Interactive Digital Media Fund provide both grants and loans to new media companies.

New media companies in search of start-up funding programs at present have only two
options that specifically assist new media start-ups: the Multimedia Experimentation Fund
(QC) provides start-up funding for specific projects, and the LaunchPad Business Program
(PEI) provides start-up business assistance with a strong emphasis on mentorship.

Provincial grants (non-repayable) are available in four provinces: Manitoba, Ontario, Quebec,
and Prince Edward Island.

Provincial loans (repayable) are available in only three provinces: Manitoba, Quebec, and
Nova Scotia.

Two federal loan programs are available, both of which are administered through Telefilm
Canada. These are the Canada New Media Fund, and the Great Canadian Video Game
Competition. The Great Canadian Video Competition is currently in its first year and its
availability in future is not yet known.

Tax credits are available in four provinces at present: British Columbia, Manitoba, Ontario
and Prince Edward Island. Nova Scotia has plans to launch a Digital Media Tax Credit in
January 2008.

Three private sector grants are available: the Bell Broadcast and New Media Fund, the
Quebecor Fund, and Telus Innovation Fund.

Available funding sources in the form of federal, provincial and private sector new media grants,
loans and tax credits are listed below.

Canada Council for the Arts — New Media Residencies
Canadian Heritage — New Media Research Networks Fund
National Research Council — Industrial Research Assistance Program (IRAP)

Trade Routes Contributions Program

Telefilm — Canada New Media Fund




Telefilm Great Canadian Video Game Competition — Special competition, which may or may
not be available in future.

Scientific Research and Experimental Development Tax Incentive

(MB) — New Media Interactive Digital Media Fund — Professional Development and Market
Attendance Assistance & Industry Assistance

(ON) — Ontario Interactive Digital Media Fund
(ON) — OMDC Entertainment and Creative Clusters Partnership Fund

(QC) — Multimedia Experimentation Fund (feasibility study, market study, business plan,
prototype, funding search)

(PEI) — Wireless Technology Development Fund

(PEI) — LaunchPad Business Start-up Program

(MB) — Manitoba Interactive Digital Media Fund — Product Assistance
(QC) — Multimedia Experimentation Fund — coaching and support advisory assistance

(NS) — Nova Scotia Film Development Corporation: New Media Project

(BC) — New Media Venture Capital Program
(MB) — Manitoba New Media Production Grant
(ON) — Ontario Interactive Digital Media Tax Credit

(PEI) — Innovation and Development Tax Credit

Bell Broadcast and New Media Fund
Quebecor Fund — Main Production Assistance Program

Telus Multi-Screen Challenge




Telus Innovation Fund
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Eligibility criteria for companies and products vary depending on the program. The most common
eligibility requirements for provincial, federal and private funding programs are listed below.
Eligibility criteria for financial assistance from venture capitalists and “angel” investors are not
included in this review.

Companies applying for provincial funding must meet residency requirements of the province in
which they are applying for funding. Other common provincial and federal eligibility requirements
dictate that the company must be:

An incorporated Canadian company;

Canadian-owned and controlled,;

In operation and headquartered in the province or in Canada;
A small to medium-sized enterprise (SME); and

A for-profit company.

Product eligibility requirements vary depending on the source of the fund. For example, funding
provided by Bell Broadcast and New Media Fund requires that a product must be related to a
television or film project, while the NRC-IRAP and Multimedia Experimentation Fund require the
projects to incorporate technological innovation.

Eligible new media products generally must meet the following requirements:

New media products must be interactive and contain a combination of the following elements:
sound, text, animation, graphics, still images, and live-action video for the purpose of
entertainment, education or information.

The product must educate, inform or entertain.
Content must not contain sexually explicit or excessively violent imagery.
Finished product must be made available in digital format through one or more of the

following media: CD-ROM, DVD-ROM, game cartridge, the Internet, a wireless device or
computer.




Company must own the intellectual property rights or have permission to adapt the material
for a new media platform.

The amount of allowable claimed labour expenditures varies by province. Tax credits are also
available to venture capitalists and “angel” investors who invest in new media companies in
British Columbia under the New Media Venture Capital Program. Additional notes:

Companies applying for provincial tax credits must be engaged in the new media industry in
that province.

Companies applying for SR&ED tax credits must be engaged in experimental development to
achieve technological advancement in creating new materials, devices, products, or
processes, or improving existing ones.

To qualify for the Manitoba New Media Production Grant, 25% of total salaries and wages
paid by the corporation must be paid to eligible Manitoba employees for work done in the
province.

In Ontario, companies eligible for the tax credit can be a Canadian corporation that is
Canadian or foreign-owned, but the company must have a permanent establishment in
Ontario.

In BC, eligible companies must not have more than 100 employees including affiliates; must
pay at least 75% of wages and salaries to employees who work in the province; and must be
substantially engaged in new media production.

Prince Edward Island provides a tax rebate equal to 35% of salaries and wages for
companies with a permanent establishment in PEI; they must also be engaged in interactive
development.
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For the most part, new media companies can download guidelines and application forms for the
various available funding sources in PDF or Microsoft Word format (20 out of 22 programs had
application forms available in downloadable format). Below is a list of the most common
application requirements:

Required documentation: Application form, project description, project budget, product demo
(if available), chain of title (proof of ownership rights to the intellectual property), certificate of
incorporation, and production schedule.

Deadlines: Applications must be submitted on or before the deadline designated by the
funding department. Late applications will not be eligible.

Forms: Tax credit applications require the appropriate Revenue Canada tax forms to be
submitted within a designated time after the completion of a project.
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The approval process varies depending on the funding program. Some of the most common
approval process features are:

Processing time: The average approval time for applications is approximately 7.5 weeks, with
the shortest at 14 days (Bell Broadcast and New Media — Fund Internship Program) and the
longest at 4 months (New Media Residencies: Research and Production).

Selection process: Approvals are generally reviewed by either a board of directors or through
a jury process composed of industry consultants.
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Reporting requirements vary depending on the funding program. These are the most common
types of reporting requirements new media companies can be expected to provide:

Cost reports during production — budget reports detailing actual and projected expenses and
revenues.

Progress reports during production — detailed reports that summarize activities,
accomplishments, setbacks and progress of the project. Reports can be required monthly,
quarterly or at other intervals outlined in the funding agreement.

Audited final cost report — detailed financial report of the project prepared externally by an
accountant.

Annual reports — follow up reports once the project has been completed. Annual reports may
be required up to three years after the delivery of a project.
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New media companies may find it difficult to obtain information for these reasons:

Misleading information: Two out of the 17 dedicated websites searched had misleading
information pertaining to funding programs for new media.

® The Canadian Independent Film and Video Fund (CIFVF) website states: “To support the
development of the non-theatrical industry by providing assistance for the creation of
films, videos, and new media projects that promote lifelong learning.” New media funding
information could not be located. A telephone call with a representative of the CIFVF
explained that new media projects were no longer funded, and the website had not been
updated to reflect the change.




® The government grants directory located on www.canadabusiness.ca states that “all” of
the programs listed do not have to be paid back; this is incorrect, as Telefiim has new
media funding programs that are repayable.

® An NRC-IRAP telephone representative contacted was at first unsure that the program
funded new media projects that were innovative in design. cited Frantic
Films as an example of a new media company which did receive funding through IRAP
for a technological software innovation. The telephone number of an Innovation
Technology Advisor (ITA) was then provided, but the ITA did not return our call.

Invalid URLs (bad links): Of 10 provincial government websites reviewed, one had an invalid
link to government grant information. The Government of Manitoba website
(www.gov.mb.ca) featured an invalid link to a listing of Canadian government grant programs.
The URL was inactive for approximately 2 weeks to 1 month, but had been active during
initial research. notified a representative at the Manitoba Government Inquiry
office by telephone of the problematic URL, of which they were not aware. The
representative explained the government was in the process of moving all the business
aspects of the provincial website over to www.canadabusiness.ca, and gave directions on
how to view the page on the new website. Without these directions, the government grants
listing could not be located again by navigating the menu choices available.

Funding programs not listed: Some funding program information is simply not listed.

® The provincial and federal government grants directory for Manitobans on the Canada
business website (www.canadabusiness.ca) does not list Manitoba'’s Interactive Digital
Media Fund or the Manitoba New Media Production Grant Tax Credit.

® The Manitoba New Media Production Grant Tax Credit is not listed anywhere on the
Government of Manitoba’s website under its Tax Credits and Tax Incentives area.

® Telefilm is listed on the government grants directory as Telefilm — Funds and Programs,
without mention of “new media,” fostering the assumption that funding is available for
television and film only.

Confusing website menu navigation: None of the 10 provincial websites featured links to
government grants or loan programs on the main page of their respective websites. Out of
the five provinces that have new media funding assistance, only the PEI provincial
government website provided a link to new media funding within two page hits. Out of 10
provincial government websites, only Manitoba returned a list of available government grants.

Ineffective search: The Canada Business website (www.canadabusiness.ca) has a search
feature to provide information for entrepreneurs. All of the available provincial and federal
new media grants and loans were entered into the search window (leaving out tax credits and
private sector programs), but only 3 out of 12 programs were retrieved by this method. The
programs found by the search were: Telefim Canada New Media Fund, Multimedia
Experimentation Fund, and NRC-IRAP.

Must be project-based: Eligibility criteria are primarily project-based, meaning that funds must
be used to develop a new media project and cannot be used to cover start-up or expansion
expenses.




Content restrictions: Two private sector grants and one provincial government grant require
the new media project to be related to a current television or film project. These are the Bell
Broadcast and New Media Fund, and Quebecor Fund (private sector), and a grant provided
by the Nova Scotia Film Development Corporation — New Media Project (provincial).

Not currently accepting applications: Ontario Interactive Digital Media Fund, Ontario
Interactive Digital Media Tax Credit, Multimedia Experimentation Fund. Telephone calls to
these funding program representatives confirmed that deadline dates would be forthcoming,
but that the funding departments are waiting on confirmation from the federal government.

Out-of-date deadlines posted: Telefilm Canada New Media Fund, Ontario Interactive Digital
Media Fund, Ontario Interactive Digital Media Tax Credit, and Multimedia Experimentation
Fund.

Application forms unavailable: Three out of the 22 available grants, loans and tax credits for
new media have no accessible application forms: Ontario Entertainment and Creative
Clusters Partnership, New Media Venture Capital Program (tax credit), and NRC-IRAP.

Consultation requirements: Six out of 22 available programs require consultation with a
representative before submitting the application: NRC-IRAP, New Media Venture Capital
Program, Manitoba Interactive Digital Media Fund, Wireless Technology Development Fund,
LaunchPad Business Start-up Program, and Multimedia Experimentation Fund.

Expression of interest (EOI): Only two programs require an expression of interest (EOI)
application to be submitted for an initial assessment to determine whether a full application
should be undertaken. These programs are the New Media Research Networks Fund, and
the Canada New Media Fund. EOIs can save companies unnecessary expense filling out
detailed paperwork and calculating budgets, because they can quickly rule out programs for
which companies are ineligible while expending minimal effort.

Turnaround time unknown: Eight out of 22 available funding programs do not provide
estimates of the turnaround time required by the approval process: Canadian Culture Online
New Media Research Networks Fund, NRC-IRAP, Trade Routes Contributions Program,
New Media Venture Capital Program, Entertainment & Creative Clusters Partnership, Ontario
Interactive Digital Media Tax Credit, Wireless Technology Development Fund, and
LaunchPad Business Start-Up Program.

Lengthy processing time: With approval processes averaging 7.5 weeks, new media projects
are in limbo regarding funding eligibility for almost two months.

Detailed financial reporting requirements may deter new media companies or individuals from
applying for funding, because of lack of experience in finance or business reporting.




Phase 2: Case studies

conducted case study interviews with top executives of five successful new
media companies across Canada to gain insight into their start-up and expansion funding
sources, revenue streams and growth initiatives.

The five companies studied are involved in the following new media sectors: digital entertainment,
interactive design, and wireless/mobility. Our preferred criterion for interviewing was that the
company should have been in business at least three years. A number of firms were asked to
participate in case study interviews, but very few agreed to do so. Therefore,

ultimately chose to include two firms that have been in business for just over one year but which
have already accumulated considerable industry experience.

The five companies who participated in the case studies may be described as follows (from their
websites):

Hothead Games (British Columbia) — Hothead Games is an interactive entertainment
company dedicated to creating and delivering innovative and engaging video game
experiences to as wide an audience as possible. The company seeks to create games with
the highest density of fun per development dollar by creating unique, addictive titles
specifically targeted to underserved markets. Hothead® approach combines veteran
experience, innovative production methodologies, and a keen awareness of the importance
of controlling distribution channels. This focus ensures we only make games that gamers
want. Founded in March 2006 and headquartered in downtown Vancouver, British Columbia,
Canada, Hothead consists entirely of industry veterans with a track record of creating games
that are both critically acclaimed and commercially successful.

BattleGoat Studios (Ontario) — BattleGoat Studios is a Canadian Software Developer
committed to developing leading edge “Intelligent Strategy Games” for the PC. Although
Supreme Ruler 2010 is the first PC title they have developed, their game design history dates
back to 1982. The design team firmly believes that Strategy Gamers are looking for more
sophisticated games that also remain fun to play. BattleGoat insists that their approach to
development will always emphasize an accurate, heavily researched environment assuring
players an entertaining and immersive game play experience.

Zu.com (Saskatchewan) — zu.com is a full service Internet boutique. We are specialists in
corporate development, investor relations, market intelligence, project management, and
Internet graphic design and development. Established in 1995, we are experts in the
systems we've developed and the applications we use. We win awards for the sites we build
and the environment and culture we've created.

Collideascope Digital Productions (Nova Scotia) — Collideascope Digital Productions is a
maverick producer of integrated television and new media. Located in Halifax, Nova Scotia,
we are the largest animation studio in eastern Canada. Our award-winning series are seen
around the world; our innovative new media projects attract users all over the World Wide
Web. We create original programming that marries creativity with new technology. By
continually striving to find new markets, new ideas, and new methods, we set trends rather
than respond to them.




Cambrian House (Alberta) - How would you unleash the ideas, talent and entrepreneurial
spirit of 6 billion people? Bring them together under one roof. Cambrian House is home to
the world® first crowdsourcing community: a diverse collective of creative, tech-savvy and
entrepreneurial minds. Cambrian House is Community Owned. We@e the first Web 2.0
company where members are owners.
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® Established by video game industry veterans in March 2006
® Located in Vancouver, British Columbia
® Creates products for the digital entertainment sector — video games

® Three projects in development: Penny Arcade Adventures: On the Rain Slick Precipice of
Darkness, The Gwabs, and Swarm

®  Currently in final round of Telefilm’s Great Canadian Video Game Competition
® Hothead currently employs 20 people

Having spent years developing video games for numerous companies in British Columbia, Mr.
Bocska left his position with a video game company and began working on the business plan for
Hothead Games with two other founding participants: a financier (still working in a part-time role
as VP finance) and a partnership advisor (no longer with the company). An associate at previous
company read the Hothead business plan and quit his job to take on this new venture. The
growth of the company at start-up was organic, like “a little faucet that was slowly getting turned
on.”

Mr. Bocska moved from Ontario to Vancouver ten years ago because of the latter location’s
access to a high-quality new media talent pool.

As “platform agnostics,” Hothead Games currently creates games for PC; once they have proven
themselves in the gaming market, they may find seek other platforms and markets. They have
not ruled out creating products for mobile wireless platforms or other new media sectors, but
currently their projects are directly concentrated on the PC / console platforms. Their first
product, entitled The Gwabs and set for release in 2007, is an innovative desktop fighting game
created with co-partners Cambrian House. Swarm is currently vying for the top prize in Telefilm’s
Great Canadian Video Game Competition. The first episode of their next project, Penny Arcade
Adventures: On the Rain Slick Precipice of Darkness, is slated for a first-quarter 2008 release.

Mr. Bocska feels passionately that in order to create a successful new media company, you must
first create an exciting and appealing company vision that everyone can buy into. Once you have
the vision and a clear plan for the future, it becomes much easier to find the right people to work
with, which in turn makes it easier to attract investors and co-development partners. Today, there
are more options for video game companies than there were even just a couple of years ago. In
years past, people generally had only two options when starting a new media company: a
development studio that does work for hire, or publishing.
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Mr. Bocska indicated that being a “work-for-hire” development studio was never considered.
Although viable to meet the expectations of some companies, Hothead Games considered the
traditional approach less suited to building lasting corporate value: the “work-for-hire” approach
means your company is basically a consultancy selling time, and “the company has no value
beyond the people that you have in the building.” The publishing route is very expensive to get
into and extremely risky in terms of return on investment (ROI) due to the high cost of video game
development.

Distribution and revenue streams will be established first through the company’s direct channels.
Hothead hopes to initially expand to other channels of digital distribution and, once those
opportunities have been sufficiently exploited, the decision will be made to move towards a retail
brick-and-mortar model, where the product is boxed and placed on shelves. They are looking
both at traditional and non-traditional retail avenues since the shelf space for PC games is
shrinking in retail stores such as EB Games, as more companies distribute their PC games
digitally and more space is provided for console games for the current generation of video game
consoles and handhelds.

It was the digital distribution model that created a whole new way of doing business and allowed
new media companies to create new models and approaches. Digital distribution (downloads via
the Internet) eliminates the manufacturing costs of boxes, CD / DVD-ROMS and manuals, and
the need for physical retail shelf space or stock space, while opening up availability and providing
the new media company with more profits than entering into an expensive contract with a
publisher.

One of the company’s founders put Mr. Bocska in touch with a finance person who was a retired
investment banker. This individual was looking for something “cool and fun to do.” The financier
was very interested, requested the company’s business plan, and invested shortly thereafter. Mr.
Bocska and his co-founders, as well as friends and family, also invested their own money in the
company.

Mr. Bocska was previously aware of various grants and loans available from the government,
specifically the National Research Council’s Industrial Research Assistance Program (NRC-
IRAP) and Telefilm, although in the past he was not aware that Telefilm was really trying to “turn
the heat up” on games. It was a priority to tap into these funding sources for the new company,
and they applied for and received several, including Telefilm’s New Media Fund, SRED tax
credits, Heritage Canada’s Trade Routes, and BC Film’s Travel Allowance for travel to the Game
Developer’'s Conference. Hothead Games is also in the final round of Telefilm's Great Canadian
Video Game Competition.




An aggressive growth plan is not in effect at Hothead Games, and this is a deliberate choice.
Hothead is using an outsource-heavy model where a small team of industry veterans can
“leverage” their experience (i.e., use vast experience to produce considerable results with small
labour force) throughout the supplier network. Every employee at Hothead Games, according to
Mr. Bocska, is expected to have the impact of three people through leveraging suppliers and
outsourcing. These suppliers and outsourced contacts are plugged in depending on the project.
Right now Hothead is a 20-person studio that is functioning as a 60-person studio. This approach
keeps overhead low and allows the company to have the best talent for each project, rather than
being limited by having experience in only one particular genre of gaming. Hothead has plans to
expand into an on-line distributor portal for independent games and, with this and other new
projects in mind, could see its workforce growing to 45 people over the next two to three years.

Hothead Games is creating smaller games with episodic content that are focused more on game
play than volume of content or next-generation graphics. This model allows the company to take
a game from concept to completion in approximately twelve months, whereas Mr. Bocska's
previous projects at other companies were taking two to three years, with much larger teams
(teams of 40 or more) and correspondingly elevated budgets. The average cost of projects at
present ranges from $1 million (ten-month development time, with a team of nine to ten people) to
$2.5 million (12+ months of development time, with a team of 15 people). The idea is not to
spend more money than necessary; rather, it is to prove that there is interest in a project. Once
there is interest, more episodes can be created and released.

Mr. Bocska has a favourable opinion of the various grants and loans in place, although he
recognizes that some, such as the Trade Routes grants, are currently over-used since there are
many companies applying and not enough money to go around.

He describes the application and approval process overall as a sort of “mixed bag” because the
different agencies and different sources have different approaches, with varying strengths and
weaknesses. Telefilm’'s New Media Fund was specifically mentioned as having drawbacks when
shopping a product around to a publisher. Telefilm holds a stake in the company’s profits which
may deter publishers who do not want to share a portion of their profits with another organization.

Mr. Bocska says that British Columbia and Canada in general have adequate infrastructure and
he does not have any reservations about working in any major Canadian city. He does feel the
new media scene in BC is at a bit of a disadvantage when compared to some of the new media
programs he has heard are available in Quebec. According to him, Quebec firms have much
easier paths to getting funding for projects; he would like to see support equalized.




Mr. Bocska thinks it would be “great” if someone could review all funding sources for their best
practices and make those the standard for all funders going forward. He believes that some of
them have some parts of this figured out, while others are still struggling. He suggests that, if you
picked out all of the best parts of all of the funding sources and combined them, it would yield one
amazingly easy and effective screening process.

He stated that in terms of the funding programs applied for and received, financing was timely
and generally delivered according to the timelines advertised.
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® Co-founded in 2000 by George Geczy and David Thompson

® Located in Ancaster, Ontario

® Game design history dates back to 1982 with the original Supreme Ruler

® Creates products for the digital entertainment sector — Intelligent Strategy Games

® Products released: Supreme Ruler 2010 (2005)

® Projects in development: Supreme Ruler 2020 (Q1, 2008), Supreme Ruler 1936 (TBA)
® Remains a small development studio with three full-time contracted workers

After operating a successful computer retail store in Ontario for fifteen years, with 40 employees
and sales of $14 million, Mr. Thompson and his partner made the decision to sell the business
and start a game development company, citing burnout as one of the major factors — long work
hours and not enough time with family. The other contributing element was a desire to create the
kind of games that both felt were lacking in the marketplace. With every new arrival of PC
games, the partners were disappointed that their needs as strategy gaming enthusiasts were not
being met, so they decided to take a pro-active approach and create a game that they would want
to play.

The company began with two employees and still remains a small development studio with three
full-time contracted workers. Having already operated a SME, the partners “vowed never to have
employees.” They have hired other people in the past and dabbled in co-op placements for
certain projects, but to keep the vision of the company focused, they wish to remain a small
development studio.

The founders’ game design experience dates back to 1982 when they created the first version of
Supreme Ruler on the Radio Shack TRS-80. This game proved to be extremely important for the
future creation of their company, BattleGoat Studios, officially founded in 2000.

The first year post-launch was spent developing the focus of the game entitled Supreme Ruler
2010 and researching what other games had to offer, what game publishers were available, and
how the industry operated in general, by attending specialized events like the Electronics
Entertainment Expo (E3).




Having initially spent a couple of years intensely researching subject matter for the Supreme
Ruler 2010 game (most of which can be used in future iterations of the franchise), and retooling
the game’s graphical user interface (GUI) four times, Mr. Thompson indicated that the entire
development cycle of the company’s first game would be around five years. The next title,
Supreme Ruler 2020, is scheduled for a Q1 2008 release and has a year-and-a-half dedicated
development cycle, with Supreme Ruler 1936 in line thereafter as the third intelligent strategy
game.

To generate interest in and awareness of Supreme Ruler 2020, BattleGoat Studios will release a
demo “when it's ready.” The existing base of Supreme Ruler 2010 users are eagerly anticipating
its arrival and hope to take part in the beta test, according to Mr. Thompson.

BattleGoat Studios currently has no plans to develop for other new media sectors. There is some
interest in developing a massively multiplayer on-line role playing game (MMORPG) of the
Supreme Ruler series; however, the company currently does not have the resources for that kind
of undertaking.

There are no future plans to sell the intellectual property to another company, but “if the price was
right” and they felt that “it was time,” anything would be possible.

Although BattleGoat’'s founders had sold the computer store, they still maintained ownership of
the building that the business was in, so they were able to live off monthly rental income while
starting their game development company. Start-up resources for BattleGoat Studios came from
the sale of the business and the rental revenue. As well, both partners agreed to forgo earning a
salary.

At start-up, Mr. Thompson had some knowledge of the R&D tax credits that were available. The
founders were not convinced that these programs would apply to gaming, but his partner had
applied for NRC-IRAP funding for a different project in the 1990s. They were not initially aware of
funding for the new media industry specifically, but later learned about funding available through
Telefilm during visits to E3.

Hewing closely to their vision, company expansion for upcoming releases will depend on the
success of Supreme Ruler 2020. Outsourcing — rather than adding more bodies to the space
occupied by the current five-person team — is seen as a very viable solution going forward.
Increasing the production values of Supreme Ruler 1936 with regard to cut scenes and music
would be one of the reasons to look for outside help, but is dependent on the success of their
next title. Mr. Thompson feels the consensus within BattleGoat Studios is that Supreme Ruler
1936, a strategy game based on World War II, would be their most profitable title, given the
popularity of the subject matter within the gaming community.




BattleGoat Studios is a self-professed “unusual case” in that their vision is to not lose focus and
try to expand, but rather to keep the company “easy to control” and manageable. Mr. Thompson
feels some companies try to expand too quickly and exceed their financial capabilities, and then
become willing to sign any agreement with a publisher, no matter how bad, just to cover their
payroll for the next two months. BattleGoat is comfortable remaining a developer of PC titles,
believing that console development start-up costs are exorbitant due to the cost of developer kits
for the various consoles (Xbox 360, PlayStation 3, Wii, etc.), as well as the authorization and
licensing fees to develop products for the home system market.

BattleGoat Studios’s expansion plan depends on revenues generated through software sales,
rather than through funding.

Last year, BattleGoat Studios applied for a $100,000 grant from the Ontario Media Development
Corporation (OMDC), which had $500,000 available to allocate. Five of 27 applicants were
awarded funding of $100,000 each; however, BattleGoat was not one of the recipients. They
knew going in that the OMDC situation was much different from Telefilm, and that funding was
extremely limited. The OMDC told BattleGoat that if they were able to fund one or two more
projects, BattleGoat’s would have received funding, but it was not clear to Mr. Thompson whether
OMDC said that to all rejected applicants. Also, Mr. Thompson and his company were confused
as to why they were not approved, as they had an established franchise, a fan base and another
game iteration that would have a relatively short development time. Out of all reviews of
Supreme Ruler 2010, only one was bad; meanwhile, the game received two nominations from the
Canadian Awards for the Electronic and Animated Arts.

Funding for BattleGoat Studios is internally provided, exclusively by the two co-founders from the
sale of the computer retail business, rental income, sale of the building, and sales from Supreme
Ruler 2010 (which was not significant due to a publishing problem).

The development cost for Supreme Ruler 2010 was about $200,000, while the cost for Supreme
Ruler 2020 will be less due to its shorter development cycle. BattleGoat Studios distribution plan
for 2020 is to self-publish using digital distribution. Retail shelf space for PC games is dwindling
and it is very difficult to obtain space in retail outlets. Developers pay a much smaller percentage
of sales revenue (10%) to on-line digital distribution companies, which translates into bigger
profits. BattleGoat Studios bought back the publishing rights to their first game from the initial
publisher, and sells approximately 30 to 40 copies of Supreme Ruler 2010 per month including
digital distribution as well as boxed copies delivered by regular mail.

The company did not apply for Telefilm funding initially because, after researching previous
recipients, they felt the fund was set up for products not intended to make money. Mr. Thompson
still feels that most of the projects funded by Telefilm are side projects of companies that are
“siphoning” the money for use elsewhere, and “never see the light of day.” The company likes to
underline this point by joking about creating a "Springtime for Louis Riel* game (mimicking The
Producers’ satiric faux-Broadway-musical concept) for which they would apply for Telefiim
funding, only to use the funds for another project that would not be a sure-fire critical and financial
flop.




Mr. Thompson believes that there are a couple of provincial governments — British Columbia and
Quebec - that are over-funding the industry in Canada, while other provinces are relegated to
dabbling in new media. Many Canadian developers are being wooed to Vancouver and Montreal,
causing a “brain drain” of talent in under-funded provinces. BattleGoat Studios was approached
by PEI to move operations to the Maritimes in hopes of strengthening the new media sector
there. The offer included building a location and furnishing it, as well as paying for 50% of staff
wages. BattleGoat Studios declined because they felt “there wasn't a lot going on in PEI” and
they would have trouble convincing their families to move.

In the latest round of applications, BattleGoat Studios applied for Telefilm’s New Media Fund and
was denied funding. BattleGoat decided to apply to Telefilm since they had already completed
most of the paperwork for their OMDC application. Mr. Thompson was confused about why their
project was not funded, since few successful applicants on the list had ever released a physical
commercial product before, whereas BattleGoat shipped Supreme Ruler 2010 in 2005. Mr.
Thompson sent a letter to Telefilm, which he carbon-copied his local Member of Parliament (MP).
He maintains Telefilm responded in a way that was more for the benefit of the MP, rather than
addressing the concerns raised in his letter. Mr. Thompson remains at a loss to name a
commercial success that has been funded throughout Telefilm’s involvement with the new media
industry.

With regard to the advantages of the new media industry in Canada, Mr. Thompson suggests that
Canadian colleges and universities are able to provide a lot of new media talent, albeit
inexperienced at first. His feeling is that education feeds the industry, and that is why British
Columbia has come out ahead because of its Emily Carr Institute. Also, the BC film industry was
the first to “jump on the bandwagon” and get behind the gaming industry in that province. Mr.
Thompson noted that one of the colleges in St. Catharines, Ontario (he did not specify which) is
creating a full motion-capture studio/facility which will be available to gaming and film. This will
help to promote the industry further in Ontario. Working in Canada as a whole is a positive and
rewarding experience, and he feels that he would never want to work anywhere else. The
accessibility of members of the OMDC and Interactive Ontario (I0) has been extremely valuable
to his company.

Mr. Thompson believes that to promote the industry in Ontario, the Ontario government is very
interested in having a large development studio such as Electronic Arts or Ubisoft set up shop in
that province. It would be a quick way to expand the industry in terms of job creation. However,
it is very cost-prohibitive and therefore other more organic means of attracting the industry to
Ontario are being investigated.

Mr. Thompson feels that, if a new media project was intended to make money, Telefilm’s initial
funding formula was not very attractive due to the percentage of revenue Telefilm was entitled to.
He recognizes that Telefilm has since changed its terms and put a revenue cap in place, which
makes Telefilm funding more attractive.
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® Co-founded in 1995 by Ryan Lejbak and Tony Zuck
® Located in Saskatoon, Saskatchewan

® Creates products for the interactive design sector: websites, mobility and software
applications

® Expanded from a two-person team to thirty-five full-time employees and one part-time
freelancer who works out of province.

Mr. Lejbak and his partner recognized and anticipated the need for website developers in 1995,
just as the Internet really began to take off. In the fall of 1995, it was an election year and many
candidates were looking to increase their exposure with a Web presence. zu.com were able to
get several website development deals from this.

The company can provide the same level of service that companies in Toronto and Vancouver
offer, but with lower production costs due to the lower cost of living and labour in Saskatchewan.
Due to the electronic nature of the business, there has not been any real reason to relocate to a
larger centre.

While there is the opportunity to operate “satellite” teams located in various parts of the globe, Mr.
Lejbak believes that keeping the employees working in-house builds a stronger company in the
long run due to the ability to share knowledge and techniques with each other.

Mr. Lejbak says that Canada is “about one year away” from experiencing the mobile “boom.”
People in Asia are using cellular telephones to surf the Web “all the time.” He states that, as a
global company, you have to be aware that Web browsing on cell phones is growing rapidly in
other countries even though North America may not be currently experiencing this.

Ninety-five percent of zu.com’s revenue comes from development, but they also have ongoing
revenue from a product used by police departments to track false security alarms.

Future projects include a stronger focus on business applications for mobile telephones. The
company is also interested in developing cell phone applications, as well as Web 2.0 features for
mobile. Mr. Lejbak suggests that the future of the industry will revolve around the ability to surf
the Web wirelessly on mobile telephones, PDAs, Apple’s iPhone and laptops. Saskatchewan will
be introducing free wireless into its cities shortly, which will encourage the growth of the industry.

zu.com is a privately owned company and wishes to remain so, unless the right offer came along.

A printing company owned by the co-founders enabled them to have some operating cash flow at
start-up. They used their own money to launch the business initially. The costs at outset were
relatively small since Web design requires fairly minimal office equipment (PCs, software, desks,
telephone, etc.). As well, they each received only a modest salary during the first year.




zu.com hired staff as soon as they could to get more expertise in a variety of fields. An
opportunity came in the form of a travel and tourism website development deal. This award-
winning website garnered attention from the City of Saskatoon and the City of Regina, and
resulted in some significant new clients for the company.

Although Mr. Lejbak was not aware of grants and loans when the company was founded in 1995,
zu.com has since used the Job Start Future Skills program available from the Saskatchewan
provincial government. This program encourages hiring recent graduates and training them.

zu.com has experienced a few expansions over the history of the company. The biggest came in
2000/2001 when the company doubled in size. In the last year-and-a-half, the company has
doubled again. Expansion funds were provided by operating cash flow. Mr. Lejbak says that the
company continues to grow: revenue has doubled within the last year and they expect more
growth this year. The company will be expanding further and is in the construction phase for a
new building. zu.com will rent out its old building when they move to the new building. The
company used cash flow and bank loans to purchase their buildings.

Projects created by zu.com take on average from three to six months, and have a wide “five-
figure” range in their development costs, depending on the scope of the specific project.

Mr. Lejbak is aware of the Travel Assistance Fund, which can be used to pay travel expenses for
companies attending new media events and conferences. However, the money in this fund is
what is left over from the SaskTel New Media Fund and, when it is gone, the Travel Assistance
fund will end.

Mr. Lejbak feels that the biggest challenge to starting a new media company is finding skilled
employees that have some business sense. He stated that it is easy to find people who are
extremely skilled in Photoshop or Web programming, but they lack business “savvy.” Companies
with a vision that goes beyond their local market and focuses on the international market have a
greater chance of success.




zu.com used the Scientific Research and Experimental Development (SR&ED) Tax Credit last
year to fund research in and development of innovative software. Mr. Lejbak also used NRC-
IRAP funding to hire a marketing person for the company three or four years ago. IRAP paid
50% of the marketing employee’s salary for the first and second year and 25% in the third year.
This was part of an international marketing program which allowed the company to get
international marketing for their software applications. Mr. Lejbak says that, for the most part, the
program was successful in attracting some clients from outside Canada. Mr. Lejbak’s experience
working with the Industrial Technology Advisor (ITA) from IRAP was very positive: “...the local
IRAP reps are awesome and same with the Industry Canada people. They are really good to
deal with. You can just pick up the telephone and call them. They'll give you advice. They'll go
for lunch with you. They'll help you fill out the applications. The ITAs will also let you know
whether your project has a chance, so you won’t waste a lot of time initially.”

Mr. Lejbak found the IRAP application forms easy to work with, and not nearly as labour intensive
as Telefilm’s. He cited examples of new media companies that have staff employed full-time
simply to fill out funding application forms.
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® Business started in 1995.
® |ocated in Halifax, Nova Scotia.

® Creates products for the digital entertainment and interactive design sector: animation
and websites.

® Started as a two-person team and has expanded to 20 “core” employees. Long-term
contract employees brings the company roster to 100 people (in-house).

® Produces interactive content for established film and television projects and has an
animation studio which produces content for television.

Mr. Kuttner suggests that the revenue earned from new media is still evolving. Revenue from
website games tied to television productions might come from package distribution deals that
involve selling the show and the related website / game to foreign markets. Advertising revenues
are possible through specific partners of the television component, and there might be ancillary
revenues for the overall property generated from a product based on the concepts and characters
that are new-media-based. Revenues from the television component of Collideascope have
remained the same over the last few years. New media revenue has fluctuated up and down, but
within the last six to twelve months, more opportunities have arisen in this sector. Mr. Kuttner
feels the new media will continue to grow over the next few years.




The company is always on the lookout for niche opportunities with new technologies that they can
exploit, but Mr. Kuttner is reluctant to get into development for mobility. He feels that, although
mobility is the “sexy topic” these days, there is not enough of this going on in Canada to justify
taking the leap into developing for this sector. Collideascope will focus on projects linked to
broadband.

Current projects include the new season of the animated series Delilah and Julius among other
animated shows, an MSN application for Microsoft, and a few content-based new media projects
with various television production companies in Toronto, Montreal and Nova Scotia.

Mr. Kuttner prefers that the company remain independent, but if the right deal came along, he
would “definitely take a look” at it.

Mr. Kuttner says the support for the television aspect of the business and the renewed support for
the new media side has played a large role in why Collideascope remains in Nova Scotia. Most
of the company’s clients are not located in the Maritimes, which means a lot of travel to Montreal,
Toronto and New York.

Mr. Kuttner says that he and his co-founder “boot-strapped it” to raise the capital to start the
company in 1995. Along with a $5,000 investment from a friend, the co-founders invested about
$300 of their own money “to buy some letterhead,” and used their own personal computers as
equipment. For the first 18 months to two years, the co-founders were working at other jobs, so
they were able to funnel all of Collideascope’s revenue back into the business. For the first four
months, they worked out of their homes but were soon able to get a substantial contract which
allowed them to rent an office.

During start-up, Mr. Kuttner was not looking into grants or loans, but a few years later the co-
founders were able to tap into Telefiim’s Canada New Media Fund. They had a rudimentary
understanding of the application process, having had some experience on the television side of
the industry and did not find the application process difficult. At this same time, they had applied
and received funds through the Nova Scotia Film Development Corporation (NSFDC). Generally,
the funds were received from Telefiim and the NSFDC within the time limits specified. Mr.
Kuttner is aware of a Nova Scotia new media tax credit that is currently tied to television shows,
but suggests that it may one day be converted into a program which can be taken advantage of
by new media companies not involved with television properties. He is also familiar with NRC-
IRAP, but Collideascope have not worked on a production to date that suits all of IRAP’s
mandates.

Expansion was possible through loans from the Atlantic Canada Opportunities Agency, the
Business Development Bank of Canada and loans through personal banking institutions. Mr.
Kuttner says that the company is comfortable at 100 employees, with a focus on developing
interesting projects rather than growing just for the sake of growth.
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Website development for smaller projects can take anywhere from 30 to 45 days. Generally,
these are service jobs and are not funded via outside sources. These projects cost between
$15,000 and $40,000. The development time for one of Collideascope’s latest website games
was approximately 18 months. Larger new media projects can cost upwards of $500,000.

For animation projects, Collideascope prefers to quote on the entire show, preferring to handle
the entire run of episodes. A thirteen-episode project runs “upwards of a few million dollars”
depending on how it is produced.

In the early days of the business, there were a couple of occasions where cash flow was
extremely limited. During these times, spending was kept to an absolute minimum. On one
occasion, the company made the difficult decision of letting go some employees.

Mr. Kuttner says the biggest challenge to starting a new media company in Nova Scotia is the
lack of a local market. The critical mass of companies looking for new media creation is not
located in Nova Scotia, and he suggests that larger centres like Toronto and Montreal would
provide clients looking for new media services.

Locating talented skilled workers is a challenge in Nova Scotia. There are not many institutions
providing education in the new media sector and the ones that promise the student will “learn
everything about new media in one year” are not creating effectively-skilled applicants.
Collideascope looks for trained classical animators and “real programmers and designers” who
have gone to “proper art / design schools,” rather than those who have graduated from the
aforementioned one-year institutes. The company has hired out-of-province employees, more for
the animation/television side than for the new media side of the business. Mr. Kuttner indicates
that they have hired employees from coast-to-coast.

Mt. Kuttner did not specify funding best practices during the interview.
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® First investment meeting November 2005

® |ocated in Calgary, Alberta and Mountain View, California.




® Cambrian House uses crowdsourcing, in which a web community allows “businesses or
individuals to harness the wisdom and participation of crowds for commercial purposes.”

®* As of May 2007, Cambrian House employs slightly fewer than 30 people.

Mr. Sikorsky has years of experience in start-up companies. Although he was not really looking
to start another company in 2005, he felt that the concept of Cambrian House was ultimately so
transformative that he was convinced that he had to do it.

Cambrian House is not a traditional new media company. Its website encourages visitor
participation, idea development and creation through “crowdsourcing” members submit ideas
(software-based or otherwise); other members can support the idea and offer their expertise in a
variety of fields; and members can provide instant feedback, improvements, advice, etc. All
aspects of a project, including conception, development, financing and marketing can conceivably
be accomplished through the crowdsourcing model. Cambrian House products include:

Prezzle.com: A Web service solution for gift-wrapping on-line gift cards.
Gwabs: A two-player on-line desktop fighting game.

Filmlot.com: A community-based website where members can create their own virtual film lot
and micro-finance their film.

Robinhoodfund.com: Members post their financial wishes, whether “naughty” or “nice.” The
community votes on which wishes they believe deserve to be fulfiled. Members can donate
directly to support wish fulfillment if they desire, but at no time is there a fee for using the site.
The most-viewed wish on the “naughty” side and the most-viewed wish on the “nice” side are
each granted weekly.

Cambrian House’s projects are never considered complete and do not receive launches. From
the moment they go “live,” they are in constant maintenance mode, being tweaked, upgraded and
enhanced.

Mr. Sikorsky says that, while Internet companies have access to their customers all over the
world, having a global presence is the key to a company’s success and survival. Cambrian
House has headquarters in Alberta and California and company employees spend a great deal of
time travelling to meet face-to-face with their clients.

Cambrian House currently does not generate much money, at this point having made about
$100,000, which Mr. Sikorsky calls “serendipitous revenue.” Their revenue stream model is
comprised of three factors:

Advertising and sponsorship dollars.

Transactional fees: Cambrian House will take a financing fee of 4% to 6% of any financing a
product raises through the service.

Shares in portfolio companies or products that become marketable.

Cambrian House is described by Mr. Sikorsky as “agnostic” about the new media concepts and
companies it will help develop. As long as the product is consumer-focused, new media-based
and can be distributed digitally, it will be considered. Cambrian House will always seek to partner
with experts in the new media field / sector that a new product is affiliated with.




Upcoming products include a partnership with a television studio (that could not be named at the
time of the interview). Cambrian House is also working with Venture Fund. They executed a
successful viral marketing campaign for the launch of Cambrian House which involved delivering
1,000 pizzas to Google headquarters in Mountain View, California. While the sous-chefs at
Google were less than impressed, the stunt managed to get the company a great deal of
exposure, including on the front page of digg.com and a YouTube video that has been viewed by
over 50,000 site visitors.

Mr. Sikorsky asserts that Cambrian House maintains a “30-year vision.” He would like to see the
company reach their long term goals, but ultimately the shareholders will decide whether or not to
take the “right offer” that may come along at any point over the 30 years.

According to Mr. Sikorsky, the company is atypical when compared to other companies in
general. In his words, “there is no hierarchy in the capitalization of the company. “If you look at
the capitalization of the company, it looks like a whole team of co-founders. Everyone bought
stock, including the investors, including the staff and myself. We all bought our stock at the same
rate and same class. It's a very decentralized and very elusive hierarchy.”

Prior experience provided the knowledge base to create a business structure that is very investor-
centered from day one. Cambrian House was Mr. Sikorsky's fifth start-up. From his first investor
session in November 2005, he had by the end of January 2006 closed the first round of financing
and raised close to six million dollars. The company “hit the ground running” in February 2006
with an external board of directors and ten team members who had also invested in the company.

The company has been in constant growth. While Cambrian House may remain at 30 to 35
employees, the growth and expansion of Cambrian’s portfolio companies, such as prezzle.com,
Gwabs, robinhoodfund.com and other projects, is expected to bring the total employee roster to
approximately 100 at the end of 2008.

Average product costs vary, due to the nature of the creative process at Cambrian House.
Filmlot.com cost approximately $250,000 from concept to completion.




Mr. Sikorsky has always been aware of government grants and loans, but maintains that he has
not used them in the past because the process is so slow he can raise money through individuals
and the private sector much faster than the government can write cheques. Over the last twelve
years as an entrepreneur, he sometimes regrets that he has not exploited government funding
programs (grants, in particular). Mr. Sikorsky says that, as a corporation and/or as a culture, “we
are fierce executers and we starve ourselves for time.” The slow pace at which the government
operates is just not feasible to move projects forward at the rate entrepreneurs like him desire,
especially when attempting to start a new business. According to Mr. Sikorsky, the process of
raising financing in the private sector is as follows:

® Company says how much money they need.

® Company explains why.

® Company provides the evaluation.

® The cost of shares is provided to potential investors.

® Company asks “Do you want to write a cheque? Yes or no?”
® |f the answer is yes, money goes into the bank account.

Mr. Sikorsky states that the government process is just not as efficient by comparison.

Mr. Sikorsky sees Alberta as having a great entrepreneurial spirit and accessible capital. Alberta
is fertile ground for starting up any type of company and competition for Internet-based
companies is limited. This is especially advantageous for hiring great talent. Mr. Sikorsky says
that the core talent they do hire does not come “pre-baked” (prepared to meet the technical
challenges Cambrian House provides), since not many companies are doing what they are doing.
They are willing to hire people from anywhere in the world and let them work as satellite
employees, but find that the best workers are from Canada.

Overall, Mr. Sikorsky is aware of government funding programs, but has never applied for any.
They are considering applying for some loans or grants in late 2007 or early 2008 because the
company is more stable and would not be dependent on the success of its application.




Phase 3: Funding survey

( # ( )
The location and principal products of the firms surveyed are shown in the two Figures below.

Figurel LOCATION

Province %
Ontario 34%
Manitoba 19%
British Columbia 15%
Alberta 15%
Quebec 11%
Nova Scotia 4%
Saskatchewan 2%

Figure2 TYPE OF PRODUCT DEVELOPED IN THE NEW MEDIA INDUSTRY

Type of product %

Interactive web design 7%
Digital entertainment, including video games 55%
e-Learning 45%
Digital film, including special FX 34%
Edutainment 32%
Other software applications 23%
Applications or games for cell telephones or PDAs 11%
Print media / graphic design 9%
Serious games 8%
3D products 4%
Other 8%

Note: Percentages exceed 100% when summed because multiple responses wer e accepted.




New media companies were asked the length of time their firm has been in business. R
appear in Figure 3.

Nearly half (49%) of all firms have been in business from 7 to 10 years. The average

esults

is 8.3

years. Four percent have been in business for less than one year, and 6% have been in

business for 16 years or longer.
Figure3 AGE OF NEW MEDIA COMPANIES

For how long has your company been in business?

Mean: 8.3 years
Median: 8.0 years
23% 26%
o o 15%

4% 8% 9% 9% 6%
— [ | [ | —
Lessthan1l 1yearto 3yearsto 5Syearsto 7yearsto 9yearsto 1lyearsto 16 years or
year lessthan3 lessthan5 lessthan7 lessthan9 lessthan 11 less than 16 longer
years years years years years years

Firms were asked to indicate how their company currently generates revenue. Responses are

shown in Figure 4.

Fee-for-service arrangements are by far the most common method of generating revenue: 85% of
firms use this method, usually by creating content for other companies. Selling of retail product
and licensing fees for software applications are the next most common revenue sources, at 13%

each. Web design (9%), downloadable software for a few (6%), and web-based adve
income were also cited as revenue sources.

Figure4 METHODS OF GENERATING REVENUE

rtising

Method %

Fee-for-service (creating content for other companies) 85%
Selling of retail product 13%
Licensing fees for software applications 13%
Web design 9%
Downloadable software for a fee (games, mobile) 6%
Web-based advertising income 6%
Other 6%

Note: Percentages exceed 100% because multiple responses wer e accepted.




New media companies were asked how many full-time employees they employed at start-up.
Results are presented below in Figure 5.

Over 70% of the businesses surveyed indicated they employed 1 to 2 employees at start-up.

Sixteen percent had 3 to 5 employees, while 11% percent had 6 to 10 employees. Just 2%
employed ten or more at start-up.

Figure5 NUMBER OF FULL-TIME POSITIONS AT START-UP

How many full-time equivalent employees did your company employ at start-up?

Mean: 3.3
42% Median: 2.0
30% Sum: 175.0
8% 11%
4% 4% 204
| | | | | | |
1 2 3 4 5 61t0 10 10+

Firms were asked how many full-time employees they currently have on staff. Responses are
shown in Figure 6, below.

Almost one quarter (23%) of the companies surveyed indicated they have one full-time employee.

Thirty-six percent have 2 to 5 people employed full-time. The mean is 17.9 employees. Six
percent (three firms) employ 50 or more full-time staff.

Figure6 NUMBER OF FULL-TIME POSITIONS TODAY

How many employees does your company employ today on a full-time basis?

Mean: 17.9
Median: 4.0
Sum: 949.0
23% 17%
1% gy 9% 8% % 6% g 6%
B = = B3 = =

1 2 3 4 5 6t010 11to20 21to30 31to50 50+




Data on annual growth rates, as measured by numbers of employees, was collected. Figures are
shown in Figure 7.

Thirty-seven percent did not experience any growth, while 43% saw their workforce increase by

up to 25% annually. Twelve percent saw an increase of 26% to 50%, and 8% of new media
companies experienced annual workforce increases of over 50%.

Figure7  ANNUAL EMPLOYEE GROWTH RATE IN THE NEW MEDIA INDUSTRY

Mean: 15%
Median: 8%
43%
37%
0,
12% 8%
0% or negative growth 0% to 25% 26% to 50% More than 50%

Note: Percentages may not total exactly 100% dueto rounding.
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Development time for new media projects varies greatly depending on the product.
speaking, console video games will require a much longer development cycle than an interactive
website or mobile game. The companies surveyed represent a wide range of new media sectors
and the length of time indicated is from product creation to revenue generation. The average
development times are shown in Figure 8.

Forty percent of firms indicated development periods of 50 days or less. The average is 122 days
or approximately four months. Ten percent create products that require a development cycle of

#o#

at least 300 days (10 months) or more.

n #

Figure8 AVERAGE LENGTH OF PROJECT CYCLE
What is the average amount of time from development to revenue generation of
your projects?
Mean: 122 days
Median: 60 days
40%
28%
12%
4% 6% 4% 6%
I N I N
50 days or 51 to 100 101to 150 151t0200 201to300 300to 400 Longerthan
less days days days days days 400 days

Note: Responses of “Don’t know / refused” were excluded. (N=50)

Generally



The type of new media product and its development cycle play a large part in overall production

costs. Average development costs are summarized in Figure 9.

Nearly two-thirds (64%) of the companies surveyed create new media projects that have budgets
of $50,000 or less. One in ten firms (10%) have average development costs of $50,001 to
$100,000 per project. Roughly one-quarter (24%) have project development costs of $100,001 to
$500,000, and just 2% (one firm) report average development costs were more than $500,000

per project.

Figure9 AVERAGE PROJECT DEVELOPMENT COST

What are the average development costs for your new media projects?

Mean:

$90,176

Median: $15,000

32%
2204 24%
10% 10%
[ 1] [ 1] 2
|
$5,000 or less $5,001 to $10,001 to $50,001 to $100,001 to More than
$10,000 $50,000 $100,000 500,000 $500,000

Note: Responses of “Don’t know / refused” were excluded. (N=41)
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Companies were asked if they had experienced a lack of funding within the last five years that
resulted in the cancellation of a project in the development stage. Responses are shown in
Figure 10.

Forty-four percent of the companies surveyed had never encountered this, while 56% had. Forty-

six percent had cancelled from 1 to 5 projects because of lack of funding within the last five years.
Some 6% had discontinued 6 to 10 projects, and 4% shelved more than 10 projects.

Figure 10 NUMBER OF DISCONTINUED PROJECTS DUE TO LACK OF FUNDING

Within the last 5 years, how many projects have you been involved with at the
development level which were discontinued due to lack of funding?

Mean: 2.0
Median: 1.0
44% Sum: 100
14%
2 10% 6% 4% 6% 4%
’—‘ ’—| | | | |
0 1 2 3 4 5 6to 10 More than
10

Note: Responses of “Don’t know / refused” were excluded. (N=50)
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Firms were asked where the founding members of their company received the capital for start-up
and expansion. Answers are summarized in Figure 11 (start-up funding sources appear in the
middle column and expansion sources in the right-most column).

Ninety percent of the companies indicated personal means was the initial funding source, but only
13% said the same held true for expansion. Company earnings or equity from the business was
the primary source of expansion revenue, according to 60%. Financial institution loans were
used by 12% of companies at start-up, and by 17% during expansion. Provincial and federal
government grants and loans as well as “angel” investors were each sources for just 4%. One
quarter (25%) of new media companies were not yet ready to expand at the time of surveying.

Figure 11 START UP AND EXPANSION FUNDING SOURCES

Funding sources Sources_of start-up Sources qf expansion
funding (%) funding (%)
Personal (investments, savings, credit card) 90% 13%
Financial institution loan 12% 17%
Company earnings or equity - 60%
Love money (friends / family) 6% 4%
Provincial government program 4% 0%
Federal government program 4% 4%
“Angel” investor ($1K - $1 million) 4% 4%
Venture capital ($1 million +) 0% 2%
Not yet at expansion stage - 25%

Note: Percentages exceed 100% when summed because multiple responses wer e accepted. Responses of “Don’t
know / refused” were excluded. (Start-up N=52; Expansion N=53)




New media firm representatives were asked about the level of difficulty in locating and securing
funding at start-up and expansion. Responses are shown in Figure 12.

Almost one-quarter of those surveyed have never looked for start-up funding (24%); the same
proportion has never looked for expansion funding (23%). Nearly as many respondents reported
that finding start-up funding was “very” difficult (35%) as said the same about expansion funding
(36%). Roughly one-third (31%) said finding start-up funding was “somewhat” difficult, while
slightly more (36%) indicated the same for expansion funding. Ten percent said it was “easy” to
find start-up funding, but only 5% said that was true of expansion funding. These results indicate
that the difficulty of locating funding is about the same whether the funding is wanted for start-up
or expansion.

Figure 12 LEVEL OF DIFFICULTY IN LOCATING FUNDING

Would you say it was very difficult, somewhat difficult or easy to locate ...

B Very difficult

[0 Somewhat difficult
O Easy

[ Never looked

35% 310 36% 36%
(

24% 23%

10%

5%

Start-up funding? Expansion funding?

Note: Responsesof “Don’'t know / refused” were excluded. (Start-up N=51; Expansion N=39)




New media firms were asked how important it is for government agencies involved with new
media funding to have a clear understanding of the industry and its current direction. Results are
shown in Figure 13.

Three-quarters (77%) felt that it was “extremely” important, and one-fifth (19%) thought it was
“somewhat” important for government funders to understand their industry. Only 4% said it was
somewhat unimportant.

Figure 13 IMPORTANCE OF UNDERSTANDING THE INDUSTRY AND ITS DIRECTION

How important is it that the government departments involved in new media
funding have a clear understanding of the industry and its current direction?

[ Extremely important
96% [0 Somewhat important

[0 Somewhat unimportant
A O Not all important

7%

19%

4% 0%

Note: (N=53)
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Respondents were asked whether they were aware of any federal grants and loans. Those who
said “yes” were read a list of new media grants and loans available, and asked to identify the
programs they knew about. Results are shown in Figure 14 below. Respondents were also
asked to name any grants or loans they knew about that were not listed; these are shown in the
“Other” category below.

Thirty-six percent indicated they were not aware of any federal grants and loans, and 21% said
they were “not sure” if they were aware. Nine percent of respondents were aware of federal
grants and loans, but could not name any.

Of those who were aware of federal grants and loans, the largest contingent (11%) had heard of
Telefilm’s Canada New Media Fund, NRC-IRAP being the second-most recognized (at 9%). The
New Media Grant, once available through the Canada Council for the Arts, was known to 6%,
Trade Routes to 4%, and any remaining federal grants and loans to 2%, respectively. The Bell
Broadcast and New Media Fund was identified here even though it is a private program.

Figure 14 AWARENESS OF FEDERAL GRANTS AND LOANS

Federal government grants or loans %
Telefilm - Canada New Media Fund 11%
NRC-IRAP 9%
Canada Council for the Arts - New Media Grant 6%
Trade Routes program 4%
Bell Broadcast and New Media Fund 2%
Business Development Board of Canada 2%
Société de soutien aux projets d@nagerie numérique pour le Cinéma 2%
Scientific Research and Experimental Development tax credit 2%
E Science and Technology grant 2%
8 | Economic Development Canada 2%
Canary Foundation 2%
Heritage fund 2%
Western Diversification 2%
Not aware of any federal grants or loans for new media 36%
Not sure if heard of federal grants or loans for new media 21%
Have heard of federal grants or loans for new media, but cannot name any 9%

Note: Percentages exceed 100% when summed because multiple responses wer e accepted. (N=53)




Firms were asked how they became aware of the grants and loans programs available to new
media companies. Results are shown in Figure 15.

Almost half (44%) indicated they had learned of these programs from either a local or federal new
media industry association. Three respondents (17%) had heard of the programs by word of
mouth. Prior knowledge or experience of grants/loans accounted for 11%, as did awareness from
newspaper, TV or radio. Equal proportions (6%, or one respondent each) attributed their
awareness to using an on-line search engine (e.g., Google), previous applications for funding, or
another source such as contracting someone to find the information.

Figure 15 SOURCES OF AWARENESS OF FEDERAL GOVERNMENT FUNDING

Approaches Responses
Contact with a provincial or territorial media association 44%
Word of mouth 17%
Prior knowledge or experience of grants 11%
Newspaper, TV, or radio 11%
An Internet search (e.g., Google) 6%
Previous applications for grants 6%
Other way — “Contracted someone to find them for us.” 6%

Note: Percentages may not total exactly 100% when summed due to rounding. Responses of “Don’t know /
refused” were excluded. (N=18)




New media companies that did use government loans were asked to compare the terms of
repayment with those of other financial institutions such as banks and credit unions. Responses
are given in Figure 16.

Five out of nine respondents (56%) whose companies had received a repayable loan from a
government program said the terms were better than those available from other financial
institutions. One (11%) felt the financing terms were the same as from other financial institutions.
One-third of those who received federal funding found the comparison not applicable to their
company or were not required to repay the money.

Figure 16 COMPARISON OF FEDERAL FUNDING TERMS TO OTHER FINANCIAL
INSTITUTIONS

If your government fund or loan was repayable, were the terms better than, the
same as or worse than the terms offered by other financial institutions?

[ Better than
O The same as
56% OWorse than
O Not applicable/not required to repay

33%

11%

0%

Note: Responsesof “Don’t know” were excluded. (N=9)




Application forms for new media grants and loans have in the past included aspects pertaining to
the television and film industry. Firms were asked if the application form they used asked
guestions relevant to the new media industry. Results are shown in Figure 17.

Twenty-five percent of those aware of federal grants or loans said the application forms were

relevant to the new media industry or project, while 19% said they were not. Over one-half (56%)
of respondents did not apply for such grants or loans even though they were aware of them.

Figure 17 RELEVANCE OF APPLICATION FORM TO NEW MEDIA INDUSTRY

Was the application form relevant to the new media industry or project?

Did not apply
56%

Note: Responsesof “Don’t know / refused” were excluded. (N=16)

Companies that did apply for grants and loans were asked whether they received the money
within the time period suggested by the program or if financial assistance arrived later than
originally indicated. Results are shown in Figure 18.

Seventy-one percent said the money was received by the date suggested, while 29% said the
grant or loan was delivered later than originally promised.

Figure 18 ON-SCHEDULE APPLICATION PROCESSING

Was your application processed within the time stated, or was it late?

Note: Responsesof “Don’'t know / refused” were excluded. (N=7)




Applicants were asked how long it took to receive approvals for grant and loan application forms.
Most could not recall or did not know how long it took; for those who did, results, shown in Figure
19.

Two of the four respondents indicated approval was received within 10 weeks, while the
remaining half waited longer. The average waiting period is 8.5 weeks.

Figure 19 APPROVAL PROCESSING TIME

How long did the approval process take?
Mean: 8.5 weeks

Median: 10.0 weeks

50% 50%

10 weeks or less More than 10 weeks

Note: Responsesof “Don’'t know / refused” were excluded. (N =4)

Companies that did apply for federal grants and loans but were not eligible were asked if they
were told why their project or company did not receive funding. Results are shown in Figure 20.

Thirty percent of applicants were not given reasons why they were not approved for funding,
while 20% were. This question was not applicable for half of those surveyed because they were
not denied funding.

Figure 20 TRANSPARENCY ABOUT NON-APPROVED APPLICATIONS

If your project was denied funding for a government grant, were you told why you
were not eligible?

Not applicable
50%

Note: Responsesof “Don’t know / refused” were excluded. (N=10)
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Those firms that received federal government funding were asked if they thought the amount of
money they received was adequate for their start-up needs. Results are shown in Figure 21.

Three out of 10 respondents (30%) said that the money was enough to start the business, but
four out of 10 said the money was either not quite enough (30%) or insufficient (10%). The
remaining three did not qualify because the funds received were provided not for start-up.

Figure 21 ADEQUACY OF START-UP FUNDING

Thinking about the amount of start-up funding from the government, would you say
the money was...?

E Enough to start
[ Not quite enough

40% Ot was insufficient
AL [ Not applicable
4 N
30% 30% 30%
10%

[ ]

Note: Responsesof “Don’'t know / refused” were excluded. (N=10)
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Federal funding applicants were asked if they thought the government grants or loans available
were enough to create and sustain innovative products in a very competitive industry. Results
are shown in Figure 22.

Five out of eight respondents (63%) felt that competitive and innovative products could be
created with the money available from government grants and loans. One-quarter thought the
money was either not quite enough (13%) or insufficient (13%) to create and sustain innovative
products in the marketplace. The remaining respondent (13%) never looked into these programs.

Figure 22 ADEQUACY OF PRODUCT DEVELOPMENT / INNOVATION FUNDING

Thinking about the grant or loan amounts available to create and sustain a
competitive and innovative product, would you say the money is...?

[ Enough to create and sustain
[ Not quite enough to create and sustain
O Insufficient to create and sustain

63% O Never looked

26%

N
13% 13% 13%

| |

Note: Percentages may not total exactly 100% due to rounding. Responses of “Don’'t know / refused” were
excluded. (N=8)




Respondents were asked whether they were aware of provincial grants and loans. Those who
said “yes” were read a list of new media grants and loans available, and asked to identify the
programs they knew about. They were also asked to name any grants or loans they knew about
that were not listed; these are shown in the “Other” category along with the listed grants and
loans in Figure 23.

Fifty-nine percent indicated they were not aware of any provincial/territorial grants and loans, and
15% said they were “not sure” if they were aware. One respondent (2%) was aware of provincial
grants and loans, but could not name any.

Of those who were aware of provincial grants and loans, the largest contingent (8%) had heard of
the Ontario Interactive Digital Media Tax Credit; Investment Quebec, the Quebec government’'s
refundable tax credit, and Ministre du Développement économique, de I@novation et de
I&xportation were each recognized by 4%. Other provincial grants and loans were familiar to 2%
(or one respondent) each.

Figure 23 AWARENESS OF PROVINCIAL AND TERRITORIAL GRANTS OR LOANS

Provincial / territorial government grants or loans %
Ontario Interactive Digital Media Tax Credit 8%
Investment Quebec 4%
Quebec government® refundable tax credit 4%
Ministre du Développement économique, de I@novation et de I&xportation 4%
Ontario Business Development Corporation 2%
E Manitoba Film and Sound 2%
O B.C. Science and Technology Fund 2%
Alliance NumériQC 2%
Not aware of any provincial / territorial grants or loans for new media 59%
Not sure if heard of provincial / territorial grants or loans for new media 15%
Have heard of provincial / territorial grants or loans for new media, but cannot name any 2%

Note: Percentages exceed 100% when summed because multiple responses wer e accepted. (N=53)




Firms who are aware of provincial or territorial grants and loans were asked how they became
aware of these grants and loans. Results are shown in Figure 24.

Four respondents (36%) said they had learned of the programs by word of mouth, while three
(27%) indicated they had used an Internet search engine or had searched their local provincial or
territorial media association’'s website. Personal contact with a provincial / territorial industry
association was the source for another three (27%). One respondent (9%) gave their source of
awareness as “other” — namely, hiring a contract employee to find funding programs for the
company.

Figure 24 SOURCES OF AWARENESS OF PROVINCIAL / TERRITORIAL GOVERNMENT

FUNDING
Approaches %
Word of mouth 36%
How did you locate the information on the Internet? N (out of 3)
An Internet search  Google 2 27%
Provincial or territorial media associations website 1
Contact with a provincial or territorial media association 27%
Other way — “Hired a contract employee to find them for us.” 9%

Note: Percentages may not total exactly 100% when summed due to rounding. Responses of “Don’t
know/refused” were excluded. (N=11)

Provincial funding applicants were asked to compare the terms associated with government funds
or loans with those of financial institutions. Results are shown in Figure 25.

Of this group, 29% (two respondents) said the government terms were better than those available
through financial institutions. One respondent (14%) felt the terms were worse, and the
remaining four (57%) were either not required to repay their funding or the question did not
directly apply to their situation.

Figure 25 COMPARISON OF PROVINCIAL FUNDING TERMS TO OTHER FINANCIAL
INSTITUTIONS

If your government fund or loan was repayable, were the terms better than, the
same as or worse than the terms offered by other financial institutions?
[ Better than
[0 The same as
COWorse than 57%
[ Not applicable/not required to repay

29%

14%

0%

Note: Responsesof “Don’t know” were excluded. (N=7)




New media firms were asked which of the available types of provincial / territorial government
programs they had applied for. Results are shown in Figure 26.

Nearly two-thirds (62%) have not applied for any such government programs, while one-quarter
(28%) percent applied for tax credits. Equal proportions of respondents each applied for non-
repayable grants, and for repayable loans (17%, respectively). Internship programs were sought
by 15% of those surveyed.

Figure 26 PROVINCIAL/TERRITORIAL GOVERNMENT PROGRAM TYPES APPLIED FOR

Programs %

Tax credits for such things as labour expenditures 28%
Non-repayable grants 17%
Repayable loans 17%
Internships 15%
Have not applied for any 62%

Note: Percentages exceed 100% when summed because multiple responses wer e accepted. Responses of “Don’t
know / refused” were excluded. (N=53)

Provincial funding applicants were asked to indicate where they had obtained grant and loan
application forms for programs offered by provincial or territorial governments. Results are shown
in Figure 27.

Ninety percent indicated they obtained forms on-line as downloadable PDF forms, while 26% said

they picked up the forms at their local government office. One respondent (5%) indicated another
source, namely picking up the forms from a consultant.

Figure 27 SOURCE OF APPLICATION FORMS

Programs %

On-line (PDF) 90%
Government office / pick up 26%
Other — “Consultant” 5%

Note: Percentages exceed 100% when summed because multiple responses wer e accepted. (N=19)




Companies aware of provincial grants or loans were asked if the application forms for provincial /
territorial grants and loans were specifically aimed at the new media industry. Results are shown
in Figure 28.

Forty-two percent indicated that the application forms were relevant to the new media industry.
The majority of respondents (58%) said they did not apply.

Figure 28 RELEVANCE OF APPLICATION FORM TO NEW MEDIA INDUSTRY

Was the application form relevant to the new media industry or project?

Note: Responsesof “Don’'t know / refused” were excluded. (N=12)

The five respondents who did apply for provincial / territorial grants and loans were asked if the
application form was processed within the designated timeline. As Figure 29 shows, 100% of
those who applied report that their application was processed on schedule.

Figure 29 ON-SCHEDULE APPLICATION PROCESSING

Was your application processed within the time stated, or was it late?

Note: Responsesof “Don’t know / refused” were excluded. (N=5)




Provincial funding applicants were asked to specify the amount of time they waited for the results
of their application. Results are shown in Figure 30.

Three out of four reported a wait time of ten weeks or less, while one of the four reported waiting
longer. The average was 9.3 weeks.

Figure 30 APPROVAL PROCESSING TIME

How long did the approval process take?
Mean: 9.3 weeks

75% Median: 7.0 weeks
25%
10 weeks or less More than 10 weeks

Note: Responsesof “Don’t know / refused” were excluded. (N=4)

New media companies who were not approved for provincial or territorial funding were asked if
they were informed of any reasons why they were not eligible. This information is considered
important as it could enable applicants to restructure future projects for positive results. Results
are shown in Figure 31.

Twenty-nine percent responded that they were told why they were not eligible. Fourteen percent
said they were not provided with any reasons.

Figure 31 TRANSPARENCY ABOUT NON-APPROVED APPLICATIONS

If your project was denied funding for a government grant, were you told why you
were not eligible?

Not applicable
57%

Note: (N=7)
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Provincial funding applicants were asked if they thought provincial and territorial grants and loans
provided adequate funding to start their business. Results are shown in Figure 32.

One-third said the money was enough to start the business, one-third felt that the money
available was not quite enough or insufficient for start-up, and the final third said the question did
not apply to their situation.

Figure 32 ADEQUACY OF START-UP FUNDING

Thinking about the amount of start-up funding from the government, would you say

s
the money was...~ B Enough to start

O Not quite enough
01t was insufficient

34% O Not applicable

33% AL 33%

17% 17%

Note: Responsesof “Don’t know / refused” were excluded. (N=6)




Provincial funding applicants were asked if the provincial / territorial funding available was enough
to create and sustain competitive and innovative products. Results are shown in Figure 33.

Three out of five respondents (60%) said the money was enough to create and sustain such a
product while the remaining two (40%) had not looked into the availability of funding.

Figure 33 ADEQUACY OF PRODUCT DEVELOPMENT / INNOVATION FUNDING

Thinking about the grant or loan amounts available to create and sustain a
competitive and innovative product, would you say the money is...?

[ Enough to create and sustain
[0 Not quite enough to create and sustain
O Insufficient to create and sustain

[JNever looked
60%

40%

0%

0% 0%

Note: Percentages may not total exactly 100% when summed due to rounding. Responses of “Don’t know /
refused” were excluded. (N=5)
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The private sector can be a valuable source of financing for the new media industry. Firms were
asked if they knew about financial assistance for new media firms available through the private
sector. Those who said “yes” were asked to name any sources they knew. Results are shown in
Figure 34.

Four-fifths (79%) said they were not aware of private sector funding for new media companies,
and another 4% were not sure if they had heard of any. Three respondents (6%) had heard of
private sector funding for new media companies but could not name any specific sources.
Private sector funding sources that were specifically named by respondents included the Bell
Broadcast and New Media Fund (4%) and the Shaw Rocket Fund (2%). A “prize or award” from
the private sector, and “other,” were cited by two respondents each (4%, respectively).

Figure 34 AWARENESS OF PRIVATE SECTOR FUNDING

Private sector funds %

Bell Broadcast and New Media Fund 4%
Shaw Rocket Fund 2%
Prize or award 4%
Other 4%
Not aware of any private sector monies for new media 79%
Not sure if heard of private sector monies for new media 4%
Have heard of private sector monies for new media, but cannot name any funds 6%

Note: Percentages exceed 100% because multiple responses wer e accepted. (N=53)




Companies aware of private sector funding were asked how they came to learn of private sector
investors for new media companies. Results are shown in Figure 35.

Three out of eight respondents (38%) said they had learned of private sector funding by word of
mouth. Equal proportions (13%, or one respondent each) attributed their awareness to an
Internet search, prior knowledge or experience with private sector funding, contact with a
provincial / territorial industry association, newspaper/TV/radio, and direct contact from the private
sector through newsletters.

Figure 35 SOURCES OF AWARENESS OF PRIVATE SECTOR FUNDING

Approaches %

Word of mouth 38%
An Internet search (Google) 13%
Prior knowledge or experience with private sector monies 13%
Contact with a provincial or territorial media association 13%
Newspaper, TV, or radio 13%
Direct contact from private sector through newsletters 13%

Note: Percentages may not total exactly 100% when summed due to rounding. Responses of “Don’t know /
refused” were excluded. (N=8)

Firms aware of private sector funding were asked if private sector funding was perceived to be
more accessible to the new media industry than government grants and loans. Results are
shown in Figure 36.

Two-thirds said that private sector funding was more accessible, while the remaining one-third
indicated they believed government funding was easier to access.

Figure 36 ACCESSIBILITY OF PRIVATE SECTOR FUNDING

Do you think private sector funding is more accessible to you than government
grants and loans for the growth of the new media industry in Canada?

Yes
67%

Note: Responsesof “Don’t know / refused” were excluded. (N=6)

"%



Companies who were aware of private sector funding were asked if the terms for repaying private
sector monies were better, worse or the same as terms offered by other financial institutions.
Results are shown in Figure 37.

Half of those asked this question (50%) said they had not applied for private sector funding.
Three out of eight respondents (38%) said their loan was not repayable or the question did not
apply to their situation. The remaining respondent (13%) felt repayment terms were the same as
those offered by financial institutions.

Figure 37 COMPARISON OF PRIVATE SECTOR FUNDING TERMS TO THOSE OF
FINANCIAL INSTITUTIONS

If your private sector monies were repayable, were the terms better than, the same
as or worse than the terms offered by other financial institutions?

[ Better than
[ The same as
O Worse than
[0 Did not apply

[0 Not applicable/not required to repay 50%
38%
13%
0% 0%

Note: Responsesof “Don’t know” were excluded. (N=8)




As Figure 38 below shows, all private sector funding applicants were informed of the reason their
application for funding was denied.”

Figure 38 TRANSPARENCY ABOUT NON-APPROVAL OF FUNDING

If your project was denied funding from the private sector, were you told why you
were denied?

Yes
100%

Note: Responsesof “Don’'t know / refused” were excluded. (N=5)
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Private sector funding applicants were asked to rate whether the amount of start-up funding from
private sector investors was enough to get their business operational. Results are shown in
Figure 39.

Two out of four respondents (50%) said private sector funding was enough to start their company.
One of the four (25%) said it was insufficient, and one said it was not applicable to their situation.

Figure 39 ADEQUACY OF START UP FUNDING

Thinking about the amount of start-up funding from the private sector, would you

say the money was...?
[ Enough to start

[ Not quite enough
01t was insufficient
O Not applicable

50% 2504

A

25% 25%

0%

Note: Responsesof “Don’t know / refused” were excluded. (N=4)




Companies who had used private sector funding were asked if the money available was enough
to create and sustain competitive and innovative products. Results are shown in Figure 40.

Of the three interviewed, two said private sector money was enough to create and sustain
innovative and competitive products, while one said the money was not quite enough.

Figure 40 ADEQUACY OF PRODUCT DEVELOPMENT / INNOVATION FUNDING

Thinking about the grant or loan amounts available to create and sustain a
competitive and innovative product, would you say the money is...?

@ Enough to create and sustain

[0 Not quite enough to create and sustain
O Insufficient to create and sustain

O Never looked

67%
33%

33%

0% 0%

Note: Percentages may not total exactly 100% when summed due to rounding. Responses of “Don’t know /
refused” were excluded. (N=3)
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Respondents were asked to project what they perceived as the best possible future for the
direction of their company. Results are summarized in Figure 41.

The vast majority of firms (92%) wish to remain independent. Four percent hope to be purchased
by a publishing company for which they will create content, while another 4% are already working
for a publishing company and want to continue in that direction.

Figure 41 GOAL FOR COMPANY FUTURE

What do you see for the future for your company?

92%
4% 4%
| s |
Remain independent Become a development team for Continue to work for a parent
a publishing company company

Note: Responsesof “Don’t know / refused” were excluded. (N=50)




With the new media industry evolving at a rapid pace, companies were asked where they see the
Canadian new media industry in five years. Results are shown in Figure 42.

One-quarter (24%) see Canada becoming a world class contender in new media, two-fifths (39%)
see the industry slightly ahead of where it is now, and another one-quarter (24%) see it remaining

right about where it is now. Only 14% foresee a dimmer future, with 12% believing the industry
will be slightly behind and 2% much further behind where it is now.

Figure 42 NEW MEDIA INDUSTRY IN 5 YEARS

Where do you see the Canadian new media industry in 5 years?

39%
24% 24%
12%
2%
[
A world class Slightly ahead of Right about where  Slightly behind Much further
contender innew  where it is now it is now than it is now behind than it is
media now

Note: Responsesof “Don’t know / refused” were excluded. (N=52)




Appendix A: Marginal results

| N =53
INTERVIEWER: DATE: [ SURVEY #__
PHONE: (. O)-_ - EXT:
REGION: B.C......... 15%  Alberta...15% Saskatchewan........ 2% Manitoba...... 19%
Ontario...34%  Quebec...11% NovaScotia........... 4%

May | please speak to ?

ANSWERING MACHINE MESSAGE

Hello, this is from kisquared in Winnipeg, Manitoba. I'm

conducting an industry survey on behalf of the Manitoba Interactive Digital Media
Association. | would really appreciate it if you could return my call at 989-8002 (USE
TOLL FREE 1-866-656-6611 |F OUTSIDE WINNIPEG). Also, let me assure you |
am conducting industry research on behalf of MIDMA. | look forward to speaking with
you soon. And again, the number is 989-8002 (1-866-656-6611). Thanks.

Hello, this is from kisquared in Winnipeg, Manitoba. I'm
conducting an industry survey on behalf of the Manitoba Interactive Digital Media
Association. We are a market research company from Winnipeg, Manitoba, and today
we're caling to speak to the CEO or director of your company to ask about funding
needs and opportunities that are currently available. Would that person be you? IF
NOT, ASK TO SPEAK TO THE CEO OR PERSON WHO WOULD HAVE THAT
INFORMATION.

Just before we begin | would like to assure you that all the information gathered through
this study is strictly confidential. We guarantee your anonymity. There are no names
attached to the research findings and the final report submitted will discuss the results as
awhole.

##



FIRM CHARACTERISTICS

Q1  Firgt, I will read you alist of products. For each onel read, pleasetell me
whether your company currently develops this product. READ LIST AND
CIRCLE ALL THAT APPLY

Interactive Web design .......coceeeveenenenieneee e 7%
Digital entertainment, including video games............... 55%
E-LBAINMNING. ..ot e 45%
Digital film, including special FX ......ccccooevveivecieceenee. 34%
EdUtaiNMENE ..o 32%
Applications or games for cell phones or PDAS............ 11%
SEMTOUS QAMES ...ttt 8%
Other software applications, such as

Havoc or RENAEIWAre .........cooeeeeieerieeeeeeeeeeeee 23%
Do’ t KNOW/TEFUSEA ......c.eeveiiiinie e 0%

Q2  Arethereany other products that | haven’t mentioned that you currently develop?
PROBE Any others? Anything else?

Q3  And how many full-time equivalent employees did your company employ at start-
up? By this, | mean that if you have two employees working half-time, that
would equal one full-time equivalent position. ENTER 999/ DK/REFUSED 40
HOURS PER WEEK OR 2080 HOURSISFULL TIME EQUIVALENT

1 emplOYee.....ccooceeeee e 42%
2eMPIOYEES ... 30%
S EMPIOYEES ... 8%
4 eMPIOYEES ..ot 4%
5eMPIOYEES ..o 4%
6 t0 10 emplOoyees.......ccceevvvrveeieeeeee, 11%
More than 10 employees........cccccvveevveceernnnne. 2%




Q4

Q5

Q6

And how many employees does your company employ today on afull-time
equivalent basis? ENTER 999/ DK/REFUSED 40 HOURS PER WEEK OR
2080 HOURSISFULL TIME EQUIVALENT

1 emplOYee.....ccooceeeeeeeee e 23%
2eMPIOYEES ... 11%
S EMPIOYEES ... 8%
4 eMPIOYEES ..ot 9%
5 eMPIOYEES ..o 8%
610 10 emplOyees.......ccocceevvrerveriieeee, 17%
1110 20 eMpPIOYEES .....vvcveeveeeeeceecee e 9%
211030 eMPIOYEES........eeveeeeereeieeie e 6%
311050 eMplOyEeS.......ccoveeeeieieee e 4%
More than 50 employees.........cccoveevvriinrnenne 6%

And for how long has your company been in business? ENTER 999 /
DK/REFUSED

Lessthan L Year .......cccecvveeveerieseeseee e 4%
lyeartolessthan 3years.......ccocooeveineniinneennnns 8%
3yearstolessthan S years.........cccocvveveveecieceenen, 9%
5yearstolessthan 7 years........cccocveeverieneennens 9%
7 yearstolessthan 9 years.........cccocvevvveevieennene. 23%
9yearstolessthan 11 years........cccceeeveevieenene 26%
11 yearsto lessthan 16 years.........cccoeevervvennnee. 15%
Morethan 16 Years.........cccccoveeverieneenenee e 6%

How does your company generate revenue? CIRCLE ALL THAT APPLY
Any other ways? Anything else?

Selling of retail product ...........cccceeeevevceerieenee 13%
Downloadable software for afee

(games, MObIIE).......c.ccceevvereieeee e 6%
WED deSIgN....ceeeiieeeee e 9%
Fee-for service (creating content for

Other COMPANIES) .......covvereerieeiereree e 85%
Licensing fees for software applications............ 13%
Web-based advertising income...........cccocevueeneee. 6%
OFNEY .. 6%

#$



Q7  What isthe average amount of time from development to revenue generation of your
projects? ENTER 999/ DK/REFUSED

22 dayS OF 1€SS.....ccueeiieeeceeee e 28%
231044 dayS.....ccocveeeeeeee e 6%
A510 88 daYS.....ceeevereeiiee e 19%
8910 110 dayS......ceervereereeieiere e 11%
11110 198 daysS....cccvreereeeienierieeee e 13%
19910 365 daYS......cocerererieeeie e 11%
Longer than 365 days.........cccoeervvreeneriennene 6%
Don’'t Know / refused ........ccccevevenineiencniens 6%

Q8  Withinthelast 5 years, how many projects have you been involved with at the
development level which were discontinued due to lack of funding? ENTER 999

/| DK/REFUSED
NONE... .o 42%
O 13%
R 11%
T 9%
Do e 6%
Db 4%
(S (0 00 O 6%
Morethan 10..........cccoueeeeiicieieicceeee s 4%
Don't Know / refused .........cccovveeeeeeccieeiivinenns 6%
Q9  What are the average development costs for your new media projects? ENTER 9
SERIES/ DK/REFUSED
Lessthan $1,000 ......ccceeeeeeiieeeiieee e 2%
$1,001 t0 $2,000 ....cceveeiverereeiie e 9%
$2,001 t0 $5,000 ......oeviiiieiiie e 6%
$5,001 t0 $10,000 .....ooeeverireeirieereeeee e 8%
$10,001 t0 $20,000 .......ceeeveerireiiieciee e 17%
$20,001 t0 $50,000 ......cevvevverirreirieeee e 8%
$50,001 t0 $100,000 .......oceevreiirrreerire e 8%
$100,001 t0 $200,000 ......cveevveerreereeererennen, 11%
$200,001 to $500,000 .......cccveeierrreerire e 8%
$500,001 to $2,000,000 ........ccvveereeeereirerriennns 6%
More than $2,000,000..........cccceeereeercreerierenn. 2%
Don't know / refused .........cccoveeceeeicveeeinneen, 17%

#%



FUNDING SOURCES

Q10 Thinking back to when you first started your new media company, what funding
sources did you use? CIRCLE ALL THAT APPLY

Personal (investments, savings, credit card)...... 89%
Love money (friends/ family) .........ccccovevevennene 6%
Financial institution loan...........ccccocveninenennene, 11%
Provincial government program ..........ccccceveenee. 4%
Federal government program...........cccceeeverveennene 4%
Angel investor $1K - $1 million.........ccccoeevenenee. 4%
Don’'t Know / refused ........ccoeveveneneninenecees 2%

Q11 Andsincethat first start up, what funding source(s) have you used for company
expansion? CIRCLE ALL THAT APPLY. IF NOT AT EXPANSION
STAGE, CIRCLE 09

Personal (investments, savings, credit card)....... 13%
Love money (friends/ family) .........ccooveeereennne 4%
Financial institution loan............cccevevinenennene 17%
Federal government. program..........ccccceeeeeveeeneene 4%
Angel investor $1K - $1 million........cccccevenee. 4%
Venture capital $1 million +......cccoccvvvvvrinenenn, 2%
Earnings/ company equity........ccccceevereereereenne. 60%
Not yet at expansion Stage ........cceveeveereereerennees 25% GO TO Q13

Q12 Intermsof difficulty in finding funding for your expansion or intended future
expansion, would you say it was very difficult, somewhat difficult, or easy to
locate expansion funding?

Very difficult........ccooeeiiiiiiicece, 35%
Somewhat difficult...........ccoveeeviriiieeiieee, 35%
BaSy ... 5%
Never [0OKE........ceovveeeiiieecee e 23%
Don't Know / refused ........cccceeeevcvveeeciivieeeenns 3%

Q13 Intermsof difficulty in finding funding for start-up, would you say it was very
difficult, somewhat difficult, or easy to locate start up funding?

Very diffiCult.......ccceeeeieeecee e 34%
Somewhat difficult.......cccccoooveieieiiiiiieecce, 30%
EBSY .t 9%
NICYZS g [010] (< o 23%

Don't know / refused ..........ooovveeeeeeeeeeeeeee, 4%




Q14

Q15

Q16

Q17

Areyou currently aware of any federal grants or loans available for new media
companies?

Y B e aaaaaa 36%
1 49% GO TO Q25
NOE SUME. ..ttt e e e e eeaneeees 15%

And which federal government grants or loans are those? PROBE. Any others?
Any others? CIRCLE ALL THAT APPLY (N =19)

Telefilm - Canada New MediaFund ........... 32%
NRC-IRAP (National Resource Council —
Industrial Research Assistance Program) .... 26%
Canada Council for the Arts -

New MediaGrant..........cccceeeeveeeceeeccreeecnenn, 16%
Trade routes program..........cceeeeeeeneeeseeseeenne 11%
Bell Broadcast and New MediaFund............ 5%
(@107 SR 32%
Don't know / refused .........cccoeeevveeeccreeeinnen, 26%

How would you best describe how you first learned about the federal government
grants or loans that are available for new media companies? Would you say it
was through... READ LIST (N =19)

AN INEENEL SBAICN ..o e 5%

Prior knowledge or experience with grants...........ccoceeveevennnne 11% GO TO Q18
Contact with aprovincia or territorial media association........ 42% GO TO Q18
Previous applications for grants...........ccooeeevveenenieseeseesee s 5% GOTOQ18
Word Of MOULN........cceiiiecie e 16% GO TO Q18
Newspaper, TV, OF radiO........ccccoeeririeneereeieseeseeie e 11% GO TO Q18
Or was there some other way you learned about

SUCh grantS or 10aNS?........c.cevieeiiieceece e 56 GOTOQ18
Don't KNOW/TEFUSE ......ccvvecviecie et 5% GOTOQI18

How did you locate the information on the Internet? (N = 1)

Y BS ottt s 21%
NOL e 16%
Did NOt @PPIY....eeeveeieeeeieee e 47% GO TO Q25

Don't know / refused .......ccooeeeeeeeeeeeeeeeeeeennn, 16%




Q19 Wasyour application processed within the time stated, or wasiit late? (N = 10)

Y B e 50%
NO, ITWES A ... 20%
Don't know / refused ..........oooveeeeeeeeeeieen, 30%

Q20 How long did the approval processtake? ENTER 999/ DK/REFUSED
weeks

Q21 If your government fund or loan was repayable, were the terms better than, the
same as or worse than the terms offered by other financial institutions? (N = 10)

Better than........cccocoeeveiieececeecee e 50%
Thesameas........cccccvveevecce v 10%
Worsethan ........cccceeeeeececvieeccecse e 0%
Not applicable/not required to repay............ 30%
DON't KNOW ... 10%

Q22 Thinking again about the amount of start-up funding from the government, would
you say the money was... READ LIST (N =10)

Enoughto Start .......ccoeceeveeveceecece e 30%
Not quite enough..........cccoveriniinereee 0%
Or, it wasinsufficient.........cccccccveveerveieerenene. 30%
Didn' t [OOK ..o 10%
Not applicable........cceoeveeieiieceececeseee 30%

Q23 Thinking about the grant or loan amounts available to create and sustain a
competitive and innovative product in the marketplace, would you say the money
is... READ LIST (N = 10)

Enough to create and sustain............ccccueeee. 50%
Not quite enough to create and sustain ........ 10%
Or, isit insufficient to create and sustain..... 10%
(D] Lo [ 1 0 (010 10%
Don't know / refused ..........ccoveecveeeccrieeineen. 20%

Q24 If your project was denied funding for a government grant, were you told why
you were not eigible? (N = 10)

Y S ettt e 20%
NO et 30%
Not applicable........cccooeieriinieeeeee 50%

Don't know / refused .........cooovveeeeeeeeeeeeeeen, 0%




Q25

Q26

Q27

Q28

Q29

Q30

And are you currently aware of any grants or loans available for new media
companies from your provincial or territorial government?

Y S ettt 26%

o OSSR 59% GO TO Q36
NOU SUME.....eeiiieiiie e 15% GO TO Q36
Don't know / refused .........ccceeveevveecieecieenen, 0% GOTOQ33

And which provincia or territorial government grants or loans are those?
PROBE. Any others? Any others? (N = 14)

Ontario Interactive Digital Media Tax Credit.... 29%

Investment QUEDEC...........ccceeeeveeveeccieccee e 14%
Ministere du Dével oppement économique,

del’Innovation et de I’ Exportation.................... 14%
Quebec government’ s refundable tax credit ...... 14%
(@ 1 0= SOOI 29%
Don’t know/refused ..........cccoevvvviieieecceecee e, 7%

How would you best describe how you first learned about the provincial or
territorial government grants or loans that are available for new media
companies? Would you say it wasthrough READ LIST (N =14)

AnInternet Search.........cccoov e, 21%

Contact with aprovincia or territorial Media association..21% GO TO Q29
Word of MOULN........cccoeiiiieceee e 29% GO TO Q29
SUCh grantS or 10aNS?........c.cccvvevieeciieecie e 7% GO TO Q29
Don’t KNOW/TefuSed .......ceeviiiiiiecieesee e 21% GO TO Q29

How did you locate the information on the Internet? (N = 3)

D (=TS 36%
N O s 0%
Did NOt @PPIY...eeeeeeeieeesieee e 50% GO TO Q36
Don't Know / refused .........ccoeeecveeeciciveeeeens 14%

Was your application processed within the time stated, or was it late? (N = 7)

NO, ITWBSIEE ... 0%
Don't know / refused .......cccoeeeeeeeeeeeeeeeeeeenn, 29%




Q31 How long did the approval processtake? ENTER 999/ DK/REFUSED
weeks

Q32 If your government fund or loan was repayable, were the terms better than, the
same as or worse than the terms offered by other financial institutions? (N = 7)

Better than........cccocceeveiieececeee e 29%
TheSameas........cccccveeeveere e 0%
Worsethan ........cccccveveevieccee e 14%
Not applicable/ not required to repay.......... 57%
Don't know / refused .........ccocerveneeneniinnnnnne 0%

Q33 Thinking again about the amount of start-up funding from the government, would
you say the money was... READ LIST (N=7)

Enoughto Start .......ccoeeeeveeveieecece e 29%
Not quite enough..........ccceevereneriireeseee 14%
Or, it wasinsufficient...........cccccvvveerveciernnnne. 14%
Not applicable.........ccoceveriiniieeeee 29%
Don’'t know / refused .........cccceveverenieniennne 14%

Q34 Thinking about the grant or loan amounts available to create and sustain a
competitive and innovative product in the marketplace, would you say the money
is... READLIST (N=7)

Enough to create and sustain............cccceeeee. 43%
Not quite enough to create and sustain........... 0%
Or, isit insufficient to create and sustain....... 0%
Didn t 100K ......ccveeieeciie e 29%
REfUSED ... 29%

Q35 If your project was denied funding for a government grant, were you told why
you were not eigible? (N = 7)

Y S ettt e 29%
NO et e 14%
Not applicable........ccoovveriinieeeee 57%

Don't know / refused .........oooovveeeeeeeeieeeeees 0%




Q36

Q37

Q38

Q39

What government programs has your company applied for in the past? Have you

applied for ... READ LIST AND CIRCLE ALL THAT APPLY

Tax credits for such things as labour expenditures........ 28%
Non-repayable grants.........cccoceeeeeeereerescee e 17%
Repayable 10ans..........ccocvveneniineeee e 17%
INEEINSNIPS.....eoveeceeteece et 15%
Have not applied for any.........cccccceveeevecceciee e 62% GO TO Q38
Don't KNOW / refuSed ........ccoveevieeiiecieeceecee e, 0% GOTOQ38
Where did you locate the application forms? CIRCLE ALL THAT APPLY
(N =20)
On-line (PDF) ..o, 85%
Government office/ pick UP ...ccccvevveecvernene. 25%
OthEN e 5%
Can't remember ... 0%
Don't know / refused ..........cooerveneeneniinnenne 5%

And are you currently aware of any monies available for new media companies

through the private sector?

Y S it 17%
NOL s 79%
NOE SUME....uvtieeiiee et 4%
Don't KNnow / refused ........cccceeeeeveeeecicvieeeens 0%

GO TO Q47
GO TO Q47
GO TO Q47

And which monies arethose? PROBE. Any others? Any others?




Q40

Q41

Q42

Q43

Q44

How would you best describe how you first learned about monies that are

available for new media companies through the private sector? Would you say it

wasthrough READ LIST (N=9)

Word Of MOULN ........ceciieec e 33% GO TO Q42
AN INtErNet SEarCh .......cooeviiieeeee e 11%

Prior knowledge or experience with

Private SECtOr MONIES......ccveeieeieerieerieeee e 11% GO TO Q42
Contact with aprovincia or territorial Media association...11% GO TO Q42
Newspaper, TV, OF radio ........ccooeevereineeieneeseeee e 11% GO TO Q42
Or was there some other way you learned about

such private SeCtor MONIES?.......ccceevveveeeiieiie e 11% GO TO Q42
Don't KNOW/TEFUSE........occveeiiecieeceeeee e 11% GO TO Q42

How did you locate the information on the Internet? (N = 1)

If your private sector monies were repayable, were the terms better than, the same

as or worse than the terms offered by other financial institutions? (N = 9)

Better than.......cccocceeveeiiececee e, 0%
TheSameas.......ccccccvveevecce e 11%
Worsethan ........cccceeeeeeceevee e 0%
Did NOt @PPIY...eveeveeieeeeseereee e 44% GO TO Q46
Not applicable/ not required to repay.......... 33%
Don't know / refused .........cccccevvecevierennns 11%

Thinking again about the amount of start-up funding from the private sector,
would you say the money was... READ LIST (N =5)

Enough to Start ........coeceveeienieneceneeeee 40%
Not quite enough.........cccceveeveeiecere e 0%
Or, it wasinsufficient...........ccoceveerercinnnenne 20%
Not applicable........cceeeveeieeiereee e 20%
Don't know / refused ..........ccccoveeiniiencnnns 20%

Thinking about the monies available to create and sustain a competitive and
innovative product in the marketplace, would you say the money is ... READ
LIST (N=5)

Enough to create and sustain...............c........ 40%
Not quite enough to create and sustain........ 20%
Or, isit insufficient to create and sustain....... 0%
Don’'t know / never looked .............ccueeueee... 40%




Q45 If your project was denied funding from the private sector, were you told why you
were denied? (N = 5)

Y S i 0%
N[0 RO 0%
Not applicable.........ccoooviieriiieeee 100%
Don't Know / refused .........ccoeeeeieeiceeeiineeenns 0%

Q46 Do you think private sector funding is more accessible to you than government
grants and loans for the growth of the new mediaindustry in Canada? (N = 9)

D =S 44%
1 22%
Don't know / refused .......cccooeeeeeeeeeeeeeeeeeenn, 33%

Q47 How important isit that the government departments involved in new media
funding have a clear understanding of the industry and its current direction? Isit
not at all important, somewhat unimportant, somewhat important or extremely

important?
Extremely important ..........cccccevvveveveiennns 7%
Somewhat important ............cceceveeneeienene 19%
Somewhat unimportant............ccccceeecevieerennnne 4%
Not al important..........ccceveeverienienecieeen 0%
Don’'t Know / refused .........ccccevevenenenencniens 0%
Q48 What do you see for the future for your company? Will your company... READ
LIST
Remain independent............cccconerinrennennns 87%
Become a development team for a
publishing company ........c.cccocevenieneeieneene 4%
Or, continue to work for a parent company ... 4%
(@107 SRS 0%
Don’'t Know / refused .........ccceveverincnencnins 6%

Q49 Where do you see the Canadian new mediaindustry in 5 years? Do you seeit as
...READ LIST

A world class contender in new media........ 23%

Slightly ahead of whereitisnow................. 38%
Right about where it iSnow .........ccocceveenene 23%
Slightly behind than itisnow ..................... 11%
Much further behind than it isnow................ 2%
Don’'t Know / refused .........cocevevenincienienins 4%

|@ like to thank you for taking the time to participate in this survey.




Appendix B: Funding sources

Secondary research was conducted of funding regimes available to the new media industry in
Canada. The available sources were researched through the following methods:

® On-line searches
® Telephone contact
® |Interviews with department representatives

A list follows of federal, provincial and private funding sources that were available at the time of
this study. Details pertaining to the grants, loans or tax credits are provided by the department’s
own website and/or guidelines where necessary.
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New Media Residencies: research and production residencies

Overview: These grants encourage creative collaboration and knowledge exchange between
artists working with new information and communications technologies (“new media”) as means
of artistic expression and other sectors of society that are working with new or emergent
technologies. The program supports projects that provide mutual benefit to artists and host
organizations. Grants may be used to cover direct costs of the residency, such as artists’
subsistence, and the direct costs of research, creative development and production of artworks
undertaken during the residency. Note: These grants are not intended to support work created for
the cultural industry of commercial new media.

The following amounts are available:

¢ Research residencies — up to $30,000
®  Production residencies — up to $60,000.

Grants cover only the costs that are incurred after the application deadline. They may not be used
to purchase equipment or to offset capital costs.

Website: http://www.canadacouncil.ca/grants/mediaarts/ix127223025507343750.htm

Availability: On-line information is available: application forms, guidelines, contact information
and project outline.

Eligibility: Only eligible host organizations may apply; artists may not apply directly to this
program. Artists who work with a host organization must maintain significant creative control over
their project.




Eligible host organizations: To be eligible, host organizations must demonstrate a
commitment to new media and new technology development, or have related expertise.
Potential hosts include research facilities, technology centres, media labs, post-secondary
educational institutions, private companies in Canada or elsewhere, and science museums.
The host must be able to provide the artist with a workspace, an assigned mentor or advisor
Or resource person, access to appropriate technologies, and administrative resources.

A signed agreement between the artist and the host organization must be in place and be
submitted with the application. Applications must clearly demonstrate that the details of the
residency are mutually agreeable to the individual artist and the host organization.

Canadian media arts artist-run centres are not eligible to apply to this program, but they may
be eligible to apply to the Grants to Media Arts Production Organizations program for
operations assistance, including residencies.

Eligible research residencies: Activities that are eligible for funding under research
residency grants include the following:

® Experimentation with tools and technologies
® Research and development of new projects
® Research and development of ideas and concepts, and

® Working with software programmers, engineers, technicians or other specialized
consultants to develop knowledge and skills, or other forms of specialized training not
leading towards a degree.

Production residencies

This category supports productions where the artist combines experimentation, exploration and
research with the phases of production; or to produce work for which the creative development
phase is complete. Activities eligible for funding under production residency grants include all of
the above, as well as the direct costs of production of new media artworks.

Application: Two annual deadlines are provided. Application forms are available on-line but
must be submitted in hard copy.

Approval: The Canada Council will send you, by mail, a notice acknowledging that your
application has been received. This notice will be sent out a few days after your application has
been received. Grants are awarded through a national competition of all eligible applications.
Because available funds are limited in a given competition, not all eligible applications will receive
a grant. On average in recent years, one in two eligible applications has received a grant,
although this has varied from competition to competition.

Applications are reviewed by the staff of the Media Arts Section to confirm the eligibility of
applicants and their proposals prior to peer assessment committee deliberations. The committee
bases its assessment on the relative artistic merit of the applications in a competition and on the
funds available. Peer assessment committee members are independent new media artists, or
other experts in the field, recognized for their expertise and artistic accomplishments, as well as
for their knowledge of new media art. Committee members are also selected to ensure fair
representation of gender, regions, cultural diversity, genres and both official languages. Peer
assessment committee decisions for this program are final recommendations for approval by the
Canada Council.
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Assessments are based on the written proposals, the support material provided by the host
organization and the artist, and the artist’s artistic training and experience. As a guideline, the
relative weights given to the material submitted for evaluation by the peer assessment committee
are: written proposal (50%) and audio-visual support material (50%). Applicants are notified of the
assessment results by letter, approximately four months after the application deadline.

Reporting requirements: To fulfill the conditions of the grant, that the grant holder or
organization received from the Canada Council for the Arts, a final report must be submitted.

A final report form, detailing the following, is required:

Grant holder information

Activity report - short description of the project and the activities undertaken with the
assistance of your grant

Impact report - description of the impact the grant has had on the art form, the company,
personal career and the public

Financial information
& ' &(

New Media Research Networks Fund

Overview: The objective of the New Media Research Networks Fund is to help build research
and development (R&D) capacity in Canada and to advance innovation in the area of digital
cultural content. Under this fund, a group of public and private sector partners organize
themselves into a network enabling researchers to share knowledge, resources and facilities.
This network will develop a research program - made up of component projects - centered on a
particular theme, which has relevance for the cultural sector and promotes innovation in new
media or interactive digital content. Research will result in technological innovations for use in the
cultural sector. Specifically, funding will be provided for organizations developing innovations
such as tools, processes and software that can be used in turn in creating, managing or
delivering digital cultural content.

Website: http://www.pch.gc.ca/progs/pcce-ccop/progs/mednet_e.cfm

Availability: Information can be found on-line along with current guidelines and application
forms.

Eligibility: To be considered eligible, all funded network partners must be Canadian and one of
the following:

® Small- to medium-size enterprise (SME) active in the cultural new media sector
® Not-for-profit organization active in the cultural or other relevant sectors
® Non-governmental research institute active in the cultural or other relevant sectors

® Post-secondary educational institution with a research mandate




Application: There are two stages: interested applicants are encouraged to contact the CCO to
discuss eligibility. They can then submit an EOI (Expression of Interest). From there, they can
submit a full application.

Approval: Both of these stages have assessment criteria based on 100 point scales.
Approximate application approval time is not listed.

Reporting requirements: The host organization is required to submit quarterly, final activity,
and financial reports on behalf of the network. These activity reports include information
summarizing activities, accomplishments, setbacks, and progress on deliverables and
dissemination activities. Financial reporting for interim reports is in the form of a cash flow
statement detailing actual and projected expenses and revenues.

For any CCO contributions over $100,000, the host organization must produce a final audited
financial report on the research program at the end of the funding period. This report must be
produced by an accountant external to the host organization or the network, except in the case of
universities. Universities do not need to hire an external auditor, but do need to have their final
financial statements certified by the financial department of the university. Please note: This
audit is distinct from any audit that may be performed by the Department of Canadian Heritage.

In addition to the standard reporting outlined above, the recipient will be required to produce brief
annual reports for three years after the end of the funding period. Information requested in these
reports could include: updates on further progress of projects, updates on the status of the
network, and updates on research dissemination.
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Industrial Research Assistance Program (NRC-1RAP)

Overview: NRC-IRAP provides non-repayable contributions to Canadian small and medium-
sized enterprises (SMES) interested in growing by using technology to commercialize services,
products and processes in Canadian and international markets. NRC-IRAP supports innovative
research and development and commercialization of new products and services. It is designed to
help Canadian SMEs meet the technological challenges they face in delivering new products,
processes or services.

Website: http://irap-pari.nrc-cnrc.gc.ca

Availability: On-line data sources include program overview and telephone contact information
to reach an industrial technology advisor. The information on the website is current. A list of past
recipients is available.

Eligibility: Eligible SMEs must meet these requirements:

® Business is incorporated and profit-oriented
® Enterprise has fewer than 500 employees
® The desire to enhance the innovation capability of your company

Application: Contact with an Industrial Technology Advisor (ITA) is suggested for interested
applicants.




Approval: We were unable to speak with an ITA about the NRC-IRAP approval process. This
information is currently not available on-line.

Reporting requirements: We were unable to speak with an ITA about the NRC-IRAP reporting
requirements. This information is currently not available on-line.

The Trade Routes Contributions Program

Website: http://www.pch.gc.ca/progs/ac-ca/progs/rc-tr/pubs/quidelines/quidelines _e.cfim#11

Overview: The Trade Routes Contributions Program (TRCP) provides financial support to SMEs
in the arts and cultural sectors (crafts; design; film/video; heritage; new media; performing arts;
publishing; sound recording; television/broadcasting; and, visual arts) to develop and pursue
effective, long-term export strategies. Organizations can apply to the TRCP for financial
assistance for projects that assist arts and cultural entrepreneurs to become more “export-ready”
or help build their capacity for successful international sales. The Trade Routes Contributions
Program has two components:

Export preparedness: This component contributes to activities that help arts and cultural
organizations become more “export-ready.” It assists eligible applicants to develop their
capacity to do business and compete more effectively in markets outside of Canada.
Examples include, but are not limited to:

® Professional development in international business;

® First-hand and on-line exposure to markets outside of Canada and their business
practices;

® Development of new alliances and financial partnering;
® Development of marketing strategies; and,

® |nnovative advertising tools and approaches.

International market development: This component assists organizations that demonstrate
export-readiness in the arts and cultural sectors to build their capacity for successful
international sales outside of Canada through activities such as:

® Market information and market services;

® Feasibility studies;

® Strategic support at key trade shows and contact events outside of Canada;

® Innovative in-market tools (virtual trade shows, catalogues, etc.);

® |ncoming and outgoing trade/buyers’ missions (support for and participation in);

® Business to business networking at international events in Canada (incoming foreign
delegates only) or internationally; and,

® Attendance at international trade shows and visits to new markets outside of Canada.




Availability: Information on the website is current and states that the TRCP is making changes to
the application and guidelines forms. The deadlines for the fiscal year 2008/2009 will be posted in
summer 2007.

Application: A Trade Routes Contributions Program application package consists of three parts:

A completed Trade Routes Contributions Program application form;
Background documentation to support the application; and,

A project proposal and a balanced and detailed project budget.

Eligibility: To receive Trade Routes Contributions Program funding, an organization must be
Canadian owned and controlled and be either:

A profit or not for profit cultural organization (corporation or association) incorporated
under the laws of Canada or of a province or territory; or

An export service provider, such as a cultural industry association, academic institution or
chamber of commerce; or,

A national, provincial, municipal and community organization (corporation or association)
representing the Canadian cultural sector.

In order to be eligible, all applicants must demonstrate that:

Their organization is incorporated at the time of application;

Their organization either owns the intellectual property rights attached to products it
wants to export or has the capacity and authority from the owners of the property rights;

Their organization must have a medium to long-term strategic international business
development plan within the arts and cultural sectors it represents;

The Canadian content of goods and/or services identified under the proposed project
must be produced by Canadian-owned and -controlled companies;

Their organization is registered, or in the process of registering, in the Canadian
Exporters Database, “The Virtual Trade Commissioner” at www.infoexport.gc.ca; and,

Any current and former public office holder or public servant that the organization
employs is in compliance with the provisions of the relevant Conflict of Interest and Post-
employment codes.

Reporting requirements: The final contribution payment will be issued once the following
reports have been received and approved by the program (must be submitted within 30 calendar
days of the completion of the project):

A final activity report that will include results achieved and/or expected (such as actual
contacts initiated, monetary value of sales; number of negotiations underway) as well as
the number of participants and their assessment of the activity, where applicable;

A financial report describing the use of funds; comparing planned and actual revenues
and costs, while clearly identifying Trade Routes’ funds allocated to specific activities. An
audited final financial report may be required depending on the amount of Trade Routes
funding received; and,




® These final reports must be submitted within 30 calendar days of the completion of the
project.

Canada New Media Fund
Overview: The spirit and intent of the Canada New Media Fund is to:

®* Provide market research, prototyping, and product development funding assistance for
original, interactive Canadian new media products;

® Provide on-line distribution of aggregated high-quality, original, interactive Canadian new
media products in both official languages that are intended for the general public;

® Ensure the visibility and presence of new media creators’ markets; and,
® Provide opportunities for professional development.

The Department of Canadian Heritage has allocated $14 million dollars for one year to the
Canada New Media Fund (the “Fund”), administered by Telefilm Canada. The Fund is distributed
between three components: Product Assistance, Online Distribution Assistance, and Sectoral
Assistance. These components are further divided on a linguistic basis. Telefilm Canada can
provide financing for up to 50% of eligible expenditures, at all phases of a project, with funding
caps at each phase. Surpluses cannot be transferred to a subsequent phase.

A project can receive financial assistance for an amount that may not exceed the lesser of the
following:

® 50% of market research / prototyping budget or $100,000
® 50% of product development budget or $250,000
® 50% of marketing budget or $200,000

for a maximum of 50% of the total budget or $550,000 in financial assistance for all phases of a
project.

Website: http://www.telefilm.gc.ca/03/311.asp?fond id=3

Availability: Information on the Telefilm website states that the deadlines for fiscal 2007/2008
will be announced once the fund has been renewed. Application forms, guidelines and frequently
asked questions that were available to the public this past winter have now been removed, most
likely due to the upcoming review. Past funding recipients are available for reference.

Eligibility: Companies must be incorporated, Canadian-owned and controlled, and must operate
and be headquartered in Canada.

Eligible products: Telefilm Canada may provide financial assistance for the market research
and prototyping, product development, and marketing of products defined as:
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Terms:

Interactive entertainment or educational products such as games, edutainment, cultural
and arts-related products destined for the general public;

Containing a variety of compelling multimedia digital content;

Distributed in a digital format through: off-line media such as CD-ROM or DVD-ROM, the
Internet, a wireless network, an interactive television broadcast, or a computer in a
multimedia installation;

Providing the user with an interactive, immersive experience occurring between the user
and software or the user and other users as enabled by software, which allows them to
play, learn or otherwise be entertained; and,

A minimum of 75% of eligible costs must be incurred in Canada.

75% of funds are reserved for SMEs.
1/3 French-language and 2/3 English-language for Product Assistance.

50% French-language and 50% English-language for Online Distribution Assistance and
Sectoral Assistance.

Application: The application process differs according to type of project. Application forms and
required documents must be submitted in paper and electronic format.

Two step application procedure for Product Development and Marketing. Step one
involves submitting an Expression of Interest (EOI). The EOI should not exceed five
pages. Successful applicants at the EOI phase will be invited to submit a full application.

One step application procedure for Market Research and Prototyping consists of a
complete file application for all applicants.

Approval: Granted by a jury process. Final funding results are announced within eight weeks of
the full application deadline.

Reporting requirements: Cost reports during production and post-production are required as is
a final review engagement report or audited final cost report.

Repayment terms: If companies can effectively demonstrate the need to delay full repayment
due to cash flow constraints during the Market Research and Prototyping phase, Telefiim may
allow companies to delay repayment.




Great Canadian Video Game Competition

Overview: Canada® top, emerging video game developers will vie for up to $2 million in
financing and invaluable industry mentorship. The initiative will take place in three rounds that
mirror traditional industry financing. In January 2007, 10 companies will be selected by an
industry jury to attain Round 1 status (Innovation) and receive up to $50,000 each in financial
assistance to explore their gaming concepts, develop a visual identity and elaborate a plan to
raise initial private-sector investment. In March 2007 at the Game Developers Conference in San
Francisco, four of the 10 companies will score Round 2 status (Project Development), receiving
up to $250,000 each in financing to create a playable prototype. In September 2007, Telefilm will
announce the winning company that will reach Round 3 (Commercialization), and receive up to
$500,000 in matching funds from Telefilm to support the commercialization of its game.

Website: http://www.telefilm.gc.ca/03/vgabout.asp

Availability: On-line information is current. Contest for 2007 is now closed. No official word on
another competition.

Eligibility: To be eligible to apply, applicants must be eligible to the Canada New Media Fund
(CNMF) as described in the CNMF guidelines. Amongst others, applicant companies must meet
the following criteria:

® Must be from the private sector;

® Must be Canadian-owned and controlled companies within the meaning of the
Investment Canada Act;

® Have a head office based in Canada and the company’s activities should take place in
Canada;

® Able to demonstrate that production team and key creative talent are Canadian;
® Able to demonstrate that they have initiated the project;

® Able to demonstrate that they have the required expertise to successfully complete the
project;

® Able to demonstrate that they exercise creative and financial control over their proposed
project from start to finish (from market research and prototyping through product
development, marketing and revenue reporting);

® The eligible applicant company must own 100% of the Intellectual Property (IP) Rights of
the product that is the subject of the application;

® Telefim may also choose to look at the financial stability of the applicant (with
appropriate exceptions for new companies) in determining eligibility;

® Projects to develop original interactive games destined for the Canadian and international
marketplaces are eligible;

®* A minimum of 75 % of the total project expenditures must be on Canadian elements; and,

® Only one application, for one project, per applicant company will be accepted.
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Terms: 3 phase competition.

Phase 1 - Innovation: 10 applicants are selected. Telefilm provides up to $50,000.

Phase 2 - Product Development: The participant must contribute a minimum of $50,000 in
private sector investment. Telefilm will contribute up to $250,000 to develop the game
prototype.

Phase 3: - Commercialization: Up to the lesser of 50% of the approved budget for the project
or $500,000 to complete all tasks defined in the milestone schedule provided in Round 2.

Application: One page application form. Companies must also submit an Executive Summary
no longer than five pages in length and prepare an “elevator pitch” film (a very brief synopsis of a
project’'s business model designed to entice interested investors) not exceeding five minutes on
DVD.

Approval: Applicants receive written notification of the result of their application to Round 1:
Innovation approximately four weeks following the December 15, 2006 submission deadline.
Following deliberations of the Competition Jury, successful participants move on to Round 2:
Product Development and Round 3: Commercialization. Applicants will be notified of their result
within the least possible delay. Telefilm expects decisions to be rendered in the days following the
Pitch sessions.

Repayment terms:

For Round 1, Telefilm will recoup as follows: Contributions must be repaid on the earlier
of the first day of production work of a final version for marketing purposes or any other use
of the product or on the transfer, sale, reversion of rights, assignment or other disposition of
the product. In cases where Telefilm’s contribution to product development is significant (i.e.,
typically in excess of $50,000), and the producer is able to demonstrate the need to delay full
repayment of Round 1 financing due to cash-flow constraints, Telefim may, at its sole
discretion, allow a portion of its participation be repayable from revenues. In such cases,
Telefilm will insist that the repayment of its Round 1 financing participation be treated more
favorably within the recoupment schedule than its participation in other phases of project
financing.

For Round 2 and 3, Telefilm will recoup as follows: For off-line products (PC, Console,
Handheld game) Telefiim Canada will receive from the applicant a percentage of gross
revenues equal to 75% of its percentage in the total financing of the product. For on-line
products (Online, Wireless) Telefilm Canada will receive from the applicant a percentage of
gross revenues equal to 50% of its percentage in the total financing of the product. For
projects that involve a third party publisher or distributor, or web operator, Telefiim Canada
will receive from the applicant a percentage of gross revenues equal to 100% of its
percentage in the total financing of the product. Telefilm will only recognize as distributors
those companies that assume risk for cash licenses, promotional costs, versioning and
localization and for a Webmaster, as appropriate, in addition to assuming costs related to
web hosting and bandwidth.




Since financing structures, distribution arrangements, marketability and most other elements of
products vary considerably from product to product, Telefilm may consider different deals on a
case by case basis. All agreements entered into by the applicant shall be subject to the review
and approval of Telefilm. No other financial contributor to the project may preferentially recoup its
contribution ahead of Telefilm. Telefilm will recoup its advances no less favourably than pro rata
and pari passu with all other financial contributions (except as noted above).

Telefilm Canada revenue repayment shall be from all worldwide gross revenues starting from first
dollar. Although an applicant may sell worldwide distribution rights in return for an advance or
minimum guarantee to be included in the project’s financial structure, the advance or guarantee
may not recoup ahead of Telefilm Canada’s advance.

Reporting requirements: In order to allow Telefilm Canada to assess the appropriateness of the
“Gross Revenues” model as a basis for establishing repayment terms, Telefim Canada will
require that recipients of advances report to Telefilm in a delayed fashion all their revenue
sources, fees and commissions, and distribution expenses paid in accordance with the
distribution agreements in place.

The producer or distributor will provide Telefiim Canada with a complete financial report on all
aspects of the distribution of the product, including copies of such distributors’ reports twice each
year for the first three years following the completion of product development and annually
thereafter. For off-line products, these reports must include a complete and detailed report on the
number of units sold.

For on-line projects, applicants will be required to allow their website or web content to be
implanted with a dynamic audience measurement system using individual page markers and
compiling data on a server independent of the host server. Telefilm will have sole authority to
identify the audience tracking service to be used and will be responsible for costs associated with
the use of the system. Telefilm will also have independent access to the complete audience data
compiled with respect to the applicant’s website or web content.

#

% ) o

The Scientific Research and Experimental Devel opment Program

Overview: The SR&ED program is a federal tax incentive program to encourage Canadian
businesses of all sizes and in all sectors to conduct research and development (R&D) in Canada
that will lead to new, improved, or technologically advanced products or processes. The SR&ED
program is the largest single source of federal government support for industrial research and
development. Claimants can apply for SR&ED investment tax credits for expenditures such as
wages, materials, machinery, equipment, some overhead, and SR&ED contracts.

Website: http://www.cra-arc.gc.cal/taxcredit/sred/aboutus-e.html

Availability: On-line information is current and includes program information, provincial contacts,
the required Canada Revenue Agency forms, eligibility and service standards detailing
processing time for applications.
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Eligibility: Generally, a Canadian-controlled private corporation (CCPC) can earn an investment
tax credit (ITC) of 35% up to the first $2 million of qualified expenditures for SR&ED carried out in
Canada, and 20% on any excess amount. Other Canadian corporations, proprietorships,
partnerships, and trusts can earn an ITC of 20% of qualified expenditures for SR&ED carried out
in Canada. Generally, a CCPC with a taxable income in the immediately preceding year that does
not exceed the business limit may receive a portion of the ITC earned as a refund, after applying
these tax credits against taxes payable. The ITC earned by a Canadian corporation that is not a
CCPC is non-refundable, but may be used to reduce any taxes payable. The ITC earned by a
proprietorship or certain trusts may be partially refunded after applying these tax credits against
taxes payable.

Eligible products: To qualify for the SR&ED program, work must advance the understanding of
scientific relations or technologies, address scientific or technological uncertainty, and incorporate
a systematic investigation by qualified personnel. Work that qualifies for SR&ED tax credits
includes:

® Experimental development to achieve technological advancement to create new
materials, devices, products or processes, or improve existing ones;

® Applied research to advance scientific knowledge with a specific practical application in
view;

® Basic research to advance scientific knowledge without a specific practical application in
view; and,

® Support work in engineering, design, operations research, mathematical analysis,
computer programming, data collection, testing, or psychological research, but only if the
work is commensurate with, and directly supports, the eligible experimental development,
or applied or basic research.

Application: Complete Form T661, Claim for Scientific Research and Experimental
Development (SR&ED) in Canada. Also complete one of the following:

® Schedule T2SCH31, Investment Tax Credit - Corporations, if you are a corporation; or
® Form T2038 (IND), Investment Tax Credit (Individuals), if you are an individual.

The applicant should submit their claim with their T2 corporation or their T1 individual income tax
return, or within 12 months of their income tax return® filing due date for the year in which the
SR&ED expenditure was incurred. As a result, corporations have 18 months to file Form T661
and Schedule T2SCH31, while individuals have 17 1/2 months to file Form T661 and T2038
(IND).

Approval: The SR&ED program has the following service standards for processing SR&ED
claims:

® Refundable claims - 120 calendar days from receipt of a complete claim
® Non-refundable claims - 365 calendar days from receipt of a complete claim

® Claimant-requested adjustments to refundable claims - 240 calendar days from receipt of
a complete claim

® Claimant-requested adjustments to non-refundable claims - 365 calendar days from
receipt of a complete claim
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Manitoba | nteractive Digital Media Fund

Overview: The spirit and intent of the Manitoba Interactive Digital Media Fund (the “Fund”) is to
support the creation by Manitobans of interactive digital media products, support the creation of
intellectual property in Manitoba companies, and encourage the Manitoba interactive digital
media industry to become self-sustaining and vibrant. The Fund aims to achieve its objectives
through three program components:

Product Assistance: provides recoupable financial support for the market research and
prototyping, product development and marketing of interactive digital media works that are
intended for the general public and are created, owned and controlled by Manitoba
companies;

Professional Development and Market Attendance Assistance: provides financial
support, by means of non-repayable advances, for the professional development and/or
market attendance of Manitoba individuals and private companies actively involved in
interactive digital media prototyping, product development and marketing; and,

Industry Assistance: provides funding, by means of non-repayable advances, to financially
support activities and initiatives that contribute to the development of the interactive digital
media industry in Manitoba.

Website: http://www.gov.mb.ca/est/knowledge/idm fund.html

Availability: On-line information (guidelines, applications, deadlines, budget forms and contact
info) is available and current. Application forms reflect some aspects of television/film but these
are being re-tooled in the near future to better represent the new media industry. All applications,
guidelines and information is provided in downloadable PDF format. Telephone contact
information provided. The fund is available through the Government of Manitoba’'s Science,
Technology, Energy & Mines (STEM) department, although documentation still refers to the
department as Energy, Science and Technology (EST) which may cause some confusion.

Eligibility: All Manitoba private companies or businesses actively involved in interactive digital
media content market research/prototyping, product development and marketing that meet the
following criteria are eligible:

® Must be a Manitoba owned and controlled business;

® Must be able to demonstrate the capacity to financially sustain the project as well as the
required technical and management expertise to successfully complete the project; and,

® Applicants must be Manitoba residents.

As a general guide, Manitoba STEM'’s participation normally does not exceed:
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Market Research & Prototyping: up to 50% of approved eligible costs, to a maximum of
$20,000;

Product Development: up to 50% of approved eligible costs, to a maximum of $50,000;
and,

Marketing Assistance: up to 50% of approved eligible costs, to a maximum of $25,000.

Eligible products: Manitoba STEM may provide financial assistance for the prototyping,
development and marketing of products which:

Are original and creative;
Are entertainment, cultural, arts related, educational, or informative;
Are destined for the general public;

Contain a variety of digital content in the form of text, images, video, animation, sound
and music;

Are distributed in a digital format through: storage media such as CD-ROM, DVD-ROM or
game cartridge, the World Wide Web, a wireless device, an interactive television
broadcast or a computer in a multimedia installation;

Provide the user with an interactive experience; and,

Must incur and pay not less than 50% of the total of all its expenditures in Manitoba.

Application: Applicants are asked to contact a STEM representative for application procedures.
Applicants are required to submit all documents outlined in the application form(s).

Approval: The Fund will be adjudicated by a jury of three to four individuals, at least one from
Manitoba, who are professional in the industry and none of whom have any direct connection to,
conflict of interest or business affiliation with the applicants. Final decisions will be made based
on the availability of funds and the recommendations of the jury. The jury will apply the following
evaluation criteria:

Experience, management expertise and skills of the applicant;
Quality of creative content and technological innovation;
Feasibility of the project budget;

Quality of the financial structure proposed for the product;

Commercial viability of the product (including the ability to attract financial support other
than the advance from Manitoba Science, Technology, Energy and Mines;

A specific level of support (financial or expression of interest) from potential beneficiaries;
Quality of marketing and distribution plans;

Market and recoupment potential;

A demonstrated need for capital; and,

A level of creative and economic benefit to Manitoba, as well as training opportunities for
Manitobans.
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The approval process takes approximately six weeks.

Reporting requirements: In order to allow Manitoba Science, Technology, Energy and Mines to
assess the appropriateness of the “Gross Revenues” model as a basis for establishing repayment
terms, the department will require that recipients of the Manitoba Interactive Digital Media Fund
advances at the product development and marketing stages report to Manitoba Science,
Technology, Energy and Mines in a delayed fashion all their revenue sources, fees and
commissions and distribution expenses paid in accordance with the distribution agreements in
place.

The producer or distributor will provide Manitoba Science, Technology, Energy and Mines with a
complete financial report on all aspects of the distribution of the product, including copies of such
distributors’ reports twice each year for the first three years following the completion of production
and annually thereafter.
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Ontario Media Development Corporation I nteractive Digital Media Fund

Overview: The Ontario Media Development Corporation (OMDC) Interactive Digital Media (IDM)
Fund is designed to provide Ontario interactive digital media content companies with access to
the final piece of funding required to move their proprietary projects into production. Successful
applicants will receive a non-refundable contribution of up to $100,000 to a maximum of 50% of
the project budget to create a market-ready interactive digital media content product. The
program is open to projects from a range of genres, delivery platforms and budgets.

Website: http://www.omdc.on.ca/PageFactory.aspx?PagelD=3647

Availability: On-line information (guidelines, applications and contact info) is available, but new
deadlines have not been established. The website states: OMDC is not currently accepting
applications for this program. Interested parties can sign up for e-mail notification to receive
new information about deadlines.

Eligibility:  Applications from newly established companies will be accepted provided
owner/operators have at least three years professional experience in the interactive digital media
content production industry and the company meets all requirements, including being able to
demonstrate the capacity and expertise to carry out the proposed project. To be eligible for the
OMDC IDM Fund a company must:

® Be primarily a screen-based content creation company that is actively involved in the
production and exploitation of complete interactive digital media content projects;

® Be an Ontario-based organization;
® Be a Canadian-owned and -controlled organization;

® Be incorporated in Ontario or federally or willing to incorporate immediately if their
application is successful;

® Be a small- to medium-sized enterprise;

® Be able to demonstrate the capacity and expertise to carry out the proposed project;
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® Be a private sector, for profit organization;

® Be in a sound financial position at the time of application and deemed to be an ongoing
entity with a plan to continue creating interactive digital media content products; and,

® Be in good standing with OMDC at time of application submission.

The applicant company cannot have a majority ownership association with a company that is not:

® Primarily a screen-based content creation company;
® A Canadian-controlled organization;

®* A small- to medium-sized enterprise;

® A private sector, for profit organization; and,

® |n good standing with OMDC at time of application.

Application: Interested applicants must submit their application on or before the posted deadline
date. It is imperative that applications include all the materials requested on the application form.
Applications should also include a table of contents and section sub-headings to assist
application processing. A complete list of required application materials is outlined in the
application form which is available at www.omdc.on.ca. Incomplete applications may not be
considered. Subject to the Freedom of Information and Protection of Privacy Act, all information
contained in applications will remain strictly confidential.

Approval: Applications will be assessed for completeness and eligibility by OMDC staff
immediately following the deadline. Applications that pass this initial review will be sent to
specialist industry advisors with relevant knowledge who will prepare a written assessment of the
feasibility, market potential and creative strength of the projects. A jury of industry professionals
and OMDC staff will review the applications and written assessments prepared by the specialist
industry advisors to make final decisions.

In some cases applicants may be required to provide clarification or to make changes to their
project based on OMDC and jury review before a decision is made. OMDC and the jury are not
obligated to provide applicants with the opportunity to include additional information or to adjust
their application.

Applicants will be informed after receipt of their application of the date and time for the jury
meeting. Applicants should be accessible by telephone during this meeting to respond to
guestions from the jury should they arise during deliberation. It is anticipated that the jury meeting
will take place six to eight weeks after the application deadline. Applicants will be notified about
the status of their application within eight weeks of the deadline.

Reporting requirements: The key contact from each team will prepare an interim written report
on the progress of their respective project. Participants will also be required to provide feedback
on the process, business development benefits and other outcomes in order for OMDC and its
partners to evaluate the program.
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Entertainment & Creative Cluster Partnerships Fund

Overview: The fund will assist Ontario’s Entertainment and Creative Cluster stakeholders by
supporting strategic partnerships that develop fresh approaches and solutions to their priorities
and needs. The overall objectives of the program are:

® To facilitate the long-term growth of Ontario’s Entertainment and Creative Cluster
industries;

® To encourage collaboration where joint efforts could overcome barriers, offset risk and
small company size, activate other funds and resources, and/or build lasting partnerships
with other jurisdictions; and,

® To support alliances between companies and trade associations with educational
institutions and research organizations, creator groups, the public sector and other
business groups aimed at increasing innovation and agility in the cluster, especially in
responding to major shifts in creation/distribution/delivery technologies.

Website: http://www.omdc.on.ca/Page3231.aspx

Availability: Program overview and recent recipient list is available on-line. Applications,
guidelines and upcoming deadline(s) are currently not posted. Contact information is provided.

Eligibility: The Entertainment and Creative Cluster includes a broad range of creative content
industries, including film and television production, interactive digital media, music recording,
commercial theatre, magazine publishing and book publishing industries and organizations,
supporting the creators in each of these sectors. Each application requires a minimum of two
partners with at least one applicant from the Primary Partner category and one from the
Secondary Partner category.

Primary Partner: The Primary Partner must also meet the following criteria:

® Companies: minimum sales revenue of $100,000 (for at least one company in a
consortia);

® Associations: minimum Ontario membership of 25 companies;

® Be an Ontario-based organization;

® Be a Canadian-owned and -controlled organization;

® Be incorporated in Ontario or federally;

® Be able to demonstrate the capacity and expertise to carry out the proposed project;

® Be in a sound financial position at the time of application and deemed to be an ongoing
entity;

® In the case of associations, provide evidence that the organization’s Board supports and
has authorized the project; and,

® Be in good standing with OMDC at time of application submission.
Secondary Partner: The Secondary Partner must also meet the following criteria:

® Be incorporated;
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® Be an Ontario-based organization;
® Be able to demonstrate the capacity and expertise to carry out the proposed project; and,

® Be a separate entity from the Primary Partner.

Additional partners: Any number of additional partners may be attached to a project
including:

® Cultural media industry organizations other than those in the table above; and,

® Other companies or organizations that support the creative industries value chain such
as distributors, retailers, aggregators, suppliers, and technology companies.

Terms: The Partnerships Fund is a three year program with the first deadline on Friday, October
27, 2006. Program funds allocated for this round amount to $1,800,000.

Application: Information is currently unavailable. Application forms and guidelines will be posted
when new deadlines are posted.

Approval: The evaluation of applications is decided by jury process. Estimated approval process
times are not provided.

Multimedia Experimentation Fund

Overview: The Multimedia Experimentation Fund provides pre-startup support to technologically
innovative projects in the multimedia field. The Multimedia Experimentation Fund can usually
make a contribution of up to $50,000, or 50% of the project® pre-startup costs, whichever is less.
Such assistance is provided on a one-time, non-recurring basis.

Multimedia Experimentation Fund assistance takes many forms:

Non-repayable financial assistance to cover a portion of a project® pre-startup costs
(feasibility study, market study, business plan, prototype, search for funding, etc);

Repayable financial assistance covering the cost of coaching and support advisory services;
Networking with members of the multimedia industry in view of finding partners; and/or,

Management support in project planning, formulation of a financial plan and the search for
funding.

Website: http://www.numerigc.ca/en/services/affaires/predemarrage/#exemples

Availability: Information is available on-line along with guidelines and forms. Funding was
available in two phases thus far: Phase 1 — $2.3 million — Phase 2 — $2.4 million — Phase 3 has
not been determined.

Eligibility: Projects eligible for the Multimedia Experimentation Fund must:

® Be produced in Québec with the intention of being implemented in Québec; and,
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® Be viable - their potentials for autonomy, for continuity and for reasonable mid- and long-
term profits must be demonstrated,;

® |ncorporate technological innovation. This means that they must be produced within an
experimental framework of development and include research and development
activities, and contribute to the promotion of the multimedia industry by proposing an
innovative technological concept;

® Demonstrate added value for the multimedia industry;

® Exceed local or regional limits and seek to acquire over the medium or long term clients
situated outside of Québec;

® Be capable of being produced within 12 months; and,

® Be financed through private funding (investment by the backer or some other party,
through sponsorship, through commercial revenues or through partnerships).

Application: Attend one of the information sessions held on Mondays at 1:15 p.m. ($25 fee). The
Alliance numériQC will contact applicants to set a meeting date.

Approval: The Alliance numériQC must validate your project® eligibility before it receives your
form. Validation occurs during the information sessions.

Reporting requirements: Unknown
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Wireless Technology Development Fund

Overview: The Wireless Technology Development Fund is a public-private partnership involving
the Province of Prince Edward Island, Rogers Wireless Inc. and Ericsson Canada Inc. The
objective of the fund is to support the development of a diverse range of projects for wireless and
handheld technologies with an emphasis on technical, creative or design innovation. The $1
million fund will provide investment funds for innovative wireless projects in Prince Edward Island.

The objective of the program is to support the development of a diverse range of projects for
wireless and handheld technologies with an emphasis on technical, creative or design innovation.
Concepts demonstrating interactive elements and cross-sector synergies will also be highly
regarded. Development of intellectual property (or a percentage of the intellectual property) is
encouraged for applicants to build viable business strategies. In addition to supporting
established producers, the program aims to nurture new talent in the digital media sector by
encouraging fresh ideas.

Technology PEI, in partnership with Rogers Wireless Inc. and Ericsson Canada Inc. (The funding
partners) will provide seed funding to qualified applicants to support the essential process of
project development which takes an idea through the stages of early commercialization to a ready
for market product.

The funding partners will provide up to 50% of the total development project budget to a
maximum of $50,000. Projects requiring investment beyond the $50,000 limit may be considered
based on the merit of the project.
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Website: http://www.techpei.com/index.php3?number=1008655&lang=E

Availability: On-line information is current and includes program guidelines, contact information,
frequently asked questions and expression of interest application form.

Eligibility: Applications may be made by registered companies operating in Prince Edward
Island or companies committed to relocate to the Province as a prerequisite to obtaining support
from the fund.

Application: The fund is available at any time and applications are available on-line. Prior to
submission of an application, interested applicants are asked to contact the fund Program
Manager to discuss the project and its requirements. If this discussion leads to agreement, then
the Program Manager will ask the company to complete a pre-application form (which will be
provided) and submit it to Technology PEI.

Approval: A preliminary assessment of the essential and desirable criteria will be done and you
will be advised whether to proceed further. If your pre-application is approved, you will be
requested to submit additional information for final review.

Upon a successful project evaluation, a letter of offer will be provided to the company outlining
the funding commitment and terms of agreement. There will be three equal disbursements during
the project of 33%, at the start of the project, at the midpoint of the project and at the successful
completion of the project. Appropriate milestones and deliverables will be agreed upon prior to
the start of the project.

Reporting requirements: Information is not available on the website and we were not able to
speak directly with a representative.

LaunchPad Business Start-Up Program

Overview: The LaunchPad Start-Up Business Program is designed to accelerate the successful
development of export oriented, entrepreneurial companies within the advanced networking,
software development and interactive media sectors of the information and communications
technology (ICT) industry of Prince Edward Island. The objective of the program is to help these
newly formed companies get started and enhance opportunities for collaboration between
companies within the LaunchPad and in the academic and business communities.

Website: http://www.techpei.com/index.php3?number=76717&lang=E

Availability: On-line information is current and includes program guidelines, contact information,
frequently asked questions and expression of interest application form.

Eligibility: Eligible applicants will be early-stage businesses within the targeted sectors that
have a well-developed business concept and/or business plan; are not yet profitable; and
demonstrate the potential to:

® Commercialize new technologies;
® Export new products and services to worldwide markets;
® Create new jobs and wealth in the province;

® Revitalize and help build communities; and,
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® Strengthen the overall economy of Prince Edward Island

Other criteria include that the company:

® Be formed (not individuals);

® Has significant growth potential and aspirations;

® Technology is based in the area of information technology and telecommunications;
® Technology is unique (with potential for patent although patenting is not necessary);
®* Not be a direct competitor with existing LaunchPad clients;

®  Will gain real value from being in the LaunchPad program, especially from the networking
opportunities;

® Provide references upon request;
® Has the ability to pay for the level of services they require for at least 3 months;
® Be willing to sign a Service Agreement;

® Be willing to provide specific monthly corporate information with which we can track the
company® progress; and,

® Be willing to participate in professional development programs as recommended by
Business Development Officers.

Application: Interested parties should first contact their local Business Development Officer for
details on the application process and a preliminary review of the business case/plan.

Eligibility: Eligible applicants must complete an application form including a managerial skills
assessment. The application form can be downloaded in PDF file format and then completed and
mailed or faxed to the attention of the LaunchPad Manager at the address indicated on the
application.

Successful applicants will be required to enter into a Service Agreement with PEI Business
Development/Technology PEI that contractually formalizes the company’s participation in the
LaunchPad Business Start-Up Program.

Approval: Contact with a LaunchPad representative is advised to ensure the company is suited
to the LaunchPad program. LaunchPad may require a week to read over the submitted business
plan. If the applicant is eligible, approval can take one to two days.

Reporting requirements: Must be willing to provide specific monthly corporate information with
which we can track the company® progress.
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Manitoba | nteractive Digital Media Fund — Product Assistance

Overview: The Product Assistance loan program is one component of the Manitoba Interactive
Digital Media Fund. For a complete description, refer to the section under provincial grants.

Multimedia Experimentation Fund — Coaching and Support Advisory Assistance

Overview: The Coaching and Support Advisory Assistance loan program is one component of the
Quebec Multimedia Experimentation Fund. For a complete description, refer to the section under
provincial grants.

Nova Scotia Film Development Corporation — New Media Project

Overview: The Corporation will invest in interactive productions which include, but are not
limited to, CD-ROM, DVD, or Internet-delivered formats which are educational, informational, or
entertainment in nature which must be related to a feature film or television project.

The new media project must be related to a television or feature film project (a) in which the Nova
Scotia Film Development Corporation (the "Corporation”) has an equity investment, or (b) for
which an equity investment application has been submitted during the current funding round.

Website: http://www.film.ns.ca/programs_newmedia.asp

Availability: Information is on-line with guidelines and forms (PDF).

Eligibility: interactive productions include, but are not limited to, CD-ROM, DVD, or Internet-
delivered formats which are educational, informational, or entertainment in nature. The New
Media project must be related to a television or feature film project (a) in which the Nova Scotia
Film Development Corporation (the “Corporation”) has an Equity Investment, or (b) for which an
Equity Investment application has been submitted during the current funding round. In the event
that the Corporation does not have an Equity Investment in the television or feature film project,
the producer must provide assurances that the financial and recoupment structures of the New
Media property are stand alone and not cross-collateralized in any way with the television or
feature film project.

The following commitments must be in place at the time of application:

® Television - a letter of financial commitment from a broadcaster about an interactive
project that complements a television show; or,
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® Feature film - a letter of financial commitment from a distributor about an interactive
project that complements a feature film.

Terms: $30,000 or 33% of that portion of the production budget that is to be expended in Nova
Scotia. In exceptional circumstances the assistance levels may be increased.

Application: Interested applicants are asked to submit application form and required documents
detailed with application to the Nova Scotia Film Development Corporation.

Approval: All applications will be adjudicated based on the following key components:

Nova Scotia labour as a percentage of the total budget

Nova Scotia expenditure as a percentage of the total budget

Demonstrated opportunity for recoupment

Business plan for the production company

Marketing plan for the production company

Nova Scotia content (personnel)

Project funding history with the Corporation (if applicable), including recoupment history

Production company information (incorporation certificate, Memorandum of Association and
Articles of Incorporation, current financial statements, a corporate profile, and a corporate
chart that states all affiliated parties)

Fund representative suggested approval process may take 30 days or less.

Reporting requirements: New media projects with budgets above $300,000 require an audited
cost report; budgets in excess of $100,000 but equal to or less than $300,000 require a review
engagement report; and budgets equal to or less than $100,000 require the producer’s
certification of the final cost report. All reports must break out the Nova Scotia labour, Nova
Scotia expenditures and related party transactions. The Corporation has the right to request an
audited cost report on any project and the producer shall be obligated to provide the report at
their cost.
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New Media Venture Capital Program (add-on to Equity Capital Program)

Overview: The Equity Capital Program was created to encourage equity investment in eligible
small businesses in British Columbia. To recognize the risk element involved in making equity
investments, the Province provides a 30% refundable tax credit to investors who invest in eligible
small businesses under the program. As part of its commitment to stimulate investment in the
thriving new media sector, the government of British Columbia has dedicated $5 million of tax
credits under the programs for venture capital investment in small businesses developing
interactive digital media products. The tax credits will in turn lever up to $17 million in annual
program investment in the new media sector.

Website:
http://www.ecdev.gov.bc.ca/ProgramsAndServices/BusinessServices/Investment Capital/Venture
Capital Programs/NMVCP.htm

Availability: On-line information is current and updated bi-weekly. An overview of the New
Media Venture Capital Program is available in PDF format and contact information is provided.
An audit form is currently under construction. Application forms are mentioned, but were not able
to be located. Contact with a representative is encouraged.

Eligibility: In order to access tax credits reserved for the new media sector, a small business, in
addition to meeting the legislated criteria, must be substantially engaged within British Columbia
in the development for commercial exploitation of interactive digital media product that:

® Educates, informs or entertains and presents information using at least two of the
mediums of text, sound or visual images;

® |s not developed for internal corporate use involving the promotion of products or
services;

® |s not used primarily for interpersonal communication; and,

® |s not a product for which public financial support would, in the opinion of the certifying
authority, be contrary to public policy.

A company may still qualify under this category if it is developing a product under contract for a
third-party client. However, the product must be developed in B.C. and the business developing
the product under contract must still meet the remaining eligibility requirements.

An activity will not be considered eligible if it involves the development of a product that is
contrary to public policy. Examples of content that would be considered “contrary to public policy”
include product that:

® Incites hatred against an identifiable group; or,

® Has a dominant characteristic which is the undue exploitation of sex, violence involving
one or more crimes, horror, or cruelty.




A small business must meet the following requirements to qualify as an @ligible small business©
under the program:

® Together with affiliates, have no more than 100 employees;

® Pay at least 75% of the wages and salaries to employees who regularly report to work in
British Columbia; and,

® Be substantially engaged in a prescribed activity.

Application: New media companies are encouraged to contact representatives of the program.

Approval: New media companies are encouraged to contact representatives of the program.
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Manitoba New Media Production Grant
(also known as the Manitoba I nteractive Digital Media Tax Credit)

Overview: The Manitoba New Media Production Grant (MNMG) provides a 45% grant to
qualifying corporations for eligible Manitoban labour expenditures, incurred and paid after April 1,
2005 that are directly attributable to the development of an eligible interactive new media product.
There is no limit on the total amount of eligible Manitoba labour expenditures which may qualify
and there are no per-project or annual corporate limits on the amount of the MNMG which may be
claimed.

Website: http://www.gov.mb.ca/est/knowledge/docs/mnm_prodgrant.doc

Availability: On-line information (guidelines, applications and contact info) is available and
current. The name of the grant has changed from Manitoba Interactive Digital Media Tax Credit
to Manitoba New Media Production Grant which may cause some confusion.

Eligibility: To be eligible for the MNMG, the primary purpose of a product must be to educate,
inform or entertain by way of sound, text and/or images. New media products that may be
eligible for the grant include, but are not limited to, games, educational or information products
that are interactive and consist primarily of new material. Operating system software is not
eligible for the grant. In order to be eligible for a MNMG, a corporation must be a qualifying
corporation. A qualifying corporation is a corporation which satisfies all of the following
requirements:

® Ataxable Canadian corporation;

® A permanent establishment in Manitoba (this means they must have a Manitoba address,
equipment in Manitoba to develop the production, and personnel in Manitoba who can
contract on behalf of the corporation); and,

® 25% of total salaries and wages paid by the corporation must be paid to eligible Manitoba
employees for work done in Manitoba.




Application: A qualifying corporation must submit an application to Science, Technology,
Energy and Mines (STEM) for a Certificate of Eligibility (Part A) prior to the start date of product
development. STEM then reviews the application and, if applicable, issues a Certificate of
Eligibility which certifies eligibility and the estimated amount of the MNMG. In order to claim the
MNMG, the qualifying corporation submits its Certificate of Completion (Part B) application to
STEM upon completion of the eligible product.

There is a two phase process:

® Part A: Application must be made before the project is initiated.

® Part B: After the eligible product has been completed, the corporation may submit the
application for the Certificate of Completion (Part B) within 12 months of the final
completion date of the eligible product.

Approval: STEM will seek to issue certificates within 6 weeks of filing a complete application.
Reporting requirements: Application is to be made before project start. Once the project is

completed and all labour reports and final costs have been prepared, STEM should be contacted
within 12 months of completion.
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Ontario I nteractive Digital Media Tax Credit
Overview: The Ontario Interactive Digital Media Tax Credit (OIDMTC) is a refundable tax credit
based upon eligible Ontario labour expenditures and eligible marketing and distribution expenses

claimed by a qualifying corporation with respect to eligible products.

Website: http://www.omdc.on.ca/Page3400.aspx

Availability: On-line information (guidelines, applications and contact info) is available, but
upcoming deadlines have not been posted. The website states OMDC is not currently
accepting applications for this program.

Eligibility: A qualifying corporation is a Canadian corporation (that is Canadian- or foreign-
owned), that develops an eligible product at a permanent establishment in Ontario operated by it,
had during the preceding taxation year (on an associated company basis) neither annual gross
revenues in excess of $20 million nor total assets in excess of $10 million, and files an Ontario
corporate tax return. Corporations that are prescribed labour-sponsored venture capital
corporations under the regulations made under the Income Tax Act (Canada) and corporations
that are exempt from tax or are controlled directly or indirectly by a corporation exempt from tax
are not eligible for the OIDMTC.

To be eligible for the OIDMTC a product must be an interactive digital media product whose
primary purpose is to educate, inform, or entertain, and that achieves its primary purpose by
presenting information in at least two of the following mediums: (i) text, (ii) sound and (iii) images.
Types of interactive digital media products that may be eligible for the tax credit include, but are
not restricted to, games, educational and informational products. Operating system software is
not eligible for the tax credit.




In addition, the following requirements must be satisfied for a product to be an eligible product of
the qualifying corporation: all or substantially all of the product was developed in Ontario by the
qualifying corporation; the product was not developed under a "fee-for-service" arrangement; the
product is not used primarily for interpersonal communication; the product is not used primarily to
present or promote the qualifying corporation; and the product is not used primarily to present,
promote or sell the products or services of the qualifying corporation.

The credit may be claimed with respect to qualifying Ontario expenditures which include eligible
labour expenditures, and marketing and distribution expenditures.

Eligible labour expenditures: 100% of salaries and wages for employees incurred after June
30, 1998 and 50% of remuneration incurred after May 4, 1999 and paid to arm’s length persons
who are not employees; may include individuals, partnerships and corporations.

Eligible labour expenditures must also be paid to individuals resident in Ontario at the end of the
calendar year prior to the calendar year in which the services were rendered. The labour
expenditures must also be: directly attributable to the development of the eligible product,
incurred in the taxation year (or in a prior taxation year, to the extent that it is incurred in the 24-
month period ending immediately before the month in which the eligible product is completed)
and paid in the taxation year or within 60 days after the end of the taxation year, and paid for
services rendered at a permanent establishment in Ontario.

Up to $100,000 of eligible marketing and distribution expenditures related to an eligible product
can be included. Eligible marketing and distribution expenses would be those incurred after May
2, 2000, and will be limited to those incurred in the 24-month period prior to the completion of the
eligible interactive digital media product, and those incurred in the twelve months following the
completion of the product. Expenditures that have already been claimed as eligible Ontario labour
expenditures cannot be claimed as marketing and distribution expenditures.

Application/approval: Application is made to the Ontario Media Development Corporation for a
certificate of eligibility, which the corporation files with the Ministry of Finance together with its tax
return in order to claim the OIDMTC.
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I nnovation and Development Tax Credit

Overview: The Innovation and Development Tax Credit is a refundable tax rebate which may
apply to projects in support of the development and/or commercialization of new products,
processes and services which will be sold primarily beyond the borders of PEI. A new product,
process, or service is one that has not previously been successfully developed in Prince Edward
Island for commercial production or sale. Through a certificate process, the program provides a
rebate of tax equal to 35% of eligible salaries and wages, subject to a 150% increase for
overhead and other necessary costs. Projects are expected to be short term. Projects may
exceed two years, but only two years of expenditures may be used to calculate the IDTC.

Website: http://www.gov.pe.ca/development/ptrp/index.php3

Availability: On-line information consists of detailed user guide, one page summary and current
contact information.




Eligibility: Companies eligible to apply for the Innovation and Development Tax Credit have a
permanent establishment in Prince Edward Island and carry on the development of new or
innovative products, processes or services within a strategic industrial sector. Strategic sectors
include: aerospace; the life sciences; export-focused manufacturing and processing; financial
services; interactive, information and communications technology; and renewable energy.

Application: The Innovation and Development Tax Credit process involves the issuance of two
certificates. The first, the preliminary certificate, must be applied for before the project is
undertaken. At project completion a second certificate will be issued based on actual project
costs, which may be lower than, but may not exceed, the amount set out on the preliminary
certificate. This second, or final certificate, is confirmation of the rebate amount to be provided by
the Province. Between the issuance of the preliminary certificate and the issue of the final
certificate, the company will undertake and complete the project and will make requested
information filings.

Approval: On receipt, the application for a preliminary certificate will be reviewed. If the
necessary conditions are found to apply, and the project is approved, a preliminary certificate will
be issued.
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Overview: Quebecor Fund aims to support projects made up of two components, which are the
Canadian production of television programs of an educational and educational/entertainment
nature and the production of an interactive multimedia product that will use Information and
Communication Technologies (ICT), including high speed Internet and, in certain cases,
interactive television, in French, English and Aboriginal languages. The programs are to be
broadcast by a broadcaster who holds a Canadian programming license. The interactive
multimedia part of the production is to be made available via high speed Internet. A version of the
Internet site is to be produced for interactive television (a TV-friendly version). Please note that
Quebecor Fund favours projects where use is made of advanced technologies permitting
interactivity at the televisual production level as well as at the level of multimedia intended for
high speed Internet.

Website: http://www.fondsquebecor.ca/eng/index.htm

Availability: On-line information in the form of application forms, guidelines, eligibility and
deadlines is current.

Eligibility: Projects for which a financial contribution is requested may come from either one or
several producers to the extent that the project, whether at the televisual level or at the interactive
multimedia level using the ICTs, including high speed Internet and in certain cases, interactive
television, be dealt with as a single project and that a single application be filed with Quebecor
Fund. Moreover, in the case of a project filed in the context of a co-production or partnership, a
single representative must be given full authority in dealing with Quebecor Fund; throughout the
process, any and all transmissions of documents will have to combine and include all aspects of
the project.

Applicants must satisfy the following criteria in order to be admissible:




® The applicant’s main activity must be that of the production of audio-visual programming;
® The company must have a distinct legal personality and be under Canadian control;

® The company must be operated in Canada and its head office must be situated in
Canada;

® An applicant affiliated with a programming undertaking, (PU) can have access to
Quebecor Fund financing as long as it is a distinct juridical entity from the PU and that the
latter, in virtue of the conditions stipulated in its licence, is not mainly government-
financed. Quebecor Fund will limit its contribution to such applicants to 1/3 of total
resources;

® Quebecor Fund will give preference to members of a recognized association of audio-
visual or multimedia producers;

® The applicant will have to demonstrate that its financial situation is good and that it has
experience relevant for the production of the project outlined in its application;

® An applicant may receive one Quebecor Fund contribution, resulting in a maximum of
one project per round of financing. So that a second project, this one presented in the
twelve months following the acceptance of a first project, is considered acceptable, the
producer will have to show his capacity in the long term to carry out the whole of his
projects presented at the Quebecor Fund;

® The applicant must file a project whose first broadcasting date is subsequent to the limit
date for filing the demand.

Terms: Quebecor Fund's contribution to admissible projects will take the form of a non-
reimbursable financial contribution and will constitute a supplement to the rights paid for
broadcasting on the Internet and to the rights paid by a programming undertaking in order to
broadcast the production. The maximum contribution by Quebecor Fund for each admissible
project will be $500 000, notwithstanding the following: the contribution by Quebecor Fund will not
exceed 35% of the combined budget.

However, when this project is broadcast by a PU that, given the conditions of its license, is not
mainly financed by a government or via subscription revenues or via revenue generated through
the sale of advertising, Quebecor Fund’s contribution may be as much as 50% of the combined
budget.

Approval: Applicants should expect the following:

® A confirmation of receipt will be sent to each applicant within fifteen days of the reception
of the application at Quebecor Fund offices;

® The applicants will be informed, as quickly as possible, of any missing documents or
information so as to allow them to complete their file before the deadline. Quebecor Fund
will not send more than one notice to that effect;

® Any completed application will be evaluated within eight weeks of the official filing date;

® The applications will be evaluated based on, among other things, the guidelines found in
the present document, the creative, technical and financial aspects of the proposed
project, as well as on its marketing plan;




® The Board of Directors has complete discretion about the interpretation of the present
document as well as with respect to the evaluation and analysis of any and all
applications;

® The applicants will be notified as quickly as possible of the Board of Directors@decision.
Moreover, Quebecor Fund has no obligation whatsoever to justify or motivate its decision
to refuse an application. Quebecor Fund will not comment publicly on the reasons
motivating its refusal of an application, unless it is legally obligated to do so; and,

® The applicant whose project is approved by the Board must, within ninety days of taking
cognizance of said decision, definitively complete the financing of the project. Should said
definitive financing not be completed within this time period, Quebecor Fund®
contribution may be cancelled at the sole discretion of the Board of Directors.

Reporting requirements: An applicant whose project has been accepted for funding must then
sign an agreement with Quebecor Fund. No obligation can be imposed upon Quebecor Fund
until after the signing of said agreement. The agreement will set out the conditions for Quebecor
Fund® financial contribution, and Quebecor Fund® obligations will be limited to those expressly
provided for in that agreement.

A copy of the completed production must be forwarded to Quebecor Fund, at the producer®
expense, at the latest one month after the date of the end of production and at least one working
day before the date of its first broadcast. Follow-up reports must thereafter be sent by the
producer every six months, for the first three years after the delivery of the production. Moreover,
an audited statement of production costs must be sent to Quebecor Fund at the end of the
production® first complete financial year.

Bell Broadcast and New Media Fund — Development Program

Overview: New media content development provides funding for new media content
development and planning. New media producers will take projects from the concept stage to
fully developed production proposals. (Note: This stage is similar to the Canada New Media
Fund’s Market Research and Prototyping phase). Development may include, but is not limited to,
activities such as prototype development, detailed production planning, content and technology
design, design documentation, budgeting and financing, production scheduling, business and
marketing planning, research and testing, and project proposal development. Funding is
available in the form of grants not to exceed 75% of the costs of development of the new media
project to a maximum of $50,000.

Website: http://www.ipf.ca/Bell/English/quidelines development.html

Availability: On-line information is current and includes: guidelines, financing and budget
policies, application forms (development program and professional development), budget
template, frequently asked questions (development and production), evaluation grids (production
and development), and cost report template. Telephone and e-mail contact information is
available and current. Three annual deadline dates are provided.

Eligibility: Eligible projects must have a new media project in the planning stages that is
associated with a television program that is in development or licensed by a Canadian
broadcaster.




Projects must be delivered on a digital network that interactively enhances the viewer
experience of the television program, with an emphasis on excellence. Acceptable
platforms include, but are not limited to websites/Internet applications, iTV and mobile.

Projects must obtain a letter of support for the proposed new media component from the
broadcaster of the associated television program.

A development agreement with a Canadian broadcaster committed to share in the
development costs of the associated television program, or a broadcast licence for the
associated television program, is required to trigger eligibility.

Projects may not be an industrial, corporate, or primarily promotional project; projects
may not be new media game projects intended primarily for the video arcade market;
projects may not be stand-alone CD-ROMs.

The television component must meet eight out of 10 points for Canadian content
certification as certified by the Canadian Audio-Visual Certification Office (CAVCO), or be
an official Canadian co-production as certified by the Co-production office of Telefilm
Canada.

Eligible programs do not include: news, reporting and actualities, or sports programming.

Both the broadcast and new media components must conform to the guidelines on sex-
role portrayal and violence endorsed by the Canadian Radio-television and
Telecommunications Commission (CRTC).

Application: Requires application form and development budget template be e-mailed. Other
pertinent hardcopy documents are to be delivered to Bell Fund offices. These consist of:
application form, development budget template, proof of ownership rights, development schedule
and timeline, proof of financing already committed, co-production or services agreement, letter of
commitment for the development of a television component, letter of support for the development
of a new media component from a Canadian broadcaster, certificate of incorporation, and most
recent financial statement.

Approval: The evaluation process is as follows:

Applications are reviewed to ensure that all eligibility criteria are met and that the required
documentation is complete.

Eligible applications are assessed by industry consultants who evaluate the new media
content, feasibility of the project, business assessment and broadcaster support.

All funding decisions are made by the Board of Directors six to eight weeks after the
deadline for application.

Projects that do not receive funding may only be resubmitted if there is a significant
change to the production. These significant changes should be outlined in a separate
document or in the cover letter.

Successful applicants must finalize financing of their projects within 90 days or the Bell
Fund® commitment may be cancelled at the Board® discretion.




Reporting requirements: Producer must provide most current finalized financial statements for
the company responsible for producing the new media project. In the event that new media
development activities are shared with a related or unrelated company or entity, most recent
financial statement are required from each party. Financial statements for any related parent
company are also required.

If interim financing is budgeted as a line item in the development budget, a complete cash flow
statement must be included in your application.

Other accounting and reporting requirements: Other than terms and conditions noted in
specific guidelines for Bell Fund, applicants are required to adhere to accounting and reporting
requirements as set forth by the Canadian Television Fund and Telefilm Canada: “Accounting
and Reporting Requirements” (January 1, 2006).

Canadian Television Fund/Telefilm Accounting and Reporting Requirements: Production
expenses must be directly related to the production and be supported by appropriate invoices or
other similar relevant documentation which, to the extent possible, provide a detailed description
of the expenses charged, the date paid, the title of the production and the name of the
production/distribution company.

Any expense for which there is no adequate supporting document, will be considered
inadmissible.

To the extent possible, all supporting documentation must correspond to the original document
provided by sources external to the production/distribution company and be corroborated by the
relevant production account bank statements and cancelled cheques.

Bell Broadcast and New Media Fund — Production Program

Overview: Approximately $8 million is contributed annually by Bell ExpressVu. There must be an
association between the new media and television components. Funding for the new media
component is available in the form of grants which may be awarded as follows:

® A grant of up to 75% of the cost of production of the new media component, to a
maximum of $250,000 per project; and,

® A bonus grant matching any broadcaster(s) cash contribution to the financing of the new
media component, to a maximum of $50,000.

Funding for the television component is available in the form of grants which may be awarded as
follows:

® A grant of up to 75% of the total Canadian broadcast licence fees (paid directly by the
broadcaster) for the program, to a maximum of $75,000 per project (including television
series).

Approximately two-thirds of the funds will be designated to support English language projects and
one-third for French language projects.

Website: http://www.ipf.ca/Bell/English/quidelines production.html
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Availability: On-line information is current and includes: guidelines, financing and budget
policies, framework for international co-production, and various application and reporting forms
and templates. Telephone and e-mail contact information is available and current. Three annual
deadline dates are provided.

Eligibility: Eligible projects must have both a broadcast component with a guaranteed broadcast
licence from a Canadian broadcaster as well as a new media component.

® Applicants must be independent producers or broadcaster-affiliated production
companies (which will in the aggregate, be eligible for a maximum of 25% of the funds
awarded in any fiscal year).

® Applicants must have creative control over the respective components of the project and
own the copyright or have obtained copyright permission to adapt any material for the
project, and hold or have access to new media rights.

® Applicants must be Canadian citizens or landed immigrants, and, in the case of a
company, must be Canadian-controlled within the meaning of the Investment Canada Act
and as defined under section 1106(1)(c) of the Regulations under the Income Tax Act.

® Applicants must demonstrate a sound financial position and the required expertise and
relevant experience to successfully complete the respective components of the project.

® Atelevision producer/production company may only trigger funding for three projects per
year. There is no limit on the number of projects a new media producer/production
company is involved in per year.

® New Media component eligibility: Projects must be delivered on a digital network that
interactively enhances the viewer experience of the television program, with an emphasis
on excellence. Acceptable platforms include, but are not limited to, websites/Internet
applications, iTV and mobile.

Application: Requires application form and development budget template be e-mailed. Other
pertinent hardcopy documents are to be delivered to Bell Fund offices. These consist of:
application form, development budget template, proof of ownership rights, development schedule
and timeline, proof of financing already committed, co-production or services agreement, letter of
commitment for the development of a television component, letter of support for the development
of a new media component from a Canadian broadcaster, certificate of incorporation, and most
recent financial statement.

Approval: The evaluation process is as follows:

Applications are reviewed to ensure that all eligibility criteria are met and that the required
documentation is complete.

Eligible applications are assessed by industry consultants who evaluate the new media
content, feasibility of the project, business assessment and broadcaster support.

All funding decisions are made by the Board of Directors six to eight weeks after the deadline
for application.

Projects that do not receive funding may only be resubmitted if there is a significant change
to the production. These significant changes should be outlined in a separate document or in
the cover letter.




Successful applicants must finalize financing of their projects within 90 days or the Bell
Fund® commitment may be cancelled at the Board® discretion.

Reporting requirements: Financial statements for new media company: Producer must provide
most current finalized financial statements for the company responsible for producing the new
media project. In the event that new media production activities are shared with a related or
unrelated company or entity, the most recent financial statements are required from each party.
Financial statements for any related parent company are also required.

Bell Broadcast and New Media Fund — I nternship Program

Overview: The Bell Fund has allocated $50,000 annually to support new media production
companies to hire interns to train on convergent media projects to help seed the future of new
talent. Ten internship positions will be funded annually. Canadian-owned independent production
companies with at least one multi-platform project with a television component are encouraged to
apply for a $5,000 grant.

Website: http://www.ipf.ca/Bell/English/guidelines int.html

Availability: Application form and guidelines available on-line.

Eligibility: Canadian-owned independent production companies, subsidiaries or departments
whose primary business is interactive digital production are eligible to apply (It is not necessary
for the company to have received Bell Fund grants in the past). The company must be
developing or producing at least one multi-platform project with a television component. The
production company must specify the project on which the intern will be working, and identify a
producer at the company who will act as a mentor/supervisor to the intern. The regional
distribution of internship grants is as follows:

® 3internships taking place in Ontario
® 3in Quebec

® 2in British Columbia

® 1 in the Prairie provinces

® 1 in the Atlantic provinces

Companies are eligible to receive the internship grant once per year.

Intern eligibility: Students enrolled in a post-secondary new media training program in 2007 are
eligible to apply. Students enrolled at a degree-granting institution are preferred. Preference is
given to students with limited professional new media experience.

Application: Interested interns should partner with production companies developing or
producing a multi-platform project with a television component prior to application to the Bell
Fund. Applications are to be submitted by the new media production company and be
accompanied by all supplementary documents requested. The application form and supplemental
documents must be submitted to the Bell Fund office by deadline date. Applicants will be notified
within two weeks.

Approval: Approval process takes approximately two weeks. Application will be assessed on the
following criteria:




® Intern’s roles and responsibilities as outlined in the Producer’s letter;

® Intern’s potential for career advancement;

® Intern’s academic background in new media;

® Experience of new media production company;

® Experience of new media producer/supervisor;

® Suitability of convergent project;

® Strength of reference letter from academic representative; and,

® Additional financial support being offered by the new media production company.

Reporting Requirements: Upon completion of the internship, both the student and the producer
must submit a one page report detailing the internship experience.

Multi-Screen Challenge

Overview: The Telus Multi-Screen Challenge is the opportunity for content producers to present
a concept for a product that extends across multiple screens. Telus is looking for fresh concepts
that incorporate an overall story and/or brand with viable and compelling experiences on each of
the platforms. At least one of the platforms should offer the end user a degree of interactivity. All
qualified submissions will be assessed by a jury of industry experts. Finalists will be announced
on the Interactive Content Exchange (ICE) 2007 website on March 14, 2007 and will compete
before a panel of judges and the audience comprised of ICE 2007 delegates at the event.
Finalists will each have four minutes to present their pitch. They will then face up to six minutes of
guestions from the jury. The submissions will be assessed and graded by the panel and the
grand prize winner will be announced at a special presentation at ICE 2007. There is one grand
prize of $10,000

Website: http://www.ice07.com/multiscreen/index.php

Availability: On-line info available, up to date and current, although the event is over.

Eligibility: The competition is open to the general new media industry. Finalists must be present
at ICE 2007 to present their pitch to be eligible for the $10,000 prize.

Application: Submit an application form that includes a company bio, concept synopsis,
marketing brief and short discussion of the business model.

Approval: Select applicants pitch their projects live on stage at an industry event, ICE 2007 and
one winner will be chosen by the jury present.
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TelusInnovation Fund

Overview: The Telus Innovation Fund invests in new forms of high-quality, original Canadian
content that explore new ways of approaching entertainment and storytelling. This fund supports
projects in the form of a recoupable contribution towards the production of innovative film,
television, new media, or cross-platform content projects.

Website: http://www.cfccreates.com/what we show and fund/telus innovation fund/index.php

Availability: Information, guidelines and applications are available and up to date for 2007. The
deadline has passed for this year.

Eligibility: All Canadian controlled private companies that own 100% of copyright in a film,
television or digital interactive media projects are eligible to apply. Priority will be given to cultural
SMEs with an upper limit of 40 employees and total revenues of less than $4 million. Support is
provided to competitive original content projects that meet all the following eligibility requirements:

® Projects must be content-based with a narrative focus, including documentaries;

® The project concept is innovative and breaks new grounds in the entertainment industry.
The applicant must indicate precisely how this project is innovative and the degree to
which potentially similar projects are not addressing these innovations;

® The budget is appropriate to the scale of the project;
® The project will be completed within 18 months of receiving funding; and,
® An excellent team is in place to complete the project as designed, on time and on budget.

Terms: New Media/Film/Artistic Installations Funds — 3 projects per year — up to $100,000 per
project

Application: Interested companies must submit a preliminary application that outlines the
project. These are screened by a committee of Canadian Film Center (CFC) directors and
industry reps across Canada. Nine companies from the initial submissions will be invited to
submit a full application. Companies have four weeks to complete and submit the full application.

Approval:

Full applications are screened by a committee of CFC directors and industry reps across
Canada. The process takes approximately 12 weeks.

Reporting requirements: All companies that receive funding through the Telus Innovation Fund
are required to submit a project report within 90 days of the end of the each year until the CFC's
contribution is repaid in full.




Canadian Independent Film and Video Fund (CIFVF)

Overview: To support the development of the non-theatrical industry by providing assistance for
the creation of films, videos and new media projects that promote lifelong learning.

Website: http://www.cifvf.ca/

Availability: On-line information was misleading in that it advertised new media funding but after
speaking to a representative we were told the CIFVF no longer supports new media.

Eligibility: Film/TV — new media no longer eligible
Application/approval: Not applicable

Reporting requirements: Not applicable




