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COMMENTARY

For those who are reading PRENSARIO
for the first time, we can resume that we §
areone of the top print-online publications
at the content market, with full worldwide
coverage. Our big difference is that we are
focused on buyers, both for finished products
and formats, dedicating to them
our main reports, interviews
and specific sections.

At this MIPTV issue, there
are about 50 interviews to top
broadcasters from all regions,
locally produced reports,
trends and figures. This time
in particular, we've added a
renewed design of regional
buyer sections, to recognize
them better.

Buyers at MIPTV are
making themselves these
questions: Which is the next big hit? What is it
new in the market? Entertainment or fiction?
Where can I pay less for better? New media?
Through our pages, we intend to answer all
these questions.

In the main report (pages 18 - 24) for
instance, we mentioned 4-5 products that
surprised the market recently as a new thing.
To mix genres, to mix fiction with reality, to
have strong character driven stories, are the
roads to follow.

New media? It is very interesting to read the
interview to Chinese digital titan Youku Todou,
at page 10. They now reach 80 percent of the
China audience, and 90 percent of its incomes

are from advertisement, while 10 percent is
from VOD bills. The digital era is already a
fact, worldwide.

MIPTV? I really like the show, because it is
global as Mipcom but not so crazy. Perhaps
it should not manage the same costs as
Mipcom, but it is important for the industry
to defend and promote the event. All the last
markets—Mipcom, ATF, Natpe Miami, Discop
Istanbul— had good outcomes, due to the
encouraging moment of the content business,
full of new ventures. Surely MIPTV will follow
the good trend.

Nicolds Smirnoff

MIPTV 2014: MAIN SCHEDULED EVENTS

Event Dav & Date Prace

AK/Utrra HD Keynore: Nictas Ericson (FIFA) ApriL 7, 9,30am 4K Theater — Patars 1
Kevnote: Ciris ALBRECHT (STARZ) ApriL7, 11am GRranp AupiTorium — PaLars 1
Kevnore: Avi Nir (Kester Mepia Group) ApriL 7, 11.30am GRAND AuDiToRIUM — PaLals 1
Kevnote: Jan Frouman (Rep ARROW INTERNATIONAL) ApriL 7, 4.30rm GRranp Aubiorium — Patars 1
Kevnore: Atex Cartoss (YouTuse) ApriL 8, 12.50pm GRAND AuDIToRIUM — PaLals 1
Kevnore: Ouvier Courson (Stubio Canat) & Rota Bauer (Tanoem Comm.)  Aprit 8, 3.50pm GRranp AubiTorium — PaLars 1
Future oF Kips TV Summit & NETworkinG DRinks ApriL 8, 3rm-6.30prM Carvron HoreL

Kevnore: Des Rov (Twirer) ApriL 8, 5.10rm GRranp Aubiorium — Patars 1
Kevnore: Roy Price (Amazon Stupios) ApriL 9, 9.15am GRAND AuDiToRIUM — PaLals 1
MIPTV Meparie p'Honneur AwarDs & GALA DINNER ApriL 9, 8pm Caruron HoreL

APART FROM THIS PRENSARIO PRINT ISSUE, YOU CAN FOLLOW IVIIPTV THROUGH OUR ONLINE DAILY REPORTS,
PRINT & ONLINE DAY BY DAY AT OUR WEBSITE WWW.PRENSARIO.NET OR RECEIVING OUR DAILY NEWSLETTER SERVICE.
IF YOU WANT TO RECEIVE THE LATTER, PLEASE CONTACT INFO@PRENSARIO.COM
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PRemMIUM INTERVIEW | BROADCASTERS | EUROPE

TF1, FRANCE: MORE
COMPETITION, NEW STRATEGIES

PrRENSARIO interviews Fabrice Bailly,
directeur adjoint des programmes en charge
des flux of the leading French broadcaster TF1.
He states: 2014 is an excellent year for us, as
we boosted the overall ratings through a-new,
successful and active and editorial policy. The
game, however, was not easily won: the launch
of sixnew DTT channelsin France in December
2012 brings the number of free-to-air channels
up to 25

‘The market became obviously highly
competitive but despite this increased
competition, TF1 took up the challenge and
succeed to perform in all types of programs.
Firstof all, ratings were up for major event shows
including Les Enfoirés, the NR] Music Awards
and Miss France) explains Bailly.

‘Through close collaborative work between
ourartistic teamsand producers, we are growing
the audience ratings of our “program brands”
(The Voice 2 vs. The Voice 1, Danse avec les stars 4
vs. Dance avec les stars 3, Vendredi tout est permis,
Profilage, Canteloup, Les 12 coups de midi). We
haveastrongpositioninaccess with docu-reality
and game shows (4 mariages pour une lune de
miel, Bienvenue chez nous, Money Drop, Le Juste
Prix, Une famille en or).

Regarding programming releases, the

executive continues: ‘We successfully
launched some 20 new shows.
Our distinctiveness lies in
its full-line positioning, so
our aim is to develop new
programs in all categories.
Our most successful new
programs included US
series (Unforgettable, Person

of Interest,

Revenge),

4
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Fabrice Bailly, Directeur adjoint dés -
programmes en charge des flux
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French drama, lead by Falco, Pep’s, Crossing
Lines; entertainment shows such us The Best
and Stars au grand air’.
About the French TV market, Bailly remarks:
‘A big trend is serialization, in drama as well
as in on-scripted programs. Viewers like to
follow their favorite characters and contestants
week after week. We are looking for a broadly-
appealing, entertaining and positive tone.
These ingredients are behind all of our biggest
successes. People need optimism.
‘TVviewersarealsostilldrawn to events-based
programs,aTF1 strengthin France on the French
market with The Voice, the FIFA Football World
Cup and headlining drama shows, including
Résistances, produced by Alain Goldman (he
produced the 2 Oscars and 1 Golden Globe La
Vie en Rose...).
DiGitaL
TF1 doesn’t make that distinction. Explains
the executive: ‘We fully integrate digital media
and the social networks when developing our
programs. Itis an integral part of our approach.
We are convinced that a virtuous circle exists
between TV and the web. TV is still —and by
a large mark— the most consumed and most
immediate media. It is also the leading media
for live events. TF1 is a perfect illustration of
this role played by TV
‘Theweb canbe used to create expectationand
maintain programbuzz.Italso generatesloyalty
between broadcasts, creating communities
around program. The second screen (MYTFI
Connect) makes live interaction with program
possible. It enables viewers to become part of
thestory, interactinglive with the people sharing
the “televisual moment”. When approaches
blending TV and web make sense, provide
additional top-quality content and enhance a
viewer’s experience of a program, then results
are bound to follow’, he adds.
Regarding the future, Bailly highlights: ‘We
will be maintaining strong momentum on
launches in 2014. On entertainment, The
Voice Kids, The Winner Is, and the pilot
of the Au suivant game show; on French
drama, we will be broadcasting a stand-
alone Ce soir, je vais tuer Uassassin de mon
fils (adapted from the same named Jacques
Expert’s best seller), a new series called Tuxi
Brooklyn, produced by Europa Corp and Luc
Besson (a spin off to his movie franchise, Taxi),

<6>

Produced by Europa Corp and Luc Besson, Taxi Brooklyn
is a spin off Besson’s movie franchise, Taxi, starring two
international actors: Chyler Leigh (Grey’s anatomy) and
Jacky Ido (Inglourious Basterds)

starring two international actors: Chyler Leigh
(Grey’s anatomy) and Jacky Ido (Inglourious
Basterds).Itwasshotin NYC and its show-runner
is Gary Scott Thompson, who is well known for
his remarkable work on Fast and Furious.

Two of the new developments will be: Little
Mom (adapted from a very successful Israeli
comedy series from Dori Media) and Le secret
d’Elise (from the English supernatural drama
Marchlands, broadcast in 2011 on ITV with an
average of 7 million viewers), as well as the new
US series Black List, Hostages and Arrow.

‘Lastly, we willbe the only free-TV broadcaster
of the 2014 FIFA Football World Cup in Brazil.
This is a highly awaited, planetary happening
and an outstanding event to bring to French
TV viewers, concludes Bailly.

FRANCE: AUDIENCE SHARE ON NATIONAL
NETWORKS (2013)
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ONCE UPON A TIME IN CAIRO

25 ind answering to his controlling mother rivalries driven by love and powe

Source: Médiamat Annuel 2013 - Médiamétrie



REPORTAJE PREMIUM | BROADCASTERS | AMERICA LATINA

TeLEVISA, MEXICO: EL LEGADO
DE EmMILIO AZCARRAGA JEAN

EMILIO AZCARRAGA JEAN, presidente y CEO
de Gruro TELEVISA, principal grupo de
medios de Hispanoamérica, fue reconocido
durante Natpe Miami 2014 con el BRanpDON
TARTIKOFF LEGACY AWARD, por su labor frente
ala compania de multimedios mexicana.

Enhonoral productor Brandon Tartikoff,
en Natpe Miami se celebré6 la 11 edicién
de los Brandon Tartikoff Legacy Award que
reconocié aun selecto grupo de profesionales
por su trabajo y vision en el proceso creativo
de programas y formatos para TV.

Ademds de Emilio Azcéarraga Jean,
fueron destacados por su trabajo James L.
Brooks, creador de comedias como Room
222 y Taxi y ganador de 20 Emmy Awards
y gran cantidad de premios Oscar; Jon
Feltheimer, CEO de la distribuidora y
productora Lionsgate; y Lauren Zalaznick,
EVP de Media Innovation & Cross Company
Initiatives de NBCUniversal, responsable
de acelerar el crecimiento de la empresa
y la identificacién y ejecucién de nuevas
oportunidades de negocio.

‘El crecimiento de Latinoamérica, tanto en
TV abierta, como paga y broadband ha sido
enormeenlosultimosanos.Laoportunidades

Emilio Azcarraga Jean, presidente y CEO de Grupo Televisa

PRENSARIO INTERNATIONAL

de expansién hacia
distintos segmentos
de negocio aumenta
y hacia alli vamos.
Se pude vislumbrar
concretamente
en el desarrollo de
contenidos para
multiples plataformas’,
senalé durante la
ceremonia.

‘Somos concientesde

que ya no hay barreras
para el desarrollo de
contenidos, por lo
que vemos mercado
a mercado mds productores y mads
pantallas. Surgen conceptos nuevos
en todo el globo y hay que estar
atento a ellas. Nosotros estamos
constantemente buscando ideas que
podemos desarrollar in house o en

alianza con partners estratégicos),

completd.

Lecabo

Desde el nombramiento de
Azcérraga Jean como CEO de
Grupo Televisa, la compafifa ha
duplicado sus operaciones y ha
logrado consolidarse no solamente
en México sino también a nivel global
por medio de alianzas con grandes
compaiifas de China, Brasil, Francia
y USA.

Con la telenovela como formato
principal, Televisa produce mds de
90.000 horas de contenido original en
espanol, que se exporta a mds de 130 paises,
incluyendo aunaaudiencia de 50 millones de
hispanos en USA, donde tiene participacién

en Univisién, principal cadena en

espanol de la Unidn.

La compaidiia

también se ha

convertido en

un jugador

importante en

el industria de

Los premiados del 77° Brandon Tartikoff Legacy Award: Emilio Azcarraga, Televisa;
Lauren Zalaznick, NBCUniversal; Rod Perth, CEQ, Natpe; Lilly Tartikoff Karatz; Jon
Feltheimer, Lionsgate; and James L. Brooks, creator of The Simpsons

las telecomunicaciones en México, a través
continuado su expansién en cable —
adquiriendo operadores en todo el pais—y
TV por satélite, asi como servicios de telefonia
fija y telefonia movil.

Azcérraga Jean comenzd su carrera en
la compania en 1988 como director de
Operaciones del Canal 12 de Tijuana, y dos
afios mds tarde fue promovido como VP de
Programacién del Grupo Televisa.

BCWW2014

BCWW2014

CAST WORLDWI

More Communication, Bigger Success for You
Global Broadcast Content Business Market, BCWW 2014!

- Exhibition : Meet and explore outstanding broadcast content from all around the world
- Conference : Share and gather practical and professional information specialized for broadcast content business
Events : Welcome Dinner, Screening&Showcase, Biz-matching Program, etc.

For more Information
Homepage : www.bcww.kr  E-mail : beww@boww.kr
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PrRemium INTERVIEW | NEwW MEDIA | Asia

By FaBricio FERRARA

Youku Tubou, CHINA: "OuRr
BRAND REPRESENTS LOYALTY FOR

THE SUBSCRIBER'

After merging in 2012, Youku Topou
became People’s Republic of China’s
leading video services reaching over 400
million people, 80% of the total online
video market. PRENSARIO interviews SUNNY
Znvu, Chief Content Officer, who highlights
the strength of the service and the content
plans of this Chinese giant.

According to the company quarter results,
on 3Q 2013 —the last available when this
issue was closing— the net revenues were
RMB 857.7 million (USD 140.2 million), a
14% increase quarter over quarter. Operator’s
mobile traffic in that period surged over 300
million video views per day.

Sunny Zhu, Chief Content Officer at
Youku Todou, describes to PRENSARIO the
service it offers to over 80% of the Chinese
online video market, and continues: “We
partner with localtalenttogenerate own
contents, such us
talk shows,

Sunny Zhu, Chief Content Officer, Youku Tudou

PRENSARIO INTERNATIONAL

variety, webserials and web movies.
In 2014 we will invest over RMB 300
million (USD 49 million) onin house
production’.

‘Between 60-70% of our content
is licensed from international
providers such us the BBC (UK)
and Hollywood Studios, among
others, and the rest 40-30% is own
production or User-Generated Content
(UGC). US, British and Korean drama series
work really well’, Zhu says.

‘Taking Youku Todou in your home is
like having the services of Hulu, Netflix and
YouTubeall together, as we offer two business
models: one paid and another free. 90% of
our incomes come from advertising, while
the rest 10% is from VOD fees’, he explains.

Regarding the TV business in China,
the executive comments: “TV reach in our
country is enormous, but the new media
platforms are growing really fast, specially
as mobile penetration spread over the
population. It is a reality that mobile traffic
has surpassed PC traffic’.

Youku Todou figures could take the reader
by surprise. Zhu highlights: ‘Since 2009, we
are preparing for this scenario. Thereisaclear
worldwide trend —not only in China— to
multiscreen content consumption and people
spent more time online to do things, specially
to watch video’

FuTure
Regarding Youku Todou’s competition
andZhucomments:‘Ourbiggest competitor
is piracy, which is really challenging in
China. We are doing some campaigns
along with Motion Picture Association
of America (MPAA) to let the audience
know the high costs that means piracy
to the legal content businesses’.
‘Our brand represents loyalty for
the subscriber. And is very well
known among Chinese Internet
users. While Youku.com is more
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The third season of BBC's Sherlock
received 49m hits on Youku

inspirational, Todou.com is more focus on
young, fashion-forward people’, remarks
the executive.

About the future, he completes: “We are
diversifying our strategies: first, to promote
the multiscreen content consumption; second
to generate new source of revenues, ad
formats and solutions; and third and last,
to differentiate our platforms by providing
unique content, own produced’.

Youku Tobou, IN NUMBERS

IT sErviCE REACHES 400 MILLION
CHINESE PEOPLE (80% OF THE
TOTAL ONLINE VIDEO MARKET)

THE OPERATOR RECEIVED OVER
300 MILLION VIEWS PER DAY
THROUGH MoBILE (3Q 2013)

30-40% OF THE CONTENT OF-
FERED IS OWN PRODUCED (TALK
SHOWS, VARIETY, ETC.) orR UGC

Youku ToDOU WILL SPEND MORE
THAN USD 49 MILLION IN OWN
PRODUCTION IN 2014

90% OF THE INCOMES COME
FROM ADVERTISING, WHILE THE

ResT 10% is FrRom VOD Fees )

NOW YOU ARE LOOKING AT
WHAT TURKEY WATCHES
EVERYDAY.
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PREMIUM INTERVIEW | PRODUCERS | EUROPE

By Georal R. CHAKAROV

RWS, RussiA: ‘IF PRODUCERS
ARE TREATED LIKE JUST EXECUTORS, IT
IDEA OF PRODUCING'

KILLS THE WHOLE

Prensario publishes the second part of the
interview—the first was published in our
Discop Istanbul edition in March— with Yurt
Sapronov, CEO at RussiaN WORLD STubIOS.

ceeTv: WouLD You SAY THAT THE Rus-
SIAN MARKET IS MISBALANCED IN A WAY. Do
YOU GET LOTS OF PRODUCTIONS AND JUST A
FEW CHANNELS WHERE YOU CAN PLACE THIS
CONTENT?

YS: We have to be clear here, the content
on channels is customized. Practically no one
produces for their own money. The number of
productions depends on the commissions of the
channels. In terms of the number of production
companies, thereareabout20—25bigcompanies.
The rest are smaller or average companies. Big
players produce more than 10 projects and over
200 hours per year, but not all productions will
be aired this year. So a company can have several
projectsonaironeyearand none thenextbutthat
doesn’t mean that they are not doing anything.
The quality of production is growing. If we look
back 5-10 years now the project are completely
different. I personally think there are some
projectsthatare of international quality. However,
there is almost no increase in the production
budgets but expenses
grow.

CEETV: SO How
DO YOU ACTUAL-
LY MAKE PROFIT?
DokEs IT comE

Yuri Sapronov, CEO, Russian World Studios

PRENSARIO INTERNATIONAL

DOWN JUST TO HAVING AS MANY PRODUCTIONS
AS POSSIBLE?
YS: There are two models here. Most of the
companies work based on this principle: the
more you shoot, the more money you will
make. Unfortunately, the second modeldoesn’t
really work here because there is the conflict of
interest between the producers and the channels:
ifaproducer has created a huge hit but they don’t
own the rights they will make no money out of it
but will simply get a chance for a commission to
shoot another one. I do hope that this situation
will change with time and we will have more high
quality projects in the future.
ceeTv: How DO YOU THINK THIS SITUATION
MAY CHANGE?

YS: The market will change. When we have
more hit series and the channels realize that the
model of sharing revenues with the producers
works, then everyone will be interested in this.
Channels are not storehouses for content rights;
their interest is to have big audiences and attract
big advertisers, and they are not really interested
in selling the content for 100 USD per hour.
If the producers are just treated like they are
just executors, it kills the whole idea of being
a producer. So, they just think: I can make ten
projects so-so, but the eleventh will be asuper hit.

We have a production union where we discuss
these issues. We are not being silent: and some
channels do hear us.

CEETV: YOU HAVE 3 MAIN CHANNELS THAT AIR
ONE PRIME TIME SERIES EACH WEEK (ABOUT 30
SERIES EACH). IS COMPETITION POSSIBLE WHEN
60% OR MORE OF THE PRODUCTIONS ARE
AIRED ON THESE NETS? ISN’T IT A PROBLEM FOR
YOU THAT YOUR SERIES IS ON AIR FOR JUST ONE
WEEK AND BEFORE EVEN PEOPLE FIND OUT IT IS
GOOD, IT'S ALREADY OVER?

YS:Firstly,smaller channelsarealso producing
their own series, so it is getting better. Secondly,
this drives the competition as we getabig volume
of productions. If we compare to other countries:
they have a hit and it airs for the whole season.
When you have each week a new title, then that
requires a bigger volume of productions. The
series continuationsare not very attractive, as the
channel in general does not change the budget.
There are some additional increases, which go
to actors, scripts writers, directors, etc. while the

<12>
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The new series Talianka is
set after World War Il

Based on a Korean format, Ob/Gyn is a
very touching and dramatic love story

production company gets the same money.
CEETV: IT DOESN'T LOOK SERIOUS WHEN ONE
CHANNEL HAS 25% SHARE ONE WEEK AND BE-
Low 10% THE NEXT ONE. DOES THIS SOUND
LIKE A MARKET THAT WORKS?

YS: It is simple: one show was a hit and the
other one wasn’t. Rossiya 1 had very strong
projects for years. But then, the situation changed
and they started losing. We, as producers, offer
them projects, and it is up to them to choose. Of
course, we are responsible for the production but
it is the channel deciding what the show will be
like. We offer them a multitude of projects and
they pick what they like. So, the success of a series
depends on the channel and the producer alike.
But it is the networks that dictate what content
is being produced.

CeeTv: DO YOU THINK THAT THIS POLICY
THAT THE 3 MAIN cHANNELS (Perviy, Rosi-
sYA 1, NTV) HAVE BEEN FOLLOWING FOR
THE PAST 5 YEARS IS THE MAIN REASON WHY
THEY LOSE VIEWERS RIGHT NOW?

YS: Well, two years ago Konstantin Ernst
tried to use the American (vertical) system of
programming in primetime but it didn’t work at
all with the viewers. In general, for such type of
scheduling we need to have really good projects.
If we want to change this model, we have to plan
it like five years ahead and we will need to have
special projects, which will need to be very strong
inordertokeepuptheinterestof theaudiencewho
will have to wait one week for the next episode.
For the moment the Russian audience seems to
be used to this way of consuming TV content.

WS RITITL GOy
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PRemMIUM INTERVIEW | BROADCASTERS & DIsTRIBUTORS | VWORLDWIDE

BBC WorLbwipg, UK:

‘BUILDING AUDIENCES IN NEW MARKETS'

PreNsARIO has the honor to interview for
this MIPTV edition to PauL DEMPSEY, president
BBC WorLpwine Global Markets, one of the
largest worldwide distributors. 2013 was a
special year for the company and the executive
empathizes about the new organization local
and internationally.

‘We have reorganized the business along
geographical lines and have set out a clear
strategy for growth based around building on
the existing strength of our content. As a global
business operating in around 200 territories we
beenresilientacross different economic cyclesin
different parts of the world and overall, despite
some tough exchange rate fluctuations, TV and
digital sales look encouraging as we head into
our end of year push. Our reorganization last
year has helped us get closer to our audiences
and we are seeing the benefits of this in all our
markets, he states.

“The strength of the BBC is the quality of its
content and BBCW has committed to putting
extrainvestmentinto high quality programming.
We recently announced investment in anumber
ofnewdramasincludinganewJimmyMcGovern

penned series about British
deporteesto Australiain the
18th century, Intruders,an
eight-part thriller from
X-Files writer and exec
GlenMorganand The
Refugees (Refugiados)
our first original co-
pro with a European
broadcaster’

Paul Dempsey, president BBC Worldwide Global Markets

PRENSARIO INTERNATIONAL

The established shows have also enjoyed
continued success this year. ‘Dancing with the
Stars, for example, is finding new audiences
around the world and we have recently sold the
format to Costa Rica and Cambodia. This great
show is now watched in 49 countries and we
look forward to making it 50’

‘Our desire to work across platforms also
helps us connect with viewers — two recent Latin
American deals, with Xbox and Netflix are good
examples of this, comments Dempsey, and
completes: ‘Top Gear continues to excite global
audiences while our natural history programsare
perennially popular, Penguins: Spy in the Huddle,
for example, has sold to 79 territories including
China, Russia and South Korea.

AUDIENCES

As audiences become ‘more demanding’ and
the cost of production increases, international
co-pros are becoming ‘more important, says
Dempsey. And adds: ‘We are well placed to
bring audiences what they want by working
with international partners: Hidden Kingdoms
(CCTV9 China, Discovery RTL Germany,
France Televisions), Orphan Black (Space,
Canada, BBC America), Top of the Lake (BBC,
UKTYV, Sundance, ARTE) and The Honourable
Woman (Sundance co-pro). Funding is also
coming from newsources,like Huluand Amazon
that have recently partnered with the BBC
(and others) on The Wrong Mans and Ripper
Street, respectively. In factual, BBCW is now the
principal co-pro partner of the BBC for natural
history programming.

Another trend is the narrowing of the gap
between international and domestic premiers.
‘Doctor Who’s 50th anniversary special was one
of our highlights of the year. We pulled off the
feat of simultaneously airing the show in 94
countries (a Guinness World Record). It was BBC
America’s best telecast ever and took over $10m
at the global box office in just three days. We are
incredibly proud of this achievement and it is
something we will look to repeat in the future’

‘Sherlockhasalso doneincredibly wellaround
theworld, whileitwastransmitted domestically.

Series 3 received 49m hits on Youku in China
(see interview in this Premium section), while
audiences across the world have appreciated
what is a uniquely British show. This
phenomenon is driven, in part, by the
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Doctor Who's 50th anniversary special was simulta-
neously aired in 94 countries (a Guinness World Recora),
being BBC America the best telecast ever taking over

$10m at the global box office in three days

TV Series Ripper Street was the result of a partnership
between BBC, Amazon and other strategic partners

increasing demand for British drama across all
regions, from Western Europe to Asiawith shows
like Luther and Call the Midwifeleading the way’

DiGITaL

‘Digital is important to us but not novel. We
have been working with digital partners for years
and it is a significant revenue driver for our sales
business: during 2012/13 growth in our digital
business increased to over £124m turnover.

We work with an array of digital partners
includingVOD partnerslike Netflix, OTT players
like Huluand DTO deals with thelikes of iTunes.
Other content dealsinclude Tesco’s Clubcard TV
and Googleplay in the US..

‘We have new leadership and an exciting
new strategy that is focused on the strength of
our content and investment in it. Three new
consumer facing brands spanning channels
and digital platforms will help us form stronger
connections to audiences: BBC Earth for
premium factual from science to natural history;
BBC Brit for irreverent but intelligent fact
entertainment like Top Gear; and BBC First,
featuring the best in British drama) concludes
Dempsey.
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LET THE MAYHEM BEGIN!

6 x 30" HD + format

Bill's Market & Television Productions for TBS

MIPTV stand R8.D3

Elliott Chalidey, Vice President of Sales
elliott.chalkdey@zodiakrights.com

zodiakrights.com
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Main REPORT

MIPTV 2014: cCHANGING
WORLDWIDE CONTENT MARKET GUIDE

MIPTV,one of the two bigworldwide content
events,isheld April 7-10in Cannes, France. What
does the marketlike? Undoubtedly it comes with
optimism, but also with a very varied cocktail of
condiments that must be taken in mind.

The picture is optimist due to the new
media boom, with volume of new projects
of TV channels and content outputs: VOD,
digital platforms, etc. Also, the linear TV
shows good health, with encouraging rating
numbers through the main markets worldwide.

And the emergent territories complement
the central markets still in crisis, with strong
media development and investments. Laurine
Garaude, TV director at Reed Midem, said at
last October Mipcom that ‘a new Golden Age’
has come to the content industry.

In favor of this concept, it can be said that the
three big content markets that followed Mipcom
—ATF 2013, Natpe Miami 2014 and Discop
Istanbul 2014— had very good outcomes, both
in assistance and business volume. If a couple

Thomas Lasarzik, VP
Acquisitions, and Ruediger
Boess, SVP Acquisitions,
ProSiebenSat Media AG
(Germany); Daniela Bishara,
sales for German-Speaking
territories, Disney Media
Distribution; Claude Schmit,
CEO of RTL Germany; and
Roman Rinner, acquisitions
of ATV, Austria

Tobay, GERMANY IS STRON-
GER THAN EVER ON EUROPEAN
FORMAT PRODUCTION BUSI-
NESS. TO ENTERTAINMENT IT
ADDED FICTION, AND SCRIPTED
REALITIES ARE A BOOMING
GENRE TO MAKE EVOLVE

REGIONAL TIPS TO TAKE IN MIND

EurorE

® TALENT SHOWS ON TOP

® NEW LEVELS OF SCRIPTED REALITIES
® REFRESHING GAMES SHOWS

Asia

* V/VANGUARD NEW MEDIA/DIGITAL
ENVIRONMENTS

® GOVERNMENT ENTITIES PROVIDES
STRONG PRODUCTION INCENTIVES

e AsiaAN DRAMAS GO WORLDWIDE

LATIN AMERICA

® STRONG OWN PRODUCTION OF ENTER-
TAINMENT FORMATS

® HiGH END PRODUCTIONS IN FICTION

® FROM TELENOVELAS TO TV SERIES

MENA (MippLe EAst, NORTH
AFrRiCcA)

® THE MOMENT OF FORMAT AND PRO-
DUCTION VENTURES

® MANY EMERGENT TERRITORIES

® PANREGIONAL + LOCAL DEALS

of years ago it seemed that the content industry
would concentrateitselfat the bigger events,now
the medium regional shows are reinforced, due
to the emergent economies.

MIPTYV is handling a complicated evolution,
as some exhibitors don’t speak well about its
cost-benefit average, they say it is as expensive
as Mipcom, but with less traffic. And in the
last editions, the event suffered decreasing
participation. Although, many other people
consider MIPTV as the most comfortable show
to do business, as it is global but not so crazy as
Mipcom. It is ideal to top matters that need a
bit more time. The organizer Reed Midem has
also provided MIPTV a profile more focused on
production and new media, recently.

Craig Morris, head of schedu-
ling, and Katie Keenan, head
of acquisitions, at Channel
Five (UK), with Jeff Ford,
content director, Damian
0’Hara, head of acquisitions,
and Aoife Francis, head of
scheduling, the three from
TV3 Ireland

THE BRITAIN BROADCASTERS BET
ON INNOVATIVE FORMATS MORE
THAN OTHERS. REFRESHING GAME
SHOWS AND TALENT SHOWS
CONTINUE ON TOP

BUSINESS INDICATORS

+ At Mipcom 2013, the digital fever generated
concrete figures: from the 4600 buyers of the
event, 1000 already were from new platforms.
And most of the emblematic deals of the event
included new media: Fremantlemedia with
the Chinese portal YouKu, about VOD in this
country; Amazon’s VOD service, LoveFilm,
with Tele Munchen Group to develop VOD
in Germany; French TF1 and Canal+ with
Facebook, to receive digital management and
consultancy services.

* The top 2013 worldwide products/formats
were undoubtedly The Voice, from Dutch
Talpa, and Rising Star, from Keshet (Israel)
reinforcing the supremacy of talent shows. The
content industry, accused of creativity lack, is

"niptm

SEARCHING FOR INNOVATIVE CONTENT
PRACTISES USED NOW BY

LEADING COMPANIES
® To COMBINE GENRES

® To USE PLOTS OF CLASSIC MOVIES
IN REAL LIFE SITUATIONS

e SociaL — FactuaL SHows

® NEW LEVELS OF SCRIPTED
REALILTIES (REAL PEOPLE, SCRIPTED
PLOTS)

¢ REAL-LIFE SITCOMS: REAL PEOPLE
IN REAL LIFE, BUT WITH COMEDY
INGREDIENTS

® CHARACTER—DRIVEN TV SERIES

® GAME SHOWS THAT BREAK TIME/
SPACE FROM KNOWN TODAY

® NEW LATE NIGHT SHOWS,
COMBINING GENRES AND TARGETS

¢ IMIODERN FAMILY MEETS HIDDEN
CAMERA

MIPTV 2014: Guia SOBRE EL CAMBIANTE MERCADO MUNDIAL DE CONTENIDOS

El MIPTV, uno de los dos grandes eventos
mundiales de contenidos, se desarrolla del 7
al 10 de abril, en Cannes, Francia. ;Cémo se
presenta el mercado? Sin duda optimista, pero
con un cocktail muy variado de ingredientes
que vale tener en cuenta.

PRENSARIO INTERNATIONAL

El contexto es optimista porque con el auge
newmedia, hay cantidad de proyectos nuevos de
canales de TV, VOD, plataformas digitales, etc.
Aparte,la TV lineal sigue dando pelea, con bue-
nos nimeros de ratings, ingresos e inversiones
en contenido original. Y los paises emergentes

Jerome Delhaye, director
de Reed Midem'’s entertain-
ment division, con Francis-
co N. Gonzalez Diaz, CEO
de ProMexico, y Agustin
Garcia Lopez, embajador de
Mexico en France

MExico SerA ‘Pals DE
Honor' be Mircom 2014,
SIGUIENDO EL FOCO EN
AmERICA LATINA. DURANTE
MIPTV, iMPORTANTES
DECISIONES Y ALIANZAS
TENDRAN LUGAR.
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compensan las crisis aun persistentes en algu-
nos mercados centrales, con fuerte desarrollo e
inversiones. Laurine Gaurade, directorade TV
en Reed Midem, habl6 en Mipcom 2013 —e
pasado octubre— de una nueva ‘Era Dorada’
para la industria de contenidos.

A favor de este argumento, se puede decir que
los tres eventos grandes que le siguieron —ATF
2013, Natpe Miami 2014 y Discop Istanbul
2014— tuvieron muy buenos balances, tanto en
asistencia como volumen de negocios. Si hasta
hace un par de afios parecia que la industria se
concentraba en los eventos mds grandes, con el
auge de los territorios emergentes se vuelven a
fortalecer los encuentros regionales.

MIPTYV viene dentro de una evoluci6n dificil,
ya que varios exhibidores critican su ecuacién
costo-beneficio, que es costoso como Mipcom
pero con menos movimiento. Y en las tltimos
ediciones, se sintié baja de tréfico, tal vez por
el auge de los eventos regionales. Sin embargo,

muchos opinan que es el evento mas ‘cémodo’
del calendario, porque al ser global pero menos
histérico, es ideal para gestiones top que en
Mipcom el vértigo impide. Reed Midem le ha
dado a MIPTV un perfil més de produccién y
new media, recientemente.

iNDICES DE NEGOCIO

+ En Mipcom 2013 el auge digital tomé firme
protagonismo: de los 4600 buyers que hubo en
el evento, 1000 ya fueron de nuevas plataformas.
Y casi todos los acuerdos iconos del mercado
incluyeron new media: Fremantlemedia con el
portal de China YouKu para VOD en ese pais; el
VOD de Amazon, LoveFilm, con TeleMunchen
Group para desarrollar VOD en Alemania; TF1
y Canal+ de Francia con Facebook para que les
brinde management digital, etc.

+Porotrolado,los grandes productos mundia-
lesdel 2013 fueron The Voice,de Talpa (Holanda)
y Rising Star, de Keshet (Israel) manteniendo
la supremacia de los talent shows. La industria,
acusada de escasa creatividad, estd buscando el

préximo big hit. En Talpa apuestan por tomar
argumentos de peliculas cldsicas para tornarlos
realities, como Buddy for hire, basado en la
pelicula Untouchable friends para generar un
social-factual show.

En UFA Show & Factual (Alemania) estdn
buscando un nuevo nivel de scripted realities,
el género que salté a la fama en 2013: gente

<19>

Brazilian broadcasters:
Nelson Sato, Sato Co.
(Netflix aggregator); Ri-
chard Vaun, advisor of the
board, SBT; Goyo Garcia,
acquisitions, now in Rede
TV; and Murilo Fraga, pro-
gramming director, SBT

BRASIL ESTE ARO TIENE

EL MUNDIAL DE FUTBOL, Y
UNA NUEVA LEY QUE OBLI-
GA A LAS SERALES DE PAY

TV A PRODUCIR LOCAL.
Co-PRODUCCIONES, LA
GRAN OPCION.

verdadera siguiendo argumentos guionados.
También piensan en game shows y en nuevas
férmulas de gente comun jugando sus propias
vidas. En A+E (USA) destacan Duck Dinasty
como el producto-tendencia a seguir: un ‘real-
life sitcom’: gente real en sus vidas reales, pero
ofreciendo una plena sitcom de hecho, con
elementos de comedia cldsicos.

PRENSARIO INTERNATIONAL
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searching for the new hit. In Talpa they are
betting on taking plots of classic movies to
generate realities, as Buddy for hire,based on
the movie Untouchable friends. It is a social —
factual show — lost-soul teens helping people
in wheelchairs, etc.

In UFA Show & Factual (Germany) they
are looking for a new level of scripted realities,
the new genre that hit the market in 2013: real
people on scripted plots. They also think of
game shows and new formulas of common
people playing their own lives. In A+E (USA)
they stress Duck Dinasty as the trendy-product
to follow, a ‘real-life sitcom’: real people in their
real lives, but offering a full sitcom in fact, with
classic comedy tips.

A productremarked by thebuyerslast Cannes
is Reflex from All3Media (UK): a new level of
game show where the games are played in few
seconds, based on physical and mental reflex.
The reps are shown in slow motion.

+ At ATF Asia, two pillars were clear: the new
media is more developed than in any other
region, not only about volume but also about
depth of projects, with many of them already
massive within the top markets. YouKu Tudou,
for instance, reaches 80 percent of Chinese
market, with 90 percent of incomes based on
advertisement, and the rest on VOD bills.

And second, Asian Government entities are
now the vanguard on audiovisual industry
promotion, setting up national pavilions in
the market shows, strong production hubs and
production programs that include dramatic

Otro producto muy destacado por los buyers
en Cannes fue Reflex de All3Media (UK): un
nuevo nivel de game show donde los games
duran pocos segundos, basados en reflejos
fisicos y mentales. Las repeticiones se muestran
en camara lenta.

+ En ATF Asia, quedaron claros dos bastiones:
que el New media estd mds desarrollado alli
que en ninguna otra regién, por cantidad pero
sobre todo profundidad de proyectos, muchos
ya masivos en los territorios desarrollados. Por
ejemplo, Youku Tudoullegaal 80% del mercado
de China, con 90% de ingresos por publicidad
y 10% por abonos VOD.

Y segundo, que los gobiernos asiticos mar-
can vanguardia en promocién de la industria
audiovisual, estableciendo production hubs y
programas dealiento ala produccién queimpli-
can fuerte ahorro de costos. S6lo Malasia tiene
varias entidades enfocadas al respecto: FINAS,
MCMC, MDeC y MATRADE.

* En Natpe Miami, 9 de cada 10 buyers de
América Latina consultados por PRENSARIO,
buscaban como prioridad formatos de entre-
tenimiento para producir in house, hasta en los
paises mds pequerios. Esto muestralarelevancia

PRENSARIO INTERNATIONAL
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MIPTV 2014: Focus oN ISRAEL

* To spotlight the growing

ETE

international success of Israeli
# JUTV content, MIPTV is hosting
a Focus on Israel. Israeli TV
series burst onto the international
scene around a decade ago thanks to the
production and distribution of innovative
formats. This now extends to scripted
drama, which has become a major export.
Prisoners of War/Homeland (Keshet), In
Treatment (Dori Media), Hostages and I Can Do
That (Armoza) are among current international
hits based on Israeli programming.

According to Eurodata TV Worldwide, more
than 60% of entertainment programming
launched in Israel in 2013 was original
production, as were 50% of fiction series.
‘The Israeli audiovisual industry combines
innovationand creativitywith the cutting-edge use
of newtechnologiestobetter engage theaudience
aroundprogramming,remarksLaurineGaraude,
directoroftheTelevision DivisionatReed MIDEM.
On Saturday 5 April as part of MIPDoc, the Co-
Production Marketplace: Success Stories from Israel
offers insights into the rapidly developing Israeli
factual and documentary content market. On
Sunday 6 April,as part of MIPFormats, the session
Business OpportunitiesinIsraelsetsouthowtowork
with one of the fastest-growing content markets.
The main event, Focus on Israel takes place on
Tuesday 8 April in the Palais des Festivals, and
features a screening session Fresh TV From

mdxima que hoy tiene
la produccién propia,
y el fortalecimiento del
entertainment en una
region tradicional en
ficcion.

De todas formas, tam-
bién llam6 la atencion
lo high-end en costos
despliegue de produc-
cién que se tornaron las
dltimas producciones
de los principales distri-
buidores de telenovelas
latinos. Hacer productos
como Hollywood pero

Israel, presented by
Virginia Mouseler,
CEO of The Wit. How
to Create Successful
Scripted Formats/

Laurine Garaude, director
Dramas looks at how of the Television Division at

exporting fiction in Reed MIDEM
the shape of formats

has allowed national N
topics to attain global -
success. The second i m E
session is entitled "“ -

Israeli Innovation -
Seminar: From Start
UptoTV.

Anotherimportant  Avi Nir, CEO, Keshet Media
presence is Avi Nir, Group
CEO of Keshet Media Group, which gives a
keynote address on Monday 7 April, 11.30am,
as part of MIPTV’s Media Mastermind Keynote
Series. Nir addresses how to drive innovation
in TV in today’s digital age, how to challenge
predictability, and the belief that TV must be
innovative and forward thinking. He speaks
primarily as a broadcaster (Keshet Broascasting
has over 40% of market share in Israel) but also
asacontent evangelist,havingbeen abuyer, seller,
developer and producer. Heserved asan executive
producer on Showtime’s Emmy-winningdrama
Homeland, for which he was personally awarded
anEmmy, which original Israeliseries, Prisonersof
War, was sold to more than 20 territories.

Telemundo: Diana Mejia-Jones, del la productora

con sentir latino es la Campanario; Joe Uva, presidente de Telemundo;
formadeseguir ganando Sara Maldonado, protagonista de Camelia la
mercado. Pero aparte Texana; Marcos Santana, presidente de Telemundo

. p D Internacional; Jesus Torres, jefe de programacion de
las telenovelas mudan a Telemundo; y Epigmenio Ibarra, presidente de Argos
las series: las tiras prime Comunicacion con su esposa

time latinas empiezan a
hacerse con menos episodios, y més produccién
por episodio tipo TV serie.

» Discop Istanbul ha sido una buena muestra
de los nuevos tiempos: de un evento regional

<20 >

se estd convirtiendo en un evento global de
mercados emergentes, por eso dejo este afio de
llamarse Discop West Asia. Busca atraer buyers
y sellers no s6lo de Turquia, West Asia y Medio

Visit us at MIPTV Riviera 8, Stand #R8.C15 | worldwidesales @miramax.com | www.miramax.com/dusk
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Hassan Al-Hamdan, general manager, production and program-
ming, Saudi TV (Saudi Arabia); Fadi Ismail, general manager
Drama, 03 Productions/MBC Group (UAE); Can Okan, CEO,

[TV Inter Medya (Turkey); Marwan M. Azar, media consultant,
GMT (Qatar); and Jamal Douba, managing director, Media Link

International (Lebanon)

cost saves. Just in Malaysia, there are 4 entities
focused on the matter: FINAS, MCMC, MDeC
and MATRADE.

+ At Natpe Miami, 9 from 10 Latin American
buyers consulted by PRENsARIO, were looking
for entertainment formats to produce in house,
as a main priority. This shows the current top
relevance of the own production in the region,
and the growth of entertainmentina traditional
fiction appealed territory.

Though, another hot topic of the event was
the so high-end new production developments
of main Latin telenoveladistributors. To produce
content with Hollywood production levels +
Latin flavor, seems to be the way to continue
gaining international market for them. At the
same time, many Latin prime time fictions are
turning to TV series: less episodes and higher

Oriente, sino también de CEE, Central Asia y el
norte de Africa, donde Egipto es un importante
polo de produccién. El ‘Pais de Honor’ 2014 ha

PRENSARIO INTERNATIONAL

world

THE MENA ReGion
(MippLe East, NorTH
AFRICA) IS THE FASTEST
GROWING REGION OF
THE WORLD IN CONTENT

production costs per episode.

» Discop Istanbul has been a good example of
the dynamics new times: from a regional event
it is getting into a global show of emergent
territories. That’s why itis not called Discop West
Asia any more. It is bringing buyers and sellers
notonly from Turkey, West Asiaand Middle East,
but also from CEE, Central Asia and Northern
Africa,where Egyptis an important production
pole. The ‘Country of Honour’ 2014 of the event
has been India... a full globalization tip.

Due to this, last month there were a flashing
volume of new buyers in Istanbul, from new
media players as Turkcell, Turkish Airlines
and QuizGroup (YouTube partner in Russia)
to broadcasters of early developed countries
as Saudi Arabia, Iraq, Libya, Pakistan, Oman,
Bahrain, Tajikistan, Jordan, Tunisia, etc. There we

sido India. .. todo un ejemplo de globalizacién.
Dado esto, este afio hubo una llamativa canti-
dad de buyers nuevos, desde players new media

Dario Turovelzky, gerente

de programacion, Guillermo
Pendino, gerente de pro-
duccion, Mercedes Reinke,
1+D, y Tomas Yankele-

vich, director global de
contenidos, todos de Telefe
(Argentina) con Raphael Co-
rrea Neto, director de ventas
internacionales de TV Globo
Internacional (Brasil)
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Croatia: Nina Mikola, head of acquisitions,
and George Makris, board advisor, Nova
TV; Marco Doslic, head of schedule and
research, RTL; Zrinkia Jankov, head of
BUSINESS TV Doma; and Dragana Kos, head of
acquisitions, RTL

CenTrAL & EASTERN
EUROPEAN BROADCASTERS ARE
EVOLVING FROM TV CHANNELS
TO GROUPS OF CHANNELS,
INCLUDING PaY TV, VOD
AND DIGITAL

ConTeNT INDUSTRY CROSS-ROADS

e OWN PRODUCTION MORE EXPENSIVE
® NEW DIGITAL CHANNELS, MORE
MONEY?

e COPRODUCCIONS

* PRODUCTION SHARING

® SECOND SCREEN

® BRANDED CONTENT

® ANCILLARY BUSINESSES
® GOVERNMENT SUPPORT

como Turkeell, Turkish Airlines y QuizGroup
(partner de YouTube en Rusia) hasta broad-
casters de paises en etapa temprana de desar-
rollo como Arabia Saudita, Iraq, Libia, Pakistan,
Oman, Bahrein, Tajikistan, Jordania, Ttinez, etc.
Enellos hay buen negocio delata, pero rdpido se
queman etapas y se busca producir. Hoy ya hay
buen negocio de players locales MENA entre si.

ALEGORIAS DE AYER Y HOY

Alolargo delosafios, PRENSARIO en sus suce-
sivos informes centrales ha generado alegorias
paragraficarlaevolucién del mercado. Primero,
que el mercado era como un océano con olas: va
paradelante, pero siuno sesubealaola correcta,
viaja més rapido. Luego, ante las dicotomias de
lata y formatos, ficcién y entretenimiento, etc.,
que el mercado era como un péndulo que va y
viene, estando el secreto en acomodarse antes
cuando arranca el cambio de direccién.

| TUYA

JCADULCO

1T

#. comarex

sales@comarex.tv (5255) 5251 1
- . Worldwide Media Distribaution

Www. comarex.ty



South Korea: Tae-ho Sung, Deputy Director, KOREAN DRAMAS ARE GAINING
KBS World Business Development, Korean MARKET NOT ONLY IN ASIA, BUT
Broadcasting System (KBS); Hwang Jin Woo, ALSO IN LATIN AMERICA AND
Senior Manager, tvN Contents R&D Team, AFrica. Co-PRODUCTIONS AND
CJ E&M; Kang Gung, Producer, Munhwa FORMATS ARE THEIR NEW BUSINESS.

Broadcasting Corporation (MBC)

have good finished productbusiness,but theyare
burning stages fast and want to produce. Today
there is good business between local MENA
players each other.

ALLEGORIES FROM THE PAST TO THESE
DAYS

Through the last 10 years, PRENSARIO at its
main reports has been generating progressive
allegories to graphicthe evolution of the content
market. First, the market was as an ocean with
waves: business goes forward, butifyouareup on
theright waves,youmove faster. Then, facing the
opposition between canned and formats, fiction
and entertainment, we said that the market had
big pendulum trends going and coming. The
secret was to allocate oneself before when the
direction is changing.

Tercero, a medida que a lata y formatos se
sumaron servicios de know how, libros, produc-
cion, etc., que el mercado era como un cubo de
Rubik: permite enorme cantidad de combina-
ciones que giran todo el tiempo y se acomodan.
Y asi, hubo varias... lo curioso, es que todas
pueden seguir aplicando a hoy.

PRENSARIO INTERNATIONAL

Media Prima, Malaysia: Goh Ling Ling, general ma- SoutH EAST Asia Is A

Third, when apart from canned and formats
the market added know how services, scripts,
artistic services, etc., we said that the content
business was as a Rubik cube: it lets multiple
combinations that go around every time and
can be accommodated. And other allegories. ..
curiously, all or most of them continue working
today.

Lastly, we have stressed that the content
business has two pillars: the own productionand
the newmedia contentoutputs. All corebusiness
today run around them. And the two matters
present cost cross-roads: they progressively
need more investments, while incomes are still
flat or down. The solutions to these challenges
are: co production projects, production sharing
options, Second Screen, Branded Content,
Ancillary Businesses, Government support.

Ultimamente, hemos destacado que el mer-
cado tienes dos pilares: la produccién propia
y el auge new media. Todo lo core gira hoy en
torno a ellos. Y ambos presentan encrucijadas:
necesitan progresivamente mds inversiones,
cuando los ingresos son habitualmente es-
tables. Las soluciones a estos desafios son las

0679- Sergio Pizzolante, E!
Networks; Carole Bardasano,
Viacom; Vicky Zambrano,
Boomerang; Federico

y Fernando Gaston,

Angel Zambrano, Tur
America; Marisol Amaya,
Viacom; Andrea Cuartas,

Boomerang; y Francisco
Morales, Turner
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nager, Brand Management Group, 8TV; Airin Zainul, HIGH-END LEADER BOTH
group general manager, ntv7 & 8TV; Kit Yow, head, IN NEW MEDIA VENTURES
Brand Management, Tonton & Digital TV; Emilya Ab AND GOVERNMENT ENTITIES
Rahim, brand manager, ntv7 & 8TV; and Jahaliah TO SUPPORT CONTENT
Hasan, manager acquisitions, TV3 PRODUCTION

Everything continues running. ..

What do we want to remark? On one side,
the new platforms generate a new ecosystem
where there are many new matters to consider:
unified advertisement strategies for groups of
freeTV-DTT channels, Second Screen and their
synergies, etc. But on the other, the historical
basics of contentbusiness are still running. If you
generate top content, business comes towards
you... content is always on top.

Also, if you create a dynamic structure,
you adapt yourself better to the changes. It is
important to bet on new ventures, but without
forgetting your day-by-day business, the battle
horses. And so...

MIPTYV promises to be an important stop in
alltheses processes, withits worldwide approach.
Let’s see how the market reacts...

Nicolds Smirnoff

co-producciones, production sharing, Second
Screen, Branded Content, negocios accesorios,
apoyo gubernamental. Todo sigue aplicando...

sAdondebuscamosllegar? Elmercado cambia
mucho y nada a la vez. Por un lado, las nuevas
plataformas generan un nuevo ecosistema donde
son muchas las variables nuevas a considerar:
pauta tinica en grupos de canales freeTVy DTT,
Second Screen y sus sinergias, etc. Pero por otro
lado, la mayor parte de los basics histéricos no
dejan de tener vigencia: siuno genera contenido
diferencial,los clientesseacercan. . . el contenido
siempre manda.

Ademis, siunoarmaunaestructuradindmica,
se adectia mejor a los cambios; hay que apostar
a crecer pero no descuidando el negocio de
siempre que paga el dia a dia; y asi...

MIPTV promete ser una escala importante
en todos estos procesos, con su corte mundial.
Veremos cémo reacciona el mercado.

Nicolds Smirnoff

From Executive Producer

ROBERT RODRIGUEZ

NICKY WHELAN -
NEIL HOPKINS .~

T ol |
deqfih

(2014) = 13 x &0 minutes
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THE WIT: “YOU HAVE
TO MOVE FAST TO BE FIRST'

Virginia Mouseler, CEO at The Wit,
explains to PrRENsAarRIO how she see the
nowadays audiovisual industry: ‘New
products are coming from more and more
different countries, sold to more and more
different markets, for more and more different
outlets and viewing platforms, extending
life cycles of the products. The international
business streams go in all directions. At the
end, there are more competition and more
opportunities’.

She continues: ‘Now you can find an
interesting intellectual
property in any part
of the world, it can
sell fast, you have to
move fast to be first... [T T ]
the buzz spreads very LL L
quickly, you have to
be in alert to get the
hot and upcoming

www.thewit.com

formats business is growing internationally
thanks to a few successful titles’.

‘Scripted formats open a new revenue
stream for producers and distributors. It’s a
complementary revenue source that is being
developed by distributors even if selling ready
made content is a better business model.
For buyers it can be cost-effective to cut the
development phase and bet on already tested
stories and adaptlocally withlocal actors and
settings. But up to now, you don’t have, as
you can find in the non-scripted arena, in the
scripted formats genre
any blockbuster title, but
mostly plenty of titles
sold to a few number of
countries’, she stands.

> COUNTRIES

The Top 4 most
J researched formatsbythe

talents wherever they
come from’.

As The Witlatest research The Wit Guide to
Scripted Formats shows, the growth of formats
has an impact on ready-made content in the
scripted genre. Mouseler says: ‘Remaking
and adapting fiction series for local
audiences has long been a practice
in Latin America but the scripted

-,

Do PENTOR MRS

—

Talent shows Rising Star and Mentor, the
reality show Utopia and the cooking competition The Taste were the most resear-

company’ssubscribers of
The Wit Fresh database this season where
the talent shows Rising Star (Keshet, Israel)
and Mentor (Banijay, UK), the reality
show Utopia (Talpa, Netherlands) and the
cooking competition The Taste (Red Arrow,
Germany).
Mouseler
explains: ‘The
hottest country is
certainly Israel;led
this year by Keshet
International,
because of the
big sales push
around Rising Star,
followed by the
other

ched formats by the The Wit subscribers of The Wit Fresh database this season

PRENSARIO INTERNATIONAL
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Virginia Mouseler, CEQ, The Wit

strong actors such us Armoza Formats (first

to coproduce with a Chinesebroadcaster) and
Dori Media Group, as well as many smaller,
but creative production companies’.

‘What is interesting and unique right now
with Israeli content creators is that they are
strong in non-scripted formats and also in
scripted formats. The Israeli breakthrough
makes other markets envious: next wave could
come from South Korea as some production
companies are now pushing their formats
outside of Asia, and China is now preparing
to develop its own exportable formats’, she
predicts.

‘Formats have now to integrate the buzz
factor: they have to be able to generate some
kind of activity in social media, because
of their concept, their content, and their
mechanics... ratings + social buzz are needed
because formatsare international brandsand
assuch need engagement. Interactivity as ever
is implemented mostly in voting’.

Talent show Rising Star introduced live
voting with a SmartPhone app during the
transmission. ‘The difference with SMS and
phone votingis thatit’s free for viewers and
results are instantaneous. So it changes the
dynamics of the format. Rival talent shows
are testing all kinds of free voting on the
web, through apps, social networks; you
can vote (or say your opinion) on Twitter,
that’s the simplest form for viewers to
interact with and influence the content)
finishes Mouseler.

SpeciAL REPORT | MARKETS | EUROPE

EUROPE: FOUR REASONS WHY TV

WILL HAVE A GREAT 2014

The European TV sector, including the
Pan-European AssociATION OF COMMERCIAL
TeLEVISION IN EUROPE (ACT) and EGTA (Brussels-
based trade association of television and
radio sales houses), as well as the advertising
entities SNPTV (France), SPOT (Netherland),
THiNkBoX (UK), ABMA (Belgium) have
identified for 2014 four groundsfor optimism,
described below.

GoLpen Ace of TV

Across Europe, viewing of scheduled TV has
grown every year for the past 12 years to a daily
average of 235 minutes. Even 2013 data is not
available yet, early indications were that, even it
wasn't a year with big global sports events, TV
viewing remained stable.

Talentshows continue to be extremely popular
in2014:9.8 million viewers tuned the 3" season
of The Voice in TF1 France, while its third series
openerinthe UK peaked atmore than 10 million.
2014 started with a great January for TV in
Germany: I'm a Celebrity — Get me out of here
scored an average viewership of 7.96 million for
over 16 days. Overall, the show had a net reach
of 36.41 million TV viewers, which equals 50.4%
of the TV universe (3+)

This is not by chance, but because of the
careful nurturingofand investmentin on-screen
and off-screen talent. The ability to experiment
and develop a story away from the peak time
schedules has allowed TV to develop long-form
stories that are attracting the big names back to
television (Al Pacino, Kevin Spacey, etc. have
all recently ‘returned’ to making TV projects).

ADVERTISING

Although there are regional variations
reflecting the economic difficulties facing
many parts of Europe, on average European

broadcastrevenues, whether from subscription

RTL Germany’s I'm a Celebrity
— Get me out of here scored an average viewership of
7.96 million for over 16 days

@ Ausciation des Télivhioes Commentialel surcgéensss
Atiacintion of Commertil Bebrvition in [ufoge

Europre 2014: KEY FIGURES

o VIEWING OF SCHEDULED TV HAS GROWN TO DAILY
AVERAGE OF 235 MINUTES

© New TV ADVERTISING cLiENTS: 777 (FRANCE),
750 (Germany) anp UK (737)

® 34m NEw TV SeTs soLD IN GERMANY AND
29.4m 1N France (since 2010)

e Suprer Bowt Ficures: 270.000 viEWERs IN
FRANCE, 39.6% MARKET SHARE IN GERMANY AND
11.5 miLLioN VIEWERS IN THE NETHERLANDS

or advertising, continue to grow and are

keeping ahead of the overall economy. Latest
British research showed that every £1 spent
in advertising pays back £6 to the national
economy. Also 2013 saw a growth in new
TV advertising clients: 777 (Kantar Media)
compared to 670 in 2012 in France, 750 new
clients on TV in Germany (Nielsen Media
Research) and there were 737 new or returning
advertisersto UK TV (Nielsen Media Research).

CONSUMERS

Theaverage TV screen size in German homes
has more than doubled in the past decade, from
38cmin2003to82cmin2013,a115% increase.
There were 34 million new TV sets being sold in
Germany since 2010 (in a country of 36 million
TV households). In France, an average screen
size has grown from 65 cm in 2006 to 84 cm in
2013 (+29%). It is estimated that 29.4 million
new TV sets were sold in France since 2010 (in
a country of 26.9 million TV households).

2014: sporTs

Live sports events continue to attract mass
audiences in Europe: the rugby game between
France and England attracted 6.4 million
viewers in France (34.1% audience share), with
a peak at 8 million at the end of the game, and
5.9 million viewers in the UK (32.1% share);
some 173 million viewers across and beyond
Europewatched Germany’s Bayern Munich and
Dortmund square off in the UEFA Champions
League final last season.

Super Bowlin France was watched by an average
0f270.000 viewers—threetimesbigger audience of
sameslotonother days—whilein Germanyscored
a market share of 39.6%, and in the Netherlands,
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TV FormATs IN EUROPE

Thevalue created by the top 100 formatswas
USD 2,931 million in 2013 for 84 European
channels across the 16 territories and 21
distributors, according to the new report
from TV Digital Research. The 2013 figure
was 3.3% down on the 2012 total, but up on
2011.Thenumber of hoursbroadcastreached
28,386 in 2013, nearly the same as 2012.

The value created in UK was USD 600
million in 2013 (down from USD 677 million
in 2012), while in France recorded USD 599
million in 2013 (up from USD 547 million
in 2012). UK, France, Germany and Italy
accounted for 72% of Europe’s total value
created in 2013.

The top 10 European broadcasters
accounted for two-thirds of the total value
created, which means that the remaining
third was shared by 74 channels. France’s
TF1 (USD 332 million) led the pack again,
followed by Italy’s Rai 1 and the UK’s BBC1.
Total number of hours broadcast in Europe
for the 100 formats was 28,386 in 2013. The

UK was the leader again, despite its 2013 total
(3,935) being considerablylower thanin 2012
(4,623). Romania took third place, having
added 645 hours to its total in 2013.

EUROPE: WORTH OF THE
FORMATS FOR BROADCASTERS,
BY COUNTRIES (2013)

Rest of
Europe

UK, France,
Germany & Italy

Source: TV Digital Research

speed skating realized an audience of 11.5 million
viewers (75% of total population 6+).

Text provided by the Association of
Commercial Television in Europe (ACT)

PRENSARIO INTERNATIONAL



EUROPE

BroADCASTERS & PAYTV

MEeDIASET, |ITALY: "EVERY SINGLE
SHOW IS OUR OWN PRODUCTION'

Giancarlo Scheri, director of Canale 5

Canale 5 is the first commercial channel in
Europe. The young Italian families are its main
target but its programs are meant not only for
them. At its schedule, it could be found many

MEDIASET ITALY: MARKET SHARE, PER
NETWORKS (SEp.13-MARrcH 14)

Canale 5

Italia 1

Rete 4

Digitali Free Mds

Premium Calcio

different genres: fiction, entertainment, news,
movies, sport, emotainment.

Giancarlo Scheri, director of Canale 5, the
leading broadcaster of Mediaset Italy media
conglomerate, explains to PRENSARIO: ‘We
have a long list of different shows: comedies,
dramas and cultural ones. Every single show is
our own production’.

Regarding content trends in Italy, the
executive continues: ‘It's hard to answer this
question because every channel has its own
target. We have a very wide target (15-64). This
is the reason why everything on our channel is
strongly Canale 5-branded: from the big and
exclusive shows to the premieres of fictions
meant exclusively for our network. And don’t
forgetthebigsporteventssuchasthe Champion’s
League matches.

About digital media & convergence, he
continues: ‘A few days ago a new
season of The Big Brother has just
started (the 13™ season). This is
the first and real example of digital

15.8% media and convergence. This is

the way we want to follow in the
future to make Canale 5 visible
and accessible to its own audience
(thanks to the help of the web,
tablets and smart phones)’.

Lastly, he concludes: ‘We want

Source: Mediset Italy

» to keep it leadership and make it
stronger referring to its own target
(15-64). This is why we keep being

ITALY: FABRIZIO SALINI RETURNS TO FIC ITALY

FOX International Channels (FIC) Italy has
recentlyannounced theappointment of Fabrizio
Salini to managing director of FIC’s Italian
operation,begunon February 17, Salini,
who served as VP of Entertainment
Channels for FIC Italy between 2003
and 2011, returns after a 2-year stint
serving senior managementrolesat SKY
Italia, Discovery Communications Italia
and Switchover Media.

As managing director of FIC Italy, he is based
in Rome and report to Diego Londoro, FIC’s
EVP of Western and Northern Europe and Chief
Operating Officer for Europe & Africa, who said:
‘We are very excited to have Fabrizio on board

FoX

PRENSARIO INTERNATIONAL

Interestional

again: his experience in pay and free television,
across multiple genres, is key in leading our
business forward and in creating value both
for pay TV subscribers and advertisers,
especiallyin thisnewand very competitive
market scene. With over 20 years
experience in the media and broadcast
industry, Salini was instrumental in the
expansion of FIC in Italy and across Europe.
In his previous role, he expanded and managed
thegroup’sentertainmentchannel portfoliosince
itslaunch on SKY Italiain 2003. During this time
henotonlyestablished FOX astheleading general
entertainmentbrand inItaly,butalso oversaw the
creation of new, thematic brands such as FOX

<28 >

Avanti un altro is one of the leading entertain-
ment shows on Canale 5

The 13" season of The Big Brother is the first and real
example of digital media and convergence in Italy
active, productive and creative, obviously
without loosing focus on its consolidate shows
loved by the audience, creating new projects
(both entertainmentand fiction) that can make
Canale 5 more modern, keeping up with the
times and updated to the development of the
worldwide TV scenery that is still evolving and
attentive to perceive changes.
NOTE: this interview was coordinated and
written by FormatBiz

Life, FOX Crime and

FOX Retro, which have I
since become staples i
of FIC’s international -
entertainment bouquet.

FIC Italy offers to the :

9 o Fabrizio Salini, managing
Italian audience FOX ioctor Fox International

Sports on Mediaset Channels ltaly
Premium DTT and 10

satellite television channels distributed on Sky
Italia including FOX, FOX Sports, FOX Sports2,
FOX Life, FOX Crime, FOX Retro, National
Geographic Channel, Nat Geo Wild, Nat Geo
People and Baby TV. Part of the group is the
online advertising network .FOX Networks.

Entertainment

TVE
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A+E NETWORKS EUROPE:
NEW GENRES, NEW BRANDS

2013 was a stellar year for
A+E Networks in Europe.
We launched three new
channel brands across the
continent: A&E, Lifetime
and H2, while completing
our channel footprint with
launches in France and
Russia. We established our
first wholly-owned local
operation in A+E Networks
Italy. In doing so, we have

Dean Possenniskie, Managing Director,
Europe, A+E Networks

taken full control of History in Italy, while

] successfullylaunching Crime + Investigation

A-EI- E on SKY Italia as Italy’s first real crime

NETWORKS jgnetwork.

Dean Possenniskie, managing director,

Europe, describes the moment of the company:

‘We are blessed with the necessity of developing,

commissioning and executing original content across a diverse

portfolio of channels that have struck a chord with audiences

globally. In scripted entertainment, Bonnie ¢ Clyde was a ground-

breaking project,but there were also a number of Lifetime movies
that did well, such as Flowers in the Attic.

‘We invented the “artifactual” genre, and Storage Wars, Pawn
Stars and American Pickers continue to gather huge audiences
no matter the region. We have carried over that success to local
formatted versions of these hits with Pawn Stars UK (with Leftfield
Pictures) and Aussie Pickers. We have extended the line to include
“motorhead” programs such as the hit, Counting Cars.

“The biggest phenomenon on screen and popular culture has
been Duck Dynasty, which dominates the blogosphere wherever
it land, and the global success of the tentpole mini-series Big
History,which tapped into our long tradition of ground-breaking
documentary events with a global reach’, says Possenniskie.

‘Local original productions play a key part in the success of
our channelsacross Europe. We are producing more high-quality
local programming events, along with series franchises that are
going to be long-running
anchors in our schedules.
For example, Miracle
Rising: South Africa, the
epic story of South Africa’s
political transformation
that culminated in the first
free and fair elections in
April 1994, was produced
for History in Africa, and

premiered across all of our

channels globally’.

Flowers in the Attic is one of the most
successful movies of Lifetime

PRENSARIO INTERNATIONAL
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FREMANTLEMEDIA, UK: THE
NEW GENERATION OF FORMATS

Vasha Wallace, SVP Global [~
Acquisitions and Development,
FremantleMedia (UK) describes to
PrRENsARIO: ‘Our biggest strength is the
length and breadth of creativity from
the people that we have connected into
our global network. The partnerships we

have around the world with producers

and distributors play a key role’.
AtMIPTV, it offers from high profile | yqa yyaiace, SvP Global Acquisitions

producers (Harvey Weinstein, Jamie  and Development, FremantieMedia

Oliver, etc.) through to broadcasters

(Fuji Japan, RTE Ireland, etc.). ‘We launch the brand
new competition format Fittest Family (Animo TV/
Kite Entertainment, Ireland), which is on air on
Irish pubcaster RTE One’s 7.30pm Saturday slot),
explains Wallace.

The Love Table (with Asahi Broadcasting
Corporation, Japan) is an
inventive show that sees the
world’s first flat-pack dating
machine, while the medical
observational documentary
format An Hour to Save Your
Life explores the innovations on
medicine. Also, the brand new
talent show for aspiring writers,
Masterpiece. ‘The first episode on

RAI Italy performed well above the

Fittest Family, from Animo TV/Kite Enter-
tainment: Ireland is a new hub in which
average share and generated an FremantleMedia is putting special emphasis

incredible buzz on social media)

channel average, reaching a 5.14%

she adds. Lastly, the festive competition The Christmas Light Fight, where
families are chosen based on their previous elaborate Christmas light
displays.

Trends? Wallace answers: ‘Seeking out a format that is engaging and
relevant for all global audiences. We are constantly on the lookout for
a brand new concept that is returnable, scalable and transferrable. Our
successful brands (Got Talent, The X Factor, etc.) are growing with new
commissions and recommissions’.

‘We go for the strength of the idea, no matter where it comes from. We
work with everyone, everywhere. Japan has always been a hotbed of creative,
and sometimes, quirky ideas. We also have a very strong partnership with
Fuji (Hole in the Wall), which have travelled extremely well and won over
audiences worldwide. Ireland is proving to be another hot hub for ideas.
We acquired Genealogy Roadshow from Big Mountain Productions, and
Fittest Family (Animo/Kite)’, remarks Wallace.

‘We are being asked for reality by our broadcasters — something new in
the competitive location based reality space. Dating is another area that
we are always being asked for’, she concludes.
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ANTENNA GROUP

EXPANDS

IN ALL BUSINESS SEGMENTS

GROUP

Katerina Gagaki, director of Communication
& Public Relations, Antenna Group

Created in 1989 and owned
by the Kyriakou family, Antenna
Group is an international media
and entertainment corporation
operatingacross Europe, North America
and Australia. It operates FTA TV channels
in Greece, Serbia, Slovenia, Montenegro
and Romania and Pay TV channels that are
broadcast in over 40 countries. It also owns
digital media assets and generates high end
audiovisual productions.

KaterinaGagaki,directorof Communication
& Public Relations, Antenna Group, explains
to PRENSARIO: ‘Our programming is a mix of
local content produced in-house and content
sourced from major international distributors.
Leading Greek broadcaster ANT1’s line up
includes news and current affairs, talk shows,

GREECE: RATING ON LEADING

NeTwORKS (Feg. 2014)

ANT1 19.4%

Mega 18.2%

Alpha TV 16.5%

Star 12.1%
Skai
EDT
15 20

Source: Antenna Group
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films, drama, sitcoms, comedies and soap
operas, celebrity shows,sportsand game shows
‘Wehave one of the largest regionally relevant
content libraries, with an international appeal.
The content distribution business exploits a
wide range of proprietary, third-party and
co-financed productions across FTA, pay
TV and web platforms. Our content library
includes 6,800 hours of TV series and
entertainment programs which are
licensed to broadcasters in North

. .
S idTE 44 A | America, Europe and Australia) she

adds.
Inadditiontotheowndevelopments,
the Group works with international
production companies to adapt,
produce and broadcast programssuch
as The Voice, Dancing With the Stars,
Your Face Sounds Familiar, Dancing
on Ice, Next Top Model, The Next Uri

Geller, X- Factor and Greece Got Talent.
Greece was probably thehardesthit country
in Europe, the cumulative decline of GDP
from 2008 to 2013 is estimated at around 27%
an unprecedented recession in peace time in
history, but the good news is that the country
is now exiting the crisis and new investments
are taking place.

How is the Group doing now, with that
scenario? ‘As Greece slowly emerges from
crisis, the TV channels are again investing in
locally produced Greek sitcoms and drama
series as well as entertainment shows. Today,
TV series are among the most popular types of
programming in Greece, as reflected by their
high share of total rating points, followed by
variety/entertainment shows, films, and news),

answers Gagaki.

ANT1

The network is #1 with ratings of 19.4% in
total and 20.4% among the age group of 15-
44, controlling the market for the last quarter
of 2013 and beginning of 2014, followed by
Mega (18.2% in total and 17.7% among the
age group of 15-44), Alpha TV (16.5%), Star
(12.1%), Skai (7.3%) and the public channel
EDT (3.2%).

It is currently leveraging its access to the
largest regional pool of creative talent to
produce high-quality Greek series. ‘We are
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Your Face Sounds Familiar was launched on March
on ANT1 Greece with ratings of 40,5% in total and
43,5% among the age group of 15-44

producing and airing the top rated drama
series Brousko (29,0 % average viewership)
and three new sitcoms/drama to air soon.
Brousko is available for international sales, as
both format and finished series through our
recently launched distribution arm Antenna
International Enterprises’

The Voice debuted on 10" January 2014, to
an estimated audience of 1.78 million viewers,
and in the celebrity format Your Face Sounds
Familiar, which was launched on the March
9% with ratings of 40,5% in total and 43,5%
among the age group of 15-44. ‘We are also
focusing on social media integration with our
programming, as well as online viewing) says
Gagaki.

FuTuREe

Antenna Group has recently acquired
Kiss TV and four radio stations in Romania
from ProSiebenSat.1. It is also preparing to
further expand geographically based on recent
successes such as its investments in PRVA
(Montenegro), Planet TV (Slovenia) and PRVA
Televisija (Serbia).

At the beginning of 2014, the group has
announced a strategic partnership with Vice
Media, the global youth mediabrand and digital
content studio. ‘The partnership will expand
their presence across Greece and Southeast
Europe—launching bureaus, digital channels,
and linear programming— and distribution
capabilities, providing domesticaudiences with
new ways to experience content across many
devices and platforms, comments Gagaki.

Vice.com was launched in the region on
January 20" with a series of domestically
produced, original content pieces covering
news, culture and travel. ‘The partnership will
expand from Greece to include countriesacross
the Balkans. We will continue to investin media
content and distribution assets’, she concludes.

— UNITED STUDIOS |SRAEL
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TV2, DENMARK:
TV Is MOVING OUT
OF THE LIVING ROOM’

- ‘ Createdin 1988, TV2isone of the main broadcasters
of Denmark. Apart from the flagship network, the
company operatessix niche channels: TV2 Zulu (aimed
to 20-30 years old audiences), TV2 Charlie (30-60
years old), TV2 News, TV2 Film, TV2 Sport and TV2
Fri (alifestyle channel) and a OTT service, TV2 Play.

Recently, it has begun an internal restructuring

to adapt to the changes on the media consumption
habits of the Danish family. Anette Romer, Head of

Anette Romer. Head of Acqui- Acquisitions and Formats, TV2, explains: ‘People still

sitions and Formats, TV2 consume TV butnotin the same way. Not many people

nowadays sees content directly through the TV, as most
of them do another activity while consuming content. TV is moving out
of the living room and second screens have become larger and larger’.

Now, there are many ways to view content. ‘Netflix, for example, has
achievedinjustoneyear 460,000 subscribersin Denmark, which represents
a big proportion in a country of 5.5 million people. Since 2013 we have
been restructuring our infrastructure and programming grid to address
these changes), she remarks.

‘We implement the layout of a weekly schedule according to gender and
expand our target 10 year old (20-60 years) but always maintaining the
fidelity with the audience. We aim to establish closer contact with Danish
producers to create original content to be
L consistent With our weekly schedule that has

the leading news and weekend entertainment
formatsbroadcaster in Denmark with programs

The Danish version of
Endemol’s Million Dollar
Money Drop own stories, as well’.

like The Money Drop, and by developing our

VIAPLAY:
BLOCKBUSTERS +
LIVE SPORTS

Viaplay is a standalone ’) VIAPLAY
subscription streaming service
and a TV Everywhere solution

for Viasat’s satellite customerswith Niclas Ekdahl, CEO, Viaplay
presence in Sweden, Norway, Denmark .

and Finland, Russia and Ukraine. Niclas
Ekdahl, CEOat Viaplay,saysitisthe ‘leading
service’ due to its ‘broad content offering
of thousands of series and movies, local
productions and premium sports.

‘We have three exclusive first pay movie
deals with Sony, NBCUniversal and
Disney, and agreements with the regional
distributors Nordisk Film,Scanboxand SF

Film. Is the only streaming service in the region with an offline function

Ironman 3

so customers can download content to watch later without an Internet
connection, and it is available on almost all platforms and devices, remarks
Ekdahl.

The series Revenge, How I met your Mother and The Blacklist are available
on Viaplay, as well as the blockbusters Iron Man 3 and The Amazing Spider-
Man. ‘Our kids section has Babar, Dora the explorer, etc. and we also offer
local productions from our free TV networks (Paradise Hotel, Master Chef,
etc.) and worldwide sport events like NHL, UEFA Champions League, PGA
tour, NBA and Formula I

Ekdahl concludes: ‘The appetite for consuming content on all devices is
huge, and it is astonishing to see that consumers are watching all genres. We
see an increase in binge viewing of evergreen TV series as well as of locally
produced programmes. And we have a profound fan base watching the
latest blockbusters. It is important to aggregate a wide range of content and
present it to the consumer in an intuitive and individualized manner. The
European OTT market is growing very rapidly, both in terms of subscribers
and in terms of service offerings. We will continue to focus on increasing
content offering, user experience and customer base’

TV 2, NORWAY: MORE QUALITY IN ALL GENRES

‘We are strong on talent shows and have

TV 2 is the largest commercial station in

Norway with about 20% market share, while been airinglocal versions of Got Talent, and also script.
the next private network Idol, The Voice and X Factor. Other , This is quite

— | has about 8%. It started in successful shows are Strictly come new for us and

Wy | 1992 as the first national dancing, Farmer wants a wifeand local Ly with not a lot of

. commercial station in the created infotainment and talk shows) expectations the

country and it is described says Andresen.

series as readymade

Nils Ketil Andresen,
program director

next year, but we

& by Nils Ketil Andresen, ‘Generally, we see that nonlinear viewing is think it will increase’.
S program director, as a increasing. The competition in the Norwegian Andresen concludes: ‘We will increase our
‘commercial public service market is tougher then ever with a lot of local ~ local development. This will be together with
The Norwegian version channel with news as an productions. There is any special trend, but a  local production companies and internally. We

of FremantleMedia’s ~ impotent component in the ~  generalincreaseinqualityinallgenres.Wecansee  realize thatagreater partof our content/schedule

Got Talent
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schedule’. agreaterinterestin both our formatsand drama needs to be controlled by our self’.
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* Over 100,000 hours of content from various
genres like drama, reality, lifestyle & movies.
* Original Formats and Scripts also available.
* All content readily available with dubbing
and subtitling in English, French, Arabic,
Russian and other International languages.
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HOW TO GROW DESPITE CRISIS

For one more year, PRENsarIO publishes
this special report about the Portuguese TV
market, for which it interviews the top three
biggestbroadcastersof thecountry:theleading
TEeLEVISAO INDEPENDENTE (TVI), SOCIEDADE
INDEPENDENTE DE COMUNICAGCAO (SIC) and the
state-owned RADIO E TELEVISAO DE PORTUGAL
(RTP).

Along with Greece, Italy and Spain, Portugal
continue tobe one of the most affected European
territories after the financial crisis that begun in
2008. Asithappened in most of those countries,
the Portuguese TV ad pie has fallen 40%,
according to local sources, and the industry is
facing several challenges.

Private broadcasters have been optimized
budgetsand redirectingitsinvestment strategies
to keep the screen active with new productions,
drama and entertainment formats. Low budget
contents, partnership and focus on the primary
slots are some of the formulas they have
implemented.

AUDIENCE LEADERSHIP

In 2013, TVI ranked once again number
one in FTA audience shares in Portugal leading
in all-day with a share of 24.6%. This was the
ninthyearinarow of the channel’sundisputable
leadership in all-day audiences. Continuing the
results obtained since 2001, the broadcaster was
also the number one TV station chosen by for
Portuguese viewers in prime time, recording a
share of 27.7%.

SIC, the second largest private network
finished the year with 21.1% of share, while

PORTUGAL: AUDIENCE SHARE EVOLUTION, PER CHANNELS —
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2005

RTP1 complete the year with 13.1% and the
other network of the public group, RTP2 with
2.4%, according to data provided by Gfk.

By groups, TVI was also first in all targets
(26.9%) and adults (27.8%), and SIC group of
channels finished second in all targets (24.3%)
and adults (24.7%). The public group was third
in all targets (17%) and adults (17.9%).

TVI: INDEPENDENT, INNOVATIVE AND
POPULAR

Bruno Santos, programming director at
TVI, describes: ‘On weekdays, our morningand
afternoon programming is essentially based on
talk shows of local production, as well as local
drama (in the early afternoon). Also, our news
service at lunchtime ranks number one on its
timeslot, thus guaranteeingaregular day-to-day
leading audience’.

On primetime, the channel main newsservice
Jornal das 8 (8pm) is the most watched news
program in Portuguese market and is followed
by the best local drama Belmonte, produced
by Plural Entertainment (owned by Grupo
Media Capital), the mostimportant Portuguese
audiovisual producer.

‘During weekends, our main bet is on large
entertainment formats, both in the afternoon
and on prime time, with winning international
formats such as Dancing with the Stars, Your
Face Sounds Familiar, Big Brother and Secret
Story, says Santos.

‘For2014, TVIwill onceagain meetconsumer’s
preferences, while maintaining itsindependent,
innovative and popular positioning. It is our
obligation as market leaders to offer relevant,

2006
2007
2008
2009
2010
2011

2012 (Jan-Fev)
2012 (Mar-Dez)
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TVI's prime time is composed by the news service Jornal das & (8pm
most watched news program in Portuguese market, and followed by the
local drama Belmonte, produced by Plural Entertainment
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By FaBRricio FERRARA

Bruno Santos, programming manager, TVI

“For 2014, WE WILL ONCE AGAIN MEET CONSUMER'S
PREFERENCES, WHILE MAINTAINING ITS INDEPENDENT,
INNOVATIVE AND POPULAR POSITIONING. IT IS OUR OBLI-
GATION AS MARKET LEADERS TO OFFER RELEVANT, ACTUAL
AND QUALITY CONTENTS TO OUR AUDIENCE, ESPECIALLY
ENTERTAINMENT AND LOCAL DRAMA"

actual and quality contents to our audience,
being on entertainment —with the best talk,
reality and talent shows— or on local drama,
once telenovelas are an important content to
Portuguese consumers.

‘We will also maintain our strong investment
in the most actual and relevant news contents,
international programming and on sports.
Regarding the later, asides the matches from
the Portuguese Football League, we broadcast
exclusively the Champions League in free TV

Gabriel Sobral, programming director, SIC

‘WE ARE VERY PLEASED WITH OUR PARTNERSHIP WITH
TV GLOBO, WHICH HAS ALLOWED US TO GAIN EXPER-
TISE IN THE CO-PRODUCTION OF TELENOVELAS. WE wiLL
CONTINUE THE CONSOLIDATION AND FORMATION OF
CASTS, ARTISTIC AND COMMERCIAL EXPANSION",

in Portugal’

‘As for entertainment, we have the premier
of the renowned talent show MasterChef, a new
season of Your Face Sounds Familiar and Rising
Star the interactive talent show of the moment,
from Keshet International (Israel). Regarding
fiction, we will keep or our bet in the best local
drama, which also crosses all targets and is a
touchstone of TVD’s strategy’, he completes.

About trends, the executive says: ‘Portuguese
are, first of all, looking for quality contents and
are hard consumers of news programming.
Following this premise, we permanently adapt
our contents to our viewers' preferences and
wishes, on each day and in every timeslot.

‘Moreover, we have been investing in its
thematic cable channels, and has now TVI24,
a 24hrs news channel, which registered its best
year ever in 2013, TVI Ficgéo (fiction and local
drama), +TVI (humor and entertainment
contents), TVI Internacional (the best of TVI’s
contents for Portuguese speaking communities
abroad) and TVIDirect (broadcasting the main
channel’s reality shows 24hrs/day)’.

“TVI’s clear leadership in FTA reflects our
brand’s strong reputation in Portugal, a market
with high penetration of pay TV channels, which
registered a combined share of 27.8%.

Santos continues: ‘Viewers are increasingly
participative and more demanding, both in
quality and diversity. As a result, along 2013,
we have launched various apps for multiple
platforms and devices, creating innovative and
interactive solutions for our contents. Our digital
strategy has proven tobeawinningone,as TVIis
the onlineleaderamong TV stations, with shares

‘WE Have Two cHANNELS oN DTT Anp RTP MosiLE,
BESIDES ONLINE TV AND RADIO BROACASTING. WE
HAVE AN APP FOR SECOND-SCREEN FOR SMARTPHONES
& 1ABLETS. RTP MULTIMEDIA HAS GREAT CONSUMP-
TION RATINGS, IS A VERY WELL KNOWN BRAND AND GET
ALREADY SOME MULTIMEDIA AWARDS'.

0f 45.3% in visits and 49.5% in pageviews, while
itsvideosregistered more than 115 million views’

‘Regardinginternationalization, TVIisalways
seeking to take the best contents to Portuguese
speaking communities around the world,
mainly through TVIInternacional —available
in 11 countries and in 4 continents through
23 different platforms — which has known a
significant expansion to new countries, while
strengthening its presence in those where it is
already present.

‘In 2013 TVI24 and the new channels +TVI
and TVI Ficgao also expanded their presence
abroad and are now available in Angola,
Mozambique and Cape Verde. For 2014 we
intend to increase the number of platforms
and subscribers on our current territories, and
evaluate other potential markets, with strong
Portuguese communities, concludes Santos.

SIC: THe CALL TV MODEL

Gabriela Sobral, programming manager at
SIC, explains: ‘We continue to be the audience
leader in the FTA, during prime-time from
Monday to Friday, with an average
of 26,4%. This stability
is due to the fact that the
Portuguese telenovela is the
market leader in its segment.
We began the year of 2013,
with the success of the remake
of the telenovela Dancin Days
and, followed in September with
the original production Sol de
Inverno, which has an unbeatable
performance compared towhatthe

<37 >

competitors offer’

‘After a year of severe financial crisis and a
decline of almost40% inadvertising investment,
we made a remarkable achievement, which was
to set three telenovelas on the Top 5 TV shows of
the year. Following, The X Factor was released in
September of 2013 and had an amazing success.
It had a fantastic performance, obtaining better
results than its competitor Secret Storyin the first
five, consecutive weeks. For more than 11 weeks,
it achieved results above the average of its time
slot. Furthermore, it had a huge commercial
success and was totally sponsored even before
being released, obtaining market share well
above average’.

She continues: ‘Due to the crisis in the ad
market, it was necessary to create content
containing new businesses that generated new
revenue. It was developed a Call TV model
extended to several programs that has been
successful in generating revenue and creating
devices to attract viewers. It was also created
a pioneer project, on MEO digital platform,
in order to give the clients access to exclusive
content, direct participation in voting systems
and live tweeting, creating a broadcast inside
a broadcast.

Over the last ten years, the digitalization of
video content and channels had two major
impacts on SIC core business. Explains the
executive: ‘First of all, with the dissemination of
IPTV operators,and digital TV services, the pay
TV market almost doubled in the last 5 years,
bringing new opportunities for SIC distribution
business in terms of channels, VOD contentand
interactive services.

‘Our interactive TV application for The
X Factor,
developed in
partnership
with PT
MEO, was

SIC launched two big pro-
grams in September 2013:
the original production So/
de Inverno, which has an
unbeatable performance
compared, and the local version of
The X Factor, which for more than 11 weeks, it has
achieved results above the average of its time slot

PRENSARIO INTERNATIONAL
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a state-of-the art solution with alternative live
broadcasts, real time interaction with Facebook
and Twitter, and lots of exclusive features and
content. Secondly, there were significant changes
in the way that we produce and commission
content: every programor segment musthavean
online and social dimension produced centrally
for all platforms.

Sobral finishes: ‘We are very pleased with
our partnership with TV Globo. It has allowed
for us to gain expertise in the co-production
of telenovelas, it is our intent to continue the
consolidation and formation of casts, artistic
and commercial expansion in the coming years’

RTP: THE ROLE OF THE PUBLIC
BROADCASTER
RTP operates two FTA channels, RTP1

ECADEMY

RTP’s own formats include Chef’s Academy

(produced and carried by Shine Iberia), which will have

a second edition in 2014. The channel launched its own
program related apps, with the locally produced apps such
us 5 Para a Meia Noite, a big late night show

PRENSARIO INTERNATIONAL

and RTP2 (15.5% of share), as well as RTP
Internacional and RTP Africa; cable networks
RTPInformation (news)and RTPM (memory);
the regional stations RTP Agores and RTP
Madeira;and two digital platforms: RTP Mobile
and RTP Multimedia (web).

‘We issued in 2013 about 77,000 hours
of programs focusing on information,
entertainment, fiction,documentaryandsports),
begins Hugo Andrade, programming director,
and continues: ‘National fiction records twice as
manyhours of foreign broadcasting fiction. 58%
of total broadcasting hours are from in-house
production, and 40% are form premieres.

OnRTP1andRTP2,almost2in3broadcasting
hours are from in-house and independent
national production and, at main channel RTP1
programs in Portuguese language reaches 80
percentof the emission. RTP1was concentrated
on entertainment and information, as well
as in fiction mostly in Portuguese language,
while RTP2 focused his greed particularly in
children,documentaries, fictionand sports,and
RTP Memory file programs betted on fiction,
entertainment and documentary especially in
Portuguese language’, remarks Andrade.

News programs, national fiction and quiz
shows from RTP are top of market, as light
entertainment, contests and humor got fine
performance. Explains the executive: ‘In 2013,
we bet on diversity and complementary genres,
formats and contents, as well variety and
alternative programs in cultural areas, covering
all television audience ages, genres and regions.
We staked also exclusive formats and contents
especially in cultural areas such as classic music,
opera, arts, ballet, ciences and educational
programs..

Regarding genres, Andrade says he is betting
in both: ‘Starting at the beginning of the second
semester we will have a second slot with a daily
fiction series on prime time. Thus, we will have

<38>

Universe

Source: GfK

3 daily hours of locally produced fiction with
one tlenovela broadcast during the afternoon
and two daily series on prime time’

‘We are also betting on entertainment,
especially with the recent acquisitions of The
Voice and I Can do That (Armoza Formats),
which started on March. We are also going for a
third series of Smartface and will premiere other
showsin the same vein during gthe current year.
Own formatsinclude Chef’s Academy (produced
and carried by Shine Iberia), which is a huge
success onitsfirst series that willmostlikely have
a second edition in 2014, he adds.

“The biggest audience comes from football,
telenovelas, reality shows and information. Pay
TV ratings increased last year, confirming TV
audiences tendencies that open channels are
losing viewers, while increasing the alternatives
from cable, video, videogames or other sources
connected to television’

Andrade continues about digital: ‘We have
two channels on DTT and RTP Mobile, besides
online TV and radio broacasting. TV and radio
programsareavailable on-demand,and we have
an app for second-screen for SmartPhones &
tablets. RTP Multimedia has great consumption
ratings, is a very well-known brand and get
already some multimedia awards.

The public group has 5 million visitorsand 13
million page views, and occupies the fifth place
in the media groups ranking and the tenth in
Portuguese entities. “This year we started the
launching of program related apps, under the
name 5i, with both locally produced apps (5
Para a Meia Noite) and licensed with formats
(The Voice Portugal). We will be expanding this
area with more titles during 2014’ highlights
the executive.

Andhe completes: ‘One of our main concerns
it’s the development of original product in
Portugal in order to support Portuguese
creativity and the development of Portuguese
production with the objective of becoming an
international player in the markets in the near
future also as a content provider’

Nﬁ}! o,

CAMPANARIO GUIR

(]
j

l

NALDA

A

e
¥l

MIPTV 2014
April 7 - 10

$tand PO.B1

Palais des Festivals
Cannes, France

w.telemundointernacional. iy

TELEMUNDO



EUROPE

BROADCASTERS

ANTENA 3, EspaNA:
ENTRETENIMIENTO EN LO
MAS ALTO

PrENsARIO convers) con Carmen Ferreiro,
directora de programas de entretenimiento de
Antena 3, uno de los broadcasters lideres de
Espana, quien destaca el éxito de las versiones
locales delos formatos mas exitosos del mundo.

Comenzando por Ahora Caigo (Armoza
Formats), que se estrené en prime time en
julio de 2011 con una media de emisiones de
13.7% y 2.094.000 espectadores. ‘Apenas mes
y medio después de su estreno, y tras el éxito
Carmen Ferreiro, directora de  de] formato, decidimos adaptarlo a tira diaria,

rogramas de entretenimien-
?0, ?\ntena 3 donde lleva dos anos y medio. En la franja

de tarde la media es 15.6% y 1,5 millones
de espectadores, dos puntos por encima de la media de la cadena)
explica Ferreiro.

Y agrega: ‘Armozaylaproductoradel formato Gestmusic Endemol
han innovado mucho y creado especiales muy originales, incluyendo
unaedicién musical del programa, aprovechando canciones conocidas,
excepto las preguntas, el resto era todo cantado por el presentador
y los concursantes. Ahora Caigo es un concurso que proporciona
estabilidad alatarde de Antena 3 graciasalosbuenos datos deaudiencia
que registra cada tarde. Gracias al humor de su presentador y a los
especiales, el programa manteine su fortaleza’

En relacion a las tendencias, comenta: ‘En Espafia funcionan muy
bien los programas de cocina, como es el caso de Masterchef, Top
Chef o Pesadilla en la cocina. Es una tendencia que ha llegado tarde a
nuestro pais, pero muy fuerte. También los talents shows, como Tu
cara me suena 'y La Voz.

Antena 3 sigue con formatos de Israel, el gran hub de produccién

que estd siendo especialmente destacado este MIPTV.
‘Hemos comprado Rising Star (Keshet), atn
pendiente de estreno. En general, y salvo alguna
excepcion, encontramos en los distintos
formatosinternacionaleslasolucién anuestras

necesidades de parrilla’
Finalmente, en 2014 la

cuarta temporada de Tu
carame suena,la segunda
temporada de Top Chefy
lasegunda de Me Resbala,
entre otros formatos.
Completa Ferreiro:
‘Para La Sexta hemos
producido, entre otros
formatos, El Millonario
anénimo y El jefe
infiltrado (all3media
international)’.

Ahora caigo pasé de un formato semanal
a diario emitido en el slot de la tarde,
donde lleva dos afios y medio al aire
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‘SERIES, THE
MUST-HAVE'

GeorgeMakris, group program director

at Nova TV (Croatia), comments to
PRrENSARTO:‘Weare theleadingbroadcaster: ~ George Makris, group program director,
our channels, Nova TV and Doma TV, zggawm%itséﬁgg%rgrwp internet
togetherhad 27.8% shareinall day (18-54)

and 33.5% share during prime time.
The first is the most watched TV

channelin the country (23% sharein

alldayand 28.6% share during prime
time) and the second is the number
one specialized channel in Croatia’.
He continues: ‘This spring we
will be releasing the third season of
the successful culinary reality show
Masterchef.We are producing Celebrity
Masterchef. On fiction, there are new

Celebrity Masterchef is the third
series of the successful Masterchef
Normal, the most popular weekly local Croatian version

season of the sitcom Crazy, Confused,

production series in Croatia’

Regarding thelocal market, Makris says: ‘Series are always
the must-have program. The local production sitcom we
co-produce and broadcast, Crazy, Confused, Normalisa
bighit. We also had a very successful music drama series
Stella, the first of itskind in this region. With 14 episodes,

. . nova
it was one of the most popular series of the fall season

2013. We are still producing and currently broadcasting

the second season of the daily drama Dubrovnik Dawn, a

dailylocal production dramaseries in the country. Turkish soap

operas are still popular among the Croatian audience as well’

Regarding digital, Nikica Skunca, group Internet department director,
describes: ‘DTT has replaced analog broadcasting in distributing FTA
channels, which means all TV stations are now a part of the DTT system.
Nova TV launched the first SVOD service in Croatia, OYO, which offers
the users various content on demand’.

‘Ttincludes the premieres of series (up to aweek ahead of their broadcast),

live sports events and a wide
TR T Rl CroATIA: NovA TV & DomaA TV

childrens’ programs. OYO also  JUaGLGEL LGNSR A PLNE)
offers simulcast of Nova TV,
Doma TV and Nova World
and offers two exclusive linear

35— 33.5%
30 27.8%

channels. By launching OYO, 257

weachieved full TV convergence 207
with the Internet. The OTT 157
service is available on mobile 107
devices,SmartTV devicesandset >
topboxes (STB) of leading IPTV/ 0 All Day T Prime Time

Cable operators in Croatia, he

concludes. Source: AGB Nielsen Media Research
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Pro TV, RoMANIA:
STRONGER & BIGGER

—

Aleksandras Cesnavicius, CEQ, Pro TV

In 2013, PRO TV’s portfolio of channels
drew an average of 30.9% audience share on the
commercial urban audience aged 18—49 during
prime time, almost twice as much as its main
competitor, the Intact Media Group, which had
an average of 18.7% audience share on the same
audience segment. On all day, CME’s stations
had anaverage audience share of 25.3%, whereas
Intact had a 19.8% share.

PreNsaRrIO interviews Pro TV’s CEO,
Aleksandras Cesnavicius, who stands: ‘Our
overall position on the market is primarily
focused on prime time, as TV audiences are
most active during prime time and when they
expect to see the best products. Advertisers try
to take advantage of the high exposure that this
slots offer since it delivers better effectiveness for
their campaigns’

“The trends of 2013 continue into 2014: we
continue to grow stronger and bigger. Between
March 3rd-March 9th, Pro TV drew the highest
ratings in the history of modern audience
measurement in prime time, on the commercial

RomaniA: AupIENCE SHARE oF CME &

INTACT GROUP, PER SEGMENT (2013)

35+ )
30.9% @) [ CME Romania [l Intact Group

25.3% (b)

20 18.7%

Prime Time (18-49) All Day

(a) ProTV (22.5%), Acasa (5.8%), Pro Cinema (1.3%), Sport.ro (0.8%), MTV (0.3%) and Acasa Gold (0.2%)
(b) ProTV (18.2%), Acasa (4.2%), Pro Cinema (1.3%), Sport.ro (1%), MTV (0.4%) and Acasa Gold (0.2%)
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audienceaged 18—49.On the national audience,
it had the highest weekly average in prime time
and also in all day. On the commercial audience,
Pro TV had an average of 30.5% audience share,
morethandoublethan Antena1,whichhad 12%
share. On all day, Pro TV was the leader with an
average of 21.8% audience share’

The generalist Pro TV was audience leader
all year long in 2013 and drew an average of
22.5% audience share in prime time and 18.2%
all day on its target audience, the commercial
segment aged 18-49 residing in the urban areas
of Romania. Acasa, the female—oriented channel,
had an average audience share of 5.8% in prime
time and 4.2% on all day on the same target.
Then, Pro Cinema (1.3% of audience share in
both prime time and all day); Sport.ro (0.8%
audience share in prime time and 1% all day);
MTV (0.3% audience share in prime time and
0.4% share all day); and Acasa Gold (0.2% in
both slots on its target audience).

Continues Cesnavicius: ‘Our focusis chiefly set
onrealityand entertainment showsbecause both
resonate better with the Romanian audiences.
However, fiction will not be set aside. In 2014,
Pro TV continues the series of top-rated shows
that rule television entertainment in terms of
ratings and popularity. Romania’s Got Talent,
which drew the highest ratings in the history of
thelocal TV, alreadybeats its own audience share
record reaching 59.1%..

Regarding fiction, Las Fierbintiis the ‘genuine’
Romanian series inspired by the life of the rural
inhabitants in the country, reaching an audience
share of 29.3% for the first four episodes of this
spring’s 5" season; and O saptamana nebuna is
the new comedy series based on the TV series
The Worst Week. Pro TV will also broadcast the
football matches in Europe League
and Romanian Cup in 2014 since in
2013 they were the most watched
competitions in free TV

“The most loved, discussed and
watched shows in Romania are
typically talent shows and those
which bring ordinary people into
the limelight, such as The Voice
of Romania. After Masterchef, the
cookingshows producehigh audience
shares, so we are preparing the 4"
season of the program, comments
the executive.

Source: Kantar Media About digital, Pro TV is highly
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Romania’s Got Talent drew the highest ratings in the
history of the local TV and it is already betting its own

Las Fierbintiis the genuine Romanian series that
reaches an audience share of 29.3% for the first four
episodes of this spring’s 5" season

active on TV convergence with the Internet.
‘We are constantly developing new ways of
strengthening its position on new media
platforms. Bringing TV and second screen
experience closeris definitelya priority,as we have
a unique set of tools to maintain and reinforce
ourleadership;hesays,andadds: The TV brands
have Internet extensions that are current leaders
of segments in entertainment (protv.ro), news
(stirileprotv.ro) and sport (sport.ro). ‘We have
already developed second screen apps for The
Voice of Romania and Romania’s Got Talent with
more than 10 million page views for live events.

‘VOYO is not just a catch-up service, but a
standalone SVOD offering, which includes all
TV content in simulcast as well as catch-up, but
the bulk of the content is comprised of foreign
series and movies, including House of Cards,
Breaking Bad, Salt and The Artist. Any user can
watch on almost any device’

Cesnavicius concludes: ‘Our main focus in
2014 is strengthening and improving the quality
of existing brands. This will be reflected in the
new shows we are preparing for the fall season
of 2014. We plan to leverage the advantages
provided by CME production facilities as well as
our experienced teams of producers that stand
behind our most successful shows. As a market
leader we cannot stand still and will always aim
at bringing new, innovative ideas on the market
and constantly focus on bringing execution
standards to higher levels.

MIPTV Stand P-1.G50

:2:CISNEROS

MEDIADISTRIBUTION
Excellence in Global Content

CisnerosMediaDist.com




miptv.

LNT, LATVIA: MORE LOCAL & DIGITAL

AS Latvijas Neatkarigd Televizija (LNT)
story begins in 1992 when NTV5 launched the
Latviasfirstindependent news programme. Two
years later, the entertainment channel Picca TV
is launched. In 1996, the channels unite forces
under a new name, LNT. Modern Time Group
(MTG) completed in June 2012 the acquisition
of 100% of the company, operating TV3, LNT,
the Russian networks +3 Latvia and TV5,TV6
the entertainment channel Kanals 2,and Viasat
Sport Baltic, among others.

In 2014 LNT is launching the new show The
Euro Matter (the euro entered the country in
2014), while LNT Breakfast has been running
on weekends since January with entertainment
news, society news, etc. Other new home-made

projects have reached
their audience as well,
such us Rescue mission
112, about the life and
work of emergency
workers that people
know so little about,
ornewdocumentaries
in Latvian Files series,
as well as Families at
crossroads(all3media

s There is also a
popular music show

The popular music  Dzintara dziesmas
show Dzintara dziesmas on Sundays, and

EUROPE
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romantic movies on Tuesday
evenings. The channel is
working on a new Monday
night talk show that will be
launched very soon.

Baiba Zuzena, CEO
of MTG TV and Radio
in Latvia: “The audience
is interested in what’s
happening in Latvia, local
personalities,projectsabout manager in Latvia
our country, traditions
and current affairs. We wish to increase the
number of locally made shows with about
one third. The array of the new projects will

be quite impressive, and I believe that La 201
everyone will find something relevant TVIA: MARKET SHARE, PER CHANNELS (2013)

for themselves.

Regarding digital, she explains: “TV3
shows have been available online for six
years,buton September 2010 the viewers
were introduced to a separate video
platform www.tvplay.lv, which offers
a very wide selection of programming.

Baiba Zuzena, MTG TV and Radio

is planned to be launched
within the first half of the
year, thus making the wide
assortment of information and
entertainment content more
readily available. According
to Gemius Audience data,
the average monthly audience
of the platform in 2013 has
increased by 25%, while the
number of views has grown by
90% indicating that the content
of the portal is getting more attractive and
relevent. The development of SVOD is planned
alongside AVOD:.

LNT
PBK

NTV Mir Latvia

Everyone can watch their favourite
series and shows from more than eight

RTR Planeta

channels. Itis free of charge and does not REN Baltija

require registration, she adds.

TV5Riga

TVPlay has become the ‘most viewed’ 3+ Latvia

AVOD web page in Latvia and it
keeps growing, comments Zuzena, and

completes: ‘A new infotainment portal BRlEAIS Latvia

TV & FiLm Acapemy BY RUXANDRA |ON

After 19 years at MediaPro, the
highly experienced Romanian
producer Alexandra Ion started
its own business: TV & Film
AcademybyRuxandralon,already
in operations. She explains to
PreNsariIo: ‘It is a high-standard
school for acting, producing,
directing, script-writing and TV
hosting. Located in downtown

Bucharest, we opened its doors for ~ Ruxandra lon

the first series of students in February 2014
and it is, nowadays, the best talents school
from Romania’.

‘T have gathered the best teachers, well
knownand TV stars, producers, directors from

PRENSARIO INTERNATIONAL

Romania. In April we begin

with the 2™ series of classes

and during summer we will

have the intensive courses of

| acting, Acting Summer School.

Also, I've founded Act Smart

House, a talent management

company and we already

signed, for representation, top

Romanianartist. Moreover, we

will start producing, again, for

the Romanian market, and, why not, for the
international one’, she adds.

‘Together with my creative team, we are

developing some very good stories and, in the

second week of April we will have a casting call,
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searching for new talents, new actors that will
act in my new projects. The difference is that,
from now on, I will not be exclusive, I will not
produce only for one company or TV station,
but all I want’.

Ion concludes: ‘All the products 've produced
in the past for MediaPro have been sold to
different territories—Europe, USA and Latin-
America. But, my ambition goes further more.
Besides producing, P'malreadyinvolved in other
future projects concerning this business. More
news to come...soon.
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ReporTs, MEDIA RESOURCES M ANAGEMENT

MRM: THE RAPID
DEVELOPMENT OF CIS COUNTRIES

MEp1A RESOURCES MANAGEMENT continues
the cycle of articles dedicated to the current
situation on TV markets of the Eastern
and Central Europe countries and the CIS
states. Theregionis developing rapidlyboth
in terms of its TV market volume and the
number of players on it led by such states as
Russia, and Ukraine. This time it provides
an analysis of such territories as Ukraine,
Poland and Belarus.

UKRAINE

Ukraine is the second largest TV
market in the CIS region after
Russia. Theterritoryof thestateis
603,628 km?2andits population
amounts 45.6 million people.
There are a total of 16.2
million TV households and
approximately 24 million
television sets in use. Ukraine
is a kind of unique country in
Europe from the point of view of
the national-wide analogue terrestrial
TV nets quantity: there are 16 channels of that
kind in the country. The situation is to change
dramatically after the analogue terrestrial
switch off thatis planned for summer 2015. The
number of digital terrestrial TV nets that will
have national-wide coverage willincrease to 32.

Private TV broadcasters owned by Ukrainian
tycoons play the lead role on the local market.
Therearefour dominant TV Groupsin Ukraine:
StarLight Media (Viktor Pinchuk, operates
STB,ICTV,NovyChannel, M1,M2and QTV),

IMAIN FIGURES, PER COUNTRY (2013)

Ukraine

Population ('000) 45,600
TV Households ('000) 16,200
TV Channels 16 Nation-Wide
200 Local

80 Satellite TVs

Ad Spending (in USD million) 617.5

Poland Belarus

38,500 9,500

13,400 3,700

300 Radio & TV Stations ~ 227 Radio & TV Stations
1,040 60

Source: MRM

Inter Media Group (Dmitry Firtash, runs
Inter, NTN, K1, K2, Mega, Enter-film,
MTYV Ukraine, Pixel), 1+1 Media
(Igor Kolomoiskiy, operates
1+1, 2+2, TET, PlusPlus),
and Media Group Ukraine
(Rinat Akhmetov, runs TRK
Ukraine, Football,Football+,
Donbas, Sigma TV, Sphere
TV,34 Channeland NLOTYV).
Government-owned TV
channel FirstNational isnot so
popular, as private broadcasters.
Neverthelessitbelongs to Top-10
most popular TV channels in
Ukraine. There is no public
broadcasting company in
the country yet, although
the process of its launch on
the basis of state-owned First
National TV channelis currently
underway. Totally there are 16
national-wide broadcasters, more than
200localand regional TV stations (both private
and government

UkRrAINE: TV sHARE, FEeruary 2014 (18+) owned) and more than
80 satellite private

1373 broadcasters.

14.00 Cable is the most
:ﬁ:‘,ﬂ f o BB g4 widespread television
:,ng ' l l l FYT! platform in Ukraine
400 | ' L14 136 accounting by the end
333 ' . L of 2013 for over 5.9
& g &0 S v N million subscribers

*T;“&S éggﬁi' & "‘V ¥ Sv;g'* é C};ﬁ- . Q.'i'j'@? (36.2% of the total
éﬁ' b Qﬁ:‘- Q:-‘ﬁ television households).

aF & The penetration of

Source: Nielsen cable TV hasrisen near
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6% comparing with the result of 2012. The
analogue terrestrial platform yet remains the
second most widespread television platform
in Ukraine and is used by 5.4 million television
households. Satellite TV coverage grew more
than 200 thousand households and reached
4.7 million homes (near 29% of the total
television households). The majority of satellite
households prefer to receive FTA channels
and not to pay DTH operators for the service.
However, the constant growth of the cable and

satellite platformshas eroded the terrestrial
platform’s market share, which has
decreased from 75% in 2007 to
63%1n2009and to 33%in2013.

Allserviceson the terrestrial

platform are currently free-
to-air including DTT service
from Zeonbud, private
operator of 4 out of 5 DTT
multiplexes in Ukraine. The rest
8-9% of the householdsuse DTT or
IPTV platforms (currently there is no
update statistics of these two platforms users)
to watch TV.

From the advertising point of view Ukraine
is the second largest market in the CIS region
after Russia. The total volume of its TV ad
market grew 14% in 2013 and amounted $555
million, plus $62.5 million of TV sponsorship
(data provided by All-Ukrainian Advertising
Coalition). For this year the market volume
was forecasted 10% growth but because
of Ukrainian grivna 10-12% deflation in
February-March the market volume will
definitely grow in the Ukrainian currency
equivalent but is likely to remain flat in US
dollars. (data provided by All-Ukrainian

Advertising Coalition).

BELARUS

Belarus is a former USSR Republic with
the area of 207.6 km? and population of
9.5 million people. It is estimated that there
are 3.7 million television households and
approximately4.5 million television setsin use.
As the end of 2013, totally 227 TV and radio
broadcasters were officially registered with the
Byelorussian Ministry of Information, of which
158 radio broadcasters (137 governmental and
21 commercial) and 69 TV broadcasters (28
governmental and 41 commercial).

Currently six nationwide broadcast services
areavailable ontheanalogueterrestrial television
platform: Belarus 1 (coverage is 99.72% of the
population), ONT (97.99%), Lad (91.78%),
CTV (81.06%), RTR-Belarus (63.94%) and
NTV-Belarus (64.2%) DTT platform officially
launched on 1 July 2005 at that time using
MPEG-2 in the capital city of Minsk. Adoption
of MPEG-4 AVC standard has been approved
by the Parliament. As of February 2014, DTT
coverage reaches 98.85% of the population.
Analogue switch off is planned for completion
by 2015. Currently eight broadcast services
(Belarus1,0ONT,Belarus2,CTV,RTR-Belarus,
NTV-Belarus, Mir and Belarus 3) are available
onthe DTT platform;theyallareaccommodated
in a single DTT multiplex.

Although the vast DTT deployment the
analogue terrestrial television platform is
still the most widespread television delivery
platform in the country and is available to
99.64% of the population. DTT platform
Zala currently offers access to 18 TV channels.
Cable TV isavailable to 45% of the population.
An IPTV service was launched in February
2009 and the number of subscribers has been
growing. Satellite TV penetration has coverage
less than 15% of the total TV households in
the country.

From the advertising point of view local TV
market is rather small for such population as
it is in Belarus today. TV advertising spend
reached last year more than $60 million and is
expected to grow at least 12% this year. More
precise data on TV advertizing market in the

PoLanp: TV sHARE, FEBRUARY 24 — MarcH 02, 2014 (aALL 4+)
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country and on TV channels ratings is not
available for now because of the absence of
national-wide TV research and measurements.

PoLanp

Poland is a country in Central Europe (the
member of the European Uznion) with the
total area of 312,679 square kilometers and a
population of over 38.5 million people. There
areatotal of 13.4 million television households
and approximately 20.5 million television sets
in use.

Poland’sbroadcasting marketis thelargestin
Eastern and Central Europe and has attracted
foreign investment. There are more than 300
TV and radio channels competing for the
attention of listeners and viewers. Currently,on
the Polish market there are seven broadcasters
transmitting 21 channelsin a Digital Terrestrial
Television system, several regional broadcasters
operating through cable and satellite networks,
as well as several broadcasters offering Polish
editions of international channelsand channels
in original language versions.

The Polish TV market is dominated by
the four largest broadcasters transmitting
terrestrial signals, namely TVP1, TVP2,
TVN, and POLSAT, jointly holding near 55%
audience share in the commercial group. In
2012-2013, in connection with the roll-out of
digital terrestrial television (DTT), there was
significantincrease in the fragmentation of the
TV market. Smaller TV stations available on
the multiplexes gained in importance, mainly
at the expense of the above-mentioned four
largest TV channels, previously available in
the analogue terrestrial TV system.

Pay TV services are offered by DTH
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operators, cable TV operators and IPTV
providers. Currently Polish operators provide
pay TV services to approximately 11.5 million
subscribers. DTH is the most popular TV
platform in Poland — its penetration is about
49% of local TV market. The second largest
platform is cable TV that covers near 26% of
Polish households. IPTV penetration is near
5% of the market while DTT is used by 10%
of homes. According to PwC report Global
Media and Entertainment Outlook, the volume
of Polish Pay TV market dropped in 2013 to
$1.77 bln. from $1.84 bln in 2012.

The process of digitization of Polish TV,
thathad been started on September 7,2012,
was finished on July 23,2013, when the last
terrestrial analog transmitter was switched
off. Digital terrestrial TV currently comprises
three multiplexes, offering 21 FTA channels.
Furthermore, a tender has been announced
with a view to allocating another four
channels. The digital TV service is currently
offered on three multiplexes on a free-to-air
basis and on one multiplex offering pay-TV
access on mobile devices. It is estimated that
the number of multiplexes will ultimately
increase to six.

TV ad spending declined by 3.6% in 2013 as
a whole (to $1.04 billion), but the last quarter
of 2013 recorded a 0.3% annual increase, the
first such increase in ten quarters, Starlink
estimates. Thematic channels increased their
ad revenues by 4.6% last year and their share in
the TVad marketto21.5% from 19.8%in 2012.
However the advertising market is expected
to grow by 0.5-0.9% y/y in 2014 after a 3.6%
annual decline in 2013 as the market is slowly
exiting the period of slowdown.
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MORE ATTENDING BUYERS & PRODUCERS

France Televisions, acquisitions & co-productions:  France Televisions/France O:

Joanna Pozzo, Laurent Flahault from France 5  Benedicte Marchand, head Newen, France: Charlotte
(behind), Cécile Cauchy, Jennifer Leterme and Rane-  of acquisitions, and Yann Christine Reinaude, ~ Toledano-Detaille, consultant
Pierre Chazeau Cahpellon, SVP Business program producer at  acquisitions, and Alexandra

. Development France Télévisions  Crucq, head of development

M6 France: Christine Bouillet, programming
director, Bernard Majani, head of acquisi-

tions; Bérengere Terouanne, fiction selection
manager; and Sidone Garrett, acquisitions &
marketing senior manager

Dorothée Horps, acquisitions director, Orange (France .
and Alix Goldschmidt, VP Acquisitions of Films & TV Ludovic Attal, head of

Programs, Orange (UK); Didiér Ghez, VP Internatio-  Alexander Bar, producer of éOne, Yann Labasque, head  development and for-

i . A '\- -uf &
Belgium buyers: Rita Boey, program executive

nal New Media TV Distribution, NBCUniversal, with  of kids programming, Frederique Sandot, acquisitions, ~ Mats, TF1 Productions, aEgﬁ{;alsigﬁolﬁa&qriggsfﬁg?? O}Iai%?]Uigit?gsuit
Guillaume Jouhet and Peggy Charlery, from the both from TF1 France; Oliver Dumont, eOne; and Natha-  France giti ons BeTV (pay TV chanr¥e|)' o dng ria?n
boutique films and series channels Orange Cinema  lig Pinguet, children deputy director, TF1 France ¥ elv (pay | ; y
eries (France euze, diversification, RTBF
e

lfr—* i

R
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L

\'Y . , : ¢ -

\, ’ ! | T ; 1 By
. Germany: Alexandra Kling, director of program-  Amazon: Chris Bird, director of content strategy, Love-
ming & on air, and Katherine Palesch, director  film.com (Amazon UK); Jason Ropell, VP acquisitions,
of finance, A+E Networks; Ay Ling Schacht, bu- ~ Amazon (US); Martin Backlund, content acquisition
siness development, SDI Media; and Alexander ~ manager, Lovefilm.com (Amazon UK); and Christoph
Will, manager TV services Deutsche Telekom Schneider, managing director Lovefilm.com (Amazon
German:

Germany: Ruediger Boess, SVP
acquisitions, ProSiebenSat Group;
Christine Brand, director of pro-
gramming, MGM Germany; and Tim
Werner, Mainstream Media

DAF, free TV channel of Germany:
Conrad Heberling, CEOQ, and Christine
Vokel, programming director

Buyers from Spain: Pilar de las Casas,
Chello Multicanal; Pablo Visuales, Fox; | ==
Carlos Herran, acquisitions, and Juan | =

Maria Romeo, SVP, both from Sony;
Eduardo Zulueta, managing director
Chello Multicanal

B,

.
TVE, Spain: Juan Ignacio " ol .
Jiménez, acquisitions director;  Atresmedia TV, Spain: Mercedes

Spain: Miguel Salvat, Canal Plus;

. Silvia Lama, acquisitions director, : T Gamero, programming director, Angel Lopez Armendariz and Ghislain

- PrisaTV; Alex Martinez Roig, general g”?c'g C"Frlfa'es' gres?ent,f Lola Moiiﬁa,gchannel girector, ' Barrols, director of acquisitions, Mediaset
director of content; Nathalie Garcia, - Pehclo Flores: drector Carlos Fernandez. content director.  ESvafa (oorders): and Jesus Higuera, head of
CEO, FremantleMedia Spain elevision and Javier Iriarte Moreno, pro-  Program acausiions, et

gramming deputy manager

Sergio Ramos, programming director Canal Histora, and Gimena
Arensburg, programming director, Odisea/Natura, Chello Multicanal
(Spain); Eesti Rahvusringghaaling, acquisitions from the Estonian
public broadcaster ERR; Robert Salvestrini, VP co-productions,
Kwanza (France); and Montse Portabella, producer of documentaries
at Motion Pictures (Spain)

A0

% 1/

4
v

Elsa Garcia Nufiez, Televisa Europe, with
Carlos Barbosa and SIC Portugal: Vanessa Tierno, head of
Susanna Barbato, Optimus ~acquisitions, Julia Pinheiro, content director,
Comunicacoes (PTV/VOD) ~ Gabriela Sobral, head of production and pro-
Portugal ject coordinator; and Luis Proenca, broadcast
and programming management director

Portugal: Nuno Vaz, head of content, and
Hugo Andrade, programming director, both
at RTP, with Margarida Pereira, programming
director, and Bruno Santos, format director,
both from TVI, the leading channel of the
Portuguese market
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—
Vladimir Denyatkin, Disney Russia; Olga Zhurova, Fox
Crime and Fox Life for Russia, CIS and the Baltics;
Oleg Batluk, Disney Russia; Mariana Dimitrova, now
in UK for Fox International Channels; Vitaly Lomtev, VP
head of distribution, Disney Russia

MORE ATTENDING BUYERS & PRODUCERS

% Russia: Anastasia Korchagina, head
of acquisitions, MTV Russia; and
Igor Fedorov, head of acquisitions,
Intra Communications

Adam Urbanowski, acquisition
executive, TVN Poland, and Renata
Kolomyjska, director of program-
ming TTV, new channel of the TVN
media group

TV9, Russia: Inna Neudachnaya, head of
marketing department, and Anna Tleuzh,
program director

N

Fox International Channels: Diego Londono, Global programming exectitives: Hernan Lopez, president e - 2

€00, Europe & Africa; Gonzalo Fire, Chief of Fox Itertionel Chaes, with Steven Patshcheck, VP F0\ana. el Gancarz, acquisitons, - Poland: Piotr Lenarczyk, head of
Content Office, Latin America; Jestis Perezagua,  Central, Global Programming, and Angel Gomez. Central Exe- -im @nd Ale Kino-+ and Joanna Rathe,  programming and acquisitions,
president Europe & Africa; Roberto Soto, SVP cutiveDirector, Programming, Universal Networks Intemational  2cduisitions specialist, DOMO -+ Ku- Polcast TV, and Piotr Borys,

commercial, Europe & Africa

Kata Szalai, program planning & scheduling
manager, Viacom Central and Eastern Europe;

chnia +, at the new media player nc+,  acquisitions and program
with Magdalena Garbacz director of SPI International

MK Distribution buys for six free Ukrainian -
satellite channels: Vladimir Osaulenko, %ﬂ%%ﬁ%r{)\fhkﬁiame,
head of digital media development, :

Kanal D, Romania: Luminita
Dona, production executive

Bob Verteeg, acquisitions manager, Viacom National TV, Rumania: Larisa  manager, and Romana SU-  aterina Dmitrieva, international sales & Tﬁ}gannsa Er%e\%fégcﬁqu'r'
Netherlands; Magdalena Zdunikowska, Viacom; Mohut, acquisitions coordinator,  ciu, acquisitions manager  acqisitions manager, and Denis Mikheev, ﬁm vk man 'ny Y
and Malgorzata Lucniska, acquisitions specialist, ~ @nd Anamaria Popa, acquisi- general director B ety , managing
Viacom Northern Europe tions manager irector

TRT: Ibrahim Eren, deputy director general of the public
network (center) with producers, TV directors and actors
that work for TRT: Osmar Sinay, director & producer,
Husyn Auni Danyal, actor, Biral Guven, director & produ-
cer, Ozkan Ipek, producer, and Rasi Ortelin, actor

BTV, Bulgaria: Apostol Penchev, head of
TV, Vicky Politova, general director and
chairman of the Board of directors, and
Miro Yanev, head of contents

Star TV, prime time leader in
Turkey: Pelin Dogru, acquisitions
director, and Can Aycetin, acquisi-
tions authority

Fox, Turkey: Gul Arslan, drama manager,
# Tunay Ergin, foreign formats & movie
t acquisitions manager, and Itir Ozoflu,

senior acquisitions executive, Baris
Turanli, programme manager, and

project development supervisor e i g gl

(i i

rl&l...

‘ : "; vV =
Channel 7, Bulgaria: Bosnia Hersegovina: Sa- ) & J
Niya Stateva, translator, Fox International Channels, nela Junuzovic, program  ProPlus, Slovenia: Natasa i ;
Nadia Kostova, head of Bulgaria: Mariana Grozdeva, acquisition at Hayat, Arbajter, program editor,  Dgjan Zerajic,
acquisitions acquisition coordinator, and and Dzenan Priganica, and Tomaz Krzicnik, head  MD, Atlantic Pro
l Vessela Dimitrova, programming  program manager, Plus ~ of acquisitions Media, Mace-
donia
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MORE ATTENDING BUYERS & PRODUCERS

Ralf Bartoleit, COO Hungary, and Johanna Tubbing, junior trend
and programscout format research, ProSiebenSat. 1 Media AG
(Germany) with TV2 Hungary: Laszlo Arva, creative producer,
Okros Gergely, head of production, and Klara Paszternak, chief
coordination officer and acquisition manager

\ 7
i
. . k $ ‘""* ".'". — Edina Balogh, acqui-

. : Peter Kolosi, program director, and o ¢ Maria Csenyi, scheduler, Zsuzsanna Farkas, sitions manager, and
Tibor Forizs, Peter Herman, head of creative at A Lk ] marketing coordinator, Alice Nagy, senior  Borsany-Gyenes Andras,
head of program RTL Klub Hungary (borders) with Sa- g 21 scheduler, and Robert Kalas, programme  chief oprating officer,
acquisition & brina Duget, VP Formats, and Felix [ 4 - p planning manager of Viasat Hungary both at Sanoma Media,
scheduling at RTL ~ Wesslet, both from All3Media (UK) ; + I Story 4 &5, Hungary

T

TV Nova, Czech Republic: Alexandra Bezpal- s S——
: ichova ) urope: Martin Havlicek,
P ko, oot ot xRt Ceska teeviz, Caech acquisitons manager, O] Zach,
directorof TV channels and programming, and ~ epublic: Jitka Bodlako- syp programming & acquisitions, Dita Zsuzsanna Kalomista,
Petra Bohuslavova, acquisitions executive va, Import executive,  payjickova-Krivska and Michaela Valta- director for archives

and Dana Seidlova, Wood, acquisition managers and program acquisi-
acquisitions executive tion. MTVA

The MTVA Public Hungarian broadcaster team

Programming & acquisitions from 3+ TV

Switzerland: Dominique Aiseo, Christina Goell, ) i e

Ree Jamm, Karin Schraoer and Alexander Star, Greece: Eleni Pascha- \ega, Greece: Louis Buyers from Italy: Gredawa Di ltaly: Fabrizio Salini, MD, Fox Italy;

Kogning lidou, fore|gln programme  Xenopoulos, head of Greek Domenico, Switchover Medla; Andrea Scrosati E\}P Cihema & Eyn—
manager, Gina Dimitriadis, - programming, and Dionisis ~ Agata Spatola and Marfa Laura tertainment, Sky; Francesco Nespega
international acquisitions  Kinigos, stock manager Mozzetti, Fox owner of Switchover Media ’

manager
Nl
] M‘

CIONLS M

: —— Nordic buyers: Bente Engebretsen, senior acquisition exe-
Andreja Sertic, Media Acquisitions with Delo Hadziselimovic ~ Nova, Croatia: George H Y ; cutive, Benedicte Steinsrud, acuisiton executive, and Nina - Nordic buyers: Goran Danasten, head of
and Ranka Horvat, editors-buyers from HRT, all them from Makris, program direc- - Lorgen Flemmen, head of acquisitions, allfrom TV Norge  fiction, and Stephen Mowbray, head of
Croatia; Johannes Stangk, Marion Camus-Oberdorfer, sales  tor of Nova TV channels, Jaanus Noormets, acauisi- - o) with Fric Pack of Gaumont Intertionel, and Tina acquistons at SVT Sweden (borders) with
at ORF (Austria); Nidal Garcia, from Lucha Distribution and Danijela Bosnar, tions, Kanal 2, Estonia; and  yoeton, head of acquisitions at SBS TV Denmark) (Gudrun Helga Jonasdotir, head of acquisi-
(Lebanon); and Armin Luttenberger, ORF editor in chief Doma TV~ Mari ﬁQIVUQE\éL gC(llIUI%I’[IOHS tions at RUV (national TV of Iceland)
executive, YLE, Finlan

Georgi Lominadze, head of acquisitions, : o /
Rustavi2 (Georgia) and his wife, with TV Joj, Slovakia: Erika o Buyers from Serbia: Vladana
Liutauras Elkimavicius, CEQ, and Daiva Tothova, head of Elza Strapkova, acquisitions manager,  Katarina Niketic Cirovic, general director, Happy TV,
Andrade Gonzalez, director program & acquisitions, and Eva and Peter Chalupa, head of acquisi- and Ivana Zebic, with Dexin Film executives: Dana _ _ )
acquisitions, BTV (Lithuania) Dzurovcinova, acquisition tions, at Markiza TV Slovakia (borders)  acquisitions at and Andejla Petrovic with Ljupka Catalegue: www.keshetinternational.com W akeshetintl
manager. with Izzet Pinto, CEO at Global Agency  DI&MA Vision Triunovic Contact us: Infotkeshetintemnationalcom  f Keshetinternational THE BEST OF ISRAELI CONTENT
(Serbia)
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TELEVISA EUROPE: EXPANDING

BootH: # R9.A2

THROUGH ENTERTAINMENT

TheEuropean office of Televisa Internacional
(Mexico) is not only consolidating its position
as theleading telenovela provided in the region,
butalso akeyreferent on entertainment formats
with the productions from the joint-venture
with La Competencia (Spain).

The distributor islaunching five new formats
at MIPTV, after the twelve
launched in the last markets:
the hidden camera show Mad r_f -
Mall, the reality show Project

The Color of Passion, brand new telenovela,
and Mad Mall, brand new hidden camera format

MaRrVisTA: 12 MOVIES

MarVista (USA) brings one of its strongest movie slates to date
to MIPTV this year, including 12 movies of drama, dark comedy,
thrillers and holiday fare. Among the new 90-minutes titles are
Kristin’s Christmas Past, the teen drama Dance-Off, the family film
Monkey In The Middle. ‘There continues to be a healthy appetite

Adan & Eva, the celebrity show Dolphins with
the Stars, the game show Wacky Old Game and
the quiz show Push it. The telenovela highlights
are The Color of Passion, The Poor Rich Family
and Loving You is All I Want.

Claudia Sahab, director, Televisa Europe,
explains: ‘We found on the entertainment
formatsaway to enter to new markets, especially

in Northern Europe. All of them had
a great reception among our clients.
Everybody and their brother is on its
second season in Mexico and the #2 top
rated show in America TV (Peru). In
Europe, it started production in Spain
and was commissioned by Russia. It was
=" also optioned in 28 countries, including
L ! | Belgium, Finland, France, Italy, Hungary,
". Poland, Netherlands, Sweden, Portugal,
’ Lz" Slovakia and Switzerland, etc..
On telenovelas, Televisa has recovered
strategic markets such us Bulgaria and the

Claudia Sahab, Director Europe

former Yugoslavian territories, betting Turkish
series. Wild at Heart is a big success in many
channels: PRVA (Serbia), TV2 (Hungary),Nova
(Spain), Pop TV (Slovenia), TV4 (Poland),
Diema (Bulgaria), Vision Plus (Albania), Acasa
(Rumania) and Doma (Croatia), among many
others. ‘Weare very well positioned in the region
and we are proud of it} says Sahab.

And concludes: ‘Classic telenovelasaresstill the
most demanded and we are strengthening our
presence in new territories, and consolidating
the traditional ones (Rumania, Spain, Slovenia,
Hungary,Poland). Thereisanenormousdemand
of entertainment formats all over Europe:
everybody request for big shinny floor shows,
access prime time show, game shows, factual,
etc. In terms of hours and content demand, the
crisis is not affecting, but broadcasters demand
more flexibility with the payments’
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VIACOM: COMEDY ON TOP

Viacom
International Media
Networks The
Americas (VIMN)
highlights in Cannes
the brand-new action
series produced
to Nickelodeon
The Thundermans
(40x°30) about 14 year
old fraternal twins

Adeline Delgado, VP Sales

and members of a 2.4 family of suburban
dwelling superheroes.

Created by one of the winners of the
Nickelodeon 2012 Global Shorts Program, Gary
“Doodles” DiRaffale, Breadwinners (20x’30)

PRENSARIO INTERNATIONAL

follows two dynamicand carefree ducks who fly
aroundinajet-propelled,bread delivery rocket
van,delivering bread to their hungry customer.

In general entertainment the company
introduces two newtitles: the highly anticipated
follow up to the network’s original hit TV movie
BeingMary Jane (8x’60), debutedon BET inthe
US in early January 2014 with over 3.3 million
viewers tuning in serving as a back-door pilot
into theseriesaired on BET in the UKand Africa
in February 2014, and @midnight (16x°30), a
show produced for Comedy Central.

Are You The One? (11x’60) selects 10 single
women and 10 single men and challenges them
to identify their match, offering as a prize the
largest cash sum in MTV history: USD 1 million.

<56 >

for TV movies from broadcasters all
over the world: we have significantly
expanded the volume of movies we
debut at the market, says Vanessa
Shapiro, EVP, Sales.

Vanessa Shapiro, EVP sales
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Breadwinners

Lastly, Viacom introduces other two
new series produced for Comedy Central:
Broad City (8x’30), originally created as a
web series by comedians Abbi Jacobson and
Ilana Glazer in 2009, and Trip Tank (8x’30),
a brand new original series of animated
shorts, capturing exactly happens when
frighteningly inventive creators are given
free rein to express their comedic minds,
unfiltered and by any means necessary.

TV g

Formatos de Entretencion

P Apuesto por ti 3

"Si tienes habilidades extraordinarias y sorprendentes,
muéstrales de lo que eres capaz’. Con esta invitacion el

esenta un sinndmero de hazafas y pruebas
que solo algunos son capaces de ejecutar. Un jurado deci-
dira cuanto apuesta en dinero por |a proeza gue cada con-
cursante ofrece realizar.

b> Jugados 2

Programa de entretencion en el que los famosos deben ju-
= para curmplir el suefo de un personaje anonimo
e pruebas y juegos. Dos famosos son los capitanes
de dos equipos integré conocidos rostros
elevision que, junto con el personaje en cuestidn,
luchan en juegos deportivos con destreza y algo de picar-
dia, para conseguir el dinero que hara realidad la ilusian del
concursante.

> Calle 7 2

Programa diario de desafios y eliminacion dirigido al pabli-
co mas joven. Los integrantes de dos eguipos mixtos
pasan por una serie de entretenidas pruebas fisicas con el
fin de no ser expulsados y ganar un gran premio final. Du-
rante el desarrollo del ciclo de competencias, se va cono-
ciendo parte de la vida, romances y conflictos entre los ju-
gadores de cada equipo.

MIPTV 2014

Confoct ;
emaitolombardi@ivinc]
alaxis. piwonka@bwn.cl
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Starz Worldwide
Distribution (USA)
stressesitsgreatmoment
at the international
content market: it was
selected as the official
MIPTV World Premiere
Screening, with its
Gene George, head of brand new production
international sales Power (8x°60), executive
produced by Curtis “50 Cent” Jackson. Starz
CEO Chris Albrecht presents a keynote and
discussion on the first day of the market, with
Colin Callender on the business of premium
programming for global audiences.

The company continues to finalize additional
deals on the just released epic series Black Sails
(8x’60).Launched on Starz (USA) at the end of
January and was the highest new series debut
in our channel’s history, and is performing
very strong globally being the #1 series in many
countries. Season two is already in production.

For those who still don’t know Starz, the

FDI iIN CANNES

StARz, WORLD PREMIERE SCREENING AT MIPTV

company holds a premium pay TV

network in the US and changed

the fiction market with Spartacus,

4-5 years ago. It stated a new age of
premium pay TV series, with strong
production and hot scenes (sex and
violence) that were not common to
see on regular television.

It will keep focusing on “Made-for-TV”
movies, bringing the just completed and very
charming film, Far From Home (‘88) starring
BarryWatson, a big title in its slate for MIPTV.
Anotherisitsbrand new dramaliveaction series
Hit The Floor Season 2 (12x’60).

Gene George, president, international
distribution: ‘In the past, we had one big
production from time to time. Last year we
have The White Queen... a huge production.
We expect to have 7 productions during 2015
all in all, including important co-production
projects.

The evolution is very positive also at the
commercial side: ‘Few years ago, we were a well
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Black sails, pirates

known brand but we
were far from buyers,
everybodyreached us through others. Now
weare notonlya top content producer,butalso
a global distributor, very close and friendly to
broadcasters worldwide’.

‘We are obtaining very good sales both in
central markets and in emerging ones, as Asia
or Latin America. We make alliances with the
main pay TV programmers, but also we receive
very good feedback in free TV, we air original
or edited versions. We have very good potential
in both. And the new digital platforms are the
next step, our products have particular good
appeal for them’, concludes George.
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Power, brand new release at MIPTV

PANEL DE DISCION
MIPTV: AUDITORIO PRINCIPAL
ABRIL T & 5:20PM i

nicxelodeon
3DEADWINNERS

NUEVA SERIE EN ANIMACION

Federal International Distribution (Argentina) is a fast-growing, thrillers, comedies, which are easily adaptable to ; '
independent distribution company in the international market that any programming schedule in the world: anthology ‘
associates filmmakers and producers from all over the country, offering series (26), and series of 4, 8 and 16 episodes (26 R T

distribucidn 1nternact oha

over 500 hours documentaries, features and animation content. It brings

historic events, social turmoil, nature, music, human rights, dramas, finished features

FIC, ORIGINAL PRODUCTION AND GLOBAL SALES

FIC Latin America: Richard Rohrbach, VP acquisitions,
Gonzalo Fiure, chief content officer, and Sebastian
Snaider, VP content sales

Fox International Channels (FIC) Latin
America is a good example of the new times.
Apart from managing its group of pay TV
channels in Latin America, is acquiring
production houses in the region to generate
original content forits own,and for third parties.

PRENSARIO INTERNATIONAL

And it is developing an international sales area,
to sale worldwide the contents produced.

Gonzalo Fiure, chief content officer, FIC
(and one of the main programmers for pay TV
business in Latin America) at the same time is
in charge of international distribution business.
The sales manager is Ana Barreto, who had
the same position at FoxTelecolombia —a
strong Colombian production company—,and
Sebastian Snaider, VP content sales.

Fiure: ‘We hold an strategic position in the
market, as we are Fox, buyers, pay TV channels,
a global network, a regional producer and
now a global distributor. Our products meet
Hollywood studios with Latin local feelings.
We produce TV series, telenovelas, factual and
sports programming.

‘At the international markets, we are

<58>

or ‘48). It also offers work in progress, scripts and

selling our finished
products, offering
productionservices
and analyzing co- Cumbia Ninja, teen series
production projects. shot in Golombia
We are making particular focus on developing
win-winrelationships,considering our complete
platform. We can make synergy with other FIC
structures or independent companies. Latin
America, Europe, Asia... we are finding good
customers, partners in all regions..

One of themostrecent productionsis the teen
series Cumbia Ninja (shot in HD in Colombia
by FoxTelecolombia), which was a success in
the entire region and also in MundoFox for
the Hispanic audience in US & Puerto Rico.
Now, the production company is producing
the second season

MIPTV R7.N7
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The most powerful brands in lifestyle.

Z0oDIAK RIGHTS, GAME EONE: CRIME
SHOWS AND ANIMATION AND INTRIGUE

Zodiak Rights (UK) highlights at MIPTV its brand Entertainment One (Canada)
new content such as Bam’s Badass Game Show (6’°30), a assists to MIPTV with great brand
studio-based entertainment show where the Jackass star new productions added to the
Bam Margera takes his wild stunt ideas to a wholenew  big television series catalogue the
level with this over the top competition series. company is managing worldwide.

Comedicand aspirational, Mother Of All Talent (8x’30) Heading theslateis Turn (10x°60),
shows exactly what it takes to find and coach wannabe an action-packed, political and
child stars and to contend with their super-ambitious spy thriller based on Alexander
parents. The Temptation Test (10x’60) isanewgameshow  Rose’s novel Washington’s Spies,
from Chilevision (Chile) where mischievous lovebirds =~ where a farmer and a group of his
Elliott Chalkley, VP of Sales  yse attractive actors to test their partner’s fidelity. friends become unlikely spies and

Giada
De Laurentiis

Valerie Cabrera, EVP

In animation, it highlights the series Zack ¢ Quack (52x’11), which
follows the adventures of a dynamic and adventurous boy and his best
friend, an impulsive young duck, and Extreme Football (39x’26), an urban
spin off of traditional five-a-side where in each self-contained episode,
kids who have grown up online learn to live and work together through
amazing street football.

Elliott Chalkley, VP of Sales at Zodiak Rights (UK), comments: “This
year, we celebrate the 25" anniversary of Fort Boyard, which has enjoyed 25
years of uninterrupted broadcast on French television. In Latin America,
our hit formats such as Deal With It and Killer Karaoke —both produced
by our local production company Zodiak Latino— continue to pull in the
ratings in Mexico with Televisa. Another of our key franchises, Rude Tube
is also performing extremely well on Canal 5 in Mexico’.

‘We are expecting yet more local productions of Sing If You Can/Killer
Karaoke to air in Latin America this year as this format continues to soar in
popularity. Regarding our finished programming, appetite from our pan-
regional partners for lifestyle & documentaries remains strong with several
dealstobeannounced soon. Weare also really
focusing on the US Hispanic market where

we are experiencing a surge in demand for *
our content), concludes Chalkley

Bam's Badass Game Show

NBCUNiIversaL: CHicaco PD
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turn the tide in America’s fight for
independence.

The other bighighlightis the action series Matador (13x°60),
the story of a DEA agent who must go undercover on a highly
classified mission
to investigate a
mysterious and
flamboyant
communications
mogul and owner
of one of the
greatest soccer
. Ls teamsin the world.
Turn Halt & Catch
Fire (10x’60) is an intriguing, adrenaline-filled depiction
of the American dream in the 80’s and the dynamic people
that made this era an unforgettable decade of rebellion and
reinvention. 50 Ways to Kill Your Lover (8x°60) is a true crime
series produced for Crime & Investigation Discovery with
eerie realism, where each episode uncovers the world’s most
unexpected and heinous acts of spousal murder.

eOne recently announced a three year exclusive output deal
with AMC and Sundance Channel, their first international
distribution partnership for scripted contentincluding the new
original series Halt and Catch Fire, Turn and The Red Road.

Lastly, the company highlights Close Up Kings (8x’60),
produced for Discovery UK. The series takes three best friends
who are among the top sleight-of-hand artists in the US, and
send them from city to city with only a few dollars in their
pockets and give them a goal.

ITV: CHASING SHADOWS

NBCUniversal International Television Distribution & Universal Networks ITV Studios (UK) launches a MIPTV its drama series
International (USA) highlights at MIPTV the police series Chicago PD (15x’60), The Great Fire (4x’60), followed by Chasing Shadows
and the comedies About a boy (13x’30), based on the Nick Hornby novel and  (4x’60), the documentary Rocky Mountain Bounty Hunters

focuses on a single guy whose primary goal in life is avoiding responsibility, and ~ (6x’60), the entertainment show —available as format—

Growing up Fisher (13x°30), where a uniquely spirited family have to make some  Pressure Pad (25x’45), and the primt time reality format

adjustments when mom and dad get divorced.

PRENSARIO INTERNATIONAL <60 >

Game Of Chefs.
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Ching-He Huang

lenny Morris

Visit our stand P4.C13
at MIPTV
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TELEMUNDO: " SUPER SERIES"

Telemundo International (USA) has at
MIPCOM one of the biggest programming
release in the last years: Camelia la Texana
(60x°60). The “super series” describes the life
of a woman who became the main drug dealer
in Mexico and how a mix of love and revenge
made her one of the most dangerous women
in the 1970s.
Melissa Pillow, sales director, Europe, explain:
o ‘At MIPTV we also continue pushing The
Melissa Pillow, sales . .
director, Europe Impostor and Part of Me, launched in January
and February in the US and doing
really well on ratings. There is a
lot of interest of these products
in Europe, as Part of Me is based
on the telenovela Second Chance,
which was very successful in the
region in the past years’.

Part of me tells the story of two
women who share a tragic and
supernatural destiny that binds
them together even after death, whilein ~Partof Me
The Impostor a humble and beautiful young woman from Acapulco
falls in love of the son of a powerful an ruthless businesswoman who
committed a terrible injustice against her father.

The company is also increasing its presence in cable networks of
CEE, which according to Pillow are looking for new ‘high quality-
modern’ stories that fit with Telemundo’s “super series” slate. ‘The
lord of the Skies is a good example, as well as Camelia la Texana,
which can perfectly work on late prime time’, she adds.

Regarding territories,
the company continues
to do important deals
in Rumania, Bulgaria
(with some tiles on air
at bTV Lady). ‘We had

P Maid in Manhattan on

Camelia la Tejana DIVA (aNBCUniversal

network), which is a rating driver of the network, which broadcast

in many territories. The Impostor was also sold to Bulgaria and The

Return was on air in Rumania, Albania and Hungary, among others,
she concludes.
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FOX: TyranT
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ALFRED HABER: REALITIES
AND SPECIAL EVENTS

Alfred Haber Distribution (USA) highlights
at MIPTV The Bible Group of Mini-Series
(9x°120;4x°240), thirteen immersive Bible titles
for Christmas or Easter, including the stories
of some of the most important characters and
events of the occidental religion.

Other top reality series is World’s Most
Amazing Videos (65x°60), a powerful footage
of dramatic events so startling, and awesome, ‘\ .
so unbelievable that audience may think they  Alfred Haber, CEO
are watching a movie, but not. Breaking the Magician’s Code (18x’60)
brokes the sacred code of magician’s secret forever.

Regarding special events, the company recommends 2014 Latin
Grammy Awards (‘180). The dazzling celebration honors the very best

in the world of Latin music with

performance of artists like Pablo

Alborén, Marc Anthony, Banda

Carnaval, Calibre 50, Miguel Bosé,

ElDasa, Jesse & Joy,among others.

Lastly, it introduces the 63"

Annual Miss Universe Pageant

(‘120),aspecialaward broadcasted

in over 170 territories showing

2014 Latin Grammy Awards the most popular pageant in

the world and featuring some of

the world’s most talented and beautiful women representing their
countries on stage.

Alfred Haber, CEO, has 42 yearsin theinternational market, and stands:
‘The most important thing is to find niches where you can be a specialist
and offer diverse contents. We are focused on music and, in particular, in
specials. We also increase our catalogue with contents such us World Most
Amazing Videos, World Ll-lm
Strongest Animals, etc.

Many companies,
which did not know
us, started to look for
us to see what else
we have. Today, we
are referents in these

>
segments..

GLoBo: BravE WomAN

Twentieth Century Fox Television Distribution (USA) highlights at MIPTV the Globo TV International (Brazil) launches at MIPTV its
brand new drama series Tyrant (10x’60): from Homeland creators Howard Gordon  brand new telenovela Brave Woman (140x°60), a moving

and Gideon Raff, it tells the story of an unassuming American family that is drawn  tale of courage and resilience of a beautiful woman with

into the workings of a turbulent Middle East nation. The other two series are the  spontaneous sensuality and great inner strength. It also
thriller The Strain (13x°60), from Academy Award nominated filmmaker Guillermo  brings Trail Of Lies (160x’60) and Side By Side (105x°60),

del Toro, and 24: Live Another Day (12x’60), being shot in London.

PRENSARIO INTERNATIONAL

all of them in HD.
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TELEFILMS,

SURTIDO DE BLOCKBUSTERS

Telefilms tendra
en 2014 otro afio de
mds de 30 stper es-
trenos paratodaLa-
tinoamérica y para
todas las ventanas
y plataformas. Esta
situacion colocaala
empresamuyarriba

Tomas Darcyl, presidente

envolumen,calidad
yvariedad de producto frentea otros distribuido-
res de films de la regién, incluso frente a algunos
estudios de Hollywood.

TomasDarcyl, presidente del Grupo Telefilms,
destaca que en el primer cuatrimestre de 2014 se
consolidé definitivamentesu distribucién propia
para cine en Argentina, México, Brasil, Pera y
Chile, que actualmente representan més del 90%
del negocio del grupo.

‘Hoy somos més de 100 personas en la regién
y hemos logrado pasar del core business de TV al
de la explotacion integral de todos los derechos,
empezando por el cine. Y el principal secreto de

NEWEN, TWO NEW FORMATS

Newen Distribution (France) launches two formats at MIPTV and is doing two different

nuestro éxito es, sin dudas, el incesante trabajo
de parte de todo el equipo. Es lo que verdadera-
mente marca la diferencia entre nosotros y los
competidores. Somos lideres con una notable
diferencia; afiade Darcyl.

The Call con Halle Berry (mds de USD 51
millones en box office en los Estados Unidos),
la animacién Escape from Planet Earth (mdas de
USD 55 millones), Olympus has fallen (USD 98
millones de recaudacién en USA), The Buttler
(USD 116 millones), la saga Enders Game con
Harrison Ford (USD 62 millones),y Dragon Ball
Z(1.5millonesdeespectadoresen México,masde
500.000 en Argentina y Pertiy 400.000 en Brasil)
fueron algunos de los principales titulos de 2013.

‘Este afio lanzamos The Wolf of Wall Street
con Leonardo Di Caprio que tuvo més de USD
118 millones de recaudacién en USA, més de 1
millén de espectadores de Brasil y casi medio
mill6n en Argentina; también Lone Survivor (que
superd los USD 125 millones en Estados Unidos
de recaudacién). Otro punto alto en 2014 serd
Son of God, una adaptacién de la serie The Bible
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Transcendence, con Johnny Deep

que lanz6 FOX en USA con 3.300 pantallasy que
estrenaremos muy grande en América Latina en
Semana Santa’

“Tenemos el mejor surtido de blockbusters del
mercado, ain mds completo que el de algunos
majors. Tendremos mds novedades y proyectos
disruptivos a lo largo del afio; asevera Darcyl. Y
adelanta algunos estrenos: Transcendence con
Johnny Deep (Warner en USA), la animacién
The Nut Job, la comedia Work of Shame, 1a de
terror The Vatican Tapes, y Hércules, la leyenda.

‘Vemos un interés por las historias reales, que
para el espectador se ha convertido en un plus
para ir al cine. Tenemos The Imitation Game, la
historia sobre el britdnico que invent6 la primera
computadoraparadescifrarlos codigosnazis pero
que aun asi fue condenado por ser homosexual,
en la cual tenemos una fuerte expectativa para
los Oscars 2015, ademas de dos recientes adqui-
siciones en Berlin: una peliculasobre Jesse Owens
(Race) y otra sobre Lance Amstrong dirigida
por Stephen Frears, que ain no tiene nombre

definitivo, completa Darcyl.
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presentations: the first for its brand new game show Run ¢ Buzz, from the creative team

of Harry, on April 7t at 6pm at Salon La Baule, Majestic Hotel; and the second on April

8 for the format called Pizzalicious.

IMAGINA: MORE FICTION AND
ENTERTAINMENT SHOWS

Imagina International Sales (Spain)
launches new fiction and entertainment
shows at MIPTV. At the top of the slate is
B&B (13x’70), a professional drama set at
the news room of a weekly magazine where
all the members of the team will have to face
different conflicts in the personal and profes-
sional fields.

Italso highlights The Manor House (22x’52),
a unique blend of melodrama, crime inves-
tigation and mystery; and The Lighthouse
(120x°50), a drama about a family that have
beenrunningamodestrestaurant for decades.

PRENSARIO INTERNATIONAL

Charlotte Toledano-

ENEsEEEE =
ONNERSALCI
JUBBING

Detaille, acquisitions,
and Alexandra Crucq,
head of development
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In Who Killed Bambi? (°25) two kidnappings,
one unintentional, the other full of mishaps;

become entwined in a deliriously long night.

Lastly, are the feature film documentary
The Dream (‘82), about an opera in a dozen
courses and abanquet in a dozen acts, and the
quiz show Fifty-Fifty (30x°20), a street game
show that mixes celebrities and trips. Other
top title of the company is The Target (41x°50),
a current affairs magazine focused on what is
called “Fact Checking”. It scrutinizes declara-

2025 NW. 102 Ave. Suite #106. Miami, FL 33172
www.universalcinergia.com Ph (305) 594 4548
email: liliam@universalcinergia.com /
Iniversalcinergia.com

tions made in the current political panorama
which use quantifiable data as their basis.
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' Through Comarex
(Mexico), TV Azteca
brings to Cannes its

brand new telenovelas
Siempre Tuya... Acapulco
(120x’60), Corazon en
Condominio (140x’60),
the story of a charismatic

Marcel Vinay Jr., CEO

and noble taxi driver, and
Prohibido Amar (120x°60).

The company also highlights the series
Hombre Tenias Que Ser (105x°60) about a
woman willing to stand
out in a man’s world
inside a very prestigious
advertisingagency,aswell
as the telenovelas Destiny
(120x’60) and Timeless
Love (150x’60), set to
premiere at Venevision,
Venezuela.

Confessions from the Beyond (13x°60) narrates
different experiences from several famous
personalities and The Other Side of the Soul
(124x’60) is the story of a woman who is back
from death seeking revenge. Other top titles
are the telenovelaThe Kings (120x’60), and
La Academia Kids a reality show that seeks
to discover the child artists of tomorrow and
develop their musical talents.

From the independent catalogue of
Comarex, it’s highlighted the second season
of Nifias Mal, a youth drama produced for
MTYV Networks.

Regarding teen content,
| it presents Senior Year
(70x’60), the thriller
telenovela produced by
MTV Networks, and
| Popland! (70x’60), also
e from MTV Networks.
Capadocia  Then, the HBO Latin

BootH #R8.B10

America productions that
is distributing worldwide:
Alice (13x°60), the story of
a 26-year-old woman who
travels from Palmas to Sdo
Paulo due to her father’s
unexpected death; Sons
of the Carnival (13x’60),
the story of the owner of

Siempre Tuya. .. Acapulco

a samba school and leader of a wide network;
Mandrake (13x°60), Capadocia (39x°60),
Epitafios (26x°60), Fugitives (13x'60) and Mujer
de Fases (13x’30).

Finally, Comarex highlights the worldwide
format Conectados (24x’60), an interactive
TV show where the audiences participate
from their own home broadcasting from their
webcams. The audience/contestants sign up on
the Facebook page of the program in order to
nominate themselves and participate live from
their webcams on the TV show.

BRB: TaLking Tom AND FRIENDS

BRB Internacional (Espafia) yla companifa de entretenimiento Outfit7
la produccién de la nueva serie Talking Tom and Friends, basada en una
de las series de apps de entretenimiento con mayor crecimiento en los
ultimos tiempos.

Producida en 3D y dirigida a un target de entre 8 y 12 afos, la serie
serd coproducida por BRB, Screen 21, y Outfit7, y distribuida a nivel
mundial por BRB, quela destaca especialmente en MIPTV. Carlos Biern,

<
oA
<
CEO de BRB Internacional, dijo: ‘Elntimero L o \
de visitas generadas por sus primeros cortos L‘.. 3
en YouTube, sumado a los 200 millones de o

S

personas que interactian con ellos cadames,
prueban que hay una audiencia esperando

consumir contenido de Talking Tom and
Friends en TV, Talking Tom and Friends

IN 2014, BRAZIL WILL SPREAD ITS COLORS.
BE THRILLED LIKE NEVER BEFORE.

[0) Sdo
ﬁio |§EGRO

A breathtaking journey through Rio Negro,
ane of the biggest rivers in Amazon.

A true picture of one the most

beautiful regions in Brazil.

BOLEIRD

The life of Brazilian soccer players through
another sight, out of the stadium.

Lo

Discover the Brazil that even Brazilians don't know.
Colors, festivals, challenges and unigque

stories from the most remate

cormers of Brazil.

POLAR STAR: MINISERIES DE ACCION

Polar Star (Argentina)
destaca en MIPTV su
catdlogo de mas de 500
filmsy300horasdeseries
y miniseries. Entre sus
principales productos
estan las series de accién

de alto presupuesto,
ademds de peliculas

Diego Kargauer, ven-
tas y adquisiciones ganadoras como The

Hurt Locker, Crash, Juno, Slumdog Millionaire,

entre otras.

Explica Diego Kargauer, ventas y
adquisiciones: ‘Entre las series, presentamos
especialmente la miniserie Barabbds y SAF3,
basada en la novela del Premio Nobel de

PRENSARIO INTERNATIONAL

Literatura Par Lagerkvist y protagonizada
por Dolph Lundgren’. La miniserie de cuatro
episodios explora la historia del ultimo gran
pecador de la Biblia, Barrabds, un ladrén que
se ve obligado a reflexionar sobre el significado
de la redencién por el resto de su vida luego de
ser salvado de la crucifixion.

En peliculas familiares, dice Kargauer:
‘Estamos apostando fuertemente al negocio
new media con acuerdos cerrados en ambos
segmentos: Pay TV (VOD) o los principales
players de SVOD en Sur y Centroamérica.
Trabajamos regularmente con Netflix,
Telefonica On Demand y DLA.

Ladistribuidora presenta los films de accién
Siberia, Flying Swords of Dragon Gate y The
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Barabbds

Sorcerer and the White Snake. The Admiral
estd basada en la batalla de Pear] Harbour,
una ofensiva militar sorpresa efectuada por
la Armada Imperial Japonesa contra la base
naval de los Estados Unidos en Pearl Harbor,
Hawdi,enlamananadel 7 dediciembrede 1941.
Finalmente, exhibe el documental Cerro Torre
que sigue a David Lema, uno delos campeones
de escalada mas jévenes del mundo en su ruta
por el Cerro Torre, una montana de las mds
dificiles de escalar en el mundo.

An eye-catching senes aboul a young
and redigious girl's struggls to
become the next fashion star,

i,
m”r1Mﬁ.rm‘.ﬂﬂ‘rm
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MORE ATTENDING BUYERS & PRODUCERS

SBT, Brasil: Eron Reigota, jefe de produccion, /S
Fernando Pelegio, director artistico, y Richard
Vaun, asesor del board

Brasi: Femando Sugueno, director de programacion,y  Brasil: Flavia da Matta de
Diego Guebel, irector artstico de Band (extremog) con ~ Maimax Productions; Paulo
Goyo Garcia, director de adguisiciones y nuevos contenidos Franco, SVP de programacion

Amauri Soares, Record, Brazil: Mafran Dutra,
director de progra-  president of the Artistic com-
macion de TV Globo Mittee, and Marcuis Vinicius

Gras|| Vieira, EVP ~' de Rede TV! y contenido, Fox Brasil
( Televisa Formatos: José Luis  Televisa Networks, adquisi-

Televisa, adquisiciones y programacion: Romero y Eduardo Clemesha ~ ciones: Ana Lidia y Karina S8

Adrian Echegoyen, Elsa Vizcarra y Jaime Montoya =

Aguilar

TV Azteca, México: Pedro Lascurain, Telemundo: Maria Iregui, VP pro-
director de adquisiciones, Tatiana Gallegos, gram planning, Jesus Torres Viera,
gerente de programacion, y Guillermo EVP, Programming Content
Bouchot, director de programacion de
enlatados

Eduardo Navay gastén Cami,

Multimusic/iTunes agregator, Mexico: Luis Alberto Mata, gerente  anima Stu- ..
San Martin Rios y Valles, CEO, Luis Alberto San de programa- ins México

Martin de Lama, gerente, y Luis Gadea, director de cion Canal 22

contenidos y nuevos negocios México

- al

Imagina USA: Marina Dimitrus,
general manager TV Networks,
Mery Pérez, coordinadora

de programacion, Sulamita
Hernandez, coordinadora de
programacion CATV

México: Carolina Rojas, ad-
quisiciones de Cadenatres, ~ Once TV, México: Mayolo
y Alejandro Vasquez Vela ,  Reyes Ballesteros, director de
director de programacion  €strategia, Rodrigo Mocte-
de MVS zuma, jefe de adquisicion de
contenidos

Argentina: Mariano Elizondo, gerente general de
Ideas del Sur; Jorge Edelstein, director de desa-

INCAA TV, Argentina:

Aleiandra M rrollo de contenido de Disney Latin America; Mario Ly i CBC Radio-Canada: André Biraud, head
Eduardo Raspo y g d.ra ; & Sehajis, director de ficcion, Pablo Prada, gerente de Walter dir)(lectolr)a o of drama & feature films, Marie Sylvie
Natalia Honikman rano, directora — gnyretanimiento, y Javier Zilberman, 1+Dy productor Sequeira, € Lafebre, head of acquisitions, y Louise
gjecutiva de o A programacion de é o
Construir TV ejecutivo, de Ideas del Sur (Artear tina) Uitiisian Carmc Lantagne, general director, television
rgentina

(Argentina)

Ahora en Mega Chile:
Patricio Hernandez, gerente
de programacion, y Juan
Vicente, head of acquisitions

Eduardo Tironi, director general de Endemol Chi-  Chilevision, Chile: Jaime de Aguirre, execu-

Andrés Canale y José Miran-

da Montesinos, productores & conlos nuevos buyers de Canal 13 de Chile: tive director; Pablo Morales, programming VTR Chile: Francisco Guijon
gjecutivos de TVN Chile, con  Sofia Lpez Ovalle, subgerente de programacion & production director; Juan Pablo Gonzalez,  gerente de programacion,
Nora Seoane, ventas de Yair ~ exiranjera, y Francisco Espinoza Escobar, gerente  exgcutive producer — entertainment; y Ma-  y Ana Marfa Nifiez, subge-
Dori Productions de programacion y planeamiento ria de los Angeles Ortiz, head of acquisitions  rente de programacion

_J
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Caracol TV, Colombia: Gonzalo Cordoba, Adquisiciones de City TV, Colombia:

presidente, Juana Uribe, vicepresidente, y Lorencita Santamaria, Juan Manuel
Camilo Acufia, VP de programacion Castaiieda, Olga Navarro

| _ ¥4

Mauricio Navas, VP contenidos,
y Samuel Duque (h.) director
de operaciones, ambos de
FoxTelecolombia

Tatiana Rodriguez y Migdalis Silva, Nick Latin
America, con Manuel Fraiz-Grijalba y Soledad
Leiva, de Venevision (Venezuela)

\
: " W W
Turner Latin America: Francisco Eu)

Morales, director de negocios, Daniela AndreaHugemann, ventas para Latinoamérica,

Turner: Angel Zambrano, VP syndication &

adquisitions; Daniela Sterle, TCM program Joy Ross y Cindy Kerr, programa-  Vieira, directora de contenido de DW-Transtel (Alemania), con Cathy Reyes,
director; Marcelo Tamburri, VP programming; cion de Turner/Cartoon Network Cartoon Network Brasil, y Pablo Zuc- gerente de programacion, y Cynthia Hudson,
Enrique Heredia, VP finance Latin America, con Zasha Robles y  carino, VP/Channel Manager, Cartoon SVP y gerente general de CNN en Espaiiol y

Jennifer Davila, ambos de Spiral Network y Tooncast estrategia hispana para CNN USA

Sony-Crackle: José

Gonzalo Arrisueio, jefe

DLA: Javiera Balmaceda, directora de programamon MénicaGonza- Rivera-Font, VP y gerente roaramacion. v Peter
Aessandra Castanho, adguisicones, Pablo acovie- papio Goronay Colln Moravisky, Netflx, ez iz, VP of - eneral, cigtal Networks e et g .o
llo, director de adquisiciones, Antonio Barreto, CEO,  ¢on Nelson Sato de Sato Co., agregador ~ ContentatUUX ~ Latin America & Brasil, y ikt 6 Tt Peit
y Jennifer Barany, adquisiciones de Netflix en Brasil Eduardo Arias, director de

programacion

4
"_' ] Hortensia Quadreny (Latin America)

LY - Rachel Falleroni, ambas adqui- HBO, Max Networks:
Albavision: Ignacio Barrera, siciones de Discovery Networks; Discovery Networks Latin - HBO Latin America: Roberto Hernandez, VP 5 ijarreal, general
Analida Lopez, Marcela Gonza- Maria Badillo, compras en Viacom; ~ America: Paul Lamb, SVP~ de negocios & asuntos legales; Luis Peraza, — anager Sivia Pérez,
lez, y Algjandro Sacasa y Claudia Changui, adquisiciones business and legal affairs, SVP de adauisiciones y produccion; José programming director

’ Discovery Latin America y Bilai Joa Silar, VP pro- Manuel Pagani, py@&dente; y Roberto Rios,
gramming VP de programacion

\

@naioe Ojito, programming
manager MGM, y Tere Villar,
acquisitions MGM, ambas de
ChelloLatin America, con José
Echegaray, Power

o | ati e Fox International Channels: Christian Barcellos, EVP
EAZ?EZH'\S %j(')ﬁrtatg\]/é T%m. A&E Ole Networks: Mariano Kon, VP Pro-  Reality and Lifestyle programming, global; con Latin
Marketing Officer, y Jorge gramming & Production, Beatriz 0'Higgins, ~ America: Mariana Pérez, SVP production & program-
Balleste, director de programa-  Drodramming director, Miguel Brailovsky, VP ming Fox Life & General Manager Toma Uno; Fernando
cion de las sefiales de MGM Productions, e Isabel Quintero, directora de  Semenzato, CCO; Gonzalo Fiure, VP programming &
adquisiciones production
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RCN, CoLomBia: ‘AQUELLOS QUE
VATICINAN EL FIN DE LA TV DEBERAN ESPERAR’

Fernando Gaitan, VP de Producto

Si bien FErRNANDO GAITAN deja en
estos meses la vicepresidencia de
Producto y retorna a su mas preciado
trabajo, el de escritor, no son pocos los
proyectos que deja encaminados en uno de
los principales broadcasters del mercado
colombiano, RCN TELEVISION.

“Tras 5 anos como VP de Producto de RCN,
doy un paso al costado para dedicarme a lo
que siempre me ha gustado: escribir guiones
¥, especificamente, en una nueva édrea de la
compaiiia que es la produccion de TV movies.
Quien venga en mi lugar, lo que atin no se ha
definido, no tendrd presion alguna ya que me
voy dejando nueve productos en stock, y otros
nueve mas en pre produccion y produccion)
sefala Gaitan.

RCN TELEVISION

BROADCASTERS

Sobre los planes del canal pars 2014, indica:
2014 serd un afo intenso de proyectos, como
el que desarrollamos con Sony/Teleset: En la
boca del lobo, serie sobre la caida del poderoso
Cartel de Cali a mediados de los ’90. La his-
toria se centra en Ricardo Salgado, ingeniero
y soldado que asciende hasta volverse jefe de

seguridad del padrino del Cartel de

Cali, una de las organizaciones

criminales mds grandes del

mundo, y luego es impul-

sado a planificar su caida.

Y también seguiremos

la linea de producciones

biograficas con personajes

fuertes’, comenta Gaitdn que

continuard muy relacionado
con RCN.

Contintia: ‘Tendremoslahistoria del cantan-
te de vallenato Diomedes Diaz, en formato de
telenovela (120 episodios) yla de Celia Cruz,en
formato de serie (80 horas), rodada en Miami,
Nueva York, Los Angeles y México.Con esta
definicion, el ejecutivo confirma la tendencia:
siguen fuerte en Colombia las historias sobre
narcos y sobre grandes personajes historicos.
Sobre el primero destaca que es un tema ‘in-
agotable’ con cientos de relatos que no se han
contando. ‘Ha dejado huellas muy profundas
en el pueblo colombiano y es entendible que
la gente lo elija’

En relacién a las biografias, completa: ‘Son

SPT: cAMBIOS EN LA ESTRUCTURA DE TELESET

Teleset, productora colombiana de Sony Pictures Televi-
sion, anuncié que su presidente, José Antonio de Brigard
asumi6 a fines de febrero pasado el cargo de Senior Creative
Officer, donde desarrolla el nuevo contenido en espaiiol
destinado a Latinoamérica y el US Hispano.

‘De Brigard ha logrado que Teleset sea una de las com-
panias productoras lideres en la industria’ expresé6 Andrea

| it Wong, presidente de Produccién Internacional de SPT. Ade-
i
José Antonio de Brigard y
Angela Vergara

més, Angela Vergara ha sido nombrada directora general
de Teleset, donde supervisard los negocios de produccién
de la compania localizados en Colombia y en México,
reportando a Angélica Guerra, SVP y directora general de produccién para Latinoamérica
y US Hispano de SPT, quien dijo: ‘Aprovecharemos la experiencia de Vergara para guiar a
Teleset a través de este periodo de expansién sin precedentes’.

PRENSARIO INTERNATIONAL

En la boca del lobo, desarrollada con
Sony/Teleset

un refresco para la liturgia. A nivel de produc-
ci6én son doblemente complejas: por un lado
es mds dificil contar una historia que todos
conocen y, por otro, son mas costosas..

Hacia el futuro, Gaitdn estd trabajando en
un paquete de TV movies temdticas: ‘Muchos
de los directores de RCN se han formado en el
cine. Es un buen momento para experimentar
con diferentes temas. Serdn 13 horas en total.
Comenzaremos con Grandes Crénicas, sobre
periodistas colombianos, y seguiremos con
otras sobre cine, literatura, etc. Comenzamos
arodar en el segundo semestre del ano} indica.

PensanDo EN 360°

PRENSARIO quiso saber cdmo es para un
director formado en televisién y cine, pensar
una TV que va cada vez mds hacia un consumo
bajo demanda. Gaitan no desconoce el avance
delas plataformas digitales y los cambios en los
consumosde medios, peroremarcaquelaTVes
atn un medio predominante en todo elmundo.

‘Internet es muy ancho y el consumo se
divide en diferentes “canales”, por eso la TV
abierta aun concentra un mayor numero de
audiencia. El cable es muy fuerte en el pais, pero
suincidencia es todavia incipiente. La tevé y su
consumo cambia rdpidamente, no hay dudas
de ello, pero ese cambio no es tan vertiginoso
como se cree. Los consumos en TV abierta no
han caido. Aquellos que vaticinan el fin de la
TV deberén esperar), remarca.

En la parte creativa, el ejecutivo dice que
hay planes para desarrollar contenidos para
Internet y nuevas plataformas. “Tenemos una
escuela de jovenes creativos llamada CREA,
compuesta por 65 escritores, 130 actores y 18
directores. Internet estd intimamente ligado a
los jévenes), concluye Gaitén.

TELENOVELAS | SERIES | DOCUMENTARIES | LIFESTYLE | SPORTS | KIDS

SUCCESSFUL STORIES,
HAPPY AUDIENCES!

CONTENT SALES DIVISION

SEBASTIAN SMNAIDER | VP Content Sales
sebastian snaiden@fox.com

AMNA BARRETO | Content Sales Director
ana.barreto@fox.com

Tek +57 16107044 exx 109 | Address Calle 93B no 18-12 piso B

Our original productions have built brands with fans.
We deliver the type of stories people want to see.
And these are now in your hands!

Fox International
Channels

LATIN AMERICA
Bogota, Colombia,
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AzTECA TRECE SE ADAPTA A

LOS NUEVOS HABITOS DE CONSUMO

N

Alberto Santini, director general, Azteca Trece

2013 ha sido un afio positivo para Azteca
Trece, principal broadcaster del grupo Azteca,
que con sus sefiales suma un share de audiencia
cercano al 35% en el mercado mexicano. Con
un mix que incluye formatos de entretenimiento
en prime time, las clésicas telenovelas, series de
accién y magazines matutinos, la televisoralogré
posicionarse como opcién en el competitivo
mercado mexicano.

AlbertoSantini, director general, Azteca Trece,
explica a PRENsARIO: 2013 ha sido un afio dife-
rente, donde hemos comenzado a ver de manera
mds palpable los nuevos habitos de consumo. Y
nos hemos tenido que adaptar: la audiencia ya
no es la misma, mira TV pero al mismo tiempo
consume contenidos en Internet, interactda en
redes sociales’

El entretenimiento lideré el prime time con
dos grandes formatos con ‘historias conmove-
doras, y enfocados a la familia mexicana, dice
Santini. El primero, México Baila, se emiti6 de
junio a agosto: ‘Adaptamos el formato de Ideas
del Sur (Baila Pais) a la idiosincrasia mexicana y
le incluimos celebridades, que cambiaron el foco
del formato original. Se convirtié en un show de
altisima produccién que cambid el prime time
local, con cifras de dos digitos que nos ayudaron
en la medicién.

Elsegundo fue La Academia Kids, versién juve-
nil del famoso formato de Azteca: Tmplementa-
mos una nueva estrategia: pasamos los realities a
lossdbadosalanoche,queeraun pedido concreto
de nuestra audiencia, y nos funcion6 muy bien.
También tuvo mediciones de dos digitos,comen-
ta. El canal desarrolla importantes camparias de
sus contenidos en redes sociales, sobre todo en
Facebook y Twitter.

‘El 99% de nuestra grilla es produccién in
house, apenas tenemos una novela extranjera en
el slot de la 1pm’, dice Santini, quien afade: ‘En
2014 Azteca Trece tendrd tres realities, aunque
posiblemente sean cuatro. Habrd mas concursos
de talento, nuevas novelas como La mujer sin
nombrey Las bravo,ademds de una serie que estd
endesarrollo. También estdnlasrevistas matutinas
y los programas de concurso, como El rival mds
débil con Lola Cortes’, completa.

AzTECA AMERICA: NUEVO PRESIDENTE Y CEO

Azteca America, cuarto broadcaster del mercado hispano de
Estados Unidos, designé a Manuel Abud como nuevo presidente
y CEO de la cadena. En su nuevo rol, Abud liderard la reciente-
mente creada Station Group, que maneja 25 estaciones locales, y
reportard a Gustavo Guzmadn, senior ranking member del comité
ejecutivo de TV Azteca y uno de los fundadores de la compania.

Su equipo estd conformado por Martin Breidsprecher, desig-
nado como COO, Court Stroud, EVP de Ventas, y Enrique Pérez
como EVP del Station Group. ‘Estamos muy bien posicionados
en el mercado y buscamos crecer en distribucion y, sobre todo,

Manuel Abud, presidente y CEO  en generar proyectos de peso in house pero también con socios

estratégicos, remarcé Guzman.

Antes de unirse a Azteca America, Abud fue presidente del Station Group de Telemun-
do —con 16 estaciones locales en operacion—, ademds de una experiencia de mas de 20
afios en la industria, habiendo sido el responsable del lanzamiento de Mun2, cadena de
TV paga de Telemundo, y el presidente de CBS Telenoticias. J

W

aztecatrece

s cerca de ti

Mexico Baila'y La Academia Kids tuvieron mediciones
de dos digitos y posicionaron a Azteca Trece en el prime
time de los sabados a la noche

UNIVSION, RECORD B

DE AUDIENCIA EN FEBRERO

Univision Network (™1

anunci6 en febrero que
cerr6 el mes como la
tercer cadenade Estados
Unidos en el prime
time,superandoa ABC
y CBS por 6% y 19%, —
respectivamente, con L0 Que La Vida Me Robo
mésde medio millén de espectadores en Adultos
18-34 (666.000).

Las mediciones de febrero marcaron la pri-
mera vez que Univision finaliza por delante de
dos de las mayores cadenas estadounidenses. El
promedio fue de 1.4 millones (Adultos 18-49)
y 2.9 millones (2+), quedando como la quinta
cadenaen prime time. También superé al menos
una o més canales de habla inglesa (ABC, CBS,
NBC y FOX) en seis de siete noches (Adultos
18-34) y tres de cuatro noches (Adultos 18-49).

Con una media de espectadores de 38 anos,
Univision continua teniendo la audiencia mds
joven en prime time frente a las cadenas domés-
ticas: ABC (53 afios), CBS (59 anos), NBC (55
anos) y FOX (47 afos).

La telenovela de lunes a vierens en el slot
de 9pm, Lo Que La Vida Me Robo, tuvo mas
televidentes Adultos 18-49 y Adultos 18-34
que muchos de los programas del prime time
estadounidense como ser Killer Women, Super
Fun Nighty The Taste (ABC); Intelligence (CBS);
Brooklyn Nine-Nine, Dads, Enlisted, Raising
Hopey Rake (FOX), segtin datos de The Nielsen

Company (Live+SD). )
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Sabemos que la unica manera de hacer crecer nuestro negocio es con calidad vy creatividad.
Por eso, producimos y panemaos al aire todos los dias las mejores historias que todos guieran
disfrutar. Asi, nos conectamos con millones de personas en todo el mundo a través de la
emocion, generando con cada una de ellas un vincule indestructible que no deja de crecer. No
tenemos televidentes, tenemos FANATICOS, FANS que aman nuestras marcas ¥y las hacen
parte de su vida. FANS que nunca nos abandonan. FANS DE LA TV PAGA,
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Alex Lagomarsino, CEO de Mediabiz

CANALES PAYTV

HBO, AHORA PREMIUM
EN CENTROAMERICA Y EL CARIBE

Gustavo Grossmann, VP Corporativo
de HBO LA Networks

Grandes noticias tiene HBO

peliculas internacionales, documentales y
series, con la transmisién del audio en su
idioma original, pero ahora subtitulado
en inglés para los paises del Caribe
queno son territorios de Estados
Unidos.
Gustavo Grossmann, VP
Corporativo de HBO LA Net-
works, destacé que estas no-
ticias ‘refuerzan’ la posicién de
la compafiia en la regién, donde
continta ‘fortaleciendo’ su compro-
miso con los subscriptores. ‘El nuevo
canal fue creado especificamente
para el Caribe, incluyendo Aruba,

Latin America en 2014: ademas de Hw G@ Bahamas, Barbados, Curasao,

iniciar transmisiones en inglés en
el Caribe de su sefial Max, anuncié
el lanzamiento de su plataforma
de entretenimiento HBO Go en el

Bonaire, las Islas Virgenes Brita-
nicas, las Islas Caimédn, Granada,
Guyana, Haiti, Jamaica, Santa Lucia,
San Martin, San Vicente y Trinidad

paquete HBO/Max de Cable Onda . & Tobago), explico.
de Panama —siendo el primer ope- “m Entre otras producciones, esta-

rador en Centroamérica que cuenta

con dicho servicio—, y de una nueva
produccién original en Brasil: Psi.

Desde febrero, Max estd disponible en
los paises del Caribe con unaimagen renovada
inspirada en las caracteristicas propias de la
regiéon. Ofrece una seleccién de premiadas

ran The Master (Joaquin Phoenix,

Philip Seymour Hoffman), The

Place Beyond the Pines, To Rome with

Love, Kon-Tiki, el documental biogréfico
Marley y Searching for Sugar Man, ganadora
del premio Oscar en 2013 por “Mejor Docu-
mental de Largometraje”. También la serie

MEDIABIZ, AGREGADOR DE CLAROVIDEO

Mediabiz,agen-
te internacional de
varias productoras
fuertes de Améri-
ca Latina —Pol-
ka de Argentina,
Prodigo y Mixer
de Brasil, etc.—
ha sido designado
agregador de contenido para Clarovideo, el
servicio VOD de América Mévil, propiedad
de Carlos Slim. El acuerdo se realizé con
DLA, empresa que gerencia Clarovideo en
la regién, junto a otros sistemas new media.

La compaiia adquiere contenidos a pro-
veedores en los paises del Cono Sur, como

PRENSARIO INTERNATIONAL

Argentina, Chile, Uruguayy Paraguay, parasu
emision en toda América Latina. El acuerdo
se basa en contenidos de cine y television.

Por otro lado, Mediabiz estd abriendo
oficinasen Los Angeles para convertirse en un
hub de negocios entre AméricaLatinay, sobre
todo, la parte anglo de los Estados Unidos.
Se trata de una importante inversion, en la
Alex Lagomarsino, CEO, viene trabajando
desde hace dos anos.

Y sibien en generallaempresano hacefoco
en produccién de proyectos, estd trabajando
enunaremakeinternacional de La Fiaca, muy
popular filmargentino de 1969, que tuvo éxito
en América Latinay Espafa. Se encuentra en
la etapa de definicién de partners.

The Master

dramadtica Borgia, y el drama de ciencia ficcién
Real Humans.

Porotraparte, HBO anuncié el lanzamiento
desuplataforma HBO Go paralossuscriptores
del paquete HBO/MAX con Cable Onda en
Panamd. Lossuscriptoresaccedena contenidos
en sus computadoras o dispositivos méviles
con i0S, incluyendo Looking y True Detective,
o la tercera temporada de Girls, ademds de
temporadas completas de Game of Thrones,
Boardwalk Empire y The Sopranos, y hasta los
contenidos distribuidos exclusivamente por
HBO en la regién, como Mad Men, Masters
of Sex'y House of Lies, o las series originales de
Latinoamérica: Sr. Avila, O’ Negocioy Préfugos.

Finalmente, HBO estrend a fines de marzo
Psi, la mds reciente produccion en Sao Paul
(Brasil) que presenta las aventuras inéditas de
Carlo Antonini personaje de dos aclamadas
obras de Contardo Calligaris, El Cuento del
Amory La Mujer de Rojo y Blanco. Antonini es
un psiquiatra que tiene un particular gusto por
las aventuras, con una personalidad ambigua.

Psi estd compuesta por 13 capitulos de 60
minutos, es producidapor HBO Latin América
Originals y es realizada por las productoras
independientes Bidnica Filmes y Damasco
Filmes. Desde 2004, HBO invierte en el mer-
cado brasilefio de produccién y ha realizado
cinco series originales: Mandrake, Filhos do
Carnaval, Alice, Mulher de Fases y O Negdcio.

Comes True
On Fiction

FROM THE CREATOR OF KILLER WOMEN, POL-KA PRODUCCIONES PRESENTS
THEIR HIGH-IMPACT SERIES AND TELENOVELAS CATALOG FROM ARGENTINA.

Three sisters, haunted The private lives of the

by memories of their members of the successful
dead mother, will try to law firm, reveals their deep
break the spell of bad weaknesses and emotional
love affairs. limitations.

Pol-Ka Producciones is one of the leading fictional content
production companies in Latin America. The available catalog
includes more than 40 series & telenovelas fiction format.

Pol=ka

PRODUCCIONES

.

MediaBIZ I A



ARTEAR: MODA, COCINA Y MUSICA

‘Nos organizamos con un esquema en
noviembre y diciembre para conformar con
cada sefial un plan de trabajo mensual. En
cable hay tanta competencia que se necesitan
acciones mensuales, con productos nuevos o
eventos como los conciertos, que demuestre
que la senal estd viva. Los estrenos siempre
arrancan en abril y junio’.

Eduardo “Coco” Fernandez, gerente de
produccién de Artear, que opera el canal abi-
erto El Trece y un portfolio de sefiales de TV
paga, describe a PRENSARIO las estrategias de
esta dindmica divisiéon
quelideraenunodelos
grupos audiovisuales
mds importantes de
Argentina.

Y continua: ‘Entre
las novedades de todas
las senales, en Maga-
zine tenemos Avenida
Brasil, la vuelta de

Jaula de la moda que abierta, ahora en cable

Avenida Brasil, el éxito de Globo TV en TV

BROADCASTERS

gand un Martin Fierro y vamos a estar con la
“Previa del Show” de ShowMatch. También
tendremos la telenovela El Clon y Mr. Bean.
Gerardo Sofovich vuelve con La noche del
Domingo, ademds de la transmisién de los
Martin Fierro del Cable y dos novedades més.
Magazine podria ser un canal abierto por la
programacién que tiene’

‘Volver este afio tendrd cosas nuevas), ad-
elanta Ferndndez, y completa: ‘Habrd un ciclo
de cocina histérica, comenzando con lo que
comia DonJosé de San Martin en el cruce delos
Andes. Volver a cantar,
que habia hecho Jorge
Rossi, donde cantan
los abuelos para ganar
el viaje de egresados de
los nietos. Vaahaber una
parte de disefiadores,
donde varios hablan de
lo que era la moda en
cada etapa, y una de di-
rectores.Y festejando los

FRAPA, N RiO Y EN ARGENTINA

Asistentes a la reunion en Argentina; Marcos Tanoira de Smilehood, Hugo Di Gu-

tips de negocio: el mercado
mundial de formatos hoy
se calcula en 18 millones de
euros, siendo USA, UK y
Holanda, en este orden, los
tres primeros paises en ex-
portacién de formatos. Israel
y Turquia son los dos polos
que mds han crecido en el

glielmo, Juan Biset y Leandro Chamorro de B&CM, Nicolas Smimoff de Prensario/  dltimo tiempo.

FRAPA, Patty Geneste de FRAPA, Michelle Wasserman de Endemol, Ethel Pis Diez
de la Universidad Austral (organizadora) Javier Zilberman de Ideas del Sur, Daniel
Otaola de Telefé, Elena Antonini de Dorimedia, Alejandro Parra de OnTV, Virginia

Berberian de Pol-ka/Mediabiz

FRAPA, la principal asociacién de protecciény
registro de formatos, continda su tarea de evan-
gelizacién y adicién de miembros en América
Latina. En marzo, Patty Geneste, presidente de
FRAPA, hizo una gira por Sudamérica, donde
asistié al Rio Content Market en Brasily participé
de dos charlas organizadas por la Universidad
Austral en Argentina, una con estudiantes y la
otra con principales casas productoras y distri-
buidoras de contenidos de Argentina.

Enambos paises, Geneste marcé importantes

PRENSARIO INTERNATIONAL

‘Un formato es un fra-
mework. Cuando se licencia
es importante acceder al
conocimiento y al expertise, se compra un
éxito, reputacion de marca. Si bien hay segui-
do copycats en el mundo, lo bueno es que la
mayoria fracasan. En la venta de un formato, la
consultoria es el big issue en los deals. Eslo que
mads dinero genera al proveedor, ylo que puede
definir éxito y fracaso en el cliente’.

En Rio Content Market, Geneste dio un
workshop ante 20 productoras miembros
de ABPI, la asociacién de productores in-
dependientes de Brasil. Se han incentivado
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EONSTELHIE,,

A CHANNEL DEVOTED TO WORK AND WORKERS

20 afiosdelasenal,
habré 10 elegidos
deTV,10deciney
10 de musica.

Un paso im-
portante ha dado Canal Quiero: “Tras cinco
afiosy medio, le va cada vez mejor en ratings »
y ganando mds lugares en la via publica. ; o ‘

. M

Cuando lolanzamos estaba Much Music con

Eduardo “Coco” Fernandez,
gerente de produccion

QUALITY ENTERTAINMENT WITH/SOCIAL FOCUS®

musica anglo, que hasta ah{ le habfa dado
resultado, MTV que al afio siguiente empezd
a cambiar hacia el entretenimiento, VHI1 y
CM quessigue siendo la mayor competencia.
Vimos una oportunidad de s6lo musica en
espanol para entrar y hacernos fuertes. Y
se cumplio’.

‘Elafio pasado crecimos un 30% en el rating,
creo que por la agilidad de la programacion.
Tuvimos una comunicaciény presenciaa nivel
regional dando importancia a cada pais. Ten-
emos una pisada diferente desde Miami hacia
aqui, cubriendo muy bien toda Sudamérica),
completa Ferndndez.

conversaciones con esta entidad para generar
una alianza.

EnArgentina,la coordinacién estuvo a cargo
de Ethel Pis Diez de la Universidad Austral,
quebrindamaestriasa miembrosdelaindustria
de medios. Estuvieron presentes Telefé, Pol-ka/
Mediabiz, Endemol, Dorimedia,Ideasdel Sur,
OnTYV, Smilehood, Hugo Di Guglielmo y el
estudiojuridico B&CM, entre otros. PRENSARIO
concurrié condoblerol,ya que nuestro director
Nicolas Smirnoff es board member de FRAPA
por América Latina.

Las productoras asistentes en ambos paises
se mostraron muy interesadas en FRAPA y sus
servicios online: registro de formatos, price cal-
culator, contract generator, format production
bibble, dispute resolution, reports, hot line.
‘FRAPA es ttil no sélo para defender de la pi-
rateria, también para acompaiiar a las empresas

@ watch it online
www.construirtv.com

5. internacionalf@dconstruirtv.com

1TY
Inter Medya Lid.

Visit us at MIPTVY 2014
Stand Rg A14
{former Riviera Sea View)

de formatos en su extensién internacional. Hay
importante networking, de FRAPA son miem-

bros 140 delas principales empresas de formatos

f ConstruirTV w fconstruirTV “ construirty  4F  construirty

del mundo’, concluyé Geneste.
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CanAL FuTura, BRrasiL:
OTRA TV ES POSIBLE

‘En 16 anos que estamos en el aire, una cosa se
ha vuelto muy clara: hay una demanda creciente
& para contenidos educacionales en Brasil. Tenemos
\ ?

¥,

Faf

un gran desafio por delante: transformar nuestro

contenido en oportunidades de ayudar a mejorar
3 éticamente a la poblacién. Somos un canal que
no simplemente se mira, sino que se usa como
herramienta para la educacién: para construir

- “ mejor ciudadania y le desarrollo social’

L(cia Aratjo, CEO

Licia Araujo, CEO de Canal Futura, continta:
‘Tenemos 41 millones de televidente, incluyendo 10 millones de nifos,
la gran mayoria de ellos de las zonas pobres del noroeste de Brasil. La
audiencia principal estd compuesta por jovenes de 16-40 anos,cuya mayoria
son nifos de madres cuya educacion alcanza apenas el grado elemental
(primaria 6-14 afnos).

‘Estas estadisticas nos inspiraron a
pensar sobre qué mas podemos hacer para
la poblacién que necesita urgentemente
educacién, que tiene un valor central
para nuestra sociedad, y que no debe
ser exclusivamente responsabilidad de
los profesores y maestros. Depende de

todos nosotros’.

The Adventures of Teca,

Entre los principales programas del
canal, estdn el documental Going Back (‘52) que muestralos dias atipicos de
cuatro prisioneros mientras los dejan salir de una cércel en Rio de Janeiro,
durante Navidad. Y la serie animada The Adventures of Teca (60x’3), con
personajes encantadores que viven sus aventuras en forma animada. Fue
especialmente desarrollado para los televidentes mas jovenes de Futura.

TV CULTURA LANZA TRES CANALES

Durante Rio Content Market, Marco
Mendoga, presidente de TV Cultura, |
anunci6 el lanzamiento de tres canales: dos
de TV paga con programacién musical y §
documental,yun canal digital con contenido |55
educacional para nifos en edad escolar. §
Ademads del canal principal, la Fundagao
Padre Anchietaya operaen conjunto conlas

universidades TV Univesp, que tiene como '
base la educacidn a distancia. Marco Mendoca
‘Para estos nuevos canales vamos a (fuente: estada.com.br)

necesitar contenido. Queremos recuperar el acervo de musica de TV
Cultura, que es enorme, y tendremos contenidos nuevos que vamos a
buscar junto a los productores independientes. Necesitamos productos
de calidad para mantener una programacién de 24 horas. Tenemos
una gran variedad de programacién y por eso hicimos un convenio
con ABPITV y EBC para financiar producciones en conjunto e incluso

TVN CHILE, LA CLAVE
DEL ENTRETENIMIENTO

Andrés Canale Serra,
productor ejecutivo del drea
de entretenciéon de TVN
Chile, describe a PRENSARIO
el proceso creativo de
Apuesto por Ti, el formato de
entretenimiento chileno que
se ha convertido en fenémeno
de audiencia tanto a nivel local
como en Ecuador,donde estd al

aire en TC Mi Canal, segundo "~ Andrés Canale Serra, productor
broadcaster del pais. ejecutivo de TVN

‘A lo largo de mis afios
como productor participé en muchos formatos de talentos donde
nos visitaban aspirantes poco comunes y al mismo tiempo poco
aprovechados. Si a la incorporacion de estos aspirantes sumamos la
participacion de la audiencia sin duda se puede obtener un producto
mas que interesante) indica.

TVN encontrd un nuevo twist con este show: la ‘apuesta en verde,
donde los apostadores pueden desafiar a los participantes a realizar
diversas pruebas para obtener el dinero que obtienen inmediatamente
; después de participar,
‘algo que atrae a nuevos
participantesa competir,
segln Serra Canale.

Apuesto por Ti se
estrend en Chile en enero
de 2013 con un share
promedio del 25% en su

Apuesto por Ti primera temporada, lo
que llevo a crear una segunda temporada lanzada al aire en julio del
mismo ano. La versién ecuatoriana en TC Mi Canal alcanzé picos
de 30 puntos posiciondndose como lider del prime time superando a
otros concursos de talento y continuando con el éxito de Calle 7, otro
formato de TVN que consiguié altos niveles de audiencia en Ecuador.

‘En cada capitulo de Apuesto por Ti hay una habilidad diferente.
Nunca se sabe que va a venir después,los doce capitulos son distintos,
yesavariedad eslo que atrae alaaudiencia. Nos hemos acostumbrado
aver formatos en el cual los participantes muestran una sola cualidad
a lo largo de doce o veinticuatro episodios, comenta Serra Canale.

En cuanto a las tendencias en Chile, asevera: ‘Si bien la ficcion aun
es relevante para la audiencia, el entretenimiento se esta abriendo un
espacio con una tendencia creciente que elevala cantidad de emisiones
de un formato de una vez por semana a tres. Las telenovelas han
ocupado desde siempre un lugar muy importante que no pretende
ser reemplazado, remarca.

Y finaliza: ‘Estamos pensando en realizar algunos spin off del
show entre los cuales estan una version kids y otra de famosos,
incorporaciones que hacen aiin mas atractivo a un producto como
Apuesto por Ti y que puede dar un salto de calidad al formato de

BRAZILIANTV - MIPTV
PRODUCERS "' 2014

CONNECTING THE BRAZILIAN AUDIOVISUAL INDUSTRY TO THE WORLD

Check out
the speakers agenda
at our booth,
and know more about
the Brazilian market 2
and opportunities
to work with us

Join us at

our traditional
cocktail at MIPTV

Tuesday 8th — 5pm

Brazilian TV Producers
Booth: P-1.A89

P ——

SAVE THE DATE 2015
~ 25th, 24th and 27th February

RIO DE JANEIRO

INTERESTED IN DOING BUSINESS WITH BRAZIL?

international@braziliantvproducers.com | www.braziliantvproducers.com

dividir los costos de la produccién propia), completé Mendoga. p entretenimiento’ e
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EvenTOS

Rio ConTENT MARKET 2014
Y LA APUESTA AL CONTENIDO LOCAL

La cuarta ediciéon del Rio CONTENT MARKET
reunio del 12 al 14 de marzo mas de 3.200
asistentes y conferencistas, y marcé un creci-
miento cercanoal 10% frentealaedicion 2012,
en parte motivado por el especial momento
que transita el mercado brasilefio con la Ley
DE SERvICIOS DE AccESO CONDICIONADO (SeAC)
en pleno funcionamiento.

La repercusion de la Ley, tema principal
de RCM, no solamente se vio reflejada en los
paneles: nuevos productores independientes y
senales de TV abierta participaron en las rondas
denegocios connuevas propuestas de coproduc-
cién que ayuden a cubrir la cuota que la misma
exige a los canales de TV paga.

MarcoAltberg, presidente,yRachel Do Valle,

Eduardo Ghiaroni Senna, director de Senna&Mariano, y Danilo

Almeida y Paulo Fontenele de la consultora Womx

\

Stéphane Cardin, VP de Industria y Public Affairs de CMF
(Canadd) y Adrien Muselet, director comercial de Riofilme

executivemanager, dela Asociacion Brasileniade
ProductoresIndependientesde TV (ABPITV),
organizador del mercado, comentaron a PREN-
sar10: ‘Este afio logramos reforzar la presencia
de empresas internacionales que asisten a las
reuniones de negocios y a las charlas, y ademds
encontramos un equilibrio entre ambas facetas
del evento. La preocupacién principal han sido
las conferencias, asegurandonos de contar con
importantes expositores que le dieran mayor
peso al evento’

‘Durante la dltima década hemos trabajado
fuertemente para prepararalos productores para
el nuevo mercado que se estd gestando. Desde el
ABPITV hemosdesarrollado un dreadeentrena-
miento donde asisten tanto especialistas locales
como internacionales y también hemos creado
este evento que se ha convertido en uno de
los més importantes de Latinoamérica para
el mercado), sefial6 Altberg.

La organizacién ya confirmé la quinta
edicién del evento,que se desarrollard del 25
al 27 de febrero de 2015 en el mismo hotel
de Rio de Janeiro y, segun destacé Altberg
y do Valle, ‘contard con muchas novedades),
aunque no adelantaron.

Jérome Delhay, director dela Divisién de
Entretenimiento de Reed Midem, partner
enlarealizacion del RCM, expres6: ‘Brasil es
un mercado que ha captado la atencién de
muchas compaiiias que ven a la Ley como
una nueva posibilidad de hacer negocios.
R1oCoNTENTMARKET se ha convertido en
uno de los eventos mds importantes de la
regién y que sin embargo atin tiene mucho
potencial de crecimiento’

Oscar Simdes, presidente dela Associagao
Brasileira de Televisao por Assinatura

(ABTA),destac6laimportancia de contar
con una Ley que ‘defienda la produccién
local e independiente), y los beneficios de
la misma dentro de una economia como
la brasilena.

COPRODUCCIONES

Una de las formas que ha encontrado
la TV en Brasil para generar contenido de
calidad, que se adecue a la Ley, han sido
las coproducciones. Rogerio Brandao,
director de Produccién y Coproducciones
Internacionales de EBC-TV Brasil, dijo:
‘Hemos firmado durantela ferianumerosos
acuerdos, entre los que se destacan los de

Ménica Monteiro, CEQ de Cine Group Brasil, Nelson Akira Satoy - NHK de Jap6n, ARTE de Francia y Paka

Anderson Sato de Sato Co

PRENSARIO INTERNATIONAL
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Marco Altberg, presidente de la ABPITV y Rogerio
Brandao, director de Produccién y Coproducciones
Internacionales de EBC

Pablo Zuccarino, VP Channel Manager de Caroon
Network; Rob Sorcher, COO de Cartoon Network; y Andre
Breitman, Board Member de ABPITV

Guilherme Tensol de Oculos, Mario Di Poi, de Input; y
Leandro Hbl, productor de Bando

Paka de Argentina, entre otros. Esperamos
seguir potenciando asi nuestro contenido en
todo el globo’

Entre los compradores europeos en esta edi-
cién del RIoCONTENTMARKET estuvo Anette
Romer, directora de Adquisiciones y Forma-
tos de TV2 (Dinamarca), quien explicé: ‘Los
televidentes en Dinamarca cada dia emigran
mds y més de la TV abierta a nuevas formas de
ver contenidos de manera no tradicional y es
necesario que nos adecuemos a esos cambios
generando contenido queincluyainteractividad.

Alejandro Chavez Vejo, director de Progra-
macién de Azteca (México), dijo: ‘Buscamos
contenido que entretenga a la familia, que nos
acerque a la audiencia, sobre todo formatos de
entretenimiento. Contamos con alianzas con
Fox, Disney y Sony y firmamos recientemente

Por Robrico CANTISANO

Vicente Solis, de Plataforma.tv; Jimmy Leroy, VP creative
Nickelodeon Latinamerica; Tatiana Rodriguez, SVP Pro-
gramming & Creative Strategy de Nickelodeon y Diego
Alvarez, de Plataforma.tv

Giovanna Alvarenga, directora de Contenido de Cuentos
y Circo; Fernando Puhlmann, director de Innovacion de
Cuentos y Circo; y Bibiana Leite, Account Manager Latam
de Youtube

Wilson Feitosa, director general de Europa Filmes; Sueli
Tanaca, gerente de Marketing de Europa Filmes; Antonio
Almeida, gerente de Planeamiento de Globo Filmes; y
Jaqueline Rapozo

acuerdos con productoras japonesas para la
realizacién de varios formatos novedosos’.

KennyBae,Head & Executive Director de KBS
(Corea), sefial6: ‘Estamos en plan de expansion
y es por ello que buscamos nuevos proyectos
—sobre todo documentales— para coprodu-
cir en América Latina. Nuestro plan es poder
incorporar la sefial de KBS a cableoperadores
de Argentina, Brasil, Chile y Paraguay, entre
otros, y por ello creemos que es necesario tener
contenido que pueda ser relevante para ambas
regiones, tanto América como Asia’

Brett Marottoli, executive director de Starz
(USA),destacéa PRENSARIO tras su conferencia:
‘Nos encontramos a la busqueda de nuevos
formatos en espanol para nuestra audiencia
latina. No buscamos formatos extensos sino mas
bien series que cuenten con episodios cortos e
independientes entre si para toda la familia. Hay
proyectos muy interesantes en vista para este
2014 que seguramente sorprenderdn a muchos.

Alberto Niccoli, SVP de Sony Pictures Te-
levision de Brasil, comenté: ‘Hoy en dia todos
los canales internacionales estdn asentados

regionalmente y no es tan
facil encontrar productos que
mantengan una linea similar alarealizada
afuera en cuanto a calidad que sea capaz de
cubrir la cuota que la Ley impone’.

Roberto Martha, director Senior de Pro-
duccién de Viacom, dijo: ‘Asistimos a RCM
para buscar nuevas ficciones y animaciones
escolares para Nick Junior, sitcoms para VH1 y
nuevos géneros dirigidos a una audiencia joven
para MTV, la dltima incorporacién de Viacom’.

Finalmente, Vince Commisso, CEO de
9 Story, una de las principales productoras
canadienses de animacién, destac: ‘Brasil se
ha convertido en un mercado muy interesante
y dindmico. Hemos logrado concretar nuevos
negocios de coproducciéon durante el mercado
que ayudardn a proveerle una calidad distintiva
a nuestro catdlogo de contenido original’

TV PuBLICA, REFORZADA

El evento también cont6 con la presencia de
Nelson Breve, presidente de la Empresa Brasil
de Comunica¢ao (EBC), quien explicé durante
una de las charlas mds concurridas: ‘El sistema
publico en Brasil esun proyecto quelleva tiempo,
pero no es un proyecto comercial, es geopolitico
ynacional. La palabra negocio asusta cuando se
asocia con la TV publica, pero tenemos que ir
tras nuestros propios recursos.

Durante el evento, Marcos Mendonga, pre-
sidente de TV Cultura, anunci6 la firma de un
acuerdo con EBC para financiar producciones
en conjunto y dividir los costos de la produc-
cién propia.

Stéphane Cardin, VP de Industria y Public
Affairs de Canada Media Fund (CMF), por su
parte, confirmo que la entidad financiard hasta
el 75% de desarrollo de los proyectos de la com-
pafiiabrasilenia Riofilme. ‘Hay un crecimientoen
lademandaen Brasily vemos este acuerdo como
una oportunidad para aumentar el desarrollo
de coproducciones) remarca.

New Mepia

Alex Carloss, Head of Entertainment, y
Alessandro Sassaroli, Partnership Manager,
ambos de YouTube, y Rodrigo Mazén, repre-
sentante de Hulu Latino fueron algunos de los
representantes mds destacados en lo que refiere
anegocio OTT.

Mazén explicé durante su exposicion en el
evento: ‘La creaciéon de Hulu Latino, dirigido
a la audiencia de habla hispana en USA, se ha
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Liliana Mazure, Diputada Nacional Argentina, junto a Luis
Diez, gerente de Fomento del INCAA, y Rachel Do Valle,
Executive Manager de ABPITV

Gabriel Mellin, Veronica Machado y Rafael Mellin, todos
de Grupo Sal

Joana Peregrino, de TV Ines; Juliana Capelini, Executive
Producer de Conspiracao TV; Gustavo Menezes, de Ir-
maos de Criacao; y Luciana Motta de Conspiracao Filmes

duplicado en los dltimos dos afos y, si bien
consideramos que no es el momento para
partir en Latinoamérica, estamos en busqueda
no sélo de contenido de librerfa, que pueda
ser relevante para la audiencia, sino también
contenido original que pueda seguir marcando
nuestro crecimiento..

Finalmente, participaron conferencistas
internacionales con paneles a sala llena: Jeff
Swamppy Marshal, creador dela serie animada
Phineasand Ferb (Disney); Mark Gattis, escritor
de las series de BBC Sherlock'y Dr. Who; Liliana
Mazure, Diputada Nacional Argentina y ex
presidente del INCAA; Gideon Raff, productor
ejecutivo de Homeland;y Dan Weiss, creador de
la multipremiada serie Game of Thrones.

PRENSARIO INTERNATIONAL
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. ExHIBITORS

DRAMA + FACTUAL: ALL3MEDIA

AR
Louise Pedersen, managing director

After asuccessful Discop Istanbul, where the
company promotedits formats,as well asready-
made content, all3media international (UK)
is attending MIPTV with huge expectation for
its catalogue. It highlights its brand new titles,
especially its high end British drama series.

In Cannes, the distributor brings a mix of
factual programming and drama series, apart

from its extensive entertainment formats
catalogue. Heading the catalogue is Love Child
(8x’60) a story that takes a poignant trip to
the swinging 60s, led by the young heroines,
midwives and rock stars pulling the world
through a cultural revolution.

Rich in detail and steeped in authenticity,
ANZAC Girls (6x°60) is the true story of five
Australian and New Zealand army nurses,
young women who put their lives on the line
for King and Country during WWI.

In the unscripted factual show The Embassy
(8x’30), for the first time diplomats at the
Australian embassy in Thailand take audience
behind the scenes at their Bangkok offices
where cultures collide on a regular basis. With
unprecedented access at every level, Inside Brit-
ish Airways (13x’30) examines one of the most
prominent airlines in the business.

BootH #R8.C20

ANZAC Girls

Finallyis the comedy drama format Step Dave
(13x’60), the story of a man that finds out that
the love of his life comes complete with three
kids and a whole host of responsibility that he
has spent his life successfully avoiding.

FINISHED
PROGRAMS

infiltration

RUDOLPH VALENTINO
«THE LEGEND -

the (Deerets o
BORGO [ARICI

MEDIASET

CRIME SERIES
12x50°

BIOGRAPHICAL
MINISERIES
2x100°

COSTUME DRAMA
SERIES
Tx90" or 14x45'

Also available as scripted format

r |
),

BUENOS AIRES,

PARANORMAL INVESTIGATION

(@) Busnos Ares

IN FULL GROWTH

Created in September 2011, Distrito
Audiovisual Argentino currently
concentrates 140 companies from the
industry to develop initiatives that
serve to promote, empower and build
through them also benefits for the
inhabitants of the areas in which the
district is located.

Marisa Bircher, CEO of Creative
Industries,observes: Throughout2013,
1,000 professionals were enrolled in

Marisa Bircher, CEQ of Creative some of the training thatis offered from

Industries at the GCBA the program, and perform activities as

the first Encuentro de Negocios de TV, held in late August and attracted over

450 attendees and 25 local and international speakers, the second edition
of the Noche Audiovisual and external events like Comic Con. We see a
dynamic and active industry, which generates new enterprises remains.

‘From BAseT (the office that handles film permissions in the City) 490
shootings were assisted between January and November, including the
realization of Focus, the new production of Warner Bros., starring Will
Smith; 275 advertisements, 47 feature films and 30 television projects,
among others, adds Bircher, and concludes: ‘In 2014, we will continue
supporting the development of local audiovisual industryand incorporate
abusiness round in the second edition of Encuentro TV event taking place
late August.

PRENSARIO INTERNATIONAL

UNIVERSAL CINERGIA THE / ;

DUBBING

Liliam Hernandez,
managing director at
Universal Labs of America,
andherpartner GemaLopez
founded in 2012 Universal
Cinergia, based in Miami,
Florida, in a 10,000 square
foot building that provides

services for the worldwide
; - Gema Lopez and Liliam Hernandez celebrated
T\f industry. . Universal Labs 20™ Anniversary during Natpe
We are expanding five  Miami with a big party in a boat

new studios in Mexico, and debuting with major Turkish productions
for the Latin American market. We offer our services to international
producers, channels and global distributors from Europe, Africa and
USA, as well multiple countries in Latin America; our multilingual
dubbing of native talents based here in South Florida (French-Paris,
Portuguese-Brazil & American -English) with our specialty in French.
We worked for films, series, animations, documentaries, soap operas,
corporate presentations, and infomercials, etc., they explain.

Universal Cinergia dubbed production meets the quality required for
all majors’ principal television stations in the entire world. ‘We attend
to MIPTV to give welcome to new programs for our Latin American
market. We will continue with our tour to various European and Asian
Countries with much energy and fighting tirelessly, and yet our goal has
not been achieve’, complete Hernandez and Lopez.

CHOSEN

Mew Season

luscan
WWI34C T

MNew Season

SERIES
12x50'
Also available as scripted format

SENTIMENTAL DRAMA SERIES
14x90" or 28x45'
Also available as scripted format

3rd Season in production

YOUR AUDIENCE.
OUR STORIES.

COME AND VISIT US AT MIPTV STAND R7.F7

www.mediasetdistribution.com - internationalsales@mediaset.it
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ITV INTER MEDYA: QUALITY & DIVERSITY

Can Okan, president & CEQ, and Ahmet
Ziyalar, managing director

Being one of the top content distributors,
ITV Inter Medya is a good example of Turkish
content diversification and expansion: its
catalogueincludesfromaction/dramaseries (20
Minutes) to traditional, love story series (Black
Rose) with high quality production values.

Can Okan, president & CEO, and Ahmet
Ziyalar, managing director: ‘We changed
our distribution model in the MENA region,

by partnering with Dubai-based production
company Beelink, which already have four of
our titles to distribute. They will have our full
catalogue available in the near future’

In Central Asia the distributor is doing really
well with new deals in Georgia, where it sold
Black Rose, Red Scarf, The Tulip Age, Love is in
the air and 20 Minutes to local broadcasters.
‘Both, traditional love stories and action series
work well for us in the international market.
We aim to have this diversity to offer more
options and became more attractive to clients’

The companyisalso putting special emphasis
in Latin America, where it has sold a format
right. ‘We have fully dubbed our catalogue in
Spanish and we are focusing on the smallest
territories, where we believe we have more
opportunities. In CIS countries we are doing
well in Ukraine and regional channels of
Russia. And we are starting with Baltic, who
are demanding more Turkish products) say

BootH #R9.A14

Black Rose, love series

Okan and Ziyalar.

Theexecutivesalso highlight the alliance with
Construir TV (Argentina). The distributor has
done the first sale to Minika (ATV kids free TV
channel) in Turkey for Yellow Table and it ‘truly
believe’ in the potential of their content. ‘Year
to year we double our income figures, so we
are trust that we will keep growing in the next
years, they complete.

Look of Italy

Mediaset Italia. Italy as you have never seen it before.

BootH #R7.E2

CBS: Penny DREADFUL

CONSTRUIR TV: sOCIAL PROGRAMMING

Construir TV
(Argentina) has

Targeted at the 60 million ltalians living around the world, Mediaset Italia is the #1 Italian language
TV channel on the market. Offering the best of Mediaset’s programming aired by its mainstream

become an alternative channels in Italy, the schedule is composed of

Barry Chamberlain, president of
Sales of CBS Global Distribution
Group (USA) announced the highly
anticipated premiere of the drama
Penny Dreadfulthis May on Showtime:

network of quality
content with programs
where workers are the
stars. Ralph Haiek,
general manager, and

Entertainment Soft News Drama Hard News Culture

‘It will transport viewers into this rich ——
period of time when some of the most ~ Penmny Dreadiul
iconichorror characters were created and envisioned. The cinematic

Alejandra Marano,

Ralph Haiek, general manager, and Alejandra Marano,
executive director, at Construir TV

executive director, say:

‘2013 wasayear of great storytelling, rich backdrop of London at the turn of the century

growth in terms of brand development, digital platforms and second and the terrific cast has already garnered strong interest from the

screen. We also closed the international sale of our series and micro world’s Premium players’
Other top products from distributor are the futuristic thriller
Extant (13x°60), and The Affair (10x’60), which explores the

emotional and psychological effects of an extramarital affair. The

programs to distributors and TV channels in Eastern Europe, Latin

America and Europe’.

The channel hasareach 2.5 million households in Argentina, and the
gridis composed of customizable content to non-linear format, divided Millers (23x'30) follows a recently divorced local roving news
into micro-programs and docu-series that meet four areas: industry,
labor, social contentand education’, they add. At MIPTV there are three

new series: Trades over time, about the history of some fundamental

reporter and in Reign (22x°60) a teen Queen
of Scotland lives surrounded of danger and
sexual intrigue in every dark castle corner.
Lastly, Chamberlain recommends the
dramas Star-Crossed (13x°60),about a 6-year-
oldboyand analien and their reunion 10 years
later,and Reckless (13x°60), where two lawyers
must hide their intense mutual attraction

workers, regardless of job and the place each occupies in the chain of Barry Chamberlain, as a police sex scandal threatens to tear the
value’, conclude the executives. preslianial sales city apart.

MEDIASET
I' TALI A
works, Art & Work, about work and art; and History Restorers. .
‘In 2013, we launched our iPad app in Spanish and in English, and The #1 Italian Ianguage TV channel
we generated a very active community in social networks. This year

we will work to deepen our themes and consolidate as the channel

COME AND VISIT US AT MIPTVY STAND R7.F7

of work and workers in the world, carrying our postcard screen all

www.mediasetdistribution.com

internationalsales@mediaset.it
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TELEFE: STORIES AIMED AT FAMILIES

Telefe International (Argentina) arrives
to MIPTV with two major releases, which
premiered last January on Telefe with good
audience numbers at the prime time. First, We
are family (150x°60), a comedy co-produced
with LC Accion that marked the return of
Gustavo Bermudez, and tells the story of two
people who join the destination to take over
four orphaned boys.

Second, Dear
Daddies (120x°60),
| another comedy
© that reflects the
new parenthood:
the way in which
people today learn
to know their

l (o)
x =
Dear Daddies children and share
the new prime time comedy with them, those

SHINE: FRENCH COLLECTION

Shine International (UK) launches at MIPTV the factual entertainment show
French Collection (15x°60) for Channel 4, where 3 British contestants with an eye
for a deal get to spend a day at a French brocante market with 800 and veteran
dealer Mark Franks on hand to provide his expert advice. Big Town Dance (6x’60)
is a dazzling dance format that delivered an average market share +35% higher than
Sky I’s slot average, exceeding the broadcaster’s average share by +54% for Adults

16-24 and +79% for Men 16-24.

IMEDIASET: SUSPENSE AND STRONG SCRIPTED FORMATS

Mediaset Distribution (Italy), the
international distribution branch of Italian
group Mediaset, exhibitsat MIPTV a catalogue
of more than 500 titles, including drama series,

as well as scripted and unscripted formats.
As finished programs, Infiltration (12x°50)

N

Infiltration

PRENSARIO INTERNATIONAL
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first special moments of their lives. It’s the
prime time leader in Argentina.

The distributor also exhibits Taxxi, crossed
hearts (66x°60), which recorded a 28% share
in its premiere (Ibope Argentina). It is a
co-production between Endemol, Azteka
Films and CTV, the teen drama series Allies
(40x’60) from the successful producer Cris
Morena, which was a hitin 2013 and returns
in 2014 with a second season. It was the first
360° project of the broadcaster and marked
the return of the producer to Argentine TV:
the series was broadcast on free TV, Pay TV
(FOX International Channels) and Internet
(7-minutes webisodes).

The comedy Neighbours at War
(150x’60), co-produced with Endemol and
Underground (34% share averaged), is the
story of a 40-year-old housewife, who, 20

BootH # R8E1

Claudio Ipolitti, director de
negocios internacionales

years ago was a member of a gang of swindlers
but nobody in her current life knows about
her past. Sweet Love (150x°60, LCA) format
was adapted by Caracol TV (Colombia)
and TVN (Chile), where it recently had an
average rating of 28.1% and 43.1% of share.
The ready-made version was sold to Panama
and Nicaragua and there is also a Mexican
version on Televisa.

Lastly, the most-watched TV show in
2012: Graduates (120x’60, Underground-
Endemol),acquired in Panamaand Nicaragua,
while their format is being adapted in Chile,
Colombia and Mexico,and optioned in China,
the Netherlands, Poland and France.

BootH #R7.L26

TF1: ResistancE

TF1 International (France) launches at MIPTV its brand
new epic period drama miniseries Resistance (6x’52), a co-
production between Légende - Alain Goldman and Gaumont
Télévision to be premiered on May 2014. The distributor
also highlights the third season of the action series No Limit
(22x’52), written by Luc Besson and Franck Philippon and

produced by Europacorp Television.

BootH: #R7.F7

follows the story of two detectives in a world
of corruption and The Secrets of Borgo Larici
(7x’80 or 14x°40) is a costume drama series
about the secrets of a small town called
Borgo Larici in the *20s. Rudolph Valentino,
The Legend (2x’100) is the story of a man
born at the beginning of the last century in
a small town in southern Italy who became a
Hollywood legend.

Other top series is Tucan Passion, which
second season in production, is available as
miniseries (14x’90) or series (28x’45):itisabout
two young people shattered in the wake od a
dramatic murder. At the second season of The
Chosen (12x°50), a young priest and Professor
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of Theology, is
concerned with
exploring the
boundaries

Manuela Caputi, International
between science  Sales Manager

and faith, studying the world of paranormal

phenomenon. In the fifth season of Antimafia
Squad (10x’100 and 20x’50) the Duomo squad
focuses on capturing all the members of the
so-called “Greek List”; a list of criminals and
their supporters.

Lastly, Mediaset offers the lifestyle formats
Holiday Homes (15x'50) and Who will dress
theBride? Mothervs. Mother-in-law (16x’50).

J

smilehood

L

- Producer:
La Maldita

TV forma
28 ¥ 29 minutes

-?? GREAT SUCCESS ON DISNEY JR. LATAM
AND DISCOVERY FAMILIA IN US
Plim Plim, a hero of the heart
' ® Educational animated series

MIPTV 2014 - April 7th to 10th - Booth P1-C79

To request a meeting with our team: sales@smilehood.com
Av. Cérdoba 679, 7°, Buenos Aires, Argentina. Phone: +54 11 5235 9500

® ° plim
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MIRAMAX GETS INTO TOP TV SERIES:

From Dusk TiL Dawn

Miramax is
presentingat MIPTV
From Dusk till Dawn
- The series, a TV
series version of the
famous vampire
thrill-ride feature
film of Robert

Joe Patrick, EVP Worldwide ~ Rodriguez, whoisin

Television, Marna Grantham,  charge of this project
SVP international sales

too, as director and
producer. The product means the first big bet of
the studio on TV series, added to its traditional
film blockbuster library.

JoePatrick, EVP worldwide Television, saysto
PrENsARIO: ‘We are very pleased of introducing
this product, as it fits very well with what the
market is mostly demanding today: TV series
apart from movies, action thrillers, comedy
and super natural condiments —especially,
vampires. Target: young, teen audiences. We

provideall of these tips together, in one product.

‘We have the highest quality independent
library of feature films in English language of the
world. But we want to evolve with the market,
so we need to be strong also with TV series.
This is the first project of others that come. We
want to handle top profile TV series, to make
a difference from what the industry usually
provides, pointing out a big exposure’

‘From Dusk till down includes big Theatrical
and TV names, from Rodriguez to actors as
D]J Cotrona (protagonist of GI Joe: Retaliation,
Zane Holtz (Holes) Robert Patrick (the villain
of Terminator 2) Madison Davenport (Save me)
and classic Don Johnson (Miami Vice). The TV
series deepens the tone of the film, adds new
characters and back stories and expands the
mythology about dark creatures’

About Miramax distribution business: ‘We
are getting very good response from the central
markets to emergent territories, from Asia to

TeLEFILM VIETNAM, SECOND EDITION

Telefilm Vietnam will be held on June 5th-7th at the Saigon Exhibition
and Convention Centre in Ho Chi Minh City, Vietnam. The second
edition will attract 5,000 visitors, with over 300 international and local
exhibitors from Japan, Malaysia, Denmark, Thailand and Korea.

The Vietnamese market has 69 TV stations with close to 900 cable,
satellite, terrestrial channels and IPTV platforms. The 90 million
population has 92% TV ownership rate with 22 million TV subscribers

PGS, ORIGINAL PRODUCTIONS ON ICONIC

PGS Entertainment
(France) is consolidating
itself as a leading brand
management company,
focused on kids segment.
Recently,ithasmadeaglobal
deal with Nickelodeon
International Channels,
to air the new CG-
Guilaume Soutter, presi- ~ animated series Alvinnn!!!
dent, PGS Entertainment 5,4 the Chipmunks on
more than 70 Nick channels, since 2015. At
MIPTV is presenting for the first time The
Dungeon of Naheulbeuk,a medieval kids parody
that will be aired at Canal+ France.

PRENSARIO INTERNATIONAL

Guillaume Soutter, president: ‘Weareaglobal
distributor focused on original content based
on very iconic brands. This is great formula,
which assures good responses worldwide and
makes 360° developments easier. We prefer to
manage all rights about our products, making
alliances from the beginning of the projects with
leading producers, especially from France and
the United States’

‘Alvinnn...isavery wellknown franchise that
had recently very successful theatrical releases,
and now is returning to TV after 20 years. The
producers involved are the same of the films,
Bagdasarian Productions. We have opened
offices in Honk Kong to develop our business
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and a fast growing paid TV subscriber rate of 4 million.
Thelocal government has been making efforts in the recent
years by injecting the industry with millions of US dollars’
worth of investments to improve the infrastructure of the
broadcasting network to the latest HD technology. This has resulted in
Vietnam enjoying an average growth rate of 7.3% in TV subscription rates
over the last 15 years and they are looking to increase this to 17% by 2015.

BootH #P-1.G50

Latin America. And
From Dusk till Dawn:

we target very well Robert Rodriguez on TV

bothpay TV channels

and free TV broadcasters. Now we are in a big
challenge building a strong digital business,
understanding the new platformsanditsoptions.
Our products are perfect for VOD systems, for
instance, as most of our library has permanent
demand.

At MIPTYV, the company is also highlighting
Miramaxlibrary,whichincludes Frank Miller’s
Sin City,Sin City: A Dame to Kill For, Pulp Fiction,
Kill Bill Vol. 1¢+2, Good Will Hunting, Chicago, Spy
Kids,Scary Movie, Gone Baby Gone, Like Water for
Chocolate; the Revolution Studios library with
Black Hawk Down, XXX, Anger Management,
Daddy Day Care, America’s Sweethearts, Maid
in Manhattan; and Samuel L. Goldwyn library,
including Guys & Dolls, The Westerner, The Secret
Life of Walter Mitty, Wuthering Heights and The
Bishop’s Wife.

Alvinn!!! and the Chipmunks, on TV again

deeper in Asia. We want to make alliances
with local producers to enlarge our product
pipeline and to promote new levels of business
collaborations between different regions.

The Dungeon of Naheulbeuk includes
medieval iconic characters as the range, the
elf, the dwarf, the enchantress, and the goblin,
shot in HD. At Super 4, Playmovil toys make
their first foray on TV, through CG animation;
and Thomas Edison’s secret lab combines real
science with comedy.
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CisNEROS IMEDIA: DIVERSIFICATION

Cesar Diaz, VP of Sales, and Cristobal Ponte, Exclusive
Independent Representative, at last Discop Istanbul

Recentlylaunched at Natpe Miami, Cisneros
Media Distribution (USA) brings to MIPTV
Dangerous Confessions (working title), its
brand new classic telenovela which has solid
numbers in the territories that is on air. The
distributor also highlights its series Lucia’s
secret, shot in HD.

Cesar Diaz, VP of Sales, who attended last
Discop Istanbul, comments: ‘We notice that we

have more spaces to growth in this region with
new clients from CIS, Middle East and Baltic.
Our main objective is to keep our presence with
new products,such us our telenovelasand series,
but also with our diversified slate which growth
market to market’

The company is putting special emphasis
on bring third-party content for international
distribution. ‘One of the most successful one is
Animal Atlas (208x’30), an educational series
that has worked really well in many territories.
We are opened to work with producers that
want to expand in the international market,
especiallywith entertainment format providers’.
Cisneros Media is also doing well with new in-
flight with deals with Iberia (Spanish airline)
and LAN (Chile).

During 2014, it will release new productions,
such us Emerald Heart —already premiered

Jim HeNsoN: ELias: REscueE TEAM ADVENTURES

TheJim Henson Company’s third partylicensing banner, HIP (Henson
Independent Properties), is unveiling at MIPTV the first episodes of the
52 x 11’ CGI-animated series, Elias: Rescue Team Adventures. This all-new
series is a follow-up to the original International Emmy-nominated series
which first gained popularity as a children’s picture book by Alf Knutsen

and Sigurd Slattebrekk.

Norway’s Animandois producingtheseriesin partnership with theIcelandic
animation studio Coaz Animation, while Norwegian Broadcasting (NRK)

ScRIPPS NETWORKS: LIFESTYLE + FOOD

Scripps Networks International (USA) isthe
global development arm of Scripps Networks
Interactive, a lifestyle media leader across the
food, home and travel categories. It operates
Food Network and Travel Channel in Asia,
Europe, EMEA, as well as
the Asian Food Channel
in Asia and Fine Living
Network across EMEA.
It also has significant
presence in Canada, with
HGTYV, DIY Network
and Food Network. The

company also licenses

their content through
Passion Distribution.
Hud Woodle, VP

Cutthroat Kitchen, food
competition show

Program Licensing: ‘Our catalogue represents

PRENSARIO INTERNATIONAL
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Emerald Heart, new release at MIPTV

on TC Mi Canal Ecuador—, starred by Irene
Esser (Miss Venezuela 2011) and another HD
production done in Venezuela. And from the
production hub in Miami, it will bring to the
market one series and one telenovela before
this year ends.

The distributor also promotes the telenovela
Sweet Thing featuring Christian Meier and Ana
Lorena Sanchez in the leading roles, as well as
thesportseries Inside Football (34x’30), Hacienda
Heights (26/13x’30/60), Home Video Bloopers
(200+ hours), from Novovision (France), Latin
Angels Special (52x’30), the reality All for the
Crown (15x’45), the Platinum Documentary
Series (20+x°60), 25 Classic Films From Mexico’s
Golden Era and the action series A Legend of
Shaolin Kungfu (42x°60).

BootH #R7.E45

started broadcastof theserieslast March. HIP represents the mediadistribution
rights to the new series together with global consumer products rights under a
dealannouncedin2013}explainsRichard Goldsmith, EVP,Global Distribution.

TheJimHenson Company, renowned across the globe forits pre-school
programming thatis entertaining, engaging and educational, isalso meeting

with new broadcast partners for its own series, Doozers —co-production

HIP’s Driftwood Bay.

some of our top titles across the home, food
and travel categories. Some of the new shows
we’re bringing to market include Vanilla Ice
Goes Amish, featuring pop icon Vanilla Ice in his
second series for DIY Network; Living Alaska, a
new series created for HGTV; Chow Masters, a
hybrid food-travel show’-

‘There’s been great demand for shows
like Cutthroat Kitchen, a food competition
show hosted by Alton
Brown that’sback with
several new seasons,
and the Crashersbrand
of home improvement
shows. We have got
nearly 400 episodes
across 5 shows,
including 26 new-to-
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Vanilla Ice Goes Amish

with DHX Media sold in Europe, Latin America and Asia-Pacific— and

marketepisodeseach
of Kitchen Crashers
and House Crashers.
Other popular titles \ -
include Cupcake  Hud Woodle, VP Program
Wars, The GreatFood ~ Licensing
Truck Race and Ghost Adventures.
‘There’s a strong demand for lifestyle content
around the world: our programming can be
: viewed in over 220 countries,
and we are going to build on
that number. We are the leading
creator of home, food and travel
lifestyle content so we’ll continue
to play to that strength as it
relates to both our TV networks
and international program sales
strategies, concludes Woodle.

KANAL D, NEW TITLES FOR NEW CLIENTS

Kanal D is a key referent in the local TV
market: it is not only the #1 broadcaster with
10.77% of share (all day, total viewers) but also
one of the main content exporters of Turkish
series abroad.

Karim Emrah Turna, international sales
executive, describe to PRENsARIO: “We will be
presentingour newtitlestoboth our existingand
new clients, and looking for new opportunities
indifferent platforms.Inaddition,weareadding
a couple of new titles to our catalogue in the
upcoming weeks. MIPTV attendees are the first
ones to be informed about those new projects’.

Among the top series, the distributor
highlightsWaiting For The Sun (+30x°95), with
the story of a woman that finds hard to adapt to
Istanbul, after moving from a small village: she

tries to find her unknown father while trying to

GAUMONT

Gaumont International Distribution
(France) is evolving well at the international
content market. Adding to the success of the TV
series Hannibal (based on the famous movies)
the companyis presentingatMIPTV Barbarella,
abrand new TV based on the historic graphic
novel character.

Erik Pack, president, international sales:
‘We’ve found a niche on producing Hollywood
level TV series but being independents.
Everybody knows Hannibal Lecter, and we
follow the same path with Barbarella,recovering
for the first time at TV, a famous character of
comics at the 70’s’

Barbarellais written and executive produced
byNeal Purvis and Robert Wade, responsibles
of 007’s Skyfall and Casino Royale. The
project is financed
by Canal+ France
and an important
U.S. broadcaster,
which can’t be
mentioned.

adapt her new life, new school and new friends.

In Mercy (+30x’90) a young woman who has
overcome many difficulties in her life through
hard work and determination, is well on the way
to really becoming someone successful without
help from anyone. Secrets (18x°95) tells the story
of afamilythathasalifetobe envied, buthislittle
sonis taken from hishome by two police officers
one night, and the life of them change forever.

The classictitles from the distributor are Kuzey
Guney (80x°90), about two brothers’ struggle to
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survive in their

own worlds, and

the successful  Kerim Emrah Turna, interna-

tional sales executive
Fatmagu

(80x’90), where a woman is counting days to
marry her fiancee, but one night she gets raped
by people she has never met in her life before.
‘Markets like MIPTV are very important for
players that are looking for new opportunities
suchasinproduction, financingand distribution
across all platforms), completes Turna.
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Firat Gulgen, CEO, Calinos (Turkey),
describes: “We have been working in
international territories since 1997 and today
we have customers from more than 60 different
countries all over the World. We are focused
on exporting telenovelas and series to Middle
East, Balkans and Far East countries (Malaysia,
Indonesia, Taiwan, Thailand, Singapore, Japan
and Vietnam)’.

At MIPTY, the distributor highlight a slate

Enaless Love

GCMA, MOVING FAST

GCMA is the PR & marketing agency for the media entertainment
industry and, with the growth of the Malaysian Creative Content industry
(FINAS, MDeC, MCMC) has seen some exciting developments, working
with the recently formed capital investment venture Dragonslate
(Malaysia), the animation powerhouses Zhejiang Zoland Animation
(China) and Ocon Inc (Korea)’, explains Adam Ham, CEO, among others.

This year the company announces their appointment as the ASEAN
Representative Office of Reed Midem. ‘Their aim is to enhance the region’s
opportunities and growth of the creative content industry on a global

of formatsand dramasheaded
by the original production
Hidden Lies, the story of a
man who falls in love with
a woman that will change
his life completely. ‘We have
also added Love and Dreams,
Different Lives, the second
season of Don’t Worry About
Me, Endless Love and In
Between to our catalog, explains Gulgen.

‘We provide services of films distribution to
domesticand foreign TV companies, marketing
advertisement space, production of TV dramas,
advertisement and formats, co-production
with foreign TV channels and production
companies and working under the solution
partner agreement with TTNet providing and
marketing IPTV platform content’

Firat Gulgen, CEO, Calinos

scale. GCMA now not only represent Malaysia, but
also Singapore, Indonesia, Vietnam, Thailand, the
Philippines, Brunei, etc., concludes Ham.

GCMA recentlycometoanagreementwith AdpexJoint
StockCompany (Vietnam)asanadvisorybodytofacilitate
and co-organise a number of the country’s marketing
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‘TV channels started to
distribute their own productions,
producers are selling their own
products. In order to provide
benefit from this stand point
we get into a partnership with
Turkey’s best producers and
production houses. In this
new company structure we are
planning to produce at least 3
powerful TV drama and 3 feature films yearly,
he describes.

‘Weare planning tolauncha Pay TV channel
called DramaTiVi, contributing the whole
world with Turkish series as a turnout aspect
in this domain and we we have reached an
agreement with Show TV, one of the leading
TV channels of Turkey, for the distribution
rights of it’s series all over the world;, concludes.

Adam Ham, CEO

campaigns for the Vietnamese creative content industry. Concurrently, the
companyisdiscussingwith variousgovernmental organizationsandassociations
in Singapore and Indonesia to provide similar assistance.
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SI\/IILEHOOD, GOING UP IN THE MARKET

After MIPCOM  asCMDfordigital contentand UniversalMusic ~ Latin America. Tthad .

and Natpe Miami, for the international exploitation of the music’. agreatreceptionfrom | o o Gt TH E P n I M E Tl M E Fo RMAT THAT w I LL —— IN

Smilehood Media Broadcast on Disney Junior Latin America buyers from Spain, @ L B - ,;‘;

(Argentina) has
established itself as a
player to be reckoned
| with, by including areas
of distribution, licensing

. and production, it
Silvana D'Angelo, direc- ~ focuses on just a few
tor, Smilehood Media products but high
quality, making a difference in the market.
Silvana D’Angelo, director: ‘With the
animated series Plim Plim we close dealsinItaly
and India, which will give wide circulation. All
this added to the partnerships we have with
major companies to boost 360°businesses such

PRENSARIO INTERNATIONAL

and Discovery Family USA, the series has a
mass appeal that lies in its positive message
for the little ones. ‘It is not just a series, but
also a multiplatform content (TV, theater,
merchandising, music and apps). Soon, it will
be on air in India, Turkey, Israel and Italy, and
areveryadvancedin Spainand France’sheadds.

Co-produced between Onceloop, Coca-
Cola TV, Warner Chapell and Framezero
with original idea and musical production of
Sebastian Mellino, and executive produced
by Sergio Pizzolante, EVP & GM at E!
Entertainment Television, the teen musical
series Wake-up premiered last November on E!
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Ttaly and France. The 12, s AN WL
taly and France. The k_*m? %

first season has 13
episodeswith 56songs),

PUSH YOUR STARS

explains D’Angelo. Plim Plim, multiplatform

‘After the great

success at social networks, the comedy
According Roxi released its first book and it
will be shot for TV, which will be available
worldwide. It is about motherhood that has
become a cult series for the female audience.
These three products, thanks to Cinergia
Dubbing (Lilian Hernandez), were translated
into English and French for buyers in the world),
completes the executive.
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INCAA: THE NEW MEDIA LANDSCAPE
IN ARGENTINA, FOR THE INTERNATIONAL MARKET

Lucrecia Cardoso,
president at the National |
Institute of Cinema and
Audiovisual Arts (INCAA,
Argentina), describes to
PrENsAaRIO: ‘Since the LAy
adoption of the Audiovisual i
Media Law in 2009 and
the adoption of the ik
Japanese-Brazilian standard
(ISDB-Tb) to implement
the Argentine digital TV
platform, INCAA started a transformative
process with the National State as engine of
development, betting on a new TV model,
which express the cultural diversity of the
country and all the territories that comprise it’.

‘We are deeply working to build a new map
of the media sector. We advanced many stepsin
the promotion of new productionsbut thereare
still many challenges ahead. We have to think
in a new business model posed by the law and
we know that there is much to deepen’

According to Cardoso, the reality of the
local industry has changed but, thanks to
the federalization of the production and the
promotion of international co-productions
‘unique goals’have been achieved. ‘The resultis
thegeneration of more than 1,000 hours content

INCAA TV, PROMOTION OF NATIONAL FILMS IN ALL GENRES AND FORMATS

INCAA TV (Argentina),
the 24 hour TV cannel of the
National Institute of Cinema
and Audiovisual Arts, has as
a main priority to promote
national films in all genres and
formats, as well as including
Latin American film series and
special presentations of relevant |
ﬁlmmaking worldwide. Eduardo Raspo,

This promotion and broadcast
endeavor, which INCAA has been developing
in other areas, falls within the specific powers
both granted and required by the Cinema
Law, making INCAA TV a potential key tool
for accomplishing this goal. In short, the

Lucrecia Cardoso, president at INCAA

director of INCAA TV

™, fortelevision per year,

apart from the

She enumerates
the main
characteristics of the
industry: ‘There are high
quality technical equipments
and highly skilled professionals, as well as a
vast territory, diverse climates and landscapes,
which makes Argentina an attractive nature
scenery for co-production and ambitious
projects.

INCAA assists to MIPTV to promote the
audiovisual sector. ‘We arrive to Cannes with
many animation products, aimed to what the
market nowadays is requesting and requiring;
many of them were conceived and designed for
multiplatform. We want to be different in this
segment of business: Argentina is a country
where every year the market launches one
teen/youth product, so we are very specialized
in developing these kinds of programming’.

Cardoso continues: ‘By participating in this
market, we give the possibility of expansion

channel represents an important
link for the film industry; for the
long-term, a sustainable chain
to support the growth of the
public media system, that takes
all Argentineans into account.
Eduardo Raspo, director,
explains: ‘Our main goal of 2014
in Argentina has been to enter on
Cablevision’s grid. Itis thelargest
pay TV operator of the country, so
tobe thereisakey factor to have a mainstream
exposure. About product, this year we will
continue recovering films, remastering them,
and organizing new national and international
cinema seasons. We are involved in very

~ benefits we give

| to producers
that do co- IN C ﬂ A
productions in
Al L) ISTITUTO MACIOMAL DE CINE
rgentlna' ¥ ARTES ALUTROVISUALFS

to small and medium audiovisual
companies. Small firms from
. all regions of the country are
attending the market; they

showed excellent coordination
and joined work with the State
and between different areas of
government’.
‘Notonly TV contentis changing,
butalso the way we think that production
is sustainable, and how it identifies and builds
abusiness model. At MIPTV, we are focused in
generating new businesses and bringing new
screens for these new content. Itis also essential
to think that this is a reality to build the new
map of communications,and moreimportant:
we assist to see the results of the work of recent

years, which is very encouraging to continue
on this path’.

Lucrecia Cardoso with German Calvi, manager of
content promotion for TV, Internet and Videogames

positive growing
trends, that must

be consolidated’.

Among the main titles of INCAA TV
schedule are Leading men, Frontiers, Cardinal
point, Camera lucida, Outlaws, Life brought to
light and One we all know, combining author
cinema with very commercial movies. Raspo
concludes: ‘Apart from national films, we
program international movies, we have stable
acquisition deals with important worldwide
providers. Our commitment is to post the
quality cinema all in all, to make our channel
as attractive as possible and to set up two
way relationships between Argentina and
the world”
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KESHET: “EDGY MAINSTREAM "

‘After 10 years of running A Star Is Born, the
first and very successful music talent show in
Israel, we felt the need for something different.
What was exciting and innovative ten years
ago became predictable and out-dated. So we
took a very bold decision to end that show,
and go back to the drawing table and come
up with something completely new: together
with Tedy Productions we brainstormed ideas
every week for more than a year and eventually
created Rising Star’

Keren Shahar, Head of Distribution &
Acquisitions, Keshet International, tells to

PRrRENsARIO how it was
| born the fastest-selling
talent show format,
now sold to over 25
countries globally.
The first international
version of Rising Star
premiered on Sunday,
April 6 on Globo’s

prime time (Brazil).
ABC (US) version
of the show will air
in summer and is
available to buyers at
: MIPTV as a finished
Boom!, new 10-episode tape.
format at MIPTV ‘It has broken

BootH #R8.C9

records for Keshet Channel 2: it was #1 in the
weekly charts 10 out of 15 weeksitaired, it never
experienced a “mid-season drop” and finale
peaked with a 40.3% rating and 58% share.
More than 10 million votes were cast through
the app, which was downloaded more than 1.5
million times (there are just over two million
TV homes in Israel)’, adds Shahar.

‘The level of second screen activity was
totally unprecedented, 10 times higher than
ever recorded in the country. The show allows
viewers to be so engaged in the show that they
watch actively on the edge of their seats, rather
thansittingback and letting the eventsroll over
them. Theyarenotjust viewers—theyarejudges.

Regarding Israel as a hot hub for formats,
the executive concludes: ‘We have embraced
the great domestic talent pool and given them
a platform for ideas with huge potential, but
which may be risky and unique. We like to
provide content which falls under the umbrella
of “edgy mainstream” which has wide appeal,
but isn’t formulaic. The combination of our
demand for this kind of content and the
fearlessness of Israeli talent has been very
successful both in Israel and abroad’

At MIPCOM the distributor is to unveil
Boom!, a trivia TV game with the potential to
drive the game show genrebackinto primetime
around the world. Due to air on Channel 2

Keren Shahar, Head of Distribution & Acquisitions,
Keshet International

Israel at 9pm from early April 2014, it fuses
the drama, intensity and thrill of ablockbuster
action movie with the high-octane fun of a
video game. It is also exhibiting the high-
rating children’s talent show Masterclass;
Israel’s most viewed scripted series, romantic
comedy She’s With Me; the highly anticipated
new comedy Easy Money; touching drama
The A Word and the breakout, international
scripted property upon which the Homeland
was based, Prisoners of War.
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Rising Star was
sold to over 25 countries
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FiLmax: Focus oN THE REp BAND SocieETy  BANIJAY EXPANDS

Filmax (Spain) exhibitsat MIPTV the second season Banijay International (UK) is one of

of its top drama series The Red Band Society about the most dynamic format producer and
the friendship of a group of kids in a hospital, whose distributor: from the creative European
first season has been sold in Europe, USA and Latin production network to the world. Karoline
America,where Telefe recently premiered in Argentina. Spodsberg, managing director, explains:

Season 1 wasbroadcastin Antena 3 with an average ‘Latin America became a strategic region

market share of 20% and ‘help to close more sales), for our expansion plans. We feel that the

q ] : ] g . Karoline Spodsberg,
accordingto IvanDiaz,head of international business. objectives set some years ago are now managing%irectorg

lvan Diaz, head of ‘AtRAI (Italy) the season finalereached a26% of share, becoming true’
international business  in France the series was shown .

at Numero23, Beta bought the series for Germany, n"\
Scandinavia and Baltics. Also, the series was optioned f
by ABC (USA) and sold to TV Azteca (Mexico),

One of those milestones was the great success of Opposite Worlds:
originally from Canal 13 (Chile), the format was adapted on SyFy
(USA) and continues travelling across many countries in 2013. ‘We are
really proud of representing

CIS, America TV (Peru), TVN (Chile) and Telefe
(Argentina)’, he adds.

Filmax exhibits the new TV movie Summer
Camp and the Pantelion, the joint venture between
Lionsgate and Televisa. Also the company
highlights Stranded, and the thrillers I’ll die Tonight
and Kidnapped.

PRENSARIO INTERNATIONAL

The Red Band Society, | o
second season
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this format, and we continue
searching for Latin formats
tobe distributed worldwide.
We recently announced
deals in Argentina (Video
Host) and Peru (Mentor)),
Opposite Worlds adds Spodsberg.
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Natalie Osborne,

Managing Director,

9 Story (Canada),

describes: ‘We have

great momentum

internationally, as our

animated children’s

shows travel quite well

to other markets: from

Natalie Osborne, the social and emotional

Managing Director messaging in Daniel

Tiger’s Neighbourhood to the classic gag and

prankhumour of Camp Lakebottom, our shows

have a truly universal appeal’

She continues: “The acquisition of CCI Kids

& Family last year has played a role in this

growth, allowing us to make great strides in

new territories like Latin America and Asia.

The acquisition more than doubled the size

of our catalogue, added new members to our

sales team and led us to attend new markets
like ATF and NATPE for the first time’.

BAND: TAYLOR

MADE CONTENT

Elisa Ayub, director of International Content at
Band Contents Distribution (Brasil), highlights: ‘For
MIPTV we have set the goal to further strengthen our
relationship with existing customers and to attract

Regarding MIPTV, Osborne says: ‘We have a
strong slate, ranging from preschool to tween,
and live action to animation. Preschool shows
include an all-new season and format of the
3D animated series Monkey See Monkey Do
and the adorable series Peg + Cat. For the
6-11 demographic we have new episodes of
the animated comedies Nerds and Monsters
and Numb Chucks. For a tween audience, we
are presenting new seasons of the live action
prank series Extreme Babysitting and game
show Cache Craze.

2014 has gotten off to astrong start), remarks
the executive and continues: ‘We closed a
significant deal with Super RTL (Germany),
which included various programs and totaled
over 70 half hours of content. We also licensed
Daniel Tiger’s Neighbourhood to Nick Jr. Italy,
and Joe & Jack to KiKA (Germany). We also
secured international distribution rights to
Galaxy Pop’s animated comedy Get Ace’

With respect to partnerships, 9 Story has

ManNav MEDIA: ROMANCE

BootH # R7.K28

Daniel Tiger's Neighbourhood, a key preschooler
property, was sold to Nick Jr. in Italy

long standing relationships with PBS Kids
and WGBH (Arthur) and The Fred Rogers
Company (Peg+ Cat, Daniel Tiger’s....). ‘Wealso
have strong relationships with select creators
and producers whose content complements our
offering and fits our brand, both with respect
to quality and entertainment value. Going
forward, we are actively looking to acquire
more third party content, both as individual
shows as well as libraries. We continue to look
for similar opportunities to CCI acquisition
that will help us become one of the industry’s
largest distributors of children’s and family
content, completes Osborne.

AND DRAMA

Mannam Media (South Korea) exhibits
at MIPTV aslate of drama series headed for
the historical drama romance Empress Ki
(50x’75),about love and political ambitions

new partnerships with various platforms of most Elisa Ayub, director of between the two countries.
of those present at the event. We want to establish International Content Flame of Desires (50x’75) tells the story of

ourselves as a leader in the international content distribution’

Over the top of the catalogue is Natdlia (13x’26), a series that follows the journey
of a religious girl and the daughter of a rigid priest whose life changes when she
is discovered by a major modeling agency. Regarding entertainment, it stand the
comedy Panic (26x’60) and the series The Amazing Professor Ambrosius’ Mansion
(26x’5) with a funny teacher as presenter. Band also presents the special Rio Negro
(‘86), a documentary that takes the viewer through the sights of the rivers of the
Amazon, narrating the stories of the people who live along the river, exposing lives

where an artist and a popular actress get

success and devastation of a chaebol family

Empress Ki

involved in ascandal.In Generation of Youth
(24x’75) aboyloses hisfatherattheage of 15
when a Japanese soldier shoots him during
the Japanese occupation of Shanghai in the
1930s. But instead of finding justice, he is
accused of his own father’s death.
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and adventures Brazilian people. Starring Yoon Kye-sang, The Full Sun
Regarding realities, Ayub recommends The (16x’75) follows a hardworking student who
Challenges of a Brazil you do not Know (13x°26), wants an honestlife for himself. That is, until
a series that shows the colors, festivals, regional he accidentally gets entangled in one of his
challenges and unique stories of the most remote father’s heists the night of a glamorous jewel ~ Flame of Desires
corners of the country, The Team (26x’45), Police exhibition opening.
Operation (28x°26 first season/13x’45 season 2-5) Lastly, Mannam Media highlights the drama Very Good f ! Eﬂl’uhﬂl
and Homicide Division (13x°26). Finally there are Times (50x’75), where a smart young boy from a poor family
the series Way Beyond Fear (4x’30) and Kick Off ~ background became a successful prosecutor and comes back
(26x°15). to his hometown for the first time in 14 years.
Natélia
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ARMOzZA FORMATS, NEW DAILY

Armoza Formats
(Israel) continues
surprising the
market with new
deals in Asia and
Latin America,
the regions the
distributoris putting
special emphasis. Avi

Armoza, president,

Avi Armoza, CEO at Armoza Formats ~ describes: ‘We have

been creating strong

and strategic partnerships in those territories

where there is a huge appetite for formats and

where the flexibility that we can provide ensures
great collaboration opportunities’.

At MIPTV the company brings a selection

EYEwWORKS DISTRIBUTION

Meet the Frockers My Mom? (90)

EyeworksDistribution (Netherlands) highlightsat MIPYB the new
lifestyle format Meet the Frockers (‘30) that follows the rollercoaster
worlds of three different bridal stores, as well as the scripted drama
De Ridder (‘60), available as format & finished program. The
company also highlights the travel adventure production The Great
Food Race (‘90) and the entertainment show Who Wants to Marry

of game shows and formats, and hihglights
Celebrity Battle a’90 or ‘120 format for prime
time where 8 celebrity singer-producer duos
compete to find the country’s Ultimate Music
Duo. Each week they are challenged with a new
genre that will test their musical range. In the
daily-stripped format Runway in my Closet
(°’30-"60) each week 3 upcoming designers are
challenged to turn shabby and worn items into
chic outfits, competing against each other and
putting their design skills to the test.

Other top titles of the company are Born To
Win (°30), the new game show where little ones
winbig,and Pull Over (°30), the new on-location
game show that proves being pulled over by a
cop doesn’t have to ruin audience’s day.

‘In China, crucial territory for the company;,

BootH # H4.32
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Celebrity Battle

we had recently licensed a trio of formats to
CCTV, in partnership with Beijing Century
Media, including factual format House Calland
game show Extreme Wedding Album while also
re-commissioninga third season of the popular
game show Upgrade’.

Lastly is The Final Cut-Down (’30), the
new daily-stripped format where each week 5
hairdressers from a different city will compete
to give one lucky passer-by a completely new
look in just 3 hours.

FIRST TURKISH SERIES

TO LATINAMERICA

Global Agency, one of the major Turkish distributor, solde
the series 1001 Nightsto Mega in Chile, which premiered with
over 11 rating points and a great reception from the audience.
Originally called Binbir Gece, Kanal D broadcast the series
between 2006 and 2009, and it has been on air in more than

45 countries globally.

THE SUCCESS OF THE SPANISH CONTENT

The Red Band Society,
to be adapted in USA

Old bridge’s secret, sold in
several European territories

PRENSARIO INTERNATIONAL

Under the organization of ICEX and the
collaboration of FAPAE, Audiovisual from
Spain arrives to MIPTV once again to introduce
new developments in all genres and the birth
of new Spanish firms. During the event,
Spanish companies introduce a wide range of
developments and announce major agreements
in Latin America.

Spanish content is crossing a very good
commercial period. Based in the series from
Filmax, the Italian version of The Red Band
Societyis giving good response from theaudience
in RAI and in USA Steven Spielberg Amblin TV
and ABC Studios are preparing an adaptation
of the series.

Old bridge’s secret, from Boomerang TV was
soldinItaly, Croatia, Slovenia, France,Macedonia,
Montenegro, Serbia and Ukraine. El tiempo entre
costuras is in negociation in USA, Colombia,
Mexico and Chile, among others. Mediaset
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Espana fictions arrive to the Latin market
even before its premiere in Spain: Dreamland,
Hermanos and EIl Rey have been acquired for
DirecTV Latin America for its emission at
channels OnDirecTV and OnDirecTV HD.

Aftersweepingintermsofaudienceat Telecinco
with almost 4 million viewers and a 22.2% share
Nirios Robadoswillbe offered through M6 France,
Mediaset (Italy), and in Russia and other ex-
Soviet states of Armenia, Azerbaijan, Belarus,
Estonia, Georgia, Kazakhstan,Kyrgyzstan, Latvia,
Lithuania, Moldova, Tajikistan, Turkmenistan,
Ukraine and Uzbekistan through Sony Pictures’
channel AXN.

Other top Spanish series in the international
market are Isabel, sold in over 20 countries, Los
Misterios de Laura (Boomerang TV) and Vivo
cantando (Grupo Secuoya), emitted in China,
Brazil, Colombia, Venezuela, Bolivia, Paraguay
and Chile.

BootH #R7.J11

SECUOYA LAUNCHES
THE SHOWER

Secuoya Content Distribution (Spain)
presentsat MIPTV anew format slate,along
with a larger catalogue for distribution and
a clearly defined goal: to show that 2014 is
the year that the internationalization of our
business model sees the light.

Amongsome of the novelties is the musical
talent show that will be filled with humor:

The Shower,which isa complete turnaround

Vanessa Palacios,

of the more traditional programs of this
Content Manager

genre, thanks to its unique staging in which
the less fortunate contestants will end up under the shower.

Contestants participating have to sing a song while standing under
a shower placed in the middle of the stage. The jury’s verdict reside
with the audience, who will use an app in order to decide whether the
singer deserves to leave the shower and complete their performance
on stage as real artists, or
whether they are doomed
to being “shower singers”.

Secuoyaisalso offering
successful shows from

last season, such as Vive
Cantando, a musical
show that has become
a benchmark in terms
of production and a hit
The Showe, new format at MIPTV ~ with viewers in Spain,
and Wicked Chef, Miss President, Carmen the Captain, A
Journey to the Past and Ainus, paths to the memory, which make
up a catalogue of over 400 titles and approximately 3000 hours of
ready-to-use footage.

Inaddition to working on the distribution of the group’s audiovisual
catalogue, Secuoya makes the most of its presence at MIPTV in
order to strengthen its international position and continue building
alliances for its international network of contents production.

Booth# R7 L15

RTVE IN ULTRA
HicgH DEFINITION

Radiotelevision Espaiiola (RTVE) is
the largest audiovisual group in Spain with
eight national and international channels
and offers at MIPTV thousands of hours of
programming to the international market,
lead by Rodolfo Dominguez, commercial
director, Rafael Bardem, deputy program
sales director, and Maria Jesus Perez,

deputy channel sales director.
The distributor highlights the he
international channels TVE and Canal 24

Rafael Bardem, Head of
Programmes Sales
Horas, and also the new high end production:
El Prado, a passion for painting,a documentary
in Ultra High Definition (4K), that invites the
audience to enjoy a magical visit to the halls of
one of the most famous Spanish museums. It will
definitely revolutionize the audiovisual market.

Also,RTVE presents the new format Together
that combines solidarity and entertainment, I’
and in which we will witness moving stories
of effort and triumph, of generosity, of love

and of struggle. .
’ . . - The second season of /sabel is
Regarding series, Isabel is still one of the gl ong of the most sought on
most sought on the international market, the international market
having sold the first two seasons in more than 25 countries. Historical
content with excellent screenplays with the capture of Granada as one of
the main plotlines in the second
seasom,explains Rafael Bardem,
Head of Programmes Sales, and
* concludes: “The detective series
' Mom detective, sold to NBC,
" and Inspector Lebrel, and the
popular TV format Knowing
and Winning are some of our

Prado, a passion for painting ~ highest stake this year’

AUDIOVISUAL

FROM
SPAIN

> MIPTV’14
STAND R7.J11

www.audiovisualfromspain.com
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Dori MEDIA, FOCUS ON ENTERTAINMENT

Dori Media
Distribution
(Switzerland)
brings to MIPTV
a varied catalogue
of entertainment
formats, a genre
the company is
specializing. Also,
it highlights its
drama, police and

Nadav Palti, President &
CEO, Dori Media Group teen series.

Heading the catalogue is the reality show
Power Couple that shows eight couples moving
into a village for 6 weeks facing in each week
extreme challenges. AHA! Experience is an
entertainment quiz show that wants to find
out not what you know but what you see and

Taste of Love combines two of the greatest

MGM: FarGo

MGM Holdings Inc. celebrates the 90th Anniversary

of the founding of Metro-Goldwyn-Mayer in 2014, as

it continues to focus on the production and distribution

of film and television content globally. For MIPTV, the

companyislaunching the stellar new series Fargo (10x’60),
inspired by the award-winning film and featuring an all-
new “true crime” story. Itis produced by MGM Television
and FX productions for FX in the U.S., and was recently
acquired by Channel 4 in the UK. Liz Levenson

ReD ToucH: ‘A SPACE TO LEARN ABOUT THE MARKET'

Red Touch Media (USA)isa
media company that connects
content owners, advertisers,
retailers, and consumers to
premium digital content via
the world’s most innovative
distribution platform.

Jon Accarrino, CMO at Red
Touch Media, describes to
PRENSARIO its business model

BootH #12.02

human passions: the passion
for good food and
the passion for love.
Otherentertainment
top titles are the
game show Mission
is possible and the
talent show Win the
Crowd..

Regarding series,
theslateisheaded by the drama Shtisel (12x°45),
where a bachelor and his widow father share

Taste of love

an apartment, a cynical humor and a quest for
love and a little motherly warmth in the cold
world of god.

In each episode of the comedy So Where
Were We? (8x’30) a cast of main characters
find themselves in a differentlocation or venue
where things don’t go as planned. Little Mom

GRB: Liz LEVENSON

the biggest brands in North America
into one location and creates a great
networking opportunity for everyone’

‘Instead of being inside the
ballroom, we chose to take over the
lobby area at last Natpe edition. It’s a
much more relaxed space and gave us
the freedom to create an experience
relevant to the Red Touch Media
brand. Natpe attendees who visit us

and the actions taken in the  JonAccarrino, CMOatRed  could sit down and recharge both

Touch Media
last edition of Natpe Miami:

‘Our model is simple: We partner with content
creators to both supply premium content
through our platform as well as help them
manage and distribute their content.

‘Natpe was great event for us. It gathers all of

PRENSARIO INTERNATIONAL

themselves and their content devices
at our Recharge Lounge while getting demos
of our white-label technology platform.
"Attendees also get an opportunity to watch
contentindustryinfluencers getinterviewed for
our popular video interview series, The Future
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Power Couple, new reality show

(13x’30) isascripted comedy
that reveals the harsh truth
of life after having kids.

Lastly are the telenovela Enigma (150x’30 or
75x’60) and the second season of the teen series
Galis (116x°30), where a mysterious donation
sends threelucky foster homeXkids tojoin “Galis”,
an elite summer camp in a faraway forest. While
at first they struggle to find their place amongst
stuck-up kids and twisted love triangles, they
soon discover it wasn’t luck that brought them
there, but a sophisticated scheme that leads
them on a larger than life adventure.

Liz Levenson was confirmed as the
new director of International Sales &
Acquisitions, by GRB Entertainment
(USA) SVP International, Michael
Lolato. ‘GRB slate is diverse and
intriguing, and appeals to viewers
around the world’, remarks the
executive, who has a decade of
experience in the business.

of Content. On the series
we ask professionals who
manage, produces,market
and distribute content, to
share what their individual
organizations are doing and what

they have planned for the future, explains
Accarrino.

‘We've published over 200 videos with top
executives from some of the industry’s biggest
brandsincluding TiVo, Turner,NBC,The New
York Times and AOL. The series is part of our
brand journalism strategy and it has been an
eye-opening experience. In just a year, we've
heard some amazing insights from everyone
from Star Wars creator George Lucas, to Natpe
president, Rod Perth’, concludes.
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Castalia Communications

Contenidos que impactan.

“Muestro rencvado portafolio de contenidos asegura un valor
agregado a las grillas de programacion de nuestros clientes, ya gue
con 22 afos de experiencia en el mercado y el know how en venta
de canales, nos damos paso a seleccionar los mejores contenidos
internacionales para venta y representacion en Estados Unidos y
Latino América”, Miguel Torres Bohl, Vicepresidente y lider en el
area de distribucion de contenidos comparte los titulos que estan
manejando en el mercado y la gran aceptacién que han tenido, “La
variedad de titulos que manejamos permite estar en diferentes
pantallas con lo mejor de la cultura, animacidn, novelas, ciencia
¥ tecnologia. Sabemaos que la demanda televisiva es cada vez
mas fuerte vy por ello seleccionamos contenidos que cubran las

necesidades de los televidentes”,

Castalia Communication Corp. destaca en MipTV un variado
catalogo de formatos, animes, documentales y series en los que
incluye:"Go Green” y “Motorcycles” para llevarnos al mundo
del autormovilismo del futuro al mundo de las dos ruedas de
Motaorvision. Adentrandonos en ciencia y tecnologia presentamos
series como: “"How Tech works”, “Mighty Planes” y “"Nerve
Center”, que nos atrapan con su contenido sobre: la ciencia detras
de los grandes inventos tecnaldgices, el magnifico mundo de los
aviones, y la compleja y estadistico funcionamiento de las grandes
sistemas aeroportuarios, teatrales y grandes maquinarias; todo
ello de la mano de EPI Canada el brazo productor de Discovery

Canada.

Q

CASTALIA

CONTENIDOS QUE IMPACTAN

Acercandonos al mundo del animé v cultura con “The legend of

MNezha": basado en los valores de la amistad y perseverancia
para los pequenos de la casa; ademas, orientarnos al cuidado del
cuerpo y mente con la serie “Yoga”, que con 34 capitulos muestran
los mejores paisajes en China; v que decir de los adelantos en la
construccion con “China’s Mega Projects”™ el documental sobre 5
de los magno proyectos de ingenieria mas importantes de la China,
ambos con el sello de garantia de CITVC; hasta conquistarnos como
en épocas antiguas por el estdmago con las sensacionales series
de cocina: “Sabor Perd”, “Mar y Fuego” y “Dulce compafiia” de

calidad peruana de renombre internacional, del canal FUSION.

Finalizando con 5 series de MUSEUM HD del canal francés
PurescreensHD como: “WithintheFrame: (1x207)“el programa
que revela los secretos de célebres obras maestras hechas por
grandes pintores famosos; "Anhourwith: (4x60°)" muestra
la retrospectiva de las mejores obras de un pintor célebre de
la época, iniciando desde los bocetos hasta llegar a las obras
maestras finales; “Masters & Composers: (4x607)"Un magico
encuentro entre pintor y compositor de una misma eépoca,
nunca antes creada; “Exhibition: Impossible: (4x607 ) crea una
exposician tematica de arte que no podria existir en el mundo
fisico y “PhotoBooth: (4x607)" fotdgrafos extraordinarios que
invitan a descubrir sus imdgenes instantaneas de momentos que
enmarcan nuestras vidas y que lo transportaran a los museos mds
grandes e impresionantes del mundeo, donde se encuentran las mas
grandiosas obras maestras, todas ellas en alta definicidn para no
perder de vista ningln detalle, jes como estar ahi, pero visto desde

la comodidad de tu hogar!.

Contacto de Ventas: Miguel Torres-Bohl, VP Ventas y Marketing
miguel@castaliacom.com | Tel: (+51 1) 348-7800 | Cel: (+51) 99*824-7487
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ARTEAR: SERIES
AND DOCS

Artear International (Argentina) highlights
at MIPT'V region a good variety of series with
twist for late prime time, as well as telenovelas
and documentaries.

Amongthehighlighted productsis The Brave
Ones (218x’60), a telenovela that narrates the
story of three brothers who take the law into
their own hands against the most powerful
man in town. In Compulsive Times (14x’60)
Luciana Equrrola, Senior an experienced doctor is responsible for
Sales Executive treating a group of outpatients with diverse
severe aliments. And Wolf (55x’60) tells the story of the seventh son of
a seventh son, who after his 30th birthday, during full moon becomes
half man, half wolf.

Another top product from the distributor is The Social Leader (40x°60),
which tells the story of a political staffer, a man that keeps his dreams
alive in a very peculiar way: through the political and social work
within a extremely poor neighborhood. It reached an average rating of
17.7 and a 44% of the market share during its emission in 2012, when
it won the Golden Martin
Fierro, the main award of
Argentine TV.

Other new series is
the cooking program
Boulangerie (39x26), in
which two French pastry
chefs reveal different

techniques and recipes different delicacies baked in their
traditional firewood oven. Lastly, the documentaries Hotels and Spas of
Latin America (13x°26) and Legacies (13x726).

The Brave Ones, classic telenovela

BONDIS = ORIGINAL STORIES

BootH #13.21

FALL IN LOVE WITH
CARACOL

Heading Caracol TV International
(Colombia) slate at MIPTV are The Dark
Widow (80x’60), a story about a woman
with an angelic beauty but with very dark
secrets, and The sweetest love (120x°60),
the Colombian version of the Telefe/

LCA format.

Football Dreams is a series about
the lives of four of the most historical
and emblematic Colombian National
Football Team’s players: Carlos _ 4 \ VL
Valderrama, Freddy Rincon, Rene § '
Higuita and Faustino Asprilla. Other
top title is The Voice of Freedom, the -
story of Helena Vargas, a woman .
eager to become emancipated during an The Dark Widow
extremely chauvinist time.

Therearetwo co-productions: The Lord of the Skies—with Telemundo—,
that follows Aurelio Casillas’ journey in his efforts to become the leading
drug dealer in Mexico in the ‘90s; and The Mother in Law —with Sony—,
a joyful comedy where a woman will have to find a way to reshape her
life after an unfortunate experience in USA.

Buenaventura, don’t leave me (2x'60) mixes the rhythm of Latin Music
with the inspiration of mystical music from France . Through four stories,
The White Line (80x’60) reveals the true realities of drug traffic. On
entertainment, The Dance Floor is a talent competition where 16 dance
groups led by 16 experienced Colombian singers will make the audience
dance, and The challenge, a reality in which a number of participants
should survive, live together, and compete in 4 different stages, for a big
price in money.

Mot Just Conteont

DA NEGR A

Introduced to the market in Natpe 2014,
Angela is the news telenovela from Bondis
Entertainment (Argentina) starred by Laura
Esquivel (Patito Feo). The company is working
on it and building interest for a new Latin
America/Europe coproduction.

With great experience in combining live
action and CGI, Angela will be the new
family-targeted success, with a strong musical
component, which will derive in a high visual
impact live show. Bondis authors continue
to work on the script wirting process of DJ
Fredy, an 18-25 targeted series.

The company recently launched Intrepidos, a
variety show on America TV (Argentina) that

PRENSARIO INTERNATIONAL

combines licensed as well as original family-
targeted content. The show contributes to
position properties and creating new business
opportunities. Licensed properties—Canimals,
Kambu, Suckers, Ruby Gloom, The Three Stooges,
etc— and original content such as Urban
Magic, live music projects, are coming together
in a variety show hosted by young talents, who
discuss the mostimportant newsin the showbiz,
sports, urban arts and fashion segments, as well
as a section on media, apps and digital content.

For 2014-2015 calendar, Bondis continues
to work on Ser Mujer, a multi-plaform brand
starred by famous telenovela star Carolina
Papaleo. It is a women-targeted property that
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DJ Fredy, an 18-25 targeted series

is growing through social media, to become a
TV andlive show project that deals with all areas
of interest of the relevant target.

Because of 2014 Soccer World Cup this year,
Bondis is developing EI Agente, a reality show
on all the “behind the scenes” material and
everything that goes on around when the
national Argentinean soccer team goes out on
thefield. The projectisbeing developed together
with Guillermo Toffoni, FIFA promotor of the
Argentinean soccer team friendly matches.
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SOMOS, FROM ALL ORIGINS

Francisco Villanueva, VP & COO, Somos
Distribution (USA), explains: ‘We have grown
carefully and always trying to have the product
mix that can support our expansion into new
markets. The entry in a new territory must be
accompanied by content that is appealing to
the programmers in that particular region, or
there is the risk of passing unnoticed, affecting
the company’s long term positioning.

‘We started in the Americas, where we already

Francisco Villanueva,
VP & CO0 had the contacts and the content to have the

impact we wanted at launch. Our experience in the industry served as a

platform to sign relevant partnerships with attractive content providers
and the push towards globalization’.

The distribution agreement with US based companies gave Somos the
necessary content to enter global markets.‘11-11 (Nickelodeon) gave us
an attractive content backed up by a global brand in a genre with global
appeal. Our decision to participate in the business of telenovela scripts
and Turkish dramas also contributed to our global presence, as well as
our affiliation to Sparks Networks, which gave us access to a format
portfolio from all over the world’, he says. Somos also signed agreements
with companies such as Shoreline Entertainment, and
morerecently with Ecuavisa
for the distribution of its
series Secretos.

‘TV drama is still the
dominant presence in
the market, especially the
telenovelas, but genres like
Mixed Martial Arts combats,
Hollywood movies, which has

Secretos, the new series from
Ecuavisa (Ecuador) for international distribution

diminished somehow and
opened doors to independent cinema, and new formats have gained
ground. We are looking to strengthen our catalog in many of the genres
we already manage, as well as expanding our participation in the selling
of formats’, adds Villanueva.

‘We are moving towards Asia, reactivating our relationship with
key players such as CCTV (China). We look to the future with lots
of optimism, given our continuous search for new products and new

BootH # R8E1

approaches to the marketplace’, he concludes.

ResonanT TV: ER

Resonant TV (Argentina) producird la version latinoamericana de ER, la
serie de Warner Bros., que saldrd al aire este afio a través de Fox International
Channels para toda la regién, RCN en Colombia y TC Mi Canal en Ecuador.
La primera temporada constard de 60 episodios, que serdn producidos
enteramente en Colombia. Su versién orig inal, producida para la cadena
NBC en Estados Unidos, estuvo al aire entre 1994 y 2009 con 15 temporadas
consecutivas: tuvo una audiencia promedio de 20 millones de personas por
episodio, yfue vendida adecenas de paises. Obtuvo 23 premios Emmylogrando
ser el programa mas nominado de la historia de la TV en Estados Unidos.
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THE SINS oF RECORD

Record TV Network (Brazil) promotes at
MIPTYV its new series Sins, the story of a family
that arrives to Brazil in the early ‘70s to escape
the police and the financial difficulties of a
Europe at war.

The distributor has also become a leader in
Bible series,among which stands out the latest
Joseph of Egypt (38x°60) that tells the story of a
young man who returns to reclaim the throne |

] .::.'
) Delmar Andrade, director
and save his  of International Sales

people. It was filmed in Egypt and the
Atacama Desert (Chile) ata costof USD
36 million and got a huge reception at

that was stolen

Natpe Miami in January.

Other highlights are the series The
Penny Lady (’45),aboutan abandoned,
uneducated woman who must work
twice as hard to give their children a
brighter future, and Tricky Business

Joseph of Egypt, (163x°45). The most successful series

continue the Bible series in 2013 was undoubtedly King David

(30x°60), released in MundoFox for the U.S. Hispanic with excellent

results of audience: the slot in which it was transmitted (8pm) grew

300% inaudience opening the
door to new titles.

The catalogue includes the
telenovelas Jackpot! (234x’45),
thestoryofagroup of friends
who become millionaires
in the New Year’s Eve; in
Masks (125x’45), a wife of a
rich landowner from Mato

Tricky Business
Grosso do Sul is kidnapped along with her son while returning from a

therapeutic cruise to cure her postpartum depression.

Delmar Andrade, International Sales Director, explains: ‘In addition
to the series and telenovelas of the highest quality that offer this MIPTV
edition, we are starting a new phase in the international distribution
of Record by selling the formats of these same productions. Hopefully
it is having a great reception in the market’.

I-CABLE: UNBELIVABLE — JapAN 13

i-CABLE International Distribution Limited (Hong Kong) is the
sole distributor for Hong Kong Cable TV and for Sundream Motion
Pictures. It has expanded globally, as it has a good understanding of
distribution practices in mainland China, where it has established a
distribution network. At MIPTV it highlights the series Unbelivable
— Japan 13 (13x’60)that visit Japan and introduce the supernatural
and mystery stories spread for decades, and First Criminal II (13x°60)
that analyze terrible criminal cases in Hong Kong in the past, crime
mentality and police investigative skills.
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ZEE. ENTERTAINMENT
AND DRAMA SERIES

Zee Entertainment Enterprises (India)
brings to MIPTV a strong line up with six top
titles to be considered by world buyers. Zunita
Uchil, Global Head- Syndication, describes to
| PRENsARIO: ‘Over the past few years, Indian
. content has made its presence felt and proven
' worthy of world audiences. At MIPTV, we
expect higher demand for premium Indian

entertainment content, be it dramas, romance,

Zunita Uchil, Global Head- movies or formats’
Syndication, Zee Entertain-

‘ . .
ment Enterprises Our main feature is our homegrown format

for DanceIndia Dance (’90).Launched in 2009,
this series spans across four seasons, several variations and has even
inspired the making of a Bollywood movie. We are also highlighting our
compelling drama series, historical programs, food shows, Bollywood’s
biggest blockbusters and some of the industry’s film based events’

Jodha Akbar (200x’30) is the epic love story of the great Mughal
Emperorand the Indian princess: it uncovers some unknown factshidden
in the Mughal history. Shot in
Cinemascope HD, Buddha (52x’60)
traces thelife of Siddharthaand his
evolution to becoming the global
icon Gautama Buddha. It will take

your viewers back in time to his
place of birth, hisroyal upbringing,
his relationships from childhood

till youth, and the pain and joy

experienced through thisjourney.
Zee Cine Awards (‘180) is the Indian film
industry’s first truly global viewer’s choice awards that features live

Dance India Dance

performances by leading Bollywood stars and other amazing acts and is
telecastaround the globe. I Accept (370x°30) tells the story of two families
related by blood and yet distanced by circumstances. Lastly, Dreams of
Adolescence (500x°30) is the story of two cousins who became friends,
but after some family conflicts, it starts to blossom a deeper relationship
between the two.

BootH # P-1.J74

FiIrsT HAND FiLms: LATIN AMERICA

BootH #P-1.J61

ATV: "No BORDER FOR
TURKISH DRAMAS'

ATV was during 2013 the #1 broadcaster j J
of drama series in Turkey with successes 2 ‘
such us Valley of Wolves, Fugitive and Tatar i

Ramazan, which has reached its final,

L

completing 26 episodes, with great success.
After a successful Discop Istanbul, the
company prepares for MIPTV in Cannes.

Ziyad Varol, Head of Sales at ATV
Distribution, explains: ‘Expansion to new

Ziyad Varol, Head of Sales at ATV

markets such as Pakistan and Ukraine

was our focus this past year. We have partnered with new clients in the
Balkan region, which we already had presence in. Middle East maintains
its stable situation but we are expecting it to grow in 2014. Generally
it was a successful year and we can see an increasing trend both in our
market expansion strategy and sales’.

At MIPTYV, the company highlights The Noble of Today, Fugitive, Tatar
Ramazan and Peace Street. ‘In the upcoming days, we will introduce new
drama series to our audience. As we have a vast library size, our classic
series such as Stla and Unforgettable are also available for acquisition’

Sales were ‘mostly focused” in Balkans, Middle East and Caucasian
regionsin 2013/2014, says Varol and he adds: ‘We had a very good start in
2014 and the sales already reached 1/3™ of previous year’s total amount’.

‘Eastern Europe is one of the major markets of our business. We
are already having strong presence in this region. For Turkish drama,
apparentlythereisnoborder tobe clarifyingasithasavery strong presence
in all countries. Surely, there is still room for us to be the first choice of

our potential clients’, he concludes.

s . ——L "l',,,,,-'r,ti

Tatar Ramazan and The Noble of Today, two of the top series at MIPTV

BootH #C15.A1

EcHo BRIDGE:

First Hand Films (Switzerland) introduces at MIPTV Fonko (6x°26, 3x’52, 1x’90),
a brand new music documentary, and Whoopi Goldberg Presents Moms Mabley (54 REALITY SERIES
and ‘72). Esther van Messel, CEO: ‘Latin America is a big and very interesting market,
mostly one language and many territories. In Brazil, we would like to extend our reach chesat MIPTV two brand new lifestyle reali-
beyond the handful of faithful clients such as TV Cultura and Globosat.

She also recommends the documentary series from Norway Death — A Feelgood Spanish network VME: Tu Bebe (113x°30)
Series About Life (5x’52) and the political documentary Sound of Torture (‘58). ‘We and Mi Mascota (40x’30). The distributor is
Esther van Messel, CEO  regularly travel to Latin America to further understand the market, its needs, and also also promoting its English-language series

Echo Bridge Entertainment (USA) laun-

ty seriesin Spanish co-produced with public

its products, which allows us to meet buyer expectations whilst establishing the demands of the The Apartment (18x’60 and 2x’90 season

local audience, viewing habits, as well as seeking out new opportunities, concludes.
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finales), from Singapore.

DISTRITO
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ASIA PACIFIC -
MIDDLE EAST - AFRICA MORE ATTENDING BUYERS & PRODUCERS

Jin Jue, controller, Shen Jijun, deputy con-
troller, and Zhang Jingwei, deputy secretary
of CCTV China, with Ma Runsheng, general
manager of China International Television

Corporation (CITVC)

CCTV China: Zhang Jianxin, Luo Ming, VP,
Sjen Jianing, and Li Qingging

China top networks: Summer Zheng, director of Formats, Strategy China top new media players: Sara Yi-Lun
Development Centre, Zhejiang Satellte TV; Beryl Yan, Head of Yen, director of BD, APAC at Viki, and Sunny
Programme Strategy, Hunan Satellte TV; and Xiaowei Yin (Vivian), Chief ~ Zhu, Chief Content Officer, Youku Tudou

representative in the UK, Star China

" I - J - I - r i, I . :

o .' i \ | ; LA "
Maggie Rhodes, Director of Global Acquisitions & Co-Productions, National Geogra-  Singapore: Lee Soo Hui, Head of Media Business Eg&g%ggﬂiiﬁg';ﬁ ,F\Jﬂrglg‘lq"igpg\”‘v‘é'#
phic Channels (UK); Junko Ogawa, Head of Global Content, NHK (Japan); Michele Unit, Starkub, and Shenthil Ranie, Content Mediacorp, Singapore: Chan Lon Jon 5 ] ’
Schofeld, SVP, Pograrming & Marketing, A+E Networks Asi, Sngapore and Chen  Licensing Manager,Enfetainment, Samsung ety CI?O Vlgto?-la Cheng; %oy Oglby— b ;emor acquisitions manager, Dapréne
Xiaoging, Documentary Director, CCTV Documentary Channel, China Tan, VP programmings; Esther Wan, VP ang, manager, programming, an

Ryan Shiotani, VP P i
Marketing; and Lim Suat Jien, EVP Lt ey

Indonesia: Lydia Razali, section head of marketing RCTI, leading Indonesian
and services, Estheresia Elisabeth Monika, broadcaster: Filriady

The Philippines: Macie Imperial, head of program

international manager, and Zafira Shareef, head Kusmara, acquisitions ABS-CBN, Philippines: Pia Bacun- acquisitions, Creative Programs (ABS-CBN); with

of international media licensing, from Trans TV, manager, and Devi gan, sales manager, Evelyn “Leng GMA: Viicky Rivera Pacis, sales; Redwie Magno, VP
with Haryani Suwirman, manager of international Noviana, Head Section of Raymundo, VP integrated program drama productions; Cecille de Guzman, manager en-
acquisitions, SCTV, and Hendra Respati Saputra, International Acquisition acquisitions and international distribu-  tertainment TV; Roxanne Barcelona, VP international

tion, and Rachel Simon, acquisitions

Gsearch & development manager at NET Media

annel 7, Thailand: Suriyada Kachenchal,
acquisitions and right management, Krissada
Trishnananda, head of international program
acquisitions, Nichamon Puavilai, acquisition
executive, and Penduan Wattanachtkanun,
international program acquisition

Kompas TV, Indonesia: Julie _@ ' : o~ O '
Wibowo, program acquisition P ﬂq, i &= IR - B | /o it 4

- N ? - ) K. B
A - s t‘

manager, and Ayu lvonne Khania
Utami, acquisition section head
3 | [ i ! x
& =N ; = P f J'g-?,.

Khamdy Bounleutay, programming executive, Laos National Television; Marcel
Gomez, senior program manager, AIB (Malaysia); Surasak Hunsachalegkon,
senior program officer, NBT (Thailand); Khuay Atitya, programming, TVK
(Cambodia); David Pandarakannu, assistant programming manager, Television,
Viasantham (MediaCorp, Singapore); and Sariman Bin Abdullah, secrefariat,
local program, RTM (Malaysia)

Dinh Thi Nguyet Anh, program acquisitions mana-
| ger, and To Anh Nguyet, CEQ's assistant, Today TV
(Vietnam) with Jahaliah Hasan, manager acquisi-
tion, TV3 (Malaysia) and Lway Soe Soe, strategy
and planning promotion, MRTV-4 (Myanmar)

RTB, Brunei: Hajah Amnah Haji

Othman, channel manager [
RTB2 & RTB 3 HD, and Hajah
Mastura Haji Abdullah, acquisi-
tion executive

True Vision, Thailand:

NTK, broadcaster of Kazakhstan: Talgat Global Media Partner, distri-

Dairbekov, advisor to GM, Saida Igenbek, ~ Channel 7, Kazakhstan: Assel butor from Kazakhstan: Serik éttaphon N%Béingtxartl%f?hief
general director, and Gulnara Sazanbaeva, Nukisheva, program director, and  Saliyev, general producer, and r%gr(lam gnﬁ ontent Otficer,
program director Ainur Nussipbekova, chief content ~ Bezkat Kaldygaliyeva, acquisi- an lS?Pl asnvoﬁrcg, mé}tj
acquisitions & sales manager tions manager nager of Frogram Acquisitions
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CJ E&M, Korea:

Kim, Han, Park Ho Sik, Chief

Asian buyers: Dave Lee; Gae Yong, Fox producer drama team?, and Kim, acauisitons;
Channels Corea; Shin Bong Kang, Disney with Korea HD Broadcasting Corp.: Becky Bask,
Korea; Sun Moon, Fox Asia; and Josh Ha, acquisttions ma
from Disney Korea Bagk

Australia: Hanna Barnes, head of program-

Star TV, India: Dharmesh Gandhi, content strategist, Nicole
Sinclair, sales for Asia at CBS; Akhil Mehra, commercial;
evin Vaz, English cluster; and Rasika Tyagi, content for

Brianne Bonney, sal

nager; Abel Shin and Christine

Jongsun Na, senior
acquisitions manager, Park
Man-Young, drama director,
both from KBS Korea; with
Se-Ung Kim, president of
Kim Media, Korea

Korea in America: Dong Peel Yoon, MBC; lljoong
Ki, KOCCA; Ines Kyunghee Kim , KBS; Xavier Aris-
timufo, Telemundo; Eduardo Choi, KBS; Nahee
Kim MBC; Lee Seung Hoon ABMedia

Paul Anderson, GFO, Honk Kong, China: Sissi Law,

Honk Kong: Ko Ping Yeung, director, and Lanny Albina
Huang, president, Promo Group TV (regional distributor)
with the broadcaster TVB: Ivy Nale, senior program
officer, Nancy Lai, program division

Z

Duane Hatherly,  ming and commissions at Foxtel, Alison and Matt Mcarath, developer manager, Youku
general Baker, senior acquisitions manager, Australian  chief brand officer, TV; Nancy Wang, ITV Studios;
manager, Broadcasting Corporation (ABC), Dan Ed- both from Network Maggie Xiang, acquisitions,
lifestyle, Foxtel  wards, sales executive of [TV UK, and Patricia  Ten, Australia Youku TV

@straha) Phillips, acquisitions at Foxtel

) Afghanistan: Abdul Raouf Oria, deputy Fox International Channels: Francesco Denti, head \
| channel manager, and Hayat Yaghubi, of entertainment channels, MENA; Harry Teper,
. | channel manager, of 1TV (borders) senior director and head of International content and
2 ‘ l |' with Amac Us, Kanal D (Turkey) creative services, Hong Kong; and Rohit Tharani,

IRIB, Iran: Gh. Ali Ramezani, presi-
dent, and M. Mehdi Yadegari, head
of acquisitions

programming manager, head of Fox and Star Movies,
The Philippines

More Middle East buyers: Mohamed Ali Dashti, execuive director, Al Egypt: Sheren Magdy,

les director at Global Agency, with

| Al Jazeera
Documentary
Channel (UAE)

Algerin TV (Algeria); Nassima Boudi, commercial responsible, Euro-
(ata Worldwide; and Tony Kassouf, Cable Arab Network, Lebanon

i

Middle East: Abdullah Hammoud, Media
Audio Visual, Syria; Mohammad Yaghi,
CO/general manager, Middle East Media,
Jordan; Ibrahim EI Massri, City RT, and
Awni Al Lababidi, Founoon Film (UAE)

Salm Media Group (Kuwait); Ahmad Assaad, general supervisor, Libya

Middle East: Sarkis Semaan, COO of the producer Sync, Rugaya
Abdulla, acquisitions at the broadcaster Abu Dhabi Media, May
Nassur, CCO of Sync, Shereen El Meligi, head of programming
at Abu Dhabi Drama channel, and Dania Barghout, project
manager of TV at Abu Dhabi Media J

general manager, Stars,

Mo Abudu, Rawland Okorie executives from pan regional pay TV platform OSN Awalan TV (Lebanon); Mohammad A--Ghamdi, chairman, Saudi Arabia  and Eslam Mosaad, senior
Chairman & CEO,  MD/CEO, ' (UAB): Ozge Conduroglu, acquisitions, Aya Medhat, Producers & Distributors Association (Saudi Arabia), Albert Haddad,  acquisition executive,
EbonyLife TV, Equity Concepts digital executive, Nuha Mohieddin, acquisitions, and  CEO, Arab Media (Jordar), and translator Mohamoud Darwih Arab Radio and Television
kNigeria (Nigeria) Ibaa Halal, acquisitions executive Network (ART)
( 3 Asim Kan, head  Africa and West Asia: Waleed Shalaan, content sales manager,
gy o y of acquisitions,  Rotana International (Eqypt); Lyes Belaribi, acquisitions manager at | *S+
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ASIA PACIFIC -

MIDDLE EAST - AFRICA

SPeciAL REPORT
MARKETS

Despitesome country-to-countryspecificities,
Australia and New Zealand show a common
enthusiasm for local and original TV content.
Whilst in 2013 Australia registered a stable
average daily viewing time of 3 hours and 21
minutes, unchanged since the previous year;
New Zealand was on a downward trend, with a
daily time spent in front of the small screen of 3
hoursand 6 minutes (12 minutesless compared
to the 2012’s score).

Australia’s and New Zealand’s TV markets
are led by both private and public broadcasters.
However, each of these do not have the same
power in both countries. Indeed, Australia’s
TV landscape is led by the private channels
Seven and Nine (which respectively achieved a
regional 15.1%and 14.2% market sharein2013),
while the Kiwi TV market is dominated by the
government-owned networks TVOneand TV2
(TVNZ) which posted a cumulative 40.3% share
last year (-0.9 points vs. 2012).

Whereas New Zealand’s public broadcasters
are losing ground due to harsh competition
from commercial channels, Australian public
networks ABC1 and ABC2 registered positive
results over the year 2013 with shares respectively
0.6 and 0.4 points up from 2012. In both
countries, FTA broadcasters dominate Pay-TV
channelsand gather thelargest share of television
viewing. Moreover, they willnowbe ata turning
pointasthe digital TV switch-off was completed
at the end of 2013.

In terms of TV content, Australia and New
Zealand historically import a large quantity of

Top 5 PROGRAMS OF 2013 IN NEw ZEALAND

programming. In 2013,

respectively 75% and 83% of

new programs launched were finished formats,
most of which British documentaries as well
as US and UK series. Despite representing the
majority of the broadcasters’ scheduling, their
results are not so impressive. In Australia, only
one foreign program (the US hit series Blacklist)
ranked among the top 10 best performing
shows in 2013. The same trend occurs in New
Zealand where the British docu-soap Dynamo:
Magician Impossibleappearedamongthe 10 best
performing programs, yetfallingbehind original
productions and a local adaptation.

Original formats continue to thrive in
their country of origin. Among the 10 best
performing shows in Australia last year, nine
were produced locally and seven were original
formats. Indeed, Australian viewers appreciate
local creations such as the popular reality show
My Kitchen Rules, the recent series A Place To
Call Home and the well-known drama comedy
Packed To The Rafters.

The current 2013-2014 season in Australia
should be synonymous with the renewal of the
national TV landscape, as the expenditure on
the production of local TV dramas has reached
the highest level on record. Broadcasters invest
moreand moreinlocal high quality productions
and aim to rely less on finished formats. Even
if the country is far behind in this aspect, Kiwi
channels should follow in the same footsteps.

In 2013, there were four locally-produced
programs among the top 5 shows of 2013. New
Zealand’s audiences
continued to prove

eurodatgll v MARie-LAURE TRITZ
N\rg

AVERAGE DAILY VIEWING TIME IN AUSTRALIA

Australia

AND New ZearLanp (2012 vs. 2013)

New
Zealand

2013 W2012

Street, on air on TV2 since 1992, is still one of

the country’s highest-rated shows.

Both countries tend not to rely on adaptions,
yet the few local adaptations are among the
best performing programs (The X Factor, Got
Talent). Local successes are also big news at an
international level. In Australia, more and more
series have become recognised abroad, such as
the series Wenthworth (sold as a ready-made
format in New Zealand and many European
countries, but also as a format for adaptation
in Germany and The Netherlands), Miss Fisher’s
Murder Mysteries (licensed in Malaysia and
Singapore), The Slap (sold in more than 20
countries) and A Moody Christmas (adapted in
the United States and sold to many territories).

Entertainment formats have also made
an entry on the international market. The
international successes of Australian formats
The Block, Taken Out, Go Back To Where You
Came From and Kiwi talent shows Popstars and
The Hottest Home Baker are unquestionable.

Ry v

§.5-19 September 2014
Kiev, Ukraine '

MEDIA INSIDE AND OUT

{EDIA WEEK is the unique project for media market one and the only of a kind in the CIS

and Central and Eastern Europe

t is a unigue range of events for top players of TV, movie, new media and other media

businesses

atmosph

that gives oppo
re, to tie up beneficial contracts and to leam about current trends of the international

network in formal and informal

tunity to meet colleagues and

media business.

www.kievmediaweek.com

its enthusiasm for Australian and New Zealand’s formats should Pl )
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Rank _Ch. Time Program Rat. 000" Sha% factual and news certainly continue to make headlines... KIEV ¥ P B l I Tﬂgﬂ::‘““
1 TVONE 0830 Breakfast Special News NewZeaand 284 1168 83 foiae The long- e ‘| ﬁggmggtlon T
: CONTENT

2 TVONE  17:59 One News News NewZealand 20.6 849 50.2 running morning Want to know more about ratings and MARKET

3 TVONE  19:31 New Zealand's Got Talent ~ Reality Show  New Zealand  20.1 827 43.4 . .
news show Breakfast, programming trends in more than 100

4 TVONE  19:30 Dynamo: Magician Impossible  Reality Show UK 192 792 42.4 broadcaston TVO territories worldwide? NTERMATIOMAL ALUDIOVISLIAL NEERENCE AND v COPRODUCTION FORLSM NTERMATIOMAL COMFERENCE INTERNATIOMAL COMFERENCE
roadcaston ne rritories worldwides?

5 ™2 19:00 Shortland Street ~ Soap Opera  NewZealand  18.1 746 39.1 ? OMTENT MARKE EMING OF TV FORMATS KIEV COPRODUCTION FILM BUSINESS TELEVISION AS BUSINESS

Order Eurodata TV’s “One TV Year in the
World” and “International TV Trends” reports.

To find out more about these reports
and more, please contact Laure Bianchini:
Ibianchini@eurodatatv.com

Source: Eurodata TV Worldwide / One TV
Year in the World / Relevant Partners — All
rights reserved

attracted more than UKRAINIAN CONTENT MARKET

16-18 September 2014

FORMAT SHOW MEETINGS
15 September 2014 16 September 2014

17 September 2014 18 September 2014

1.1 million viewers

Top 5 PROGRAMS OF 2013 IN AUSTRALIA for its best episode in
2013,andachievedan

Rank Channel Program Genre Origin Rat% 000' Shi%

outstanding 83.3%

1 PRIME/ZQLD 2038
market share among

WIN/NBN ~ 20:34

My Kitchen Rules: Winnner Announced  Reality Show  Australia 17.6 1145 38.6
The Block Sky High: Winner Announced  Reality Show  Australia 15.6 1015  35.6
PRIME/7QLD  21:51 The X Factor Grand Final: Winner Announced  Reality Show  Australia 153 1001 47.0 all individuals.
PRIME/7QLD  21:01 House Rules: Winner Announced ~ RealityShow Australia 127 831 308  Fiction-wise, the

WIN/NBN  19:00  National News Special: Labor Leadership Ballot News Australia 107 700  24.8 soap opera Shortland
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MBC Groupr, MIDDLE EAST:
GROWTH IN ALL SENSES

Fadi Ismail, Group Director of Drama

MDC oo

BROADCASTERS

genres. In addition, we were one of the
few stations which continued airing
Turkish dubbed dramas while other
channelsboycotted that genre. Wealso
introduced Korean dubbed series and
theresponse was very encouraging. In
general, 2013 was a positive
year.
Regarding
original/ local

productions,and following

Production, MBC Group/ 03 Productions

PreNsARIO is pleased to publish a new
interviewwith one of the main referent
of the TV market in Middle East,

Fapi IsmaIL, Group Director of Drama
Production, MipDLE EAST BROADCASTING
CorporatioN (MBC). The company had
a great 2013 with new channels, as well as
groundbreaking original productions that
will be released in 2014.

‘We have moved from strong to stronger
in 2013. It was another year of growth and
achievement on all levels. A new channel was
born: MBC Bollywood, and international
talent formats such as Arab Idol, Arabs Got
Talent and The Voice (currently on air)
have been a phenomenal success. There
will be more announcements about new
entertainment formats, to be released this
season, resumes Ismail.

MBC continues to offer its viewers the best

of Arabic content and mix of drama

GROUP

success of the ‘
series Omar I
(coproduced with
Qatar TV), there
will be more this
year. ‘New Arab

s

dramaproductions

will be released, such

us Cactus Alliance (already
on air), a high end Dubai based
thriller of 15 episodes. And Saraya Abideen
(The Palace), a period drama taking place in
19% Century Egypt in the Palace of the ruler. It
issortof Downton Abbey meets the Magnificent
Century,and will be the biggest Period Drama
ever done in the region), says Ismail.

The company is also well known for having
adapted Latin titles from Brazil, México
(Ruby) and Argentina (Montecristo).In 2014
it will produce and broadcast Matrimonio/
Second Chance, an adapted telenovela of
120 episodes. ‘Latin America is the home of
the genre and, therefore, it is a
logical place tolook for scripted

formats and even co-

On drama, there will be more original
production in both, local and Latin titles with Saraya Abideen
and the adaptation of Matrimonio/Second Chance

PRENSARIO INTERNATIONAL

On entertainment, the second
season of The Voice has been a phenomenal success
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Cactus Alliance is a high end
Dubai-based thriller of 15 episodes

production opportunities on content that
makes sense in MENA as well as in Latin
American markets’.

Ismail continues: ‘We have even picked
up a short-33 episode prime time series and
adapted it: we hope to have an Arab version
of The Chairwoman (Telefe/Endemol) on

screen by next year.

FuTuRre

The executive concludes about the future
plans: ‘For the future, there will me more
quality content and better production values
with stronger storytelling. We are open
to adapt international
scripted formats
but also looking
forward and
working towards
the day when our
productions can
travel worldwide
and be adapted

elsewhere’.

y
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NATPE||EUROPE Market & Screenings
offers the first-look at fresh content coming
from the U.S. studios and the world.

More networking under one roof
More screenings co-located at the market
More exhibit and branding options

Join us to make YOUR DEALS.

Book today at natpe.com
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By FaBRicilo FERRARA

Discopr IstanBUL 2014: EMERGING

ECONOMIES TAKE THE SCENE DlSQC)D

Discop Istanbul 2014 offered a complete
renew design, with more participants and
new companies/countries attending the show.
The final numbers of the fourth edition were
1,048 participants (33% of growth vs. 2013)
from 67 countries, and over 52% of growth in
buyers, breaking a new record since its launch
in 2011. The 2015 edition was confirmed for
February 24-26 at the same place.

‘Middle East presence grew 100% (with
countries such us Libya and Iraq exhibiting
for the first time) and Central Asia, 200%, and
we receive new players from the Gulf region,
Centraland Eastern Europe. We clearly focused
on those regions and the results we fantastic),
summarizes Patrick Jucaud-Zuchowicki,
managing director of Basic Lead,and founder
of Discop.

He also announced strategic alliances in
Turkey, with Globus Fairs and Congress
(organizer of ITVFin June),and South Africa,
with Nat Kekana, who bought 50% of each
markets, Discop Istanbul & Discop Africa,
respectively, to ‘rapidly expand both events
and build closer connections between the
fast-developing TV ecosystems’, he remarks
along with Hakan Adiguzel, president of the
Istanbul-based trade show organizer.

‘Turkey has become a major player
in the global industry. As a marketplace
for international content suppliers, as a
production center with a plan to export USD
1 billion of TV content in the next decade.
The city is now a strategic TV business hub
for Central and Eastern Europe, Central and
West Asia, North Africa, and the Middle East’,
explains Adiguzel.

Discop Africa2014 willbe held on November

MBC: Lina Matta, channel manager, MBC4/MBC2/
MBC Max, Mia Edde, acquisitions manager, Tareq Falah
Al lbrahim, Channel Manager, MBC Drama and coor-
dinator manager at MBC1, Fadia Azzam, acquisitions
manager, and Fadi Ismail, group director, Drama, MBC

PRENSARIO INTERNATIONAL

Trade Fair and

4-6 in Johannesburg and will
gather 3,000 executives. There
will be 15 national pavilions,
confirmed Tim Mangwedi,
marketing director.

TURKEY
According to RATEM, the

e

e‘?fﬁ Munagen'l-

Association of Radio and TV Hakan Adiguzel, president of Globus Fairs and Congress (Turkey)
and Patrick Jucaud-Zuchowicki, managing director of Basic

SUERIE RGNV ENAIISARGN | ead, and founder of Discop announced that the Istanbul-based

country exported USD 212 trade show organizer has acquired 50% of Discop Istanbul to
expand the market in the future years

million in 2013. Prexsarro did
a special research to know which
were the top distributors. ‘Kanal D exported
USD 35 million in 2013’, a source highlights.
‘And the other two main distributors are ITV
Inter Medya and Global Agency’, completes.

But, at the same, the domestic TV market
is showing many faces. It is truth that year
to year there are more productions from
the main networks (Star TV, Kanal D, ATV,
Samanyolu, etc.), but some local sources
agreed that the market is passing through
some difficulties. ‘You can feel the complex
political situation (with massive protests last
year) in the streets and that is impacting, in
some way, in the TV industry. Broadcaster are
demanding less content), states an important
distributor from the US.

Moreover, two important major channels
have new owners since 2013: ATV bought by
Kaylon Group,and Show TV, by Ciner Group.
It was confirmed that production company
Acun Medya has bought TV8 and will re
launch it in September as a entertainment
network. Actually, the channel hasjustbought
Utopia from Talpa.

Onthe otherside, the market is changingiits

Efe Beserler, senior content manager, and Esra
Acar, consumer product manager, at telecommu-
nication company Turkcell, with Sibel Ozorhon,
business development director, Calinos Entertain-
ment (Turkey)
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drama production system. How? A key Turkish

distributor describes: ‘The new rating system
has changed the industry (people meters are
considering A-B 20+ as ABC 20+) and the
dramaseriesare notworking well. The strategy
is now moving to produce short weekly series
(not more than 30 episodes), focused on
traditional themes to decrease the risk’.

NEW REGIONS, NEW PLAYERS

Walking the corridors of the International
Convention Center, PRENsARIO spoke with
buyers from Algeria, Egypt, Syria, Libya,
Jordan, Saudi Arabia, UAE, Georgia, Pakistan,
Afghanistan and Kazakhstan, from which an
important majority are attending for the first
time. Thisisanimportant goal from organizer
BasicLead thathas worked hard tobring them
all in the same place.

Together with Iraq, a Libyan company
exhibited in a convention for the first time, too:
AMG Agency, which represents five Libyan
companies related to production, artistic,
distribution, etc. By contacting themisa good
way to connect with market top players:

There was strong presence of CEE buyers: Filip
Zunec, head of films and series, and Marco Doslic,
head of schedule and research, RTL Croatia (bor-
ders) with Tatjana Pavlovic, director of international
sales and acquisitions at Antenna Group (Greece)

Visit us at DISCOP Istanbul 2014:

Screening Stand S70

IT HAPPENS NOW.

tvbizz
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Discop IstaNBUL 2014: EMERGING ECONOMIES TAKE THE SCENE

‘There are 40 stations in our country, being
the leading ones Alnaba’a (news), Libya TV2
(entertainment) and Libya 1 (generalist)’
explains Issra Nuri Abu Shaala, marketing
and PR manager.

There also was a stronger presence of CEE
buyers, from former Yugoslavian countries
such us Croatia and Serbia, but also from
Russia and former CIS territories such us
Ukraine, as well as Rumania, Moldavia
and Slovakia, and the Baltic countries like
Lithuania.‘Some Balticand CIS territories are
now programming Turkish series, becoming
important clients of us) remarks a very
important Turkish distributor.

Because of the recent political crisis, the
CIS ad market is going to decelerate in 2014,
according to sostav.ru. While in Ukraine

New players at Discop I: GroupM Pakistan is a good
example of new players at Discop: Syed Yasir Aqueel,
head of GroupM entertainment, Fadah Bashir, head
of buying and trading, Syed Muustafa Hussain
Abbas, senior manager trading

New players at Discop II: Georgian Association of
Regional Broadcasters: Khatuna Mamardashvilli,
Aleksandre Khutiashvili, Natia Kuprashvili, executive
director, and Tamar Karkulia

New players at Discop Ill: Telvza TV, TV station

from Tunisia attending for the first time: Zouhir
|atif, president and director general, Amel Smaoui,
director of programming, and Nefissa Najjar, owner
of the channel

PRENSARIO INTERNATIONAL

Viasat, UK: Katrina lvanova, acquisitions manager, Free TV
CEE, Girts Licis, acquisitions manager, formats licenses,
and llze Korjusa, head of acquisitions FTV CEE & Africa

management changes have taken place and the
country is on the brink of a financial crisis,
andin Kazakhstan the Governmentauthorities
have devalued its national currency,in Belarus
and Azerbaijan the situation is more stable.

Evenitis true that mostly of the newcomers
are FTA satellite and terrestrial network,
pay TV channels and producers, there were
also telecommunication companies such us
Turkcell, as well as Turkish Airlines, and
the Russian QuizGroup, one of the biggest
YouTube multichannel networks in the world
and leading partner of YouTube since 2010 in
Russia and former CIS countries.

The majority of the debuting broadcasters
have come from the MENA region, including
SaudiTV (state-owned corporation managing
nine TV stations), Telvzat TV (a private
network from Tunisia) and Al Ghadeer TV
(a leading news & current affairs Iraqi FTA
satellite channel), to mention some examples.

‘In 2003, after Saddam Hussein fall, the

market opened and started to grow. We have
80 FTA Satellite channels available in Arabic
and Kurdish. This big amount of networks

needs contents, bought mainly from Turkey
and other producers of the region. There are
only 4 production companies, but still not
generating great content’, comments Muthar
Al Bakaa, CEO of Al Ghadeer TV.

The panel Focus in Iraq (moderated by
Fabricio Ferrara,from Prensario International)
offered the audience the key points about that
market, but also about Tunisia, Saudi Arabia
and Egypt, whose participants remarked that
after the social revolutions in the last 10 years
(from Saddam Hussein fallin 2003 to the Arab
Springin 2010 and the Tunisian revolution in
2012) affected positively the media market:
from the state monopoly to a vibrant open
market with more and more options.

‘Egypt is the oldest content producer in the
region (1950) and its productions cover the

<122 >

Channel 31, Kazakhstan: Olga Bordeianu, program-
ming director, luri Brodskyi, general producer, and
Natalya Tsymbal, programming director

whole Arabic region. We have over 40 projects
annuallyand 70 studios’, says Waleed Shalaan,
content manager at Rotana International.
‘In our country there are more openness and
players in the audiovisual industry: the social
& political stability is good for growing on
production, especially drama), adds Cheker
Besbes, a free lance producer in Tunisia.

Discop Istanbul was also attended by
many associations, such us the Georgian
Association of Regional Broadcasters: “‘We
arebuyingallkind of contents for the smallest
channels of the country, explained Natia
Kuprashvili, executive director. And Saudi
ArabiaProducers & Distributor Association,
which is promoting local producers and
alliances, among others.

India was the Country of Honour. This
year there are more Indian distributors at
Discop Istanbul: some of them see ‘many
opportunities’ to grow in these regions.
For example, Debkumar Dasgupta, VP
Syndication & Affiliate Sales, Viacom 18,
remarks the success of its series in the former
Yugoslavian territories, with titles such us
Balika on Pink TV, Serbia.

BEEMA

Discop Istanbul hosted the launch of
Branded Entertainment EUROPE MENA
ASIA Association (BEEMA), who organized
several panels about one of the main topics
of the audiovisual industry nowadays. ‘At the
very beginning the idea was to gather product
placement agencies from Europe in order to
unify the sector and manage this business in
a better way, as well as generating an updated
database and fixing strategies for the future.
Then, we include MENA and Asia, as the
headquarters will be located in Istanbul, from
which we can cover both regions together with
Europe’ explained Raquel Casino Ortiz, from
3P (Turkey), one of BEEMA members.

AFRICA’S PREMIER TV CONTENT
INDUSTRY GATHERING

NOVEMBER 5-7 2014
Sandton Convention Centre

Johanneshurg, South Africa

Harness Africa’s Fast Growing Entertainment Market

MEETINGS WILL BE ORGANISED FOR YOU IN ADVANCE

Meet 500+ broadcasters and 100+
programme commissioners, co-producers,
investors and international distributors
from Africa and the world.

Attend the first one stop shop for
international TV programs, formats, and
films of all genres in Africa.

Discover the FORMATS FROM AFRICA
international pitching competition
rewarding the best TV format creations
with cross-border potential.

Participate in the high level training
program delivering insight on regional
co-production dynamics, and new
distribution opportunities in Africa.

Benefit from numerous NETWORKING
OPPORTUNITIES bringing together experts
and key-players to accelerate business
deals accross Africa and the world.

www.DISCOPAFRICA.com

discop@basiclead.com | Tel: USA +1 (323) 782 1300
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FINAS: MaLAysiA
ATTRACTS THE WORLD

The Malaysian media
entertainment industry
has grown exponentially
in the last few years, and
with the support of our
Malaysian Government
and through FINAS
will continue to see the
growth of the creative

content industry of

Leon Tan, CEO atTnpod Entertalnment and legendary Malaysia. To date, it
Hollywood exec Greg Coote, former Chairman of Dune has over 1,000 hours of
Entertainment launched Dragonslate

export ready content
with 40 leading studios for local and foreign industry players to
produce and co-produce in Malaysia.

2014 sees FINAS in conjunction with The Malaysian Ministry
of Communications and Multimedia (KKMM) increasing their
scope of activity and promotional efforts in all major international
trade missions. Ribbit, the new animation from KRU Studios
(producer of Vikingdom, released in over 10 countries), will be

released this year at Marche Du Film (May).

The local industry has attracted
legendary Hollywood exec Greg
Coote, former Chairman of Dune
Entertainment, to start a company
for feature films for the region, in
partnership with Leon Tan, CEO at
Tripod Entertainment. Their company
Dragonslate is expected to be releasing
their latest project at Marche Du Film.

As a result of a strategic alliance between Pinewood Studios
Group and the Government of Malaysia’s investment holding
arm Khazanah Nasional Berhad, Pinewood Iskandar Malaysia
Studios (PIMS) is a world-class international film and TV studio
facility (100,000 sq ft of film stages, 24,000 sq ft of TV studios),
for the Asia Pacific region.

FINAS’s Film In Malaysia Incentive (FIMI) 30% Cash rebate has
already started to attract a number of foreign investments into the
region, by allowing partnerships and training with local companies
to be part of large-scale Hollywood productions. Imagica (Japan)
has signed a joint venture with Malaysian Candelon Ventures to
launch a digital post-production facility at PIMS. The Weinstein
Company has also chosen Malaysia as their destination to shoot
their next Netflix original series on the life of Marco Polo in
Malaysia.

It was developed a creative content infrastructure to promote
the country as the Creative Content Production Hub. The Malaysian
delegation in Cannes is seeking for co-production partners as well
as foreign companies seeking to JV with local producers to set up
companies in Malaysia.
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GOVERNMENTAL
AGENCIES

KOCCA: SUPPORTING
ICOREAN INDUSTRY

About 30 companies are
attending MIPTV under the
umbrella of the Korean Creative
Content Agency (KOCCA). Im
Kyoung Sung, team manager,
explains to PRENSARIO:
‘MIPTV is our primary goal
to comprehensively introduce/
promote Korea’s creative
products to broader audience, by

supporting all-sized companies I |
to enhance the whole industry i
and balance the growth. KOCCA

promotes the creation of original contents,

Im Kyoung Sung, team manager

strengthen capacity of production companies,
andimprove international competitiveness
of overall broadcasting contents’

Korean offering is composed by drama
series, animation, game, music and
fashion, but also there is a special focus
on formats. ‘We aim to help local firms to
network with format-related experts in the
global formatindustry. There are more and more
competitive programs that are able to expand into foreign markets. The
amount of export (Broadcasting Industry) in 2013 was USD 242 million,
with a growth of 3.3% in comparison with 2012 (USD 234 million)’.

‘We also participate at Filmart, STVE, TTF, Mipcom, TIFECOM, ATF,
Natpe Miami, etc. to create opportunities for competent domestic contents
to expandin foreign markets; provide business networking opportunities
and promote exchange of culture. KOCCA provides overseas market
trend and information about, distribution, and market composition,
and arrange global networking opportunities’

‘We are also focused on the technology transfer & commercialization
support, as well as expanding the international and domestic use of CT
R&D products in industries and promote technology transfers. We also
host the BCWW 2014 in September 3-5 in Korea to support domestic
broadcastinginfrastructures to improve the international competitiveness
of broadcasting contents’, comments Sung.

Korean Broadcasting Content Export Council was established in
1999 to promote content exportation: 33 companies are participating
as members in 2014. With the support from the Ministry of Culture,
Sports,and Tourism, KOCCA participates in the council as an executive.
‘We try to adapt to the international demand by researching needs of
foreign customers. When we evaluates companies to provide support, a
priorityis given to the companies that satisfy needs of foreign customers/
buyers and reflect changing trends’

‘The export of Korean contents is highly concentrated in South Asian
regions (Japan and China). We consider getting into emerging markets
as one of the most important objectives for the future. We plan to
participate in Natpe Europe (Czech Republic, Prague) and researches
on new markets in Middle East and Latin America), completes Sung.
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Saupi TV, SAuDI ARABIA:
STRONG EVOLUTION IN THE LOCAL TV MARKET

Hassan Al-Hamdan, general manager,
production and programming, Saudi TV

Hassan Al-Hamdan, general
manager, production and
programming at Saudi TV, the state-
owned media corporation of Saudi Arabia that
operates nine TV free-to-air satellite channels,
describe the company’s assets. ‘Founded in
1965, at the very beginning there were only
two TV stations broadcasting a local TV and
a radio channels in the capital city Riyadh and
in Jeddah. Now, we have nine TV channels, a
major growth’, he stands.

The channelsare Saudia-Channel 1 (Arabic),
KS2-Channel 2 (English), and the thematic
channels Thagafeiah (cultural), Egtisadia

TRT, Turkey: NEW €&
FACTUAL CHANNEL

Turkish pubcaster TRT is launching
a global channel that will air news and
documentaries and is looking to coproduce
original programming for it. TRT World
will broadcast in English and air factual
programming across a range of topics, as
well as current affairs and news. It has been
scheduled to start broadcasting in August or
September.

The channel has already started
commissioning shows. TRT’s deputy head of
TV,Mehmet Demirhan, confirmed at Discop
Istanbul he was looking for coproduction
partners on new factual series. “Turkey is a
very dynamic country, as is the media here.
Corresponding to changes in the outlook
of our country, we believe we need to now
express ourselves globally’.

.

(economy), Ekhabaria (news), Rejadhegah that
includes 6 sports channels and Ajial (children).
There are other two networks dedicated to
broadcast thereligious ceremoniesatthe

holy Mosque in Mecca and Medina.
Saudi TV was managed by

the Ministry of Culture and
Information and since 2014 Golden
Jubilee, is transforming into Saudi
Broadcasting Corporation (SBC).
‘Operating a media company in
SaudiArabiaisamajor responsibility
forus,asitisaveryimportant media
reaching all the society and religious
statements. We also have a Pan-
Regional approach’, remarks Al-Hamdan.
Even it’s a major corporation, Saudi TV
competes with private companies such us
MBC and Rotana. ‘Rating is not a matter we
are worried about. But these companies do
compete with us, as they recognize our strength
inreaching our people. Onlyin the Holy Mosque
in Mecca we have more than 40 new cameras
after the expansion of the Mosque. We have
seven big stations all across the country and 15
TV centers) he describes.

At the markets, the executive is looking for
sports, children, English movies and TV series,
and family content in general. ‘We work with

Zuku KENYA:

S7ATE HOUSE

Zuku, the Wananchi
Group’s Triple Play
andPay TV business,
announced the

o Hannelie Bekker, MD,
commission of an Wananchi Programming

original,locally produced

political drama series, State House (12x°30),
co-produced by Wananchi Programming
and a Kenyan production company, Awali
Entertainment for Zuku Entertainment.

Hannelie Bekker, MD, Wananchi
Programming, says: ‘It is an excellent example
of high qualitylocally produced Kenyan drama.
State House is the first ever series to dramatize
the inner workings of a living and breathing

East African political institution’.

.

'q

Masterchef, the Arabian version on KSA 1

was a big success

several providers of different origins. Saudi
Arabia is not anymore a closed market, the
society is more opened and modern, so we don’t
have any specific limit regarding TV contents),
he comments.

‘We have produced big brand shows such us
The Cube (all3media) and Masterchef (Shine),
and broadcast several own produced series. We
work with major production companies from
Saudi Arabia. 60% of our content is original
production,and therestacquired in our flagship

station), completes Al-Hamdan.

TV 1 TaNzANIA

Modern Times Group
announced last January
the launch of it first ever
advertising funded free-
TV channel in Tanzania
under the TV1 brand,

available through the _Jorgen Madsen
. X Lindemann, president
digital terrestrial network, & CEO, MTG

and already reaching up to
30% of the 48 million people in the country.

Beingthe second African FTA channel of the
group (joining Viasatl in Ghana, launched in
2008), TV1 is a general entertainment channel
focused onabroad, slightly female skewed (15-
49 year olds), with a mix of locally produced
news and entertainment content, as well as
international movies and TV series.

Four of MTG’s Viasat thematic pay-TV
channel brands are also available in Nigeria,
Uganda, Kenya, Rwanda, Tanzania and
Mozambique. Joseph Hundah, EVP of the
Group’s African operationsisin charge of MTG

business expansion in this continent. y
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INSIDE THE ELECTRONIC MEDIA
MARKET IN PAKIsTAN I

Prensario publishes below the second part
of the special report about the electronic
media market in Pakistan, a key market in
Central Asia of 190 million people. In 2002
ended the state-owned broadcaster PAKiSTAN
TeLEVISION CORPORATION (PTV) monopolyand
nowadays there are in country more than
80 TV channels, out of which 15 are major
news channel and the remaining caters for
entertainment, music and religion

NEews PROVIDERS

A report by International Media Support,
an international non-profit organization
that supports local media in more than 50
countries, describes Pakistan’s medialandscape
as reflecting a:

Multi-linguistic, multi-ethnic and class-
divided society Urdu media, particularly the
newspapers, are widely read by the masses
mostly in rural areas

The English media is urban and elite-centric,
is more liberal and professional compared to
the Urdu media

English print, TV and radio channels have far
smalleraudiences than their Urdu counterparts,
but have greater leverage among opinion
makers, politicians, the business community,
and the upper strata of society.

In the past decade, TV has emerged as the
primary source of news, where a saturated
market of more than 20 privately owned
news channels has revolutionized the media
landscape. For the most part, these are 24-
hour news channels offering breaking news
and headlines on the hour, as well as current

PakisTaN: TV ADVERTISING PIE,

PER TYPE OF Access (2013)

Terrestrial
TV channels

Satellite
TV channels

Total TV Ad Spending is USD 236 million
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PAKISTAN: VIEWERSHIP TRENDS

(JAN.-DEec. 2013)

Local Ent.

Foreign Ent.

In House

Movies

News

Music
Sports  Cooking

Children

(*) includes fashion, educational and religious categories

affairs programming, documentaries, special
reports, and political talk shows. However,
growing competition from entertainment
channels has led news channels to include
morning shows that focus on society, culture,
food rather than news content, and comedic
political satire shows.

Local news channels have also introduced
crime reports that include dramatic re-
enactments of registered crimes such as murder
and domestic violence, filmed in the manner
of drama serials. Moreover, in the Muslim
holy month of Ramadan, many news channels
broadcast religious programming.

PTV’s terrestrial news broadcasts still
dominate viewership, with PTV Home, ranking
among the top five in a list of all television
channels in Pakistan (terrestrial and cable/
satellite). Cable and satellite ratings indicate
that the most watched cable channel in Pakistan
are the privately owned channels, which rank
high in terms of ratings and reach. In the year
2013 five channels cumulatively held the highest
market share of the news category with 69%
of viewership, as calculated by electronically
measuring results from 675 urban households
forthe consumed proportion of a given channel,
measured against total TV consumption.

Over the last decade, the state’s monopoly
over broadcasting hassignificantly diminished
due to the rapid increase in the number of
private television channels, FM radio stations,
and expanded Internet access. Since 2002, 89
private television channels have launched
and 26 foreign channels have been granted
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By Monammab HaniF Ravpa (*)
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landing rights (i.e. permission from PEMRA
to distribute a foreign satellite channel in
Pakistan), among them global news channels
such as BBC, CNN, Sky News, and Al Jazeera.

The diversification of the media market
has challenged the historic dominance of the
state-owned PTV. A 2008 BBC survey found
that PTV Newswas nolonger the mostwatched
news channelin the country,and that television
viewers in higher socio-economic classes were
increasingly tuningin to private news channels
rather than PTV.

Additionallycableserviceoperatorsbroadcast
numerous foreign, particularly Indian, channels
as well as CD channels (in-house channels that
show foreign films and music). The popularity
of private television channels can be gauged by
the fact that satellite channels received 80%
(PKR 15.624 billion, approximately US$ 195
million) of television ad spend in 2013, while
the terrestrial channels received 20% (PKR
4,026 billion, US$41 million).

The easy availability of foreign channels
has led to a surge in the popularity of Indian
entertainment channels: Meanwhile, the
growth of independent Pakistani news channels
has diverted audiences from traditional news
sourcessuch as PTVand the BBC Urdu Service.

Overall, in 2013, in-house channels (owned
and managed by cable operators broadcasting
entertainmentcontent) captured 20% of market
share, followed by foreign entertainment (19%),
news (17%) and regional-language channels
(4%).

The significant decline of viewership for
PTV News means that the most popular news
bulletins are on commercial, satellite and
cable television channels. The most popular
news programs on TV include the primetime
news bulletins, broadcast on most private
news channels at 9pm and pre-primetime
bulletins and shows, broadcast from 6pm until
primetime.

POST DEREGULATION SCENARIO

Theliberalizationand growth of independent
news media in Pakistan are an unprecedented
development and have greatly affected news
production and consumption, far more so
at this stage than digitization in the form of
growing Internet access.

The greater availability of news media via

PAKISTAN: MARKET SHARE, PER TYPE
OF CABLE CHANNELS (2013)
In House

Foreign
Entertainment

News

Regional
Language

and exposing governmental
20% corruption. However, increased

competition and rampant cross-

media ownership since 2007
19% have undermined gains in media
freedom and diversity.

The financial model of the
privately owned media, whereby
revenues are generated almost
exclusively from government or

satellite and cable television and the internet
has enabled more information to reach wider
segments of the population, has led to greater
government accountability, and has fostered a
culture of news media consumption, with the
ratings of privately owned shows rivaling those
of state controlled and foreign entertainment
offerings.

The introduction of regional-language
TV channels has also enhanced feelings of
representationand inclusion among Pakistan’s
diverse ethnic groups. As media scholar
Marcus Michelson concludes: ‘The media
have certainly contributed to a re-initiation of
Pakistan’s democratic transition.

In the TV sector, which has experienced the
biggest growth of news providers, the diversity
of news content is significantly hampered
by strong competition and the industry’s
commercial model, which has channels vying
for advertising revenue on the basis of target
rating points (TRPs or ratings; see section 6.2
for more information on channels’ business
models). The ratings race leads to an echo
effectasaresult of which certain newsitemsare
overemphasized while other issues particularly
public-intereststories pertaining to governance,
education, health care, public works, etc. remain
underreported. In sum, despite the explosion
in the number of independent news providers,
news coverageitself has notbecome sufficiently
diverse or inclusive.

ProsPECTS

The liberalization of the broadcast media
landscape led to greater media independence,
diversity, and pluralism between 2002 and
2007. The media have been hailed in the past
decade for facilitating the country’s democratic
transition, highlighting the plight of minorities,
victims of natural disasters, and refugees,

private-sector advertising based
on ratings, has discouraged,
innovation, and public service
programming In order to secure advertising
revenue, media owners are increasingly willing
to provide positive coverage of or defend the
vested interests of political and business elites,
thus undermining their outlets’independence.

In the race for high ratings, TV channels
often mimic each other’s programming or
sensationalize news coverage, leading to less
diversity and poorer quality of the news media
content. Media groups’ inability to generate
advertising revenue outside major urban
centersand ratings-focused programmingalso
discourage reports that are only relevant at a
locallevel to certain communities, meaning that
marginalized groups have yet to find a voice in
the mainstream media.

Pakistan hasnotinitiated a digital switchover,
and there are few civil society demands
for media digitization owing to a lack of
information and understanding about the
benefits of digitization. Media digitization
would, however, enable greater plurality in
the media landscape as well as improve media
access for people across the country

The majority of Pakistani TV news channels
are operating at a loss. In the next five years,
these channels will either be bought out by
larger, more successful media groups, thus
further concentrating media ownership, or
will switch to entertainment and infotainment
programming for higher ratings, a trend
that will reduce the amount of independent
news coverage generated in the country.
That said there will be a growth of news and
entertainment channels in regional languages.

As Pakistan is going through a period of
political devolution from the federal to the
provincial level, these channels are likely to
be backed by provincial politicians seeking
greater influence. However, the advertising
revenue-based financial model of regional
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PAKISTAN, THE ELECTRONIC MEDIA
INDUSTRY IN NUMBERS

PAKISTAN’S MIDDLE CLASS HAS DOUBLED TO
70 MILLION PEOPLE IN THE PAST DECADE

CONSUMER SPENDING INCREASED AT AN
AVERAGE RATE OF 26 % BETWEEN 2010 AND
2012

THERE ARE 80 TV CHANNELS, OUT OF WHICH
15 ARE MAJOR NEWS NETWORKS, AND THE
REST ABOUT ENTERTAINMENT, MUSIC AND
RELIGION

AccorpiNG To PEMRA, THERE ARE ONLY
12 MILLION TELEVISION SETS IN THE COUNTRY
—APPROXIMATELY ONE EVERY 14 PEOPLE—,
WHILE PRIVATE SURVEYS PUT THE NUMBER AT
ABOUT 18 MILLION.

86 MILLION VIEWERS: OVER A HALF OF THEM
ARE ONLY ABLE TO ACCESS STATE-RUN, ANALOG
TERRESTRIAL BROADCASTS WHILE 38 MILLION
HAVE ACCESS TO DIGITAL SATELLITE CHANNELS,
PRIMARILY DISTRIBUTED VIA ANALOG CABLES

29 MILLION INTERNET USERS IN THE COUNTRY
(16% OF THE TOTAL POPULATION)

IMIOBILE TELEDENSITY IS AT 69.8% OF THE
TOTAL POPULATION

IN OctoBer 2012, THE TOTAL NUMBER OF
REGISTERED BROADBAND USERS STOOD AT 2.25
miLLioN (PTA). I 1s FORECASTED 12 MILLIONS
IN 2015 AnD 19.5 miLLions IN 2020

channels will lead to the same shortcomings
that have been documented in the national
media: sensationalized news coverage, poor
fact-checking, biased reporting, and copycat
content.

The licensing of 3G networks will leave to
exponential in mobile Internet usage, causing
the popularity of social networks, news
websites, blogsand onlinejob portalsto soar. As
they enter the second decade of liberalization,
they will seek greater independence. Media
penetration through television and internet
access in semi urban areas will continue to
grow as cable operators expand their network
and continue to digitize head ends. Accessissue
willalso persist, as the digitization of terrestrial
broadcasts seems unlikely in the next five years.

(*) The writer is a consultant to electronic
media industry and presently associated with
Indus TV Network in Pakistan, and can be
contacted at ravdahanif@hotmail.com and (92)
300-820-8110
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v THE COMPANY IS BETTING ON SCRIPTED
FORMATS, SUCH Us Los Gonzatez ('20),
A MIX OF REALITY AND FICTION THAT SHOWS
A FAMILY HEAD THAT HAS BEEN FIRED AND
STARTED CREATING A HIDDEN CAMERA
PRANKS WEBSITE IN WHICH HE INVOLVES THE
ENTIRE FAMILY. DISTRIBUTOR: TELEVISA IN-
TERNACIONAL, MEXIco

V' 20 MINUTES IS A SUPER PRODUCTION
THAT MIXTURE DRAMA AND CRIME: A MAN
TAKES FOUR YEARS TO MARRY; NINE TO GET
THE JOB HE WANTED, 10 YEARS TO BUILD...
AND ONLY 20 MINUTES TO LOSE EVERYTHING.
DistriBuTOR: ITV INTER MEDYA, TURKEY

V Senior Year (70x'60) Is A THRILLER
TELENOVELA PRODUCED BY MTV NeT-
WORKS LATIN AMERICA THAT NARRATES THE
LOVE STORY BETWEEN A YOUNG GIRL AND
TWO BOYS THAT WILL FIGHT FOR HER LOVE.
DistriBUTOR: AzTECA/COMAREX, MEXICO

V' THE DISTRIBUTOR KEEPS FOCUSING ON

MADE-FOR-TV" MOVIES, BRINGING THE
JUST COMPLETED AND VERY CHARMING FILM
Far From Home ('88) STARRING BARRY
\WATSON, A BIG TITLE IN ITS SLATE FOR
MIPTV. DistriBUTOR: STARZ VWORLDWIDE
Distriution (USA)

V Extreme FooTsaLL (39x'26) IS AN UR-
BAN SPIN OFF OF TRADITIONAL FIVE-A-SIDE
WHERE IN EACH SELF-CONTAINED EPISODE,
KIDS WHO HAVE GROWN UP ONLINE LEARN TO
LIVE AND WORK TOGETHER THROUGH AMAZ-
ING STREET FOOTBALL. DISTRIBUTOR: ZODIAK
RigHTs (UK)

vV Camp Lakesorrom (52x11), ON AR
AT DisNEY CHANNEL LATIN AMERICA, IS AN
ANIMATED COMEDY ABOUT A 12-YEARS OLD
BOY THAT GETS LOST IN THE ROAD AND AR-
RIVES TO AN UNKNOWN CAMP. DISTRIBUTOR:
9 StorY ENTERTAINMENT (CANADA)

V Rosario (120x'45) 1s A TOP PROPOSAL
FROM CISNEROS MEDIA DISTRIBUTION: A
YOUNG AND BRILLIANT LAW STUDENT AND A
PROMINENT VETERAN ATTORNEY FALL DEEPLY
IN LOVE AND START PLANNING A FUTURE
TOGETHER. DisTRIBUTOR: CISNEROS MEDIA
DistriBuTioN, USA

V' THE DANCE FLOOR IS REVOLUTIONARY
DANCE TALENT COMPETITION FORMAT ORIGI-
NALLY DEVELOPED BY CARACOL TV, WHERE
16 EXPERIENCED COLOMBIAN SINGERS LED
16 DANCE GROUPS. IS A MEGA PRODUCTION
WITH MORE THAN 200 PEOPLE WORKING ON
THE STAGE. DistriBUTOR: CaRAcCOL TV,
CoLomBA

v HipDen LIES 1 A HIGH-END DRAMA SERIES
THAT TELLS THE STORY OF A MAN WHO FALLS
IN LOVE WITH A WOMAN THAT WILL CHANGE
HIS LIFE COMPLETELY. DISTRIBUTOR: CALINOS
ENTERTAINMENT (TURKEY)

V Wake Up 15 A 26-EPISODES TEEN SERIES
PRODUCED BY ONCELOOPS (ARGENTINA),
FINANCED BY CocA COLA AND THAT WILL BE
PREMIERED ON E! ENTERTAINMENT TELEVI-
SION IN LATIN AMERICA IN NoVEMBER. Dis-
TRIBUTOR: SMILEHOOD MEDIA, ARGENTINA
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FAST ACQUISITION

DECOVMENDAT JONS!

V' REMEMBER WHEN IT IS A LEGEND OF THE
SpaNIsH TV ABOUT A TYPICAL FAMILY WHO
GO THROUGH THE MAIN POLITICAL, ECO-
NOMICAL AND CULTURAL EVENTS OF THE
COUNTRY. DisTriBUTOR: RTVE, SpaiN

V' SOME OF THE NEW SHOWS THE COMPANY
15 BRINGING TO MIPTV INCLUDE VANILLA
Ice GOES AMISH, FEATURING POP ICON
V/ANILLA ICE IN HIS SECOND SERIES FOR DIY
NeTwork.  DisTRIBUTES:  Scripps — NET-
WORKS INTERNATIONAL (USA)

vV Fatmacur (80x'90) Is ONE OF THE
MOST SUCCESSFUL SERIES FROM KANAL D: It
IS ABOUT A WOMAN THAT IS COUNTING DAYS
TO MARRY HER FIANCEE, BUT ONE NIGHT SHE
GETS RAPED BY PEOPLE SHE HAS NEVER MET
IN HER LIFE BEFORE. DISTRIBUTOR: KANAL D,
TURKEY

v Stot IN CiNemascore HD, BubpHa
(52x'60) TRACES THE LIFE OF SIDDHAR-
THA AND HIS EVOLUTION TO BECOMING THE
GLOBAL ICON GAUTAMA BUDDHA: IT WILL
TAKE THE VIEWERS BACK IN TIME TO HIS
PLACE OF BIRTH, HIS ROYAL UPBRINGING AND
RELATIONSHIPS.  DISTRIBUTES: ZEE ENTER-
TAINMENT ENTERPRISES (INDIA)

Vv THE ACTION SERIES MATapor (13x'60)
TELLS THE STORY OF A DEA AGENT WHO
MUST GO UNDERCOVER ON A HIGHLY CLASSI-
FIED MISSION TO INVESTIGATE A MYSTERIOUS
AND FLAMBOYANT COMMUNICATIONS MO-
GUL AND OWNER OF ONE OF THE GREATEST
SOCCER TEAMS IN THE WORLD. DISTRIBUTOR:
EnTerTAINMENT ONE (CANADA)

v WITH LOCAL VERSIONS IN MExico (TELE-
visa) AND Cotomsia (CaracoL TV),
THE TRADITIONAL TELENOVELA SWEET Love
(150%'60) MOST RECENT ADAPTATION IN
CHiLE (EL AmOR Lo manEio Yo, TVN)
HAD AN AVERAGE RATING OF 28.1% AND
43.1% OF SHARE. DISTRIBUTOR: TELEFE
INTERNATIONAL (ARGENTINA)

v ATV's ONE OF THE MOST POPULAR SE-
RIES IN 2013 WAS FUGITIVE, WHICH BE-
CAME THE STAR ON TUESDAYS BY ACHIEVING
7.8% RATING AND 17.5% SHARE IN TIME
stot. DistriButor: ATV, TURKEY

V' THE DISTRIBUTOR SPECIALIZES IN ALL KIND
OF IsRAELI TV PROGRAMMING, BUT ESPE-
CIALLY ON ENTERTAINMENT: Born To Win
('30) 1S THE BRAND NEW GAME SHOW
WHERE LITTLE ONES WIN BIG. DISTRIBUTOR:
ArMOzA FORMATS (ISRAEL)

V THE SHOWER IS THE BRAND NEW TAL-
ENT SHOW THAT MIXES ENTERTAINMENT AND
HUMOR, AND IS A BIG BET OF THE SPAN-
ISH COMPANY FOR THE LATIN AMERICAN
MARKET. DISTRIBUTOR: SECUOYA CONTENT
DiSTRIBUTION (SPAIN)

vV Kivg Davip (30x'60) Is ONE OF THE
MOST SUCCESSFUL EPIC MINISERIES PRODUCED
IN BrAzIL IN HD AND WITH A HIGH BUD-
GET. AND IT HAS BEEN A SUCCESS IN THE
US Hispanic, 100, THROUGH MuNboFox
INCREASING IN 300% THE TIME SLoT. Dis-
TRIBUTOR: REcorD TV NETWORK, BrAZIL

CONTENTS WITHOUT FRONTIERS

APPROX. 150 X 1 TV HOUR
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