
THE NEW FAME

Please introduce yourself and tell us a little about your new series, The New Fame.

Tansi entutumck, Nêhiyawi-wîhowin kanîpawiwin pîsimoyâpiy iskwêw ewka nitisinihkaasun
Marylou Mintram Nishichawaysihk otci.

Hello, my relatives; my Cree name is Standing Rainbow Woman, my given name is Marylou
Mintram, and I am from Nishichawaysihk Cree Nation. I currently work, thrive, and reside
on the territory of many nations, including the Mississaugas of the Credit, the Anishnabeg,
the Chippewa, the Haudenosaunee and the Wendat peoples. Toronto is home to many
diverse First Nations, Inuit and Métis peoples and is now my home fire away from home.

As a graduate of Toronto Film School with continued studies at the University of
Saskatchewan Aboriginal Justice and Criminology program, my passion is being an Impact
producer, a writer and supporting Indigenous content. I am also on the cusp of breaking
out as a director with a feature film I am working on entitled "Making the Cut.". While
writing the bible and pilot for The New Fame I received representation with Jennifer Hollyer
Agency.

Growing up in Nisichawayasihk, I was taught that creating and maintaining lifelong
culturally-based connections is established through relationships. We are nīhithawīwin
people, whose kinship relations and staying connected with the community to maintain a
strong cultural identity are significant teachings. For part of my upbringing, I learned
various nīhithawīwin values, spiritual teachings and our language. Nishichawayasihk
members have always been there for my family. My community members would offer help
for my family through difficult times, even after I moved to the city as a teen.

I was inspired by this and started writing about a young, ambitious, talented and
self-confident, imaginative Indigenous woman who grew up in an Indigenous community
and moved to the big city because she has lofty goals and dreams. I am a huge Shonda
Rhimes fan, and her work inspires me. Rhimes' shows such as "Scandal," "Grey's Anatomy,"
and "Bridgerton" all have strong women leads; Rhimes has been able to change how
diversity is represented on television. I want to be the Indigenous Shonda Rhimes. One of
the reasons why I love her work is because she builds strong characters, and she knows



how to keep her audience captivated. All her shows have a fast-paced storyline with twists
and unexpected turns, drama-filled romances, deep-rooted friendships, mystery and
intrigue scenarios that keep viewers emotionally connected to the diverse characters she
brings to life. That is precisely what I would like to achieve. Present a narrative through an
Indigenous lens. For myself, I always gravitate to a strong woman lead. That's what I want
to see, and I want to write a character that other women could relate to, someone who
fights against her odds of winning at life, defying stereotypes and racism, someone who
has strong cultural ties. Someone young, bold. Who has the fortitude and courage to push
through their fears and take a stand on what they believe. But also someone we can relate
to as she goes through the many hard curve balls and genuine gritty parts of life like grief,
forbidden love, friendship and peer pressure.

When I look back at Steve McCullough's article and my industry idol Shonda Rhimes,
compassionate creativity is powerful. This led me to look for where this compassionate
creativity is currently being found, which is Online. I am so guilty for toggling back and forth
on my phone instead of sleeping, scrolling from one social platform to the next. In thinking
of this and the impacts of social media platforms, we have seen a wave of people
expressing their thoughts, opinions, talents, sharing their unique skills and voice on various
platforms. Over the years, we have witnessed a social movement online. There is increased
empowerment of the individual, and it is evident as more and newer platforms are created
for individuals to build and showcase their own brands and reputations. With the gamete
of social media channels, each platform has its features, dynamic characters, community
attributes and is integrated with the organization, brand, or individual's persona online.
Where individuals can share information, establish communities and networks, formulate
relationships and respond to pieces of content, they create or see. Agencies are looking to
influencers to support marketing efforts. People keep brands accountable, voicing their
thoughts on values and ethics, and specifically speaking out on social media. It's become
clear that inaction and silence are no longer options for brands. The New Fame is about
that world, a world in which people turn to Influencers, and they have the power to decide
who they want to follow and who they consider to be "famous."

The New Fame is a one-hour, eight-episode scripted drama series. Set against the
fast-paced vibrant backdrop of Gen-Z Toronto, The New Fame will follow Chantel, a First
Nation business student with a passion for makeup glam. They are providing an
unapologetic look at the collision of social media influencers and their real lives when the



cameras are off, providing a shameless gritty look at four social media influencers in
constant entanglements and fighting for relevance and people's admiration. Their
connection is based on lies, fame, love, deceit, greed and sacrifice.

The New Fame will show the good, the bad and the ugly of what it's like to be a social
media influencer. In a world of drama, cancel culture, greed, self-image, identity, anxiety,
clout chasing, and competition, can you build a name for yourself without losing yourself in
the process?

Offline, Chantel wants to blend in. Online, she is anything but. She seeks to find her identity
in the cutthroat world of influencer marketing, surrounded by other young adults who have
grown up with social media, a rapper trying to break into the music scene, a popular video
game streamer, and another top makeup artist who feel threatened by Chantel. The series
follows Chantel through many firsts: her first time leaving her community, experiencing
culture shock, going viral, encountering racism, and falling in love. After her mother's
death, Chantel leaves her home on the reserve and moves to the big city to chase her
dream of becoming a makeup artist. When she unexpectedly wins a contest and is thrust
into the newfound fame that comes with Instagram stardom, she has to contend with the
highs and lows of stardom and everything that comes with them. Along the way, she makes
friends with MELANIE, a Twitch streamer bombarded by online trolls, Anthony, an aspiring
rapper and eventual love interest, and MORGAN, a top makeup influencer whose jealous
streak could become Chantel's undoing.

The series tells the story of a young Indigenous teen experiencing the struggles of
fame that come along with being a social media influencer. What inspired you to tell
this story and what makes Chantel’s particular journey so unique?

The New Fame, a working title and part of the main character's story, reflects the realities I
faced as a youth living in the city. I still face concerns as an Indigenous woman, and how I
wish I saw someone like Chantel onscreen to help comfort me as I journeyed through this
urban lifestyle. I would have loved to see an Indigenous female lead, not buckling up to
hardships or losing hope and building a sense of community. I wrote that Chantel's
character, who is passionate about design, is focused and creates a supportive network.
Online I can see a rise of indigenous influencers and their positivity to others. They are
building space for Indigenous perspectives to be heard, seen and a chance to be
understood. They are being recognized and supported, creating content that offers a view



that is not always heard through the lens of an Indigenous person. They build relationships;
you see top influencers connecting or having meaningful interactions with their audience
and fan base. They instill respect to our culture, support or uplift indigenous brands,
businesses, people, and regularly create content.

All of the main characters found in the show are trying to fit into modern-day society
striving to be influential social media individuals. We will witness how they urgently
prioritize investing in building and maintaining good online representation and learn
lessons in real-time about relationships and tackling barriers to forming them. Failing to do
so is equivalent to turning a blind eye to the impact of actual connection in real life and
one's mental health and well-being.

Social media influencers would go through lengths to go through to stay relevant. With
increasing habitual or spontaneous consumption of social network sites, scrolling and
lurking on these networks have become ubiquity. Building a virtual world to replace a
broken physical one is not anything new and inspired a new kind of fame or influencerdom,
if you will. I find this to be so fascinating. As an industry, influencer marketing has
expanded exponentially over the past two years. Worth just $1.7 billion in 2016, the
industry will reach $13.8 billion this year. As a result, the sector witnesses more growth and
becomes a more effective marketplace. This growth means more widespread use and will
require marketers to evolve influencer marketing strategies in the way campaigns are
measured, create analytics to scale campaigns and look at how to manage relationships
between brands and influencers. This is so interesting to me, and I know influencers, and
when I talk to my 10-year-old son, he aspires to be an influencer. He wants to have a
gaming channel and stream content, which is great; however, at the same time is
humorously enjoyable as I connect with other parents who all share that their children
have similar aspirations.

Ostensibly, the definition of an influencer is someone who wields influence. But, as we
know it today, Influencer culture is inextricably tied to consumerism. Undenounced to
youth loyal to the influencers people follow. Someone with the digital power can affect
buying habits or quantifiable actions by uploading some form of original—often
sponsored—content to social media platforms like Instagram, YouTube, Snapchat, or, god
forbid, LinkedIn. They are making Ifluencerdom highly competitive and birth to a new form
of marketing. Talent and marketing companies are scrolling through social network sites



searching for the next face or big thing. Social media influencers often serve as role models
and mentors to those who follow them. Statistics have shown that they have an enormous
impact. It is harder to duplicate the same level of trust that influencers possess, but trust
can be transmitted directly to specific brands thanks to influencer marketing. Posting many
photos, cheeky video reviews, meandering blogs, or blurry soon-to-disappear 'Stories,'
Influencers are arguably creative content creators. Social media influencers are dystopian
— virtual reality is simply an escape from a real world that is falling apart. The New Fame
will simultaneously show how being an influencer, you need to have the precise balance of
familiarity and distance, humour and restraint, insouciance laced with respect. Users often
consider influencers more like close friends than an advertiser or paid endorsers, as they
relate to the produced stream of content. The more casual way it is shared with the public
imbues influencers with an air of authenticity rarely seen in semi-commercial spaces.

Because influencers like Morgan, Bo, Melanie and even Chantel are working to create
something for a mediated audience online, they will find that their direct actions in a given
situation are toward playing for a camera -- not for authentically being in the moment and
the lines become blurred to know who you are IRL. Social media platforms have created
expectations on Gen-Z, turning the internet into a weird dark, manipulative machine that
doesn't have an off switch and has created unprecedented dependency. They need to
know what is happening IRL to the people they follow, and the influencers eat, breathe, and
think of their followers. This relationship is almost unhealthy and interdependent. Yes,
interactions can easily be bought, or profiles can be quickly built up and torn down after
one post. One post can build an empire or destroy a reputation, and everything made can
be taken down instantly. If one influencer catches a whiff of someone buying likes or
followers, it causes so much online toxic drama.

The New Fame will have a special episode concerning race, sexuality, and fame through the
main characters' inner working system of the social media industry influencer drama. The
show will be filled with scandalous bifurcated drama: with improbable situations,
tantalizing love triangles, self-preservation and cutthroat bullying antics, fame and money,
relevancy and online and offline identity, yet not withholding the authenticity of current
events as well as the latest advice on beauty, fashion, career, social media, music, positive
personal growth, and relationships. But we are connected to an Indigenous lens through
the lens of our BIPOC cast of characters.



When I moved into an urban environment, I was not prepared for the cultural shift and
enormous transition I would face as a minority. I lived in a community where I was equal to
my peers. When I moved to the city, I instantly had to learn how to swim upstream, and my
confidence slowly diminished as I faced racism for the first time. I had to develop a thick
skin to succeed and not give up or beg my parents to move back to the community in
northern Manitoba. I was a small-town girl with big dreams, but sometimes my wings got
clipped on things I didn't fully understand.

Online is not always accurate. I want to explore what happens or expose the truth, if you
will, that these influencers are real people with real-life situations and undergo similar
doubts, fears, and pressures as everyone else. But I wanted to share this relatable story
through the lenses of minorities. This show isn't just about an Indigenous woman; it's
about showing that representation matters and presenting relatable narratives from
underrepresented voices to screen-based entertainment.

What are some of the themes you want to explore in this series and why are they so
relevant to the lives of young people today?

The New Fame is a coming-of-age series set in modern-day Toronto. With elements of
playful banter, heartwarming intimacy and other exciting aspects of human relationships.
Each of the man characters, CHANTEL, ANTHONY, MORGAN, and MELANIE, all strive toward
being the following social media influencer and are focused on the journey towards this
new rise of fame.

Focusing on Chantel's social media makeup influencer who is making her rise to fame. She
is First Nations, and her journey towards this new glam had its various ups and downs,
harsh realities, family drama, and unexpected turns. Social media channels have given
ordinary people platforms to build their brand through stimulating content and
engagement found on various social media platforms, Instagram, YouTube, Facebook,
Twitter, and blogs. These new influencers are more relatable than traditional celebrities,
comedic advertising and marketing strategies that consumers have drifted away from.
Ironically, these same people would rather watch influencers' videos and read their posts
or reviews on similar products than view the same advertising they choose to skip. Millions
of consumers and marketers trust these influencers are paying attention. Since more
people are joining social media networks every day, companies have realized they can
leverage these platforms for marketing. The key to engaging this cohort through



influencers is genuine, inspirational and authentic. Agencies now have social media
influencers in their roster, becoming a cutthroat business. This new marketing movement
is paving the way for individuals who are often underrepresented as minorities, and
agencies hunt for new talent that can be marketed to serve our evolving community needs.

The New Fame will show all the agonies & ecstasies that life can be for an Indigenous
teenager who is in a constant battle within herself and how to navigate becoming a
makeup influencer on the rise. With the visual style and undertones of the new Gossip Girl.
Mixed with the group dynamics and pace found in The Bold Type, Jane the Virgin, or
Younger series, The New Fame will emulate this faced-paced graphic and gritty look at what
it's like to move from being a teen to an adult in today's world. It covers sexuality, gender,
and appetizing takes on the dark underbelly of social media and its Gen-Z inhabitants.

When social listening to Gen Z in how they identify themselves in their conversations
online, what interests they say they have and what causes they care about, The New Fame
will be a show that caters to important topics that this generation has expressed and care
about. This is key inappropriately establishing a long-lasting relationship with these
viewers. We know they are a video-first generation in researching and creating a Gen Z
Persona. They're more likely than Millennials to prefer video over text and are attracted to
social platforms that put video front and center (YouTube, Snapchat, Instagram, and
TikTok). Gen Z consumption habits are drastically different than even their closest
generational cohort, the millennial. By examining the Gen Z persona, we can have elements
in The New Fame highlight this generation's interests and align it with some of the plots
and drama embedded in the show.

If done well, this show will attract this demographic, and we would be seen "On point" to
their realities. Millennials are the first generation to find fame, fortune, and influence
online, whether through vlogging, blogging or sharing photos and posts on a social
platform that may become viral. Gen Z is not Millennial wannabes when it comes to
television viewing. Millennial viewing behaviour tends to mirror Gen X more than Gen Z. It's
funny because Gen Z is the first generation that has grown up with on-demand television
content availability for most of their lives. Binge-watching creates opportunities for
increased frequency and storytelling through episodic ad units. The members of Gen Z
have all but abandoned traditional television viewing, opting to watch shows, movies and
other digital content on their phones, tablets and laptops. As a result, some content



producers go where Gen Z lives — YouTube, Quibi, Netflix, platform-based screening,
ultimately creating a shift in how producers generate content to meet these needs.

The central theme to The New Fame is how an individual is rising to fame using social video
platforms, mirroring some of the current Gen Z entrepreneurs. "Generation Z is not only
eager for more personalized products but also willing to pay a premium for products that
highlight their individuality," research from global consulting firm McKinsey and Company
finds. For example, 58% of those surveyed said they're willing to pay more for products and
services that highlight their personalities. In addition, the same research finds that Gen Z
wants brands to align with their values and beliefs. Many of which create their brand, sell
and make branded merchandise.

I asked my son if we ordered out what he would like to have one night. His response
surprised me, "MrBeast Burgers." I was shocked, I am familiar with Influencer MrBeast, but
he has a fast-food chain? The famously famous MrBeast Burger now has five locations in
Toronto as ghost kitchens continue to gain popularity in the industry. As soon as my son
found out he was now available in Canada, he was eager to support it. The YouTube star
with 52.8 million subscribers (to date), known for his extreme stunts, over-the-top videos,
and philanthropy, has now expanded internationally in the food business.

I have noticed a bit of a change to writing and presenting stories on television. I, too, want
to ride this wave of creative storytelling. The New Fame will have the same fearless quality
seen in modern television and filled with intertwining plot twists, dynamic characters,
dealing with heartbreak. She is figuring out how to manage the emotional entanglements
of love—at the same time, navigating the murky waters of fame and unfulfilled desires,
which are cornerstones to carrying the tone of the show. We see how Chantel copes with
loss and trauma, dysfunctional relationships, racism, overcoming stereotypes, family
drama, heartache, and the story of a girl who moves from rags to riches. She is a character
with strong cultural and community roots tested when she moves to the city. We will also
explore the universal theme of love, specifically, how hard it is when your first love is
forbidden and all the obstacles that have to be gone through to be together.

Why is this story important for the representation of Indigenous youth in today’s
society?



In The New Fame, part of Chantel's story reflects some realities I faced as a youth living in
the city, the concerns I met, and how I wish I saw someone like Chantel onscreen to help
comfort me as I journeyed through this urban lifestyle. I think this series will help many
individuals who are often leaving their communities to seek greater education, chase after
opportunities, accessibility to better health care, better standard of living, and more to
explore in the city socially. So many Indigenous youth leave the community to go to school,
only some complete, while others dropout and return home. It is hard to constantly
combat cultural shock, racism, and intergenerational trauma without your support
network, while also struggling with the expensive cost of living; there are many harsh
realities that we face when we move. If I had a show like this as a youth, I probably would
have felt empowered not to give up, lose hope and keep swimming upstream.

I know I said this before, but representation truly does matter. I would love to present
positive Indigenous characters for youth to look up to and inspire their stories. But more
importantly, seeing an Indigenous lead going through life on screen through a mainstream
network reassures Indigenous youth that they matter. I wrote Chantel's character for what
my younger self would have appreciated and for other Indigenous youth to look up to. Her
message is strong and clear. Behind her is a strong bloodline that believes in building a
positive world seven generations ahead for a better future. Even though the Indigenous
storyline is prominent, it is not exclusive. Shows where a Korean family living in Toronto in
Kim's Convenience or like an East Indian family in Never Had I Ever series both are
impactful shows and made me realize there is an imbalance in the coverage of diverse
characters offered in screen-based industries and within the people who write and work in
this industry.

What The New Fame offers is diverse and inclusive perspectives that, when put together,
showcase the beauty of understanding of We Are All Treaty Peoples. Together, we create
this nation, and each of our prospective communities offers significant contributions. We
need to pay greater attention to the fact that underprivileged socio-economic backgrounds
face different barriers to entering and maintaining creative work because the industry
doesn't dedicate an equal opportunity. Consequently, intersectionality is essential in
recognizing that the improvement of participation for people with one diversity
characteristic does not translate into facilitating participation for all people with this
diversity characteristic. Thankfully we see changes, and I can make references to shows like



Reservation Dogs, Rutherford Falls, Jane the Virgin, and anything Shonda Rhimes created.
Although they are American, we also see that ripple effect in Canada.

Why is Bell Fund’s support so important for companies like Rainy Storm Productions
and for telling Indigenous stories?

I am passionate about The New Fame because my vision for this show is to celebrate our
nation's diversity. I recognize that diversity efforts are related to representation or who is
included and given a spot at the table. This project will far exceed industry standards by
ensuring that an inclusive environment is created with substantial diversity both on and off
the screen. The New Fame has been inclusive thus far, where extra time was taken to
ensure BIPOC writers made up our full writing room. We hope to continue that project
when looking for directors, department heads and on screen talent.

As I reflect on my nethowin (Cree) upbringing, it is very action-oriented. Yet, we journey
through life together, and wahkohtowin (kinship) teachings remind me how it takes a
collective to work in this industry and thus, together, we manifest change. Therefore, I want
to create an equitable show for BIPOC creators, writers, directors, and actors to lean in, be
heard, be seen, and be an integral part of the creative process.

Can you speak to the importance of institutions like the Bell Fund in supporting a
series like this, and what it means for creators wanting to tell this kind of story?

This project was made possible due to the contributions received from the Bell Fund. So I
say, kinana'skomitina'wa'w (I thank you) for seeing me as a producer-writer equal to my
peers in this industry. Bell does not have an alternative envelope that provides funding for
creators like me, such as having an Indigenous stream or separate envelope. I applied
through the same envelope that everyone else did. By being a part of the same
mainstream allocation, I was offered a development budget that I could work with to make
this project happen. I am encouraged to submit to envelopes made for Indigenous
creators. However, they often provide less resources as non-indigenous, with the same
expected outcome. Yet we are asked to do the same thing, in producing quality work, which
can be done, in a much more effective way when equitable opportunities are available. I
appreciate that Bell sees that and supports BIPOC producers, writers, and content.


