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When filmmaker Josh Fox received an 
unexpected offer of $100,000 for the 
natural gas drilling rights to his property in 
the Delaware River Basin on the border of 
New York and Pennsylvania, he set off on 
a cross-country journey to investigate the 
environmental risks of agreeing to the deal. 

The resulting film is Gasland, a visionary 
and sometimes darkly comic look at 
the largest domestic natural gas drilling 
campaign in history. As Fox discovers, the 
drilling process, called hydraulic fracturing 
or fracking, was exempted by the Bush 
Cheney Energy Policy Act of 2005 from the 
United States’ most basic environmental 
regulations, including the Safe Drinking 
Water Act and the Clean Air Act. 

Part verité road trip, part expose, 
mystery and showdown, Gasland 
follows director Fox on a 24-state 
investigation of the devastating, toxic 
effects of hydraulic fracturing.

WHAT THE CRITICS SAID
“With its jolting images of flammable 
tap water and chemically burned pets, 
New York theater-director-turned-
documentarian Josh Fox’s Sundance-feted 
shocker makes an irrefutable case against 
U.S. corporate “fracking.”   Village Voice

“An absorbing, level-headed documentary 
exposing the way in which nothing 
is allowed to stand in the path of 
corporate greed.”  Daily Express

“An explosive and timely film.”   
ABD Radio International

BRITDOC.ORG/IMPACT

“ONE OF THE 
MOST EFFECTIVE 
AND EXPRESSIVE 
ENVIRONMENTAL 
FILMS OF RECENT 
YEARS.” 
VARIETY

GASLAND
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WHO SAW IT

1.2M

22

15

1M

82K

1.4M

14 FESTIVALS
including Sundance, Hot Docs & Silverdocs

ESTIMATED GLOBAL AUDIENCE
Approximate viewing figures from countries 
outside the US are not currently available. 

On HBO in the US and in Latin America, the film 
has been seen by over 1,000,000 people 

CINEMA
Released in 15 countries including US, 
Canada, Scandinavia & Singapore

BROADCAST
Shown in 22 countries 
HBO has commissioned a follow-up film from the 
director focusing on the industry reaction to the film

ONLINE TRAILER
1,900,761 YouTube views

SOCIAL NETWORKING SITES
75,694 Facebook Likes, approximately 3.2 million views of 
postings 
7,423 Twitter followers 
IMDB, 78%, From 4,082 users 
Rotten Tomatoes, 97%, Average 6.9/10

WEBSITE
1.4 million page views

TH
E

 FILM



3

THE CAMPAIGN

The goal of Gasland’s engagement campaign 
was to place the film as a focal point in gaining 
support for the worldwide fight against fracking.  

The director Josh Fox continued to personally 
identify himself with the fracking issue 
throughout the campaign attending hundreds 
of screenings in fracking-affected communities, 
and worked with grassroots activists in 
those locations to grow a movement that 
sought to change the conversation around 
this controversial new technology.

CAMPAIGN AIMS

Put fracking as an issue on the map 

Enable viewers to connect with activist/
grassroots organisations via social media

Lobby elected officials and institutions at the 
highest levels in order to curtail fracking

HOW THE CAMPAIGN WORKED

The team’s strategy was to tour the film widely, 
with the director in attendance conducting Q&A’s, 
in order to reach the widest possible public 
audience in the affected areas. In this way the 
campaign built up the director as an anti-fracking 
spokesman and recognized media figure.

The campaign also sought to create an ADDY 
Award-winning website and a presence 
on Facebook and Twitter which would 
allow viewers to connect with grassroots 
organisations in their area as well as write 
directly to Congress in support of federal 
legislation that seeks to curtail fracking.

EXTENSIVE SCREENING PROGRAMME

Josh Fox personally toured approximately 180 
cities and towns in the US, toured Australia 
extensively for three weeks, premiered the 
film in the UK, France, Holland, Sweden, 
Spain, Poland and numerous other European 
countries in theaters and on television. He 
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also conducted hundreds of Q&A sessions 
and speeches after screenings of the film in 
coordination with local grassroots and national 
environmental organisations as well as at many 
colleges and universities. Each of these screenings 
and appearances was intended to embolden 
locals to take the fight into their own hands.

Fox has done over 50 major media appearances 
including The Daily Show with John Stewart, 
MSNBC’s Countdown with Keith Olbermann, 
and Amy Goodman’s Democracy Now.

KEY INFLUENCERS

The team also organised screenings of the 
film to high profile personalities in order to 
raise funds, engage influential people who 
could be adversely impacted by fracking and 
raise the public’s awareness of the issue.

Actor Mark Ruffalo hosted a “celebrity 
screening” attended by Ethan Hawke, Susan 
Sarandon and Debra Winger, among others.

POLITICAL & CORPORATE LOBBYING

The film was screened for the regional and 
federal Environmental Protection Agency 
numerous times, the US Congress, the 
Pennsylvania, New York, Colorado and Texas 
legislatures and the campaign has developed 
relationships with key political figures who 
have championed anti-fracking initiatives.

.
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CAMPAIGN IMPACT  
& ACHIEVMENTS

CREATING A MOVEMENT

Through extensive touring the film has 
been seen by over 200,000 people at 
numerous screening events in the US and 
the Gasland website garnered over 75,000 
signatories and 100,000 signatures on 
petitions and letters for local organisations 
directed at politicians and other leaders 
nationwide, showing how audiences moved 
beyond passive viewing to taking action. 

Josh Fox reached out to Michelle Williams, who 
has become a vocal and outspoken critic of 
fracking and has recorded a PSA directed by 
Josh Fox.  
http://www.nydailynews.com/blogs/
dailypolitics/2012/07/michelle-williams-
voices-anti-hydrofracking-ad

The film has been seen and commented on in 
social media and other media outlets by Danny 
Devito, Sophia Bush, Alyssa Milano, Yoko and 

Sean Ono Lennon, Rainn Wilson, Stephen 
Colbert, Albert Maysles and many others.

This movement has grown by leaps and 
bounds over the past two years, leading to the 
creation of hundreds of local organisations. 
Now, these various grassroots anti-fracking 
groups are coming together to create a 
network that is capable of coordinating a 
cohesive movement. All of the outreach 
campaign’s achievements - the legislative 
victories in NY and Pennsylvania, the media 
attention, the support of government officials 
- would not be possible without rise of a truly 
populist pro-sustainability movement that 
arose because of Gasland.  

CORPORATE MARKETING

“Gasland really changed everything,” says Paul 
Kelly, communications adviser to Cuadrilla, 
the first company to explore fracking 
techniques in the UK.  “Before that, shale gas 
was not seen as routinely controversial.”

It is a measure of Gasland’s message 
penetration that it found itself on the receiving 
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end of a multimillion dollar PR and propaganda 
effort by the natural gas industry to try and 
discredit the film, writing letters to the Academy 
of Arts and Sciences formally protesting Gasland’s 
Oscar nomination and purchasing ads on Google 
so anyone who searches for the film first sees 
a document called “Debunking Gasland,” from 
Energy in Depth, a propaganda arm of the 
industry.   
http://www.energyindepth.org/wp-content/
uploads/2010/06/Debunking-Gasland.pdf

AT THE HEART OF GOVERNMENT

Due to the publicity surrounding the film and 
the director’s personal identification with 
the issue, Josh Fox has been invited to work 
within government to effect political change; 
he is currently serving as a consultant to the 
Environmental Protection Agency, advising 
a national study on the effects of hydraulic 
fracturing and potential criminal enforcement. 
He is also consultant for the US Department of 
Justice and the ongoing investigation into fracking 
by Representatives Waxman and Markey.

 
LEGISLATIVE CHANGES

Due in part to the massive movement that 
grew around the film, hydrofracking bans 
were enacted in Pittsburgh, PA; Tompkins 
County, NY; Cooperstown, NY; Licking 
Township, PA; Baldwin, PA;. France, Quebec 

and extended hydrofracking moratoriums 
were placed in NY State and South Africa. 

As Maurice D. Hinchey, US Representative (NY-22) 
recently said, “Thanks to Gasland and the millions 
of grassroots activists across the country, we finally 
have a counterweight to the influence of the oil and 
gas industry in our nation’s capital...” 

CAMPAIGN NUTS & BOLTS
CAMPAIGN BUDGET 
$204,000

PRODUCTION BUDGET 
$32,078

LENGTH OF CAMPAIGN 
Summer 2010 – present (ongoing)

CAMPAIGN PARTNERS 
Gasland worked with more than 50 local, state, 
and national environmental groups. Gasland 
operated in concert with these organisations to 
effect message saturation in the most affected 
and increasingly vulnerable communities. 
In addition, these organisations presented 
screenings and/or maintained a presence 
at screenings of Gasland where information 
was provided and the means for further 
activism on the part of audience members. 

Gasland’s most prominent partners were 
The Sierra Group, The Natural Resource 
Defense Council and HYH20.
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Before Gasland arrived, fracking was a non-
issue, but this campaign has moved this 
controversial drilling technique from the 
fringes to the mainstream.  Due to mass 
media coverage and the legwork of the 
film’s director, every community in the US 
affected by fracking now has the means 
to lobby for moratoriums, and a huge 
number have used the film as a tool to do 
so, creating a popular movement for change 
in concert with grassroots organisations.

It is a measure of Gasland’s impact that 
not only has the oil exploration lobby been 
forced to launch its own PR offensive in 
response to the film (now the subject of 
an HBO follow up by Josh Fox) but that the 
director has also been invited into the heart 
of government to advise on the issue.

“THIS CAMPAIGN HAS MOVED 
FRACKING FROM THE FRINGES TO 
THE MAINSTREAM
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TEAM BIOGRAPHY

PRESS CUTTINGS

DIRECTOR
JOSH FOX grew up in Milanville, PA and 
New York City and his work is known for 
its mix of gripping narrative, heightened 
imagery and its commitment to socially 
conscious themes and subjects.

He is the founder and Artistic Director 
of International WOW Company, a film 
and theater company that works closely 
with actors and non actors from diverse 
cultural backgrounds, including members 
of the US Military, activist communities 
in sustainable energy and design, and 
actors, dancers, designers and filmmakers 
from around the world to create new 
work that addresses current national 
and global social and political crises.

These films attracted huge press attention.  
Below is a small selection of press 
cuttings.  You can read the full articles by 
following the links on the page below.

NEW YORK TIMES, JUNE 9 2010 
http://nyti.ms/SqNfYB 

THE ENTIRE DRILLING DOWN 
REPORTAGE SERIES WAS STARTED IN 
THE NEW YORK TIMES AFTER GASLAND 
PREMIERED ON HBO 
http://nyti.ms/jQ9BF9 

THE GUARDIAN, APRIL 20 2011 
http://bit.ly/ely0FF 

THE NATION, JUNE 17 2010 
http://bit.ly/c7Vg3C 

TIME MAGAZINE, MAY 9 2011 
http://ti.me/SqNDX3

 
THE NEW REPUBLIC, JULY 18 2011 
http://bit.ly/oVK95a 

THE NEW YORKER, APRIL 25, 2011  
http://nyr.kr/q0jgEQ 

USA TODAY, JUNE 6 2011 
http://usat.ly/kHlNCp

 
WALL STREET JOURNAL, FEBRUARY 25 
2011 
http://on.wsj.com/if7WIU 

LA TIMES ARTICLES 
http://lat.ms/NEuVew
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AWARDS & PRIZES

ACADEMY AWARD 2011 - Nominated for Best Documentary 

EMMY - Best Documentary Directing - Nominated for Writer and Camera

WRITER’S GUILD OF AMERICA - Nominated for Best Documentary Screenplay 

SUNDANCE FILM FESTIVAL 2010 - Special Jury Prize

BIG SKY DOCUMENTARY FILM FESTIVAL 2010 - Artistic Vision Award

ENVIRONMENTAL MEDIA AWARDS 2010 - EMA Award

INTERNATIONAL DOCUMENTARY ASSOCIATION 2010 - Nominated Pare Lorentz Award

SARASOTA FILM FESTIVAL 2010 - Special Jury Prize

Listed in Current TV 50 Best Documentaries of all time

Plus a further 6 awards and numerous other citations
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