
FUTUREFUTURE
OF FILMMAKINGOF FILMMAKING

12/4–5, 2018

12/4–5, 2018

SANTA MONICA
12/4–5 2018

D R E W  T U R N E Y



EXECUTIVE SUMMARY 1

INTRODUCTION 3

PROVOCATIONS 5

DIMENSIONS 9

SCENARIO DEVELOPMENT 13

SCENARIOS 15

BACK-CASTING 20

CONCLUSION 33

  TABLE OF 
CONTENTS



EXECUTIVE 
     SUMMARY

Though the future of filmmaking encompasses many 
changes, two that will affect it the most are the nature 
of the creator (ranging from auteur with a single vision 
to collaborative, sometimes crowd-generated content) 
and audience experience (ranging from passive to 
active content consumption). These can be combined  
to create 4 unique scenarios:

■ An evolution of the traditional relationship between 
the movie-going audience and an auteur’s creations

■ A world in which a crowd can entertain an audience 
that merely watches

■ Professional storytellers create interactive 
experiences using an over-arching social narrative

■ Makers and consumers merge into  
an interactive community
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Filmmaking starts with a story in advance of a script. 
Auteurs can use Pinterest-style community input to 
shape aspects such as color schemes, set design, and 
character attributes. They can leverage a global talent 
pool to convert their story into a script. Cloud computing 
can generate rudimentary scores, and voice synthesizer 
technology can bring the dialog to life. If users own their 
movie-watching habit data, auteurs can publish their 
works, and search engines can connect those works with 
audiences that might enjoy them.

Pokemon Go and devices like Google Glass demonstrated 
how entertainment works in a connected world. The future 
of filmmaking involves augmented reality, personalized 
stories generated using AI, and more content than users 
could possibly take in. Once industries assuage the privacy 
backlash from consumers, a user’s social profile can help 
AI make informed choices regarding which movies the user 
should watch.

Virtual worlds such as Simunation provide 
opportunities where realistic, simulated agents hold 
commercial and social value. Based on data known 
about a user and statistics from behavioral science, 
Simunation can put a simulant through theoretical 
stories based on choices that users make in real time.

WeTube  is a world where makers and consumers 
merge. WeTube is the new crossroads between  
every kind of story, creative and technical elements 
to make a film, a complete digital economy of 
production, publishing, and business. Hobbyists,  
fans, and professionals provide a treasure trove 
of creative assets that filmmakers can drawn from 
and pay for. The most important element for the 
filmmaking community to get right for a WeTube  
world is monetization.

These 4 scenarios span the individual versus group 
as filmmakers with the audience either actively or 
passively participating. These 2 changes are among 
the many that are part of the future of filmmaking.

EXECUTIVE SUMMARY CONT'D
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INTRODUCTION
          [ DIVINING FILMMAKING 
IN 2028;  BRINGING EXPERTS TOGETHER TO DISCUSS THE FUTURE, 
UNDERSTAND IT,  SEE WHAT DRIVES IT,  AND SEE WHAT WE NEED 
TO DO TO MAKE THE FUTURE WE WANT REAL.]

Clichés about the rate of change abound in any 
field, but the film industry today would almost 
be indistinguishable from magic to a director, 
scriptwriter or studio executive in the 1980s or 1990s.

The internet might be the lynchpin around which  
the whole industry has turned – whether it’s 
marketing films through social media or simply 
filming on digital cameras, the deployment and 
management of data now underpins the whole field.

But we’ve seen far wider changes than mere 
technology. Even before you consider the collapse 
of the global economy a decade ago, filmed 
entertainment branched into parallel tracks long 
before that, of blockbusters and micro-budgeted 
indie dramas. Our social behavior has changed  
too, with terms like ‘streaming’, ‘bingeing’ and 
‘theatrical experience’ part of the modern lexicon.

Storytellers, strategists, and executives at 
Autodesk wanted to find out what steps we need 
to take today to enable the changes we want 
to see, so we went to the source. The Future of 
Filmmaking workshop was convened in Santa 
Monica, California over December 4 and 5, 2018 
with several intended aims – to understand 
possible futures, to determine what’s driving 
them, and to figure out how we can collectively 
create the conditions for those we want to see.

We asked a little over 20 professionals from 
across filmed entertainment to consider  
questions about what will affect them in the 
future, to spin up stories from the worlds they 
dreamed up and to unpack and shock-test  
them, reverse engineering the ingredients they’d 
need to arise from our current vantage point.

Among the delegates were production designers, 
an academic managing ratings and classifications 
for a major streaming service, a former poster 
designer, a novelist, a Disney Imagineer, a lawyer, 
a YouTuber, a European independent filmmaker,  
a gaming executive and many more.

The Future of Filmmaking was structured with 
fine detail to elicit and encourage views about 
the future, delegates taken through a series 
of carefully designed thought experiments to 
reveal the hidden depths of their experience 
and opinions and also to surprise everyone – 
including themselves.

In designing the 
FoF workshop we 
assigned deep 
semantic meaning 
to certain terms 
beyond their 
normal dictionary 
definitions.

Back-casting
The process 
of translating 
speculative 
scenarios 
into tangible 
strategies.

Dimension
Aspects of 
the media and 
entertainment 
ecosystem.

Driver
Forces of change 
that have the 
potential to affect  
or shape the 
future.

The Future
The year 2028.

Provocation
Media that 
presents new 
ideas.

Scenario
Speculative fiction 
about people,  
places and events  
in the future

Stakeholder
Someone who 
influences or is 
impacted by the 
outcome of a 
scenario.

Weak Signal
An indicator that 
gives us insight 
into our potential 
future and reveals 
something about  
the present.
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The workshop structure is designed to 
expand ideas and minds as much as 
possible. Day one involves provocations 
and dimensions, condensing them down 
to four rich scenarios. On day two the 
thinking goes broad again to give a rich 
understanding of what makes each future 
likely to occur, directed thinking that's 
different for everyone.

MINDSET DURING 
THE WORKSHOP

DIV
ERGENT

DIV
ERGENT

CONVERGENT

DIRECTED

DAY 1 DAY 2

PROVOCATIONS BACK-CASTING

SCENARIOS

4



PROVOCATIONS
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PROVOCATIONS
[ CROWD WISDOM;  PROVOCATIONS TO PROMPT

CONSIDERATION,  DEBATE,  FEEDBACK,  DAYDREAMING,  CRITICISM AND MORE, 
AS TOOLS TO FIND THE CHANGES THAT WILL  REALLY MATTER ]

Launch stage in the Future of Filmmaking workshop 
was to ask the delegates as well as attending 
Autodesk executives for a provocation – intended 
to provide food for thought for the next stage as 
the name suggests. Provocations were submitted in 
the form of video presentations and written pieces 
leading up to the workshop.

Looking far beyond just storytelling as artefacts 
to entertain ourselves, the provocations proved 
how impactful, widespread, subject to change and 
potentially even dangerous storytelling is.

The aim was for delegates to show up on day one 
armed with the Big Questions, considerations that 
arose from what they’d read and which hadn’t 
occurred to them. 

One of the informal mandates of The Future of 
Filmmaking was to keep things positive. Everyone 
knows drama and conflict sell, but even though 
it’s easy to extrapolate from our era of fake news, 
political upheaval and the severe weather events 
of runaway climate change and imagine things 
are getting worse, we wanted to travel down 
utopian rather than dystopian tracks.

But our method was just as insightful about 
potential dark times ahead. We learnt steps 
to avoid and warning signs to watch for, and 
building ideas is the best defense against some 
of the viewpoints we see across the industry 
today ranging from malaise to terror.
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1. Audiences and Emerging Media – Convergence  
is changing our communication architecture.  
Our new communication patterns are ahead of 
our ability to comprehend them and our business 
leaders’ ability to turn them into opportunity.

2. Baroz – Digital distribution enables bidirectional 
dialog between fans and creators, growing 
story-lines and universes in new business models.

3. Books, Movies, & Adolescents – Leaders in the 
future will need to be masters of and participants 
in all forms of media. The new generation will  
use stories far more effectively. 

4. Disorientation – This aviator survives a night 
of flying and refueling by ignoring his innate 
sense-weaving brain function called “Storyteller”.

5. Flipping the model – The movie industry is 
antiquated, linear and wasteful, and it will 
disappear in its current form. We need to build 
development processes that converge the  
front end and the back end and integrate craft 
with economics.

6. Fragmented audiences – The industry's growth 
will come from bespoke, niche content that offers 
scalable immersion for stratified audiences.

7. Ideas – Every idea will permeate all forms of 
media and it will be orchestrated by teams, not 
just individuals.

8. Information Warfare – Media technology has 
been providing tools to change society for 
thousands of years, relying on our dependence  
on story. Counter-cultures emerge with every  
possible new scheme. 

9. Loose thoughts – At the intersection of 
technologies lies the potential that all content 
will be compiled just in time out of custom and 
synthesized parts. 

10. Scattered & Democratised – Exponential 
change in communication and technology will 
democratize filmmaking, communities building 
their own epics. This has the potential for a 
completely different way of doing business.

11. Storytelling and Technology: Are we doomed? – 
Realtime technology allows planning and reuse 
of ideas and stories, with cloud computing and 
Artificial Intelligence giving producers vastly 
superior tools. 

12. The Next New Thing – Contextual story 
development increases the speed six-fold 
compared to old methods. Only those filmmakers 
adopting new thinking will be able to thrive in  
the content-saturated future. 

13. When All Our Screens go away – Consumers will 
demand, nay, depend on their community, stories 
and interests to always be present in the world. 

14. You are the product – The history of advertising 
is reviewed in this dystopian future where greed 
and lust for power has converged all functions of 
storytelling to hold a country in its grip. 

15. Mimic – Mimic introduces the ability to program 
go-motion miniatures and motion-controlled 
cameras in Maya, bringing two established 
art-forms into a single visual environment.

16. More Human than human – Artificial Intelligence 
create the illusion of creativity but ultimately 
disappoint this filmmaking team. 

17. How Michael B. Johnson creates space by 
creating spaces for fluid conversation –  
The ideal conditions for story development are 
openness, collaboration, and freedom to change 
anything. Stories and software may be sharing  
a similar tension: when creating more, we need  
to balance the familiar with the new.

18. Creative anarchy in the gaming community –  
Complex economic systems and player behavior 
are produced on a single platform, to be viewed 
by many across multiple streaming channels.

18 PROVOCATIONS

and  
EVAN ATHERTON

Images used with permission of  
MARCEL KAMPMAN  

from his Medium blog Happyplaces
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MOTIVATION 
FOR ACTIVITIES The order of activities was to first imagine a variety  

of futures, then understand the conditions that make 
them come true, so that actions by all participants  
can be informed by the same understanding

PRESENT FUTURE 
IN 10 YEARS

1. IMAGINE

2. UNDERSTAND

3. ACT
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DIMENSIONS

        [ DIMENSIONS;  BRINGING 
THE PROVOCATIONS TO L IFE  BY EXPANDING THEIR PROFILES AND 
TESTING THEM FOR SCOPE AND VARIABLES ]

Provocations gave rise to dimensions, an 
aspect or sector – whether economic, creative, 
procedural or otherwise – the delegates decided 
impacted them.

But rather than just ask ‘will there be theatres 
in 10 years?’ Or ‘who’ll pay my expense 
account if my century-old studio employer 
gets sold?’, a dimension is a spectrum of 
phase states connecting them into a broader 
sweep. They were discussed and chosen based 
on how receptive they were to metrics that 
described a principle.

For example, the dimension based on the 
provocation of ‘revenue’ revealed the kind of 
economic activity we want stories to create, 
and principles like ticket sales, pay-per-view, 

subscription or ad-supported might be found 
along the spectrum. Some say several of those 
principles will collapse within 10 years – are 
they right?

The assignment for delegates was to come 
up with three dimensions which had both 
the highest impact on their field and which 
harbored the greatest uncertainty. Some  
very interesting ideas emerged from the  
four groups.
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GROUP 1
>	 Empathy – from fact-based  

to emotion-based storytelling.

>	 The Storyteller – from the lone 
auteur to the collaborative 
storytelling effort.

>	 Immersion – from passively 
watching to the active contribution 
of story and characters.

GROUP 2
>	 Community – from the 

creators to the audiences.

>	 Method – from the single, 
directed idea to the 
crowd-sourced, piecemeal 
story development.

>	 Platform – from an 
international blockbuster  
to the quiet enjoyment of  
a movie on your phone.

GROUP 3
>	 Context – whether public vs 

private viewing space, alone 
or with a group, theatre or 
a mobile game, it imposes 
restrictions and capabilities  
on content.

>	 Engagement – from simply 
enjoying a movie to spending 
hours expressing fandom, 
cosplay, fanfic and more.

>	 Scope/ambition – from  
a single story to a whole 
storytelling universe.

GROUP 4
>	 Immersion – from simply 

enjoying a movie to spending 
hours expressing fandom, 
cosplay, fanfic and more.

>	 Function – from fact-based 
education to emotion-based 
entertainment. 

>	 Audience – from a CGI 
blockbuster or Oscar  
contender to a kids’ mobile 
game, context about  
the demographic and 
sophistication of the  
audience matters.

D I M E N S I O N
T O P  V O T E S
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        [ QUADRANTS;  SELECTING AND ARRANGING THE TWO 
MOST IMPORTANT DIMENSIONS IN A  FOUR-QUADRANT GRID TO IDENTIFY  THE CONDITIONS 
ESTABLISHING THE KEY DRAMA FOR EACH SCENARIO ]

A poll was taken to ascertain the two dimensions 
that will affect the future most and the winners 
were declared. First was the nature of the 
creator, from the auteur with the single vision 
to collaborative, sometimes crowd generated 
content. Second was the spectrum from passive to 
immersive content consumption.

The dimensions were applied to the two axes of a 
grid – how things are experienced and who makes 
them – and each of the four resulting quadrants 
were assigned to groups for the next step where 
the workshop did its own storytelling.

Our grid represented two functions. First, it 
gave iconography to the ideas each group would 
investigate, drawing clear lines about the spectra 
along which their dimensions existed.

More importantly however, the entire Future of 
Filmmaking workshop was a structured idea space. 
No matter how uncertain the outcome, we wanted 
to assign common language and metrics to the 
paths we wanted to travel down. Discussion was 
lively and intense, and the markers throughout the 
framework helped anchor ideas to concept prompts 
– without telling delegates what to think and 
therefore introducing bias.

DIMENSIONS
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CROWD

An Evolution of the  
traditional relationship 
between auteur and  
a passive audience 

WHO MAKES THE STORIES: 

professional 
storytellers 
connecting all 
experiences into 
an over-arching 
social narrative

AUTEUR(S)

The makers 
and  
consumers 
merge into  
one community
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A world in which  
the crowd can entertain  
passive audiences
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SCENARIO          

DEVELOPMENT        [ STORY TIME;  USING THE QUADRANTS 
FROM THE DIMENSIONS AXIS TO TELL  A  STORY ABOUT LIFE  FOR FILMMAKERS 
AND AUDIENCES IN THE FUTURE ]

The target is the year 2028, ten years hence 
from the Future of Filmmaking workshop. The 
aim is four scenarios, one from each quadrant 
of the grid. In the best traditions of Hollywood, 
the assignment wasn’t just to build a world 
and describe it but to show us a story going on 
within that future that brings it to life.

The workshop once more broke into four 
groups, and the 45 minutes of creative thought, 
discussion and debate that followed was as 
lively as it was insightful.

Delegates were asked to identify the elements 
that would most effectively illuminate the path 
to the future;

Drivers – forces either entrenched or ascendant 
today which will have obvious effects

Weak signal – technologies, business practices 
or cultural trends that are still emerging or 
haven’t quite left the fringes, but which could 
morph into strong drivers.

Before long it was time for the spokesperson 
from each group to take the stage, and 
filmmaking in 2028 was bought vividly to life 
with our four scenarios. Presenters referenced 
illustrations on whiteboards, used dramatic 
pauses, strengthened points with cue cards 
for the audience and even employed mouthed 
sound effects in their enthusiasm.

It was like being in a room full of passionate 
screenwriters pitching equally engaged studio 
executives. Laughter, nods of agreement and 
more than a few bouts of good-natured heckling 
rang forth.

The emotion, the stakes, the drama reached 
such heights delegates soon forgot their 
scenarios were merely hypothetical, but the 
collective investment in them was actually key. 
Believing in the 2028 they described bought 
them to visceral life for the rest of the group, 
and soon a room full of very smart people were 
enthusiastically shaking the tree to see what 
might fall, testing logic with lively thought 
experiments, and adding to the mythology.
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SCENARIOS
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Having taken audiences and critics by storm,  
the first quarter AI Academy Awards Best Picture 
favorite became so popular it was acquired by 
Amazon’s streaming service a week before the 
Oscars. Critics hailed the coming-of-age story about 
genetically-modified people finding each other and 
themselves as ‘complex’, ‘mature’ and ‘beyond her years’.

But while talking about the film and director on  
the red carpet, the network presenter reminds people  
in somber tones of the tragedy that recently cast  
a shadow over the film, cutting to news footage.

Extreme nationalists, upset at the way their ideology 
was presented in the movie, attacked a huge screening 
of the film in a big city stadium, using drones 
to coordinate and trigger a series of homemade 
explosives that left 20,000 dead.

A week after surviving the tragedy, the film’s director 
Selema is now attending the awards. Her story has 
become industry lore, releasing it on one of the 
auteur-driven streaming services that have proliferated 
since the 2019 entertainment crash saw the end of 
most of the old-style studios.

In a shock move during her interview with the red 
carpet presenter, Selema announces that she’s not 
a person at all but the avatar projection of an AR 

character, the real filmmakers a small group of 
anonymous creators from across the globe.

But it’s not the only upset of the night. The sole 
studio film, Belieb in Mars (from Disney, which 
economists say survived the entertainment crash by 
buying every other studio and the first generation 
of large streamers like Netflix) by auteur director 
‘iTaco’ wins Best Picture. iTaco (a real person this 
time) thanks the Academy for embracing his epic 
space rock opera about the life of Justin Bieber.

The host thanks sponsors Viagra Genetic Splicing, 
Uber Autonomous Vehicles and Autodesk Virtual 
Studio and reminds everyone to tune in next quarter. 
During the telecast’s post credits sequence iTaco 
reveals he was only at the awards virtually, in reality 
still sitting in his cruddy apartment in El Salvador.

iTaco turns to the news feed on one of his screens 
and sees a disconcerting new item. AI academy 
members were introduced long ago to combat 
voting bias, and AMPAS has just revealed a security 
breach, its AI agents hacked, the Q1 Awards beset  
by human bias once again.

 Q1 AI ACADEMY  
   AWARDS, 2029

S C E N A R I O  2 0 2 8

B A C K - C A S T I N G  F I N D I N G S

16



Climate change forces humanity to live mostly online to 
consume fewer resources. In the absence of other mass 
entertainment platforms, Simunation is born, taking 
advantage of the digital 'self' we cultivate as we grow  
up through posts, likes, purchases, etc – human in all  
but biology. 

When you turn 21, your simulant forks off from you,  
enjoying self-determination of its own thanks to behavior 
algorithms based on the real you, responding to changes  
and interactions in the environment like you do. 

That means if your simulant meets that of your best friend, 
mother or work colleague there might be a very different 
outcome from the same meeting in real life. We can't tweak 
or control variables, the system is closed to manipulation,  
it can't be paused, and if your simulant goes off the rails 
you can delete her, but you'll lose the lifetime of experiences 
and knowledge that gives investment in characters  
a startling new dimension. 

Every digital self has a story that's different from yours, 
and they're all up for sale – users can literally jump into 
someone else's life and pay to experience it virtually, 
consuming different levels of experiential awareness from  
a few texts to full VR immersion. The system even creates 
and releases simulants based on real historical figures, 
stoking appropriate drama to keep subscribers entertained.  

John and Jane fall pregnant and start preparing 
for their son Paul's online life – in 2028, your social 
status relies solely on your digital self-promotion. 
But days before releasing Paul's simulant on this  
21st birthday, he dies in a tragic accident. 

Jane and John now have to decide whether to throw 
the switch on their digital son anyway, giving at 
least his virtual self a chance at life. Desperate for 
any contact with her boy (even a facsimile of him) 
Jane commits, and soon everybody is able to witness 
Paul’s virtual interactions. 

When the simulant belonging to Sam, Jane's high 
school boyfriend, starts to connect with the digital 
Paul, Jane has no choice but to come clean with 
Jon that Paul might have been Sam's son all along, 
that the reason Paul and Sam’s simulants hit it off 
is because their corresponding personal datasets 
contained expressions of a biological bond that 
wasn't discussed or even acknowledged in the real 
world. Imagine the ethical implications when the 
data doesn’t lie... 

SIMUNATION
S C E N A R I O  2 0 2 8

      Kramer vs Kramer meets  
Ready Player One

B A C K - C A S T I N G  F I N D I N G S
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S C E N A R I O  2 0 2 8

In 2028, augmented reality (AR) is ubiquitous, 
everything from banking to entertaining ourselves 
done now our phones, handheld devices and PCs 
are just virtual compute devices we access using 
AR-enabled glasses. Streaming gradually weakened 
the studios, but the final nail in the coffin was 
AI-generated worlds and characters in AR.

It started when one enterprising developer – Ripley 
– built characters with publicly available AI toolkits 
from her own life and experience. The machine 
learning feedback loops in the system were so 
efficient new users came to accept them as friends 
and confidantes with no idea they were the same 
thing to countless other people at the same time. 

As more users logged on, RIPLEY (as the system 
was called) became infinitely expandable, and 
advances in image resolution made them almost 
indistinguishable as real people (or dragons, 
zombies, etc). And as the AI feedback became 
richer, the stories generated through these 
characters could be directed not only narratively 
('the hero wins in the end'), but deployed with 
specific emotional precision in the viewer (‘make 
me feel like I’m appreciating the beauty of nature’).

After a few years of development, RIPLEY’S secret 
sauce is that it’s all based on and tailored to 
you, the system knowing and predicting your 
preferences and likes by combining your online 

activity and history with smart algorithms. You 
(somewhat unwittingly) author the AI, the AI authors 
the content, and anyone else can interact with the 
characters and stories you generate, putting you in  
a world of constant, real-world role playing.

As the providers and networks that enable RIPLEY 
promise, conversations and interactions with AI 
characters are then fed back to further train and 
improve the algorithms. What they don't admit is that 
it's all sold to the highest bidder to market everything 
from butter to mortgage options in your AR visual field.

Successful characters are licensed to other platforms, 
including the few companies left who make 'traditional' 
movies, but it’s one of the reasons the studios toppled. 
Where RIPLEY stories are intensely personal, broader 
story forms like the cinematic hero’s journey designed 
to please everybody couldn't compete. While the 
stories might not be all great overall, they're yours.

And when great stories of romance, adventure and 
thrills are found in the augmented world, there's 
nothing to stop savvy content producers from 
rendering them off into a 90 minute movie that's 
perfectly marketable to a mass audience. If you’ve 
heard of generative design, where the algorithm 
virtually designs countless permutations to find the 
optimum solution, the countless stories playing out  
in RIPLEY can be thought of as ‘generative content’.

RIPLEY

B A C K - C A S T I N G  F I N D I N G S
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Part asset library, part publishing platform, part 
community, WeTube is where you find what you need 
for your movie or creative project, extract assets and 
value from those assets to assemble and make your 
masterpiece and send it into the world.

WeTube users work with and share everything from 
the design for a cool orc character to the 3D model of 
a room, from a twist ending to a VFX sequence.

You have a great wooden table design, a director 
needs one for a 1930s noir detective’s office, WeTube is 
the tool that brings you together. As one exasperated 
digital asset manager grumbled when picking up the 
phone to call a LIDAR provider for a project; ‘How many 
times has New York already been scanned?’

Or imagine a theatre company who needs costume or 
set designs. Instead of reinventing the wheel, WeTube 
probably has millions of them – the same way we buy 
a stock image today instead of staging and taking 
our own photograph. Physically building what’s been 
designed with laser cutters or 3D printing then brings 
the virtual to life.

The studio model barely exists in 2028, and it’s  
only hanging on because new tools have made  
it so efficient to find collaborators who’ve done  
the work for you, cutting the costs of filmmaking 
enough to hep save it.

Imagine you want an adventure movie. You download 
narrative elements and assets to mock up the story, 
maybe overlaying it on the backbone of a classic hero’s 
journey template. You might throw it away after five 
minutes, or you might post it and let the community 
contribute ideas that let you build it out even further.

Maybe a VFX artist on the WeTube message boards 
you subscribe to says ‘I have this sequence that’ll be 
much more fun than what you have planned,’ offering 
to supply you with a detailed animatic, maybe the 
finished sequence.

Or maybe, if you have a polished story with effects, 
cinematography, designs, character personalities and 
a score applied, a studio might come in and realise 
it’s just what they need for their next comic book 
superhero franchise.

WeTube’s economics is based on the Open Source 
model. Software makers can accept any contributions, 
some based on trusted collaborators or otherwise. 
Like in every other area of online life, you’re going to 
attract more people who want to contribute to your 
project the more interesting it is. WeTube itself exists 
by taking a small cut or maybe an ownership stake in 
projects or assets that pass through.

WETUBE
S C E N A R I O  2 0 2 8

   The world of shareable 
creative assets

B A C K - C A S T I N G  F I N D I N G S
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BACK-CASTING
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BACK-CASTING
     [ PROVING GROUND;  IN TESTING  
THE STRENGTH OF A  HYPOTHESIS BY TRYING TO TEAR IT  DOWN,  
WE APPLIED THE BROADER EXPERTISE OF OTHER VOICES TO  
UNPACK EACH SCENARIO ]

Taking long-established cues from the software 
industry, we subjected the four scenarios to intensive 
bug and beta testing by smart, impartial and unforgiving 
users to prove their mettle. Central to the exercise was 
to find the pathways that would propel the drivers and 
weak signals forward.

Delegates were assembled into new groups to assess, 
attack or confirm the findings that led to each scenario 
and more importantly, retcon their assigned 2028 to 
figure out what needs to happen today to get there.

21



OUTCOMES
TODAY

PREFERABLE

PROBABLE

PLAUSIBLE

POSSIBLE

Having brought to live possible futures, we  
aim to distill the information needed to create 
ideal conditions for the futures we prefer.
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When the group reconvened on day two, it was 
obvious the scenarios had proven to be robust 
food for thought. Everyone came armed with 
passionate opinions that elevated the objective 
predictions of the scenarios even further.

After so much discussion about AI, one delegate 
pointedly reminded everyone that – while it’s a 
magical buzzword that tends to result in money 
raining from the sky – most people talked 
about it in magical and unrealistic terms. Few 
people outside technology realise how fragile 
and nascent AI is, and tend to throw the hard 
problems of computational science into the ‘AI 
can fix this’ basket.

Others warned about the social impact of 
technology’s reach into our lives, or the danger 
of abuse by misinformation. One delegate 
even thought most of the scenarios had pulled 
punches about just how much staying power 
cinema storytelling will prove to have. 

Whiteboards covered with Post-Its crowded the 
venue, delegates putting down, changing and 
deleting notes in a frenzy like old-time stock 
market chalkies. Animated voices rang out, 
fingers were stabbed decisively at tabletops.

After noting their reactions, the control groups 
identified the elements they’d most expect to 
find on a straight line linking 2028 with today. 
The 2018-2028 timeline was then populated 
with control factors – barriers and enablers that 
will have an impact and the economic models, 
cultures and institutions that stand to win or 
lose in the new world.

The control factors then became the relational 
lynchpins between present and future, a way 
for the entire group to understand the influence 
they’d have over cause and effect.

The results were four reports that contained 
deep domain knowledge of more than a few 
sectors, and as you’ll read, suddenly the futures 
described were based on research and expertise 
and didn’t seem so distant and lofty after all.
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       [ SCENARIO;  WHAT THE OSCARS WILL  LOOK 
LIKE IN 10  YEARS,  THE GEOPOLITICAL WORLD THEY ’LL  EXIST IN,  AND HOW 
FILMMAKING – AND FILMMAKERS – HAVE CHANGED.]The endgame the Oscars Scenario has to reach 

is one where we can elicit enough quality from 
the least number of people, especially one 
good enough to win an Oscar and particularly 
in the absence of a studio system after the 
entertainment crash of 2019 did away with  
the studios.

To get there, the Oscars Control Group realised 
that filmmaking is all about referencing things 
– even the greatest directors and writers have 
influences, after all – so this scenario back-
casting relied on a system that can metatag, 
connect and formalise those relationships of 
influence digitally.

It starts with a story, perhaps even in advance 
of a script. The auteur deploys a Pinterest-style 
interface to collect, find and manage the other 
aspects, from color schemes to set design and 
sound effects to character attributes.

References applied to the system are analyzed 
and the assets to realise it are sought out, the 
collection further refined. Another contributor 
has photography from a location similar to one 

the script needs, so the cloud processes a 3D model in 
the background, rigging and placing objects, giving them 
behavior (like letting a tree blow in virtual wind). Next  
time you log in, voilà – the mise en place is built and ready 
to set up your virtual cameras in.

It takes advantage of a global talent pool of workers quite 
happy to work on a per-gig basis, and as you assemble more 
reference material the system in the background is using 
the reference metadata to assemble an edit based on the 
references you’ve itemised (it’s a Paul Greengrass-inspired 
shaky-cam action thriller, it’s a smooth, slow-burn romantic 
drama with Janusz Kaminski-style, 1930s-inspired lighting).

It can write a rudimentary score based on the emotional 
timbre of scenes and voice synthesiser technology can take 
any spoken reading of the script and reproduce it in the 
voice of Cate Blanchett, Clint Eastwood or Daffy Duck.

Once made, your film has to find people who’ll become 
its fans if it’s going all the way to Oscar glory. Without 
the middlemen of distributors and P&A budgets you 
need exposure more than ever, and after the explosion of 

auteur-driven streaming services it’s never been harder 
to navigate the multiple siloes of viewing habits and the 
recommendations they generate.

According to the Oscars Control Group, it’ll call for nothing 
less than a revolt on ownership of data. Today, Netflix owns 
your Netflix playlist, Google owns your search history, etc.

What if your audience owned all that information on their 
habits and preferences, connecting it at will among the 
many streaming services and platforms that exist? If 
potential fans deployed search agents or bots across the 
entire digital realm to search out what they might like 
(instead of search algorithms representing only a single 
data domain like Netflix), it would supercharge their ability 
to find what they like, and your complex, mature, nationalist, 
genetically modified coming of age drama has a better 
chance of finding them.

 Q1 AI ACADEMY AWARDS, 2029

          
BACK-CASTING
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Enablers
When it comes to software and computing, 
the developments in AI are an obvious 
factor, as is the capability of realtime ray 
tracing graphics cards under the hood 
and the exponential growth of cloud 
computing. And of course, the ecommerce 
era has given us recommendation engines 
that will only grow more sophisticated

The exciting part is that most of those 
capabilities are either with us today or 
have promising research behind them – 
there’s an app for your phone that can 
capture an environment and turn it into a 
working 3D object or model.

Barriers
The biggest roadblock is the committee-
driven studio system, one of people more 
interested in maintaining power than 
making good movies and where there’s a 
disincentive to adapt and change.

Another very interesting potential barrier 
is the ‘nothing worth having comes easy’ 
paradox. Will directors and producers 
accept such work as legitimate art if we 
haven't labored over the grunt work with 
the blood sweat and tears we associate 
with the creative process?

The call for users to own their own data 
was termed a ‘revolt’ because the online 
services giants like Facebook and Netflix 
aren’t going to part with your history 
and preferences – or open their siloes 
to each other – without a fight that will 
probably go all the way to parliaments 
and Congresses.

Stakeholders  
  who’ll benefit
Software companies who design  
algorithms to crunch the data and cloud 
providers who offer the environments to  
do it will find vibrant new markets, and 
stock and reference libraries will explode  
in usage, dealing increasingly in behind-
the-scenes metadata as asset selection is 
more automated.

The moviegoing public might enjoy more 
‘honest’ storytelling, with more films made 
not by committees concerned with burger 
restaurant and console game tie-ins but by 
auteurs with something to say.

And if it’s not obvious, the barrier to entry 
for filmmakers will tumble even further 
than it did in the digital/non-linear editing 
era, removing even more hangers-on and 
their politics.

Stakeholders  
who’ll lose
When a kid on an iPad can make a movie 
good enough to win an Oscar, why do 
we need studios with all their costly 
infrastructure?

Legacy software won’t fare well in this new 
age either, as smart algorithms drawing 
on compute-level editing, color matching, 
voice synthesising and character design do 
what desktop editing, VFX and sound tools 
do today faster and cheaper.

 Q 1  A I  A C A D E M Y  A W A R D S ,  2 0 2 9  S C E N A R I O
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     [ SCENARIO;  F ICTION HAS BEEN FERTILE  GROUND FOR  
DIGITAL AGENTS LIVING IN SIMUL ATIONS FOR DECADES AND IN THE WORLD  
OF SIMUNATION,  WE GROOM AND RELEASE ADULT SELVES ONLINE TO WATCH  
THEM GROW AND INTERACT,  MAYBE EVEN TO TEACH US THINGS ABOUT OURSELVES.]
Launched in 2000, The SIMs used rudimentary machine 
learning to direct characters’ behavior across a shallow 
range of domains (housework, recreation at home, etc).  
At the other end of the scale, imagine sensors that read  
and replicate the movement of every molecule and 
waveform in the universe digitally.

Somewhere in the middle is Simunation, the threshold 
where realistic simulated agents hold commercial and social 
value. Based on the data it knows about you and statistics 
about behavior science, you can imagine putting your 
simulant through two theoretical stories based on a choice 
you’re facing in the real world and seeing which one works 
(‘should I ask for a divorce or stick it out?’, ‘should I take 
that job or go to grad school?’)

To get there, behavior modelling being developed today  
will grow more responsive and create individual digital 
agents of such fidelity and nuance they’ll be as interesting 
and exasperating as real people. In the staggering size of 

the Simunation dataset, where everyone’s digital DNA 
until the age of adulthood is up for grabs – the growth in 
accuracy and realism will be exponential.

Perhaps the milestone that’s furthest from working right 
but which nonetheless Simunation can’t do without is 
data privacy and ownership. Similar to the ownership 
revolt called for in the Oscars Scenario, data needs to be 
in our hands, giving us the opportunity to fact check and 
clean it if necessary.

But as the sputtering progress of digitizing medical 
records has proven, we have a long way to go to assure 
ourselves that at the very least our digital selves aren’t 
vulnerable to hackers. And the digital self of Jane and 
John’s son, who died before his digital avatar could be 
launched, is particularly vulnerable to damaging schisms 
from the person he would have been in the real world.

SIMUNATION

          
BACK-CASTING
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Enablers  
(& potential Barrier)
Parents are the final arbiters in whether 
their child’s data is a true reflection of 
their social self, and oversharing might 
be as damaging as harsh restrictions. If 
you forbid your kid from using Instagram, 
they’ll start an account and obfuscate  
their identity enough so you don’t  
catch on, but when it’s time to let their 
simulant loose in Simunation, will it be  
a true representation, or one based on 
elaborate fictions?

AI development will obviously benefit,  
with scientists from cognitive behavior to 
neural networks hungry for ever bigger 
datasets to feed their work into and who’ll 
be happy to take your investment funds 
for their PhD and produce even better 
algorithms in return.

The modern culture of voyeurism and 
narcissism will also scale up directly to  
the world of Simunation. We already  
take selfies obsessively and pore over 
beautiful people’s perfect lives.

Barriers
Online services. An accurate profile of your 
simulant (and in the absence of you owning 
it all after the ownership revolt we’ve 
already talked about) won’t be complete 
without your entire social graph of Amazon 
purchases, Facebook favorites, etc.

And even if they’re happy to sell your 
data to the Simunation provider, policies 
against certain partnerships (with potential 
competitors, for example) might hobble  
the whole intent anyway.

Stakeholders  
  who’ll benefit
Again, online services. They’ll know 
Simunation needs their input and will 
charge accordingly.

The hardware, software and cloud providers 
who will grow out of today’s generation 
of services will also enjoy a boom thanks 
to so many Ready Player One-style 
environments, the extent of which is only 
limited by the available computing power.

S I M U N A T I O N  S C E N A R I O
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     [ SCENARIO;  WHEN AI  AND AR ARE UBIQUITOUS,  A  SINGLE STORYTELLER 
CAN WRING STORIES AND CHARACTERS OUT OF THE GENERATED FRAMEWORK OF PUBLIC AI 
PL ATFORMS,  STORIES THAT WILL  BECOME AS REAL AS THE WORLD AROUND YOU.  WELCOME  
TO THE WORLD THE AUTEUR RIPLEY UNLEASHED.]

If you spent the last half of 2016 sleeping under  
a rock, you won’t realise Pokemon Go represented  
the baby steps towards something important.

Given another decade of improvements in interface 
technology, it’s easy to imagine that the graphics 
resolution in 2028 will be so high we’ll have trouble 
distinguishing between the real world in front of us 
and the AR artifacts laid over it.

We’ve also already seen Google Glass, a product 
perhaps ahead of its time, but proof that we don’t 
need to look at a phone or tablet screen to immerse 
ourselves in the AR world.

Another milestone RIPLEY needs to reach which is a 
reality today is ubiquitous Internet of Things (IoT) 
connectivity. Cheap, easily deployed sensors on a 
massive scale will work together to complete the AR 
picture by telling the system where you are and using 
it to build the story – even with the deployment of 
physical effects to add to the sensory experience.

It’ll also be plugged right in to your entire social graph 
online, giving it a deep understanding of your tastes and 
personality. The AI algorithms that generate stories and 
characters take over, and suddenly you have more choice 
about content than you could ever take in.

A local geographic area can deploy an AR world like 
Hogwarts, or you can subscribe to a certain channel 
where all the content around you is produced from the 
reservoirs of brands, characters and ideologies you 
choose or which are recommended to you. 

Everything you see around you might contain ads for 
upcoming shows or characters from a cinematic universe 
you like and subscribe to. Or there’s the dark side – 
AR channels offered by hate groups or Anti-Western 
extremists – that are just as immersive and compelling.

RIPLEY

          
BACK-CASTING

28



Enablers
Electronics 3D printed in graphene sheets 
or continued improvements in display 
glass makes it easy to believe AR data will 
transmit wirelessly to inexpensive contact 
lenses from a nearby base station to 
immerse the entirety of your visual field in 
the AR world.

High speed wireless data networks will  
be the backbone of the entire system,  
but (in a potential barrier to universal 
uptake) that has the potential to widen the 
digital divide between urban Westerners 
and rural or remote populations in the 
developing world.

And when it comes to AI, we’ve been 
through decades of AI winters and bursts 
of optimistic investment and R&D, but the 
2010s has seen the switch thrown on truly 
artificially intelligent applications.

Barriers
Privacy not only won’t go away, it’ll 
become a bigger issue as more digital 
services connect to deliver the future of 
RIPLEY. Pausing the action every three 
seconds to make us click an ‘I agree’ 
button floating in space will spell UX doom, 
so we need some sort of standardised 
privacy framework and fidelity.

There’ll also be considerable liability 
issues. Any alteration to our perception 
of reality could be legally problematic 
while we’re out in the world, and the 
risk someone will step in front of a car 
because they’re following an imaginary 
character or an in-story strobe effect 
bringing on a seizure might put some 
serious brakes on development.

Stakeholders  
  who’ll benefit
AR content delivery platforms, which 
almost any large online service today  
is a prototype of. Rather than one system 
as the clearinghouse for everything we 
see and interact with, it’ll be more of 
a publisher, able to stream data from 
countless providers.

AI developers. As the system produces 
more content and receives feedback by 
more user behavior, it will further train 
itself in accuracy and therefore value, and 
can then be sold off the shelf as a very 
smart AI system ready to deploy in all 
manner of customer domains. Of course,  
it might take most of the 10 years projected 
to develop the ontologies and data 
hierarchies to make AI work seamlessly.

Stakeholders  
  who’ll lose
Almost any other form of entertainment.  
If we lean in to the tech to the extent  
we never take the glasses/lenses/device  
off, it has the potential to capitalise all  
our waking hours whether the content is  
for work, entertainment or education 
(or yes, adults). License holders that sell 
movies, books or games will need to go all 
in to make sure there are still viewers for 
their IP.

R I P L E Y  S C E N A R I O
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    [ SCENARIO;  WHEN SHARING CULTURE GOES BEYOND MUSIC,  DOCUMENTS 
AND VIDEOS,  WETUBE WILL  BE THE NEW CROSSROADS BETWEEN EVERY KIND OF STORY, 
CREATIVE AND TECHNICAL ELEMENT YOU NEED TO MAKE YOUR FILM,  A  COMPLETE DIGITAL 
ECONOMY OF PRODUCTION,  PUBLISHING AND THE BUSINESS BEHIND THEM.]

With so much engagement in ares like hobby design 
and fan art, there's a treasure trove of creative assets 
filmmakers would love to find and pay good money for. 

Of prime importance is the standards to keep WeTube 
format agnostic. A kid who captured a flying saucer on 
an iPhone doesn't want to learn about video codecs, and 
a writer with a great character doesn't want to manually 
attach metadata. 

But here we also have a historical precedent – YouTube 
took away the need to repurpose, export or resave video 
and today sharing an asset is as easy as uploading it.

Of course, where the majority of YouTube content is from 
non-professionals on their phones shooting or remixing  
for pleasure and amusement, WeTube calls for monetary, 
legal and IP recognition frameworks to compensate and 
protect users. 

There was a lot to unpack, but WeTube’s control group had 
to sketch out a new kind of online economy to underpin it. 
Markets to address art, work and consumption had to  
be considered, all of them with the law close behind as  
a bulwark against the kind of IP anarchy that laid waste to 
commercial music in the 2000s.

          
BACK-CASTING

WETUBE

30



Enablers
Some Hollywood studios have in 
fact already developed and launched 
studio interchange platforms to swap 
and share story, imagery and sound 
assets. Something that collects those 
microservices together and puts UI on top 
of it could become the first building block 
behind WeTube.

But one of the most important things to get 
right is monetisation, both of the service 
and how artists and creators get paid and 
retain IP. Systems from sharing credits to a 
‘Craigslist for filmmakers’ were suggested.

Barriers
Sharing services are nothing new, in 
fact since YouTube became the de facto 
standard for video online you could argue 
that the underlying technology for WeTube 
is already with us. The tipping point will be 
cultural – when enough people, or a high 
influence instigator like a celebrity director 
or musician, gives it a shot in the arm is 
needs to go mainstream. Without mass 
acceptance, the whole effort will flounder.

And if mass adoption is MIA, there’ll be no 
financial incentive for a working group or 
even a white paper on standards to make it 
seamless to share assets, further eroding 
WeTube’s usefulness.

There’s also the cultural truism that as 
more people use something, the overall 
quality goes down – think of the more 
aesthetically minded content on Vimeo 
versus the cat-vs-cucumbers atmosphere 
on YouTube. Curating methodologies were 
mooted, like earning credits based on the 
quality of your contributions or Yelp-style 
reviews for contributors.

It also seems like a barrier because 
innovation doesn’t generally come from 
crowds, which inherently tend to dilute.  
But they’re great at adding to and 
expanding a mythology or world. Only  
one creative driver (Gene Roddenberry) 
came up with Star Trek, but the brand  
has become a universe thanks to some  
of the strongest fan devotion and fan 
creation of any entertainment property 
ever, outside gaming.

Stakeholders  
  who’ll benefit
Content creators will enjoy a whole new 
universe of access to collaborators they 
can afford, and content platforms like 
YouTube or stock photo providers will find 
a second life for their libraries as assets are 
remixed, transformed, etc.

Stakeholders  
  who’ll lose
Traditional studios prop up far heavier 
economic models than something like 
WeTube could sustain (although an 
enterprising producer could deliver a 
finished movie and then watch the studio 
president’s jaw drop when he/she reveals 
how it was built), and it will also mean even 
more content they have to compete with.

VFX houses will fare no better. Gareth 
Edwards, having done his own CGI for his 
2010 low budget sci-fi flick Monsters, got 
lucky when he found a distributor. But with 
the business infrastructure that connects 
someone like Edwards and a project being 
extinct in the WeTube era, the world’s 
foremost digital effects vendors will be 
competing with armies of hobbyists who are 
just as good... and a fraction of the price.

Likewise agents – who make their living 
connecting people to projects and charge 
hefty commissions in the process – will find 
themselves competing with an automated 
system that runs using a fraction of their 
overhead and has farther reach.

W E T U B E  S C E N A R I O
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“Storytelling begins with our minds. 
       What we feel as our subjective 
experience is in fact a web of a story 
      that our mind is constantly spinning.”

Tim Spaulding



CONCLUSION 
   [ CONCLUSIONS;  COLLECTING THE BACK-CASTING 
INSIGHT INTO A DIAGRAM OF INFLUENCES,  IDEAS AND RESULTS 
TO LOOK FOR COMMON THEMES ]

None of us can predict the future, but as we 
learned over two intensive days of discussion and 
debate, we can imagine it with great fidelity.

Will movies become loss leaders for mobile phone 
services? Will release windows cease to be, the 
very concept of cinema morphing into an all-
streaming, all-the-time proposition? These and 
many more questions like it were postulated, 
unpacked and rebuilt several times over.

We learned plenty, but part of the remit of  
The Future of Filmmaking was to watch out for 
things that surprised us. For instance, almost 
every scenario and the back-casting that followed 
featured the death or decline of the traditional 
movie studios. In an age where little conversation 
on the topic extends beyond ‘everyone will watch 

Netflix’-style headlines, we delved far more deeply 
than most into why (TL;DR – almost every process 
in their workflow is out of date and just itching to 
be overturned).

We revealed several use cases for a more connected 
world when it comes to our preferences and 
tastes that included cross-platform, internet-wide 
recommendation engines. That’s predicated on an 
end of siloed computing and online services, which 
prompted the supposition that we could own our 
data rather than them owning slices of it.

That in turn triggered legal discussions about 
regulating data ownership, how we get hold of 
it, secure it as we deploy it to services of our 
choosing and who ultimately owns it.

Smart cities were a theme whenever augmented 
reality came up. Where the internet of Things 
of today’s networked living and working 
spaces can inform industry and government 
about patterns of how we travel, how we 
use municipal services and even how much 
rain there’s been, it can provide the digitised 
environments services like Simunation and 
RIPLEY need for their characters and stories  
to live their lives in.

AI was a feature of almost every discussion, 
from how we’ll compute it to when it will really 
happen and in particular what it can really do 
beyond it’s almost-mythic public profile (as  
one delegate said ‘it’s a magic term that tends 
to have money raining down form the sky’).
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“Stories live in our 
    communication architecture.”

Kamal Sinclair

A feature of most utopian sci-fi is the society that’s done 
away with money because technology has done away with 
resource scarcity, but it’s not a point we’re likely to reach 
any time soon. Most conversations therefore included 
some debate about how artists would get paid – especially 
when it’s so much harder to make a living despite the 
explosion of content.

Just ask any musician, who’s now expected to do all their 
own marketing for free, an animator competing with third 
world crowdsourcing platforms that can do the same 
thing for pennies on the dollar or the journalist who’s 
employer(s) have been steadily cutting staff, titles and 
budgets for a decade now.

The group talked about knowing and tailoring for your 
audience. It goes far beyond just film classification now, 
with age, audience size, level of literary sophistication and 
a thousand other criteria all thrown into the mix.

A modern streaming service, for instance, has to tweak 
content for what’s acceptable on screens in the hundreds 
of countries it might operate in, deploying different 
versions of scenes in the finished project according to  
the location watched, age of the account holder, etc. Kids 
can feel very immersed consuming low resolution content 
on a small mobile screen, something that likely won’t  
hold the attention of an adult for very long.

In the end, two clichés proved to be more than true. 
The first was that the more things change, the more 
they stay the same. Among the most impassioned 
contributions was from a delegate who predicted 
that, rather than be swamped by more immersive and 
interactive content, filmmaking as an art form the way 
we do it today will endure.

The second, if it’s not obvious yet, is that change is  
the only constant.
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“The art of filmmaking will endure. 
       It is too personal and  
   too important for the human experience.”

Tomasz Opasinski
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