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COMMENTARY

DISCOP

For those reading PRENSARIO
INTERNATIONAL for the first time,
this is a publication based on Latin
America, but after more than 20
covering the whole international
market, now it manages strong
coverage and feedback from all re-
gions. We’ve been attending Discop
in Budapest for 10 years, and we
are very pleased with the excellent
feedback we receive every market
from Central & Eastern European
buyers.

Aswell,we’ve strongly developed
our online services. At present we
offer daily e-mail newsletters in
English language during the week
of the shows, with testimonies of
buyers and the major market trends
rising.If youare notreceiving them,
please enter www.prensario.tv at
any day.

Discop East 20112 It promises to
beagood market,undoubtedlybet-
terthanlastyear. Asitis told through
thereportsincludedin thisissue, the
regionisstillnotrecovered from the

WELCOME TO BUDAPEST

global crisis, but the market is so
competitive and dynamic with the
new media push, that nobody can
be quiet waiting for better times.
Also, the warmer figures are coming,
so current and new players must
prepare themselves.

The newcomer content outlets
are nota minor aspect,as Central &
Eastern Europeis one of the regions
of the world with more free TV, pay
TV and new media channels enter-
ing the market.

So, all of these will play in favor
of this version of Discop. Last year
more people came from big markets
as Poland, the content traffic within
the region has exploded with Rus-
sian, Polish, Romanian and Turkish
TV channels offering their own
productions each other. They need
international formats, they need to
develop win-win relationships...
we expect a growth in market at-
tendance of 10% for this year.

Nicolas Smirnoff

DISCOP EAST 2011 - Agenda - Top Events

Event

Thematic Breakfast - Strategic Licensing Destinations
Association of Commercial Televisions in Europe Launch

HK Private Party
HBO Boat Party

PUBLISHED BY

Visit of MTVA's new studios
Discop Welcome Party

Day and Time
Monday 20" - 4.30pm
Tuesday 21— 7.30pm
Wednesday 22 - 8.30am  Sofitel Hotel / Rippl-Ronai Room
Wednesday 22~ 12pm ~ Spoon Boat

SCHEDULE

SpecIAL REPORT: THE HUNGARIAN
TV MARKET — BETWEEN THE MEDIA LAW AND THE
INCOME CROSSREADS

MaIN REPORT:
Discop East 2011 — TiME FOR DECISIONS IN
CENTRAL AND EASTERN EUROPE
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NEWS'
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141 GRroup UKRAINE: ENTERTAINMENT FORMATS
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By FaBricio FERRARA AND NICOLAS SMIRNOFF

THE HUNGARIAN TV MARKET 2011:

BETWEEN THE MEDIA LAW AND THE INCOME CROSSROADS

PRENSARIO INTERNATIONAL PROVIDES HERE ITS ANNUAL REPORT ABOUT THE
HuNGARIAN TV MARKET, WITH FACTS, TRENDS AND TESTIMONIES OF THE LEAD-
ING FREE-TO-AIR CHANNELS RTL Krus, owneD BY GERMAN RTL Group; TV?2,
OWNED BY THE OTHER BIG GERMAN MEDIA GROUP PROSIEBENSAT1 MEeDIA AG;
AND VIASAT3, FROM THE SWEDISH GROUP VIASAT BROADCASTING.

While the advertisement pie is still on
bottom levels and the broadcasters spend on
more own production to keep the strong cable
TV competence aside, the Hungarian market
faces important changes: in January 2011, the
national Parliament has introduced a new
Media Law that set up new manners and rules
for both commercial and public services. The
TV players might develop telecommunication
services, and the telcos could push video
services, too.

THE NEW MEDIA LAW

Promoted by the conservative party FIDESZ,
the Media Lawhasalready created a convergent
media authority called Médiatanacs (Media
Council) that supervises both the media and
telecommunications sectors. Up to date, the
changes cannot be seen because the authority
has not started off applying the new acts on the
media services providers. For the commercial
broadcasters, the new communication
possibilities are a big opportunity to add new
revenues.

HunGARY: ADVERTISING MIARKET

SHARE (APriL-MAy 2011)

Others | RTL Klub

m1

VIASAT3

TV2

Source: AGB Nielsen
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All the public services, TV (MTV with m1
andm2,andboth channels of DunaTV),Radio
(Hungarian Radio with three public radios)
and Press (one state owned press agency, MTI)
are now gathered in a new one entity. The
production of programs and acquisitions of
film rights are managed by a new organization
called Media Service Support and Asset
Management Fund (MTVA).

Alltheassets (includingbroadcastequipment,
facilities, capacities of MTV, Duna, Radio,
MTI) were transferred to this Fund and the
most of the employees are contracted by this
Fund: editors,cameramen, directors, technical,
financial staff, etc. The Media Council heads
the Fund and, according to local sources, ‘is
exercising the administrative control over the
public broadcasters in the same extent as they
do over the commercial broadcasters..

The new regulation approaches the media
services in a very broaden sense. It includes
press media, notonly printed press (newspaper,
periodicals) but also news portals, if they
provide services for profit. The “mediaservices”
definition contains the on demand —less strict
than other medias— and the linear media (TV,
radio), as well, and the protection of children
and minors is one of the key points of the acts
with very detailed categories and rules.

The Media Council has the right to
supervise/control the press and to apply legal
consequences on those who infringe the rules
including impose fine (relatively of high
amounts). These refer to all media services
providers including linear and non-linear
audio (radio) and audiovisual service providers.
The scope of the acts extends to the program
distributors/networks.

PreNsARIO consulted some specialists
about this law to know the pros and cons
brought to the market. Some of them agree
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TiBor FoRizs, HEAD OF PROGRAM
ACQUISITIONS AND SCHEDULING AT RTL KLus

‘LoCAL PRODUCTION IS GETTING STRONGER. WE HAVE
STARTED TO PRODUCE BIG LIVE ENTERTAINMENT SHOWS
FOR PRIME TIME IN THE SPRING SEASON, WHICH WAS NOT
COMMON IN THE PAST. AND WE ARE BUYING LESS SCRIPTED
proDUCT. WHILE ABOUT THE US TV SERIES AND THE
FEATURE FILMS WE HAVE STRONG COMPETITION FROM CABLE
PAY TV CHANNELS, WITH OWN PRODUCTION WE MAKE HUGE
DIFFERENCE IN RATINGS' .

that the most controversial topics are that the
definitions and obligations are unclear, due to
their formulating/drafting. For instance, ‘the
media content may not offend or discriminate
minorities, etc., but the majority as well’ The
Media Council gathers candidates of the
governing party (FIDESZ) but promises no
presence of the opposition. The position and
the wide scope of competence of the Council,
are too strong. And the new status of the public
broadcasters, provides deep doubts.

Some of the positive aspects, on the
other hand, are: the implementation of the
EU Directive regarding the commercial
communication possibilities (allowing product
placement, virtual advertising, split screen
ads); to distinguish between editorial and
commercial content; permission of sponsor’s
appearance within the program, etc.

‘A very positive thing is that the ownership
restrictions are abolished, so the broadcasters
can launch new channels, and to approach
the media concentration as a competition law
issue. Unfortunately, the Media Council took

PeTeR Kiss,
PROGRAMMING DIRECTOR,

'WE ARE MAKING 'SPECIAL EMPHASIS" ON OWN-DE-
VELOPED CONTENT, NOT ONLY TO GET BETTER RATINGS,
BUT ALSO TO SELL THEM TO THE INTERNATIONAL MARKET.
S1ARS GONE CRAZY WAS A REAL HIT AND DOUBLED
IS sLoT. SEVENONE INTERNATIONAL (GERMANY) PICKED
IT UP FOR DISTRIBUTION, ALSO WITH OUR CELEBRITY DAT-
ING REALITY: SWEET FOURSOME AS WELL',

over from the competition office the right to
act in concentration and competitions issues
in the media sector (including the press)’ one
of the specialists commented.

THE ADVERTISING MARKET

The Hungarian Advertising Association
(MRSZ)announcedlast mid-April that thelocal
advertising market totalized €607,4 millionsin
2010. If the newly added monitored segments
(thenew media) are included, the market sums
up to € 646,1 millions.

Television remains the biggest media with
40% of the share, followed by newspaper
(27.2%), Internet (15.9%), Outdoor (10.9%),
radio (4.2%), ambient (1.5%) and Cinema
(0.4%). TV got € 258 millions in 2010, +4% in
comparison with 2009, while newspaper saw a
decrease 0of 12.6% (€164 millions) and Internet
grew to € 102 millions.

According to a forecast by the worldwide
agency Aegis Media, this year the ad market
will continue declining -5.3% (2011 vs. 2010)
while is expected to be back to positive growth

KAt CSENYIR,
PROGRAMMING DIRECTOR, VIASAT3

"THERE ARE MORE AND MORE US SERIES & MOVIES,
BUT OWN PRODUCTIONS ARE GETTING VERY POPULAR
AT THE SAME TIME. LOCAL AUDIENCE IS LOOKING FOR
TALENT AND REALITY SHOWS. COOKING SHOWS SPORTS,
CONTINUE PERFORMING WELL, WHILE VWEDDINGS SHOWS,
TRASH REALITIES AND GAME SHOWS HAVE GOT POPULAR
AGAIN, T00'.

nextyear. TV showsa further moderate decrease
of 4.2% and expenditure in TV reaches USD
316 millions (the share is 35%).

About the broadcasters share, the most
updated measurement PRENsaR1O hasacceded
shows that RTL Klub got 34% of the ad pie
(April-May 2011, AGB Nielsen), while TV2
obtained 23%, VIASAT3 9%, ml 1% and
other 33%. Considering the
three main terrestrial TV
players in Hungary, only
RTL Klub was profitable in
2010 (+€ 11 millions); TV2 257 22.7%
and Hungarian Television
(MTV)lostmoney (TV2was 20 7]
-€8 millions and MTV -€48

millions). 15 7
BROADCASTER 10
HIGHLIGHTS

Tibor Forizs, head of 57
program acquisitions and
scheduling at RTL Klub, the 0 RTL Klub
market leader broadcaster

in Hungary, stresses to PRENsARIO about the
TV market, 2011: ‘Local production is getting
stronger. We have started to produce big live
entertainment shows for prime time in the
spring season, which was not common in the
past. And we are buying less scripted product.
While about the US TV series and the feature
films we have strong competition from cable
pay TV channels, with own production we
make huge difference in ratings. That really
makes the awareness of the channel both linear
and online’.

“The global picture is still complicated. The
advertisement market is not recovered —we
expectaflatincome this year,if not down—but
we are investing for the future. This is a year
of transition and we trust things will be better
from 2012. We are the leading broadcaster in
this country and we must keep our position
with top programming’

‘Currently there are about 100 different
Hungarian language TV channels in the
country. Considering a local market of only
10 million people, they are too many. The
main competition of the free TV is the pay and
cable TV sector, not still the DTTs channels.
The situation may change with the analogue
switch-off, which was supposed to take place
already this year but was delayed further to
2012 or 2013, but let’s see...’

‘RTL Klub has a strong partnership with a
string of successful cable channels operated

HunGARY: AuDIENCE IMIARKET SHARE

(Jan-Jun 2011)

17.6%

4.8% 4.7% 4%

3.4%

TV2 VIASAT3  Film+ COoOoL m1

Source: AGB Nielsen
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Andrea Zaras, now head of Acquisitions at MTVA,
the new entity that provides broadcast support for
MTV, Duna, mr and mti

by our local shareholder that are very popular
in the country. They are considered to be
already medium-sized channels such as Cool
and Film+, which sometimes outperforms
well established channels, such as the MTG
owned Viasat’

On behalf of the second channel of the
market, TV2,PeterKiss, programmingdirector,
highlights: “The channel performance year to
dateisvery steady. With our current scheduling
we are stabilizing the loyalty of our viewers, we
haveabout 360,000 viewers (8,4% amr) among
the 18-49 target audience in prime time, which

means 17.6% market share (January-June, all

Stars Gone
Crazy was such a hit on TV2 that SevenOne
International picked up the format for international distribution

PRENSARIO INTERNATIONAL
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day), reaching in prime time 19.6% market
share. We get 23% of the Hungarian television
advertising pie, according to the data provides
by AGB Nielsen’

‘Considering the amount of Hungarian
channelsavailable, the competitionis very hard.
So, we've developed ourselves in the pay TV
arena. We've started two yearsago with a female-
oriented TV channel, FEM3. We’ve tested new
programming tips on it, strengthened the ones
that worked well, made focus on a good target
audience and offered local productions. So, our
cable channel for women became popular in
a short time’.

‘We have used this experience for the case
of PRO4, launched this year in January. Now
we are talking about a channel of general
entertainment, but we based our action on the
conformity ofa concrete targetaudience,asolid
structure both of the channel and the contents,
and everything run well. With the broadcaster
and the pay TV channels, we have a broaden
platform to get market this year’.

Owned by the leading free-TV and pay-TV
operator in Scandinavia, Viasat Broadcasting,
VIASATS3 is the third channel of the local TV
market with 4.8% of the market share, and
gathering 9% of the total TV ad spending.

Kati Csényir, programming director, affirms
to PRENsARIO: ‘VIASAT3 is an entertainment
channel focused mainly on youngwomen, with
aW18-39targetaffinity. This year, we would like
to put more emphasis onlocal content. The last

season,our own production hits showed an

average 77% growth on A18-49,and 83%

on main target group of W18-39’.

Andrea Zaras is Head of Acquisitions

at MTVA, the mentioned new entity that
provides broadcast support in content
sales and acquisitions for the public TV
channels: MTV, Duna, mr and mti. At last
MIPTYV, she told PrensARIO that the entity
was focused at the show on buying daytime
series, both for the afternoon slots and for
the prime time of the channels. Also, there is
a priority on family material, from live series
to animation and movies.
Before MTVA, Zaras has got a long
experience as Acquisitions Manager in RTL
Klub.
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The drama Ezel is the first Turkish series at
RTL Klub: fiction is back at the afternoon slots

GENRE TWISTS: ENTERTAINMENT SHOWS
+ TURKISH SERIES

Aboutthe top programs of RTLKlub, Forizs
adds: ‘In spring we had for access prime time
a daily reality format, now in its 4™ season
(Valé Vildg) and a 3" installment of a weekly
live talent search show (Csillag sziiletik) both
constantly delivering excellent ratings. For the
autumn, we will add a new season of X Factor
(FremantleMedia) a weekly dating reality
show starring a local celebrity and a new game
show, the local version of Minute to win it
(NBCUniversal)’.

‘Also, a hot issue this year are the Turkish
drama series. We’ve launched them at the same
time with TV2 both in the afternoon slots two
months ago. We are competing head to head
each other with very good ratings. .. with the
series Ezel, wehaveavery strong position before
the daily news, although TV2 decided toair two
back-to-back episodes of 1001 Nights (Binbir
Gece) against it, which does not perform as
strongly as in other CEE territories and not
even close to the Slovak results’.

‘Thefiguresare so good that weare analyzing
to buy new Turkish products. Two years ago, in
the afternoon we used to have talk shows. Now
we air Latin American telenovelas and Turkish
series. The Latin American pieces are slotted
earlier than before but still with good ratings.
We will see if the trend of Turkish series will
continue in the future or not.

‘Is there something new coming? On one
hand, we are considering scheduling new
game shows and reality shows for access prime
time, and to try new formats, but the issue is
not easy as there are not a lot of fresh ideas at

SOJWITL N3 W'Y
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Csillag sziiletik (RTL Klub) and The Big Duet (TV2) are two entertainment formats developed

in-house, delivering very good ratings in both channels

the international market. The format titans
are mainly recycling their successful classics,
such as American Idol, X Factor, now we have
The Voice... About ten years ago fresh ideas
such as Who Wants To Be A Millionaire? were
launched kicking the table, now the potential
is not the same’.

‘Atthelast L.A. Screenings in Los Angeles, we
saw the Hollywood studios want to change the
approach: less medical and legal TV series, less
serialized shows thatyou have to follow chapter
by chapter as Lost, and more refreshed, good
quality soap operas in the Dallas tradition, to
get theaudienceinvolved but with the chance to
skip some episodes. Also, there are more series
involving supernatural plots’ (e.g. Alcatrazfrom
Warner Bros.) but less edgy dramas. Retro

seriesappear,as Sony’s PanAmand The Playboy

Club. And of course the trend of procedurals

Paradise Hotel was the most important
own production on VIASAT3: it was an strategic
game show shot in Colombia

PRENSARIO INTERNATIONAL

is still there (the spin-off of Bones from Fox),,
says Forizs.

Instead of acquiring, TV2is making ‘stronger
emphasis’on own-developed content,not only
to getbetter ratings, butalso to sell the contents
abroad. Kiss points out: ‘Stars Gone Crazy was
a real hit, which beating Come Dine with Me
on RTL Klub, and doubled its slot. SevenOne
International (Germany) picked up the show
for distribution, and not only this one, they are
distributing our celebrity dating reality: Sweet
Foursome as well’

Another in house show developed by the
channel is the celebrity duet show: The Big
Duet, ‘which is constantly winning its slot on
Friday nights, comments, and he adds: ‘The
Money Drop (Endemol) did very well: we
broadcasted the showlive, which delivered good
ratings, and intensive online activity. We also
broadcast longer news program with success,

which is widely acknowledged as the most

reliable news resource in Hungary. It has a

great market share’

About the content trends in Hungary,

Kiss summarizes: ‘There are more original

programmingonscreensand the eraforlong

dramaseriesin Hungaryhasbegun tobloom,
especially the Turkish ones, like 1001 Nights

(Seherezade), but also the Latin American

telenovelas, which are delivering the expected

ratings as well and start to work again, like
Cuidado con el Angel (Televisa)’

Csényir remarks that the most important
own production from VIASAT3 has been
Paradise Hotel: ‘Shot in Colombia, it is a

strategic game where 28 girls and boys have

<10 >

$ o pair up week-by-week, the one who is left

alone has to leave the Paradise. We also had in
spring an improvisation game called Jump-in,
where five well-known Hungarian actors play
differentkind of games. In autumn, besides the
former one, we’ll have the return of two other
successful own productions of the channel:
Dreambuilders and Four Weddings. Both will
be on air once a week in prime time’.

About programming trends, she says: ‘There
are more and more US series & movies, but
own productions are getting very popular,
as well. Local audience is looking for talent
and reality shows. Providers adapt themselves
well to content needs: when Gordon Ramsay
and Jamie Oliver got popular in Hungary, all
providers came out with cooking shows. When
there is any major sport event —Olympic
Games, Football World Cup, etc.—they provide
local content about that. Weddings (Kate &
William’s royal wedding), trash realities and
game shows have got popular again, too’

New Mepia

Forizs describes RTL Klub strategy on
content distribution through digital platforms:
‘Wearealready offeringa catch-up VOD service
of our shows, through the Internet. The service
is doing well, we literally doubled our unique
visitor number from one year to another and
in some top products, we have now more than
100.000 unique visitors per day. We are offering
sofar our own productionsand some series and
telenovelas, but we will start offering catch-up
windows of TV series from Hollywood studios
later in the year’

Lastly, TV2 is focusing strongly on the
Three-Screen model: ‘Not only on television,
but also on Internet and on the mobile
platforms) highlights Kiss, and he remarks:
“Thisis why the companyis constantly working
on new mobile applications: we already have
tv2.hu application for Android and iPhone
developed together with AppShaker, Joban
Rosszban application developed by Origo and
we had a mobile application for Megastar5 for
iPhone. Another development s tv2.mobilnet,
powered by Vodafone, whichisa TV2 branded
mobile Internet that provides free contents
from tv2.hu’
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Discop East 2011: TIME FOR DECISIONS
IN CENTRAL AND EASTERN EUROPE

Central and Eastern Europe are today a
good example of the duplicities that govern
the worldwide content market: most of the
advertising pies of the region have not recov-
ered yet, butitis one of the most active regions
in the world regarding the release of new TV
channels: free TV, pay TV and new media.
There is also an important increase of own
production in entertainment, but this season
the big news are the extension of Turkish
series... and so on.

In the global post crisis context, CEE is
stressed as one of the less recovered regions,
together with the US domestic marketand such
countries as Spain or Greece. At the top, Russia
—see the CeeTV report in this edition— faced
an increase of 15% on its ad pie during 2010,
but it still remained under the levels of 2008,
which are expected to overcome this year. At
the bottom, Hungary fell strongly during the
crisis, but its ad pie is still not expected to
recover this year; it will remain flat or even
below than 2010.

During these difficult times, the attitude of
most of the stations has been to invest only
in essentials. However, the high-competitive
evolution of the media context does not let
them to wait for better times to come. Only
during the last two years, at least a dozen of
free TV channels —strong enough to be con-
sidered— were released. The CME Group, for
instance, is replicating its successful channels
in the other countries where it operates; till

Televiwizja Polska,
Poland: Wladyslaw
Fraczak, Head of Film
department TVP1, Eva
Dabrowska, acquisitions
manager,AlineAvedikian,
SevenOne International
Germany, MariaNadolna,
managingdirector,Ursula
Strzelczyk-Piasecka,
Head of Domestic
and International

Acquisitions

PoLAND Is A
STRONG MARKET
FOR FORMATS
AND IT IS ACTIVE
AGAIN FOR
FOREIGN FINISHED
PROGRAMS. PAy
TV is BOOMING.
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Revi Benshoshan, director of acquisitions/sales, and Loni Farhi, CEQ,
both from SPI International, with Nadrej Devecka, from Czech distribution
company, Hollywood, Martina Liskova (former TV Markiza), Peter Chalupa,
TV Markiza (Slovakia), Alexandra Bezpalcova (Nova TV, Czech Republic),
Lubor Kosul (GroupM Slovakia), Branislav Volak (TV Markiza), and Igor

Konyukov (Hollywood)

2009 it owned 20 stations, currently it is op-
erating 26 channels considering acquisitions
and own launchings, all in six countries of the
CEE region.

But there are also local TV chains, such as
Pink TV, that used to operate three free TV
channels in Serbia, Bosnia and Montenegro
until 2009, but it released a new one in 2010
in Slovenia, and expects to open another one

CENTRAL EUROPE IS AN
EMERGING SOURCE OF
FORMATS FOR THE CEE
REGION AND NEW MEDIA
DEVELOPMENTS

in Bulgaria in 2011.

The TV channels that spread faster,however,
are the Pay TV and cable ones—currently, there
are 90 channels made in Hungarian language
in this country, for instance— and the IPTVs,
too, due to the expansion of Internet. Why so
many new channels are being launched while
the crisis has not gone yet? There’s no doubt
theyarebetting on the future, expecting to posi-
tion themselves for better times. ‘Year 2011isa
time for transition) they explainin the main TV
companies. ‘We are leaders and we cannot give
ground; it is expected that economy improves
next year and recovers strongly in 2013’

The digital TV channels (DTTs) are not
moving fast because the analog switches off
havebeen postponed with indefinite forecastin
most of the territories, except for special cases
suchas Turkey. Until 2013 and beyond, they are
notexpected tobecomekey players. Therefore,
free TV biggest competitors continue to be pay
TV and cable channels. And, as it happens all
around the world, the many windows through
which contentsaredisplayed carried both areas
to the own production. Increasingly, they seek
to produce locally as it boosts the ratings. But

again, the dilemmaarises:
own production is more
expensive, and the markets
still cannot solvent it.

RTL Klub, the leader broad-
caster in Hungary, points in this edi-
tion, thatithasbegun to produce biglive shows
inspring,whenitusedtodoitjustin fall. And it
is covering with them not only the prime time,
but also the access prime time. And thus most

DISCOP

UK-USA, Cana-

da, Sweden’. Steve

Quirke, head of
marketing at Zodiak
Rights (UK) adds: ‘Atthe

UK TV market, we see a new

generation of TV series rising: half scripted,
half realities’.

In Central and Eastern Europe, the vein has
been taken by its practical side: slots that used

CenTrAL & EAsTERN EuroPE TRenDs 2011

GROWING...

> New CHANNELS
> OWN PRODUCTION
> FicTioN

> PAYTV & CaBLE

of the broadcasters... entertainment formats
are the first option at thelocal production time
in the region, because they ensure rating and
they are easy to produce. But, as it happensina
globallevel, today there is a strong lack of fresh
ideas, so the channels recycle the
classics such as Got Talent and
X Factor, of Fremantlemedia

WAITING...

> AD PIES
> U.S. CANNED PRODUCTS
> TALK sHOWS & DOCUDRAMAS

> DTTs

tobe taken by talk-shows or docudramas, most
of them during the afternoon, have started to
bring canned fictions from traditional origins,
such as Latin American telenovelas —that have
reopened markets that had been complicated,

or the family BigBrother, of
Endemol... investing more and
more money.

Thisgap opened several roads,
being the production of fiction
the main onein Western Europe.
John Pollack, EVP of the lead-
ing Shine International (UK)
explains: ‘Whatis the new thing?
With our partner company
Kudos, we are betting more on
fiction through co-productions
tokeep the control of the content
between the biggest markets:

Natalia Egorova, Head
of Acquisitions at
Channel One Russia,
Oksana Firak, TV Chief
Programme manager at
Inter Ukraine and Yuriy

Evdokimov

RussiA AND
UKRAINE EXPECT TO
SURPASs IN 2011,

THE ADVERTISEMENT
IncomEs oF 2008

such as Poland, Czech Republicand Hungary—
and new sources of product, such as Romania
and particularly, series of Turkey, that stand out
for theiraction plothigh production standards
and for notbeingsolongas the telenovelas—no
more than 80 episodes.

Turkish series began entering in the closest
countries —they caused a boom in Bulgaria
already in 2009/2010, and in the former Yu-
goslavian countries—and this season they have
been positioned in big countries of the region,
such as Hungary, Croatia, Slovakia. They are
havingvery good ratings and they will probably
expand their slots. As every strong new trend,
it will have to hold up over the time, but it
shows that the finished products still has much
to give in times of own production. There are
countries where own production of fiction is
already deep-rooted and it has become a flag,
such as in Czech Republic —see the interview
to Nova TV in this edition.

Other alternatives seeking for fresh ideas
followed in the region, are to test new kinds
of game shows and realities, both for the af-
ternoon and access prime time slots. But being
innovative in entertainmentis notan easy task,
because the ability to surprise the audience has

PRENSARIO INTERNATIONAL
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Eleni Paschalidou, head of foreign programming, Nathalie
Wodfield, program director, and Gina Dimitriadi, head of
international acquisitions, from Star TV Greece, with Guillermo
Borensztein, sales executive, Telefe International (middle) and
Christina Spyropoulos, from Apollo TV.

been significantly reduced compared to years
when a new format was released and screens
exploited. Today, The Voice (Talpa) is referred
by regional broadcasters as something new,
but it is still a talent show, the current most
used genre in the prime time of Central and
Eastern Europe.

What can be said about Hollywood, about
its TV series and movies? As in most regions of
the world, broadcasters stress that the problem
is the amount of times that they are emitted in
the theatres, video, VOD, premium and basic
cable, so theyreach free TV being already “very
seen” and they produce less rating than in the
past times. That is the reason why they start
to give them less space compared to original

GREECE EXPECTS A
RECOVERY ONLY FOR
2012, BUTITIS A CONTENT
MARKET TO HAVE ALWAYS
IN MIND

DISCOP

productions, where the broadcasters are the
first screen or even an exclusive screen, such
as the case of HBO Central Europe.

Anyway, US TV series and feature films
keep being a main option. And Hollywood
has made an interesting change of direction
with its new series for the season 2011/2012:
at the L.A. Screenings, the event held last
May in Los Angeles where the new product is
presented to the international community, less
conventional series were seen, more risky than
in the previous two years: not so many stories
of lawyers and doctors, more breaking stories
or with supernatural seasoning... they seek to
resume some leadership in terms of creativity
that had been relegated to the hands of the pay

Nova TV Croatia: Zrinka Jacob, film editor,
George Makris, general advisor to the board,
and Nina Mikola, Acquisitions Manager

CROATIA IS PRODUCING OWN
FICTION, AND THIS YEAR ADDED
SUCCESSFUL TURKISH SERIES

TV business —see the L.A. Screenings report,
in this edition. Good news!

So, what is the main conclusion about the
current content market in Central & Eastern
Europe? It continues being one of the most
interesting regionsto operate,beyond the crisis,
considering the concentration of developing
economiesand theresources of the TV channels
to evolve, plus the short distances and costs
from the central markets. And these assets will
bereinforced in the future,once the crackisleft
behind and the European integration moves
forward. Those who invest thinking in the
future, are right. Go ahead, then...

Nicolds Smirnoff

HACRCIOTSLAS & EDTTH GONZATEZ

A UNDER RED 5KY

[ hey have always loved each other,
but fate does not favor thetr love

THE BALTIC AUDIENCES PREFER
LOCAL DRAMA SERIES; THEIR
BROADCASTERS LOOK FOR FRESH
FORMATS

Jaanus Noormets, acquisitions executive, and Olle
Mirme, programming director, both from Kanal 2
Estonia, with Marijus Gradauskas, acquisitions manager
at LNK TV, Lithuania

THE CIS MARKETS ARE ADDING
NEw TV CHANNELS TO THE CON-
1ent CEE community

CTCGTV, Moldavia: DanLozovan, general director, Viadimir
Tabacari, program director, and Leonid Culai, acquisitions
manager: they buy family titles and telenovelas.

Efsalps@oomanes. ty
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TV Nova, CzecH REPUBLIC:
‘STABLE RATINGS WINNERS ARE ALWAYS FICTION
PRODUCTS AND NEWS'

‘TV Nova’s programming grid is
based around two strong pillars,
news and locally produced

local scripted series: on Monday,
the crime procedural series
Kriminalka Andel (CSI: Andel),

fiction series, and augmented n v a Tuesday and Thursday the
with lifestyle programming, medical drama series Ordinace

entertainment shows, current
events formats and foreign
products, including high-end TV
series and movies’.

Alex Ruzek, director of Television
Channels and Programming of TV Nova Czech
Republic, describes to Prensario the content
strategy of the CME Group TV network, which
leadsthemarketwithaprimetimeaverageratingof
11.5%and share of 36.5%in the main target group
15-54 during 1Q 2011. The other top channel of
thegroupinthecountryisNovaCinema,launched
in 2007, which reached 1,7% (rating) and 5.35%
(share) in target group 15-54 in prime time.

About the programming of TV Nova, the
executive explains: ‘The first pillar
are news, with five daily live
programs: themorningshow
from 6-9am, noon news at

12pm, evening news at
5pm, mainnightnewsat
7.30pm, and late night
news at 10.30pm.

The second ‘critical’
pillar is local fiction.
‘We broadcast every

weekday atleast one

Alex Ruzek, director of television channels and progra-
mming at TV Nova

PRENSARIO INTERNATIONAL

v ruzove zahrade 2 (Rose

Garden Medical Center 2) and

Wednesdays belong to the Czech

= Republic’s first sitcom, Comeback.

We also have a daily strip in access

primetime from 6.30pm, Ulice (The Street),
in its 6th season’.

‘In entertainment, we strive to bring our
viewers blockbuster international formats on a
regular basis. In Spring 2011 we have continued
our partnership with FremantleMedia to
produce the fifth season of Superstar (Pop Idol),
which is for the second time a joint project with
our sister station, TV Markiza in Slovakia’

‘We fill this out with one-off events, such as
Cesky Slavik (annual music awards). Regarding
foreign product, we place our bets on the
strongestbrands,and therefore have selected key
titles such as the CSI franchise, Mentalist, House,
German action series Cobra 11 and others, all
of which perform well during prime time. Our
prime time split between locally produced and
acquired product averages around 75%/25%,
when taking into account our Friday and
Saturday night movie slots’.

She continues: TV Nova’s parent company,
CME, is a leader in content development and
production in all countries in which it operates,
though its subsidiaries consolidated under
MediaPro. To achieve the quality we need to
maintain our undisputed market leadership, we
choose to commission most of our production
from them. However, we also on a regular basis
consider products fromindependent companies,
and we take our commissioning decisions based
on quality of content and of course price’

LocaL MARKET AND New MEDIA

Ruzek affirms that entertainment ‘is
necessary in a program schedule as ratings
boosters) specificallyin regards tolarge formats
like Idols. ‘Entertainment products provide
diversity and “current-ness” to the schedule,
for example through formats like talk shows.
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For many reasons, they cannot be missing from
any free-to-air broadcast schedule in today’s
environment, she adds.

‘However, entertainment can never replace
qualityscripted productwith thebestactors. Stable
ratings winners are always fiction products and
news. Furthermore,intoday’smediaenvironment,
we can no longer look only at television ratings
winners, but we have to look instead at different
ways of monetizing the value of our content’

‘Fiction products are our most valuable
asset not only because they can be repeated
in off-seasons or across our portfolio of niche
channels, but they have the possibility to be
sold, as digital files through our video service
VOYO.cz, on DVDs, into the Pay-TV window,
or into other markets’

She exemplifies: ‘For the first time, TV Nova
recently sold the format rights to a Czech fiction
crimeseries, Expozitura (Organized Crime Unit),
to both the US/Canada market and to Russia/
CIS, and in the past the channel sold finished
products as Rose Garden Medical Center and
Village League to several European countries.
While entertainment is a seasonal trend and
ratings booster, the appetite of the Czech viewer
across all distribution platforms will remain
quality scripted fiction products’.

On behalf of New Media, Ruzek finalizes: ‘We
havea portfolio of Internet assets: the full-service
online video archive VOYO.cz, news at tn.cz,
Nova content at Nova.cz (with microsites of all
our formats), women at Doma.cz, younggirls at
Krasna.cz, top social community at Blog.cz,and
game portal at Dobyvatel.cz, among others’

& JiRUL
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The medical drama series Rose Garden Me-
dical Center. Own produced drama series allow TV Nova to
distribute it in several platforms and sold it abroad
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1+1 Grour UKRAINE:
ENTERTAINMENT FORMATS WITH A TWIST

CEETV'’s MARriA RUBAN SPEAKS WITH ALEKSANDR TKACHENKO, GENERAL MANAGER, 1+1 Grour

After being the deputy director general of
REN-TV in Moscow in 2008, in August 2010,
Aleksandr Tkachenko became general man-
ager of 1+1 Group Ukraine, which includes
leading Ukrainian channel 1+1, TET, 2+2,
CITI, 1+1 International broadcasting and
Internet department.

1+1 has been the leader of the prime time
since November 2010 and after the launch of
a new season in February remains on the top
position with a share of 16.7% of audience
share 18-54 in Ukraine. TET is the channel for
women and the youth, offering the best foreign
TV series as well as entertainment shows of
own production.

Previously called Kino, 2+2 is the entertain-
ment channel for men, broadcasting national
football matchesand the basketball superleague,
while CITIisalocal TV channel covering capital
city Kyiv and emitting publicist and news pro-
grams of own production.

For the past six months 1+1 demonstrated
stable growth. How did you manage to over-
come the market inertia and the tendency of

long stagnation?

Last spring we made changes
in 1+1’s programming. We
have not only changed
the mode, from the
habitual for Rus-
sia and Ukraine
line into vertical
programming,
but also launched
an immensely big
number of own
production projects,
including formats
and original shows,
in comparison with
the past years.

Aleksandr Tkachenko, general manager, 1+1 Group
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Some of them were more successful, some of
them not that much, but in general the viewers
reacted positively to our search. As many projects
were newand interesting, that helped usto over-
come the negative tendency of the past years. So
now we are observing the growth.

Lately you have rebranded TET channel,
changing not only the programming grid
but also the team. What goals do you set
for the channel? What results have been
already achieved?

At TET we gathered a new team with enough
own qualities. The group of channels can only
be developed if there are enough strong and
motivated professionals. TET is now a channel
for the young female audience, and has a new,
recognizable face with new programs, series
and currently, which is very important, we
have own production entertainment shows.
By fall we would also seriously change the daily
lines with lots of in-house content like reality,
entertainment, series, that the channel would
order independently.

What projects became the most successful
in2011?

We are working in three new projects. One is
already on air, our adaptation of Hell’s Kitchen:
this is a new genre for the Ukrainian TV, to a
considerable degree revised. Instead of one
chef there are three, greatly inset each other.
Another interesting project is the local version
of The Voice of...

Also, I'would like to mark Connected, an unex-
pected Israeli format under our name To Shoot It
All. Tt is a completely new approach to television,
vividvideojournalsof ordinarypeople. Wealready
started shooting and the first results are quite
encouraging and even surprising.

There are good achievements for 2+2, since
this spring there are own news sections on the
channel. We hope to attract audiences in the
young male demo. Currently, we are producing
several new shows for 2+2.

Do you plan to exploit new media plat-
forms? How are you going to attract the
Internet audience?

We are actively developing the new media seg-
ment.Inthenearest future we will presenta project
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that we are working already for
quite a long time on. The exist-
ing resources, news portal tsn.
ua in particular, for the past 2

years have entered in the TOP = + =
3 literally from scratch.

What are your plans for the
summer season?

We are not going to have a
holiday break deliberately, for
thefirsttime in Ukrainian TV
practice. During the summer
we will show live episodes from
The Voiceof... ,therewillalso be
several other premieres during
this time of year.

After the format boom of
2010/2011,whatwouldbethenext
big trend in the new Ukrainian TV season?

Everybody has already learned how to do the
formats, quality is now what matters. The qual-
ity is already high if we speak about the picture,
but we are actively working on the content. The
main trend is not so much the new formats
production as appearance of new talents. 141
is actively working in this way, not only with lo-
cal talents. We will invite young specialists from
Ukraine and start working with internationals
— mostly Europeans.

The Ukrainian version of Hell’s Kitchen offers a twist:
instead of one chef, it has three
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KANAL D TURKEY:
‘DRAMAS HAVE BEEN AND STILL
ARE THE MAIN TREND IN TURKEY'

‘Kanal D has been ranked number 1° for
more than five years with its high-rated and
high quality programs. Most of our main shows
and series are locally produced, which almost
half of them are our own developments. In the
last time we have also increased our produc-
tions and sold our drama series abroad, having
expanded them in Central and Eastern Europe,
among other regions.

Ozlem Ozsumbul, head of Sales and Acqui-
sitions, offers to PRENSARIO a special interview
speaking about the leading TV stations in
Turkey, owned by Dogan Holding, one of
the leading Turkish media groups, which also
owns Star TV (the fifth channel of the market)
and CNN Turk (a joint venture with Turner),
apart from D-Smart platform, the second Pay
TV operator in the country.

Onbehalf of the top shows,

she describes: ‘Since a
while back, TV series,
especially dramas,
have been and still
are the main trend
in Turkey. We have
different prime
time TV Series
for each day of
the week: Arka
Sokaklar, Kanit,

Fatmagiil’iin

Sucu Ne?,

Hammn Ciftligi

,Akasya Durag,

Kavak Yelleri,
Nuriand Uskiidar’a
Giderken. We work
with independent

Ozlem Ozsumbul, head of Sales and Acquisitions
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production companiessuch as; Al Yapim, Erler
Film, Gold Film, and Tims Production, and
we have also our own production company
D Production, which produced the highest
rated TV drama of the season: Oyle Bir Geger
Zaman ki

The percentage of our own production at
Kanal D is 42%. ‘Doktorum is live and a daily
program about health, where some doctors
meet the patients and talk about and try find
a solution to their problems; the late night
talk show Beyaz Show and Okan Disco Kral:
— Muhabbet Krals; the comedy program Cok
Giizel Hareketler Bunlar and the format ad-
aptation humor program Sansli Masa. Also,
the discussion programs 32.Giin and Geng
Bakis and the magazine Magazin D, completes
Ozsumbul.

About the ready-made content, the execu-
tive is looking for feature films and TV mov-
ies; animations are just for early morning at
weekends and foreign series for late night. ‘We
have produced in house some entertainment
formats, like Wheel Of Fortune, Deal Or No
Deal, Survivor, Family Feud or Pop Idol, she
highlights.

New Mepia

‘Digitalization is changing the parameters of
the industry. The customer perspective about
content has become Whatever, Whenever,
Wherever’, remarks Ozsumbul about what is
going on new media in Turkey. And she adds:
‘According to that we have defined our digital
media strategy and perspectives, we are using
all the new ways to reach our viewers. For us
new media compliments television broadcast-
ing rather than compete with it.

‘Digitalization and the new platforms give the
consumers more and better ways to use content;
provide flexibility in pricing and windowing;
expand number of retail partners; enable direct
relationship with consumers; dramatically
lowers distribution costs) he says.

The channel website kanald.com.tr is in the
first place among other TV stations sites. ‘We
follow up the new technologies and increase
the number of visitors day by day, to reach
more people. Open gap to not lose leadership
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Scripted Formats

Greece (Adapt
LIS (Option)

Sitcom Seasons 3
Total episodes BOx30°

Intemational Sales:
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Fatmagiil'in Sugu Ne? is one of the leading
drama series on prime time. It is also one of the titles the
company is highlighting for Discop East

Intarmational Sales:
Serbia, Portugal, Croatia
(Adaptaton)
of with our competitors (TV web sites) by Turkey (Option)
adding new sub-sites, and having more clean

and original content’

Soap ﬁp;.;ra Seasons 10

AsfortheVOD strategy, Ozsumbul explains: Total episodes 2128x30°

‘We have been working with all major players,
telecomand IPTV operators on two mainissues:
protection of copyrights and business model
(Ad VOD-Pay VOD). Mobile display- applica-
tions for us is an important way the reach our

areece (Adaplaton)
Portugal TAdaptation)
Foland (Adaptation)
customer and make us well positioned to benefit
of mobile advertising growth. We have devel-

Soap Opera Seasons 10
Total episodes 2300x30°
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oped in-house iPhone, iPad and Nokia Ovi
applications. Kanal D iPhoneapplicationis the
most downloaded entertainment application

International Sakes:
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Ausaia (Adaptation)
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in Apple Turkey. We also plan to develop ap-
plications for BlackBerry and Android phone
& tablets, as well’, finalizes the executive.

TurkeY: TV MARKET SHARE, PRIME

Time (JAan-May 2011)

Kanal D 15.5%

ATV 12.4%
Show TV

Fox

StarTV

www.mediasetdistribution.com - internationalsales@mediaset.it

Source: Nielsen Company
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ACASA RomANIA:
THE HOUSE OF TELENOVELAS

Targeting young women aged between 15 to
49, ACASA hasbecomeanimportantreference
in the Romanian TV market. After 13 years
on air, the channel competes strongly with
powerful generalist channels and it is ranked
at #3, with an average share of 9.5%.

It was the first Romanian channel that
broadcasted a local telenovela, in 2004. Since
then, Romanian telenovelas became the
program-drivers in its schedule, hitting one
success after another. ‘Every full season we had
atleastaslot oflocal fiction scheduled in prime
time and produced by MediaPro Pictures, one
of the most renowned production company
in Romania, whose products were sold also in
Europe, United States of America and Latin
America, highlights to PRENsaRIO Vanessa
Cernea, managing director of ACASA.

‘Weare currently airing In The Name of Honor,
a local telenovela, which treats the subject of

killings in the name of honour and
presents a forbidden love story
between a Romanian young
girl and an Arabian Sheikh.
This title was already sold
in the United States of
America, Latin America,
Azerbaijan, the french
speaking countries
from Africa and in
DOM (Département
d’outre-mer-Territoire
d’outre-mer)’.

Vanessa Cernea, managing director, Acasa TV
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The king genre in ACASA, as
Cernea says, is the telenovela.
‘We are talking about strip
programming, which generates
fidelity. We have always been very
careful on the title-selecting issue,

In the name of Honour, one of

that’s is why we gained a very good  the top telenovelas ever produced by MediaPro Pictures. It was sold to USA, La-

reputation among producers and
distributors. This year we are broadcasting
Teresa, Soy tu duefia and El triunfo del Amor,
from Televisa and Herederos del monte and
Reina del Sur, from Telemundo. The newest
and best telenovelas available on the market
are shown on our channel’.

About the local TV market, Cernea adds: ‘At
thismoment, best rated entertainment formats
in Romania are reality shows and talent shows.
Reality shows are based on Romanian tabloid
content. “Talent shows” represent also a new
trend in Romania, emphasized by the recent
success of Romania’s Got Talent,broadcasted by
PRO TV, another channel of CME Group’.

NEWS AND ENTERTAINMENT

Other local productions in the grid are the
news program Newstories, original format
that combines information with emotion and
entertainment, and Romania’s Ladies, a show
that tells real life stories of some Romanian
women who changed the world with their
courage and daring.

For example, Nadia Comaneci, the first
gymnastever tobeawardedaperfectscoreof 10in
an Olympic gymnastics event (Montreal, 1976);
AnastasiaSoare,who conquered Hollywood,and
named The Queen of the Eyebrows, having clients
as Penelope Cruz, Madonna or Sharon Stone;
and Queen Marie of Romania, a veryimportant
character in the history of the country, where the
producers madeartistic reconstructions, specific
for the documentaries.

Nextstorieswillbeabout AngelaGheorghiu,
a famous soprano opera singer who had
leading roles at New York’s Metropolitan
Opera, and Virginia Zeani, a famous opera
singer, listed in 500 personalities of USA and
Canada and Who’s Who.

Lastly,about new media, Cernea says: ‘www.
acasatv.ro is the official website of ACASA and
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tin America, Azerbaijan, the french speaking countries from Africa, among others

- Newstorigs is an original news
format that combines information, emotion and entertainment

part of our Internet Bussines Unit Division.
As well as the TV channel, the site is female
oriented and over there our viewers can find
complimentary and exclusive information
aboutthe TV showsand the seriesbroadcasted:
news, interviews, full episodes, character
descriptions, photos & video galleries’.

RomaANIA: TV MARKET SHARE, BY
compaNIEes - Prive Time (1Q 2011)

*Includes Pro TV, Acasa, Pro Cinema,
ProTV Chisinau, Sport.ro, MTV Romania

Source: GfK Romania/CME Group
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CEE MARKETS SHOW GOOD
RECOVERY ON AD PIES IN 2011

ears. ‘This can
Ee attributed to CEE: AD SPEND EVOLUTION, PER MEDIA (2009-2012)

PrENSARIO INTERNATIONAL provides this
special report about the Central and Eastern
European advertising markets in the first
quarter of theyear,based on Aecis Mep1A latest
forecast for worldwide advertising expendi-
ture. The report includes ten countries of
the region: Russia, Poland, Turkey, Hungary,
Czech Republic, Romania, Slovak Republic,
Lithuania, Latvia and Estonia.

After the global economic crisis that af-
fected most countries in the world in 2009,
the worldwide advertising markets have started
to recover. In Central and Eastern Europe,
a growth of 9,5% is forecast for 2011, with
almost all markets following this trend. It is
notbad, though the fall-down during the crisis
was far deeper.

Russia continues to be the leading advertis-
ing market of the region, as it had a significant
rebound in 2010 (+15.4% against -27% in
2009). For 2011, growth is expected to slow
slightly, but still to be strong at +13.2%. Russia
is followed by Poland (+4.8% of ad growth for
2011) and Turkey (+10%).

In terms of television, the report highlights
that the sector has remained resilient through

2010and will continue this way for the next two

the scarcity of an
alternative pow-

In Millions of Dollars

By MAaGDALENA Russo
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to be at the top
of the region, being TV the biggest medium
in terms of coverage and ad spend, with a
share of 52.6%.

Last year, the TV ad market increased 15%,
almost pre-crisis levels, with further growth
expected. There is currently a

ESTIMATED AD SPENDING, PER REGION (2011) high demand for airtime, most
of which has already been sold.

Latin America* Others*1

Asia

North America

* ONLY ARGENTINA, BrAzIL AND MEXIco
*1 ISRAEL AND SOUTH AFRICA
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Due to shortage, there is a high
TV inflation c. 27%.

Cable and Satellite TV are ac-
tively developing in this country;
technical penetration increased
from 34% in 2007 to 56% in
2010, when 22 new channels were
launched. Current share of Cable
and Satellite TV is about 1%, with
a yearly growth of advertising
spends of 25%.

Poland is the second country
in terms of ad expenditure: USD
3,355 millions. The ad marketisin
good conditionin general,growing
by 4.8% vs.2009 whenitslowed by
over -11%, being TV the strongest

Source: Asgis Media medium with the widest reachand
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consumption also increasing.

TVadspend growthis+11% and itexpected
to remain strong in the next three years. The
average Polish watches over 4 hours a day and
thereisadynamic development of digital satel-
lite penetration. TV still attracts over 50% of
total ad money and the situation ‘is not likely
to change soon’

Polish broadcasters TVP, TVN and Polsat
are still the most important players, but cable
and satellite channels experienced the fastest
growth. Polsat has consolidated aerial TV with
satellite and is now developing an Internet of-
fer, and plans to buy one of the biggest mobile
operators.

Turkey’s ad spend in 2011 will be of USD
2,310, becoming the second market in terms
of growth. Last year was a recovery period and
growth of media spends for this year is already
19.7%. The percentage share of advertising per
media, which has traditionally been stable, is
currently undergoing a transition due to the
development of digital media. This segment,
together with TV will be two of the most dy-
namic media. Ad spends in TV reaches USD
1,204 millions (52.1% of share). Digital TV

CEE: TV AD SPENDING, PER COUNTRY (2011)

4986

In Millions of Dollars

5000

4000 1

3000

1920

2000
1204

Outdoor

1000 1
316 303 287

169 44

Radio [§y5X7A

30 39

Russia  Poland Turkey Hungary C Republic Romania Slovakia Lithuania Estonia Latvia

Source: Aegis Media

in Turkey is developing fast and IP TV is just
starting.

Legislation on ad space is having a strong
influence on prices; such is the case of ad breaks
—including special formats— that can be no
longer than 450 seconds, since last October,
when therestriction started torun. On the other
hand a new law will address the controversial
issue of ratings in Turkey (which has been a
relevant topic for the public opinion due to
allegations of manipulation by rating firms).
Firms putting out ratings figures will have to get
permission from the Radio and TV Supreme
Council (RTUK), the media “watchdog”

Demand of ad space is increasing and sup-
ply remains constant. However, it is at risk
of further declining when the new law takes
effects. ‘Media Groups are giving up some of
their competitiveness and are starting to co-
operate almost like a cartel, taking advantage
of demand to make up for the downturn in
2009, explains.

THe resT oF CEE

Hungary is the most affected market in CEE
region after crisis. This year the ad market
will continue declining -5.3% (2011 vs. 2010)
while is expected to be back to positive growth

next year. TV shows a further
moderate decrease of 4.2%
and expenditure in TV reaches

AD SPENDING WORLDWIDE, PER MEDIA (2011)
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TV

Newspaper

USD 316 millions (the share Source: Aegis Media

is 35%).

Some positive signs of ‘revitalization’are seen
in the Czech Republic’s market. TV is expected
to perform well this year, as current committed
spends are 85% of the total volume for 2010.
In this context, TV is the key media type with
ashare of 42% and a total expenditure of USD
303 millions. ‘Media landscape is changing in
this country, with a further fragmentation of
the TV scene as a result of digitalization), says
the report.

In Romania, the TV ad market dropped by
approximates 15% in 2010. In terms of spend-
ing, this media is expected to keep almost the
same level as in 2010 in terms of net spending.
MediaPro remains the main media holding
on the market with approximate 30% share of
voice of the total Romanian TV market, and
Intact Advertising remains in the second place
with 20% share.

Small increase is expected for this year at
the Slovak ad market. TV expenditure share
is 43.6 % (USD 169 millions). There are two
strong players on the TV market: TV Markiza

<25>

and TV JOJ. This market will experiment a full
digitalization, as the analog emissions will be
off from 2012.

Lithuanian TV managed to maintain a high
share of ad revenue during the crisis. This year,a
10% growth is expected with a total expenditure
reaching USD 64 millions.

In Estonia, TV remains as the dominating
media for advertising together with the digital
side. Ad expenditure in TV reaches USD 30
millions for 2011 (32% of share). Kanal2 and
TV3 continue to be the market leader niche
channels. Due to low net TV prices, ad airtime
will remain cluttered and peak season months
will be sold quickly out.

Latviais thelast countryin terms of ad invest-
ment. Market decreased by 20% in 2010, but for
2011 the mood is more positive. In this context,
therehavebeensome ownership changesinsome
media channels. Television growthin 20111is8%.
Due to competition for the Russian speaking
audience, main channels are including in their
sales packages with products in this language.

PRENSARIO INTERNATIONAL
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LA ScreeniNgs 2011:
FRESH TWIST FROM HoLLYwooD

The LA Screenings 2011, held last month in
Los Angeles, California, has shown that content
business is going up after the global crisis. This
year about 1,500 programmers and acquisitions
executives from theworldattended the Hollywood
Studiospresentationsof theirnewseason TV series
and feature films. The figure is 10% up from last
year: the economics recovery in many regionsand
thedevelopmentof new content outlets—mainly
pay TV, DTT channels and digital & mobile plat-
forms— have made the difference.

Some countries of Western Europe—Germany,
France— and Asia in general improved their
attending communities, while Latin America
was flat but with a good concurrence and some
regions not fullyrecovered—as Central & Eastern
Europe, Spain, the U.S. domestic market— were
slightly down.

After the week of Screenings at the different
Studios,worldwidebuyerssurveyed by PRENSARIO
agreed that this year there were more original or
not so conventional products than in 2010. An
international executive of Fox Television Studios,
said: ‘During the last two years, with the global
crisis around, the studios developed ‘risk-zero’
TV series, which in the American market means

stories about lawyers, medical doctors and espe-
cially policemen. But now the times are betterand
they bet on more innovative pieces.

He continued: ‘There are for instance TV series
as Falling Skies (Turner) about a hell future or

Germany: Rudiger Boess, SVP programming acquisitions,
ProSieben Sat.1, with Eric Welbers, managing director, sales
and acquisitions, Beta Film

National TV/ABC Plus, public broadcaster in Romania: Dan
Diaconu, Diana Stanciu, Carmen Purie, Anamaria Diaconu

PRENSARIO INTERNATIONAL

Terra Nova (Fox) with special effects and Steven
Spielberg involved. About comedies, the single
cameras are back, following the line of The Of-
fice,and we have The new girl, with a feature-film
actress —Zooey Deschanel— on TV

A distributor of Paramount/Dreamworks
agreed: “This year, the US networks are reinforc-
ing their screens for the summer, season when
the pay TV business usually takes more push.
During the last years, the Pay TV channels have
developed alot of original content, while free TV
used again and again the same formulas. Now, we
see the networks have taken the leadership and
they are betting on innovative series not to leave
more share to the pay TV side’

‘With Netflix —the online streaming gi-
ant—and the new media push, free TV goes more
and more to own production. They say it is very
important to be the first window of their product,
but it is interesting what HBO does in many re-
gions: it is the only window for original-regional
productions the company produces.

ATurner top executiveadded: ‘Netflixisalready
thetop user of Internet trafficin the USmarket,and
ithas22 million customers. But Fremantlemedia’s
AmericanIdoljoins those peoplein one only prime
time night. Thebroadcasters must evolve, but they
have enough market to keep their way if they do
the things right’

About genres, at the major screenings there
were, effectively, less ‘conventional’ TV series
—police,medicalandlawyersthemedseries—but
also less edgy dramas and series you must watch
all chapters to understand the plot. ‘Hollywood is
understanding that the audience is pushed from
more and more attractions and doesn’t want to
be stacked with one, though so good it is} said
one Central European programmer.

Instead, therewere more proceduralseries, retro
seriesas PanAm (Sony) stories with supernatural
tips or bizarre characters —the same trend as in
the movies industry— and new types of soap
operas in the tradition of Dinasty or Dallas, very
well produced —this genre is a new 2010/2011
success in Italy. “The audience is hooked with
them but can miss some episodes from time to
time) the same buyer added.

CHOSEN PRODUCTS

TV series chosenby thebuyers (notthe studios)
for PRENsARIO were: Fox’s Home Land, with Claire
Danes, with a great mystery in the middle; CBS’s
The 2-2, very well made’ with Robert De Niro as
one of the producers, and Common Law, which
‘follows theline of Hawaii 5-0’. AtNBC Universal,
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The NBCUniversal Screenings: Belinda Menéndez with her sales and
marketing team, and actors of the TV series Grimm, from the creator
of Buffy the vampire slayer

Sony: Steve Mosko, president, SPT, Oliver Platt from the comedy The

Big C, and Keith LeGoy, president, international distribution, SPT

TV Joj, Slovakia: Erika Tothova, acquisitions manager, and
Zuzana Aichova, programming manager

RTL Klub Hungay: Peter Kolosi, programming director, Tibor
Forizs, head of programming scheduling and acquisitions

Suits, ‘an unusual series of lawyers, and Smash,
which ‘meets the TV-series with the Broadway
Musical features), produced by Steven Spielberg
(agai!) were mentioned.

At Warner, there were the thrilling series Al-
catraz, by J.J. Abrams (Lost) and the crime series
Person of Interest. At Sony, PanAm, because ‘it is
a good reflect of the 60’s glamour’ and Charlie’s
Angels,‘awellknown series tobe programmed’. At
Disney, The River, produced by Steven Spielberg
(again!) in the Amazonas jungle, and Once Upon
a time, magic for kids.

Definitely, innovation and risky bets were
well received by the international programming
community.

Nicolds Smirnoff and Fabricio Ferrara
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Focus oN THE BALTIC COUNTRIES

By NokLe RicoT

In 2010, the average daily viewing time across
the world stood at 3 hours and 10 minutes per
person a day, making an increase of six minutes
over thelast five years. Acrossall the 84 territories
covered, it is Europe and North America that
registered the greatest increases in comparison
with 2009, with respectively +6 minutes for
Europe (3 hours 48 minutes) and +4 minutes
for North America (4 hours 39 minutes).

If Europe recorded an increase in 2010, the
TV consumption is different from one country
to another. In the Baltic for instance, the habits
are different whether we talk about Estonia,
Latvia or Lithuania. Estonia is the one recording
the highest TV consumption among these three
countrieswith 3hoursand 55 minutes. Thisresult
is far ahead of the European average, with no less
than +7 minutes (i.e. 3 hours and 48 minutes for
Europe, with42 territories takeninto account).In
comparison to last year, it represents +1 minute
of daily viewing time per individual.

On the contrary in Latvia and Lithuania,
the TV consumption is under the European
performance, with 3 hours and 35 minutes per
day and per individual in Latvia and 3 hours
and 27 minutes in Lithuania. If the latter one
records an increase between 2009 and 2010 (+1
minute), the daily viewing time per individual
is decreasing in Latvia with -1 minute.

Whataboutthe TV presentin these countries? In
fact, by analyzing the top programs aired there, we
cannoticesome differencesbutalso somesimilari-
ties. In Estonia, the most successful program over
2010 s related to politics and is the event program
celebratingthe Estonian Republic92™anniversary

with the President’s reception, which
gatheredmorethan303.000 TV view-
ers for a 48.8% market share.

In Latvia, the lead is taken by a
movie: Rudolfa Mantojums. This
local production reached a 44.2%
market share and seduced more
than 377.000 TV viewers, i.e. the
best performance of the year on the
small screen. As for Lithuania, it is
again another genre that is at the
top: the variety show 2 Minutes of
Glory ignited ratings and ranked

Estonian, Latvian and

i ﬁm

medlametris

first in 2010 (sport excluded) with Lithuanian TV viewers love dancing and singing formats

773.000 TV viewers and a 49.3%
market share among all in-
dividuals.

Though some differences 4:54
appear, similarities are also
obvious. Forinstance,in these
three countries, local fictions
perform well. These fictions
are series and soap operas
and attract a large audience,
whereas no foreign fictions
managed to enter the top 10
programs of the year 2010.

'

like The Eurovision Song Contest

AVERAGE DAILY VIEWING TIME, PER REGION (2010)

4:35 4:39

., 3:48 352 345
42 3:30 3:30
l l Il

2009 2010 2009 2010 2009 2010 2009 2010 2009 2010 2009 2010
But what is rea]ly obvious Middle East North America Europe Africa Latin America  Asia Pacific

. . . . 30 territori 3 territori 3 territori 8 territori 18 territori
inEstonia, Latviaand Lithua- 60.4 million 327.6 million 657.9 million 86.6 million 136.9 million 1,878.6 million

nia is and of course among
them we can count The Eu-
rovision Song Contest. It is ranked 3™ and 4% in
Estoniawith respectively The Eurovision National
Selection and The Eurovision Song Contest 2010
—Semi Final. These programs gathered 274.000

and 269.000 TV viewers for a

BALTICS: AVERAGE DAILY VIEWING TIME IN 2010 20.6% and a 57.6 market share
amongall individuals. In Latvia,

Estonia

Latvia

Lithuania

Source: Eurodata TV Worldwide / Relevant partners
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the successis also there reaching
the 4™ position in the top 10 in
2010 with 340.000 TV viewers
and a 45.4% market share. No
exception for Lithuania where
The Eurovision Song Contest at-
tracted 650.000 forahuge 58.3%
market share.

Alongside The Eurovision Song
Contest, the dancing UK format
Strictly Come Dancing is as well
a performing program in these
three countries. In this program,

<28 >

Source: Eurodata TV Worldwide / Relevant

partners

celebrities are paired with professionals in a live
ballroom dancing competition. Each week, the
duo with the lowest score departs the show until
two teams remain in the final week. Strictly Come
Dancing is ranked 2™ in Estonia (300.000 TV
viewers and a 44.9% market share), 3" in Latvia
(341.000 viewers and a 32.5% market share) and

® in Lithuania (644.000 viewers and a 45.2%
market share).

In the same trend, Just the Two of Us, a reality
show adapted for the UK format and featuring
celebrities paired with professional singers,
obtained good results in Estonia. With 261.000
viewersonaverageanda 39.1% marketshare, this
singing show reached the 7% position. In Latvia,
we can mention the reality show Singing Family
atthe 6" position with 300.000 TV viewersand a
40.1% market share. And as already mentioned
the variety show 2 Minutes of Glory won the 1%
position in Lithuania.
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DISCOP SpeciAL INTERVIEW | BROADCASTERS

IMEDI TV, GEORGIA: COMEDY AND ENTERTAINMENT

SHOWS, WHAT THE LOCAL AUDIENCE PREFER

-

Giorgi Lominadze, head of Cinema Department

The Georgian commercial broadcaster Imedi
TVistheleading TV channelinits country, very
well positioned among its main competitors.
According to Nielsen, the channel reached
33.4% market share last May, followed by
Rustavi 2, with 29.8%, Channel 1 with 4.5%,
MZE with 1.3%, and 1* with 0.8%.

GiorgiLominadze,head of Cinema Depart-
ment of the channel, explains to PRENSARIO
about the moment of the channel, the top
programming trends he sees in his market and
especially about the new media developments

GEORGIA: TV MARKET SHARE, PER CHANNELS

(May 2011)

29.8%

Source: Nielsen
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that are growing in the country.

Regarding to contents emitted by
Imedi TV, he comments: ‘In prime
time we have only our own produced
programs: the talk show
Nanuka Jorjoliany Show,

} the comedy series In

the middle of the city,

= the entertainment

'a;r program Night showwith Otar

Tatishvili, the reality Shegirdi,
the music
show Musical
League, and the
entertainment show Club of
old wives, among others..
Half of the total content
offered by the broadcaster
is original production. ‘We
collaborate with independent
production companies like
The Night Show Studio and TBC TV Studio
for our shows. Generally, we are trying to of-
fer comedy and entertainment programs to
our audience, as it’s mainly what they prefer’,
explains Lominadze. ‘With the strong com-
petence we have from the other free channels
and cable, we have to manage original product
to make the difference. You have to
be a first window of your content,
not the last one’.

TELECOMMUNICATIONS
& NEW MEDIA

This area is taking more and
more importance at Imedi TV, as
the market evolves. According to
the executive, new mediain Georgia
is ‘growing rapidly’ and he thinks
it will soon ‘become a competitor
for Free TV’. Currently in Georgia
there are two main new media
providers working: Silknet and
Caucasus Online.

Silknet, a Georgian telecom-
munications provider, offers
consumers a host of new services
includingInternet, TV and mobile

<30>

In the midadle of the city is a comedy series
produced by The Night Show Studio

The talk show
Nanuka Jorjoliany Show and the talent-music contest
Musical League are two of the main programs at Imedi TV

communications. Silk TV, a next-generation
television with airtime management facilities,
offers Silk Internet, high-speed Internet on
mobiles, and Silk Phone offering calls us-
ing VOIP. Up to 125 local and international
TV channels are available via Silknet’s new
service.

Caucasus Online is one of the largest
Georgian internet service providers (ISP),
which controls large part of the Georgian
internet communications market. The com-
pany provides a range of Internet services
including Dial-Up, Wireless Intern et access,
xDSL Internet access, FTTx, Internet TV, Web
Design, Web Hosting, Colocation Service. Also,
itoperatesasubmarine communications cable
named Caucasus Cable System (CCS) which
links Balchik, Bulgaria, to Poti, Georgia, and
provides high speed internet to Georgia.

‘We will see what happens in the future),
Lominadze finalizes. ‘But if we continue doing
the things well, providing original program-
ming and keeping our TV market share, we are
sure we will continue being a very important
player of the entertainment market, in one
way or other’.
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DISCOP SpeciAL REPORT | MARKET ANALYSIS

By Maria RueaN, ANALYST CEETV

THE RussiaN TV seasoN 2010-2011:
NEW TRENDS AND DEVELOPMENTS

ﬂmi{f

Last year proved to be a good year for the
Russian TV ad market. According to the Rus-
sian Association of Communication Agen-
cies’ (AKAR) annual review, the total volume
of TV advertising in Russia was 130,7 bln RUB
(3,25 bln Euro). This was 15% higher than in
2009. 2010, however, couldn’t reach the level
of pre-crisis 2008 when TV ad revenues were
138,9 bln.

Advertising volume on cable and satellite
channels was estimated at some 1,9 bln RUB,
only 1,46% out of the total volume of all TV
advertising in 2010. This segment posted
26% growth in comparison with FTA’s 15%
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Andrey Malakhov’s talker Let Them Speak on Channel One
was considered the best TV program in 2010

PRENSARIO INTERNATIONAL

Russia: TV MARKET SHARE, PER CHANNELS (APRiL 2011)

Channel One
NTV

Russia 1
CTC

TNT

Ren TV

TV Center
TV3
Domashniy
Channel 5
DTV

Russia 2
Semyorka
Zvezda
Muz TV
Russia K
MTV
Russia 24
2x2
Euronews

16.4%

Source: TNS

(128,8 bln RUR). For 2011, experts forecast a
significant growth of advertising pricesin 2011,
with the sold-out ratio approaching 100% on
main channels.

The good news for TV professionals is
that 99% of Russians switch on their TV sets
at least once a month’. 70% of those watch
TV daily, while 60% watch TV more than 1
hour. On average, Russian viewers watch TV
4 hours a day, while young audiences only
2,5 hours. Elder people turn on their sets for
5 hours a day, with pensioners forming 24%
of all viewers.

WHAT po RussiANS WATCH?

Ninety percent of all time spent viewing is
dedicated to free-to-air channels, with the rest
10% going to niche nets. Russians like their
series as 70% of the time they watch this kind
of content. 20% is dedicated to movies - this

<32>

20

figure has been very stable during the past
few years. Entertainment and news get 8% of
the viewership.

There are more than 40 niche channels
launched each year in Russia, while 7 close
down. The competition is dramatic, though
there are less niche channels than in other
European countries - around 270. Viewership
ofthose channels grows and from the 70% who
watch TV daily, 24% watch niche channels.

Channel One (Perviy) remains the market
leaderinfall2010 - spring2011. Even the unsuc-
cessful experiment with vertical programming
wasn't able to sway its positions. Perviy’s try
to air different series on weekdays lasted for 3
months with four titles: the local adaptation
of Prison Break and local projects Garages,
Gangs and Voices.

Local series remained Russian prime-time’s
main driving force this season. Criminal stories

4 ) (=)

arein high demand. The typical Russian series
would have an honest policeman as its main
character, an officer who fights for justice and
protects the innocent. The character may also
be a female detective who will solve even the
most twisted and mysteries cases. The most
resonant project for the past couple of years
was NTV’s Glukhar.

Levada-Center had summed up Russian TV
in 2010, in a viewers’ poll for best programs™.
According to the poll, the best TV program in
2010 was Andrey Malakhov’s talker Let Them
Speak (Pust Govoryat) on Perviy and crime
series Glukhar onNTV. Let Them Speak gained
9% of all votes, 5% voted for Wait for Me, 3%
for Let’s Get Married - all Perviy shows. NTV’s
Glukharwasvoted “Best TV Series” with 9% of
the votes, second was Rossiya- 1 with Efrosinia,
third place shared by Ukrainian Quarter 95
Studio production Matchmakers (Rossiya-1),
Interns (TNT), The Uni (TNT) and The Wed-
ding Ring (Perviy), all with 4%.

InApril2011 NTV premiered documentary
project Vanga Returns! The secret archive of
the popular Bulgarian prophetess’ became
the most successful project on Russian TV in
the past two years. According to TNS Russia,
the rating in Russians 18+ demo was record-
breaking 16,2%, with 40,8% share.

According to TNS Russia data™, Rossiya -1
and NTV share the second and third position
this season, depending on the demo. Fourthand
fifth were TNT and CTC, both claiming to be
thebest entertainment channels. TNT contin-
ued to score with controversial reality DOM-2

Vanga Returns!, a top documentary broadcast in NTV, reached
a record-breaking rating of 16,2 points and 40,8% share

(which was banned from daily broadcast by
court), hit-sitcoms Interns, Real Guys,and The
Uni. TNT even managed to take the pole posi-
tion in Russia with 15,3% share in February
2011, in the channel’s demo - 18-30.

At the same time CTC was struggling for
viewers with its new offerings this season. One
by one CTC’s local adaptations of Amanda O,
News (Endemol’s telenovela) and How I Met
Your Motherflopped in prime and disappeared
almostimmediatelyafter their premiere. View-
ers’ favorites The Voronin Family (Everybody
Loves Raymond) and Daddy’s Daughtershad to
work hard to secure the usual ratings.

In late March/early April 2011, CTC in-
troduced new shows The Boarding School (El
Internado) and Traffic Lights that both have
finally managed to deliver good ratings for
the channel.

This season in Russia was also marked by

Russia: Top 10 proGrAMS (APrIL 2011)

Pos. Name CHANNEL SHR% R16%
1 NEew YEeAR's GREETINGS OF THE Rus.PRESIDENT MEDVEDEV CHANNEL ONE 37.8 16.1
2 VANGA RETURNS, DOCUMENTARY, TALK SHOW NTV 393 14.7
3 New YEAR's EVENING PROGRAM Rossiva-1 31.1 12.4
4 LeT THEM SPEAK CHANNEL ONE 324 12.3
5 GLUKHAR NTV 36.7 12.1
6 NEew YEAR's GREETINGS OF THE Rus.PRESIDENT MEDVEDEV Rossiva-1 27.2 11.6
7 SVATY-4, SERIES Rossiva-1 30.7 10.6
8 DAN, MoviE NTV 29.2 10.5
9 SpeciAL CORRESPONDENT Rossiva-1 26.8 10.5
10 BiG DiFFERENCE IN ODESSA, THE FEST OF PARODIES CHANNEL ONE 32.8 10.4
<33>

Glukhar was one of the most resonant
project for the past couple in NTV

ownership changes at some of the TV stations.
Russian mogul Yuriy Kovalchyuk bought 25%
of Channel One from Roman Abramovich.
It was revealed that National Media Group,
controlled by Kovalchyuk, acquired the stake
for scanty $150 mln. The deal was finalized in
late 2010. There are also rumors that Koval-
chyukwouldbuy25,17% of CTC Media shares,
proposed by Alfa Group to another CTCMedia
shareholder MTG for 1 bln USD.

"The dataannounced by DmitryKolosov,
TNS Russia Development Director, at the
conference held during CSTB exhibition
in Moscow in February 1-3, 2011.

“Theresearch was carried onrepresenta-
tive basiswith 1611 people 18+ taking part
from 45 country’s regions.

“"TNS chart

ceel|tvis a network of young profession-
als, experts and correspondents, all active
in the television business of Central and
Eastern Europe. Our goalisto provide an
extensiveoutlook onthemarketsinthere-
gion. Currently, we supply exclusive news
and market intelligence on 18 marketsin
the CEE region, covering more than 80
leadingterrestrial channels. cee|tv service
gives TV professionals the opportunity
to actively monitor developments in the
markets — the latest news and deals, rat-
ingsupdates, market analysis and profiles
of local channels and producers.

PRENSARIO INTERNATIONAL



Fox BuLGARIA/BALKANS: ‘Pay TV

DISCOP SpeciaL INTERVIEW | PAY TV CHANNELS

IS THE MAIN TELEVISION BUSINESS'

‘Pay TV industry is becoming more and
more competitive in the Balkans, while the TV
industry in Bulgaria has been rather dynamic
during the last few years: the main terrestrial
channels got new owners, there were consoli-
dations and several new cable channels were
launched”.

Mariana Dimitrova, head of Programming,
Fox International Channels Bulgaria and
Balkans, describes to PRENsARIO the moment
oftheindustryand highlights: “Thelower finan-
cial return of investment during the crisis was
another tip for strong competition. European
media groups entered the market and News
Corp. is investing in Pay TV, which is its main
television business’

About the economical situation, Dimitrova
says: 2010 was another difficult year for the
advertising market in Bulgaria, but Fox chan-

Myje v kuhniata, original cooking show
to be aired in Utilisima =]

Krasiva, no kak, own produced

FOXCRIME

PRENSARIO INTERNATIONAL

beauty program for Utilisima

l'fE uTILISIMAa

nels enjoyed a sustainable increase in market
share. Fox Life highest growth of over 40%
was achieved during prime time for the target
group cable all 25-54. The channel increased
its share among all 18-49 and women 18-49 by
20% in prime time’

MAIN PROGRAMMING TRENDS

“The Turkish series are booming in the Bal-
kan countries’, remarks the executive. ‘Unlike
the Bulgarian viewers, those from the former
Yugoslavia were able to follow emblematic US
series, such as Dallas and Dynasty in the 80s.
Therefore, those viewers prefer sophisticated
dialogues and they are very demanding of
US shows’.

The most successful shows in Bulgaria and
the Balkansare local productions, according to
Dimitrova. ‘The boom of reality formats was
followed by comedies and recently by dramas.
FIC Bulgaria has so far acquired ready-made
content but it has new projects for local pro-
ductions’, she completes.

‘About acquisitions, we look for a balanced
mix of latest slates of US network shows with
long running classic hits for our daytimeslots.
We are constantly exploring new opportuni-
ties and we are keen on experimenting with
launching high quality European produc-
tions. Globally, FIC has the advantage to

benefit from pre-buy opportunities of
brand new edgy content, co-financing and
co-producing projects. The Booth, for example,
isacompelling series offering multi platform
opportunities’ completes.

Utiusima in 2011

‘We have launched in Bulgaria
and in the Balkans on March 8™,
the women’s favorite Fox channel in
Latin America, Utilisima. It is among
the most preferred entertainment
cable channels in 34 countries in
North and South America,
Australiaand Europe with
@ 21 million subscribers’,

explains Dimitrova.
Is a female channel
offering lifestyle non-fic-
tion original programming
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Dora Nikolova, acquisition manager, and Mariana
Dimitrova, head of programming, Fox International
Channels Bulgaria and the Balkans

in five genres: cooking, inspiration, health and
baby, handcraft and beauty. ‘Utilisima offers
a unique mix of recipes and tips presented in
the typical step by step manner in a nice and
entertaining way’

“Together with Bulgarian production com-
pany Global Films and HP Media, we are cur-
rently producing three lifestyle shows: Krasiva,
no kak (beauty) Myjevkuhniata (cookingshow)
andanother oneabouthandcrafts. The success
of ourlocal production would allow the Bulgar-
ian office to become a hub for the more distant
operations of FIC,, finalizes Dimitrova.

Fox PORTFOLIO OF
CHANNELS

Fox International Channels Bulgaria
has expanded its operation in the Balkans
by launching new channels, exploring
new territories to its footprint and being
a pioneer in developing AdSales in pay
TV. The company portfolio includes Fox
Life, Fox Crime, the recently launched
Utilisima, National Geographic, Na-
tional Geographic HD, Nat Geo Wild,
Nat Geo Music, Baby TV and Sky News,
operating in Bulgaria, Albania, Bosnia,
Croatia, Kosovo, Macedonia, Montenegro,
Serbiaand Slovenia, reaching over 10 mil-
lion subscribers with two 2 feeds, one for
Bulgaria and the second one comprises
the rest of territories.

Divine diversity
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CHELLO ZoNE: How Pay TV
BUSINESS RISES IN CEE

Chello Zoneoperatesand manages 13 channel
brands around the world, and some of them are
distributed exclusively for Europe, the Middle
East and Asia (EMEA): Zone Reality, Zone
Romantica, Extreme Sports Channel, JimJam,
Food Network, Fine Living Network, and the
newest one Outdoor Channel, launched in
March 2011.

Louise Cottrell, VP Affiliate Sales, Chello
Zone, explains to Prexsar1o: ‘The network of
Chello Zone channels reaches all countries of
CEEincludingRussia, Poland, Hungary, Germany
and Czech Republic. Our priorities during 2011
are to ensure the continued development of our
well established brands across Europe through
continued strong positioning, programming
strategy and localization initiatives, as well as to
launch our newer brands, such as Food Network
and Outdoor Channel, across Europe’.

Launched in the region early last year, Food
Networkisavailablein both SD and HD formats,
the same as Outdoor Channel. ‘Another recent
development is JimJam Polsat, a joint venture
with Polsat thatstarted distributingacross Poland

from last year: it offers Polish viewers a dedicated

Speargun Hunter, one of the main titles of Outdoor Channel

Zone Reality is dedicated to unpredictable and extraordi-
nary real-life programming, like You Saved My Life

PRENSARIO INTERNATIONAL

branded service for their territory’, she adds.

‘The Outdoor Channel is a new offering for
us and launched last year, with the full satellite
feed launching in March 2011. It is now already
available across the Middle East, Scandinaviaand
Russia and more launches are planned over the
summer months), says Cottrell.

The channel is ‘strongly positioned’and caters
to a focused, but nonetheless important (and
significant) audience segment. “There have been
requests for a pan-European channel dedicated
tohuntingand fishing fromvarious platforms for
some time and so we have responded to this with
the launch of Outdoor Channel), she adds.

‘Well positioned channels, with a core target
audience and a potentially commercial audience,
are important for operators, especially as they
are looking for strong driver content for new SD
packaging, VOD offerings and HD packaging.
Outdoor Channel is therefore a good solu-
tion for platforms and has an important role
in helping operators build additional revenue
opportunities’.

CHANNELS OF THE GROUP

Food Network features a diverse line up,
including Nigella Express, Barefoot Contessa and
Rescue Chef with Danny Boome, or the prime
time shows Iron Chef, Chopped and Food Network
Challenge.

JimJam emits lively programming mix of the
world’s favourite animations, sing-a-long fun
and captivatingstorytelling: Thomasand Friends,
Bob the Builder, Fireman Sam, Angelina Ballerina,
Barney and Friends and Pingu. ‘The channel was
acquired in September 2007 as part of a joint
venture partnership between Chellomedia, a
Liberty Global company, and HIT Entertain-
ment, explains Cottrell

Launched in 1998, Zone Romantica presents
romantic dramas from around the world (tel-
enovelas), music and entertainment from star
performers,and magazineand reality shows, while
Zone Reality is dedicated to unpredictable and
extraordinary real-life programming.

Cottrell describes Fine Living Network (FLN)
as a ‘trendsetting style destination on TV and
online; and she adds: ‘This lifestyle television
channeland website (finelivingnetwork.com) are
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chell®zone

Louise Cottrell, VP Affiliate
Sales, Chello Zone

the first points of contact for indul-
genceseekers. Ourscheduleis packed

withamixof modernlivingand design
entertainment shows from around
the world, blended together under
five featured topics: home, cuisine,

zone
romantica
travel, style and wellbeing.

Fantasy is a channel dedicated to
the world of daydreams and night-
mares, featuring popular series and

films from the action adventure,

EXTREME
SPORTS
CHANNEL

science fiction, fantasy and horror
genres. It was launched in 2006 on
SKY Italy.

Launched for the EMEA marketin
August 2010 as a partnership with
Chello Zone, Outdoor Channel
offersthelargest outdoor program-

ming library in HD, dedicated to
traditional outdoor activities (fishing
and hunting) and off-road driving
to wilderness adventure.

CBS Drama, CBS Action and
CBSRealityarethehomeof drama,
action and reality from the US, re-
spectively. Extreme Sports Channel

is totally dedicated to action sports
and the lifestyle that accompanies

FLN

them: from surfing to skateboard- FINE LIVING NETWORK
ing, snowboarding to BMX, and

Moto—X to mountain biking, and

also provides a home for innovative

sports such as pro video gaming.

2>

e = R

Lastly, Horror Channel provides
popular horror filmsandseriesfrom
around the world.



Catherine Stryker, head of sales

DISCOP SpeciaL ReporT | PAY TV CHANNELS

KiNno PoLska TV:

ORIGINAL CONTENT WITH POLISH SEAL

Piotr Reisch, president

With only seven years in the market, Kino
Polska Television is a Pay TV station born to
promote the Polish cinema and it has reached
thesecond placeamongthe most popular movie
channels in its country. And its perspectives
seem to show that it will remain that way.

Piotr Reisch, president of Kino Polska TV
S.A., owner of Kino Polska TV, explains to
PrENsARIO: ‘The channel,available on all digital
platforms and offered by the biggest cable ope-
rators in the country, has been recognized by
viewers for the second time with the “Hot Bird
TV Award” (also known as “Satellite Oscar”)
and “Telekamera” for the best film channel’.

The grid of the network emitts all kind of
content, mainlyaimed to reinforce the national
culture. Productions include masterpieces of

ExiBITORS

Polish cinema, archives, shorts, documenta-
ries, as well as popular TV series, cartoons,
old commercials and interviews with famous
artists and directors.

‘We broadcast old movies, both cult and
completely forgotten, as well as new films,
including the beginning of avant-garde and
independent artists. All films are carefully se-
lected, the most popular programs are shown
in specifically tailored series. Every production
is supported by interesting archival materials
and commentaries of journalists, who explain
historical background and propaganda tricks,
explains Reisch.

Kino Polska exhibits films without com-
mercials: ‘We treat movies as works of art, not
as a merchandise. Besides, we want to connect
generations, trying to be a worthy proposal for
a whole family. We also take care of national
film heritage by renovating old movies.

‘Some content we produce ourselves, such
asdocumentaries, interviews, magazines about
cinema and DVD premiers. For example, the
cycle on old Polish movies produced before the
WWIL: each presentation starts with a short
commentary of Stanislaw Janicki, a legend of
the Polish TV. Except TV programs, we also
produce a feature content: last year, one of
our films, a short Hanoi-Warszawa, received
the “Best Short Film Award” at the European
Film Awards in Tallinn’.

Besides its offer of Polish films and TV
productions, Kino Polska is buying some
ready-made programs, such as old movies, TV

Hanoi-Warszawa, feature
film produced by Kino Polska TV, received the “Best Short
Film Award” at the European Film Awards in Tallinn

series, animations and archives. ‘For example,
the Czech TV series The Hospital on the out-
skirts or The Little Mole, Czech animated series
forkids, made up in 1956 and popular till now.
Lately we broadcast SF movies coproduced in
70s behind the Iron Curtain. It is a part of our
new cycle Polish Way to Stars, about first space
flights in Eastern Europe’, he adds.

New Mepia

Regarding the new media, Kino Polska TV is
very active on the Internet, especially on social
networks. ‘Our profiles on YouTube and Fa-
cebook are a vivid platform of communication
with our audience. Our portal stopklatka.pl is
the oldest film website in Poland with a content
both for film professionals and cinema lovers.
The site has been awarded by the Polish Film
Institute for its contribution to the development
of national cinematography. We are also part of
the Polish VOD market, which is still growing.
I am sure that all those tools will let us be even
closer to our audience’, finalizes Reisch.

BooTH BB3

THE GLoOBAL AGENCY, FROM TURKEY TO THE WORLD

The Global
Agency (Turkey)
is one of the flags
of the Turkish
dramas strong ex-
pansion through
the international
market. Its prod-
ucts are screened
in leading free TV
channels of Turkey
as Kanal D and

PRENSARIO INTERNATIONAL

Show TV, and then the company distrib-
utes them to all regions. Central & Eastern
Europe is the main market for the company,
but last month for instance had a suite at the
Latin American LA Screenings, to start doing
business in that region. TGA offers products
also from Greece, Croatia and India, among
other origins.

Catherine Stryker, head of sales: ‘Everybody
is talking about the Turkish series and we want
to setup stable relationships to generatealong
run business. Our starship drama series now
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is Secrets of Eden, located in the Magnificent
Century of kings, sword fights and passions. It
was launched in Turkey in January 2011 with
an impressive 71,7 percent of market share,
and the same happen in Greece, where we have
as top success as in our country’.

‘All in all we have about 40 products, with
seven brand new drama series. In realities,
our hit is Shopping Monsters, produced with
Procter & Gamble. Everyweek, the contenders
have to go shopping with limited budget and
to get the best wearing in different styles’

o3
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VIRUS ATTACK

“VIRUS ATTACK" TV SERIES 52x13'
A co-PRODUCTION MONDO TV & SUK

WWWL.OVIRULSATTACK.IT

www.mondotv.it

www.carfoonnetwork.i

European Master Toy Licensee
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MaRrkiza AND DomaA: SLovakiAa + CROATIA

PrensArIO INTERNATIONAL provides this spe-
cial articleabout TV Markiza and the female-
oriented channel Doma TV from Slovakia,
apartfromhighlightingthe moment of Doma
TV Croatia, launched in January 2011 with
great success. Both channels belong to one of
the mostimportant European media groups,
CeNTRAL EUROPEAN MEDIA ENTERPRISES (CME),
which also operates channels in Romania,
Slovenia, Bulgaria and Czech Republic.

Silvia Porubs
both TV Channels in Slovakia

Launchedin 1996, TV Markizais the market
leading TV channel in Slovakia reaching an
average share of 33.8%, from January to May
(all day, individuals 12-54), reaching 38.3%
on prime time.

Top programming currently on air on TV

Cuidado con el angel, from Televisa Mexico, is one
of the leading telenovelas
on air in Doma

Elveda Derken from Turkey: (=
foreign drama is working ‘
well in Doma

PRENSARIO INTERNATIONAL

SLovAK REPUBLIC: AUDIENCE AND ADVERTISING

MARKET SHARE, PER COMPANY (1Q 2011)

Audience

Source: PMT/TNS SK / CME Group

Advertising

Markiza are the Turkish series 1001 nights
(average share of 43.6%), the entertainment
format Czech-Slovak Pop Idol (average share
of 43,4%), Best wishes (average share of 42%),
Rose Clinic (average shareof 32.1%), Adela Show
(average share of 28,7%), Come Dine with Me
(average share of 30.9%), In a good company
(average share of 34,1%). All these shows are
a great success in the long-term perspective
and help to secure Markiza’s leadership in
the market.

The second channel owned by CME in Slo-
vakia is Doma, targeting women aged 12-54,
which reached 3.4% (PT 19-23) and 2.9% (PT
19-22) shares in April 2011. Doma‘s Ad Share
achieved 3.7% (main target group) and 2.8%
in population from 12 -54.

Doma ssuccessfully introduced a new Turkish
series Elveda Derken with 5.8% average share;
Entre el amor y el odio with 6% average share
2011 (women 12-54); and Cuidado con el angel
with 3.3%.

Silvia Porubska, Head of TV for both
Markiza and Doma TV, explains to PRENSA-
rR10: ‘Our strategy is to attract a wide range
of viewers, so it is the concept of a full format
TV with strong news, local production (both
reality & entertainment and fiction) and for-
eign movies and series. The ratio between local
and foreign programming is 30% for the local
content, whichisaired predominantlyin prime
time. Our main content provider is MediaPro
Slovakia, also part of CME portfolio’.

On behalf of Doma TV, she says: ‘It is as
a smaller channel targeting younger active
women. The core programming consists on
foreign fiction programming, like the newest
telenovelas from Latin America. Apart from
telenovelas, we air also feature films, sitcoms,
European TV movies or Turkish drama se-
ries. Even though we do not air any new local
programming at the moment, we plan to
strengthen Doma TV’s brand with attractive
local production in near future’.

About the Slovakian TV Market, Porubska
explains: ‘Asithappensin other countries,local
market is facing a process of gradual television
fragmentation. Thanksto thelaunch of the new
thematic channelsand increased cable/satellite
penetration, thereare even higher expectations
towards the quality of the local content. The
quality is definitely the key to success regard-
less if it is an entertainment or fiction show.
We expect that the percent of local produc-
tion will increase soon, especially on the main
channel. Additionally,our marketstill provides

(A Jmarkiza
. T

a room for new thematic channels which will
be launched in near future’.

Lastly, the executive commentsabout the new
media: ‘New Medias are definitely the future of
our business and are part of CME’s strategy.
Our main focus is on Internet live streaming,
preview in advance, catch-up and VOD rights.
Since we have an extensive experience in content
production and acquisitions, it is our ambi-
tion to build a strong Internet portal which
would offer a unique and quality content for
Internet users. We believe new media are not
necessarily a competitor to the traditional TV,
but rather a must-be addition for maintaining
the leadership.

CROATIA: AUDIENCE AND ADVERTISING MARKET SHARE,

PER comPANY (1Q 2011)

Audience

Source: AGB Nielsen / CME Group

Advertising

16% . CME Group
. HTV Group
r RTLGroup
. Others

DomA TV, THE NEW OPTION FOR WOMEN IN CROATIA

Doma TV is Nova TV groups specialized
entertainment channels, launched in Croatia
on January 2nd. It is a nationwide network
reaching 95% of the country, with 4.4 millions
of inhabitants. “The channel main program-
ming is entertainment, with foreign fiction,
lifestyle and reality magazines from local,
European and international independent
productions, and partly documentary and

movies programs; highlights Zrinka Jankov,
Head of Doma TV channel, Croatia.

Moms Worldis one of the
locally produced magazines in
Doma Croatia

And she adds: ‘With this specialized female-
oriented channel, Nova TV group is present-
ing TV premieres to Croatian audience. Target
audience is women between 18 and 54 years
old, and core target is 18-34 year old. Our all
dayaudience shareis5.4% and 4.9%in prime
time (F 18-54, May 2011, Nielsen Audience
Measurement)’.

Doma TV chooses programs such as
series Rebelde, Acorralada, Sex ¢ The City,
Pretty Little Liars and shows Bachelorette,
Fantasy Homes, So You thin You Can Dance.
Additionally 5% of the channel’s grid
contains local formats: magazines Doma
IN and Moms World, and series Under
the Lucky Star produced in independent
productions Spektar produkcijaand Ring
Multimedia.

‘Traditionally, the highest rated and
most popular programs are domestic
long running drama series and locally
produced licensed versions of enter-
tainment shows like Got Talent and
MasterChef. The latest TV season has

shown anew trend on Croatian market:

Zrinka Jankov, Head of Doma, in Croatia

Turkish series that Doma TV also has on the
air (Aski-memnu, Elveda Derken, Anem)’.

Jankov finalizes: ‘Leading TV channels can’t
be competitive away from the multimedia
environment,so we have presence with Doma
TV on Internet since the launch of the chan-
nel and developing new platforms like VOD
in the near future’.

"Average share (period Jan -May 2011)

Check the latest DISCOP news daily on www.prensario.tv
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DISCOP 2011 MORE ATTENDING BUYERS & PRODUCERS

Hungary: Janos Zsibrita, manager of Film, Film+2 and Andrea Zaras, now head of acquisitions at MTVA Eniko

Muzsika TV (IKO Edina Balogh, acquisitions, RTL Klub; Harsanyi and Ildiko Bolros, acquisitions manager Che- Viasat 3 Hungary: Farkas
Gabor Fisher, ger of Cool TV, Prizma TV, Sorozat+ and  Ilo Zone Central Europe, and Adam Jorcsoc, program Zsuzsanna and Brigitta Prukner
DoQ (IKO TV); and Tibor Forizs, head of acquisitions, RTL ~ manager TV2

Story TV4, Hungary: Szollossy Gabor,
acquisitions, and Andras Borsdny-Gyenes, CO0

mtv, the Hungarian public TV station: Gyorgy Kosa Simogyi,
director of programming, Maria Rendeczki, program
acquisition, Judit André and Zsuzsanna Gyulai, film buyer &
programmers

MTV Networks Hungary/Poland: Gergely Litkai,
Head of Channel, Central Comedy (Hungary),
with Daniel Reszka and Bartolomiej Major, MTV
Networks (Poland)

Okros Gergely, Eva Kis-Bocz, senior
production manager, acquisitions manager, SPT
TV2 Hungary Networks Central Europe

Klara Paszternak, Program
Manager TV2, Hungary

Polish home video distributor Media Services Zawada:
Adina Bojica, Ewa Laszkowska, Andrea Matyas,
Zsuzsanna Torokne Kurucz and Andrzej Przesmycki

ASTRO Poland: Marta Walerzak
and Karolina Szymanska

Poland distributors: Krzysztof Zamarja, from Welpol
Adventure, with Piotr Cholewinski and Katarzyna
Koczdanska Szymanska, from MediaWay

ATM Grupa, Poland: Martyna Korzelik, Corinne Zema,
Jacek Scioblowski and Magdalena Garbacz

Hrach Keshishyan, producer director, and Hrachuhi
Utmazyan, manager of international relations, from ATV
Armenia, with Manush Melkumyan, head of marketing of
UCOM, a television service provider also from Armenia

Dana Morag, acquisition manager at
Yes, satellite platform in Israel, and

MediaLink International, Lebanon: Nidal iy, Sat-Mediaset (Italy): Nella ~ Maria Kastyak from
Laird Adamson, from production Garcia, head of acquisitions, and Jamal a|iegreti and David Bogi Poland Pay TV channel

company Magnolia Pictures, USA Douba, General manager Religia.tv

5 %
Shant TV, Armenia: Laert Soghoyan, ! . il . 1 : 3 hq-
executive director, Arthur Yezekyan, ) - L 1 3 i - - - 'l
president 1 ] . - . | |
é /
A1 Television, Macedonia: Aneta Alsat, public TV Station from Macedonia: 3 o Vifherf OVISLIA) Contact at Discog
Kociski, general manager, Nehru Dejan Zerajic, acquisition manager, and Radio Televizija Bosnia and Herzegovina SMOE:IIgaI\SIiZ?];’YeZ%anE \ézlrerelu = v I g I |5?|- b *’-_.::_||-:-I- :-.;Mg.
Hodza, production manager, Aneta  Hamdi Rashiti-Diu, program director with ~ (extremes) with Christophe Provins, o : g - _"' g ntn i
Vieterova, program manager Guillermo Borensztein, Telefe (middle) from Canal France International KN ' I E NN R L] 1w om bsusterovagima gina, kv

e imsginasakes by Tel. +34 686059 527
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DISCOP 2011 MORE ATTENDING BUYERS & PRODUCERS

Radio Television of Republic of Srpska, Ricus Jansegers, SVP Internatio-
Kanal 1 Turkey: Aylin Amber, acquisition Branko Lazic, deputy program director, Lada nal Programming & Scheduling,
manager, Kayhan Haksever, general manager Tomasevic, editor program schedule, Aleksan-  ProSiebenSat.1, Germany, for Central
dar Seva and Dunja Krco, promotions & Eastern Europe

TRT, the public television of Turkey, is betting on the international
markets

Turkish distributor Alparsian Yapim:
Serdar Temeltas and Burhan Temeltas

/B

Firat Gulgen, CEO of Cali- Philip Bobinski, Maria Manescu, head of Sorina Big, acquisition Alina Tanase, Video
nos, main distributor and Dramedy Productions, acquisitions, Antennal, manager of Pro TV Content Manager,
producer from Turkey Czech Republic Romania Romania RomTelecom, Romania

TVR Romania: Mioara Dumitrescu, acquisitions
coordinator, Cristian Tabara, film department
channel and Luminita Boerescu, acquisitions

-

Romanian cableoperator AKTA:
Ciprian and Gheorge Minea

0ld School Productions Bulgaria: bTV. Bulgaria: Vicky Politova, general mana- Eurocom Bulgaria: Anna

Zlatina Rankova and Hristo ger, Apostol Pentchev, program director Mailer, head of programming
Hadjitanev acquisitions

Dragan Jelicic, Pink TV (Serbia), Peter
Marshall, Paprika (Romania) and Dragan
Petrovic, Visionary Thinking (Serbia)

TV7 Bulgaria: Nadia Kostova, RTL Televizija, Croatia: Eckhard Kaspar Pflueger, Daniela Mitevska and Peter Karanakov,

programming director, and Evelina Stressing, Martina Vuletin and program director, RTL TSR T G0 113450
Koleva, Financial Director Filip Zunec Televizija, Croatia (extremes) with Darije Josic, from the

public Croatian broadcaster, HRT

Bojan Gustin and Mladen Gustin, from MG Film
Distribution Croatia, with Veneta Arsovska, buyer
from Tramiso Macedonia

f

/

Marijana Vukasinovic, A oo Bl Tl Laurynas Seskps, v
Telekom Srbua, IPTV/VOD : Merdita Alaj and Mirlind Shala Play, new media player,
operator in former Yugoslavia Lithuania

HRT Croatia, acquisitions: Hanka Horvat, Delo
Hadziselimovic and Zvjezdana Djuranek
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DISCOP 2011 MORE ATTENDING BUYERS & PRODUCERS

Nataliya Gerovska, Ukraine: Martynov Yuri, from music TV Vakhtang Maisuradze, GPB Georgia: Kethi Elieshoili, Ramaz
acquisitions at Star channel AITI TV and producer Lykhovyl  programming director Bluashvili and Giorgi Gachecfliladze
Media, Ukraine Svitlana Rustavi 2, Georgia

24 News TV Channel Ukraine: Roman Andreyko,
CEQ, and Markiyan Protsiv, head of international
department

Dexin Film, Serbia: Ljupka Trifunovic
and Dana Petkovic

- - ) ; Bidzina Baratashvili from GMG Georgia; Daiva Andrade Gonza-
Vl?r?lwt R‘.’.d"Jl'C'th from Nira Serb'?‘nt. Nina Kmelyk and Khrystyna Kmelyk,  |ez, head of acquisitions at Lietuvos Ritas TV, Lithuania; Ruso
xlan . gl erolgéi Si;’rtl)?a L e Malyatko TV, Ukraine Gamkrelidze, general director, GMG, Georgia; Fabricio Ferrara,

! Prensario, Evgeniy Drachov, Film UA Distribution, Ukraine

Russian producer lzym/Red Square: Violetta
Petrova, head of acquisitions, llya Krivitsky, Chief
creative director, Asndrey Kurpatov, CEO, with Axel
Bohm, sales SevenOne International

Lyco, Russian distribution
company: Alexey Rasmagin and
Tatiana Kalimulina

Hauk Markus from CLA,
German agency that repre-
sents many IPTV operators
in Europe

Radio Television Vojvodina (Serbia):
Sonja Kokotovic, project manager, and
Predrag Novkovic, Program Editor

in Chief

Televisija Vijesti, Montenegro: Boban Savic,
production manager, and Aleksandra Radoja,
production consultant

iy

Russian digital platform, Digital Access:
Anna Znamenskaya, CEQ, and Katerina
Mironova, Chief Content Officer

CTC Russia: Alfiya Bayburina, head of Intra Russia: Igor Fedorov, director of acquisi-  Elena Antonini from Dorimedia with  ldar Davletkhanov, Advisor to Coo
CIS Programming, and Marat Devlet- tions, Crist6bal Ponte of Venevision, Antonina  Anastasia Suzdalova, from Russian  at NTV Channel Russia, with Juan
Kildeyev, Head of Broadcasting Abroad  Udadlova, senior acquisition executive producer Central Partnership Fernandez, from WMP

Vasily Rovenskiy, Big Movie (Russia) with Alexandre
Ishohuk and Nina Berezhkova, from Kino TV (Ukraine)

Alexey Lazarenko, Gala Media (Russia) with — ppyjip Bobinski Petr Vasenda, managing director,

Tatiaria Staselko, programming director, and )
Pavel Korenevski, deputy general director Dramedy Productions,
from Belarus ublic broadcaster Stolichnoe Czech Republic
Televidenie (CTV)

Vapet Production, Czech Republic; Ceska Televize: Lenka Slovakova and
Maciej Taras, owner, Polmedia Jitka Bodlakova, import executives
Poland (DVD, new media)
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DISCOPR TS

TV FRANCE INTERNATIONAL,

10 Francs

10 Francs offers in Budapest 45 HD

new titles never shown. Moreover,
. bl
website

1ts
Www.10francs.fr provides an
access to almost 1,000 online videos
extracts, including year of production,
genre, duration, etc, ‘There, it could be
found the whole library of documen-
taries, animations, fictions,
have} says Yohann Cornu,

series we

sales executive in charge of Discop.

THE FRENCH GROUP OF INDEPENDENT
PRODUCERS AND DISTRIBUTORS HAS A
RICH OFFER THIS YEAR IN BUDAPEST.
HERE THERE ARE SAMPLES OF ITS
COMPANIES

AT Discop EasT

100 % DisTRIBUTION
Headed up by founders Matt1 o
Viala and lean—Frangois Boyer,FrenCh
Distribution brings togeth:;i ey
companiesTetraMediaandMH seris iy
It highlights for Discop WW

g i t from
. »59). ‘We aim to gain trus
Line (36x'52) they understand that

Silvio Berl| j
lusconi the buyers, 0 that

J French fiction is good, safeand with great The Line

AB INTERNATIONAL DISTRIBUTION.
000 hours of programming,
The Sparrowhawk (6x°52), sold in Hun-
vaquia, Russia and CIS;
Mafiosa (32x'52), sold to Serbia, Russia and
CIS; and Desperate Parents (26X'45), sold
to Ukraine, Russia, Azerbaidjan,
Hungary and format sold
in Poland. The highlight for Discop) is its
brand new show Tony’s Revenge (8x’52).

Its catalogue offers over 28,

Montenegro,

gary, Czech, Slo

quality’ explain Viala and Boyer
em—
ALPHANIM (Ga

{Uphanim delivers ove
animation each year and
third animated feature

o UMONT GRoup)
T 100 half-hourg of
recently releaged i

film. Adeline Tormo

Latvia,

Fish & Chips

IsaFrenchindependent multi-

awarded company that produces and
distributesitsownand third partyaudio-
visual productionsand brands, At Discop
East, it brings new episodes of Tales of
Tatonka (52x°13), with HD live footage;
and three fast-paced comedies for 6 to
10 year old kids: Nina Patalo (78x’7)
Fish’n Chips (52x’13) and Grenadine o
Peppermint (78x’7). J

FIGHTING SPIRIT

The company catalogue includes more than
800 hours of top-quality shows, featuring
Boxing and Wrestling, Mixed Martial Arts
(MMA), among others. Laurent Pou.rru.t,
CEO,explains: ‘We alreadyhave partnershipsin - =
CEE with Red Media Group in Russia, Pro vV [
in Romania, CET21 in Czech Republic, Viasat
in Hungary and Orange in Poland.

e
=F

nder the
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INA

INA’s catalogue offers 3,000 programmes
from which it highlights the docs Under the’
'Green Sun and Mysteries in the Archives. INA
is pr.eserving all the archives of the French
Public Television and proposes a variety of
programmesand treasures covering more than

60 years of television, ]

o W ®
films, documentaries and series. The latest acquisitions are the Serbian » .

-
thriller feature film Dejan Zecevic’s The Enemy and the Croatian film 2 A * — 'g
Sunny Days. Also documentaries, like the HD ethnographic series Native
Tribes or Dita Von Teese the Unveiled Beauty, about the real personality SR
of this famous performer

Under the green sun

INsoMNIA WORLD SALES

The companylibraryis composed of award winning independent feature

¥ Surre
#227

The Enemy

2T

TV France

International|

Le PacTE

Ttoffers cult hits such as La Haine by Mathieu Kassovitz, The Scent of Green
Papayaby Tran Anh Hung, Farinelliby Gerard Corbiau and Marquiseby Vera
B?lmont. Also, titles by famed French directors Frangois Ozon (The R};fu
Ricky), Mathieu Amalric (The Screen Illusion, On Tour), Christophe Hono“ie”
(Love Songs, The Beautiful Person) and Manuel Poirier (Cafe du Pont) e

Marquise i
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|
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TERRANOA

It manages a catalogue of over 900 hours
covering science, nature, travel and sports,
developing strong presence in CEE through
Kultura TV, Duna TV, Canal Plus Poland or
Ceska TV. Véronique Commelin introduces
atDiscop East DNA, The Brain Boosting Maga-
zine, a collection of short programs dedicated

to science, and the prime time docu-drama
The Volcano Devils (°90).

Le petit
prince

P i

PGS ENTERTAINMENT
The company represents 12 key proper-

ties spanning 500 half hours of animation,
including internationally acclaimed series
such as The Little Prince, Iron Man Armored
Adventures (Method & Marvel), League of
Super Evil, Chaplin and Co., Marsupilami &
LN.K., Leon and The Gees, Jungle Bunch, Mr.
Otter and teenagers show One Minute Before.

Volcano Devils

Philippe and Guillaume Soutter, founders:
‘Weare already working with major broadcasters
such as Ceska TV in Czech Republic, Canal +

NeweN DISTRIBUTION
The company aims t0 promote
catalogof over 4,000 hours of programs
duced both by NeweN (Telfrance
Group and its subsidiaries BE Awalc'le
and CAPA) andby external méepend—
ent producers. Its catalogue is ma e
up mainly by dramas, docum?ntariles,
entertainment formats and animation.
It has sold the first ever sale of a non(-:
English language drarr.la to the1 BB :
(Spiral), and other series to Italy an

Middle Eastern.

its

|

pro

Spiral

TooN DisTrRIBUTION

Cyfrowy in Poland or Rustavi in Georgia. -

TF1 INTERNATIONAL At

Géraldine Lepicard and Tatjana Pavlovic represent? TF1 Iflt.ern'fltio;;l :T:
at Discop East, highlighting the newest hit is t}.le thriller mmlser»les e'
Flight of the Storks (2x’90 or 4x°45), the adaPtzjmor: of Le vol des .cz‘.gogn.ees;
entertaining cop series Profiling (30x’52) nowinits 3" season,t.he m1n1—se}r11
Teen Mom (4x°96), lifestyle kitchen program Chef Secrefs with more than
60 recipes from 13 celebrated chefs in France and 2D animated Christmas

series Red Caps (26x26).

ight of the Storks

The company promotes its catalog and
otherindependent producers’line up.Romy
Broda, head of sales: ‘We are looking forward
toworking with CEE territories, even though
we have started building relationships there
with a package deal with Viasat in Latvia.
We highlight Samson ¢ Neon (78x’7), an

Impertinent and slapstick cartoon already
sold in several countries’

THE Box DisTrIBUTION

The Box Distribution attends Discop Budapest for the first time

?vhere it w?uld like to meet the buyers from this region. It is also
interested in meeting producers,

as it is currently looking for new
programs to distribute. :

When the World Collapses

ZED

Heading ZED slate is the documentary Seduction in the City

_TheBirthof Shopping (2x’52) produced for ARTE and SBS. Also,

the wildlife program Wild Orphans (7x’52) produced for France
2. Lastly, the company brings The Last Days of the USSR produced
for France 3 and more than 10 international channels.

Seduction in the City The Birth of Shopping

System TV

The company documentary series are co-pro-
duced and aired at ARTE. At Discop East, it offers
Let’s All Go to the Beach (20x’26); Let’s All Go to
the Sea (10x’43 or 10x°26); The Islanders (20x’43);

and World Peaks (20x’43). Bolivie




DISCOP ExHiBITORS

TeLemunNDO: "CEE 1s BACK AFTER THE CRISIS'

Telemundo Internac-
ional (USA) is one of the
Latin American content
producers with stronger
presence in Central and
Eastern European territo-
ries, the region managed
by Melissa Pilow, sales
manager.

After MIPTVinCannes,
the company has closed

Melissa Pilow, sales manager for Europe many distribution deals

about its star series, The Queen of the South.
Starring Kate del Castillo as a drug dealer, the
telenovela had a great repercussion in Latin
America, US Hispanic (surpassing the domestic
networksaudiences) and Spain. In CEE, we have
sold it to Hungary, Rumania, Slovakia, Albania
and its being negotiated in some ex Yugoslavian
and CIS territories, comments Pillow.

Marina, Analia and Falling Angel were sold
to Czech Republic. The former one has worked
‘very well) according to the executive and its
being emitted on prime time. ‘On behalf of
the formats, we received many options for
Chilean TVN’s series Where is Elisa? requested
by Slovakia, Poland, Bulgaria, and Someone’s
Watching, in the CIS territories. Moreover, our
entertainment format Quincearieraisalsobeing
negotiated in different countries; it has worked
well in India, Indonesia and Kazakhstan’.

Pillow explains about CEE: ‘In the last three
years, numerous TV channels within the region
hasbeen programmingre-runsbecause theyhave
been restructuring their budgets. But, since the
beginning 0f2011,ad pies from the main Central
& Eastern European markets are recovered and
this has had a good impact in our sales’

‘As a general result, we see that
acquisitions and programming
executives are more active in the
markets, buying new ready made
products and looking for formats
to adapt locally. Because of this
positive move, we have noticed that
a new trend has come back: buying
many titles in a package, something we
have not seen for a while’.

About the new titles the distributor brings to
Discop East, Pillow highlights: ‘Apart from pro-
motingstrongly The Queen of the South (62x’60),
we are also pushing the new productions Mi
heart bets for Lola Volcan (130x°60), a traditional
telenovela where two young people has to fight
against big obstacles for their love, and Behind
Closed Doors (130x’60), the US adaptation of
TVN’steleseries The Family Next Door,asuspense
and intrigue story about two families that leaves
in the same neighborhood.

TVN CHILE: TWO BRAND-NEW SERIES

Through Telemundo International, TVN
(Chile) highlights at Discop East two brand-
new productions: the suspense series The Family
Next Door, reaching an average rating of 15.1
points in Chile, and Forty Something (80x’60),
apart from the Chilean worldwide hit Where is
Elisa? (50x’60) and Count Vrolok (100x°60).

Pillow comments: ‘The original version of
Where is Elisa? is on air on Romantica, which
covers all Eastern Europe territories; and we
sold format options to Endemol for Some-
one’s Watching and Where is Elisa? for Russia,
Ukraine and Belarus’.

TELEMUNDO

JOACHM
FRIEDRICH

Suite #121
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The Queen of the South, sold to Hunga-
ry, Rumania, Slovakia, Albania

Mi heart bets for Lola Volcan,
new telenovela for Discop East

‘TVN catalogue give |
us a variety of interest-
ing fiction formats for |
European broadcasters
and producers. Their
writers create unique
and very creative stories,
which sometimes are sold first as format and,
then, as ready-made. Ninety percent of the
formats we sold in CIS territories, Italy, Greece
and Spain are from TVN; about canned series,
they have great demand for instance in Israel,
finalizes Pillow.

Forty Something

SMARTJOG: LOOKING FOR NEW PARTNERS

. ” Jean Mc Guirk, VP of Media
" Services of SmartJog, offers to
PreENsarioadescription of the
main objectives of the company
atDiscop East: ‘We connect cli-
. ents to their business partners,

=

Jean Mc Guirk, VP
of Media Services

ing three types of services to the Central and

licensees and vendors forming
one ofthelargestinternational
digital delivery systems, offer-

Eastern Europe market’.
‘Inthe past fewyears,wehave seenanincrease

PRENSARIO INTERNATIONAL

in VOD platforms and New Media initiatives
as well as a growth in HD delivery, which has
created even more of a need for fast and cost-
effective digital delivery’. Currently, Smartjog
delivers ready-made content from US studios
and independent distributors to TV channels
or their post-production houses in CEE.
‘There is a high demand for local dubbing of
TV and theatrical content. Broadcasters are will-
ing to receive the “hot” shows (series and daily
shows) right after they aired in the US. Since
Latin Americantelenovelasarevery popularinthe
<52>

region, distributors send their Smarf |/.)
programsviaSmartjogdirectly | e “’"ﬁg ‘\“
to broadcasters), she adds.

The expectations for Discop
East 2011 include reaching out

‘more to certain countries like Armenia,

Georgia and Slovenia. He concludes: “‘We will

showcase our TV and VOD services, but also
market our In-Flight Entertainment solutions.

CONTALT.
audiovisudlgedebe.nel +34 €18 142 089

We also look forward to meeting with CEE
Distributors to enable them to deliver globally

o+ .
to their licensees and partners abroad’ a me 3 ALIDED TS AL 'H__ -
" (E=]] _ =
ﬂ Ah M ilh H AL (1120 110 TR —. ? .:l:'ﬁ"-!' l'ﬂ-__- l -] || :Ill..l.



DISCOP ExHiBITORS

TELEVISA EUROPE: NEW VOLUME
DEALS IN HUNGARY AND CROATIA

Beatriz Rodriguez, Manola Martin,
(Claudia Sahab and Patricia Porto

Claudia Sahab, director of Televisa Europe,
highlights to PrReNsarIo that the company has
grown 150% in thelast four years in Central and
Eastern Europe, consolidating some strategic
markets, where the company has closed second
volume deals to recently gained customers.

‘We have renew volume deals with HRT
Croatia and Sanoma Hungary and now we are
closing second volume deals with other players
in these markets, like Nova in Croatia and RTL
Klub in Hungary. Our purpose is to follow this
trend: today we have from 1 to 3 slots in many
key territories, explains Sahab.

Onbehalf of the genreitself, she mentions: ‘We
feel that our telenovelas are stronger than ever in
CEE territories, with titleslike Teresaand Triumph
of Love on prime time and Cuando me enamoro,
onaccess prime time. Wearealso negotiating The
power of destiny in many markets, too...’

About the programming trends in CEE, she
summarizes: ‘Entertainment shows are working
well everywhere, as well as the American series;
inthebiggest territories,as Romaniaand Poland,
we see that local fiction is working well, with a
good mix of entertainment, too;and, in the small
territories, foreign fiction—especially American
series but also telenovelas— and entertainment
are fulfilling the screens.

‘In Poland there is much entertainment on
prime time, especially in the weekend, but also
during the week... Moreover, next year the
country will have the switch off, so many new
thematic channels will see the light, and this will
be a great opportunity for us’.

About Hungary, she says that top channels
are buying more foreign series because of the
financial crisis, and the telenovelas are being
emitted after four years without presence in
that market. ‘We have sold 8 titles annually and
we see an incredible growth in the last 2 years),
adds the executive.

In the entertainment field, Televisa is doing
a great job, too. ‘We have the eleventh season of
Dancing for a dream in Romania, the second one
in Slovakia is coming up, and we have recently
sold The Show of your dreams to Serbia (it has
previously produced two seasons of Dancing...).
We are promoting strongly Pequenos Gigantes
this Discop East: ‘We believe it will be the next
Dancing for a dream. It is not a contest show

Suite #318/319/320

LA 1
— -plt*lll-'l“'.i:r.
: )

3
u
L
L]
-
.
Ll
a
#
L]
-
Ll
-

.

o

Pequefios Gigantes, new
entertainment format that Televisa highlights at Discop

for kids, it is an
entertainment

e

show about
kids, which is
much differ-
ent.

et HOGARES,

presence in
the key CEE
territories offering a vast and diverse catalog,

Double Life, new teleno-
vela launched in Budapest

including fiction and entertainment shows.
We have slots guaranteed of our telenovelas in
Hungary, Rumania, Serbia, Slovenia, Slovakia,
Albaniaand Croatia, and the next step is betting
in Poland’, comments Sahab.

For Discop East, Sahab highlights: the tele-
novelas Double Life, which will be premiered
in Mexico on June 27" —after the end of Tri-
umph of Love—, Rafaela (150x’60), The power
of destiny (100 x ’60) and With you, Without
you (150x’60), launched last MIPTV; and the
mentioned Pequenos Gigantes (13x’120). Also,
two productions from Pol-ka (Argentina): the
telenovela Legacy of Revenge (150x’60) and the
comedy series The Unique One.

TELEVISA NETWORKS, PAY TV cHANNELS FOR CEE MARKETS

Televisa Networks, the pay TV channels side of the Mexican titan, has
strong presence in many Western European countries and now wants to
grow specifically in Eastern Europe, where the company see important
potential for its channels portfolio.

‘We have pay TV operators emitting our channels in Romania —Rit-
moson, TL Novelas and El Canal de las Estrellas— and also in Slovenia,
but we want to expand ourselves to more countries’, highlights Valentina
Lauria, sales director for Europe.

On behalf of Western Europe, the executive stresses the company success
in the French pay TV market: ‘We have closed a deal with the IPTV operator
SFR,addingabout 500,000 subscribers, besides being in a Spanish thematic
package on the other IPTV operator Free with El Canal de las Estrellas,
TL Novelas, Tele Hit, Ritmoson, De Pelicula and Clasico’.

According to Lauria, the French market is in its ‘boiling point’, com-
peting in the pay TV business, IPTV, DTH and cable services. ‘During
MIPTYV, we have had important new meetings with French operators and

we are waiting to announce more distribution
agreements soon, she adds.

TL Novelas and El Canal de las Estrel-
las are working well in Spain, too. ‘We are
buying better and more specific content for
the European audience, such as Los Toros, Valentina Lauria and Karina
and we are emitting productions developed Montoya,last MIPTY
by Unicable through El Canal de las Estrellas: El pantera, Sexo y otros
secretos, among others, adds Karina Montoya, acquisitions executive of
Televisa Networks.

About the Spanish market, Lauria remarks: ‘With the TDT and the explo-
sion of digital platforms (such as VOD), consumption habits have changed,
and audiences are more segmented: there is a channel for each target.

The Portuguese networks TLN offers content 100% produced by Tel-
evisa. ‘It is well positioned in markets like Angola, in Africa, and we are
now negotiating it for Portugal’, highlights the executive.
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':. {ltgire ok, Gordon:
(106 n :pn;u =y

: Dl L L L T rer—

INTO | HE LOLD

GERRY AMDERSOHN'S
MARK TWAIN HEW CAPTAIN SCARLET
[ s - Mg i) WA o' (lirymmations” [t & 30 i - igh [ufisiion | (151 crsimesinn

Ta%ds VENTURA BIVD., BUITE 308, SHERMAN OAKS, CA 71403
Ti (SVE) FRE-TTO2 P (BVE) FEE-ITIE
SALESEVISIONFILME.NET « WWW. VISIONFILME NET 77005

TO SCHEDULE A MEETING COMNTACT ADAM WRIGHT
ADAMEVISIONFILMS.NET = M: (818) 331-0990



DISCOFP ExuisiTors

ALL3MEDIA: IMPORTANT DEALS WORLDWIDE

Skins AND THE CUBE, CURRENT HITS

The leading independent distributor All-
3MediaInternational (UK) is closingimportant
dealsin Central & Eastern Europeand worldwide.
Currently, two of the top products are the UK
version of Skins,ayouth drama commissioned by
Channel4,and The Cube, originally produced by
Objective Productions for ITV in England.

The recent sales of Skins include: MTV North
American, a Latin America pan-regional deal
with HBO, as well as Globosat Brazil; Tcast in
South Korea, VIM Belgium, TV Catalyuna,
SBS & Foxtel in Australia, NZ’s TV3 and further
deals are now concluded in Poland, Canada
(Allarco), Hungary (Humor 1) and Canal Plus
France —as well as DVD deals in a variety of the
TV territories.

The series melds hard-hitting emotional
themes with wit and charm, and follows the
audacious adventures of a disparate group of
teens. The cast of the series has changed every
two seriesasanew gang of students hit the college
scene. Series five and six, were commissioned in
the UK by E4. Format rights to the series are
also available from All3Media and a US version
is currently in production for MTV.

About The Cube, there is a big deal with Me-
diaset Group Italy, which has commissioned a
first series of the format co-producing also with
Objective Productions in the UK for 4 feature
length specials. Fabrizio Battocchio, Head of
Format Departmentat RTIspa - Mediaset Group
said: ‘The Cube is a fascinating game show, full
of suspense and high emotions’

In addition — Ukraine’s free TV national
channel STB has just announced a 12-episode
run of the series. Germany’s RTL is now in pre-
production on a 2-hour long special for broad-

KANAL D: TurkisH SeEriEs cCONQUER CEE

Time goes by

STARZ: SPARTACUS AND MUCH MORE

Starz is the well-know premium pay TV
channel of the U.S. market, which from 2007
is developing premium original content. Two
years ago, the company got the mainstream
of the international market with Spartacus,
Blood and Sand, the action & sex thrilling
series. Now, it is offering to all regions its
full catalogue, which includes the sequel of
Spartacus, Gods of the Arena, other live-action
series, comedies, documentaries, animation
and TV movies.

Alisha Serold is the VP Worldwide Distri-

PRENSARIO INTERNATIONAL

Amac Us, sales & acquisitions specialist,
and Ezgi Ural, sales executive, from Kanal D,
have good perspectives for this Discop East
edition, where the company highlights its
drama series catalogue headed by Time goes
by (40x°95), Fatmagiil’iin Su¢u Ne? (39x°90),
Little Secret (47x’90) and Evidence Kanit
(49x’75), among many others.

bution, and Cynthia Burnett is in charge of
Central & Eastern Europe at Discop East. Serold
says: ‘We have product for Free TV, premium
and basic cable, for the new digital platforms.
We produce for all types of audiences. We are
attending the main shows of the international
market to make buyers of all regions, from
Eastern Europe to Asia or Latin America, thatwe
are a very good supplying option for them’.
The comedy catalogue offers for instance
productsas Onion News Network, with hard-hit-
ting, merciless journalism. Party Down, about

<56 >

The Cube

About the product highlighted in Budapest, Us explains: ‘Turkish series
are unique and the production quality is great, as well. The difference
from other drama productions is mainly the length: we currently have
series that are still on air and have already been more than 200 episodes
of 90 minutes approximately’.

About the commercial objectives for 2011, he mentions: ‘We have
entered so many countries/territories so far except a few. Our main goal
is to expand our catalogue in Far East and Latin America.

Suite #119

Skins

cast this Spring, in a co-production between
Objective and White Balance Germany. Also,
the show is in production of the second series
for Saudi Arabia’s Saudi TV and UK series 3
is in currently in post-production.

The Cubeis a ground-breaking game show
format where just seven simple physical and
mental challenges stand between you and
USD 300,000. The challenges appear to be
simple — but games become fraught with
extraordinary pressure and tension when
played inside The Cube.

TaBLE 20

a group of waiters
that dream for a
better future, with
special guests as
Steve Guttenberg,
Ed Begley, Jr., etc.
AFI considered it
as Top 10 programs in 2009. Gravity is about
asupport group of people that have attempted
suicide in the past, with Krysten Ritter. And
Bollywood Hero, with Chris Kattan, which is
about an actor in the B movies industry.

Alisha Serold, Kristen Staisz
and Cynthia Burnett
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DISCOP ExnigiToRs

NBCUNIVERSAL:
REFRESH THE SCREENS

NBCUniversal (USA) presents this year at
Discop East a rich non-traditional catalogue
of TV series, headed by the action-adventure
series Grimm (13x’60) from the creators of
Buffy The Vampire Slayer, with a new super
natural battle, now against common people
that turn to monsters. And the drama Smash
(13x°60) that goes into the Broadway musi-
cal shows to tell various stories of the actors
involved. Both products were highlighted by
most of the international buyers —consulted
by PrEnsario— that attended the studios
screenings last May, at the LA Screenings in
Los Angeles.

Theslatealsoincludes Bent (13x’30) acomedy
about a resilient, recently divorced lawyer, now
raising her eight-year-old daughter as a single
mom. Other comedies are: Best Friends Forever
(13x’30) aboutawoman that moves back to New
York to be best friend; and Free Agents (13x’30)

TV SERIES TO

about a recently divorced woman that is ready
to start dating; Up All Night (13x’30) shows a
married couple having to rise a kid.

In Whitney (13x°60) comedian Whitney
Cummings brings her unique and hilarious
perspective of love; After Lately (8x’30) is a
comedy about the life behind the scenes of the
Chelsea Lately show. And I Just Want My Pants
Back (12x°30) isabout young couple who try to
make a life for themselves in New York City.

About the dramas, apart from Smash there
are Against The Wall (13x°60) Alphas (11x°60);
and Suits (11x°60, 1x’120) the latter mentioned

GLoBO TV INTERNATIONAL: TELENOVELAS AND DRAMA SERIES

Globo TV comes this year to Discop East with its portfolio of telenovelas,
drama series and shows for kids, recommending Cat’s Cradle. Other telen-
ovelas are Written In The Stars (105x45’); Passione (160x45’); and The Buzz
(150x45’). It also offers drama series, such as Starting Over Again (5x°52);
Miracle Hands (5x52°); Internal Affairs (12x26’); The Cariocas (10x25’)

VisionFilms (USA)
5 lspresentingat Discop
Eastarich new portfo-
lio of thrillers, roman-
tic comedies, action
and documentaries.
The company high-
lights in particular
Restitution, where a
Adam Wright, in chargeof ~ true crime writer in-
Discop Eas vestigates a murder spree
surrounding insurance fraud, when he uncovers
a devastating truth that changes his life and the
town forever.

In The Last Gamble, a gambler finds himself
living on the edge owing money to everyone
which leads him down a desperate path with no

PRENSARIO INTERNATIONAL

way out; Night Wolf is a suspense movie about
a dark creature who traps a group of friends in
their isolated countryside home.

From the comedy and animation catalogue,
thedistributor stresses theanimated series Boogie
(°98),a3-Danimated film explodingwith women,
irony, alcohol and non-stop bullets. The Argen-
tinean production company Illusion Studios was
in charge of the production.

The romantic comedy Love’s Kitchen (100) is
aboutabig city chef who getsa new chance at life,
and love, when he opens a new restaurant in the
countryside; in Hard Times (1x’90), the locals in
a small village plan to steal a truckload of Viagra
and sell it for survival; and The adventures of
Mark Twain (’85) generates a new version of the

famous character.
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TABLE 9

b Smashand Grimm were the most
b important products launched at

I recent LA Screenings, according to
the international buyers

as a very different lawyer series. The slate also
offers Bachelorette Party: Las Vegas (8x°60) with
women celebrating with theirbest friends on the
eve of getting married; Bomb Patrol: Afghanistan
(10x’60); The Dance Scene (8x’30) Laurieann
Gibson, the dance gurubehind Lady Gaga’snow
iconic showpiece performances, is the center of
this compelling reality docuseries; and Made
In Chelsea (8x°60).

Lastly, there are important feature film:
Bridesmaids, The Change-Up, Intruders,
Johnny English Reborn, The Thing, Tower
Heist, Wanderlust.

Suite 426

The miniseries Fifties Club (5x°52), the documentary Globodoc (9x’45);
the comedy series The Cleaning Lady (26x’30) and Normal People (17x°30);
the format of Dreamers; and the co-production Blood Ties (310x’45).

Among the kids programming, DO-RE-MI-Factory (1x45’) and The
Little Emperor’s Christmas (1x45’).

VISION FILMS: MOVIES AND DOCUMENTARIES WITH CELEBRITIES

Then, there
aredocumenta-
riesplentyofac-
tuality: Into the
cold: a journey
of thesoul (’87);
KingGeorge VI:
themanbehind
theking’sspeech
(°85); William and Kate: a fairytale romance, parts
1 & 2; Justin Bieber, Beyonce, Britney Spears, ‘Lil
Wayne, Eminem, Taylor Swift, a series of docu-

Restitution

mentariesaboutmusic;and Unscripted (175x30).
Lastly, Vision Films brings ITV Live The Concert
Series, with over 75 concerts including: Asia, Be-
linda Carlisle, Spandau Ballet, Squeeze, Steel Pulse,
Joe Jacksom, OMD and many more.
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DISCOP R SCTERLS

AUDIOVISUAL FROM SPAIN: LOOKING

FOR NEW AUDIENCES IN CEE TERRITORIES AuDIovIS

AL
SPAIN =

THe SpanisH FeperaTioN oF Aublovisuat Propuction Companies (FAPAE) Is IN CHARGE OF THE ORGANIZATION OF THE SPANISH PRODUCERS AND DISTRIBUTORS PARTICIPATION
AT Discop EAST, WITH THE COLLABORATION AND SUPPORT OF THE SPANISH INSTITUTE OF ForeiGN Trabe (ICEX).
THERE ARE TWELVE COMPANIES IN BUDAPEST: SEVEN OF THEM ARE LOCATED AT THE AUDIOVISUAL FROM SPAIN PAVILION: CRoMosOMA, EDEBE, LATIDO Fitm, MoTion PicTUREs,
RTVE, MepiaseT Espafia AND VERTICE SALES, WHILE OTHER FIVE HAVE INDIVIDUAL SUITES: EXPRESSIVE, IMAGINA, FiLmaX, NepTuNo Fims AND TELEVISIO DE CATALUNYA.

Trini Cuevas, head of distribution at
Cromosoma, explains: ‘Discop East is a
very challenging market where every year
there are new players and new opportuni-
ties. Our last production Asha was well re-
ceivedin 2010,and this year we are launch-
ing our new series Lila (52x°5 *30)’

CromosomA rd

X 0
ture:w Mas, head of sales at Motjon Pic
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EDEBE AUD|OV|SUAL P — LoesY akey poter?:fn;ts that CEE hag always been . .-_l'-_} H
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] sunior detective series Four an ghtthe animated series GG/
promote at Discop 917 J n author ers (104x'2), 1, urmp-
. ’ d on books by Germa: » Van Dogh (104x°4 )
half Friends (26X26), base bestseller in many Eastern documentar and the
L. Y Canary ] e 0
i drich. Thebooks havebecomeabes : y VIslands: Biodiyer<:
]l;)aChm;irclce)uilltries such as Poland, Serbia or Slovenia, sowe hopekﬂ;e Redoubrs (8x 30)> ersity
urope ’ . market. —
animation series will have a similar good response from the S

NepTUNO FiLms

Neus Viciana, sales executive at Neptuno Films, says:
“We use to make good dealsat Discop and wealways meet
newcompaniesin the region. Wehighlight Megaminimals
(104x’7) and Chuck Chicken (521 1).

BASEMENT
LEVEL
TABLE 28

Mortion PIcTUREs

Loegy
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MEDIASET EspaRNA

Angel or demon

For Silvia Cotino, head of
international sales at Medijaset Espaiia
(TeleCinco and Cuatro) Discop repre-
sents a ‘great opportunity’ to introduce
the new company to the market. Me-
diaset Espaiia is a national television
network that produces, broadcasts and
distributes audiovisual contents. The
group has six channels: TeleCinco and
Cuatro, and the DTT La 7, FDF, Boing
and Divinity.

‘The new titles from TeleCinco arethe
series Angel or demon (22x’70), Pirates
and Wolves land (13x’70), while from
Cuatro we highlight Extreme Challenge
(37x’52), 21 days and Streetwalkers:
travellers, adds Cotino.

ExpressIVE MIEDIA PROJECT
_ BasqQue PusLic TV

“We are the commercial branch of the
Basque Public TV and we have a very la.rge
catalogue of ready-made programs, mainly
animations, like The Treasure of King Midas
(’70), documentaries, like Spanish

Wine Cathedrals (‘52),and fictions),

explains Aiala Fernandez,interna-

tional sales manager of Expressive
Media Project.

BASEMENT
LEVEL
TaBLE 3

IMAGINA

‘The goal for this market is to establish new
contacts, strengthen existing relationships and
expand our catalogue. We hope to close new deals
especially for The boat, Ermessenda, the queen and
Countdown’, remarks Barbora Susterova,
executive at Imagina International Sales.

sales

y

LaTiDO FiLMms

PRENSARIO INTERNATIONAL
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Latido Film has already a good number of tittles sold in different CEE ter- o
ritories. Juan Torres, international sales manager, says: ‘We already deal with @ ;
several partners from Eastern Europe but we are convinced that attending this '_
key market is a perfect way to start to approach better the region. We know that i
our catalogue with more than 130 feature films, including the animated movie

Free Birds, and documentaries (Morente) has a strong potential there’.

A World Apart

V/ERTICE

Gonzalo Sagardia, managing director of

Vertice Sales, says that the number of TV
stations in Eastern Europe and the increase
number of alternative platforms for content
distribution ‘are important reasons’ to partici-
pate at Discop East.

The company hasastrongslate of documen-
taries, films and TV formats: A World Apart
(13x’52), Wild Connection (6x’52), Karabud-
jan (6x'72) and The Princess of Eboli (2x’72),
amongothers. Also, the films Soloand Automata
__Antonio Banderas’s next projects—, Game

of Werewolves, Atnor de Dios, etc.
.
I

- . —

Free Birds




Sales Director, Record TV Network

DISCOP ExuiiTors

Suite: # 124

RecorD TV: PREMIUM AND VARIED PRODUCTS
FOR A DEMANDING MARKET

TEENAGERS, LOVE THRILLERS AND CRIME SERIES

‘Expansion has
remained constant
in the last decades
for Record TV Net-
work (Brazil)’, says
Delmar Andrade,
International Sales
Director,who high-
lightsto PRENSARIO:
‘Now we are experi-

encing a very good

h moment, which ex-
Delmar Andrade, International ceeded our expecta-
tions. The channel
is strongly investing on its own productions,
and thishasbeenreflected inaveryimportant
audience growth, both in Brazil and in the
international market’.

Regarding the Brazilian local market in
particular, Andrade says that it is ‘more and
more demanding and selective’ and thatis the
reason why the company has been developing
‘innovative programming, varied and smart
to please all kinds of public’

Continues: ‘Brazilian television is recognized
by the writers for its creativity and its great di-
versification of production, which allow them
to create bigstories full of fascinating characters,

Released on May 2011, Jackpot!is one of the latest
success of Brazilian TV, having surprised viewers and
advertisers with a great reception

PRENSARIO INTERNATIONAL

well-developed fiction cities and great invest-
ments in production, meticulous direction, let
apartthegreat talent of our performers,bornin
the theatre and the cinema businesses’

Record TV Network was born on 27
September 1953, the oldest TV station in the
country. However, Andrade explains that it
has developed itself a lot and uses ‘high tech
equipment’ that provides all the structure for
a perfect image and sound processing. ‘Brazil
has a strong TV series tradition and we are
constantly investing in drama productions
together with RecNov—Record TV studios in
Rio de Janeiro—, where we shoot most of our
soap operas and series: it includes big studios
and scenarios’, adds the executive.

Jackpot! is one of the latest success of Brazil-
ian TV, released on May 2011. Andrade points
out: ‘It has surprised viewers and advertisers
with an excellent reception’. On the other side,
Rebel, ‘has conquered not only the teenage but
also the adult audience, tackling topics related
to teenage behavior and family relationships,
bulimia, bulling and alcoholism’ About the
products to come, he says: ‘We are selecting
the casting for a new miniseries Rei Davi, and
we’ll soon have more information’.

‘Our purpose is to attend every territory
in the wide and distinctive way we are now
following. As we are also broadcasters, we
understand the needs of each exhibitor. As a

proof of that, Record products are spread in
the Latin American market, USA

The new telenovela for teenagers Rebel was produced with
Televisa in Portuguese language and is a big success in Brazil
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KECORL
TV NETWORN

and in an im-
portant portion

of Europe), finalizes
Andrade.

Discop East 2011 OFFERING

For this edition of Discop East, Record TV
Network brings its portfolio of teen, thrilling
and epicseries,headed by the mentioned Rebel,
which shows the lifestyle of a group of rich
teenagers that study in an elite institution.
In this context, some the young rebels start a
musicband and experience romances, conflicts
confusions, joys and adventures.

River of Intrigues is a contemporary tel-
enovela with different scenarios that shows
mysteries that make the viewer each chapter
more interested and involved with the story.
In a town with beautiful landscape and a river
where people practice sports, intrigue, confu-
sion, crime and passion transform all aspects
of social life of each resident.

The mentioned Jackpot! tells the story of a
group of friends thatbecome millionaires after
winning thelottery. Theylive their dreamsbut
they are also involved in a terrible nightmare
because of a pact: each one has a mission to
accomplish within one year and only those
who can accomplish their mission shall be
entitled to the other half of the prize that is
stored in a saving account.

Esther, the Queen tells the story of a beautiful
younglady,and Jewish ata time when her peo-

ple were persecuted and she must

avoid that they’re all extinct. The
telenovela Flames of Life shows love
stories, hate, friendship, revenge of
two childhood friends who haven’t
seen each other for many years and
are bring back together in a tragic
moment.

In Samson and Delilah, strength
and beauty come together in a game
of greed, seduction and power. Lastly,

Another Power,atelenovela of tragedies
and crimes that involve a love story
between a criminal and a journalist.
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Michelle Wasserman wants to
add value to its customers

DISCOP ExHiBITORS

TELEFE ADDS ORIGINAL CONTENT DIRECT

FOR THE INTERNATIONAL MARKET

TelefeInternational (Ar-
gentina) is the arm of the
broadcaster in Argentina
that has always been a pio-
neer in fiction production
from Latin America to the
world: the company created
innovative telenovela hits
1 | as Wild Angel, has pushed
new sub-generes as the
adult telenovelas for the late
prime time (as Montecristo)

tween and teen telenovelas for the access prime
time (Tiny Angels, Rebelde Way) and cult fiction
series as Tiempo Limite. Also, it developed first the
fiction formats side, offering a complete post-sale
service (production and creative services) that
nobody provides. Now, the company adds a new
step forward to its offering.

Whatisitabout? To develop/provide original
contentbeyond theyareaired in thebroadcaster
screen or not, from the international division
itself. The first product of this new initiativeisan
entertainment format, Weight x Weight. Within
the last years, the company has developed the
entertainment format side very successfully,
especially with Just in time, which now is in its
third season and was sold to all Latin America,

Europe and Asia.

Michelle Wasserman, head of sales, formats
and production services at Telefe International,
says: ‘Fiction continues being our core business,
but we’ve been very successful with Just in
Time and we see we have a good opportunity
at the entertainment side. Offering a creative
factory directly from Telefe International will
strengthen the trend. The content business is
evolving fast, the competence now is notlineal,
several traditional routines don’t go any more.
We have to co-produce, to develop, to establish
strategic relationship with our customers’

‘We don’t want to compete with the format
titans, but we have the advantage that we are a
broadcaster and we know (and we can directly
test) the products that work well. From Just in
time, we see we can generate successful original
formatsvery simple and easy to produce. We have
an incredible talent team and now the concept is
to create programming direct to export, added
to the broadcaster products. Weight x weight
(Peso x peso) offers consecutive games related
with weight: people, objects, bicycle races, etc.
It is very fresh and simple to produce.

About fictions, Wasserman comments: ‘We
have three brand-new products that mean
too a step forward both for fresh scripts and

Just in time is in its third season in Argentina

The new teen sitcom Superclumsy

high-end productions: The One, in particular,a
suspense telenovela full of twists and surprises,
co-produced with El Arbol with very good
ratings in the late prime time in Argentina.
A year to remember, a romantic comedy co-
produced with Underground-Endemol, the
creators of Pells.

And Superclumsy, sitcom for teens co-pro-
duced with Utopia, RGB and Disney. All these
fiction and non-fiction products conform a
unique slate for us at this Discop East 2011".

NOVAVISION: GAGS AND CANDID CAMERA FORMATS (

Xavier Poirier, CEO, and Nathalie Nennig, sales manager

Acquiringits competitor MEG (Denmark)last
February, has been another step for Novavision
(France) astheworldwideleading candid camera
produceranddistributor. And toincreaseits cata-
logue 0of47.000 funny clips of all genres (sketches,
gags, home videos, bloopers), the company is
buying more and more content from producers
and broadcasters around the world.

PRENSARIO INTERNATIONAL

The company has recently hired a specific
sales manager for Central and Easter Euro-
pean territories, Lucy Le Gruiec, in order to
increase its presence in the region. ‘We have
been producing a new line of clips with local
production companies that will be ready by the
end of the year), highlights F. Xavier Poirier,
CEO and founder of Novavision.

‘CEE is a major market for us and that’s why
we have appointed an executive to be in charge
directly on the region. We wish to become a one-
stop-shop for each buyer if they are thinking of
havingwell produced programs,including funny,
car chase or extreme sports clips, he adds.

Another big news is that Novavision is diver-
sifyingits catalogue with formats: the game show
The QuizZz (69x’30) or The Prize of Surprise
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(40x26’) will come and
join the Hilarious Home
Video Show (60x26’) and
the most well-known

program Pop Corn TV
(400x26'), which Will sy

have 100 new more episodes this year.

‘MEG has given us a great catalogue of family-
oriented contents. We will have more than 60,000
clips to offer by 2012, which confirms our leading
position in the market, says the CEO.

About the other regions, the company has
signed astrategic deal with Artearin Argentina
and with Bandeirantes in Brazil. ‘We have had
the same sales growth in Latin America and
Asia, both markets have been very keen on our
offer’, finalizes Poirier.

Make it in Buenos Aires!

Expanissn o rdoenl

www.buenosaires.gob.arfindustriaaudiovisual

KinesteErio da
Desarrolio Econdmica

Haciendo
buenos aires

Buenos Aires Ciudad
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TV AztecA/COMAREX ENRICHES
ITS GENRE OFFERING

TV Azteca/Comarex (Mexico) comes to
Discop East 2011 with a direct slate of products

for the preferences of the CEE markets. On

When Night Falls

one hand, the company provides brand-new
telenovelas with prestigious actresses in the
region, as Gabriela Spanic. On the other, a
rich offering of TV series (comedies, suspense,
teens) and also the introduction this market of
entertainment formats.

Marecel Vinay, Jr., CEO at Comarex: ‘We are
in a very good moment, with many new, varied
andverysuccessful products. That’swhy our sales
have been increased significantly during the last
times. Inseries we are offering top products from
the Mexican broadcatersand also from top play-
ers as Nickelodeon. And adding entertainment
formats, all needs can be satisfied’.

The telenovelas side is headed by Cielo Rojo
(120x’60) about a couple that, despite being
meant for each other, destiny forces to keep
them apart, with Edith Rodriguez. And Emper-
atriz (120x°60) the dramatic story of a woman
—Spanic— who has fallen in love with a man
but he has betrayed her and taken her new-born
daughter.

Inseries, Lucho en Familia (40x’60) isacomedy
that follows the life of a retired wrestler with
great family values who has to return to the ring

AETN: REAL LIFE AND ENTERTAINMENT SHOWS

AETN International (USA) stresses at Discop East entertainment,
documentaries and real life shows headed by Seriously Funny Kids
(20x°30), which follows the supermodel Heidi Klum as she interacts with
children bringing out the hilarious and insightful things they say.

Also, the documentary Gettysburg (’120), the real life show Beyond

(10x°30)

/ODIAK RIGHTS: FAMILY ENTERTAINMENT

Zodiak Rights (UK) exhibits at Discop East
2011 entertainment formats, recommending
Stage (2x°60 and 6x’90), a series where amateur
theatre schools compete to have their musical
on the big stage, as they are selected via a tough
audition processand judged by a panel of theatre
professionals.

Other formats available are Sing If You Can
(1x’60), where talented amateur singersattempt
todeliverawinning performance despitearange
of scary and occasionally painful distractions;
and That’s My Kid (1xX’60) is an entertaining

PRENSARIO INTERNATIONAL

family program, where parents who know their
kid the best win a fabulous family holiday. It was
adapted by CTC Russia.

Summer Crush (26x’30 and 40x’30) is a story
oflove, friendship and adventure on the paradise
islands of the South Pacific that provides the
backdrop for a series of incredible adventures
featuring the friends and the tribal natives who
teach their guests about the history and culture
of the islands.

Lastly, it offers the popular factual film 9/11
The Fireman’s Story (1x’60), that tells the he-
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Scared Straight (6x’30 and
1x°90), and the series Hea-
vy (10x’60), Storage Wars
and Stan Lee’s
Superhumans (8x°60).

-f?a'a"‘ :

h i'l If-hours

Suite #225

T__.‘l_i

(LSRR | IS S —

Marcel Vinay, Jr.

to support his family. Bajo el Alma (96x’60) is
about a family dealing with a pharmaceutical
laboratorythatistheir heritage. When Night Falls
(20x’60) explores the world of hidden dangers
vibrant in society that come to life when most
of us are safely asleep.

Drowning City (20x’60) is about an old con-
spiracy and the disparity thatarises between two
different worlds in the darkest depths of Mexico
City. To conclude, the teen telenovela Grachi
(75x’60) produced by Nickelodeon, tells the
story of a young girl who must learn to use her
new-found magical powersall while coping with
school, boys and growing up. The telenovelas
slate adds Running From Destiny (130x’60) and
Between Loveand Desire (165x°60),a co-produc-
tion with TV Globo (Brazil).

The main introduced entertainment format
is Queen for one day, with 3 women that com-

g G S — ] g

pete to be the Queen and the winner receives a
deep make over and attentions as a queen for
one day.
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eriously Funny Kids

That’s My Kid was adapted in CTC Russia

roic story of the firemen of the 9/11 who died,
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those who survived and those who still bear
the scars.
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MEeDIAPRO: ORIGINAL STORIES
AND HIGH QUALITY PRODUCTIONS

MediaPro Distribution (Romania) offersat
Discop East its telenovelas, dramas and action
series, highlighting one of the latest hits In the
Name of Honour (140x°60), a telenovela that
treats the killings in the name of honor. The
series presents the forbiddenlove story between

two soul mates separated byariver of traditions,

Lara’s Choice

SuITe #426

GLoBo TV: TELENOVELAS AND DRAMA SERIES

Globo TV International (Brazil) offers at Discop East its telenovelas,
drama series and shows for kids, recommending Cat’s Cradle (110x'45),
about the life of a rich and intolerant man, and its vindictive, arrogant

and futile woman.

Other telenovelas are Written In The Stars (105x°45); Passione (160x’45);
and The Buzz (150x’45). In drama series, appears Starting Over Again (5x’52);
Miracle Hands (5x°52); Internal Affairs (12x’26) and The Cariocas (10x°25).

secrets, betrayal and religion.

In Budapest, the company specially premiers
Lara’s Choice (152x°60) about a love story that
has to overcome endless obstacles, as the main
characters are separated by the seas. Full of
emotional highs and lows, the shocking turn
of events and the subtile manner in which faith
interferes in the life of the characters will keep
the tension high throughout the whole story.

Ruxandra Ion, the general producer of In
the Name of Honour and VP of Media Pro
Pictures, states: ‘Our productions have been
very well received in many CEE territories as
well in Latin America and Western Africa. Our
main assets are the original stories we bring to
life and the high quality of our productions,
whereas the actors are just as important’.

The distributor also offers the action series
Organised Crime Unit (16x’75) based on true

CME’s Mediapro Distribution: Anca Truta, general manager,
Alina Oneata, Antoaneta David, Claudia Stavrositu, with
Ruxondra lon, from Mediapro Pictures

events with an authenticstoryline with a dense
atmosphere, which keeps the suspense at high
rates. An elite police unit created to fight organ-
ized crime, stops siding with the law.

Lastly, the film The Godmother (’107) that
follows the story of a woman that, living in
Romania and married to a Romanian crime
kingpin, gets in shock when her husband is
arrested without any warning. Left to move
on her own, she and her young son David
spin a tale of mafia, arms and drugs traffick-
ing to protect herself and her family from her
husband’s enemies.

AFL: POLICE SERIES AND COMEDY MOVIES

DRAMA SERIES

AFL Productions (USA) presents in Discop 2011 its portfolio of
comedy movies and series, headed by a full of action and crime series

Police Patrol (16x’104), and the romantic movie The Tower of Pisa

\WOoRLD MEDIA PICTURES: TELENOVELAS,
LIFESTYLE AND LIGHT ENTERTAINMENT

Juan Fernandez, executive
with a long experience in the
CEE markets, has officially
launched its new own com-
pany last April: World Media
Pictures, which has started
to distribute a catalogue of

ready-made content but also
Juan Femandez, VP promoting co-productions
projects.

At Discop East, it brings a slate of telenovelas,
lightentertainmentand documentaries, recom-
mending Amores como el Nuestro (71x°60),alove
story between a traditional young woman that

PRENSARIO INTERNATIONAL

belongs to a very conservative family, and her
impulsive boyfriend, an impulsive man, who
will execute the revenge of his family with the
beautiful grandmother of his worst enemy.
The series Sabrosa Pasion Plus (52x’60) is a
talk show with interviews to famous personali-
ties of latin TV in the kitchen, discussing many
different topics, sharing gossip and recipes.
The lifestyle series A Tu Salud is a show about
health,available in two formats: A Tu Salud Light
(52x°30),aweekly magazine that offers tools that
will help the viewers achieve improvements in
their health and their looks; and the regular A
Tu Salud (104x°3), which offers a summary of
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(°96). Also, Bachelors or Sex & the Town (’82), 7 Days with a Russian
Beauty (°’110) and Animal Wars (’74), sold to 25 countries including
UA, Greece and Mexico.

SuITe #222

Sabrosa Pasion

health information, with experts’ advices about
how to improve one’s quality of life.

Bellas en Accion (26x’30) is a show to discover
the most beautiful women and Latin American
Misses, watching regional sports; and Pasién
Natural (26x’30), a format that will showcase
spectacular natural wonders in Latin America
and the US. It visits natural monuments, aban-
doned or contaminated places. Guided by a
narrator, the hosts will live closely the beauty
and passion of nature.

CEE TV is the largest professional websource
for Television in Central and Eastern Europe.

3 |
1A I .
f "'l"-".l'lll'

& news and market
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changls.
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MonDpo TV: WORKING ON BIG BRANDS Fh, i

Mondo TV (Italy) is
expanding its business
in the Central & East-
ern European markets,
based on the strategy
| developed during the
' last years: to work on
. big brands.

Alessandro Venturi,
salesmanagerof Mondo

Alessandro Venturi,
sales manager for CEE TV for CEE territories,

explains to PRENSARIO: ‘Apart from a historical

catalogue with many classic features, our goal
isto develop onlybig properties. In many cases,
we produce animation programs born from
already spread toy lines, so they are well known
by the audience from the beginning’.

Such is the case of Puppy in my Pocket, one
of the latest titles that will be on air starting
from the coming months in more than 160
countries, as result of a Pan European deal with
the Cartoon Network platform.

The European market is ‘particularly impor-
tant’ for Mondo TV: ‘It is difficult to estimate,
but the percent of sales in the region is really
high. As a European company, we are pleased
to attend every market this area increasing our
presence with new partnershipsandin coopera-
tion with themostimportant channelsandactive
distributors in the animation business..

The company recommends for Discop East
Puppy in my Pocket (52x’13), co-produced with
MegToysand GiochiPreziosi. Itisashowabout
friendship, based on the pocketsize collectable

RCTV, THE TELENOVELA PEOPLE

RCTYV International (Venezuela) is one of the most traditional
telenovela distributors from Latin America, based on the broadcaster
with the same name that operated in the Venezuelan market up to the
president Chavez stopped its broadcasting license because of its political
opposition. The company continued emitting through pay TV with im-
pressive success, and now its products are on the prime time of Televen,
now one of the two leading broadcasters in the country.

About the international sales, RCTV has a new team leaded by Hay-
dee Pabon and Katy Paulheim, and wants to continue the long-run
relationship it has with broadcasters of all the world, but especially in

Edebe Audiovisual
(Spain) presents at
Discop East its main
animated series of ad-
venture Four and a Half
Friends (26x’26),astory
about detectives based
on a popular book col-

lection, edited in several

Ivan Agenjo, sales
director Edebe

languages for different
countries of Centraland
Eastern Europe.

Ivan Agenjo,sales director of Edebe, describes
to PRENsARIO the main deals and product sales
made in the CEE region: ‘Currently, we are clos-
ing different agreements that involve the presale
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of Four and a Half Friends in Croatia, Poland,
Turkey, and Germany, among others, which
have shown interest in the TV program. We are
finalizing the details for a sales deal’

Agenjo has ‘great expectations’ for this show.
Theexecutiveexplains: ‘Thereare several promo-
tional eventsaround this project. Wearetryingto
create content that can be developed in different
platformsand wherekids will be able to interact.
Wehavea projectinvolvingmobile phone games
and a website that will work together, getting
feedback from each other”

Edebe has sold its animated series 4 Angies
(76x’11) to the Turkish channel Minika; the
series targets girls up to 10. ‘It was launched
last February, coinciding with the launch of

<70 >

the telenovela strong territories
as Central & Eastern Europe.
Pabon says: ‘We are producing
now two new telenovelas for the
prime time of Televen, which has
improved significantlyitsratings
with our products. And we want
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Puppy in my pocket

petsbyMegToys US. Dino Frozis another series
produced after a popular toy line developed by
Giochi Preziosi Group, which hasalready been
spread in many countries.

Virus Attack (52x’13) is a co-production
with Suk. It was shot in full HD 2D animation
with CG effects and it tells a story about the
inhabitants of a pacific land that have been
kidnapped by a supreme and evil mind to
be transported to planets used as incubation
machines. Lastly, the HD animated series
Playtime Buddies and Power Buggz.

Haydee Pabon and Katy Paulheim

to sell them worldwide. Que el cielo me explique is the latest success.
Also, we have large and famous library that can be taken both in ready
made or format versions’

Lossy 2

4 Angies

the channel, and obtaining good reviews), adds
Agenjo.

The company is also working on an original
production that will be presented on the next
Cartoon Forum of Sopot, Poland, next Septem-
ber. It consists on an animated series 2D called
Wilbur Willmore (52x’13), where a beginner
knight will have to rescue a princess in different
ways each episode.

AAld

mipcom.
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Falais des Festivals, C-annes, France
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RTVE sales: Antonio Lopez, Rafael Bardem,
Alessia di Giaconmo and Radl Molina

Radiotelevision Espaiiola (RTVE) empha-
sizes at Discop East its historical TV series and
TV movies, highlighting in particular its long-
running series Love in Difficult Times, which is
already one of the most successful TV series of
Spain. Antonio Perez and Raul Molina, sales
executives, are in charge of the market.

In its sixth season, Love in Difficult Times

CABLEREADY: LIFESTYLE SHOWS

This year, CABLEready (USA) presents at Discop East its portfolio of
TV shows in HD, headed by Avec Eric (23x’30), a lifestyle show about
food, where the cook Eric Ripert turns simple meals into great adventures

to share with friends and in great locations.

It also recommends Hollywood Dailies (30 Minute Weekly Series),
with the newest movies and blockbuster trailers and Inside The Actors
Studio (54x°60), where James Lipton interviews the most accomplished
artists that open up with him and confess their deepest thoughts about

their craft.

PROMOTING AUDIOVISUAL PRODUCTIONS IN ARGENTINA

By ENRIQUE AVOGADRO, DIRECTOR OF CREATIVE INDUSTRIS AND FOREIGN COMMERCE DEPARTMENT

Since the past 10 years, Argentinean TV pro-
duction has been growing consistently, mainly
due to the surprising creativity of its highly
qualified professionals, and to the exchange
rate that makes Buenos Aires one of the main
destinations for international productions.

Today, Argentina is the 4" international
exporter of TV formats, and Buenos Aires
has become a production hub for reality and
entertainment formats. More than 40% of
what is produced in the local TV industry is
sold abroad. The list of productions that have
been exported is long: Montecristo, Successful
M. Pells, Teen Angels, Rebelde Way, Lalola, and
Champs 12 are only some examples of the doz-
ens of fictions that have been licensed during
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(1466x’45) have recorded 22% average market
share since it was launched in 2005. Co-pro-
duced with Diagonal TV, the series already has
important sales worldwide, from Asia to Latin
America. Now the company wants to go deeper
in Central and Eastern Europe.

Vintage (13x’70) is a fictional series with the
story of two wine-growing families and all their
secrets, treacheries and entangled love lives.
Continuing with the historical drama series, the
new April 14". The Republic (13x’70) describes a
period of impossible love stories and violence.

After its success in Caracol TV (Colom-
bia), the distributor stresses also Operation
Checkmate, about the kidnapping of Ingrid
Betancourt at the hands of FARC, the Co-
lombian terrorist force. And the police series
Mom Detective (6x’70), co-produced with Ida

man and a specialized dive team

Quest For Sunken Warships
(4x’60) follows a veteran wreck
diver, an underwater camera-

as they sift through the wreckage
that now rests on the bottom of  Avec £7ic

the world’s oceans. Lastly, Rescue Helicopter (48x°30), which shows how
the Finnish Border Guards can be victims of emergencies that occur at

April 147, The Republic, new historical drama series

y Vuelta Producciones, about a mom who is a
brilliant police inspector, must face complicated
cases and, also, to be in charge of two small
potential criminals: her children.

Lastly, the TV movie Clara Campoamor—The
Neglected Woman, about the vindication of
women’srights; A countryworth eating (13x°50),
starred by Imanol Arias and Juan Echanove,
aboutthetwoactorsand friends that discover the
sceneryand people in each country by what they
eat and drink; and Remember When (216x’70),
about the irruption of television set in the life of

a Spanish family by the end of the sixties.

arctic latitudes in Finland, with only a chance of survival.

the past two years to markets like Spain, Israel,
England, Germany, France, Russia, Colombia
and USA.

Also, main international broadcasters and
production companies have installed their
Latin America headquarters in Buenos Aires,
like MTV Networks, Turner, Disney and Fox,
among others.

For these and other reasons, the Govern-
ment of the City of Buenos Aires considers
the audiovisual activities as a strategic sector
of the economy. That is why the Bureau of
Economic Development has three areas aimed
atstrengthening the development of this sector:
Opcién Audiovisual, which creates training
and advisement programs for local SMEs; the
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Buenos Aires Film Com-
mission (BACF), which
promotes the city en-
couraging international
audiovisual productions
to come to film to Buenos
Aires;and BASET, the of-
fice thatgrants permits for
shooting in public spaces
in the city.

Furthermore, the Government is working
on the creation of an Audiovisual Law, which
establishes that the activity is an Industry, and
creates an “Audiovisual District”, where all
audiovisual companies can concentrate and
do not have to pay local taxes.
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CARACOL: MORE DRAMA
AND POLICE SERIES

Camila Reyes, sales executive for Eastern Europe

Caracol TV (Colombia) brings to Discop East
its portfolio of police series and drama, and its
traditional telenovelas, which are gaining space
in Central and Eastern Europe in both, canned
and formats. Camila Reyes, sales executive for
Eastern Europe, is in charge of this market.

Heading Caracol TV catalogue is Infiltrated

(40x°60),whichillustrateshowthe National Police
addresses homicides, robberies, rapes, black mail,
kidnapping and all sorts of crimes has created
the G.I.C, an elite group with fast and efficient
response when solving special cases.

In Yellow Team (120x60), a group of street
warriors are always exposed, living on the mercy
of those unknown and temporary companions
that are their passengers and in that way, it is not
strange, that the stories and conflicts of others
get them in their own adventures.

Then, the brand-new The Witch (25x°60),
which mixes politics, witchcraft and drugs: is
the story of a town teacher that discovers that
her powers as a witch will gain her access to
places she never imagined. It was premiered
in Caracol TV on May 30", reaching a market

Surte #113

The Witch reached a market
share of 38.3% during its premier on May 30"

share of 38.3%, winning the slot to the main
competitor (33.3%). According to channel
sources, more than 5 millions of Colombians
are following the story.

Love And Fear (90x’60) is a co-production
of Caracol and Sony that follow the story of a
woman thatstages her suicide to escape from her
husband, thetown’s conservativeleaderand head
of thedepraved secret police. Lastly, the telenovela
The English Teacher (110x°60), the dramaticseries
Confidential (55x°60); Couple’s Therapy (40x’60);
and Women on the Edge (120x°60).

MEDIASET STRONG FOCUS
ON FICTION FORMATS

MediasetDistribution (Italy) hasacatalogue
of more than 500 titles, investing annually in
new drama productions over 200 million Eu-
ros. ‘In the last years, we have had a successful
increase in sales of its scripted format unit,
highlights to PrRensar1o Clare McArdle and
Manuela Caputi, international sales managers,
who are in charge of this Discop East edition.

In Budapest, the distributor presents its new
fiction productions, highlighting Beyond The
Lake (12x’50),adramaseries that shows how the
mysteries of today are linked to those of many
years before and perhaps only the lake holds
the key. Also, Follow Your Dreams (8x’100) is a
family series about a group of young perform-
ingartists who want to participate in a popular
talent showto become famous,and to have their

talent recognized by
winning to reach the
height of success.

Beyond Fashion (sea-
son 1, 10x’50 - season 2,
12x°30) is a lifestyle show aimed to bea point of
reference for every self-respecting fashion victim.
The program hasbecomea privileged viewpoint
intheworld of TV for understanding the trends,
events and what’s new in fashion, design, cars,
art and architecture.

Aboutthescripted formats, Mediaset’s execu-
tives recommend Mr. Mom (12x’50 or 6x’100).
‘With three seasons in Poland and Turkey, the
series shows single fathers and modern family
situations’, they add. Also, ten seasons of The
Mall (230x’30), which shows a fashionable
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Beyond the lake
shopping mall in Italy
with an endless variety
of stores, where you can
breathe an atmosphere
created by passion, hard
work and family ties.

Follow Your Dreams

Lastly, the company has recently began
the international distribution of Mediaset
Italia, a new linear channel that offers the
best of Mediaset’s programming, just a few
hours/daysafter airing onitslocal mainstream
TV channels (Canale 5, Italia 1 and Rete 4).
Its targeted to the 60 millions Italians living
around the world.

Suite: #224

injured during a mission and ends up in a permanent coma in the detective
series The Last Cop (26x’45) . The new prime-timeratings hit series on Sat.1,
on of the free TV station of ProSiebenSat.1 Media AG. group.

From its formats catalogue, bringsYou Deserve It, the new Dick
de Rijk’s game show, and My Man Can (‘90), the game show where
women gamble with the abilities their partners possess, and put the
men’s courage and sKkills to the test.

SEVENONE: SERIES AND GAME SHOW FORMATS

SevenOne International presents at Discop Eastits portfolio
of moviesand series,recommending Isenhart (’125), theaction
and adventure movie about the first profiler tracking down
serial killers in the Middle Ages.

ZoneCity (52x’45) isadetectiveseries that varies from the serial
killer looking for revenge, a sexual crime in a hotel to the murder
Isenhart of African refugees. In the late 1980s a young cop is seriously
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feature documentaries: Another Man’s War, which Lionsgate will release
in theatres this fall, Bob And The Monster and Hit So Hard. Also, Sxsw,
Silverdocs, Sheffield and Hot Docs. Company’s music content includes the
new titles on Justin Beiber, Rihanna, AC/DC and Pink Floyd.

About films, VMI catalogue includes the romantic comedy Take
Two, the brand new horror film The Hike, Inkubus and Infected. The
first animated titles are the widely popular 3D series Buttercup Wood,
Little Dinosaur’s Diary and Happy Fruit Village, focused on children
from 3-10 years old.

VMI WorLbwiDe: ANOTHER Man’s WAR

Specialized in independent films, docu-
mentaries, music content and animation,
VMI Worldwide (Vantage Media/Vision
Music) is the natural expansion of Vision

Music after moving to its new Hollywood
headquarters in late 2010. Andre Relis,
president, and Brittany Mullikin manage

the company.
At Discop East, it highlights three new

Brittany Mullikin and Andre

Pura VipA BY J (GROUP: HIGH-END OPTION FOR

WILD LOCATION FORMATS

Julieta Camarda

Pura Vida by ] Group is a new company that
manages brand-new open sky studios in Costa
Rica, Central America, to develop formats in wild
locations with top quality requirements but very
effective costs. The idea is to take projects from
Central & Eastern European broadcasters provid-
ing them important advantages.

The venture is part of J Group, the company
owned by Julieta Camarda, an Argentine expert
aboutformatsheldinwildlocationsthat produced
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many versions of Survivor and I'm a celebrity, get
me out of here, both for Western and Central &
Europe. For instance, she carried out two seasons
of the latter format for RTL Klub Hungary, in
Misiones, Argentina.

Camardasays: Ouropenskystudiosarelocated
in the southern limit of Costa Rica at the Pacific
Coast,and theyare perfectto develop newversions
of the most well-known wild location formats.
The dimensions of the set are so important that
we can produce from 4 to 6 different projects at
the same time. We made a scouting in February
and everything is ready. It is a unique develop-
ment for the international content business.
We are in advanced conversations with leading
broadcasters of Central & Eastern Europe to start
working soon’.

Meanwhile, the company is developing other
important new ventures. On one hand, it has
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J GROUP

set up an alliance with José D’Amato, a prestig-
ious broadcasting production expert, to form
Broadcast Logistic Solutions, a company that

will provide logistic solutions for broadcasters of

the world in London during the Olympic Games
2012. ‘We think of the TV channels of emergent
caountries that can’t afford the costs of the official
IBC (International Broadcasting Center). We will
provide everything to operate, from locations to
equipment and qualified human recourses.

On the other hand, J Group will provide pro-
duction services for the TV Channel Al Jazeera
during the America Cup (football) that is taking
placethisJulyin Argentina. ‘Wewill provide them
live emissions from 6 cities and the broadcast
of the final match in HD’ Third, a pilot of its
project The Colony is to be developed by HBO.
‘We have important business projects evolving),
Camarda concludes.

0 Relis, last MIPTV

IMAGINA: SPANISH FICTION ON TOP

Imagina International
Sales (Spain) offers at Discop
East almost 6,000 hours of
programming, including TV
series, formats, animated se-
ries, documentaries and mu-
sic content. The distributor is
part of the Imagina Group,

Barbora Susterova,
sales executive in
charge of Discop East bomedia and Mediapro, the

free-to-air channel in Spain, laSexta, and other

which also owns Grupo Glo-

smaller production companies.

In Budapest, the company highlights The
Boat (13x’70), selected by consultant company
The Wit as one of the best fiction products
at MIPTV. After being broadcast in Antena
3 Spain, it reached four millions viewers and

19.5% of marketshare. Itisaseries of adventure
and mystery about a 70-meter long boat which
becomes the only home for forty young pupils
after getting lost at sea.

Also, Ermessenda, Queen of Kings (2x’85 /
4x’45),afiction of historical drama, which follows
the story of Ermessenda, Countess of Barcelona,
Girona and Osona, a woman who governed for
60 years, despite having a son and grandson. She
reigned in a world of men and did so without
hiding in the shadows of her descendants.

3 Meters above the Sky (’118) is a dramatic
filmabout Hache,an emotionally damaged and
rebel soul and Babi, a wealthy but disobedient
high schooler, that fall in love unexpectedly to
live an impossible love, in which two opposing
worlds are about to clash. Lastly, the com-
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pany recom-
mends Fish &
Chips (50x'30)
a game show
that stimu-  The Boat
lates English language learning in chil-

dren through games and music. Thanks to its
innovative, video game-like set and graphics,
it allows viewers to participate and learn from
home just like the contestants on the show.

Laura Mifarro, head of sales: “‘We have
five years selling directly our content to the
international market and we’ve kept ourselves
growing every year, even despite the crisis. We
are going to trade events in all regions, from
Latin Americato Asia. Central & Eastern Europe
is particularly strong for us’

PRENSARIO INTERNATIONAL
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ARTEAR: MULTI-AWARDED SERIES
AND DOCUMENTARIES

arlear

Julieta Gonzalez, sales executive, and Marian Fernandez,
international sales manager

Artear (Argentina) exhibits at Discop East its
portfolio of series, telenovelas and documenta-
ries, highlighting thelatest production The Social
Leader (36x°60),which tells the storyof a political
staffer,a man thatkeepshisdreamsaliveinavery
peculiar way: through the political and social
work within a very poor neighborhood.

Currently on air at El Trece Argentina—the

main free-to-air channel of Artear— the series
reaches an average rating of 17.7 and a 44% of
the market share, over the five broadcasting
stations in that country. Its also being emitted
to the rest of Latin America through El Trece
Internacional, gathering 50% of BC audience
and 70% of the under 49 audience.

Another top program of the distributor is
Lefton the Shelf (36x°60), which was the biggest
winner in the Martin Fierro Awards, the most
important prize of the Argentinean TV. It’s a
dramatic series about three single sisters that
come realize that the death of their dreadful
mother is absolutely no liberation at all.

Be Kind to Me (37x°60) is about a 22-year
married couple that goes through a midlife crisis
and at the same time has to solve the problems
of their two kids; More Than Partners (39x’60)
is a legal dramedy based on the lives of three

DoRri MEDIA: INTERACTIVE PRODUCTIONS

DoriMediaDistribution (Israel/Argentina) presents
at Discop East its portfolio of series headed by Diggers
(60x’30) that follows a kid that was left at a foster home,
more than a decade ago, and now prepares his return.

First Love (150x’4) is an interactive project of 150
short movies, shotin full HD,which documentreal love
stories of youngsters for teenagers. Checked in N.Yis a
FirstLove  40-episodes docu-reality thattells the stories of different
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The Social Leader is one
of the leading TV series on air in Argentina, reaching an
average rating of 17.7 and a 44% of the market share

lawyers who decide to form a law firm; and the
telenovela Gypsy Blood (250x’60) bringslove in
the middle of the hate of two families, a story
with revenge, friendship and betrayal.

The documentary line up is headed by Fan-
tastic Biographies (8x’30) that shows the life
of prominent characters that have impacted
audiences; Methods (13x’30) approaches dif-
ferent branches of art and culture, the creative
process behind a work of art; and Tasting Notes
(57x’30),a new series dedicated to the world of
wine that invites the audience to learn about
the latest national and international events in
the industry.

Suite #120

people through the locations that marked their lives in the city.

Simon is a reality show based on trendy street games, where three
groups of contestants are sent into the night with a list of 99 tasks each,
competing with the other groups on the number of tasks they will ac-
complish before dawn.

Lastly, Cupid, The Business of Love (120x’60) where tworival divorcelawyers
diein car accident and are on their way to hell. They swear to devote their lives
to bringing people together if they are spared and their wish is granted.

M19

DEUTSCHE VVELLE: BRAND-NEW ENVIRONMENTAL DOCUMENTARIES

o Deutsche Welle (Ger-
many) attends Discop 2011

in Budapest stressing an
g t important catalogue of

. documentaries about en-
vironment, globalization,
technology,science, culture
and politics.

. UlrichWartmann, head
Ulrich Wartmann, head ~ of Distribution Europe, is
of Distribution Europe  in charge of this market.
He points out: ‘Discop has always offered a way
to not only get out there and to meet different
buyers with different backgrounds, but also
to offer us a way to get real insights into the
regional media landscape’

Tt still remains a very efficient way to meet
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with smaller, regional buyers. It has traditionally
been a very important conference for us. The
decision to attend might not correlate directly
withresults,but rather on what we gainin general
from attending, networking and promoting our
content and services, completes.

This time, DW presents documentaries
all available in Arabic, English and Span-
ish, headed by SOS — Earth Calling! (6x’30),
focused on the threats of global warming,
presenting local projects that help minimize
some of the consequences of mankind’s ex-
ploitation of the Earth’s resources.

Nuclear Power — A Controllable Risk? (6x’30)
is a full report that deepen the aspects of nuclear
fission: from nuclear weapons to Chernobyl
and the radioactive waste; Global Energy (5x°30)
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presents major types
of renewable energy,
showing examples
from various coun-
tries that serve as
best-practice models

to help to prevent

problems caused by

thegrowingdemand for

energy in newly industrialized countries.

SOS - Earth Calling!

Faster, Higher, Stronger — Tomorrow’s Technol-
o0gy (7x’30) isabout the challengesand adventures
of modern engineering; Once Upon a Time...
Fairytales of the World (22x’3-7) —available in
English, German, Portuguese, Spanish— tells
fairytales from different countries and cultures
all over the world.

ASIA'S LEADING CONTENT MARKET
The 12™ edition of

ASIA TELEVISION FORUM

7 - 9 December 2011
Sands Expo and Convention Center

Marina Bay Sands, Singapore
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BE AT THE BIGGEST GATHERING IN ASIA
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VENEVISION: MUCH MORE
THAN TELENOVELAS

Venevision, sales: Hector Beltrdn, Manuel Perez,
Cesar Diaz, Miguel Somoza, Daniel Rodriguez y
Cristobal Ponte

Venevision International (Venezuela/USA)
highlights at Discop East the telenovela The
Black Widow (120x’45), a love story with mys-
tery and suspense, that for moments seems a
police thriller, but where passions, revenge
and intrigue are the main thing. The offering
of products, though, includes a wide range of
genres and interesting tips.

‘After our successful participation at the re-
cent L.A. Screenings, we are prepared to focus

PoweR: TREASURE IsLAND

Power (UK) exhibits at Discop East the multi-million dollar produc-
tions Treasure Island and Neverland, along with new miniseries and a
slate of new movies from the producer RHI (USA).

Neverland, the prequel to JM Barrie’s classic Peter Pan that shows how

CCl: Arrzooka!

e e N

Federico Vargas, director of Sales

Latin America, Iberia, CEEMEA e @ff (e,

Making House (13x°30) is a lifestyle reality series about a per-
sonal story that exposes what really happens to a family when
they battle drywall and dust in an attempt to create their dream

home. Lastly, the movie Modra (’80).
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CCI Entertainments (Canada)
offers in Budapest its catalogue
of shows for kids and realities,
highlighting Artzooka! (46x’30),
a series of art for children with
live action and animation to
show kids that art is everywhere
and that there is an artist in each

on the European market, presenting a com-
prehensive programming proposal of diverse
genres that will meet the specific needs of each
territoryin the region’ stated Manuel Perez, VP
& CFO,who manages the company’s operations
from its headquarters in Miami, Florida.

Eva Luna (120x’45) isanother big telenovela:
the story of a woman whose father is killed
and starts suspecting the man she loves. It was
co-produced between Venevision and Univi-
sion, the US Hispanic leading media group.
The Perfect Woman (120x’45) tells the story
of six totally different women with one thing
in common: they all want to be perfect. Other
telenovelasinclude Woman’s Sacrifice (101x°45);
OMG! (Oh My God) teen sitcom (50x’30).

XRC (Xtreme Reality Clips) delivers footage
coverageavailable: over 400 hours of high-speed
pursuits, destructive crashes, shocking shoot-
outsand cliff-hanging rescues. Tribulation: The
Battle Beforethe End (13x°60) isascience fiction
series about a police captain that can see the
demons that actually motivate murderers to
commit their acts. See the World (52x’60) is a
series that invites to visit the most fascinating

Hook and Pan became enemies,and TreasureIslandis a miniseries that will
be broadcast on Sky in the UK and SyFy in the US and are being tipped
as some of the highest quality minis ever created. Miniseries catalogue

Suite #117

XRC (Xtreme Reality Clips)

places on the planet through the TV screen.

Other productions are: Work of Genius
(13x’60); LOL (Laughing Out Loud) (13x’30)
Time Compass (16x°30); Safari Tracks (52x°30);
Bet You’ll Laugh (52x’45); Kandela (100x35);
Animal Atlas (156x°30); Platinum Documentary
Series (17x’60), besides the available list of
formats: dramas, talk shows, game shows, as
well as proven telenovela scripts.
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is completed with Blackout.

MBC: ExPANDING KOREAN DRAMAS

Family. Korean series are intense and full

Contents and Planning of MBC.
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documentaries, entertainment programs
and dramas thathave beenlicensed mainly
within Asia and Latin America.

The main titles are Coffe Princes, My
lovely Som-Soon, Princes Hours and Royal

of action, as they are mix with dramatic
comedies, teenage and family focused

MBCisaleading free-to-air channel and one of the major content produc-
ersin South Korea. The company attends Discop East to continue expanding
the Korean drama seriesin all the regions. Company’s catalogue also includes

S1e 11 . . Peter Park, Marketing, Nahee Kim and
shows’, highlights Nahee Kim, director of  Gilhwa Jung, of Latin Bureau, last LA

Screenings
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THE POWER OF DESTINY — TELEVISA, MEXico

IT 1S ONE OF THE LATEST TELENOVELAS OF THE IMEXICAN TITAN
(100 x '60) IN TIMES WHERE THE GENRE IS STRONG BACK IN
MAIN CEE MARKETS. THIS PRODUCT IN PARTICULAR IS ABOUT
T0 BE SCHEDULE IN 3-4 CEE PRIME TIMES.

Tomorrow's TEckNOLOGY — DeutscHE WELLE, GERMANY

WarcH AT THIS TV SERIES (7x"30) THE CHALLENGES AND
ADVENTURES OF MODERN ENGINEERING. IT SHOWS, FOR
EXAMPLE, SUBJECTS TESTING NEW PARACHUTES IN THE SKY
OR INSTALLING PIPELINES DEEP ON THE SEABED.

Dinorroz - Monpo TV, IaLy

IT 15 A 2D-ANIMATED SERIES (26%'30) IN FuLL HD
wiTH CG EFFECTS, ABOUT FOUR CHILDHOOD BUDDIES THAT
ACCESSTO A PARALLEL TIME DIMENSION, WHERE THEY FIND
THEMSELVES AS DINOSAURS FIGHTING DRAGONS.

PRENSARIO INTERNATIONAL

Bent — NBC UniversaL, USA

AT THE RECENT LA SCREENINGS, THIS COMEDY SERIES (13x30)
WAS ONE OF THE MOST COMMENTED BY INTERNATIONAL BUYERS: IT IS
ABOUT A RESILIENT, RECENTLY DIVORCED LAWYER, NOW RAISING HER

EIGHT-YEAR-OLD DAUGHTER AS A SINGLE MOM.

Love AND FeAR — CaracoL, CoLomBIA

I715 Aco-PRODUCTION WITH SONY PicTURrES (90x'60) THAT
PROVIDES ACTION AND SUSPENSE IN THE LINE OF SUCCESSFUL
FORMER CARACOL SERIES, AS \WITHOUT BREAST THERE IS
NO PARADISE AND THE SNITCH CARTEL.

LEFT ON THE SHELF — ARTEAR/ ARGENTINA

THis 15 A PREMIUM TV FicTION (36x'60) FOR THE LATE
PRIME TIME, ABOUT HUMAN BEING RELATIONSHIPS. IT WAS
THE TOP WINNER OF THE MARTIN FIERRO AWARDS, THE
MOST IMPORTANT AWARD OF THE ARGENTINEAN TV.

<80 >

Love N Dirricutt Times — RTVE, Spain

IN 175 SIXTH SEASON, THIS TV series (1466x'45) HAVE
RECORDED 22% AVERAGE MARKET SHARE SINCE IT WAS
LAUNCHED IN 2005. Co-PRODUCED WITH DIAGONAL TV,
IT SERIES ALREADY HAS IMPORTANT SALES WORLDWIDE.

TriuLaTioN; THE BaTTLE BeFoRE THE END
- Venevision, USA/VENEzZuELA

FRom LATIN AMERICA, HERE THERE IS A SCIENCE FICTION SERIES
(13x'60) ABOUT A POLICE CAPTAIN THAT CAN SEE THE DEMONS THAT
ACTUALLY MOTIVATE MURDERERS TO COMMIT THER ACTS.

Tre MobeL Acency — Att3 Mepia, EnGLanD

IT 1s A 7x'60 DOCUMENTARY SERIES THAT
EXPLORES THE BUSINESS OF BEAUTY GOING INTO
WORLD-RENOWNED MODEL AGENCY PREMIER
MobEL MANAGEMENT.

ACQUISITION RECOMMENDATIONS!

Nice Cop — IMAGINA, SPAIN

715 AsiTcom (13x'45) ABOUT A LOCAL POLICEMAN DUMPED
BY HIS WIFE AFTER 20 YEARS TOGETHER. READY TO FIGHT
FOR WHAT HE LOVES, HE MOVES IN WITH TWO GIRLS IN THEIR
THIRTIES, RIGHT IN FRONT OF HIS EX-WIFE'S HOME.

Asout My BROTHER — MEDIASET, ITALY

IT 15 A SUCCESSFUL DRAMA (6X’100) INTERNATIONALLY
SOLD BOTH IN ITS READY-MADE VERSION AND AS A FORMAT:
A 30 YEARS OLD LAWYER AND HIS AUTISTIC BROTHER ARE
FORCED TO LIVE TOGETHER AFTER THEIR MOTHER DEATH.

Love's KitcHeN — Vision FiLms, USA

This RoMaNTIC COMEDY (*100) IS ABOUT A BIG CITY CHEF WHO GETS
ANEW CHANCE AT LIFE, AND LOVE, WHEN HE OPENS ANEW RESTAURANT
IN THE COUNTRYSIDE. ROMANCE WITH TWISTS AND FOOD

Oraanizep CriMe UNiT — MepiaPro, Romania

\WE HAVE HERE A CZECH TELEVISION ACTION SERIES (16X75")

THAT DETAILS THE STORY OF AN ELITE POLICE UNIT THAT TEAMS
UP WITH THE GANGSTERS FOR AN UTTER CONTROL.

EsTtHER, THE QuEEN — RECORD, BRrAzIL

IT1S AN UNUSUAL EPIC MINISERIES (10X’60) THAT
TAKES PLACE IN PERSIAN EMPIRE AND IS FOCUSED
ON A BEAUTIFUL YOUNG JEWISH LADY, AT A TIME
WHEN HER PEOPLE WERE PERSECUTED.

THE ONE — TELEFE, ARGENTINA

WE HAVE A SUSPENSE-TELENOVELA FULL OF
TWISTS AND SURPRISES, CO-PRODUCED WITH EL
ARBOL (SPAIN) AND WITH IMPORTANT RATINGS
AT THE LATE PRIME TIME IN ARGENTINA.
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GrAcHI - TV Azteca/Comarex, MEexico

FOR TEENS, HERE THERE IS AN ORIGINAL SERIES (75x'60)
PRODUCED BY NICKELODEON, TELLING THE STORY OF A YOUNG
TEENAGE WITCH WHO MUST LEARN TO USE HER NEW-FOUND
MAGICAL POWERS ALL WHILE COPING WITH SCHOOL, BOYS
AND GROWING UP.

THE Famiy Next Door - Te.emunpo/TVN CriteChiLe

THE CHILEAN CREATORS OF WHERE IS ELISA? ARE
BACK WITH A NEW SUSPENSE TV SERIES, WHICH HAS
REACHED AN AVERAGE RATING OF 15.1 POINTS IN ITS
COUNTRY. IT ALREADY HAS AN US VERSION.

AmMoREs como EL NUEsTRO — WIMP, USA

THIS A GOOD AND SHORT TELENOVELA (71x'60): A LOVE
STORY BETWEEN A TRADITIONAL YOUNG WOMAN THAT BE-
LONGS TO A VERY CONSERVATIVE FAMILY, AND HER IMPULSIVE
BOYFRIEND,WHO WILL EXECUTE THE REVENGE OF HIS FAMILY.

PRENSARIO INTERNATIONAL



End E Party

For those who don’t know me, [ am a shadow
in the content business. I attend the markets
working as a waiter in the closest bars or res-
taurants, to catch interesting or funny stories
from industry members. As this time we are in
Budapest for Discop East, let’s talk about my
friends from Central & Eastern Europe.

Daiva Andrade Gonzalez, head of acquisitions at
Lietuvos Ritas TV, Lithuania

A Nordic lady with Latin heart

Daiva Andrade Gonzalez, head of acqui-
sitions at Lietuvos Ritas TV, Lithuania, has a
particularly story, not common for the Baltic
countries. The lady, blond-haired and tall

as many around there, has a husband from
Venezuela, South America. And undoubtedly,
she loves the Latin manners: just before last
MIPTYV, he agreed she spent two days alone in
Paris, toattend the concert that Enrique Iglesias,
a famous Latin singer, offered there. Then she
flightdirectlyto Cannes,very happy. Experiencia
religiosa (Religious experience) is the title of the
most famous song of the singer.
* ok %

Two of mybest friendsin the Central & Eastern
buying community are Igor Fedorov, director
ofacquisitions, IntraCommunications, Russia,

Igor Fedorov, director of acquisitions, Intra
Communications, Russia, Giorgi Lominadze,
acquisitions, Imedi TV, Georgia

The secrets of two brave men

and Giorgi Lominadze, head of cinema & adc-
quisitions, at Imedi TV, the leading broadcaster
of Georgia. Igor keeps a big secret: the Fountain
of Youth. 1 met him for the first time then years
ago, and he is younger now. His passport tells
an age entering his forties, but nobody who
watches him says he is more than 30 years old. ..
it is a very special case, you can believe. See the
picture...

Giorgi, on the other hand, is a pillar of the
content industry. He attends all the markets
(even the American ones) and he always tells us
interesting tips about the market. Last MIPTV,
he said: “You can produce very non-expensive
prime time programming: easy to produce game
shows, contest showsin the weekdays, sitcomsaat
the weekend. We covered our prime time with
own productions like these (with costs of few
thousands of dollars per episode) and ratings

have blown up’
% % %

Dragan Petrovic, head at Visionary Thinking, regional
distributor and IPTV channels owner in Serbia

Going to new media with love

Talking about interesting experiences, it is
always good to follow Dragan Petrovic, the
owner of Visionary Thinking, Serbia. He is a
traditional regional distributor of content for
free TV and pay TV, but now he also operates 3
IPTV TV channels, hosted by Serbian Telekom.
He tells: ‘Currently, at the IPTV channels, you
don’t manage much money,butit canbeahealthy
business. You providelibraries of product—our
channels are devoted each on TV series, films
and documentaries— and you develop special
niches, as European series, because you can’t
compete with the Hollywood Studios. It’s free
IPTV, you enter the website and watch’

* ok %

One of the most special characters of the
Central & Eastern content community is un-
doubtedly Gordan Bobinac of KIP Croatia. As
Dragan, he is a veteran from the first years of the

Jtalkey

Gordan Bobinac, KIP International Croatia, with Tatjana
Saudet of Saudet Media France, with her husband, and
Andreja Sertic, Media Acquisitions, Croatia

Why not??

industry. Five-six years ago, he got very popular
attending the evening-night parties of Discop
with sandals, or very colored shirts. ‘Why not?,
wewondered whensomebodyasked him.Aren’t
we on happy hour?’. But, last time at MIPTV, I
saw him buying at the female sector of Galleries
LaFayette, in Cannes. ‘A wife is always a wife} he
answered. The content market? ‘Tt‘s more noisy
than effective’ he completed. Will the sandals be
back for this Discop East?

% % %

Concerning to women, some of the most
charismatic are the Romanian ones, for sure.
Full Latins, but in the heart of Central & Eastern
Europe,surrounded by Slavicpeople. At the CME
Group, we have forinstance Ruxondralon, CEO
atProRomance, wholoves smoking pure cigars.
Anca Truta, CEO at Mediapro Distribution,
who is hyperactive, she had a baby last year and
few weeks after she was attending Mipcom. And
Ines Turturica, acquisitions manager at Acasa,
who is very candid, but she changes the color of
her hair almost every market. What fascinating
must be to be a husband in Romania...

CME Group Romania: Ruxandra lon (programming)
Ines Turturica (acquisitions) and Anca Trutd, Mediapro
Distribution

The Romanian women, forever

DISCOP EAST 2011 NEWS EVERY DAY? ENTER WWW.PRENSARIO.TV
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