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ATF 2011 news every dAy? enTer www.prensArio.Tv

asia, from and 
towards the world

At the recent Mipcom 2011 —the main 
worldwide event of the international content 
market, held in France last October— the 
great flagship country was Russia, as while 
most of European and the U.S. markets are 
still suffering the financial crisis, the Eurasian 
giant is growing fast: 20% per year, with 300 
TV channels and an ad pie of 3.5€ billions. 

Though, walking the Palais in Cannes, 
Asia showed to be the main engine of the 
new energy growing in the industry… there 
were three new pavilions: India, Turkey and 
Indonesia. China has improved its presence 
with 52 exhibiting companies, up 60% from 
last year… and so on. And when we spoke 
from simple exhibitors to main industry 
experts, they all agreed the main new con-
tent business would come from Asia within 
the upcoming times, especially with formats 
and new media. All of these have reinforced 
the investments for Asia in general and for 
this ATF in particular, that promises to grow 
significantly from last year. 

Asia has very interesting pillars for every-
body: in the continent coexist both very 
developed countries with others from the 
former communist side, with everything to 
be done. The region is enormous, providing 
unique volume of business, but it is also the 

top leader in new media developments, so 
high-end ventures are here. With the financial 
aspect going forward strongly and the leading 
countries being more open to buy for then to 
sell, the motivating picture is complete.

Recently, everybody has started to talk 
about the BRIC countries: Brazil, Russia, 
India, China. Now the VISTA concept has 
been added: Vietnam, Indonesia, Singapore, 
Thailand, Argentina. Six from ten top emer-
gent markets are from Asia… let’s go in this 
Prensario issue, into Asia from and towards 
the world, then. 

The bAsics

 For those reading Prensario Interna-
tional for the first time… this publication 
is based on Latin America, but has more than 
20 years covering the whole international 
market, and now it manages strong coverage 
and feedback from all regions. 

As well, 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 you are not receiving them, please enter 
www.prensario.tv. 

Nicolas Smirnoff
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‘The pillar programs are those such as KBS 

News 9, Two days and one night (variety show), 

Gag Concert (comedy), Happy Together (talk 

show), KBS Special (documentary) and all 

dramas, daily, weekday, weekend’, remarks Sung 

and he adds: ‘Original production of KBS1 and 

KBS2 are 96.5% and 97% respectively’.

About the main programming strategies, 

the executive says: ‘KBS has set a differentiated 

channel identity and objective for both channels 

in order to lead the TV market in Korea. KBS1 

is targeting for the opinion leaders and mid-

aged and the old as a pivotal channel in Korea, 

while KBS2 is just for the children and 20’s-40’s 

viewers as a young and global channel’.

‘We are committed to producing the globally 

competitive programs by administering the 

various internal proposals from time to time and 

putting in the corporate resources in this regard. 

We are purchasing some documentaries, films, 

series drama etc. and we have just bought the 

format license of the quiz show 1 vs. 100 from 

Endemol, now being on air via KBS2’, remarks.

KoreAn Tv MArKeT

‘Even though some people say that the 

advent of new media platforms such as 

Internet, mobile poses a threat to the 

TV market, most of the contents shown 

on those new media platforms are in 

actual originated from the terrestrial TV 

stations like KBS and thus the outlook 

for the TV market seems to be not so 

bad’, highlights Sung.

On behalf of the programming trends, 

he comments: ‘There is a big demand of 

the viewers for entertainment shows and 

locally made fiction. A variety of business 

expansion in the TV market is likely to 

be explored in the future as well’.

‘The pattern of media consumption 

by the viewers has been rapidly 

changing over the years. Our task 

is not only to flexibly adapt to these 

changes, but to lead the TV market as well. 

In order to make it, KBS regards as important 

the quality programs differentiated from those 

of commercial TV stations such as MBC and 

SBS in Korea’.

Lastly, he says: ‘Therefore, it seems to be only 

way out in the rapidly changing media market that 

Korean Broadcasting System (KBS) is 

the public and leading broadcaster of South 

Korea, being the most trusted & influential 

media for 10 consecutive years, operating two 

terrestrial networks, KBS 1 and KBS 2, four 

Pay TV networks, seven radio stations, four 

terrestrial DMBs and international TV, KBS 
World, & radio.

KBS is #1 prime time news with an 

average 20% rating or higher, and the total 

network ratings accumulates 60%. Annually, 

the company produces 19,000 hours of 

content, including mainly drama, but also 

documentaries, music programs, animation 

for kids, reality and entertainment formats, 

which distributes worldwide. Apart from being 

the number 1 broadcaster, KBS is the leading 

content distributor within Asia.

‘Today, our main terrestrial stations reached 

6.2 rating points and 15.3% of market share 

(KBS 1) and 6 rating points and 14.8% of share 

(KBS 2), according to AGB Nielsen Media 
Research, as of last October’, 

explains to Prensario 

Tae-Ho Sung, Senior 

Manager, Channel 

& Content Business 

of KBS.

KBS may have to develop, broadcast and distribute 

those differentiated quality programs. What we 

ought to accomplish as a public broadcaster would 

also be to make an operational system internally 

where more various and creative contents can 

be explored and developed, leading any other 

commercial channels in Korea’. 

Kbs, KoreA: leading television 
and new marKets trends

Tae-Ho Sung, Senior Manager, Channel & Content 
Business

The Princess’ Man, one of the most important 
weekday dramas of KBS

KBS News 9: KBS has the leading
news programs of the Korean market

KBS1

MBC

SBS

15%
14.8%

39.6%

15.3%

15.3%

KBS2

Others

Korea: tv marKet share, Per channels 
(octoBer 2011)

Source: AGB Nielsen

Premium Interview • Broadcasters 
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gma, the PhiliPPines: dtt, more

local Production and exPanding aBroad

The Philippines has always been an 

interesting territory among Asian top television 

markets, playing a strategic double role in both, 

acquiring formats (entertainment and fiction), 

but also selling. In the past, the networks put 

special emphasis in the local TV market, but 

now they are more dynamic in the worldwide 

programming/content events. 

The difference is that now the country’s players 

are more active, looking for strategic partners 

that allow having the best formats, adapt it locally, 

and sell it abroad. Now, The Philippines has 

become one of the leading drama and content 

distributors within the Asian region.

A good example of this is GMA Worldwide, 

a subsidiary of GMA Network, Inc., now the 

leading channel reaching 35.8% of market 

share as of October 1-13th, according to Nielsen 
Philippines TAM. GMA Network broadcasts 

top shows as Eat Bulaga, Amaya, Munting 

Heredera and Kapuso Mo Jessica Soho, 

among others. 

One of  the main 

executives responsible 

f o r  t h e  g o o d 

momentum of the 

broadcaster in the 

foreign and local 

markets is Roxanne 
Barcelona, Vice-

President. ‘On the 

local market, we are 

planning to launch a 

DTT service in the 

Roxanne Barcelona, Vice-President

near future and moving forward with local 

production. In the international field, the 

strategy is attending more markets so we get 

more exposure for our programs’, summarizes 

to Prensario.

About the programming trends on the 

Filipino TV, Barcelona comments: ‘The top 

shows of the country are the entertainment 

formats and the locally produced fiction series. 

Both work well, but to get rating on prime time, 

of course, we need the dramas’. 

Consulted about the new media and the 

announcement of launching digital television 

networks, the executive adds: ‘People still prefer 

to watch television at home on a regular TV set 

and not via their cell phones or Internet. That’s 

why Web TV is not popular, yet’. 

GrowinG inTernATionAlly

Barcelona remarks the recognition the 

company is gaining internationally selling 

their dramas not only in Asia, but also in Africa 

—it has become a key market for the Filipino 

distributors—, which ‘is 

very encouraging’.

For the ATF, the company 

recommends Amaya, the 

current number 1° show 

on prime time. ‘There 

is still a lot of buzz 

around this drama 

series, both canned 

and format versions, for 

Southeast Asian clients. 

We will also introduce the 

reigning afternoon drama, 

Losing Heaven, which has 

been receiving rave reviews 

from critics and nods from 

Amaya, one of the leading dramas on air reaching 22.7 
rating points and 32.5 of market share

The reigning afternoon drama
Losing Heaven is one of the top offers of GMA for ATF

October (1st-13th)September

GMA ABS-CBN TV5 Others

35.8%34.1%

30%

17,3%

18.6%

28.4%

18.7%

17.1%

the PhiliPPines: tv marKet share - urBan 
tv households (2011)

Source: Nielsen Philippines TAM 

Pos. Program Name Rating Share
1 Eat bulaga 24.7 54.7
2 Amaya  22.7 32.5
3 Munting heredera 22.3 36.6
4 Kapuso mo jessica soho 21.3 33.1
5 Iglot 19.8 27.4
6 24 oras 19.6 29.1
7 Pepito manaloto 19.6 29.9
8 Time of my life 17.5 36.8
9 24 oras weekend 17.3 32.8
10 Sinner or saint  17.1 45.4
11 Kap's amazing stories 17.0 25.1
12 Pahiram ng isang ina 16.0 45.0
13 Spooky nights  15.9 23.0
14 Imbestigador 15.7 30.4
15 Kung aagawin mo ang langit 15.7 40.1

gma: toP 15 Programs (OctOber 1st – 13th

Source: Nielsen Philippines TAM 

Premium Interview • Broadcasters 

multiple award-giving bodies’. 

‘Africa and Asia are still our biggest markets. 

We have made inroads into Europe and the 

Middle East this year and we see an increase 

in the uptake from these territories in 2012’, 

finalizes Barcelona.
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Belonged to Shangai Media Group (SMG), 
Dragon TV is a provincial satellite TV channel 

catering to viewers both in China and around 

the world. It was launched in 1998 as Shanghai 
Broadcasting Network but then changed to 

Dragon TV on 2003. From September 28, 

2011 and onwards, the channel used standard 

high-definition broadcast.

According to China Mainland Marketing 
Research (CMMR), it currently covers 99.5% 

of China’s major cities and reaches a total 

viewership of 879 million, ranking Nº 1 in 

provincial satellite TV stations in Mainland 

China. It is also accessed into Japan, Australia, 

USA, France, Canada, Mexico, Central America, 

South America, Singapore and Malaysia. 

‘Our mission is to reach people with 

consumption powers in metropolitan cities and 

to drive the media industry development of 

Shanghai. More than 60% of our audiences possess 

educational attainments above high school, and 

more than 1/5 of our audiences are university 

graduates. We pull in audiences 

with a decent disposal 

income, with the 

percentage ranking 

top or second 

among our peer 

channels’, remarks 

to Prensario 

Yang Wenhong, VP of Shanghai Media Group 

and Channel Director of Dragon TV.

‘In the past three years, we see an increase in 

the percentage of drama, which still marks the 

highest and exceeds 30%, while entertainment 

occupies around 8%. The first one has always 

been the most regular type that provincial 

satellite channels choose to program, sometimes 

occupying up to 6.5 hours or even 9 to 10 hours 

on the programming schedule per day including 

premiere and rebroadcast. Compared to last 

year’s 42.15%, this year the percentage of drama 

on the provincial satellite channels’ programming 

schedule slightly increased to 43%’.

‘Averagely, a series of TV drama contained 

30 episodes lasts for around two weeks. There’s 

a large need for high-quality dramas in the 

Chinese TV market. Most of the dramas are 

produced domestic. And sometimes, two to 

four provincial satellite channels choose to 

simultaneously make the debut of a same 

popular drama to divide the hottest part of 

the market’, highlights Wenhong.

‘Meanwhile, in order to stand out in regard 

of market share, advantages to promote with 

solid strategy and brand character, more 

satellite channels choose to program exclusive 

and commissioned drama series, which creates 

opportunities for various cooperative attempts 

in the market’.

‘Dragon TV’s drama schedule features 

exclusive series, first-round series and 

commissioned series, collectively adding up 

to the brand equity of “Dragon Drama”. Most 

importantly, we persist in a metropolitan 

character when making choices of purchase 

as well as when investing in drama 

production for exclusive series. Past efforts 

in this regard have witnessed great success 

of top ratings metropolitan dramas presented 

by Dragon TV such as Du La La and a recent 

one focused on a young couple and their 

mothers’.

‘While drama contributes a lot to the 

programming schedule, TV channels 

in China especially the satellite channels 

never stop making attempts in entertainment 

programs and other types of TV programs. We 

have strong international brands, like China’s Ms. Yang Wenhong, VP of Shanghai Media Group,  and 
Channel Director of Dragon TV

dragon tv, china: ‘there is a 
large need for high-quality dramas’

The local adaptation 
of Televisa’s format Dumb Girls don’t Go to Heaven represented 
well the cosmopolitan character of Dragon TV’s core target

Got Talent, Sing It or One out of 100, but also 

local developments as The Nº.1 Studio, which 

are having great audience levels’.

One important trend regardless of 

entertainment or fiction or features is that they 

all tell about our life and real humanistic feelings. 

‘We believe that values have great impact on TV 

programs and we engage ourselves in the bloom of 

life, call for dreams, arousing spirits, encouraging 

differences and inspiring opinions’

‘We see rich opportunities of global 

cooperation in newest formats. Dragon TV has 

been all along exploring the global frontiers and 

is always open to cooperate with major media 

production companies worldwide. We are now 

planning to apply top formats into our new 

large-scale game shows, creative game shows 

and variety shows for the next year’.

In that sense it’s important to remark the 

drama series produced with Mexican’ giant 

media company Televisa. ‘Following the 

success of the Chinese version of Ugly Betty 

(RCN Colombia was also involved), we started 

working with them in 2009 for a Chinese 

adaptation of Latin story Dumb Girls Don’t Go 

to Heaven. This link represented us a brand new 

startup and a great step forward in this area’.

‘Given the success of the previous skeins 

—Ugly Betty became a top ratings drama 

series in China and the Dumb Girls Don’t Go to 

Heaven interpreted Dragon TV’s cosmopolitan 

character— we believe such collaboration can 

create a niche with potent formula imported, 

issues like the family, power and social problems 

which the Chinese people can relate to as well 

as local reconstruction aimed at our target 

audience’, finalizes Wenhong.

Premium Interview • Satellite Broadcasters
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atf 2011: asia Plays a strategic 
role in the new media scenario

< 12 >

One of the main conclusions of 2011 is 
that, while some European nations are go-
ing through a deep structural crisis and the 
U.S. are still reeling from the consequences 
of the 2008 financial collapse, the emergent 
markets, especially the ones from Asia and 
Latin America, but also Turkey, Russia and 
Middle East, are showing good numbers in 
their economies and are gaining presence in 
the international arena. 

This general situation could be transferred 

to the media industry. Together with the tech-

nology innovations, the strengthening of these 

new players in the worldwide content markets is 

generating a new landscape that should be ana-

lyzed. The emergence of the BRIC countries, seen 

last MIPCOM, has been for real: Brazil, Russia, 

China and India, as well as other southeast Asia 

nations, definitely helped to cheer up the spirits 

of participants from all over the world.

Markets that five years ago weren’t so impor-

tant in the content industry, are now adding 

significant deals to the overall volume, in a sort 

of reversed globalization. The combination of 

new technologies and new active markets appears 

to be resulting in business streams that bypass or 

at least complement the traditional core nations 

—Europe and the States. Innovation has been 

always helpful to trade.

new ForMulA: eMerGenT MArKeTs + 
TechnoloGy 

Taking into consideration the new media 

vehicles and how Internet evolves inside/with 

the TV industry, more cross platforms projects 

can be seen. This situation is not new, but now 

the monetization conditions in some markets 

—where the online advertising is consolidat-

ed— made the projects more viable.

Ben Pyne, president, Global Distribution, 

Disney Media Networks, explains: ‘The most 

innovative thing we are doing is ABC TV on de-

mand, launched in Europe to see our movies and 

TV series through any platform: set-top boxes 

in pay TV, Internet, etc. We are doing premieres 

of some US series before in Russia or Holland 

than in the US domestic market’.

NBCUniversal, headed by Belinda Menen-
dez, has just redefined its global structure 

integrating in some key territories the pay TV 

channel business with the content sales busi-

ness, to maximize the synergy. The same people 

are now in charge of distribution and new 

media, too. Pierluigi Gazzolo, COO, Viacom 
Networks (MTV/Nick and others): ‘We don’t 

speak any more about TV channels; we speak 

about content franchisees through all media, 

with strong focus on original production and 

co-production projects’.

Olivier Delfosse, VP, Interactive, Mobile & 

Digital Content, FremantleMedia Enterprises 
announced the launch of a new channel for 

YouTube about pets and animals: ‘We have a 

longstanding relationship with them from our 

many audition programs to numerous partner 

channels’. YouTube has announced plans to 

bring around 100 new original channels, created 

specifically for today’s connected viewers, to its 

platform. The first channels were launched last 

month November and continue over the 2012.

reGion by reGion

In Asia, the Governments have declared 

the audiovisual industry a priority. They are 

investing big amounts of money to develop the 

local and the international markets, boosting 

the independent production companies in the 

worldwide content trade shows. 

This started some years ago with South Korea 

and Singapore, but new ventures are taking place: 

Malaysia, which has intensified its regional posi-

tion; Indonesia, which debuted with a pavilion 

last MIPCOM; Philippines, which both main 

broadcasters —ABS-CBN and GMA— are 

selling abroad with good results.

Russia —see the special report in this is-

sue— and Turkey deserve a very special place in 

the nowadays-content landscape, having become 

two key media markets. Booth are giant adver-

Dato’ Sri Kamaruddin Siaraf, Minister of Information, 
Communication and Culture of Malaysia with the Ma-
laysian companies and their co-production partners

tising markets, the new media platforms (espe-

cially IPTV) are booming, and their domestic TV 

markets are becoming extremely important for 

worldwide content providers. 

Middle East is opened slowly to the media 

industry. At MIPCOM, FremantleMedia an-

nounced new offices in Dubai (UAE) to focus 

on that market and twofour54, a Governmental 

agency, attended for the first time to promote 

Abu Dhabi (UAE) as a regional hub for con-

tent creation across all media platforms. On 

the buyer side, Arab countries look for fresh 

formats —both fiction and entertainment— to 

be broadcast within the region in the main Pan 

Arabians networks.

Markets like Brazil, Chile, Peru and Uruguay 

Both channels 
have Built strong 
distriBution arms 
to sell aBroad, 
especially in regions 
like africa

The Philippines’ leading 
channels: Marichelle R. 
Fabunan-Buitizon, Roxanne 
Barcelona, José Mari Abacan 
(GMA), Macie Imperial, 
Robert Labayen, Leng Ra-
ymundo, (ABS-CBN), and 
Concepción Agnes (GMA). 

ATF 2011: new venue, The sAme chAllenges

ATF is celebrating it twelfth edition in Singapore, but it has changed 

again the venue: it takes place in the Sands Expo and Convention Centre 

at Marina Bay Sands, where the organization estimates an attendance 

of 3,500 participants from around the region. Different place, the same 

challenge: being the Asian TV show that gathers the most important 

buyers from the continent.

‘There are more executives from key territories including China, 

South Korea and Japan, as well as new channel and digital buyers from 

around the region’, highlights Yeow Hui Leng, Project Director of ATF 

2011, Reed Exhibitions, and she adds: ‘We have attracted many first-

time participants from Cambodia, Hong Kong, Kyrgyzstan, Pakistan, 

Macau and Taiwan’.

‘France has confirmed a second delegation under Unifrance Films, 

which participates in ATF for the first time, to promote French cin-

ema in Asia. The market is held in conjunction with the French Film 

Festival with the inaugural ATF French Film Screening. There are more 

than 20 French film distributors and key theatrical buyers from the 

region. French celebrities attend the red carpet opening gala 

and new film screenings’, says 

Hui Leng.

ATF offers many confer-

ence sessions focused on the 

rising territories (China and 

Malaysia) and the latest in-

dustry trends; also, about Asia 

animation, the Media Leaders’ 

forum and a format keynote 

session organized in collabora-

tion with MIPFormats.

‘As more countries in Asia open up and Asian audiences are more well 

exposed to foreign content, it creates more business and co-production 

opportunities for international companies. The burgeoning produc-

tion industry in Asia also means there is a wider array of quality Asian 

content offered. International content providers are able to leverage 

on an industry event like ATF to build long-term relationships and tap 

the rising market potential in the region’.

‘ATF allows the participants to explore new 

territories, negotiate content deals, and develop 

new partnerships with international sellers and 

Asia-Pacific buyers. Foreign distributors can look 

forward to meeting and networking with a diverse 

group of Asian buyers such as broadcasters and 

network operators to content distributors and 

new media buyers. They will also be able to find 

new buyers with real purchasing power who 

might not be active and exposed to international 

markets’, finalizes Hui Leng.

Yeow Hui Leng, Project Director of 
ATF 2011, Reed Exhibitions

Top rAnKinG, by Genre (2010)

Source: Eurodata

Main Report

By faBricio ferrara and nicolas smirnoff

finas announced 16 deals worth of 
usd 70 millions during a cocktail 
party at mipcom 2011
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Memorandum of Understanding (MOUs). Local-

ized content developed through partnerships 

with format providers has also been gaining 

traction in emerging territories such as Indonesia 

and Philippines.

Xavier Aristimuño, SVP Sales and Business 

Development, Telemundo International for 

Asia, explains about this trend: ‘The biggest driver 

in the content market, not only in Asia, is the 

search for fiction formats. The main difference 

between the world and Asia is that the latter per-

ceived the trend and moved quickly to concrete 

it, taking advantages from the rest of the markets. 

There is a boom of Asian producers looking for 

stories to adapt in their local markets’.

And he describes: ‘In China there is an expan-

sion of the new media platforms that is changing 

the media landscape; in India, the local producer 

are very active looking for formats, both enter-

tainment and fiction; Korea keeps strengthening 

ties with other regions looking for new stories; 

Japans is a very interesting market to look for 

new ideas. We strongly believe on the globaliza-

tion of the TV industry’. 

in Latin America are moving fast in both, local 

production and international sales. In Chile, for 

instance, the main four nationwide broadcasters 

(TVN, Mega, Canal 13 and Chilevision) plus a 

regional station (UCV TV) are exporting their 

productions. Similar things are happening 

in Brazil —only Rede TV! is not in business 

yet, but it will probably do it next year— and 

Uruguay, where SAETA TV-Canal 10 has co-

produced with Powwow the first teen telenovela 

of the market and Telemundo is distributing it 

worldwide.

In this scenery, the common denominator 

is that new players emerge every moment and 

everywhere. Following the trend, the TV business 

is not anymore linear. There are new opportuni-

ties and in all directions. 

AsiA, A sTrATeGic Ally 
Last year’s ATF market closed with a total of 

US$149.23 millions worth of deals, representing 

a 68% increase over the previous edition, and 

brought together more than 850 companies 

from over 53 countries, signifying an overall 

15% increase in the number of participating 

companies. It is expected that the 2011 edition of 

ATF will generate similar figures as Asia becomes 

more and more important in the worldwide 

TV industry. 

The strong economics development in Asia, 

especially in China and Southeast Asia, has led to 

industry forecasts that the increased affluence of 

consumers will drive global TV growth. Accord-

ing to the Asia Pacific Pay-TV & Broadband 2011 

report by Media Partners Asia (MPA), pay-TV 

subscriptions in Asia Pacific grew by 9% in 2010 

and the number is expected to grow to 57% of TV 

homes or 468 million subscribers in the region 

The Asia TV industry is also making significant 

progresses in terms of content production of 

dramas, films and especially animation, as it is 

seen in the increasing number of animated series 

and films from countries such as South Korea, 

India and Malaysia. Cross-country co-produc-

tions have also led to the increasing marketability 

of Asia-produced content to overseas markets, 

within the region as well as globally.

Another important point is that Asian gov-

ernments have also been actively promoting 

cross-border collaborations with the signing of 

Tv AdverTisinG spendinG, per counTries (2011, esTiMATed)

even though the 
tsunami occurred in 
march 2011, Japan 
is still the largest 
asian advertising 
markets and a key 
territory to look for 
new ideas. 

Fuji TV, Japan: So 
Fujinuma, Akhiro Arai, 
Yukio Sonobe and Fumi 
Nishibashi

Main Report

5,000

10,000

15,000

20,000

25,000

30,000

35,000

40,000

Ch
in

a

Ja
pa

n
Ph

ili
pp

in
es

So
ut

h 
Ko

re
a

In
do

ne
sia

In
di

a
Th

ai
la

nd

Ta
iw

an
M

al
ay

sia
Hon

g 
Ko

ng
Si

ng
ap

or
e

Advertising Spending, per countries (2011, estimated)
Source: Aegis Media
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Source: Aegis Media

In Million of US Dollars

sctv has Bought 
indosiar, Becoming 
the second largest 
Broadcaster of 
indonesia, one of the 
Biggest markets of 
southeast asia

SCTV, Indonesia: Banardi 
Rachmad, head of acquisi-
tions, and Harsiwi Achmad, 
director of programming and 
production

by 2015.

In terms of 

revenue, both 

MPA and In-
State, forecast 

that revenues 

for the pay-TV 

industry in Asia 

Pacific (in terms 

of income from 

consumer sub-

scriptions as well 

as advertising) 

will grow at a 

10% CAGR be-

tween 2010 and 

2015 and climb 

to US$60 billion 

by 2015.
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MAlAysiA

Dato’ Sri Kamaruddin Siaraf, Minister of 

Information, Communications and Culture of 

Malaysia, commented to Prensario during MI-

PCOM: ‘We would like to create in our country 

a regional hub for digital content. Internet is for 

us a strategic era to develop’.

The Malaysian contingent, composed of 75 

companies, has announced in Cannes 16 deals 

worth USD 70 millions during the first three 

days of the market. 

The National Film Development Corpora-
tion Malaysia (FINAS) has joined forces with 

the Malaysian Communications & Multimedia 
Commission (SKMM) and Multimedia Devel-
opment Corporation (MDeC), in association 

with the Malaysian External Trade Develop-
ment Corporation (MATRADE) ‘to reshape 

and enhance the local film and digital content 

industry by exposing multiple content properties 

to the global marketplace’, remarked Siaraf.
‘As the global consumer spending is estimated 

to be worth US$ 1.7 trillion (PriceWaterhouse 
Coopers), we are aggressively enhancing our 

plans and strategies to be able to target and 

capture a significant share of the anticipated 

expansion value of estimated US$ 470 billion 

in Asia-Pacific alone. Under the MY Creative 

Content parallel to the ETP initiative, Malaysia 

targets to achieve a Gross National Income (GNI) 

of US$ 1 billion by 2020, creation of 10,300 jobs, 

and secure an export of 45% of its GNI targets’, 

completed the Minister. 

souTh KoreA

Promoted by Korea Creative Content Agency 

(KOCCA), the Korean presence in the interna-

tional markets keeps growing. Korea is among 

the leading programming exporters within Asia. 

KOCCA is specially focused on increasing the 

relationship with Latin America, where it organ-

ized in 2010 three Rendez Vous in Mexico, Peru 

and Brazil, and they will repeat it in Miami, 

during Natpe (January).

According to local sources, the market will 

experience a strong expansion during 2012, as 

four new channels will commence operations 

in the next six months. On of them is Channel 
A, set to launch early next year.

TAiwAn

The Taipei TV Festival, held in September in 

Taipei, attracted more than 3,000 visitors and 

buyers from around the world, including more 

than 600 local producers, who want to strengthen 

the ties with international TV companies. 

The Minister of the Government Information 

Office of Taiwan, Philip Yang, said: ‘Taiwanese 

television will enter the digital age July 1, 2012, 

when the switch is made from analogue to digital 

signals nationwide. The government has already 

invested NT$1 billion (US $33.6 million) in help-

ing private businesses upgrade their hardware 

in preparation for the change, and it plans to 

spend another NT$1 billion this year’. 

‘However, hardware is only part of the equa-

tion in switching to digital and high-definition 

television. Even more important is creating 

quality content in these media to showcase 

Taiwan’s creative programming in clearer and 

sharper images’, completed Yang. 

chinA And indiA

About the Chinese TV market, Arturo 
Casares, advisor for Asian countries at Tel-
evisa International (Mexico), explains: ‘Chinese 

market is restrictive and non-stable. It is very 

dynamic and changeable. For example, nowadays 

the actor’s fee is very expensive, so we se a big 

inflation on the audiovisual productions. But 

even all these, Televisa is much interested in 

doing business here’. 

From 60% to 70% of the stories produced in 

China are about Chinese history, epic or politi-

cal events. ‘There is not much space for drama 

or comedy stories, but all the projects outside 

those main productions, are mainly about love 

and modern stories’, says Casares.

conclusions

After MIPCOM, it was noticed that Russia 

and some Asian countries are extremely active. 

Asia-related projects will take a good portion 

of the big upcoming businesses within the next 

years. Latin America is growing fast, too, Africa 

is far more developed than some years ago and 

Central and Eastern Europe is recovering its 

economy while lots of free, Pay TV and DTT 

channels appear.

For 2012, it is very important to do new 

bets on the market, to expand the geographi-

cal coverage and undoubtedly to go forward 

in the new media arenas. The experts say that 

content business must be 360° from now, and 

this includes digital, gaming, advertising and 

licensing niches.

Some companies from the regions mentioned 

in this report are taking risks and generating 

new ways of business, never seen before: Asia 

co-produces with Middle East; Eastern Europe 

broadcasters produce in Latin America in open-

air studios; Asian countries buys Latin fiction 

formats to adapt it in-house and sell them in 

Africa, with great success, among others.

there are more and 
more indian produ-
cers looking for fresh 
formats, scripted and 
unscripted, in the 
international content 
markets

Midtech, an Indian production 
company: Nikhil J Alva and Niret 
Alva, co-founders, and Nivedith 
Alva, Development manager

the hollywood studios 
are Betting stron-
gly in the new media 
developments and are 
launching their series 
in other key markets 
Before the us premier

Disney Media Networks: 
Fernando Barbosa, SVP, Latin 
America, Ben Pyne, president, 
global distribution, Catherine 
Powell, general manager, EMEA, 
and Robert Gilby, SVP and 
managing director, Asia Pacific
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Pos. Program Day of Emission/Time Slot Broadcaster Type of Program Rating 

1 Female figure skate April 30th/9pm Fuji TV Short Program 29.3%
2 Female Soccer Japan vs. ROK Sept. 3rd/8.59pm NHK Sports 29%
3 NHK News April 7th/11.35pm NHK News International 28.2%
4 Female figure skate April 29th/9pm Fuji TV Sports 27.8%
5 NTV Charity Telethon August 21st/7pm NTV Special 26.6%

Others

Fuji TV

Nippon TV

TV Asahi

NHK
TBS

TV TOKYO

12.3%

12.1%

11.6%

10.6%
10.2%

5.2%

38%

JaPan: tv marKet share - Prime time 
(aPril-sePtemBer 2011)

Source: Video Research, Kanto Region (Tokyo + six prefectures, 
representing about one third of the nation)

Special Report • Markets Research

Prensario international publishes this 
special report about one of the most impor-
tant Asian TV markets: Japan. The article 
highlights the moment of the country after 
the March 11th Earthquake and Tsunami, how 
this affected the industry, the main program-
ming trends and top rated genres, and the new 
media evolution.

Even the Earthquake and Tsunami occurred 

in March 11th, Japan continues to be the 

leading Asian advertising market with a total 

ad spending estimated in 30.000 million US 

dollars. But, a ZenithOptimedia advertising 

report has said that the general ad market is 

set to dip by 4.1% this year.

Other sources consulted by Prensario 
explained that the overall industry suffered 

‘substantially’ due to lack of advertisement. ‘Due 

to the sentiment of mourning, very little adver-

tisement was placed in the wake of the tsunami 

disasters (replaced by public service messages) 

and foreseeing weak performance, many key 

advertisers were quite selective’, remarked. 

Now, the situation is being normalized with 

the exception of the northern prefectures 

which were the victims of catastrophe, but the 

overall economy continues to be slow: ‘What is 

impacting us a lot is the rapid rise of Japanese 

yen against US dollars (all time high) and Euro. 

Many manufacturing businesses that make up 

an important part of television advertising are 

trying to tighten their belt’, added. 

On behalf of the financial crisis, Japan was 

relatively less affected in comparison with USA 

and Europe, as money game and speculation 

bubbles collapsed in early 1990’s. But decline in 

trading with the affected territory will translate 

into further slowdown in economic growth and 

consumer spending.

Television

On the television side, it’s seen a higher com-

petition between the broadcasters. The country 

completes the analogue switch off on past July 

and has seen the increasing of television offer. 

‘More competition brings more movement in 

the industry. And that is good for everybody’, 

agreed an executive consulted by Prensario.

Nowadays, one of the most popular genres 

are the talk shows with local celebrities, major-

ity of which are comedians. What is trendy are 

shows with intellectual/learning elements, often 

a combination of talk show and quiz (with 

celebrity respondents). Drama continues to be 

low. On fringe times (off network hours) and 

satellite channels, Korean dramas continue to 

be much in demand with main audience being 

women in their 30’s through 50’s

new MediA

As it is happening in many Asian countries, 

Japan shows a decrease in the Household Using 

Television (HUT) because of the expansion 

of new media. A significant part of the loss in 

HUT is considered due to the shift of audience 

from television to computer and cell/smart 

phone screen, although satellite television is 

also growing steadily, especially after the digital 

switchover on July 24.

An executive that knows the market very well 

commented: ‘TV business has not been affected 

as much as newspaper and magazine. Embracing 

new platforms is slowly in progress among broad-

casters, but the main focus remains promotional, 

like sneak peaks and avant-premieres’.

Hulu launched its first international service in 

Japan in September with a monthly subscription 

service priced at 1,480 Yen (close to USD 20), 

which is quite expensive compared for example 

to Wowow, the largest premium television service 

(comparable to HBO in the USA) with over 2 

million subs available for 2,000 Yen (USD 25) a 

month with three high definition channels.

Hulu’s disadvantage is the absence of local 

programming and Asian content (among which 

Korean, the most popular) in addition to the fact 

that the newest season of popular US network 

dramas (a genre which itself is already quite 

niche in Japan where none of the terrestrial 

channels program it in prime time) go first to 

DVD rentals and satellite/cable television.

The TsunAMi, yen’s growth and

new media changed the JaPanese tv industry
Booth # c22
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tv toKyo: love and comedy series 
TV TOKYO Corporation (Japan) highlights 

at the ATF You and Me (24x’30), a new animated 

comedy, which depicts the heartwarming eve-

ryday life of five boys in high school. 

In Love Strikes-The Series (12x’30) a 29-year-old 

temp worker has never had any luck with women, 

but suddenly receives a surge of calls and emails 

from all beautiful women connected to his past. 

The Brave Yoshihiko 

and Great Satan’s 

Castle  (12x’30) 

shows a hero that 

must find an herb to 

cure a deadly, mysterious disease in a village. 

Lastly, the variety show Bowonder! (12x’54) and 

the series Dawn of Gaia (20+x’54).

You and Me

toP 5 Programs of JaPan (aPril-sePtemBer 2011)

Booth #a02-03

Source: Video Research, Kanto Region (Tokyo + six prefectures, representing about one third of the nation)
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chAnnel 8
Even being a Chinese-language station, Kwang 

clarifies that Channel 8 has a ‘distinct Singapore 

flavor’, offering a wide range of mass appealing, 

home-grown programming that ‘connects closely 

with the pulse of the Chinese heartland community’. 

‘Our forte lies in local drama series and meaningful entertainment/

variety programs but we have specific belts targeting at news, current 

affairs and factual programming. Viewers have grown increasingly 

appreciative of programs that are informative in nature, where they can 

learn something new or which sets them thinking.  As such, we have 

also included infotainment in our variety core prime-time belt. On 

the international front, we offer well-acclaimed drama & infotainment 

from China & Taiwan: Love, Journey To The West and Wonderful World’, 

finalizes.

Special Interview · Broadcasters
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mediacorP: how to reach 
every community in singaPore

MediaCorp is the Singapore’s leading media 

company, operating seven free-to-air television 

channels reaching more than 93% of the 

population, and commands more than 70% of 

the audience share during prime time (7-11pm), 

according to Nielsen Media Index 2010 and the 

share is based on Kantar Media People Meter 
(Jan-Oct 2010, +4 people).

Three of those channels are English-language 

Channel 5, catering to a diverse multi-racial 

audience with a good balance of local and 

acquired content, and Chinese-language 

Channel 8, the lion’s share of audiences 

with a large proportion of local drama and 

entertainment programs, and Channel U, 

for younger Chinese-speaking audience as 

well as new immigrants from China with its 

international selection of programs from Korea, 

Taiwan, China and Hong Kong. 

Reaching to a more targeted audience are 

English-language okto (children programs 

for all ages and, by night, a selection 

of factual, art/culture and animated 

programming for the adults), Suria as well 

as Tamil-language Vasantham, reaching the 

Malay and Indian communities, respectively. 

Lastly, the English-language Channel News 
Asia (CNA), focused on the professionals, 

managers, executives and businessmen, 

available across the Asia region. 

The top programs on Channel 5 are: 

The Noose (season 4), recently nominated 

for International Emmys, Point Of Entry 

(police/action drama), Million Dollar Money 

Drop (adapted game show format), We Are 

Singaporeans (original game show format) 

and Unnatural (docu-drama). ‘Currently, 

the percentage of commissioned original 

content is 25% acquired content of 75%’, 

says Lim Suat Jien, EVP, Channel 5.

Top public broadcasters from all over the 

world have met for the 20th edition of Public 
Broadcasters International (PBI) 2011, held 

from 26 to 29 October at Resorts World Con-

vention Centre, Singapore. It was hosted by 

MediaCorp and supported by Media Develo-
pment Authority (MDA).

Grace Fu, Senior Minister of State for In-

formation, Communications and the Arts & 

Environment and Water Resources of Singapore 

said: ‘Singapore’s transition from analogue to 

digital transmission between 2015 and 2020 

will allow us to leverage on the technological 

benefits of digital broadcasting. The MDA 

conducted an extensive DVB-T2 trial’.

‘Internet presents opportunities to widen the 

reach of Public Service Broadcast (PSB) content. 

More than 80% of Singapore’s households have 

broadband internet access. We are rolling out 

the Next Generation Nationwide Broadband 

Network, an ultra-high speed optical fiber 

network that provides broadband access speeds 

up to 100 times faster than the fastest public 

networks today. This new broadband network 

will support more media services, such as in-

teractive services and multimedia applications 

of their rooms’, completes.

Teo Ming Kian, Chairman, MediaCorp, 

explained: ‘We have to be more creative in 

delivering public service messages –being 

woven into our drama genres and even reality 

programming. Some of these programs will 

even be interactive, when we launch our Over-

the-Top service over broadband commercially 

early next year. Via a subscription, our viewers 

will be able to enjoy behind-the-scenes-footage, 

cast interviews, and even archival video relevant 

to the shows being telecast. And this experience 

is not limited to the TV set, but crosses devices 

to include mobile phones, PCs and tablets’.

Paula Kerger, president & CEO, PBS (USA), 

highlighted the worldwide expansion of the US 

public broadcaster, strengthening ties with Bra-

zil and South Korea, as well launching PBS UK 

with American history, science, music, current 

affairs, arts and culture programming.

She also empathized on ‘redefine’ the public 

media concept. ‘We can no longer be comforta-

ble in our silos of television, or radio. We must 

become public media companies in every sense 

of the word. To redefine public media for the 

digital age we must revitalize our content across 

platforms, stay on the cutting edge of techno-

logy and innovation, and ensure our economic 

sustainability, summarized Kerger.

PBI 2011 gAThers The AsIAn PuBlIc Tv sTATIons In sIngAPore

Grace Fu, Senior Minister of State, Ministry of Informa-
tion, Communications and the Arts & Ministry of the 
Environment and Water from Singapore

Panel Discussion On Public Service Broadcasting and the World Media: Paula 
Kerger, president & CEO, PBS (USA), Chang Long Jong, Deputy CEO, Media-
Corp (Singapore), Maurice Newman AC, Chairman, ABC (Australia), and Matteo 
Maggiore, Controller of International Policy, BBC (UK)

The Digital Switchover panel: John McCoskey, Chief 
Technology Officer, PBS (USA), and Kenji Nagai, General 
Managing Director and Executive Director-General of 
Engineering, NHK (Japan)

delivered over IPTV’.

‘Singaporeans are also 

embracing these new pos-

sibilities offered by the 

Internet with enthusiasm. 

In the first half of this year, 

1 out of every 4 TV sets 

sold in Singapore was a 

smart TV. The smart TV 

allows consumers’ access 

to a multitude of Internet 

content from the comfort 

Lim Suat Jien, EVP, Channel 5, and Khiew Voon Kwang, 
managing director, Channel 8 

The original game show format We Are Singaporeans

The satire comedy The Noose is in its fourth season and it 
was recently nominated for International Emmys

Food Source 2 is a top 
rated variety show Singapore Police Force C.L.I.F is an action drama 

series produced in house

chAnnel 5
The broadcaster acquires both drama and 

entertainment shows. ‘For international titles, we search 

worldwide for good quality and relevant content across 

all major genres’, comments Jien and she adds: ‘On the 

local front, we commission a mix of entertainment, 

drama and docu-dramas/reality including the local 

variety and comedies 

such as The Noose, 

We are Singaporeans, 

docu-dramas such 

as Unnatural  and 

Crimewatch and dramas 

such as The Pupil and 

Point Of Entry. For 

the acquired programs, 

we  have  se lec ted 

movies especially the 

blockbusters, followed 

by Variety shows such 

as Ninja Warr ior , 

Undercover Boss, Just 

for Laughs Gags. Our 

audiences appreciate 

s h o w s  t h a t  a r e 

relatable and engaging’, 

completes. 

For Channel 8, top programs over the past 

12 months include the drama series Singapore 

Police Force C.L.I.F, On the Fringe and Love Thy 

Neighbour plus the variety shows Star Awards 

2011, Food Source 2 and 3-Plus-1 III. ‘The local 

content occupies 75% of the core prime-time 

content’, remarks Khiew Voon Kwang, managing 

director, Channel 8.

‘The key challenge for mass entertainment 

free-to-air channels is the ability to connect 

readily with the viewers, engaging them with a 

viewing experience that meets their varied tastes 

and expectations. Content trends vary according 

to the channels and its viewing demographic’, 

explain the executives.

‘Singapore’s production is gaining in-roads 

to the international markets. All our drama 

serials are exported to Malaysia and Cambodia. 

The rest of the countries that acquire programs 

from us include Vietnam, Thailand, Indonesia, 

China, Hong Kong (infotainment + The Little 

Nyonya), Taiwan (infotainment), USA (cable), 

and Australia (cable).

‘We are in exciting times with the increasing 

sophistication of technology, and the popularity 

and use of new mobile devices such as the iPad. 

TV can no longer be programmed in isolation. 

A 360º approach is necessary where content 

has to be conceptualized and developed for 

applications into the various platforms’.

In both channels, a number of our programs 

have online extensions and some of them are also 

available on pay TV to strengthen connection 

with those viewers who prefer multi-screen 

engagement. ‘We provide online entertainment 

portals, xinmsn, free VOD of MediaCorp’s 

content, free catch-up TV of both local and 

selected acquired content, live streaming of our 

radio stations, as well as introducing new Over-

The-Top (OTT) Interactive services’, highlight 
Jien and Kwang.

‘These developments will bring about an 

increase in the consumption of the content 

and aims to redefine the television viewing 

experience in Singapore in the future, and 

therefore, we see such services complementing 

traditional media by offering consumer more 

choices and accessibility’, they add.
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imPortant changes in the 
indonesian tv marKet

Indonesia is a key TV market in Southeast 
Asia, not only because of its powerful local 
market consisted on some 238 million of 
inhabitants (fourth largest country in the 
world) but also for being a very dynamic TV 
market with many merges and acquisitions 

in the last years.
 
Indonesian TV market 

has been showing important 
changes in the media landscape. 
In 2010, PT Media Nusantara 
Citra (MNC), owned by PT 
Global Mediacom (70%), 
acquired TPI and then called 
MCNTV, becoming the leading 
TV company in Indonesia. It 
also operates RCTI, leading of 
the market, and globaltv.

Recently, Saban Capital 
Group, through Indonesia 
Media Partners , and PT 
Global Mediacom have entered 
into an agreement whereby 
IMP acquired 5% of MNC’s 
outstanding shares and a option 
to acquire an additional 2.5%. 
The transaction was closed in 
mid November 2011. Haim 
Saban, Chairman and CEO 
of Saban Capital Group said 
about Indonesia: ‘We are strong 
believers in the growth prospects 
of their economy, its positive 
consumer demographic trends 
and the growth of its media and 
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content industries’.
In mid-2011, Surya Citra 

Media (SCM), the other big 
media group that manages 
SCTV, bought Indosiar, 
consolidating as the second 
largest broadcaster of the 
country. Now, the company 
has announces changes 
in the board of director, 
p r o m o t i n g  S u t a n t o 
Hartono (formerly at 
Microsoft Indonesia) as 
president director of SCTV, who took the 
position on November 1st. 

proGrAMMinG 
Two programming and acquisitions executives 

from the top players of the market, RCTI and 
SCTV agreed to comment to Prensario how 
they see the TV market. Dini Putri, head of 
acquisitions at RCTI, leading channel for 22 
years, highlights that 2011 ‘wasn’t a good year 
for dramas’ and that other genres have worked 
better. ‘The local audience is choosing other 
options like football matches, entertainment 
shows or comedies series’, she remarks.

Harsiwi Achmad, newly director of 
programming and production of SCTV 
announced last MIPCOM that the company 
is still analyzing how it will merge operations 
with Indosiar. In the meantime, the executive 
is looking for any type of contents in the 
international markets, including formats, 
drama series and kids programming.

SCTV average audience share increased by 
5% to 16.3% 
during the first 
nine month of 
2011 compared 
t o  2 0 1 0 , 
according to 
the company’s 
quarter report. 
Lastly, Achmad 
announces that 
the company 
will launch a 
new generalist 
TV channel 
n e x t  y e a r : 
MAC.

Special Report · Market Research

AdverTisinG MArKeT
Indonesia is the fourth largest advertising 

market within South East Asia reaching an 
estimated TV ad spending of 2,500 millions of 
US Dollars, according to Aegis Media Global 
Advertising Report. ‘The market grew in 2011 
and will do in 2012 by an estimated 20% with 
communications leading the growth. The top 
10 ad spend categories combined represent 
23% of all main media spending in Indonesia. 
Beverages, communications, and toiletries 
showed the highest growth’, says the report.

TV gathers the 54% of the total ad spending, 
while Internet is showing an ‘interesting 
growing’ in online social networks. ‘Self 
published content becomes more popular with 
personal journals. Facebook has become the 
hottest site in Indonesia and Twitter is also 
rising with increasing number of users’.

new MediA
Nielsen Indonesia’s last report said that 

almost half of all Indonesian Internet users 
access the net via their mobile phones. ‘This 
trend is set to continue, with 53% of Indonesian 
Internet users indicating they will access the 
Internet via their mobile phone and 30% via 
Internet capable handheld device within the 
next 12 months’.

Even this figures, the country has the 
lowest level of Internet penetration in SEA. 
Just one in five Indonesians aged 15+ (21%) 
use the Internet, 17% points lower than the 
SEA regional average of 38% and 46 points 
lower than Singapore (67%), which had the 
highest level of Internet penetration. Internet 
penetration in Indonesia is lowest amongst 
those aged 50+ where only one percent of 
consumers are online’, it finalizes.

Mobile inTerneT usAGe. source: nielsen 
“souTheAsT AsiA diGiTAl consuMer reporT”
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Indonesia: TV Market Share (Jan-Sept. 2011)
Source: SCM quarter releases

indonesiA: Tv MArKeT shAre (JAn-sepT. 2011). 
source: scM quArTer releAses
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Booth #c02

Special Report • Markets Research

While Europe and North America are 

experiencing economic recession, Asia Pacific 

is the second most active region after Latin 

America in terms of entertainment and media 

spending, with a projected 6.5% annual 

increase: from USD 395 billion in 2010 to USD 

541 billion in the next five years. Malaysia is 

certainly one of the fastest and active developing 

countries of the Asia Pacific for the development 

of the content industries’.

Dato’ Kamaruddin Siaraf, Secretary 

General of the Ministry of Information, 

Communication and Culture explains to 

Prensario: ‘Due to its diverse ethnicity and 

cultural background, Malaysian contents are 

able to travel well to South East Asian, Arabic, 

Chinese and Indian speaking regions, and we 

are exploring market opportunities in Latin 

America and Africa, in addition to popular 

regions in North America and Europe’.  

‘Our key strengths are our richness of 

culture and heritage, as well as its competitive 

incentives, state-of-the-art production facilities, 

low operating costs and its political stability, 

apart from the talented workforce and strategic 

geographical location, which allow us to provide 

a unique position as being a multi-lingual, 

multi-cultural and rapidly growing market’.

The current market in Malaysia is on its rise 

in the ‘healthy direction’ and recent key results 

and announcements will certainly help elevate 

Malaysia towards a High-Income Society 

and transform Malaysia into an ‘attractive 

regional hub’ for digital content. ‘We will be 

seen by the world as an ideal regional hub for 

content development, ready with a good supply 

of highly talented workforce, competitive 

production costs, state-of-the-art digital studio 

facilities, fast-growing local market and a 

Government-friendly nation’, adds Siaraf.
Malaysian Government is now aligning 

its plans to help the local industry create a 

greater impact in the local and international 

broadcast market with a special focus on 

global IP development through international 

co-production programs and partnerships with 

international distributors.

MAlAysiAn MArKeT

Healthy competition is on its rise in the region’s 

TV landscape as a number of new local pay-TV 

platforms are taking on ASTRO, country’s largest 

satellite pay television provider. Nilamas Corp 
has announced that it expects to offer interactive 

digital cable-TV service, providing entertainment 

and interactive educational services to the 

Malaysian market through development of own 

content besides buying from abroad. 

The set-up cost for the cable network offering 

is expected to be USD 645 million over five years. 

New traditional telecom companies, which are 

regional cooPeration
‘There will be synergy to share risks, 

experiences and resources together, and create 

content for the global market consumption. 

The challenge will be to comprehend both 

countries’ current political positioning and 

its available private & public funding/grant 

schemes and/or incentives, in order to explore 

and administer wins and benefits on each side 

to encourage co-productions’.

Singapore’s Media Development Authority 

(MDA) and National Film Development 
Corporation Malaysia (FINAS) have begun 

exploring opportunities in co-production 

agreements, as there was a gradual increase 

and demand for Singapore-Malaysia projects 

on feature film, animation and documentary. 

Siaraf and Mohd Naguib Razak, director 

general of FINAS have met Aubeck Kum, CEO 

of MDA recently and this continues during 

ATF: both agencies co-organize a business 

networking and business matching session 

during on Friday, December 9th at 10.30am.

MAlAysiA wants to Be a
Protagonist in the worldwide content arena
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Dato’ Sri Kamaruddin Siaraf, Secretary General of the Minis-
try of Information, Communications and Culture, Malaysia

FINAS is discussing with MDA Singapore a strategic and 
co-production treaty: Ahmad Shuhaimi Jailani, assistant 
Director - Int’l Co-operation of MDA, Mohd Naguib Razak, 
director general of FINAS, Aubeck Kum, CEO of MDA, and 
Shiran Ali, Assistant Manager - Int’l Co-operation of MDA

Zulkifli Wahab, deputy director general of FINAS; Leon Tan, CEO 
of Tripod Entertainment; Joe Pearson, executive producer of Tripod 
Entertainment; Patrick Ewald, president of Epic Pictures, and Abdul 
Khalid Maulod, director of Marketing of FINAS. In the middle: War 
of the World: Goliath, an animated feature film produced by Tripod 
Entertainment (Malaysia), presented at AFM 2011and picked up 
by Epic Pictures (USA) for worldwide distribution.

Shiran Ali, assistant Manager of MDA, Norman Abdul Halim, 
Group CEO of KRU Studios, Adam Ham, executive director of 
GCMA, Ahmad Shuhaimi Jailani, assistant Director of MDA. 
KRU Studios won in the “Best Film” category at the 24th Malay-
sian Film Festival Awards for The Malay Chronicles: Bloodlines 

also owners of fiber optic and wireless networks, 

and IPTV players, such as Telekom Malaysia, 

RedTone International and Maxis, will also 

be expected for launch soon.

‘Looking ahead over the next 5-10 years, the 

region itself is expected to have a healthy rise in 

demand for original content and programming, 

especially localized and regional contents. 

Moreover, an increase in the choice and variety of 

channels will also be in demand. Exciting changes 

are bound to take place, and we are looking 

forward to the transformation of the “Asian 

Digital Content Industry”, remarks Siaraf. 
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Launched 15 years ago, Astro Malaysia is 

today Malaysia’s leading integrated media 

group operating TV and radio stations, content 

and digital. It reaches 50% of Malaysian TV 

homes, with 3 million households watching 

over 152 channels more than 4 hours daily. 

Of the 152 channels distributed, 15 are HD 

channels and 37 are Astro branded channels. 

In the free-to-air business, the Malaysian 

media landscape comprises six TV stations as 

well as nine pay TV operators. Today Malaysian 

multi cultural population stands at 28.9 

millions with a growing Malay population of 

62%. Malaysia is truly Asia due to its strong 

multi-culturalism and multi-languages. 
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Special Interview • Broadcasters

Lawak. For Akademi Fantasia and Sehati 

Berdansa, we enlisted local artists to record 

the theme song’.

‘Our viewers prefer content that is relevant 

to them, their community and their lives. Our 

Chinese programming My Village Stories 

was a hit among our viewers because 

the focus on the lives and dramas 

of the new Chinese villages 

struck a chord in the hearts 

of the Chinese viewers. There 

is also a move towards factual 

or learning content where the 

people are beginning to look at 

TV as a great learning tool’. 

‘We also acquire content from 

Indonesia, Thailand, Korea, Japan, Hong 

Kong, Taiwan, China, Australia, US, UK, France, 

Germany, Italy, Vietnam, Iran, Canada and 

Singapore. And all these content are sub-titled 

to ensure that Malaysians will be able to enjoy 

them. Astro has increased its investment in 

subtitling every year and last year we invested 

close to 14.000 hours in localization’.

‘In the kids’ space, children respond better to 

dubbed programs compared to subtitled ones. We 

even enlisted renowned comedians and talents 

to do the narration or the dubbing for some of 

the programs such as Telematch, which featured 

the Late Din Beramboi and AC Mizal’.

Another strategy going forward is offering 

vernacular content which stands for values 

and culture. ‘Some hit own created programs 

are strong franchises such as Raja Lawak, 

Halimah Jongang, Geng Bas Sekolah. About the 

Chinese community, besides Cantonese drama 

series from Hong Kong, we also offer in house 

produced Chinese content like My Village Stories 

series, Astro Star Quest (a talent show) and Hua 

Hee Dai, a Hokkien channel, which has proved 

to be popular with the segment’, adds Salleh.

About the adaptation of international 

formats, like MasterChef, Salleh comments: 

‘We are localizing the format to make it 

suitable for Malaysians and also our sponsors, 

incorporating Malaysian ingredients in 

the daily challenges the contestants face or 

including sponsors product in the show 

(product placement), for example’.

As it happens in most of the Asian countries, 

new media is a big spotlight in Malaysia: there 

are 17 million young Malaysians from the digital 

generations of X and Y and they consume media 

on multi-screens: ‘Smart Phones and Android-

based tablets have revolutionized the media 

landscape as they can quickly connect the user 

to mass information, video, radio, magazines, 

and social networking sites anytime, anywhere. 

They complete the ‘missing link’ between the 

home and the office and vice versa, and can 

pose a formidable challenge to our traditional 

media assets’, he says.

The Malaysian population is getting younger, 

too: 58% of the population is below the age of 30 

years old. Research also shows rapid urbanization, 

with 64% urban households growing to 70% 

in 10 years, having access to infrastructure 

and bandwidth. ‘We see a clear opportunity to 

address a growing market gap: an increasingly 

younger audience, urbanization of centers, 

increasing wealth, availability of infrastructure 

and affordability of consumer devices’. 

‘New media complements TV, where our 

viewers will discuss the TV shows on their 

social networks which in turn translates to 

higher engagement levels and viewership for 

us. For example, the World Cup 2010 was made 

available on the Astro iPlayer app on mobile 

and online. We also offer Astro First, a new on 

demand movie channel with over 2 millions 

purchases, where movies are available on Astro, 

just two week after its theatrical debut. Due to 

our collaborations with certain studios, we also 

offer movies on the same time as its cinema 

debut in the USA’, finalizes Salleh.

Raja Lawa is a hit
program in Astro produced in house

MasterChef Malaysia is an example
of international formats adapted to local audience

Khairul Anwar Salleh, VP of Malay Language Business

Khairul Anwar Salleh, VP of Malay Language 

Business, explains to Prensario: ‘We are 

committed to produce local content and to 

localize international formats, as they remains 

an important theme for Malaysian viewers: 

MasterChef Malaysia, Akademi Fantasia (TV 
Azteca/Comarex), Imam Muda, Maharaja 

astro malaysia: ‘moBile & taBlets have

revolutionized the media landscaPe’
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Special Interview · Pan-regional Pay TV Channels
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Established in Singapore in 1997, Sony 
Pictures Television (SPT) Asia operates five 

Pay TV channels in the region, all wholly owned 

by Sony Pictures Entertainment, which are 

seen in a total of 22 markets across the region. 

Its portfolio includes three English content, 

AXN, AXN Beyond and Sony Entertainment 
Television, and two Asian content channels, 

Animax and ONE.

AXN reaches140 million viewers cumulatively 

each year, where most of the popular shows are 

crime and investigation dramas such as the 

CSI franchise, NCIS LA and Hawaii 5-0 or the 

reality contests like The Voice (Talpa), So You 

Think You Can Dance (Zodiak Rights) and The 

Amazing Race, as well as original productions 

The Amazing Race Asia, Cash Cab Asia and 

India’s Minute to Win It.

AXN Beyond is an English general 

entertainment channel offering US and UK hit 

shows that appeal to viewers ages 15–35, while 

female skewing Sony Entertainment Television 

serves up wickedly juicy entertainment. The 

former emits Teen Wolf and Steven Spielberg 
executive produced Falling Skies; the latter is 

home to the Top Chef franchise, Drop Dead Diva, 

Damages, and the thriller series Ringer.

The Asian content channels are Animax, 

specialized in anime programming, and ONE, 

the gem of Asian general entertainment with 

Korean content. The first one became the 

world’s first channel to air a same-time-as-

Japan simulcast anime TV series in 2007, like 

the latest anime series, Last Exile: Fam, The 

Silver Wing. ONE offers Korean dramas with 

selected titles airing 3-5 weeks after Korean 

premieres: period epic Deep Rooted Tree and 

romance dramas Scent of A Woman and When 

Tomorrow Comes. 

Ricky Ow, SVP and general manager, 

Networks, Asia, SPT, explains to Prensario: 

‘As a global business, every part of the world 

is important to us and Asia is no different. 

Asia is a region where consumers are enjoying 

increasing standards of living and there is great 

growth potential for pay television here. With 

our current bouquet of channels, SPT networks, 

Asia is well placed to tap into the growth.

‘The emphasis on localization has increased 

much more and we are already delivering some 

of our channels, such as ONE, in different local 

languages such as Mandarin-Chinese, Malay, 

and Indonesian, to Singapore, Malaysia and 

Indonesia respectively. As a firm believer in 

creating our own content, SPT networks Asia 

is a leader in pan-regional original English 

entertainment productions. We completed four 

successful seasons of the Emmy-nominated and 

Asian Television Award-winning The Amazing 

Race Asia. In addition, our multimedia, multi-

platform animation production for Animax, 

LaMB won Taiwan’s Golden Bell Award 2009 

for Best Animation’.

The network’s 2011 slate of original 

productions include regional adaptations of 

game show formats Cash Cab Asia (All3Media) 

and India’s Minute to Win It (produced in 

collaboration with Astro and NBCUniversal), 

which is in its second season currently, along 

with lifestyle and electronics magazine program 

Sony Style, and entertainment news magazine 

E-Buzz.

AXN is also broadcasting other leading 

Asian productions including Thai-kickboxing 

Singapore, Malaysia and 

Taiwan and premiered on 

AXN’, says Ow.

‘ T h e re  a re  m a ny 

o p p o r t u n i t i e s  f o r 

expansion in Asia and one 

of the key areas of growth is 

in local language channels. 

ONE is already localized 

in different languages 

for Singapore, Malaysia, 

Indonesia and Cambodia, 

but we see the potential to 

gain wider distribution 

for the channel into more 

markets’.

‘Asia is similar to Latin 

America, in that many 

markets are at different 

stages of technological 

infrastructure development. For new media, 

the approach has been on a market-by-market 

basis, focusing on mobile-based opportunities 

in some territories, and web-based initiatives 

in others’, remarks Ow. 

‘We operate Animax Mobile, a monthly 

subscription-based 3G mobile video streaming 

service, offering full-length anime episodes and 

bite-size clips for mobile, and it is currently 

available in Hong Kong, Taiwan, Brunei, 

Singapore and Malaysia. Also, the Catch-Up 

TV service on each channel’s website to enable 

sony asia: ‘there is great growth 
Potential for Pay television’

Ricky Ow, SVP and general manager, Networks, 
Asia, Sony Pictures Television

The top anime series Last Exile: 
Fam is emitted at Animax

India’s Minute to Win It was 
produced and broadcast by AXN

contests The Contender Asia 

and The Challenger Muaythai 

from Imagine Group as well 

as Asia’s first musical TV series 

The Kitchen Musical, from The 
Group Entertainment. The 

channel has worked with the 

illusionist Cyril Takayama, 

the 2007 Magician of the 

Year. ‘He was first ventured 

internationally in 2009, with 

his show Cyril: Simply Magic, 

featured his illusion trick in 

Nickelodeon Asia, one of the leading en-
tertainment brands for kids aimed primarily 
at ages 4 to 14 years, its seen in more than 242 
million households throughout Asia Pacific 
region with seven 24-hour programming ser-
vices including Nickelodeon Asia, Nickelodeon 
India, Nickelodeon Pakistan, Nickelodeon Ko-
rea, Nickelodeon Australia and Nickelodeon 
New Zealand, as well as Nickelodeon branded 
program blocks and syndications. 

It has built a diverse and global business with a 
portfolio of branded businesses including Nick-
elodeon movies, music, publishing, interactive 
games, websites and consumer products. 

Syahrizan Mansor, Director and Head of 
Programming & On-Air, Nickelodeon Asia, 
explains to Prensario: ‘Our top show on air 
includes SpongeBob SquarePants, a ratings 
driver across all ages in Singapore, Malaysia and 
Philippines, leading at least by 45% of the top 
Nickelodeon programs in October 2011. Ad-
ditionally, our live action series Big Time Rush, 

iCarly, Victorious and True Jackson continue to 
gain ground with our regional audience. We are 
also looking forward to include Kung Fu Panda 
to our 2011 / 2012 animation line-up’.

‘On Asia made content, we are always on a 
lookout for content that comes from this region. 
As long as the show fits with our overall pro-
gramming strategy, we will acquire or produce 
that content here in Asia’, she adds.

‘We have dedicated feeds and branded blocks 
in the region. The Philippines feed caters to 
all our audiences in the country and the grid 
reflects the lifestyle of kids in that market. In 
the late afternoon and early evening, the shows 
are targeted at older kids aged 7 and up, when 
they are back from school’.

‘In markets like Indonesia where FTA chan-
nels dominate, we have a NICK branded block 
on Global TV. The block starts as early as 
4.30am (Indonesian kids wake up early) and we 
know they tune in to television prior to going 
to school. We have been successful during this 
timeslot and we have been on the timeslot for 
over 5 years now’.

‘We have a feed that goes to the other markets 
in Southeast Asia such as Malaysia, Singapore 
and Hong Kong. There are similarities in terms 
of lifestyle and culture across these markets, 
so we program in view of these factors. We 
know when Malaysian and Singapore kids are 
available, and we program our grids accord-
ing to their availability and what works for 
that audience’.

new MediA And plAns oF expAnsion

Continues Mansor: ‘Our core audience of 
kids age 4 to 14 years old tune in to television 
for great content. That said, we are adapting to 
global changes in TV consumption habits across 

reach kids and their families across multiplat-
forms such as nick-asia.com, spongebob.com, 
icarly.com, nickjr.asia and mobile app games 
and make sure that all the content they love is 
easily accessible to view at their own time’.

‘In recent months, we have received substan-
tial interests from cable operators, ISP providers 
for catch-up rights, IPTV/ OTT / VOD, etc. We 
are now able to provide all these rights to our 
distribution partners. We recently launched 
Nick Jr. and MTV Live HD channels in Singa-
pore and Malaysia in June this year and these 
groundbreaking deals involve cross-platform 
broadcast of Nick Jr. and VOD programs’.

‘The team is also really excited about the 
roll out of a SpongeBob SquarePants Mas-
sively Multiplayer Online Game (MMOG) in 
Southeast Asia, China, Korea, Japan, Taiwan 
and India.  The game will be the first ever 
Nickelodeon television property to be de-
veloped as an MMOG, and Viacom’s first to 
be developed outside of the United States’. 
Lastly, the executives comments: ‘Our focus is 
to roll out Nick Jr. in more markets, continue 
distribution growth, work closely with cable 
& satellite operators across the region, and 
continue to develop our consumer products 
business across Asia’. 

SpongeBob SquarePants is not only a ratings driver 
on linear TV, but also a success in the new media 
platforms, as Internet and gaming

Syahrizan Mansor, Director, Head of Programming & 
On-Air, Nickelodeon Asia

On the live action side, one 
of the top rated shows is Big 
Time Rush

nicK asia: strong Brands are the Best 
comBination for new media develoPments

multiple media plat-
forms. Based on Nick-
elodeon “Growing 
Up Social” research, 
kids are becoming 
extremely connected. 
In 2010, 79% of kids 
age 2 to 14 years 
would have accessed 
some form of digital 
content in the past 
12 months. Hence, 
we make it a point to 

viewers to watch 

selected content at 

their own convenience 

online’, finalizes Ow.

arMoza and 
Upgrade enter asia

Armoza Formats 
(Israel) closed the 

first deal in Asia for 

its family game show 

Upgrade to be pro-

duced by Box Media 
Production for the 

new South Korean 

network Channel A, Avi Armoza, CEO

which will launch operations in the next six 

months. Korean acquisitions and distribu-

tion company Wizard House helped broker 

the deal.
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FuJi Tv, JApAn: digitalization Brings

more comPetitors and interest from the audience

‘This year, we are aiming to 

become the top-rated network for 

the 8th consecutive year. It’s been 

a good run so far and, although we 

are going head to head against our closest 

competitor, we are confident that we will end 

up ahead at the end’.

Formerly the executive director of the 

Programming and Production Department 

for Worldwide Production and Sales, Akihiro 
Arai, who now returns to domestic Japanese TV 

market as Senior Director, Programming and 

Production Department of Fuji TV describes 

to Prensario the moment of the company in 

the top rated Asian market.

‘In the past, Japanese television had been 

star-driven. There was no segregation between 

film and TV stars, and if you cast a popular 

talent, you could expect a good chance of solid 

ratings. The trend has transgressed so that it 

is more about the story, and we have lined up 

some dramas with smart plots’ 

‘These, in turn, would travel well as possible 

remake material internationally. On the non-

scripted side, we are focusing on building for-

mats based on innovative ideas.  Not only would 

this work well outside of Japan, but also our 

top-quality production team would be a perfect 

partner to team with for co-productions’.

‘Our programming has been especially 

robust this year; our Tuesday 9pm drama slot 

is currently airing a detective story based on a 

best-selling novel, and the clever plot has been 
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Akihiro Arai, Senior Director, Programming 
and Production Department

generating word-of-mouth’.

On the non-scripted side, Showdown of the 

Unbeatables is the ultimate battle show that pits 

invincible opponents against each other, as in 

the legend of the duel between the shield that 

couldn’t be pierced, and the sword that could 

pierce anything. ‘This has proven to be a fam-

ily-pleaser, and the ratings have been steadily 

rising’, remarks Arai.

On July 24th, Japan completed the ana-

logue switch off: ‘Almost 100% 

of households in Japan have 

converted to digital. Ad-

ditionally, this October, 

a dozen new broadcast 

satellite channels started 

up, providing viewers 

with a wider choice 

of channels to choose 

from. These changes have 

resulted in increasing viewers’ 

interest in television as a media, in 

general, and total household viewership has 

gone up over the past 3 months’.

The executive sees YouTube and social net-

works, such as Facebook, as a ‘viable means’ to 

complement their broadcast. ‘We are currently 

working to devise ways to collaborate with these 

platforms so that we can enhance viewers’ rat-

ings, real time’, he highlights.

‘We are developing an even more powerful 

and entertaining lineup for the upcoming season. 

Scripted programming will be a focal point, as 

will non-scripted.  We have several new titles (for 

non-scripted) lined up for next spring, just in 

time to announce at MIPTV’, finalizes Arai.

Special Interview • Broadcasters

Showdown of the Unbeatables’ ratings have
been steadily rising (Credit: Fuji Television Network, Inc.)

Apart from be-

ing the leading 

Japanese station, 

Fuji TV is also an 

important Asian 

content exporter. 

It’s the owner of one 

of the most power-

ful formats, being 

adapted in almost 

all the world: the 

entertainment format Hole in the Wall, world-

wide distributed by FremantleMedia.

Both companies have a “Creative Exchange 

Alliance” and they have been launching more 

titles like Total Blackout (2010) and, last Mip-

com, Body Bowling, a new physical game show, 

where two teams are challenged to knock down 

bowling pins over five frames, but with one 

essential twist: their body is the ball. 

Other formats of the company are Make 

an e f for t , 

Moving sta-

dium, Hide 

Out - Catch 

the Ninja 

If You Can, 

My company vs. 

your company, and the cooking show Iron 

Chef, among others, all of them brought to 

the ATF.

‘We are also offering our top drama series, 

films and documentaries, especially some ti-

tles about the Tsunami happened last March’, 

explains to Prensario Noboru Takahashi, 
sales executive, and he adds: ‘In Japan we have 

four time slots during the week with drama 

series, one different each day. We produce 

like 16 titles in a year. For the international 

markets we have the series Full Throttle Girl, 

Hana-Kimi, Still, life goes on, Absolute Zero 2, 

among many others’.

Booth #a0-02

fuJi creative corPoration:
not only entertainment formats

Noboru Takahashi, sales 
executive

Full Throttle Girl
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Special Interview · Producers and distributors

gold tv networK, 
india: talK shows and 
entertainment formats
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Gold Television Network (India) has been working 

in media and content creation for around 20 years 

and has pioneered many concepts and programs on 

Indian television, having created animated series, and 

produced sport-related programs for international 

broadcasters, among others. 

The company has distributed many popular television 

series such as Superman, Bugs Bunny, Superted and Charlie Chaplin on 

Doordarshan National Network, and Enter The Dragon, World Music 

Awards on Doordarshan Metro Network. Also, produced programs in 

Tamil language by associating with Sun TV, from Sun Network. The 

first talk shows were Arattai Arangam or Cho’s Panchayat, both very 

popular.

It has also produced movies and epic series, like Ramayanam —in 

Tamil and Kannada— for Sun TV and Udaya TV. GNT brought the 3D 

techniques to the small screen, having signed an exclusive agreement with 

Dimension 3 (Los Angeles), to provide their patented 3D technology 

and services to produce 3D programs in India. Two 3D television series 

are in production.

‘We have been very successful in the creation of television content, 

production and distribution. We have worked with various channels 

such as Maa TV, Udaya TV, PTC and Sahara, among others. The most 

important productions are the talk shows in Tamil on Sun TV’, explains 

to Prensario K. Ramesh, president of the company.

The executive is looking for drama formats in the international TV 

markets. ‘The international companies interested in doing business 

with India must have general market knowledge and about what kind 

of programs works in India, like fiction and non-fiction formats, but 

more important are the taxes involved, while receiving payments: there 

is a withholding tax of 20.6% for all payments remitted outside India’, 

he says.

Following with the Indian TV market, he remarks that the entertainment 

is what mainly works, ‘but the Indian audience is open to all formats’, he 

adds. Game shows, such as Who wants to be a millionaire?, are big success 

endemol, 
with an asian 
PersPective

Arjen van Mierlo, CEO of Asian 

operations at Endemol, explains to 

Prensario: ‘We are putting emphasis on 

developing local content, created in and 

for the region, and we want to further 

build our production activities in India 

and Malaysia, as well as expanding our 

business in branded content and digital 

platforms. We expect our ancillary 

businesses will benefit from the growth 

in the production and distribution 

businesses’.

‘Each market in Asia is different, so 

we need to create a bespoke strategy for 

each territory, like start up operations, a joint venture with a production 

company or broadcaster or an acquisition of a local production company. 

Obviously the goal remains the same – to build a sustainable and profitable 

business and further strengthen our distribution activities’.

The company has recently signed a strategic partnership in China 

with Entertainment Team Media Group, a wholly-owned subsidiary 

of Shangai Media Group (SMG) to create, develop and exploit original 

content for the Chinese and international markets. Endemol has exclusive 

distribution and format rights outside of China for new IP developed by 

the partnership and SMG and has equivalent rights in China.

‘What’s interesting about Asia is that it can be very unpredictable 

and that can work for or against you. When clients are really keen on 

having something they can sometimes move incredibly fast, doing away 

with the normal tough negotiations in the process. Another interesting 

element is the change to the market structure, both from a regulatory 

and a cultural perspective. This can often enable Western companies to 

increase their levels of market activities or to break into a territory for 

the first time’.

In the last few months, Endemol has licensed The Money Drop to 

MediaCorp (Singapore), Next TV (Taiwan), Astro (Malaysia) and several 

deals are pending. This year it had the launch of Big Brother with Trans 
TV (Indonesia) and a strong continuation of the franchise with ABS-
CBN (Philippines) and Colors (India). Other strong shows are 1 vs. 100 

(China, Korea, Vietnam) 

and Deal Or No Deal 

(Vietnam, Cambodia, 

Philippines). Lastly, the 

company is closing deals 

on other formats in 

various territories.

Special Interview · Format Titans

Who wants to be a millionaire?

Arjen van Mierlo, CEO Endemol, Asia

The Malaysian version of The 
Money Drop is broadcast 
at Astro

in India. ‘And local produced fiction 

shows work well’, completes.

About the new digital distribution 

platforms, like IPTV, VOD/PPV, 

OTT, Web TV, etc., the executive 

highlights that it is still a ‘long 

way’ to go in India. Otherwise, he 

considers that the first one, IPTV, 

should ‘work well in the Indian 

market’.
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ATF 2011 more Attending buyers & Producers · Asia and Middle East
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MNC TV Indonesia (former TPI): 
Nurbaiti Dja’afar, Head of Program 
Acquisition Department, and Endah Hari 
Utari, VP Programming & Production

========

Indonesian distributor Spectrum 
Film: Rajesh Jagtiani and Sneha 
Jagtiani

Indian buyers and producers: 
Vijay Bhanushali, Senior 
Manager Animation, Shremaroo 
Entertainment; Manish Morwal, 
e-color Studio, and Sukankan Roy, 
Roy Holdings

Huey Yi Wang, VP Asia Pacific, Trace, Malaysia; Yusmal Ghazali, 
Wy Shooting Star Media, Malaysia; Kevin Balhetchet, Xinja China, 
Singapore; Martha Contreras, Comarex/TV Azteca; Girish Malik, 
Clapstem Productions, India; Jaord Luis Lopez, Broadcast and 
Teleport Services, Measat, Malaysia; Elliot Rudge, Refinery Media, 
Singapore

UFBM, China: Lei Jing, general manager, 
and Zhao Jun, acquisition executive

SK Barua, managing 
director, FremantleMedia 
Asia, Xavier Aristimuño, 
VP Sales and International 
Business Development 
– Asia, Telemundo 
Internacional (USA) 

LIC, China: Leland Ling, CEO, and Max 
Lee, acquisitions

Gunawan, 
program 
director 
at ANTV 
(Indonesia)

Cartoon Network Japan: Yuriko Okada, 
Manager Programming & Acquisitions, and 
Priscilla Lee, Senior Manager Acquisitions

NTV, Japan: Ai Karasawa, acquisitions, and 
Yuko Matsuda, manager of acquisitions

Su Ming, assistant of the board at Beijing 
Enlight Media, China, with Michel 
Rodrigue, The Format People Group

B Channel Indonesia: Alex Prditya, general 
manager programming, Sofia Koswara, CEO, 
and Lanny Rahardj, advisor to CEO 

Agustinus Bagus Abimanyu, Acquisition 
Manager, and Hary Martono, programming 
general manager, from globaltv Indonesia with 
Didi Mukti, president from the new media & 
distribution company E-Motion Indonesia 
(middle)

CNTV HD, South Korea: Young Hoon Park, 
Programming Team Manager, Jae-Won Lee, 
Media Enterprise Division Executive Director  

Beijing Media Network China: Michael 
Mu, deputy general manager, and Yang 
Quin, chairman

Mongol TV (Mongolia): 
Enkhbayar Tsedenbaljir, 
executive director 

Se-Ung Kim, 
president at Kim 
Media, Korea

Hyun-Bong Shin, assistant manager of 
Chungnam Multimedia Center, and Jay 
Sim, CEO of Toon Zone Studios, both from 
Korea.

Indian producers: Subba 
Rao, VMI Multimedia and K. 
Ramesh, Gold TV Network

astro Malaysia: Azrai 
Kamaruddin, Head 
Entertainment Commissioning 
Unit, and Khairul Mizan 
Bin Shagul, VP Content 
Development Unit

Disney Southeast Asia: Tan Siew Geok, 
Manager Programming Playhouse 
Disney, and Sarah tay, Manager 
Programming Disney Channel

TV Alhijrah, new TV station in 
Malaysia: Natasha Nizamudin, 
Senior Executive Brand, and Nor 
Fazida Johari, Senior Executive 
Programming

Mediacorp-Channel 5, Singapore: Lim Suat Jien, 
EVP, Kwan Lay Hoon, Senior Manager, Joy Olby-Tan, 
VP de Programación, y Esther Wan, VP Marketing 
Group Head. Europa y Asia arrancaron sus screenings

31 Channel, Kazakhstan: 
Vela Fidel, Sr acquisitions 
manager, Igor Syrtsov, 
general producer.

Nidal García, head 
of acquisitions, 
Media Link, 
Lebanon

Radio Television Brunei (RTB): Hajah 
Aisah Haji Jaafar, Channel Manager RTB 2, 
Dayang Hajah Amnah binti Haji Othman, 
Head of Broadcast Service RTB, and Hjh 
Amnah Hj Othman, Channel Manager, RTB 1

Multimedia Group from 
Myanmar: Thein Thein, director, 
and Kyat San, managing director

Distributors from Kazakhstan: 
Yerlan Doskjeno, director 
from Altyn Barys, and Bezak 
Kaldygaliyeva, acquisition manager 
from Content Union

HBO Asia: Magdelene Ew, Bo San and 
Josephire Png.

Cambodian buyers: Hong 
Khy Taboi from MyTV and 
leng Kimsreng, Head of 
Program of Cambodian 
Broadcasting Service.

Nisa Sittasrivong, programming acquisitions and Arthit 
Promprasit, senior manager acquisitions, from Thai 
Public TV station True Visions, Jo-Ann Liew, director 
Sales & Acquisitions, Juita Viden (Malaysia), Attaphon 
Na Bangxang, Chief Program & Content Officer, True 
Visions, Leng Lai, group executive director, Juita Viden, 
and Alli Farrel, executive director, Marketing Asia Pacific

K Plus, Vietnam: Nguyenn 
Thu Phuong, Channel 
Relationships Director, 
and Pham Thanh Nga, 
Acquisition Coordinator

HTV3, Vietnam: Le Phuong 
Khanh Nguyen, Licensing 
Manager, Thi Phuong Thuy 
Le, CEO, and Le Dinh Dung, 
Chief of Commissioning 
Programming Department

Triandy Suyatman, 
program advisor 
from PTElshinta 
Jakarta Televisi

Manoj Samtani, from Indonesian 
production company DVI 
Production, and Frans Limasnax, 
Chairman from E-Motion, new 
media & distribution company from 
Indonesia

TV Anak 
Space Toon 
Indonesa: 
Yuliana Tansri

Rajinder Kaur 
Sidhu, Head of 
Programming 
and On-Air 
promotions 
Southeast Asia, 
Greater China 
and India

Malaysian buyers: Mohd Zamrie Sulong, 
CEO of the distributor Utusan AirTime, 
Nik Razali Jusoh, director of distributor 
Gama Taktik, Haji Suhaimi Jamalin, 
director of TV program of the Malaysian 
public TV station, RTM, and Peter Foo, 
from the distributor Juita Viden.

Media Prima, Malaysian: Kit Yow Wei Koon, 
manager urban brand of 8TV, Nurul Aini Abu Bakar, 
group general manager, brand management TV3 
& TV9, Sherina Mohamed Nordin, general TV9, 
Mohamed Ariff Ibrahim, group chief financial 
officer, and Cheng Imm, general manager TV3

Media Prima, Malaysia : Julia Koh, senior 
manager, client service group, Airin Zainul, 
group general manager, ntv7 and 8TV, Mee-
Fung Lee, SW-Transtel Asia, and Emilia Ab 
Rahim, manager brand management, ntv 7.

Channel 7, leading TV station in Thailand: Nichamon 
Puavilai, International Acquisition executive, Krissada 
Trishnananda, Head of International Acquisition, Palakorn 
Somsuwan, Senior Manager Program and Content, and 
Penduan Wattanachtkanun, Supervisor Program Acquisition

Mcot, the third broadcaster of 
Thailand: Kematat Paladesh, 
Vice president marketing; Malin 
Ponteerasatian, marketing 
director.

Vietnamese pay TV Channel, YAN 
TV: Hiep Do, CEO, and Butch Reddy, 
director

Daniel Horiguchi and Chimiao Liu, from 
ShoPro (Japan) with Gary Yang, from 
MUSE (Taiwan)

RCTI Indonesia: Devi Noviana, 
International Acquisition Officer, 
and Dini Putri, Head of Acquisition

Foo Lee May and Lim Hwee 
Koon, from Singaporen Licensing 
company InnoformMedia (extremes) 
with Rita Cheung and Poon Yi, from 
Taiwanese broadcaster MATV

ATF 2011 more Attending buyers & Producers · Asia and Middle East
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DW-Trastel (Germany) highlights for ATF five documentaries of dif-

ferent thematics: Future Now-Innovations shaping tomorrow (20x’5-8), 

The Human Miracle (6x’30), Seeing the Boss (10x’30), Of Gardens and 

Gardeners (7x’30) and Chasing the Rush (7x’30).

Alexandra Lenz, sales for Asia and Australia, explains: ‘We will keep 

working on localization of our content, providing local language versions 

(e.g. Mandarin, Bahasa Indonesia), and pushing more co-productions, 

to increase the percentage of truly Asian content. We have closed deals 

with VOD players, p2p and streaming TV platforms in different countries; 

and will offer short programs 

for mobile’.

‘We are going to start a program 

called World Stories, with direct 

participation of our broadcasting 

partners. Our sales performance 

was successful in the Indian 

market, where we sold almost our 

entire catalogue. We made good deals in Taiwan and Thailand, as well’.

Special Interview • Production & Distribution
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Televisa International (Mexico) continues 

betting strongly on the Chinese television market 

with more strategic alliances with local partners. 

The company has just co-produced with King 
Vision a local version of Who understands a 

advisor for the Asian countries of the company 

is one of the main responsible of these key deals 

in that country. ‘We have done 30 episodes of 

one hour and we are working on the distribution 

side, as we don’t have a channel to broadcast it, 

yet’, he highlights.

‘Our experience is pretty different from 

one producer to the others. It depends on 

their experiences and views about producing 

fiction. Some of them prefer making focus 

on the story/artistic, other in the production: 

in the last project, it has been a production 

similar to the movies. I believe that the most 

important part is that all of them trust on us’, 

remarks Casares.

For the ATF, Mario Castro, director of Sales 

and New Business, and Hugo Treviño, director 

of logistics and events of Televisa, promote 

this new production in China and traditional 

telenovelas as The one who couldn’t love 

(150x’60), Double Life (150x’60) and Triumph 

of Love (150x’60).

Other Latin telenovela is Rafaela (150x’60), 

about a young woman who comes from an 

underprivileged family and managed with 

great effort to get a Medical Degree. Also, the 

comedy Darling Sweetheart (150x’60) about 

three close girlfriends who have not been able 

to find real love due to different reasons and 

Rebel (150x’60), the Brazilian version of the 

successful teen telenovela.

Lastly, on the entertainment side, the 

distributor offers Pequeños Gigantes (13x’120) 

a light entertainment talent show where 

children, between 4 and 12, show their abilities 

and witty comments.

televisa: new Production 
aliances in china

During the Taipei TV Festival, Arturo Casares participated 
in a panel about international productions

dw: localized content and new media

Booth #g20

Chinese version of Who understands a woman’s heart

woman’s heart, where the Mexican giant provides 

the story and consultancy services.

Based in Beijing, China, Arturo Casares, 

Booth #f17

DW for the World: Sevan Ibrahim-Sauer (Africa and 
Middle East), Alexandra Lenz (Asia and Australia), 
Andrea HugemannLatin (America and US Hispanic), 
and Viola Zintgraf (The Americas)

adapted includes USA, UK and Germany, and 

in Asia was sold to Philippines, South Korea, 

India, Thailand and Vietnam to date. 

‘Main territories that acquired our formats 

are China, India and the Philippines. We are 

negotiating with broadcasters and production 

companies in all main territories in Asia’, say 

Gepke Nederlof, Licensing Manager, in charge 

of the Asian market.

‘We are investing heavily in creativity and we 

have a good number of interesting formats to 

offer to Asia. Naturally there is a lot of focus on 

our flagship format The Voice’, adds Maarten 
Meijs, managing director.

Apart from The Voice, Talpa promotes 

talPa quadruPled its forMat sales in asia

Talpa (The Netherlads) formats sold in Asia 

have quadrupled their figures from 2010 to 

2011, being The Voice a big driver of this suc-

cess. The list of countries where the format was 

Gepke Nederlof, Licensing Manager, and Maarten Meijs, 
managing director

Are You Kidding 

Me?, where two 

comedians are 

partners in cri-

me in answering 

want-to-know questions; I Love My Country, 

where two celebrity teams take each other on 

a fun-filled show all about the country; and 

Dating in the Dark is a worldwide hit about love 

between people that didn’t know each other. 

Lastly, Laugh and You Lose, aired in ABC 5 
The Philippines; Sing It, adapted in Dragon 
TV China; Battle of the Sexes, which was a big 

success on RTL 4 Holland; and the hilarious 

action game show The Pain Game.

Booth # B22

The Voice looks for Asia
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asian Business grows 
                      for all3media

Pol-Ka: leading fiCtions 
forMats

< 40 >

Pol-ka Produc-
ciones (Argentina) is 

the top production 

company of the Argen-

tine TV market, and it 

is producing the three 

leading fictions on the 

local prime time: the telenovelas The Unique Ones (220x’60) and Legacy 

of Revenge (180x’60), and the series The Social Leader (39x’60).

The Social Leader is about the nowadays politic situation in Argentina; 

Legacy of Revenge is the most traditional telenovela about love & betrayal; and 

The Unique Ones mixes humor and adventure with absurd situations. 

Alex Lagomarsino and Virginia Berberian, from Pol-ka international 

agent Mediabiz remark that Televisa —the producer has a distribution 

deal until 2015— closed a strategic agreement with RCN to produce in 

Colombia Malparida, one of the leading series in 2010.

For ATF, the executives emphasizes in four top products: Left on the Shelf, 

Killler Women (adapted in seven markets in Latin America and Europe), 

Gypsy Blood and Sleeping with my boss. ‘Our main objective is to increase 

the number of clients to expand our businesses to other regions, because 

in the traditional markets there is a huge offer and the economical crisis 

has reduced the content demand’.

Lagomarsino and Berberian finalize: ‘Nowadays the companies with 

small structures are the ones that can face better the crisis. We will focus 

on new markets, like Asia and keep betting on Eastern Europe with specific 

content for each one’.

Sabrina Duguet, VP Format Sales, and Paul 
Corney, VP Digital Distribution, of All3Media 
International (UK) attend ATF having closed 

some strategic deals in both canned and formats 

all across the region. 

‘We have seen recent success in Asia with the 

launch of the Asian version Cash Cab on AXN, 

which achieved strong ratings across Singapore, 

Malaysia and Philippines for its opening run. 

For finished programming, we have sold to TVB 

telefe shows its growth in asia
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The Asian version of Cash Cab on AXN

abs-Cbn: suCCess froM asia to afriCa and euroPe

mediaset: new fiction Productions
Mediaset Distribution (Italy) highlights the entertainment TV movie 

Paradise for two (1x’100) about a marine biologist, who lives with her 

daughter in an isolated beach and falls in love with a businessman who 

wants to build villas for tourists right in the bay where they live. 

In Sin and shame (6x’100 or 12x’50) a radical and sensual woman meets 

a diabolic and criminal man who begins stalking her. Love strikes (’100) is 

a romantic TV movie where a woman moves to Rome and finds herself 

forced to divide her determination between succeeding as a singer and 

looking for her real father.

In addition, the distributor has recently began the international dis-

tribution of Mediaset Italia, a new linear channel offering the best of 

Mediaset’s programming, just a few hours/days after airing on its local 

mainstream TV channels (Canale 5, Italia 1 and Rete 4); targeted to the 

60 millions Italians living around the world.

Reena de Guzman, Head 
of International Sales at 
ABS CBN Global

Booth # c24

Rachel Glaser, Marketing manager, and Sabrina Duguet, 
VP Format Sales

(Hong Kong) a package of titles including World 

Kitchen 3, Serious Explorers and Stephen Fry’s 100 

Greatest Gadgets’, explains Duguet. 
‘We have licensed the best-selling drama series 

Midsomer Murders into the region for some time, 

and that is now joined by a license for the latest 

episodes of George Gently (series 3 & 4, 4x’120, 

Company Pictures). Phoenix Channel acquired 

Elizabeth and Anna Karenina and Great British 

Hairdresser; and Tcast (South Korea), Model 

Agency and Great British hairdresser’, add Duguet 
and Corney.

The company has also attended the Tokyo 
International Film Festival (TIFFCOM) for the 

first time. Stephen Driscoll, VP Sales, says: ‘We 

have been building our presence in the region, 

from the basis of our two primetime detective 

series and more recently with our documentaries 

and factual entertainment. With more Undercover 

Boss deals and other major USA factual enter-

tainment in development, we hope to expand 

our catalogue further into the region over the 

next few years’.

AXN Mystery Japan acquired these detective 

series and it has just renewed season 10 of Mid-

somer Murders; Discovery Japan has bought the 

factual entertainment series Animal Madhouse 

(6x’60), which will be broadcast on Animal 
Planet. The documentary Pompeii: Cellar of 

Skeletons (’60) has been purchased by NHK, while 

the factual entertainment series Undercover Boss 

USA has been acquired by WOW WOW. Lastly, 

Nippon TV (Japan) has got Meet the Parents.

Exhibitors

Star Media Group (Russia-

Ukraine) highlights at ATF its 

telenovelas and new drama 

series, like Anna German 

– Mystery of the White Angel 

(10x’52), Once upon a time 

in Odessa (12x’52) Demons 

(nominee of Monte Carlo 

TV Festival), the adverture 

drama Island of the Unwanted 

(24x’44), the new format Go 

Dance! (100x’120), the new 

English-language docudrama 

Soviet Storm – WW2 in the East (18x’52), among others.

William Peck, International Sales Consultant and in charge of the market, 

highlights that the company has closed strategic deals in the Middle East, 

China and Japan. ‘We have won a prize for our film The Dandelion (‘90) in 

the Seoul International Drama Awards 2011. The most successful Russian 

shows on the international market are our historical serials and documentary 

dramas, like The Great Patriotic War, made with the First Channel and sold 

to China, Great Britain and Czech Republic’.

Other top series are WW2 Reloaded (26x’52) and The Napoleonic Wars 

(13x’52), for which the company is looking for coproducers, Pick Up (16x’48) 

and the historical drama Trouble in Store (8x’52), the action miniseries 

Anti-Sniper (4x’100) and the films The Sum of all meanness (‘90) and Two 

tickets to Venice (‘90).

The Unique Ones, one of the leading telenovelas 
on the Argentinean prime time

star Media: historiCal serials, 
doCuMentaries and forMats

Booth # a07

Anna German – Mystery of the White Angel, 
drama series for ATF
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tv azteca/comarex: 
new format sales in asia

those that have already telecasted the series with 
great success. In addition the new telenovelas 
Trading Lives and Vuelveme A Querer will also 
be produced locally’.

At ATF, the distributor highlights its newest 
teen series Grachi (1st & 2nd seasons 75x’60) a 
story of a young girl who must learn to use 
her newfound magical powers whilst coping 
with school, and growing up. It is an original 
production from MTV/Nick Latin America. 
Trading Lives (120x’60) tells the story of three 
wealthy young girls whose fortune takes a turn 
for the worse when their parents die.  

‘From TV Azteca, we are also pushing Under 
a Red Sky (174x’60), premiered on Azteca’s 
Channel 13 becoming a tremendous hit in the 
Mexican audience; Empress (151x’60), starring 
the international star Gabriela Spanic; and the 
suspense/thriller series Drowning City (20x’60), 
When Night Falls (20x’60) and the comedy series 
Lucho en Familia (36x’60)’, says Contreras. 

‘To date, the 2011 
has been a great year 
for us in Asia. We have 
been able to close ma-
jor telenovela channel 
deals with cable sta-
tions and producers 
within the region. The 
introduction of our 
formats and our best 
selling telenovelas has 
been challenging and 

to achieve a constant presence in the region 
has been great’.

Martha Contreras, Sales Asia, Comarex, sales 
representative for TV Azteca (Mexico) highlig-
hts to Prensario: ‘The hit format La Academia, 
an entertainment show in search for the next 
pop star, has been an incredible success in Astro 
Malaysia with nine seasons. New seasons will be 
produced locally in new territories as well as in 

‘The main trend 
in Asia is undo-
ubtedly formats. 
Asian buyers used 
to buy formats in 
the past, but now 
they are seeing 
other genres, from 
drama to reality 
to game shows. 
It is important to 
understand the 
market and to be 
aware of the au-
dience needs and 
likes. With our experience in the production and 
script writing of telenovelas, including lengthy 
series, we are now targeting the international 
markets by offering not just stories but formats 
as well and targeting the male and teens audien-
ces’, finalizes Contreras.

a+e: movies and real life series
A+E Networks (USA) highlights for ATF seven outstanding produc-

tions, starting with Raising the Titanic (‘120), available in early 2012, and 

the season 3 of the real life series Storage Wars (26x’30).

Monster In-Laws (10x’30) shines a light on married couples that are 

at the boiling point with their overbearing in-laws, while History of the 

World in two hours (‘120) is a fast-paced journey from the beginning of 

time to the present day. Hunt for the I-5 Killer (‘120) is a dramatization 

based on the haunting true story of the year-long manhunt for a killer 

suspected of murdering 14 victims and committing numerous sexual 

assaults. 

Lastly, Picker Sisters (5x’30 + 3x’60), about two girls that cross the USA, 

and The First 48:Missing Persons (7x’60) that follows the detectives of 

the Missing Persons Unit as they search for husbands, wives, sons and 

daughters who have disappeared. 

Booth # h19

Martha Contreras, Sales 
Asia, Comarex

Booth # h22
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The new telenovela Trading 
Lives, which will be produced 
locally in Asia

The Malaysian adaptation of the entertainment 
format La Academia. It will have new seasons in 
new territories during 2012

director, received the award. ‘This is the first 

international festival we have submitted our 

series to. We are honored to receive the big 

prize, surpassing productions such as Passione 

(TV Globo, Brazil). Our series has already been 

watched by viewers from USA, Latin America, 

Africa, Middle East and CIS and we hope that 

such prize will enable us to introduce our pro-

duction to the Asian public’, states Ion.

Now, MediaPro Distribution (Romania), 

the distribution arm of the company, highlights 

the series at ATF, where it is attending with 

booth for the first time. The company is also 

MediaPro: aWard-Winning series in asia 
and neW draMas

One of the most relevant 

news involving MediaPro 
Pictures (Romania) has been 

the winning of the Golden Bird 

Prize award for the series In 

the Name of Honour as “Best 

Drama Series” Category at 

the 2011 Seoul International 
Drama Awards. The Roma-

nian production surpassed 

other seven nominees for its category.

Ruxandra Ion, general producer of the series 

and VP MediaPro Pictures, and Iura Luncasu, 

pushing A bet with 

life (52x’60), the 

brand-new com-

edy drama that 

centers upon the love story between two teenag-

ers whose destinies are switched at birth. 

Two of the top prime time long running series 

of the distributors are: Lara’s Choice (166x’60), 

a drama and romance series based on a loyal 

woman, and Second Chance (80x’60), a story 

full of love and intrigue in a classic romantic 

triangle. Lastly, the epic fantasy fairytale about 

a king and a queen, The Devil’s bride (’92).

A bet with life, new dramedy series

Ruxandra Ion, receiving the 
award in Seoul for In the 
Name of Honour

Booth #m30
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Kanal d, turKey: ‘once we enter the marKet, 
our series will Become a trend in asia’

and Malaysia contacting us because our 

production quality and content is very good’.

Kanal D has more than 35 series in its 

catalogue. ‘Some of the top titles are Forbidden 

Love, Gumus, Leas Cast, Rebellious and Lady’s 

Farm, among others. We are expecting to 

enter several countries with those titles as 

they have already proved themselves successful 

internationally. We also believe that once we 

enter the market our series will become a trend 

in Asia as well’.

‘After the success of the Turkish series, first 

in the Middle Asia and later on in the Middle 

East, we have expanded to new territories such as 

the Balkans and the Far East and has played an 

important role in the popularity of the Turkish 

serials in the world. In Middle East, the final 

episode of Gümüş was seen by 85 millions of 

viewers, hit a record and ever since it has been 

a phenomenon’, finalizes Ozsumbul.
‘Not many buyers from Asia know about our 

industry. Turkish TV market is growing rapidly 

‘After fruitful 

meetings with 

our clients, we 

had several new 

agreements right 

after MIPCOM 

with new clients 

f ro m  Po l a n d , 

Albania, Ukraine, 

Finland, France, 

which are showing 

strong interest in our TV Series. Our titles Time 

Goes By… and Fatmagul have been the most 

demanded ones during the market, and now 

we want to expand them in Asia’.

Ozlem Ozsumbul, Head of Acquisitions 

and Sales, of Kanal D (Turkey) explains to 

Prensario the purpose of the company in Asia, 

for which it is attending the ATF for the first 

time: ‘The Asian market is a huge, but difficult 

for foreign programs. There have been several 

companies from China, Vietnam, Indonesia, 
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Time goes by and Gümüş. two highlights for ATF 

and we are the leading TV station, owned by 

Dogan TV Holding, and with the best-rated 

TV series. Besides being the largest national TV 

channel in Turkey for the past 10 years, Kanal 
D has also earned a great success as a content 

provider to different areas’.

various new digital platforms’. 

Vincent Tola, International Sales & 

Acquisitions executive, Vision Films, explains 

the moment of the distributor in Asia. ‘These 

factors have enabled us to exploit and license 

each right in every territory. We learn the 

programming needs of each of them along with 

the specific rights and windows that need to be 

carved out, and we often find that the tastes of 

each country are vastly different’.’

‘With the emergence of new VOD and other 

digital platforms, Chinese buyers now have 

much more freedom with respect to the type 

of programs they can license, so we have been 

selling our music programming and feature 

films at lightning speed, and our business is 

vision filMs: asian business uP over 200% 

‘Asia has always been a key region for us 

to target because it accounts for roughly 1/3 

of the world’s territories.  It’s also one of 

the most progressive regions with respect to 

technological growth and the emergence of 

up over 200% 

from last year’. 

In Vietnam 

a n d  H o n g 

Kong we focus 

o n  s e l l i n g 

different types 

of films, music 

shows and documentary specials to various TV, 

Video, and all rights buyers’.

On family films, Vision Films highlights Lake 

Effects and Beautiful Wave; on action, Seven 

Below and Blood Money, while in documentaries 

Iceland and Coral Reef 3D. Lastly, in music 

programming Lady Gaga: On The Edge and 

Taylor Swift: America’s Sweetheart.

telefe: strategic deal in india

Telefe International (Argentina) closed a strategic 

agreement with the Indian production company Miditech, 

which will distribute its catalogue of ready-made content 

and formats in India. The company started the distribution 

business from its offices in New Delhi, Mumbai and 

Bangalore. Nivedith Alva, Business manage  r, remarked 

that the deal allow the company to have ‘fresh Latin content, 

which is needed in the Indian market’.

Telefe’s top shows for Asia are The man of your 

dreams (13x’60), being negotiated in India, France, 

Colombia, Italy, Chile and Turkey, SuperClumsy (2 

seasons, 26x’30), and When you Smile (150x’60), which 

will be soon launched in Israel and Russia (original) 

and adapted in France.

Ozlem Ozsumbulm, Head of Acquisi-
tions and Sales, and Amac Us, Sales 
and Acquisitions Specialist, during 
last MIPCOM

Booth #a01
Exhibitors

Guillermo Borensztein, Michelle Was-
serman and Fernando Varela, Telefe, with 
Nivedith Alva, Midtech

Lise Romanoff, managing director, with her sales and marke-
ting team: Adam Wright, Vincent Tola and Michele Berman

Lake Effects

Exhibitors
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dori media: more 
vamPires and new 
entertainment formats

Dori Media Distribution (Israel/

Argentina) arrives to ATF with a rich 

catalogue of telenovelas and series, 

which characterize the company, 

but also two new entertainment 

formats, that diversify the offer of 

the distributor.

Split - The Real Story (45x’30) is 

the third season of the successful 

teen-vampire series: it tells the story 

of a group of actors that discover that 

their real life is scarier than the story 

they act in. The first season was sold 

to over 60 countries in a year and the 

second to over 23 territories in six months.

The entertainment side is headed by Wrong Numbers, an exciting 

game show in which a random pedestrian is asked to call one of his 

least favorite cell phone contacts, and by The Money Pump, a thrilling 

game show where contestants must beat a huge money pump in order 

to walk away with a cash prize. 

About formats, Dori Media has closed a strategic format deal in 

Andres Santos, VP Sales, Dori 
Media America

Booth # J18

telemundo/tvn: 
fiction formats for asia

Through Telemundo International 
(USA), TVN Chile offers to the Asian 

market successful fiction formats like 

Where is Elisa?, which has been adapted 

in ABS-CBN The Philippines, Indonesia 

and Turkey. Ninety percents of the for-

mats sold by Telemundo are from the 

Chilean broadcaster.

TVN Chile is also promoting its new 

title Alicia’s Maze, about a shelter school 

counselor, who suspects that a serious 

threat lurks among the young students of 

this school, and Esperanza, el destino del 

amor, both launched at MIPCOM.

In Asia, Telemundo has also licensed 

Quinceañera in China, while TV TOKYO 

Japan has El Clon (co-produced with Globo Brazil) on air; Marina is on 

VBC Vietnam and Beautiful but Unlucky on TV3 Malaysia; and Cruel 

Love and Someone’s Watching (the US version from the TVN format) 

are on Vision 2 Indonesia.

‘Moreover, we are negotiating deals and working on original pro-

jects with Turkey, Vietnam, South Korea, Japan, Malaysia, Philippines 

and Singapore’, remarks Xavier Aristimuño, SVP Sales and Business 

Development, Asia. 

Aristimuño has attended the China International Film and TV Pro-

grams Exhibition in Beijing, and the BCWW 2011 in Seul, Korea. ‘Asia 

is a challenging market and to be successful there is essential to know 

it well and build an expertise and strategy for development such as the 

one we have built over the years’, he explains. 

NHK/NEP (Japan) brings to ATF 2011 its catalogue of products, high-

lighting its collection of documentaries featuring March 11th earthquake, 

tsunami and the following nuclear issues occurred in 2010 in Japan. 

Cosmic Front is a documentary about the outer space, which will unveil 

the new findings about our universe that have been discovered recently 

with the rapid development in observational technology. 

The catalogue also includes the drama series The Tempest (1x’73 and 

9x’43), which tells the story of a woman, born in the 19th Century, who 

poses as a eunuch, hiding her true gender and becomes a government 

bureaucrat to protect the dynasty in an era of political upheaval.

Sunshine (156x’15) is another drama series about a woman who lived 

through World War II as a school teacher, a wife and a mother. Lastly, 

the animation series Drucker in the Dug-Out (10x’25), which is based 

on the best-selling novel in Japan.  

nhK: documentaries and drama series

Where is Elisa?, adapted in 
Indonesia and The Philippi-
nes (ABS-CBN)

Split - The Real Story, new season of the 
vampire series

Wrong Numbers: entertainment formats, too

China about Mannequins and 

Amanda O, which were sold to 

Idea Asia Media that will deve-

lop them for the local market. 

Produced by Dori Media Darset 

for HOT’s VOD services in Israel 

and other countries, the first 

format is about survival in the 

glamour and youth world. More 

than 102 episodes were bought 

16 millions times during its first 

six months available in VOD.

Amanda O was the first cross 

platform telenovela produced 

by Dori Media Contenidos in 

Argentina and sold to more than 

100 territories. It was launched 

in 2008 on novebox.com, the 

first online community for 

Spanish contents, where it was 

seen 800.000 times from users 

in Argentina, Uruguay and 

Paraguay. 
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record tv: ePic & crime series in hd
a beautiful young lady, and Jewish at a time 
when her people were persecuted and she must 
avoid that they’re all extinct. The drama takes 
place in Persian Empire, where King Ahasuerus 
called all the virgins of the kingdom so he could 
choose a new queen for him. 

The law and the crime (21x’60) follows a 
high-society woman who decides to study 
and become a police commissioner after her 
father being murdered in a robbery. In charge 
of the most troubled police department of the 
region, her only goal is to make sure the law 
is enforced.

Jackpot! (‘45) is the latest telenovela of Record, 
still on air at 10.15pm slot and working well. It 
tells the story of a group of friends that become 
millionaires after winning the New Year’s Eve 
lottery. The terrible nightmare starts when they 
decide that, the one who accomplishes a mission 

shows that will be produced locally: ZeZe 
Comedy Show and The Prize of Surprise, a 
cross-platform show and one of our new for-
mats’, explains François-Xavier Poirier, CEO 
of Novavision.

An Indian version of The Prize of Surprise is 
also being co-produced with local producer/
distributor Gold TV. It will be presented by 
the Indian comedy star Kapul Sherma, accom-
panied by Barathi, whose show Comedy Circus 
attracts record audiences in India. Poirier, who 
also sometimes acts in the comic clips, will join 
the two presenters. 

In Sri Lanka MTV will produce 200 pro-
grams —English, Sinhalese and Tamil— of 
The QuizZz, on which Julie Cruyt, Head of 
Development, is directing a second season. 
Moreover, PopCornTV was sold in RTB (Bru-
nei), B Channel (Indonesia), IRIB (Iran), 

novavision: China, india, sri lanKa and Counting
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Novavision (France) has closed key deals in 
China, India and Sri Lanka, among others across 
Asia. It attends ATF promoting Pop Toons, a car-
toon show of non-verbal family entertainment, 
and it launches The Bubble Comedy Show, a 
series of 26-minute compilations of non-verbal 
comedy sketches from around the world, lasting 
from 45 seconds to three minutes. Thirteen epi-

Astro, Fine TV and Santal TV (Malaysia), 
ABS-CBN (Philippines), Channel 3 (Thailand), 
VTV (Vietnam), while Burma just ordered 400 
episodes of the show. 

Following the success of PopCornTV on the 
public Cambodian channel, the country’s lea-
ding mobile operator, CAM GSM, is launching a 
PopCornTV comedy channel, which will screen 
the first 100 episodes of the show starting at 
the end of this year. 

Vertice Sales (Spain) brings to ATF a highlighted catalogue o series, 
documentaries and movies, apart from its new 3D productions, which 
are brought after a distribution deal with D4D Audiovisual, also from 
Spain. Maria Arroyo, sales executive, is in charge of the market. 

Gonzalo Sagardia, general manager, and Arroyo, explain: ‘We sold 
El Hormiguero to China, Sychoplay to Indonesia, Wild Connection to 
Thailand, Russia and France, Misrata to Middle East. We also licensed 
the 3D series World City to Orange, and a big deal with LG is about to 
come. These productions allowed us to reach new clients’

According to the executives, the goal for 2012 is to grow in Japan 

and Southeast Asia, and 
that’s why the company 
is attending the ATF in 
Singapore. ‘Our priority 
areas for next year are 
United States, United 
Kingdom, France, Italy 
and Germany, besides 
Latin America and His-
panic US’, finalize. 

vertice sales: 3d content 

Record TV Network (Brazil) stresses for 
the Asian markets its catalogue of products in 
HD, highlighting the epic series Samson and 
Delilah (18x’50), which tells the story of the 
strong Samson, a courageous man who fights 
many armies of his people enemies, and savage 
beasts, and Delilah, a Philistine woman with 

shall be entitled to 
the other half of 
the prize that is 
stored in a saving 
account. Friends 

Delmar Andrade, International 
Sales Director

Booth # f02g02

Exhibitors

Juan Antonio Dominguez, CEO CINTV, Gonzalo Sagardia, 
Maria Arroyo and Enrique Fernández-Galiano, Sales 
Executive of Vertice Sales, and Salva Puig, Sales Manager 
of D4D Ingeniería Audiovisual

Local adaptation of The QUIzZz for MTV in Sri Lanka

start to die mysteriously and the winners enter 
in a game of life or death in which, if they don’t 
discover who is the murderer, they may be the 
next victims.

Lastly, River of Intrigues (167x’45) is a 
contemporary telenovela full of mysteries, 
with different scenarios. It tells the story of a 
historic town with beautiful landscape and a 
river where people practice sports. Despite its 
beautiful scenery, the city’s main assets are its 
different inhabitants. Everything in this quiet 
town is transformed with the arrival of a mega-
project, which causes an impact on all aspects 
of social life of each resident. Samson and Delilah

François-Xavier Poirier, CEO

an exuberant 
b e a u t y  a n d 
e x t r e m e 
ambition who 
was chosen by 
prince of Gaza 
to be another of 
his courtesans in 
palace. 

Esther,  the 
Queen (10x’60) 
tells the story of 

sodes are currently in 
production.

In China, it has 
signed an agree-
ment for PopCorn 
TV (200x’26) with 
Shang hai  Media 
Group (SMG), who 
distributes in China. 
‘We are also discus-
sing about two other 

Booth # h13
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artear, toP drama series 
and documentaries

which tells the story of a political staffer, a man 

that keeps his dreams alive in a very peculiar 

way: through the political and social work 

within a very poor neighborhood. 

Currently on air at El Trece Argentina —the 

leading free-to-air channel of Artear— the se-

ries 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.

Left on the Shelf (36x’60) is an award-winning 

drama series, having received a Martín Fierro 
Award —the most important prize of the Ar-

gentinean TV— and being nominated in four 

Hernandez says: ‘We have more than 15 

years of experience in Latin America and we 

see great potential in Europe and Asia, as we 

count on quality of service to match the highest 

requirements of these regions, but we also have 

advantages both in service flexibility and costs, 

that are deeply appreciated by broadcasters 

and producer companies. Generally, services 

are expensive and hard, as customers need 

to adapt a lot to providers, and with us is the 

opposite situation’.

‘Having incorporated the French language 

is a very important aspect for our growth, as it 

makes our offer full, and allows us to focus on 

a huge amount of new territories where this is 

universal labs foCuses on euroPe and asia

Universal Labs, provider of dubbing services 

in Latin America, is expanding to Europe and 

Asia. For that reason, the company assisted 

to Mipcom, to increase their business within 

both regions, but with special focus in the 

former one. 

Apart from English, Universal Labs offers 

its services in French, Portuguese and Neutral 

Spanish. Liliam Hernández, CEO, attended the 

Cannes-based show along with Gema Lopez, 

director of Operations, Claire Darnel, French 

Director, and Mocha Aguilar, from Eldorado, 

heading the office in Spain. It was the stron-

gest presence of the company in a market in 

recent years.

Artear International (Argentina) highlights 

for the Asian markets its portfolio of series, 

telenovelas and documentaries, highlighting 

the latest production The Social Leader (36x’60), 

categories for the Seoul International Drama 
Awards: “Best Drama Series”, “Best Director”, 

“Best Screenwriter” and “Best Actress”. 

Other top products are Be Kind to Me 

(36x’60), the legal dramedy More Than Part-

ners (39x’60) and the telenovela Gypsy Blood 
(250x’60). Laslty, The documentary line up is 

headed by Fantastic Biographies (8x’30), Meth-

ods (13x’30) and Tasting Notes (57x’30). 

gaumont, from motion Pictures to high-end tv series and miniseries

The famous Europe-based mo-

tion picture studio, Gaumont, has 

moved into global television pro-

duction and distribution forming 

Gaumont International Television. 

Erik Pack is the head of worldwide 

sales and co-productions, and the 

aim is to make focus on high-profile 

series and miniseries. 

The two first projects are Han-

nibal and Madame Tussaud, which promise strong awareness in the 

worldwide market. The first one is a one-hour drama series, taking the 

famous story of the cannibal psychiatrist Hannibal Lecter, who helps 

a FBI criminal profiler to deal with serial killers. The writer is Bryan 

Fuller, the responsible of Pushing Daisies, Wonderfalls and Dead like me. 

Martha De Laurentiis (producer of Hannibal in cinemas) is the execu-

tive producer. The second is a six-hour miniseries, telling the turbulent 

and triumphant life of the great artist, who survived the horror of the 

French Revolution. The writer is Michael Hirst, the same of The Tudors 

and Elizabeth.

Artear at last MIPCOM: Mariana Fernandez, international 
sales manager, and Julieta Gonzalez, sales executive 

Liliam Hernandez, Claire Darnel, Gema Lopez and Mocha 
Aguilar, at Mipcom

the main language. In Europe we are moving 

steadily. We are very interested in Asia because 

new audiovisual developments are coming, and 

we want to be part of it’.

Left on the Shelf, four nominations in Seoul 

Erik Pack, head of worldwide sales and 
co-productions
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caracol tv: action, crime and drama
a man that lives in New York when he realizes 

he has a daughter in Colombia and decides 

to return and take on his role as a father. 

However, when he is traveling someone hides 

some dollars in his suitcase and the police 

arrest him. 

The series Infiltrated (40x’60) shows the 

National Police in another of many efforts to 

address the immense growth in 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 The Witch (25x’60), a town teacher 

discovers that her powers as a witch will gain 

her access to places she never imagined she 

could be. Amanda will then take advantage of 

her “special” influences to acquire power and 

change the course of politics in a country. Yellow 

Team (120x’60) tells the story of five street 

Caracol TV (Colombia) attends ATF with a 

complete catalogue of series and telenovelas, 

highlighting Broken Promises (60x’60), which 

tells the story of three girls that are taken from 

her homes and forced to live as slaves, both 

sexually and work wise, as they become victims 

of the human traffic networks.

The Secretary (120x’60) is a comedy about 

warriors that live 

on the mercy 

their passengers 

with stories and 

conflicts of others 

get them in their 

own adventures. 

L o v e  a n d 

Fear  (90x’60), 

a coproduction 

between Caracol 
and Sony shot in 

full HD, which was 

zodiaK rights: the quicKest athlete in the greatest feat of his life
Zodiak Rights highlights this year in Singapore the factual show in 

HD Usain Bolt: The Fastest Man Alive (2x’60), an exclusive behind the 

scenes that follows Usain Bolt who is, with 25 years old, the quickest 

man on the planet. Director Gael Leiblang has secured exclusive access 

to the athlete, filming him up closely and personally over 12 months as 

he prepares for the 2012 Olympic Games. 

The format You’ve Got To Be Kidding Me (’60), an I&U TV production 

for Das Erste, is a challenge show that pits kids against adults, such as a 

10-year-old boy competing with knowledge with a college professor.

Tickety Toc (52x’11) is a kid show in HD created by Foundation TV 
Productions and Funny Flux Entertainment for Nick Jr Global, NRK 
Super and YLE Finland that shows what goes on behind the clock. 

Inside an old clock shop is wall full of clocks, all of them ticking away 

to themselves and keeping perfect time. And right in the middle is the 

Tickety Toc Clock. As every hour passes, the Tic Toc Clock springs into 

life to chime in the time. 

Roberto Corrente, sales 
executive for Asia

Booth # h14

Booth # B22

released in November in Middle East through 

Fox Channel. The series runs in the Fifties 

in Colombia, where a fantastic and thrilling 

romance takes place. Lastly, the company offers 

the romantic comedy The English Teacher 

(120x’60) and the drama series Confidential 

(55x’60).Broken Promises and The Secretary, highlights for Asia

It will be ready for the Fall 2012 and it will have 

52 episodes of 26 minutes each’.

Produced with Visual Picnic and Licensing 
Works, Playtime Buddies (52x’13) and Virus 

Attack (52x’13) —on air in Cartoon Netowork 
and Boeing— are another titles with good pos-

sibilities in the licensing business. 

In Italy, Disney XD and Rai 2 are broadcast-

ing Inazuma Eleven (127x’27) targeted to kids 

5-12. ‘The licensing program keeps growing: 

Easter eggs, stickers, trading card, kiosk flow 

packs, school lines and footwear. It is expected 

a Nintendo DS videogame for January 2012’, 

adds Azoury.

Other titles from the company are Faccinep, 

Mondo tv’s foCus: liCensing and ConsuMer ProduCts 
After Mipcom in Cannes 

and Brand Licensing Eu-

rope, Mondo TV (Italy) 

consolidates its position 

in the consumer products 

arena. Micheline Azoury, 

sales manager of Mondo 
TV, highlighted to Pren-

sario the ‘solid alliance’ 

the company has with the 

American toy company 

M.E.G. Toys and Giochi Preziosi, from Italy. 

‘Gormiti-The New Adventure, the new full HD 

3D CGI animated series co-produced with Gi-

ochi Preziosi was a success among our clients. 

a figurative reading that gives the change to 

dress up the favorite team; So So Happy, about 

little monsters; Lulu Brum Brum (52x’13), 

with a tortoise and its friends being broadcast 

it Rai YoYo, Playtime Buddies (52x’13); The 

legend of the Snow White and Welcome back 

Pinocchio. Jus-
tin Kim, CEO 

of AVA Enter-
tainment and 

representative 

for Mondo 
TV in Asia, is 

in charge of 

this ATF. Virus Attack: good chances for licensing 
business

Micheline Azoury, 
sales manager

Booth # f02-g02

Booth # J02
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After the 2011 MIPCOM edition with Focus 
on Russia, less people in the TV industry 
doubt about the country’s attributes, which 
made Russia a key television market in the 
world. Even this ATF issue is focused on Asian 
content business, Prensario international 
considers important to reflect the main 
highlights of the Russian market.

Along with Turkey, Brazil and some South-

east Asian countries, as Malaysia or Singapore, 

Russia is showing growing numbers: there 

are 330 channels —and rising because of the 

digitalization— operating in the market, and 

the ad pie in television is USD 3.5 billions 

(2011). This number shows a growth of 20% 

in comparison with 2010; and it’s expected to 

grow 20% more in 2012.

Internet and new media, especially IPTV, 

are booming. Russia is considered one of the 

biggest online advertising markets, expecting 

to reach USD 2 billions by 2015, according to 

AKAR. The Connected TV users (Smart TV) 

will surpass the IPTV subscribers by 2013: 7 

million against 3.1 million. Cable revenues 

are estimated in 734 million Euros and there 

are 22 millions of mobile Internet users in 

2011, expecting to get 100 users in 2014.

According to TNS, seven from 10 web users 

in Russia consume video content. The fast 

growth of Internet TV and Internet Video has 

started two years ago with broadband access 

becoming widespread in Russian regions. 

Today the audience interested in the video 

content numbers about 31 

millions users. The upward 

trend in this segment is likely 

to remain at a level of 25% in 

years to come.

The main broadcasters are 

being aggressive in imple-

menting new digital strat-

egies. Elena Afanasyeva, 

director of Creative Plan-

ning and Internet Depart-

ment, Channel One —see apart 

Konstantin Ernst keynote at 

MIPCOM— and Anna-Maria 
Treneva, Chief New Media Of-

ficer, CTC Media —among the 

Top 5 channels— highlight the 

broadcaster’s online develop-

ments and future plans.

AKAR Russia claims that in 

2011 the Internet advertising 

market growth was 60% with 

video advertising market doubled, 

and this trend will remain. ‘We 

will leave no avenues unexplored 

during the integration of the free 

TV and the Internet’, highlighted 

Afanasyeva.

Russia has already become the 

second largest Internet user market in Europe. 

Apart from YouTube, the largest Russian 

websites and platforms with video content, 

TV-channels’ web sites and video hosting 

services, remain the leaders. The time spent 

Main Report

One of the most expected keynotes of last 

MIPCOM was the one from Konstantin Ernst, 
CEO of Channel One, the leading broadcaster 

in Russia. ‘Executives of either channels or 

independent production companies are facing 

the crisis. I don’t even mean the financial crisis, 

because any financial crisis is a part of a cultural 

one, in a general sense. Millions of people don’t 

understand that everything has changed. They 

take the 2008 crisis as yet another one and 

believe everything will be fine again’.

‘Electronic media have tamed the mankind 

and people working with it is fully responsible. 

Ninety nine percent of TV formats that had 

been effective in all the markets for decades 

don’t work anymore. A good format life now 

is as short as a season or two’.

‘We have been suffering from dramatic 

losses of high-quality audience, the smartest 

one, and the one that our advertisers like. It 

would be appreciated a high-quality project, 

but these people either have no time to watch 

TV. Hollywood has chosen the slippery slope 

of satisfying teenagers’ needs these days, giving 

them an audiovisual amusement ride. The 

point is a strategy of story telling. If we fail to 

pass over this type of culture to the youth, we 

will lose them when they grow up’.

‘The Internet killing television sounds 

nonsense to me. A TV channel now is not a way 

of distribution, it is a team creating content. 

It doesn’t matter the vehicle, as each decade 

will be bringing us a new transport. The classic 

television will get killed not by the Internet, 

but by the Internet-formed people’.

‘People formed by the Internet information 

stream pay more attention to events’ highlights 

than to the actual events. They won’t watch a two-

hour studio show  because it is too long. This is 

what medicine calls Attenttion Deficit Syndrome. 

Their minds are after the product’s general idea 

—and a preview is often more than enough’. 

‘Many can be deceived by the recent growth 

of total-TV on the major markets. Some are 

trying to explain it by its better quality —HD, 

stereo sound, variety of new channels. It can 

be true, but another true fact is that thanks to 

God and medicine, the number of old people is 

just great. And the classic television is still their 

choice. We can’t throw them overboard’.

‘The old television and the new one will be 

completely different from each other. Moreover, 

the economy wants TV channels to attract the 

audience of those born after 1980. Apparently, 

in some near future, the big channels will have 

to create two versions of their programming, 

one for the digital generation and the other for 

the analogue one’.

‘Watching TV in the past was a part of people’s 

daily routine (to have dinner, to turn on their 

TVs; to turn them off and to go to bed). New 

television cannot rely on such loyalty. It will 

have to offer its services as a street merchant 

and it has to be convincing. We have to look for 

our viewers by classifying them in order to offer 

them individually appealing products’.

‘So, TV channels are not any more popular 

theatres with big colorful posters that only have 

to sale tickes. We’ll be after people everywhere 

as Special Military Forces, and we’ll be foisting 

our product off on them. It’s not for the reason 

they don’t need our product anymore, it is the 

new approach we have to deal with. A new era 

of TV business in emerging’.

Konstantin ernst, channel one: ‘a tv channel now is 
not a way of distriBution But a team creating content’
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Treneva remarked that the company will 

launch a multiplatform female-oriented chan-

nel with a cross media offer: ‘CTC Media is to 

become more than television through range 

of activities including development of our 

video social network Videomore.ru —with 

10,000 titles—, applications for Connected 

TV and mobile platforms, branded games 

and cross media formats’.

In March 2011 Gazprom Media Holding 
(including NTV and TNT) entered the online 

subscriptions sector by launching Now.Ru, 

an SVOD-only video hosting service. The re-

source offers now both the exclusive content by 

the Holding’s channels and the content by such 

foreign partners as Sony Pictures, Universal, 
Walt Disney and Warner Bros.

There is still an opportunity for paid video 

market - the segment of those using con-

nected TV and set-top boxes with OTT signal 

delivery services should be considered. J’Son 
and Partners research shows that people 

not ready to pay for the content available for 
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Elena Afanasyeva, director of Creative Planning 
and Internet Department, Channel One, during her 
presentation last MipcomThe Russian House outside the Palais des Festivals offered during MIPCOM a 

complete schedule of Russia-related conferences about new media, co-pro-
ductions opportunities, among others: Konstantin Ernst and Laurine Garaude, 
director of MIPTV and MIPCOM at Reed Midem Exhibitions Konstantin Ernst, CEO of Channel One Russia, offered a 

keynote at MIPCOM

by FAbricio FerrArA

free on the Internet are willing to pay for the 

same content available on a big screen in their 

living room.

All major vendors like LG, Samsung, Philips 

and others do plan to sell more than 1 millions 

Connected TV units in 2011 only in Russia. 

The current connection ratio at 25% and an 

average of 3 viewers per such a screen mean 

at least 900,000 viewers of Connected TV 

next year. Together with set-top box audience, 

estimated to exceed 1 millions people in 2011, 

it makes quite an attractive market.

viewing online video is also up. Users watch 2.6 

billion videos with an average user spending 

11 hours viewing them monthly; an average 

user spends 560 minutes monthly watching 

video online (ComScore).
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04:31

03:11

03:08

03:05

03:03

02:58

02:47

02:31

02:18

01:58

JaPan - KantO

Malaysia

hOng KOng

sOuth KOrea

indOnesia

vietnaM

taiwan

china

thailand

india

In 2010, the average daily viewing time 

across the world stood at 3 hours and 10 

minutes per person a day, which represents an 

increase of 6 minutes over the last five years, 

but also a decrease of two minutes compared 

to last year. In the total Asia Pacific territory1 

the daily viewing time lost 7 minutes between 

2009 and 2010. All the countries studied see 

their daily viewing time decrease this past year, 

except Thailand with 2 hours and 18 minutes 

in 2010 against 2 hours and 16 minutes in 

2009 (+ 2 minutes).

Japan2 records the highest TV consumption 

among the Asian countries with 4 hours and 

31 minutes in 2010 per individual and per day, 

and remains quite stable compared to 2009 (- 1 

minute). The country ranks among the biggest 

TV watching countries in the world. Second 

is Malaysia, with 3 hours and 11 minutes per 

individual. Regarding China, the daily viewing 

time per individual decreased by seven minutes 

between 2009 and 2010, with 2 hours and 

31 minutes in 2010 against 2 hours and 38 

minutes in 2009. 

In terms of content there are also disparities, 

but most Asian countries are very into 

entertainment shows. In China, the two most 

successful programs of 2010 were the yearly 

blockbuster Chinese New Year’s Eve with a share 

of 43.7% and more than 240 million viewers 

on CCTV1 and the Chinese Lantern Festival’s 

Eve with a share of 25.0% and more than 122 

million viewers on the main channel. 

Foreign input is increasingly popular in 

China. Indeed, in 2011 the country launched 

changing the rules of 
entertainment in asia

by sArAh lAbidurie
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Special Report by Eurodata TV Worldwide

adaptations of international formats such 

as China’s Got Talent and Sing It on Dragon 

TV or Strictly Come Dancing on Hunan TV. 

These programs performed very well with, 

for example, a share of 3.2% for the premiere 

of China’s Got Talent, versus a share of 0.9% 

for the channel. Strictly Come Dancing was 

also a success in 

South Korea. The 

premiere gathered 

a  21.4% share, 

against 15.6% for 

the channel.

D e s p i t e  t h e 

attractiveness of 

entertainment in 

China, this trend 

may change in the 

future because of 

a new directive 

from the State 
Administration of 
Radio Film and Television (SARFT). It was 

recently decided that the total number of 

entertainment shows broadcast by the 34 public 

channels daily between 7:30 pm and 10 pm will 

be restricted to just nine shows per day. Only 

two entertainment programs will be allowed 

to air each week per channel, with the length 

of each show being limited to 90 minutes. This 

will inevitably lead to radical changes in the 

Chinese TV market.

Japan, which is well-known for its 

entertainment shows, aired many variety shows 

such as Itte Q which seduced 6.5 million viewers 

or Shouten, which 

gathered 6 million 

viewers. The most 

successful program 

is the yearly event 

61th NHK Red and 

White Song Contest 

which attracted 

almost 12 million 

viewers for a share 

of 54.9% in 2010. 

H i s t o r i c a l l y , 

Japan is one of the 

most impressive 

c o u n t r i e s  i n 

Sing It was a success in Dragon TV: the adaptation of big 
entertainment formats is a new trend in Mainland China

producing entertainment shows, but for the 

first time the public channel NHK adapted a 

foreign game show last summer. Five special 

episodes of the French format Hold on to your 

seat were aired on NHK1 in August 2011. The 

program gathered a market share of 14.3% 

for almost 1.2 million viewers. The Japanese 

version is quite different from the French 

version, with points and prizes up for grabs 

but no money at stake. Contestants were a mix 

of ordinary people and celebrities, known in 

Japan as Talentos.

Japanese celebrities frequently appear 

in entertainment shows both as hosts and 

contestants, with boys-bands and comedians 

being particularly popular.

1 Asian Pacific countries included: Australia (5 Metro cities), 

Australia Regional, China, Hong Kong, India, Indonesia, Japan, 

Kazakhstan, South Korea, Malaysia, New Zealand, Pakistan, 

Philippines, Taiwan, Thailand, Vietnam
2 Japan data are based on Kanton (main market) universe

Want to know more about ratings and 

programming trends in more than 90 territories 

worldwide? Order Eurodata TV’s “One TV Year 

in the World” and “International TV Trends” 

reports: www.eurodatatv.com

AverAGe dAily viewinG TiMe in 2009/2010
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