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We come to you today with the 
proposition of collaboration & 
the request for your support.

Photo Credit: © UNICEF/2020/Anmar Rfaat

With UNICEF support, a young girl is vaccinated against polio and measles at the Bardarash Camp in Erbil, Iraq, after fleeing 
the conflict in northeast Syrian Arab Republic.



Finding Shelter is a short film that aims to 
remind its audience about the constant cycle of 
global refugee crises that remains unresolved 
today.
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In its deepest 
root, we want to 
raise questions 
about our willful 
blindness and 
ignorance of 
human suffering.



We can be a positive influence in welcoming 
refugees with open arms and nurture them with a 
sense of empathy and compassion.



Let’s remind individuals — especially in stable 
countries — of any ethnicity or age, that there are 
real people who are forced to face the unthinkable 
and suffer unimaginable hardship for a chance to 
have what most of us take for granted.



Together, let’s impact Canadian society to
build and foster a community that nurtures the 

sense of human compassion.







THE IGNORANCE OF
HUMAN SUFFERING

Finding Shelter is a 10-minute journey 
that immerses its audience into a 
disconcerting reality that exists daily 
— yet unspoken of everyday.

An overall vision — from its narrative, 
visual & aural treatment — blurring 
reality with fiction, the film sharply 
captures refugees’ struggle for 
freedom.

A voice crying to empathize with the 
human suffering experience that is 
often ignored in stable countries.

“A FOOL CAN'T HELP BUT BE A FOOL, BUT WHEN 
OTHERS FOLLOW, HE MAKES A FOOL OF US ALL.” 



FINDING SHELTE
R follows HANI

, a 10-year ol
d boy, who is 

about to be sm
uggled out of 

his war-torn c
ountry with hi

s 

parents on a b
oat. Despite h

is dad's instr
uctions to lea

ve 

his beloved do
g, RONALDO, be

hind, Hani sec
retly clears h

is 

backpack and h
ides Ronaldo i

n it instead. 

The remainder 
of the film fo

llows the dive
rgent journeys

 of 

Hani and Ronal
do (the dog), 

as they are ch
allenged to 

survive the bo
at ride and jo

urney upon arr
iving to their

 

destination.

SYNOPSIS



BLURRING REALITY WITH FICTION
Our film relies upon the most important, yet 
unseen, characters in the film — the camera and 
audio. 

They are what separates realism from fantasy. 
Fictional characters exposing the truth about our 
ignorance of human suffering — by focusing on 
unsettling visuals that ask for empathy, it blurs 
reality with fiction.



VISUAL AND AURAL TREATMENT









OUR PLAN REVOLVES AROUND OUR MISSION TO 
BRING AWARENESS ABOUT THE GLOBAL REFUGEE CRISES
TO WIDER AUDIENCES THROUGH THE FILM INDUSTRY.



BUILDING
AWARENESS
GEOGRAPHICALLY CALCULATED
As a short film, our main goal is to gain 
interest and recognition during our festival 
run in order to access a larger network in the 
film industry. Through networking at these 
festivals, we plan to seek distributors in 
online streaming platforms and local theatres. 
Furthermore, we want to gain new connections 
for future projects.

Different locations means different audiences. 
With this insight, we decided to build two 
different paths for creating awareness for our 
film. One path catering to our North American 
audiences and another for European 
(international) audiences.

As our paths diverge, our message and mission 
remains the same — to bring awareness to the 
ignorance of human suffering happening around 
us daily, seeking empathy for refugees around 
the world.



NORTH AMERICAN
VISUAL ASSETS

American filmmaking is often formulaic 
and often revolves around a clear hero in 
a story — often focusing on character-
driven plots and narrative.

To build awareness, our branding and 
visual assets will focus on our 
narrative’s protagonists, portraying them 
as heroes in conflict with society and 
fate.

Through these assets, we’re able to bring 
attention to our heroes’ suffering, which 
we are willfully blind to — seeking for 
our audiences’ empathy.

NORTH AMERICA
A HEROIC STORY









Currently, we are building relationships with non-
profit organizations, refugee relief programs, and 
business companies fighting for the same cause. 

By strengthening these connections, we are 
positioning ourselves in places with new 
opportunities for further connections and 
potential funding. 

But more importantly, their vocal support alone, 
brings great awareness about our project to their 
own circle of supporters, partners, colleagues, 
etc.

PUBLIC
RELATIONS
STRENGTHENING OUR
NETWORK



We plan to create an engaging social presence that sparks the 
conversation about the refugee crisis through three content pillars:

COME AND SEE
AWARENESS

OUR MISSION
EDUCATION

BEHIND THE 
DARKNESS

WHERE TO FIND AND SEE OUR FILM



We intend to enter both emerging and celebrated film 
festivals. We are selectively choosing our film 
festivals where we believe we can make a strong 
social impact and gain a stronger network.

Internationally, we plan to enter festivals in 
countries with large Syrian refugee populations, such 
as Germany and Sweden, enabling us to gain momentum.

FESTIVAL CIRCUIT
OUR STRATEGY

With momentum, we plan to enter festivals where we 
believe we can politically make a strong social 
impact — U.S.A., France, Switzerland, and South 
Korea. These are countries with a strong film 
industry network, but are politically unsure about 
their relations with Syria. 

Lastly, we will begin our domestic run with TIFF, 
followed by Vancouver, Calgary, and Nouveau Cinema in 
Montréal.

To coincide with these runs, we will solicit (and 
encourage) print & online reviews of the film.



After our international and domestic run, with a 
stronger network and momentum gained, we plan to 
strengthen publicity through our organic social 
platforms, print & online reviews, and a small 
marketing campaign.

With new connections from festivals and more public 
eyes on our film, we plan to move into distributing 
our film to small theatrical runs with renowned 
theatres, such as TIFF, eventually moving onto local 
arthouse cinematheques.

Finally, with a better insights of where our film 
does best internationally and domestically, we will 
strategically choose our best path to online 
streaming VOD platforms.

POST-FESTIVAL
DISTRIBUTION IN VOD & THEATRES





NEXT STEPS
LOREM IPSUM DOLOR SIT AMET



CONTACT
FINDINGSHELTER EMAIL AND LUKE’S EMAIL






