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INTRODUCTION 
 
 
The Young Invincibles is a feature length independent film that looks into the growing subculture of twenty and 
thirty-year-olds living with cancer. The goal of this project is to make a quality film that introduces people to the 
specific issues of young adult cancer. This project can only be made possible through the generous donations and 
support from people like you. We appreciate you taking the time to review our project and we hope you will 
consider making a contribution. What follows is a detailed outline of how we will turn our vision into a finished film.  
 

NARRATIVE  SUMMARY 
 
 
The Young Invincibles is the story of Whitney Tarr, Elle Fitzgerald and Travis Sweet, three young adults at different 
stages of cancer. Each story takes place in a different city in present day America and unfolds over the course of a 
day. Whitney, Elle and Travis do not know each other but their stories are interwoven with one another to tell the 
greater story of the young adult cancer experience.  
 

(Los Angeles, California) Whitney is an 
Ohio native that moved to the city of 
angels to pursue her dream of 
producing movies. At 25 years old, she 

is a rising star at Go Big Pictures, an independent film 
production company, where she works as an assistant 
to the company’s president. When she is not working, 
which is rare, she is out having fun with her family 
away from home, her three best friends from college. 
 
Yesterday, Whitney’s world came crashing down 
around her when she learned she    has breast cancer. 

She goes about her workday pretending 
everything is fine as she tries to find a 
way to tell her friends and family. Her 
mom’s busy schedule makes it difficult 

to find the right time to talk and she does not have 
the heart to interrupt her friends’ carefree lives. 
Ultimately, she foregoes a golden career opportunity 
so that she can host a dinner for her friends and break 
the news. That night, she finds the courage to reveal 
her diagnosis and begins to understand the depths of 
which her life is about to change.  
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(Outer Banks, North Carolina)  Elle lives in a small 
beach community where she shares a cottage with her 
longtime boyfriend, Eric. At 28 years old, she thought 
she had her life figured out working as a graphic 
designer and hanging out with her friends and family. 
However, this all changed three months ago when she 
was diagnosed with stage 1b1 squamous cell cervical 
cancer. She had a radical trachelectomy to remove the 
cancer cells on her cervix and is currently undergoing 
chemoradiation treatment. 
 
Today, Elle is drowning in what has become her daily 
cancer routine. She spends her time arguing with her 
insurance company, trying to get some design work 
done, and going to treatment all while trying to fight 
off the side effects of the chemoradiation. The loving 
support she receives from her friends and family is in 
stark contrast to Eric’s inability to cope with the 
realities of her cancer. By the end of the day, Elle 
learns that the best chance for her survival is to put 
her needs above all else. 
 
 
 
 

(New York, New York)  Travis, a born 
and raised New Yorker, was a freelance 
fashion photographer who had a 
successful career by the time he was 
thirty years old. He had a life he loved 

with a great apartment, a career on the rise, and 
always a place to party. However, this all fell apart 
when, at age 31, he was diagnosed with stage 3b 
Hodgkins Lymphoma. 
 
After six months of chemotherapy, he had a 
reoccurrence that required an autologous bone 
marrow transplant. Now, almost two years since his 
initial diagnosis, he is finally in remission but his life 
is in shambles. Travis finds himself living with his 
parents, out of work, and estranged from his friends. 
 
On this day, Travis reaches out to his former work 
colleagues and friends in an attempt to pick up where 
he left off two years ago. As the day unfolds, he 
quickly discovers that no one wants to hire a “has-
been” and that his friends cannot see past his cancer. 
Ultimately, he must accept that the experience of 
having cancer has changed him, and he cannot go 
back to the life he had before. 
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POINT  OF VIEW

The cinema is clearly a major part of modern America culture. In 2009, Americans spent $28.4 billion viewing, 
renting, purchasing, and web streaming movies.1 With a theater in almost every town, most Americans are readily 
able to quote their favorite movie lines, proving that the cinema is heavily embedded in our culture. Therefore, 
movies are an ideal vehicle for exposing lesser-known subcultures to society at large. Using the easily consumed 
medium of film, The Young Invincibles will shed light on the growing issue of young adult cancer by entertaining 
and educating its audience. To this end, the filmmakers have four principles to guide the development of this 
project:  
 
 

1. To provide identifiable and realistic images of young adults with cancer for those diagnosed with the 
disease. One of the leading social issues of young adults with cancer is the feeling that they are alone 
in this experience. The film will offer storylines that are similar to their own lives which will help 
alleviate this sense of isolation. 

 
2. To expose those who are unaware of the prevalence of young adult cancer in America. Images of both 

elderly and very young cancer patients are quite common in today’s media. However, rarely do we see 
twenty and thirty year olds facing the disease. By creating an engaging film, we hope to correct this.  

 
3. To help create a deeper understanding of the struggle with cancer that is specific to twenty and thirty 

year olds. Getting a date, finding a job, starting a family, and staking a claim in the world are all goals 
of young adults. However, when they are diagnosed with cancer, outsiders often forget that these 
desires remain. This film will look into how these young adults are living their lives while dealing with 
cancer.  

 
4. To create a film that is an enjoyable, intelligent, and touching theatrical experience. Without first 

having a desirable medium for consumption, the message is often lost. The better the film, the more 
people will want to see it, resulting in more awareness of the issues faced by young adults with cancer. 
For this project, it is vital to make the highest quality and most entertaining film possible. 

 

                                                
1 Vanity Fair, January 2010 
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STRUCTURE AND AESTHETICS 
 
 
When writing a script, the structure of the story is the skeleton on which you hang the characters, plot, and setting. 
It is the underlying support that keeps all the elements of the story working together. While developing The Young 
Invincibles, we wanted to tell a story that would reveal the pervasiveness of young adult cancer while providing an 
authentic look into the lives of young adults with cancer.  
 
The structure we created involves three main 
characters who do not know each other yet their 
stories are interwoven, as each narrative depicts a 
different facet of the young adult cancer experience. 
We then attached to this structure the story of three 
young adults who live in different U.S. cities and who 
are in different stages of cancer. The story will also 
unfold over the course of the same twenty-four hour 
period.  
 
The idea of interweaving seemingly unconnected 
characters into one story is a common technique that 
has been used in such popular films as “Magnolia,” 
“Crash,“ and “Pulp Fiction.” However, unlike these 
films, the characters in The Young Invincibles will not 
cross paths. This creates a sense of how large the 
world is, thereby achieving our goal of showing how 
widespread young adult cancer is across the country, 
and enhancing the experience of isolation so pervasive 

in this group. 
 
Next, we set the characters at three different stages of 
cancer to show how invasive the disease is. From the 
initial diagnosis through treatment and into remission, 
this overview reveals how the disease affects all 
aspects of the lives of young adults with cancer and 
the lives of those around them. This will create an 
overall understanding of the young adult cancer 
experience.      
 
Finally, limiting the story’s scope to one twenty-four 
hour period will create an intimate understanding of 
the characters; this time constraint allows for a 
detailed look into how their daily lives are lived, not 
just the events that make up the day. This allows the 
characters to be seen not merely as cancer patients, 
but as young adults living with cancer.  
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High-Contrast Saturated Look 

http://www.bradnickel.ca/ 
 

If the structure of a film is the skeleton then the 
aesthetics would be its skin. The aesthetics is the way 
a film looks, sounds, and feels. It is the exterior 
element that is directly perceived by the audience. 
Since the structure of The Young Invincibles involves 
three characters that do not interact, we decided to 
create an exterior that would exemplify the similarities 
between them. The aesthetics will highlight the 
similarities in age, time and disease by creating a 
cohesive world onscreen for them to inhabit. 
 
One of the choices we have made is to use a high-
contrast saturated look throughout the film. This look 
brings out the dark and light tones of an image and 
creates a feeling of tension and drama in the viewer. It 
was used successfully in such recent films as “Take” 
and “August.” By using the same high-contrast 
saturated look throughout each of the character’s 
storylines, the film will have a unified appearance that 
creates a connection between each of them. 
 
  

The film will also favor the use of close-up shots over 
standard shots like the over-the-shoulder and the 
two-shot set ups. While standard shots tend to make 
the audience feel like an outside observer, close-up 
shots bring the viewer into the world of the 
characters. By using the same style of shots 
throughout each of the character’s storylines, the 
connection between the characters will deepen.   
 
Finally, the film will feature 
the music of one artist, Brad 
Nickel, a talented musician 
and producer. Brad will be 
creating original songs and 
the score for the film. His 
music will work in a similar 
fashion as Amy Mann’s 
music in the film “Magnolia” 
which was successful in 
creating a consistent link 
between the various 
characters while adding 
depth and soul to the story.         Artist Brad Nickel 
 
A major asset to working 
with Brad is his ability to 
produce a sound and energy that is of this generation. 
His soulful voice and the music he creates reflect a 
modern sound that today’s young adults can relate to. 
In the same way that the music from “Reality Bites” 
and “The Breakfast Club” defined a time and place so, 
too, will Brad’s music help define the world in which 
the characters in The Young Invincibles live. 
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Cannon 5d Mark II & Rig 

We will be able to achieve our desired aesthetic 
through the use of advances in DLSR camera 
technology. The film will be shot using 
the Cannon 5d Mark II, a high definition 
digital camera. It is one of the newest 
digital cameras available on the market 
today and it is redefining digital film 
production. The Canon 5d Mark II is an 
affordable camera that has the ability to 
capture images with a shallow depth of 
field. It also has a large image sensor 
and amazing low light sensitivity. In 
other words, it is a digital camera that 
can produce an image on par with a 
35mm film camera. It has been used 
successfully on TV shows such as “House,” “24,” and 
even certain scenes in the most recent film in the 
“Twilight” series.  
 

The features of the Cannon 5d Mark II are tailor-made 
for the needs of this production. It has the body of a 

still photography camera allowing it to 
access tighter shooting spaces than 
would be possible with a traditional 
film camera. This will help capture the 
close-up shots that are a key element 
in the film. The camera’s large image 
sensor can capture high quality 
images that are easily manipulated in 
post-production, making the high-
contrast saturated look possible. Also, 
the Canon 5d Mark II has an extreme 
low light sensitivity allowing it to 
capture images even when there is 

minimal light. Because this is a low budget 
production, low lighting costs will be a tremendous 
asset.              
      

 
 
 
 
 
 
 
 
 
 

 



AUDIENCE, DISTRIBUTION & DIGITAL MARKETING STRATEGIES 
 
 
The way in which independent films are distributed has and is changing daily. A mere decade ago, films were 
created, screened at festivals and then sold to the studios. The filmmaker had very little say in how the film would 
be distributed and when it would reach an audience. After the recent economic crisis, studios have had much less 
capital to buy and distribute films. Limited capital coupled with the explosion of opportunities on the Internet has 
allowed independent filmmakers in particular to find and reach their audiences directly. This new era of distribution 
requires independent filmmakers to work harder, be more tenacious, and take more risks. It also means that every 
independent film needs a customized distribution strategy to ensure it finds its audience. What follows is a plan 
tailored for the specific needs of The Young Invincibles. 
 
Identify the Core Audience  

The first step in any distribution strategy is to determine who is the core audience for the film. We must figure out 
who would be interested in this film and then reach out, market to, and communicate with this group. So, who are 
the people that will want to see The Young Invincibles ?  
 

- Young adults that have cancer or are in remission.  
 
- Family, friends and caregivers of the young adult cancer community. 

 
- Professionals associated with young adult cancer such as doctors, nurses, hospital 

staff, cancer organizations, medical publications, libraries and schools.  
 
- Fans of the independent film genre. There is clearly a demand for new 

independent films as the indie share of the North American box office was $3.6 
billion in 2009.2 In addition, Netflix statistics show that, over time, users skew 
their viewing habits towards independent films.  

 
- Film enthusiasts who enjoy a touching, well-made story. Once the film succeeds 

in reaching its initial audience, the film will then crossover to a wider public. 
                                                

2 Levinson, Louis, ‘Indie Box Office More Resilient in 2009 Than I Ever Thought’, January 2010 

   Who is our core audience?   
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W W W . T H E Y O U N G I N V I N C I B L E S . C O M  

http://www.i2y.com/ 

Create an Online Presence 

In a world full of emails, blogs, social networking sites, and viral videos, having a web presence is vital to any 
independent film distribution plan. In order to gain access to the widest audience base possible, our team has 
taken the initiative to establish an online presence before the film goes into production.  
 
The website for The Young Invincibles is where we will be 
developing an ongoing relationship with our audience by 
building mailing lists and communicating effectively with our 
subscribers, providing them with valuable and engaging 
content through a corresponding blog that includes updates 
on the filmmaking process and information on young adult cancer. Our ultimate goal is to develop a core audience 
that can support the project from pre-production to the screening of the film.  
 
In order to run the website successfully, we have brought on a New Media Marketing Manager, Michelle Molina, to 
oversee the development and content of the website. She will also be launching Facebook and Twitter accounts 
once the film goes into production so that our audience can follow the filmmaking process in real time. After the 
film is completed, the website will be used to sell copies of the DVD and to update our fans on screenings in their 
area.  
 
In addition, our team will be reaching out to other websites that have common interests in order to expand our 
online presence. These common interests will include everything from information about the camera used in 
filming the movie to links and articles containing current news about young adult cancer. We plan to provide these 
websites with content about different aspects of our film which will be of interest to their readers and will help 
grow an awareness of the film within our core audience. 
 
Partner with Non-profits in the Young Adult Cancer Community 

Non-profits organizations can be indispensable distribution partners. With their support, 
they can offer direct access to the core audience you want to reach. And so, we have begun 
to develop a relationship with one of the leading young adult cancer organizations, “I’m Too 
Young For This.” Our team will also be reaching out to similar organizations such as “Planet 
Cancer” and Lance Armstrong’s “LiveStrong Young Adult Alliance.”  
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With the help of these organizations, we will build awareness for the film among our core audience through their 
publications and websites. Working in partnership with these organizations will allow us to host screenings at 
national conventions and local chapters across the country. When invited, we will attend these screenings for Q & A 
sessions about the film, as well.  
 
Submit to Film Festivals 

The Young Invincibles will be treating the film festival circuit as a theatrical release. There are hundreds of film 
festivals throughout the United States so it is possible to get the film shown on movie screens all over the country. 
By working within the film festival circuit, we can launch an effective screening campaign without the traditional 
overhead of a theatrical run which can cost hundreds of thousands of dollars.  
 
Film festivals also have the advantage of built-in audiences and in-house publicity departments to promote its 
films. During this time, our efforts will be focused on updating our core audience about available screenings to 
increase festival attendance. Our team will also be working with an established independent film publicist, Kathleen 
McInnis, to capitalize on any media attention and networking opportunities. 
  
Book College Tours  

Colleges all over the country bring in films to help educate and entertain their students. The Young Invincibles is an 
excellent candidate for these screenings because it speaks directly to an issue faced by many students. A university 
campus tour is a cost effective opportunity that provides more exposure for the film while raising young adult 
cancer awareness to an ideal audience. We will be working with a college tour booker to arrange as many 
screenings and speaking engagements as possible. A college tour, combined with festival and non-profit organized 
screenings, will allow the film to be seen in hundreds of theaters across the country. 
 
Maximize Direct Sales 

The final step in any distribution strategy is direct sales. Marketing the film for sale will not only promote the film 
and raise awareness for young adult cancer, it will also allow our audience to connect with the project and show 
their support.  
 
Our team plans to retain the rights to make direct sales which will enable us to sell DVDs from our website and at 
screenings. Different versions of the DVD will be offered for purchase, including home, educational, and 
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community use versions. The home-use DVD will be available on our website and at screenings, as well as through 
third party retailers such as Amazon. The educational-use DVD is intended for public viewing collections such as 
those held by colleges, libraries, museums, and corporations. The educational-use DVD will be offered either on 
our website or through an educational film distributor. There will also be a community-use DVD intended for non-
profit organizations and student groups in an effort to connect with as many cancer organizations as possible.   
 
In today’s web-based world, there are many opportunities online for distribution. Digital downloads of the film will 
be available on our website and potentially through iTunes. We also plan to work with Netflix to offer the film via 
web streaming and rental.  
 
Our team will be pursuing traditional television distribution opportunities such as Video On Demand and 
broadcasts on premium cable networks. Video On Demand companies have offered an increasing number of films 
in the independent genre while cable companies such as Showtime and the Independent Film Channel have 
consistently demonstrated a desire and willingness to show independent films.  
 

 
 
Lastly, The Young Invincibles will be offering supplemental products related to the film on our website and at 
screenings. One of the key items will be the soundtrack for the film, which will feature original music by Brad 
Nickel. The soundtrack will be an excellent stand-alone item available independently or in conjunction with the 
DVD of the film. The soundtrack will be offered on our website, at screenings, and for digital download. Other 
promotional items may include t-shirts, hats, buttons, and posters.  
 
 
While we are confident that this is a solid distribution plan for The Young Invincibles, we understand that innovative 
ways to market and distribute the film may arise during production. Therefore, our team is committed to 
incorporating these new opportunities into our overall strategy as they arise.  
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THE FILMMAKERS 
 
 

 

The Young Invincibles was originally conceived in the Spring of 2009 and written the following winter. As co-
directors and producers, we will bring an invaluable combination of passion for the material, business knowledge, 
and industry experience that will see this project through to completion.  
 
Our introduction to the world of cancer came eight 
years ago when Sarah’s father, Eugene Falk, was 
diagnosed with cancer. Five years later, Sarah had her 
own scare when pre-cancerous cells were detected on 
her cervix. Since this time, she has had three 
procedures and continues to receive regular check-
ups to monitor her health. Sadly, her father passed 
away in April 2009. Our commitment to the young 
adult cancer movement was solidified after attending 
the third annual OMG! Cancer Summit for Young 
Adults. We were inspired by the personal cancer 
survivor stories and the energy of the movement to 
use our talents as storytellers to bring light to the 
issues faced by young adults with cancer.   
 
While passion and vision are vital to any artistic 
endeavor, an understanding of how to operate a 
business is essential to the success of a project. This 
past year, we co-founded Sarah's Stands - a Cake 
Stand Company where we offer cake stands in a 
variety of colors and sizes. This company was 
launched with a minimal investment and within six 
months has grown into a profitable endeavor. During 
this time, we have established solid relationships with 

manufacturers, created a secure financial structure, 
and developed a reliable method for delivering a 
quality product. Our knowledge of how to run a 
business and manage its funds will be an invaluable 
asset to The Young Invincibles. 
  

 

 
 
When it comes to the filmmaking process, we each 
have over a decade of experience working in various 
facets of the film and theater industry. We have 
worked both in front of and behind the camera on a 
wide range of projects from small black box 
productions to big budget studio movies. Our 
extensive knowledge will be a tremendous benefit to 
the filmmaking process and we look forward to 
applying these skills to The Young Invincibles.  

  



Sarah Falk (Writer/Director) graduated from the Gallatin program at New York University with a 
focus on Film, including script writing, directing, acting and producing. During this time, she 
wrote, directed and produced five short films. She also attended Williamstown Theatre Festival 
where she produced “The Colored Museum” by George C. Wolfe and “Betrayal” by Harold Pinter 
while attending the Acting Apprentice Program.  
      
As an actor, Sarah has performed in theater, film, television and commercials. Some of her 
favorite highlights include the Discovery Channel’s show “Monster House,” ABC’s soap opera 
“General Hospital” and a voiceover spot for the car manufacturer “Jaguar.”  

     
Behind the scenes, Sarah worked as an assistant to Keanu Reeves on the Warner Bros. film “The 
Devil’s Advocate,” a Second Assistant Director for “Comedy Central,” and a script reader for 
Robert DeNiro’s production company, Tribeca Productions. 
 
 
Aaron Oetting (Writer/Director) attended the College of William and Mary where he graduated 
with honors receiving a B.A. in Theater. During this time, he studied acting in London with 
Marymount’s study abroad program that worked in association with RATA. Thereafter, he 
attended the Dell’ Arte International School of Physical Theater where he studied with world-
renowned clown and physical theater teachers Joan Schirle and Ronlin Foreman.  
      
In Las Vegas, he created an original two-man show called “The Flaming Idiots.” He then went on 
to work with Cirque du Soliel in their hit show “Ka.”  
 
In New York, he acted in a series of films including “Park,” “Red Heart” and the television pilot, 
“Sara and Jay4ever.” He also played the lead role of Paul Schneider for Japanese television in the 
re-enactment of “The Dorothy Stratton Story.” 
       
On stage, his performing credits include “Picasso at the Lapin Agile,” “The Frogs” and “Four Dogs 
and a Bone.” He also co-produced and performed in a production of “Danny and the Deep Blue 
Sea” and “Macbeth.”   
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PROJECT  ADVISORS 
 
 
We are fortunate to have a number of experts aid in the development of The Young Invincibles. We have formal 
working relationships with the following individuals and are working informally with many others. They have 
graciously agreed to review and contribute to the development of this project as it proceeds. We also plan to 
expand this list as needed to ensure all aspects of the film are supported. Our list of advisors to date are: 
 
 
 

Kara Petraglia & Juliana Steele 
Program Specialists 

Fractured Atlas, a non-profit arts service organization 
 

Dr. Wendy R. Brewster, MD., PhD 
Director, Center for Women's Health Research - 

Obstetrics & Gynecology 
Division of Gynecological Oncology 

University of North Carolina, Chapel Hill 
 

Jack Bouffard 
VP Grassroots Advocacy 

I’m Too Young For This! Cancer Foundation 
 

 
 
 

Kathleen McInnis 
Independent Film Publicist 

 
Anne Marie Casey 

Screenwriter & Producer 
 

Sarah Jo Knight 
Director & Producer 

 
Michelle Molina 

New Media Marketing Manager 
 

Brad Nickel 
Musician & Producer 

 
Dana Cocioba 

Graphic Designer 
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To Whom It May Concern, 
     
     I hope this note finds you well.  My name is Jack Bouffard and I am the VP of Grassroots Development for the 
I’m Too Young For This! Cancer Foundation and co-host of The Stupid Cancer Radio Show.  One of my roles in 
the organization is to travel and speak at numerous cancer conferences across the country, which has given me 
the privilege of meeting many outstanding individuals in the cancer community.  It is an honor to write to you today 
on behalf of two of them, Sarah Falk and Aaron Oetting of “The Young Invincibles” Project.  
 
     I first met Aaron and Sarah at the OMG Summit For Young Adults With Cancer, held in New York City, this past 
May.  During our brief conversation, I was asked if I would be willing to consult on a movie they were working on.  I 
agreed to read the script but had my doubts.  My gut told me this was just another project that wouldn’t accurately 
portray the young adult cancer experience.  I’m a Stage IV Hodgkin Lymphoma survivor and I’ve felt on numerous 
occasions that Hollywood continues to let people like me down regarding how they portray characters with 
cancer.  Shows like “Grey’s Anatomy” and “Private Practice” have done our community a grave disservice by 
having characters come out of brain surgery with heads of perfect blond hair or go through chemotherapy full of 
energy and no signs of any side effects people like us go through.   I was jaded and expected the worse from 
Aaron and Sarah. 
 
      Then I read the script.   
 
      I read the entire piece in one sitting and was blown away by how accurate and moving their script is.  I was 
able to relate to each character on many different levels and had flashbacks to my experience as a 32-year-old 
cancer patient.  “The Young Invincibles” hits topics all young adult cancer patients and survivors go through.  
Dating, sexuality, fertility and intimacy, employment and insurance, maintaining our independence from our 
parents and how our peers deal with having a friend who is sick are issues that are very real for the young adult 
cancer community.  I submitted my few edits and knew I was a part of something special.  I shared the script with 
two close friends who are also cancer survivors and they were just as excited as I was about this project.   
 
     To say I’m excited about backing “The Young Invincibles” would be an understatement. The project is 
something the young adult cancer movement needs to help raise awareness that people our age can and do get 
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cancer.  People need to know cancer is not just a disease of the pediatric and geriatric world.   70,000 young 
adults between the ages of 18 and 39 are diagnosed with cancer each year and the general public is ignorant of 
this fact. 
 
     As I’ve gotten to know Sarah and Aaron on a personal level, I’ve seen their dedication to this project as well as 
their dedication to the young adult cancer movement firsthand.  Their passion for what their work inspires me on a 
very deep level.  I’m thrilled at both what they have already accomplished and what the future has in store for 
them.  “The Young Invincibles” has my utmost support and I am so honored to be a part of this project.  Thank you 
for your time and consideration.  
 
 
Best Regards, 
 

 
-- 
Jack Bouffard 
2 Year Young Adult Survivor 
VP, Grassroots Development 
Chief Cancer Anarchist 
Co-host The Stupid Cancer Show 
I’m Too Young For This! Cancer Foundation 
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