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THE CROSSROADS OF THE CONTENT
INDUSTRY, AND HOW TO SOLVE THEM

We are very proud of this Mipcom issue of PRENSARIO, as this is our
all-time record edition about volume of pages but, above all, it is an
unique publication about worldwide development of premium trend-
setting reports and broadcaster interviews. All regions —Europe, Asia,
Middle East, Latin America and Africa— are deeply developed, more
than ever.

Please read (if you can) our central report. There you really have
important business keys about how to solve the puzzles of the current
content market. We stress that programming business today is defined
by two big-big challenges: the own production costs, on one hand, and
the new era of the multiple screens, on the other.

They both have the same crossroads: costs are running faster than
business. But several twists can already be carried out, to be far better
within the two challenges. Where is going the international content

MIPCOM 2012: MAIN SCHEDULED EVENTS

EVENT DAy
FREMANTLEMEDIA PRESS BREAKFAST Monpay 8™
DisNEY PRess LAUNCH Monpay 8™
CockTAlL BrRAZILIAN TV PRODUCERS Monpay 8™
RED ARROW INTERNATIONAL COCKTAIL Monpay 8™
Bevonp DistriBuTiION COCKTAIL Monpay 8™
A+E CockTAIL Monpay 8™
Banuay CockTaiL Monpay 8™
ITV CockTAIL Monpay 8™
JAPAN FORMAT DINNER Monpay 8™
ZoblAk RIGHTS PARTY Monpay 8™
CocktaiL Mexico Voz E IMAGEN TuEsDAY 9™
ARGENTINA AubiovisuaL COCKTAIL Tuespay 9™
PLavyBoY PARTY WEDNESDAY 10™
C21/FRAPA ForMATS AWARDS WEDNESDAY 10™
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market? Today is difficult to say, because the real dimension of many new
ventures won’t be shown up to the global crisis goes down. PRENSARIO
will be there, providing business tips and making things easier.

THE BAsICS

For those reading PRENSARIO INTERNATIONAL 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.net.

Nicolas Smirnoff
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mipcom. | PRemium INTERVIEW | HoLLYwooD STubpios | AMERICA

MGM: ‘DIGITAL FUTURE IS

DEFINITELY A GOOD STORY FOR US' ’

Chris Ottinger, President, International
Television Distribution & Acquisitions,
MGM Studios Inc. highlights to PRENSARIO
the great momentum and growth the studio
is going through, with an ‘amazing’ slate of
new films and ‘exciting new TV projects’ for
the international market, he says.

‘MGM’s motion pictureslate has performed
at an unprecedented scale and we have re-
launched our television production business.
On the feature film side, we are very excited
about the imminent releases of both the new
James Bond film Skyfall (‘120) and the first
film of The Hobbit trilogy’.

‘We also had the good fortune to pick-up
Magic Mike (‘120) which generated USD 128
million in domestic box office and will be
released for example in Latin America this
fall. On the TV side, Teen Wolf was picked
up for a third season doubling the number of
episodes, going to 24. And History US’ first
full series drama, Vikings (9x°60) is the kind
of franchise that gives us new opportunities
in all media, from the digital space through
to traditional media’.

‘It no longer makes sense to
talk about traditional
media and new

media separately.
Almostall of our
clients are now
inboth camps,
with some
being more
focused on

Chris Ottinger, President, International
Television Distribution & Acquisitions,

MGM Studios Inc. (silueta)

PRENSARIO INTERNATIONAL

The Studio highlights Magic Mike, which has

generated USD 120 million in domestic box office
linear businesses and others on non-linear.
What’s clear is that the demand for catalog
product has been greatly enhanced by the
new entrants. We see this in greater and
deeper utilization of our films on new
non-linear services, but also in increasing
competition for traditionally high demand
product. The digital future is definitely a
good story for us’.

In addition to the titles mentioned above,
MGM stresses in Cannes The Hobbit: The
Desolation of Smaug, The Hobbit: There
and Back Again, Hansel and Gretel Witch
Hunters, and in selected territories, Carrie
(°120), Robocop (120), GI Joe: Retaliation,
Red Dawn (120) and specifically for Latin
America we have Lola Versus and Beasts of
the Southern Wild.

‘Our strategy is defined by the amazing
quality of the slate we have and by the strength
of our relationships globally. On the film
side, we look for working with broadcasters
in both premium pay television and
free television which have a
strong emphasis on premium
feature films. We have sought

them out for long-term
partnershipson our feature
film slate and our feature
film library’.

Continues Ottinger:
‘Some examplesoflong-term
customers include laSexta/
Antena 3 in Spain, Nelonen in

<8>

Skyfall: a new
edition of James Bond is coming soon. ..

Finland, Tele-Munchen Group in Germany
and CMore in Scandinavia, Netflix in the UK
and M-Net in Africa. Given the strength of
our twenty-three film James Bond franchise, it
is also handled separately and we specifically
seek out the best partner for the franchise’.

“This year we made unique deals with BSkyB
in the UK and Sky Italia to create special 24-
hour 007 branded channels playing only Bond
films, celebrating the 50™ anniversary of the
James Bond film franchise this October. With
the strength of Teen Wolfand Vikings we have
launched a reinvigorated approach to TV. We
launched Vikings at the May Screenings with
a party at our new Beverly Hills offices in Los
Angeles. With shows like Fargo, FAME and
Clarice in development, there will be much
more to come, very soon.

On behalf of the top regions, Ottinger
remarks: ‘Europe continues tobe animportant
partofourbusinessandis also seeing the most
rapid roll out of digital media. However, Latin
America has become increasingly important
to us. The rapid development of Brazil and
toslightlylesser extent Mexico and Colombia
has seen the market become a quite significant
partofouroverall strategy. We are also looking
for new business in India and China, which

are plenty of emerging opportunities’.

i+

Afranchise like Vikings gives MGM
the possibility of exploiting business in different media
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mipcom. | PREMIUM INTERVIEW | PRODUCERS - DISTRIBUTORS | EUROPE

ITV Stubplos: ‘FEEL GooD

PROGRAMMING IS A WORLDWIDE TREND'

MikeBeALE, Director of International Formats
at ITV Stubios (UK), oversees the roll out and
production of all of the company’s formats
internationally. In this interview, he opines
about the global format market, the trends
and highlights the company’s new shows to be
launched at MIPCOM.

Speakingwith PRENsARrI0,MikeBeale, director
of International Formats at ITV Studios (UK),
describes the highlights of the division and the
company’s top brands, like Come Dine with Me
—themostscreened TV formatin Europein2011,
according to the “TV Formats Report”— and
Hell’s Kitchen, which are being developed in
Western, Centraland Eastern Europe,aswellasthe
USA, Latin America, the Middle East and Asia.

The executive explains that nowadays dating
shows are one of the most popular genres: ‘We
see a return of this type of format with many
UK broadcasters betting on it, followed by game
and quiz shows. ITV Studios launched dating
format Come Date with Me at MIPTV and it is
being produced in Australiaand Sweden (by ITV
Studios), Canada, Ukraine and Latvia (by local
producers). During the second week of August,
ITV1—theflagship channel of ITV—premiered
the second season of Red or Black?, a primetime
game show where eight contestants use their
judgment and skill in a bid to win a huge cash

prize each week.
Beale explains
that because of
the financial

crisis, there are
two big things
1 happening: on

']
*

one side, as ad
revenues are
falling in many

Mike Beale, Director of International
Formats at ITV Studios

PRENSARIO INTERNATIONAL

countries, channels are taking less risk and
investing only in ‘proven titles” that gives them
‘massive success’ and sustained audience levels.

On the other hand, feel good programming
is working well in almost all of the territories.
“This is a general trend in all the countries we
work: people want to see positive things on
TV, so we are betting more on formats for the
family with the launch of titles like Dorn’t Blow
The Inheritance (ITV1) a family-oriented quiz
showand Top Dog Model (ITV2) anew modeling
competition show for dogs — both produced by
12 Yard Productions’.

ITV Studios is also developing Surprise
Surprise,aniconicfeel good family entertainment
format which firstaired in 1984, which will be re-
launchedonITV1and onNBCinthe USin2012.
‘We are producing the pilot for ITV1 right now
and we will be promoting it during MIPCOM,
along with life affirming, uplifting emotional
drama, The Audience—which is produced by The
Garden for Channel 4 and being developed in
Australia, France and the Netherlands— as well
as Red or Black?, highlights Beale.

Other long-running popular shows from the
distributor include Four Weddings, produced in
morethan 15territories, including the UK, France,
USA, Australia, Ukraine, Russia; Dancing On Ice
producedin 14 countriesincluding the UK, Russia
and Australia; and Hell’s Kitchen produced in 10
territories including Ukraine, Denmark, Israel in
addition to the USA.

COMPETITION

In the last years, there has been an increase
in format providers from different parts of the
world. More and more, smaller or medium-sized
companies are offering new and fresh content
to the marketplace. Beale specifically mentions

Israel as a big player.
‘We are lucky that we are in all the stages of the
business: generation, production,broadcast
and distribution of formats, he remarks,
and completes: ‘We have to be aware of
this situation, as competition comes
from everywhere. In Israel we have

; STUDIOS partnered with Reshet —operating

Arutz 2, considered one of the
most successful TV channels of the
country— to jointly develop, produce
and sell new formats, for instance’
<10 >

Surprise Surprise is an iconic f

ment format first broadcast on British TV in 1984, which
returns on ITV1 in the UK and on NBC in the US in 2012

Come Dine With Me, ITV Studios has become the largest
distributor by hours in Europe. It had more than 4,000 hours
produced in 35 territories worldwide during 2011

UK, Europe & LATIN AMERICA

The UK is one of the most important TV
markets in the world. Some of the biggest talent,
datingand singing formats have come from here,
while the US make them massive and attractive
to other territories. ‘The US is looking closely at
every format to take it, not only from UK, but
from also from other countries, he adds.

‘We are doing really well in Germany,
Scandinavia,Indiaand Australia,tomentionafew,
where we are still closing some deals) says Beale,
who adds: ‘In the last 18 months we’ve had great
success in Ukraine, where broadcasters are keen
to look at formats. We already have three shows
being developed there’

ITV Studios is really interested in Latin
America and Asia. In the first one, the company
considers Natpe Miami as a key event. ‘Brazil is
a huge market, where Globo has adapted Corme
Dine with Me and is doing really well. Colombia
and Argentina, where we have worked in the
past, are another two interesting markets. There
are more format requests from the region; he
comments.

In addition to India, Beale highlights China
as a key country with great levels of creativity.
‘We see that those countries are more and more
interested in getting close to Western formatsand
we believe there are good opportunities to work
together), finalizes Beale.

eel good family entertaine

. -
BIENEP Media Distribution
Latin America

Alba tiene una misién, ayudaor a los almas
extraviadas a encontrar la luz en el mas alla.

Un don que nadie envidiaria.
1" temporada - 13 episodics de 70 minutos

Producido pora Espono
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CaracoL TV: ‘LA AUDIENCIA ESTA

ACOSTUMBRADA A UNA TELEVISION AUDAZ'

De enero a julio, CaracoL TV fue el lider de
la television colombiana: totalizé6 un rating
personas promedio de 26.4 (todo el dia),un 9%
por encima de su principal competidor nacio-
nal, y en la franja prime time obtuvo un rating
personas promedio de 33.4 (lunes a viernes),
un 12% por encima de su principal competidor
nacional, de acuerdo a Isope COLOMBIA.

Juana Uribe, VP de Caracol TV de Colombia
destacaa PrRENsARIO: ‘En este momento tenemos
una oferta muy variada tanto en la manana,
como en la tarde y en el prime time, formatos de
entretenimiento originales combinados deforma
equitativa con drama ligero y drama fuerte. Hace
un tiempo tuvimos Yo me llamo y pronto tendre-
mos parrilla renovada con la version colombiana
de La voz y otra ficcién familiar’

Los principales lineamientos de produccién
del canal son, segun la directiva, ‘innovacion’enel
contenido,y produccién de ‘altisima calidad’ con
vistasalmercadointernacional. Ademds, estamos
a la vanguardia en las nuevas plataformas, que
acompafian a las producciones con contenido
original, seguimiento y contacto en linea con
nuestra audiencia’

‘Estamos trabajando en varios acuerdos de

coproduccion, entre los que des-
tacamos el ya firmado

con Sony y una co-

produccién con

Cadena Tres de

México. En el

= drea de en-
tretenimien-

to, estamos

CARACOL

Juana Uribe, VP de Caracol TV

PRENSARIO INTERNATIONAL

produciendo formatos de éxito internacional,
perotambién desarrollandolos propios que espe-
ramos exportar muy pronto, completa Uribe.

MEercaDO LOCAL

‘El publico colombiano es muy exigente)
remarca la ejecutiva y agrega: ‘Es una audiencia
acostumbrada a una television audaz, que se
renueva permanentemente. Esto nos enfrenta
a un reto permanente de innovacién por lo que
siempre estamos buscando formatos originales,
tanto en drama como en entretenimiento que
vayan un paso adelante en las tendencias de la
television latina en general.

‘Pero la television hoy no s6lo compite con
los otros canales abiertos sino con el inmenso
universo de canales de cable que proponen una
programacion para cada nicho. Es un reto dificil
al que se responde con calidad, estabilidad en
la programacién y constancia en un proyecto
de canal’

‘Este afio, por ejemplo, ademds de nuestra
programacién habitual, trasmitimos los Juegos
Olimpicosy fue una experienciamuybuena. Este
tipo de eventos también hacen parte del canal que
le estamos ofreciendo al ptblico. Un lugar donde
el televidente puede vivir sus mejores momentos
de entretenimiento e informacién.

En relacién ala programacion, Uribe dice que
hay resaltar el prime, donde hay un 100 % de
produccién nacional. ‘Una novela ligera, Dénde
carajos estd Umaria?, seguida de Escobar, el patrén
delmalylanuevaversion de Desafio, que este ano
se grab6 en El Salvador y tiene como tema las
profeciasmayassobreel findelmundo.Enlatarde
tenemos también un bloque de entretenimiento
con El Precio es Correcto y Do-re-millones, que es
un formato original del canal y que ha tenido
desde su lanzamiento una enorme aceptacién
entre el puiblico.

EL FENOMENO EscoBAR
Uribe considera que esta ‘impor-
tante apuesta del canal’ ha impac-
tado de forma ‘positiva’en materia
de audiencia, identificacién del
publico y generacién de opinién.
‘Es una nueva generacion de las
llamadas “narconovelas” en la que
le apuntamos a contar una historia,

ladel capo mdssanguinario,mostrando

<12>

Escobar, el patron del mal es un
suceso dentro y fuera de Colombia

Do-Re Millones, formato de entre-
tenimiento original para la tarde

quienes lo combatieron y se enfrentaron a su
infinito poder’

‘Esunahistoriacontrascendenciainternacional
pues le cuenta al mundo cémo se construyé ese
imperio del narcotréifico que afecté a muchos
paises. Tiene altisimos valores de produccién que
permanecenalolargodetodalaserie,recorriendo
mds de veinte afos. Sin duda es y serd una serie
de referencia para las producciones de calidad en
el pais y en la region, completa.

COLOMBIA: RATING PERSONAS PROMEDIO
EN PRIME TIME - LUNES A VIERNES
(ENErRO-JULIO 2012)

33,4

Caracol

Fuente: Ibope Colombia
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mipcom. | PREMIUM INTERVIEW | BROADCASTERS | AsiA

TV AsaHI: THE 55™ ANNIVERSARY
COMES WITH RATINGS LEADERSHIP

TV Asanrhas shown its content strength in
thefirsthalf of 2012 by winning the top ratings
in all major time slots, including prime time
and all-time in Japan. Its target audience is
the baby-boomer generation. Next year, is
celebrating its 55" anniversary, a special year
to promoteits new channel number“5” given
at the digitalization in 2011, and it is prepa-
ringanew on air design and programming to
further enhance its content values.

Because of the strong performance of sport
events—the FIFA World Cup final tournaments
scored over 30% viewership—, talk/variety
shows, and drama series, such as its flagship
detective series Aibo (it had a theatrical presen-
tation), TV Asahi registered incredible figures
in the first six month of the year.

Between Aprilto June2012,itbecome the first
broadcaster with 12.3 rating points in “Golden
Time” (19-22hs), 7.9 in “All day” and 12.7 on
prime time (19-23hs), obtaining variances of
more than 100% in comparison with the same
period in 2011.

PrENsARIO interviews Yoshioki Arai from
the programming department. TV Asahi is

Yoshioki Arai, programming depa

PRENSARIO INTERNATIONAL

‘v asahi

based in Roppongi, the very heart of Tokyo,
with 24 affiliate stations across the country
providing 100% reachin Japan. ‘Our four pillars
are news programs, variety shows,dramaseries
and animation series. The top show of our grid
is the daily news show Hodo Station, aired from
Monday to Friday at 10pm’.

‘Our innovative variety shows have been the
driving force pushing up our ratings to the top.
The Partners (Aibo) is one of the most popular
detective drama series in Japan with 10 years
on air, reaching strong and steady 15+ average
rating points. As for animation, we have a slot
on Friday (from 7pm-8pm) with our key pro-
perty Doraemon’, he adds. Created in the ’70,
it is not only a success in Japan, but also in the
rest of the world.

At the international content markets, Arai
is promoting TV Asahi’s rating boosters;
an eye-gluing branded entertainment show,
Shiru Shiru Mishiru that reaches 11+ average
rating point on Sundays at 7pm. He is buying
eye-popping exciting clips for another popular
show, Tori Hada, known for its unique and
exciting clips that bring goose bumps to the
audiences.

Arai comments that the biggest trend in
Japanese drama is to get its storyline from
established and proven properties, that is from
manga novels. Crime stories are also very po-

pular, where the process of solving crime
is a generic attraction for audiences
of all ages.

‘Japanese viewers prefer to
see celebrities rather than
people from the street on
varieties including reality
shows. TV Asahi formatsare

booming, especially the ones
that combine comedians with
game shows, he completes.
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The variety show Ranking the starts
and the drama series Crime Scene Talks

JAPAN: HOUSEHOLD VIEWERSHIP IN APRIL
- JUNE, PER CHANNELS
(KanTo ReGION: TOKYO AND SURROUNDINGS PREFECTURES).

14 13 U

NipponTV TV Asahi TBS TVTokyo FujiTv NHK

B coldenTime [ AllDay Prime Time

Source: Video Research

AT THE INTERNATIONAL MARKET

The international department of TV Asahi
is pushing its variety program catalogue. ‘We
generate abundant ideas in Japan and we are
offering the ones we believe would work well
in the international market, says Arai.

Some of the most outstanding formats are
Ranking the Stars, a talk show with 10 celeb
panelists that are ranked on various topics,. ‘It
is a success in the international market, sold in
Holland, Korea, India, Russia and Serbia, says
‘Yumi Shimizu, Senior Manager International
Business, and Masayoshi Isago from scripted
format sales.

‘Another show that is a success in Japan is
Stuck Till You're Done, and we are now offering
it internationally. The prize money is another
title. It’s a great show with an unprecedented
opportunityfor theadvertiser for their product
placement, highlights Shimizu, and Isago
completes: ‘Fake Dad is a candid camera show
featuring a boyfriend meeting his girlfriend’s
Dad for the first time’

Others

ORIGINAL.
ATREVIDO.
CAUTIVANTE.

Muestra programacion creativa empuja los limites, cruza las
fronteras, y conecta con audencias en todas partes.

A+E Networks...hacemos la vida entretenida.

BARTER KINGS™ /14 X 1/2 HOUS

WIRACLE BISING: SOUTH ATRSCA /| ROURS

LINDEAY LOHAN
LIZ DK 12 2 HoumS

A--E NETWORKS
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KANAL D, TuRKEY: HOW TO
BE A LoVEMARK TV CHANNEL

PRENSARIO interviews once more a key
executive from the leading Turkish channel:
PeLIN Distas YasaroGLU, Editor in Chief of KANAL
D. She highlights that the strength in the local
TV market is the main objective, and remarks
that the international expansion has come on
a second stage.

‘Kanal D is the trendsetter, leading and the
pioneer TV channel of Turkey. Because of these
we are the #1 rated broadcaster in each and every
audience measurement since the last six seasons,
remarks to PRENsARIO Pelin Distas Yasaroglu,
Editor in Chief.

And continues about the local market: ‘We
can branch out the competition in Turkish TV
market between the top five channels and the
others. Our average share during prime time is
20%, on the other hand, following TV Channel’s
is around 15-16%..

Being a leading channel brings ‘many social
responsibilities along), says Yasaroglu and
enumerates: ‘Protecting children, respecting
personal and private life, standing against terror,
etc. These must be achieved in an appealing way
to the audience, but without being didactic. We
are very careful with our broadcasting principles.
Moreover, wehave tobeappealing to theaudience
in order to get their attention and interest. It is
important to keep these in balance’

A Lovemark TV
CHANNEL
Kanal D is a
Lovemark TV
Channel brand
in Turkey,
describes the
executive.
‘We are

experienced

Pelin Distas Yasaroglu, Editor in Chief

PRENSARIO INTERNATIONAL

in the production side as well, where we are
involved from the inspiration stage to the actual
production during the process.

The company operates its own production
house, DProductions,which producesseriessuch
as Time Goes By... that has reached 70% share
and has been a phenomenon since its first day
on air. ‘We are the pioneers in the local television,
having produced the first periodic drama series,
broadcasted the first adaptation from literature;
produced and broadcast the first health program
and the first fashion TV show, etc..

The channel has a ‘prefect bond’ with its
audience that is built on trust and credibility,
‘which play animportantrolein Kanal D success,
according to Yasaroglu. ‘Both are not only
measured from theaudienceratings,butalso from
the results of the surveys and researches done by
the international and local research companies.

Local contentis‘always successful and popular’
in Turkey in which the local TV series lead the
way: 80% of prime time slots are filled with local
series. ‘There are also several cases where the
remakes of foreign formats are successful, such
as the Turkish adaptation of Disney’s Desparate
Housewives. D Production has recently acquired
theformatrightsof Studio’s Revengeand currently
working on its localization and cast.

Kanal D projects for the new season have
begun in September and are: Kayip Sehir, which
tells the story of a family that moves to Istanbul
from Northern Turkey, and Veda, a periodic
drama which is adapted from famous author
Ayse Kulin’s novel.

One season is usually around 40 episodes and
each episode is approximately 100-110 minutes.
Only taking into consideration Kayip Sehir and
Veda, the channel expectstobroadcast40episodes
for each title, which makes around 8.000 hours
available for mid next year. It will has many other
ongoingseries with new seasons available besides
these two new projects.

LOCAL, THEN INTERNATIONAL
Yasaroglu affirms: ‘Our main goal
has never been to be successful in

;// the international TV market, as we

produce for and target our own local
audience. Our priority is the success

in Turkey. The demand from other
countries for our content has developed
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Kuzey Guney, a new series being -
promoted in the international market

The local version of Desperate Housewives
from Disney worked well in Turkey

by itself’.

‘First they were being broadcasted at a certain
region, then like a domino effect, the popularity
of Turkish Series have spread to other countries
and regions. Lately, besides the ready-made,
many international TV companies are also
interested in acquiring our TV series format
rights), describes.

So far, the international sales department has
been able to enter Central and Eastern Europe,
Middle East,North Africa, Central Asiaand South
Africa.'Wehavessold over 40 different titlestomore
than 70 countries. Our goal is to expand more:
Latin America, Far East and Western Europe are
our current focuses) exemplifies.

‘The developments that we will have in our
stories and scriptwriting may grab the interest
of other countries as well. On the other hand, we
thinkthatwearewell developedand accomplished
in terms of our productions’ quality and

technicality’, finalizes Yasaroglu.

TURKEY: AUDIENCE MARKET SHARE,
PER CHANNELS (2011).

19.8%

207

13.2%

Kanal D Show TV ATV FOX Star

Source: AGB Nielsen

Terra. 100 million viewers in 19
countries every month. Ranked top 30

by worldwide audience.”
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M-NET: FROM SouTH AFRICA

TO THE WORLD

Belonged to Naspers, considered the 7% most
important media company worldwide, M-Net,
Africa’s prime pay television content network,
currently produces and distributes more than 30
tailor-made channels for diverse audiencesacross
the continent, some of them local others pan-
Africa. It has launched a VOD platform, African
Film Library, with the best African films.

The first business area is M-Net General
Entertainment,composed by M-Net, thelongest
series, movies and big reality channel launched
in1986 and it sister channel, M-Net Series.

Second, M-Net Local Interest is a diverse
portfolio of local channels: Mzansi Magic
produces over 100 local movies and its own
locally produced series Inkaba; Vuzu is “TV to
Talk About” for the ‘young at heart’ with reality
shows, and voted as third coolest TV brand by
the youth of South Africa at the Sunday Times
Generation X Awards; and kykNET with two
niche extra channels: the music channel MK and
Koowee, for kids in three local languages.

M-Net Africa or AfricaMagic brand was
launched in 2003. April this year, it evolved into
arange of eightspecifically created channels,each
with its own distinct identity designed around
its key programming. From the 1** of October

AfricaMagic Entertainment
and AfricaMagic Movies 1
are available to the South

African market. Other

channelsare AfricaMagic

Pty

-

Movies,AfricaMagicand
AfricaMagic World, as
well of thelocallanguage

-
-y
.
ey

channels: AfricaMagic Hausa and AfricaMagic
Yoruba in West Africa, and AfricaMagic Swahili
in East Africa.

Also since October, M-Net Movies Channels
operates M-Net Movies Premiere (five new
movies screened every weekend); M-Net Movies
Comedy, M-Net Movies Family; M-Net Movies
Action Plus (action to westerns, horror and Sci-
Fi); M-Net Movies Drama & Romance; M-Net
Movies Showcase, M-Net Movies Action, and
M-Net Movies Stars.

Mandy Roger, head of sales, acquisitions &
business development, is in charge of promoting
the content in the international field, but also
looking for co-production opportunities, as well
as buying African movies from the company’s
VOD platform African Film Library. Up to now
we have 800 titles or 12.000 hours, where 400
are from Nollywood (Nigeria), the second film
exporter in the world after Bollywood (India).
Africahasproducedalotinthelastyears,explains
to PRENSARIO.

‘The market is not aware about the African
content, theybelieve is not good enough,but they
should seehowour catalogue hasaninternational
appealing and with good prices in comparison
with other providers. What is completely sure is
that the African production is different from the
rest, remarks Roger.

In the international field, the distributor has a
large catalogue, where the crime series are at the
top. The main markets where the company is
doingbusinesses are UK, US and Africa. ‘We have
hadagood feedback for the daily drama The Wild
(208x’24) and Jacob’s Cross (104x’48),aswell as the
new The Snitch (44x’48),a modern-day Romero
and Juliet story with suspense and humor’

M-Net is also pushing telenovelas, cooking
shows, documentaries and docu-dramas,
entertainmentshows, kids programmingand
formats. Pop Part, Piano Piano and Way of the
Warrior, are original formats to be developed
internationally. ‘We are developing many new
shows, as we are doing better in the quality of

AFRICA,

7RAOVIES MMAGIC

-

Mandy Roger, head of sales, acquisitions &
business development

PRENSARIO INTERNATIONAL
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The Wild, top drama se- —
rigs for the international market

Tjiff and Tjaff, an
icon animation series for Koowe, a kids
channel distributed in the local market

production. On the format side, we have though
about easy, cheap and fun titles where the people
is truly involved.

ProbucTion & AcQUISITIONS

While in the acquisition side, the company
mostly buys US Series, comedies, dramas etc. as
well as movies, the own production is a “must”
among its top networks. kykNET aimed at an
Afrikaans audience with 100% local content,
for instance.

MzansiMagicbringslocal filmsandtelenovelas
asitsuniqueselling point, targetsblackaudiences;
Koowee is a locally-produced channel for the
little ones, in different South African languages
and MK features South African musicin the rock
and alternative genres.

The AfricaMagic channels feature the soap
Tinsel, magazine shows such as StarGist and 53
Extra and talk shows such as The Patricia Show.
‘Some of thetoplocal productionson the different
channels are Fortuinsoekers (kykNET), Idols SA

(M-Net and Mzansi Magic);
Headline (Mzansi Magic),
All Access (Mzansi Magic),
Culture Shock (Mzansi
Magic), Big Brother Africa
(AfricaMagic), Forever Young
(Vuzu)’, says Roger.

208 x 24’ D)

M-Net International Sales: | 37 Bram Fischer Drive, Randburg, 2194, South Africa
Contact: Mandy Roger - mandy.roger@mnet.co.za Tel: +27(0) 1 | 686 6205 www.mnetsales.com

Exhibiting at MIPCOM stand no 16:1 1
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Mipcom 2012: THE NEW ERA OF MULTIPLE
SCREEN TELEVISION TAKES SHAPE

Mipcom in Cannes is the great event for the
content market. The 2012 edition is definitely
marked by the new patterns that business is
adopting, based on two axioms: how to manage
costs of in-house production, and migration
from one to multiple broadcasters’ screens.

IN-HOUSE PRODUCTION REMAINS
POWERFUL, BUT...

Thefactthatin-house production hasbecome
the darling of the business is no longer under
discussion; however, it is an expensive activity.
Therefore, the top business issue is now how
to deal with growing production costs, which
usually grow faster than income. This happens
due to the macroeconomic situation, the new
multimedia competitive environment, etc.; in
current times with international crises, even
more. In the short or long term, TV channels
lead to a crossroads situation.

Turkey is a showcase: from being a buyer
it became a leading content exporter during
the last decade. However, broadcasters have
invested so much in production and resources,
that business can no longer be supported, so,
the large groups have begun since 2011 to drop
off channels. Kanal D’s leader sold his second

channel, Star TV, to Dogus Group, and ATV
is now on sale, despite domestic ad pie being
in 2 billion dollar range; another sign is that
both Kanal D and ATV have cancelled their
agreement with AGB and are moving to TNS
to measure audiences.

Which are the options today to control
the production costs? The main option is co-
production projects. This explains the amount
of agreements involving players from different
regions. This is the high-end of the business for
bigbroadcasters,becauseitallows them to open
markets that are not consistent buyers. Then

M6 France: Christine Boui-
Ilet, programming director,
Bernard Majani, head of
acquisitions; Bérengere
Terouanne, fiction selection
manager; and Sidone
Garrett, acquisitions &
marketing senior manager

OWN PRODUCTION TUR-
NS BIGGER AND BIGGER
AT BROADCASTERS
PRIME TIME, ESPECIALLY
IN THE MARKETS WITH
STRONG NEW MEDIA
ENVIRONMENTS

you have production sharing, applied usually
by medium-size broadcasters. This means that
different companies share a production facility
(location, stages, etc.) to lower costs.

Inthird place, thereis the Second Screen. Thisis
beingstronglypromotedbyFremantlemediaand
Endemol,amongothers. A greatentertainment
formatis run simultaneously through a free TV
channel, an online titan and a mobile operator;
synergy appears, expenses are shared. In Spain,
a report published by Telefénica revealed that
YouTube is already the fourth screen in terms
of audience levels, through video streaming. It

Mipcom 2012: LA NUEVA ERA DE LA TV MULTIPANTALLA TOMA FORMA

ElMipcom de Cannes esla gran citamundial
del mercado de compra, ventay produccién de
contenidos. Y la versién 2012 estd claramente
marcada por los nuevos modelos que estd
adoptando el negocio,en base a dos ejes: cémo
manejar los costos de la produccién propia 'y
la migracién de una a muchas pantallas de
los broadcasters.

PRENSARIO INTERNATIONAL

LA PRODUCCION PROPIA AL
PODER, PERO...

Ya no se discute que la produccién propia
ha pasado a ser la reina del negocio. El tema
es cara. Entonces la cuestién clave ha pasado
a ser como afrontar los costos crecientes de
produccién, que suben por naturaleza y casi
siempre més que los ingresos. Esto ocurre en

Jaime Sanchez Cristo, Vista
Productions, Colombia; Pedro
Lascurain, Mario San Roman,
Rodrigo Fernandez, Radl
Campos, todos de TV Azteca,
México; Cecilia Gomez de
Frecuencia Latina Perd; Ale-
jandro Véazquez Vela de MVS
México; Guillermo Bouchot de

TV Azteca, México

AWMERICA LATINA SIGUE
SIENDO UNA DE LAS
MEJORES REGIONES PARA
INVERTIR EN EL COMPLICA-
DO CONTEXTO MUNDIAL.
MEXico SE HA CONSOLI-
DADO ESTE ANO.
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tiempos normales (por coyunturas macro,
por la nueva competencia multimedial, etc.)
y mds todavia en los tiempos actuales de
crisis internacional. Al corto o largo plazo,
los canales de TV terminan dentro de una
encrucijada.

Un caso emblemético al repecto es Turquia,
que enlos dltimos afios salté de ser comprado-
ra a una potencia exportadora de contenidos.
Sin embargo, han invertido tanto los broad-
casters en produccién y recursos, que ya no
se soporta el negocio, y los grandes grupos
han comenzado desde 2011 a desprenderse de
canales. El lider Kanal D vendi6 su segundo
canal, Star TV, a Dogus Group, y ATV estd
a la venta. La torta publicitaria del pais es de
USD 2000 millones, y otro sintoma es que
tanto Kanal D como ATV han cancelado su
acuerdo con AGB y pasan a TNS para medir
las audiencias.

;Cudl es la avanzada hoy para controlar los
costos de produccién? Primero que nada, los
proyectos de co-produccion, por eso hay tantos

tracks broadcasters Lal (TVE), Telecinco and
Antena 3, but it is ahead of channels as laSexta
and Cuatro.

Branded Content. This means that the
broadcaster or the producer associates one
or more sponsors from the beginning of the
production project, giving them decision power
orleadership in business, in exchange for taking
over a significant part of the costs. In Canada,
Fremantlemedia developed Recipe to riches for
Food Network. It is a contest, where people
create recipes that, if selected, are available at
supermarkets the next day. It has been a large
success, involving many local food brands.

Ontheotherhand,thereisthe traditional vein
of the ancillary developments, which have not
lost importance. These range from the phone
calling business or SMS for live TV programs,

THE TWO MAIN AXIOMS OF CONTENT
BUSINESS, Mipcom 2012

* How ToO MANAGE COSTS OF IN-HOUSE
PRODUCTION

® BROADCASTER MIGRATION FROM ONE
TO MULTIPLE SCREENS

anuncios entre players de distintas regiones
vinculdndose. Es el high-end del negocio para
grandes broadcasters, porque aparte permite
abrir mercados que no son compradores.
Segundo, el production sharing, que lo usan
mucho los canales medios. Por ejemplo, que
varios canales compartan una produccién
(locacion, escenarios, etc.) para bajar costos.

Katja Hofem-Best, sixx
(Germany); Nina Lorgen Flem-
men, FEM (Norway); Ruediger

Boess, ProSiebenSat (Ger-
many); Karin Krafft, SBS TV
(Sweden); Bente Engebretsen
and Benedicte Steinstud, TV
Norge (Norway); and Katarina
Eriksson, SBS TV (Sweden)

GERMANY AND THE
BALTICS ARE GOOD
MARKETS FOR SECOND
SCREEN STRATEGIES,
ALIGNING FREE TV
CHANNELS WITH ONLINE
TITANS

tothelicensing, merchandising consumer goods
and live shows in theatres. For this reason, the
teensegmenthasgained a place on most screens,
duetoitsstrong 360° development, which many
times generates the real earnings of projects,
where TV covers just the expenses.

Espafia a pleno: Juan Ignacio Jiménez,
director de adquisiciones de TVE; Luis
Fernambuco, director de programacién, y
Alejandro Flores, director de adquisiciones,
ambos de laSexta; Javier Uriarte, program-
ming manager, Carlos Ferndndez, director de
contenidos, Mercedes Gamero Hoyos, head
of acquisitions, todos de Antena 3; Elena Bort

de NBC Universal; Gemma Sanchez, directora
de programacion TVE

ESPARNA AVANZA DENTRO DE
SU EXPERIENCIA DE TV FuLL
DIGITAL. PESE A QUE LA CRISIS
ARRECIA, MUCHOS CANALES
TDT SE ESTABILIZAN.

Tercero, la Segunda pantalla. Esto lo estan
promoviendo mucho Fremantlemedia y
Endemol. Al haber un gran formato de entre-
tenimiento, se sinergizan el canal abierto con
untitdn online y un operador mobile, para que
los tres emitan el programa a su manera y se
distribuyan los costos. En Espafia, un informe
deTelefénicadeese paisrevel6 que YouTubeya

<21>

Cheng Chun Lin (CCTV),
Laurine Garaude (Reed Midem),
Ma Rusheng (CCTV), H. Luo
Ming (VP of CCTV), Bernard
Brochant, mayor of Cannes, Paul
Zilk (Reed Midem), Cao Xin,

SARFT (Chinese regulator) and
Liu Won (CCTV9)

THe BRIC cOUNTRIES
As CHINA, ARE NOT
GROWING SO MUCH
THIS YEAR, BUT THEY
CONTINUE FLASHING AS
LANDS OF OPPORTU-
NITIES

Governmentsarebecominganother financing
force, especiallyin Asiaand Latin America. Korea
has two new entities that promote international
business for domestic companies, besides
KOCCA: Korea Communication Commission
(KCC) and Korea Internet & Security

esla cuarta pantalla con mayor

audiencia, con video streaming.

Estd detréds delosbroadcasters Lal

(TVE) Telecinco y Antena 3, pero ya estd por
delante de otros canales muy populares, como
La Sexta y Cuatro.

Branded Content. Esto significa que el canal
o la productora asocien a uno o més sponsors
desde el comienzo mismo del proyecto de
produccién, proveyéndoles poder de decisién o
protagonismo de negociosa cambio de hacerse
cargo de una parte importante de los costos.
En Canadd, Fremantlemedia desarroll6 Recipe
to riches para Food Network. Es un concurso
donde la gente genera recetas de cocina que,
en caso de salir seleccionadas, al otro dia estan
disponible enlos supermercados. Fue un gran
éxito participando varias marcas locales de
comestibles.

Aparte, estd la veta tradicional de los desar-
rollos accesorios, que no pierde relevancia. Esto
va desde el negocio de las llamadas telefonicas
o mensajes SMS para los programas en vivo,

PRENSARIO INTERNATIONAL
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SOLUTIONS FOR THE OWN
PRODUCTION CROSSROADS

® Co-PRODUCTION PROJECTS
® PRODUCTION SHARING

® SECOND SCREEN

© BRANDED CONTENT

® ANCILLARY DEVELOPMENTS

® GOVERNMENT SUPPORT

Agency (KISA), thatbringtogether broadcasters
(KBS,MBS and SBS) plusinternational pay TV
channels (Arirang),digital platforms, producers
and news agencies. They attended Natpe
Budapest to boost projects with Central and
Eastern Europe. In Argentina, the government
is making strong efforts to build a free Digital
Terrestrial Television network. The sameis going
to happen in Colombia from now on.

MorRe CHANNELS, THE SAME MONEY

The transformation of the broadcasters
from being just free TV channels to groups of
channelsinvolves, especially, pay TV (cable) and
digital TV (DTT), but usually IPTV (Internet)
and mobile, too.

There is another crossroads situation here.
Broadcasters have to effectively migrate because,
with the boom of pay TV and Internet, free TV
channels are naturally losing market share, and
the most logical way to keep it is by leading
the new channels segment. Again, operational
costs exceed income, because in most times
advertising money remains the same, but now
distributed among more outlets. And, with the

hasta licensing, shows en vivo. Por esto el
segmento adolescente se ha ganado un lugar
dentro de la mayoria de las pantallas, ya que
tiene fuerte desarrollo 360°, que muchas veces
generalaverdadera ganancia delos proyectos,
mientras la TV apenas paga los gastos.

Un repotenciado factor para financiar
proyectos de produccién son los gobiernos,
sobre todo en Asia y América Latina. En Corea
por ejemplo,ahora hay dos nuevos organismos
promoviendo negocios a nivel internacional,
ademds de KOCCA: Korea Communication
Commission (KCC) y Korea Internet &
Security Agency (KISA) que nuclean a los
broadcasters (KBS, MBC, SBS) més canales
depagointernacionales (Arirang) plataformas
digitales, productores y agencias de noticias.
Estuvieron en Natpe Budapest para impulsar
proyectos con Europa Central y del Este. En
Argentina, hay un pionero desarrollo de los
canales TDT, gracias al énfasis que vierte
el gobierno local en el drea. Lo mismo va a
ocurrir desde ahora en Colombia.

PRENSARIO INTERNATIONAL

Malaysia, acquisitions:
Seelan Paul (Media Prima
Radio Networks); Jeremy
Kung, TM Group; Sherina
Mohamed Nordin (TV9);
Siti Nurlisia Mohd Nadzri
and Cheng Imm (TV3); and
Emily Ab Rahim (ntv7)

THE ASIAN BROAD-
CASTERS AND THEIR
GOVERNMENTS,
ARE A POLE OF CO-
PRODUCTIONS FOR
OTHER REGIONS OF
THE WORLD

crisis, ad pies have shrunk in many markets.

Which is the cutting edge to manage more
channels in a good way? Spain is by far the
pioneer country in this area, as it tried a radical
analog switch off several years ago, going from
having 5 channels to 40, with each broadcaster
managing at least 3-4 DTT signals. This has
resulted in important experiences to take as
reference:

--DTT channels are no longer niches as they
used to be at the beginning. They have become
more generalist; they keep an accurate target
but now focused on wider audiences. As they
become free TV channels, they have to fight
under their rules to survive.

--Antena 3 and Telecinco, the biggest private
broadcasters, are selling now under the ‘Unique

Telemundo: Alina Falcon,

EVP news & alternative
programming; Adriana Ib4fiez,
programming director; Marcos
Santana, presidente de Tele-
mundo Internacional; Maria
L6pez Alvarez, SVP alternative
programming, Telemundo

EL mErcADO U.S.
HISPANO ES UNO DE

LOS MAS DINAMICOS EN
DESARROLLO DE NUEVOS
CANALES, TANTO DE
CABLE COMO DIGITALES

MAS CANALES, EL MISMO DINERO

El pasaje de los principales broadcasters de
ser s6lo canales abiertos a grupos de canales,
integra sobre todo TV paga (TV cable) y TV
digital (TDT), pero a menudo también IPTV
(Internet) y mobile.

Aqui hay otra gran encrucijada. Los broad-
casters tienen que hacer este pasaje porque con
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Advertisement Plan, which means that the
flagship channel and its DTT channels offer
the same ad spots at the same time. This allows
better measurement and sale; Antena 3 took
the big step when launched the system and
immediately achieved an increase of 10% in
its market share.

--The big cable brands are releasing DTT
channels to compete as if they were broadcast
outlets: Disney, MTV/Viacom, Paramount,
Discovery, are some of them. This is not visible
today, because of the strong crisis, but they are
after a large portion of the ad pie in the future.
Their dream has always been to achieve from
cable TV the power of free TV, and now they
are closer to this goal.

In countries not so developed in the digital

elauge dela TV paga e Internet, naturalmente
los canales abiertos pierden market share, y
la forma l6gica de mantenerlo es liderando
parte de los canales nuevos. El tema es que, de
vuelta, los costos dela operatoria superan con
creces alos ingresos, porque casi siempre es el
mismo dinero publicitario de antes que ahora
se divide en médsbocas.Y conla crisis, las tortas
se han reducido en muchos mercados.

"RED ARROW
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TVP, Poland: Maria Nadolna,
director international affairs,
Paulina Rzqzewska-Bednarczyk,
head of film department (TVP1),
Malgorzata Czyz, program-
ming editor (TVP2), Krzysztof
Bartolomiej Jaworski and Agata
Ziomek, sales

RussiA AnD PoLAnD
SHOW A VERY GOOD PIC-
TURE COMPARING TO THE
GLOBAL SCENARIO. THEY

BOTH HAVE GROWING PRO-
DUCTION AND NEW MEDIA
VENTURES

;Cudl es la vanguardia para poder manejar
de buena manera mds canales? Espana es el
pais pionero por excelencia en este pasaje, ya
que concreté un radical blackout anal6gico
hace ya varios afos y pasé de tener 5 canales a
40, con cada broadcaster manejando al menos
3-4 TDTs. Ha generado importantes tips para
tener como referencia... veamos:

—Los canales TDT ya no son tan de nicho
como era en un comienzo. Han pasado a ser
mds generalistas, siguen con un target preciso
pero ahora apuntan a publicos mds amplios.
Como pasan a ser (en concreto) canales abi-
ertos, tienen que pelear en mayor medida con
las reglas de estos para subsistir.

—Antena 3 y Telecinco, los dos mayores
broadcasters privados, hoy ofrecen ‘Pauta
Unica) es decir que el canal abierto y sus TDTs
estdn sincronizados para ofrecer los mismos

Adquisiciones de Globo
TV, Brasil: Roberto
Buzzoni, Paula Miranda,
Ramona Bakker (produc-
cion) y Suzy Ubing

BRASIL, PESE A
CIERTA DESACELERA-
CION ECONOMICA,
SE MANTIENE COMO
UN GRAN CENTRO DE
APUESTAS MUNDIA-
LES, DE AQUI A LOS
PROXIMOS ANOS.

PRENSARIO INTERNATIONAL

Maria Eugenia Costa, sales
from Telefe International (Ar-
gentina) with Sorina Big, head
of acquisitions, and Oana Bar-
bulscu, acquisitions coordina-
tor from Pro TV (Romania) and
Tibor Forizs, head of program
acquisitions and scheduling,
RTL Klub, Hungary

THE MAIN BROADCASTERS OF
CENTRAL & EASTERN EURO-
PE ARE TURNING TO GROUPS
OF MANY CHANNELS, FREE
AND PAY TV, TO CONSOLIDA-
TE THEIR MARKET SHARE

Caracol TV Colombia, adquisicio-
nes y programacion: Camilo Acufia,
Marcela Montoya, Dago Garcia,
Juliana Barrera y Felipe Boshell

COLOMBIA SE AFIANZA COMO
POLO DE PRODUCCION DE VAN~
GUARDIA, PARA LA REGION Y EL
MERCADO INTERNACIONAL.

comerciales al mismo tiempo. Asi se pueden
medir mejor y vender mejor. Antena 3 dio
el gran paso en su momento, cuando lanzé
el sistema y logré marcar de inmediato, un
10% de aumento en su market share en el
mercado.

—Las grandes brands del cable estdn lan-
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area,broadcastersrelease orbuy pay TV channels,
to build up strong groups and be prepared for
theanalogswitch-off. Hungaryisagood example
here: with a population of only 10 million, it has
more than 100 local language channels. RTL
Klub, its major broadcaster, bought last year
seven pay TV channels, and by the end of this
year willbelaunching RTLII, whichissomewhere
between a free TV channel and pay TV: it will be
supported by powerful in-house production, for
which the companywill divert wellknownbrands
(contest formats, etc.) which it used to broadcast
on the traditional free TV channel.

Experts from both in the free TV channels
+ DTT groups and free TV channels + pay TV
agree that this new phase is changing the way of
purchasing and programming; they no longer
think about a standalone channel, but about
a set of channels. So, they complement them;
the sum of the parts adds value to the business.
This means that, here, 1+1 ismore than 2. A new
era of crossover synergy and multiple screen
actions, begins.

zando canales TDT para competir como si
fueran canales abiertos: Disney, MTV/Via-
com, Paramount, Discovery, etc. Hoy no se
nota por la fuerte crisis, pero esperan ganar
una buena porcién de la torta publicitaria
a futuro. Su sueno ha sido siempre, desde
el cable, tener la fuerza de la TV abierta, y
ahora la tienen.

En paises no tan desarrollados en material
digital,hoylosbroadcasterslanzan o compran
canales de cable, para armar grupos fuertesy
estar preparados para el switch-off anal6gico.
Un muy buen ejemplo al respecto es Hungrfa,
que con s6lo 10 millones de habitantes, tiene
mads de 100 canales de habla hiingara. RTL
Klub, el brodcaster principal, durante el afo
pasado comprd siete canales de cable, y para
este fin de afio estd lanzando RTL II, que es
un punto intermedio entre canal abierto y de
cable: tendrd importante produccién propia,

24X60"
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OPTIONS FOR THE NEW
MULTIPLE SCREEN ERA

® To TURN THE DTT NICHE CHANNELS
MORE GENERALIST

© UNIFIED ADVERTISEMENT PLANS BE-
TWEEN THE FREE TV AND THE DTT/pPayY
TV CHANNELS

® THE TRADITIONAL PAY TV BRANDS GO
To DTT CHANNELS

® To DEVELOP HYBRID FREE & PAY TV
CHANNELS

® SYNERGY: 1 + 1 = MORE THAN 2

WHERE ARE WE GOING?

That’s a good question. Yet, many of the
important things to come will be clearer when
the current situation adopts its final shape.
The big challenge today is to deal, as best
as possible, with the two big crossroads we
highlighted before, within the international
crisis. As soon as the current financial crack
is solved and markets return to their growth

para la cual el grupo va a desviar brands
muy conocidas (formatos de concurso, etc.)
que ha venido emitiendo en el canal abierto
tradicional.

Tanto en los grupos de TV abierta + TDT
como en los de TV abierta + cable, se coin-
cide en opinar que en la nueva etapa, cambia
la forma de comprar y de programar: ya no
se piensa en un canal por separado, sino en
el conjunto de canales, para que se comple-
menten entre si, se potencien y la suma de
las partes genere valor agregado al negocio.
Es decir, que 1 + 1 sea mds que 2. Comienza
una nueva era de sinergia cruzada, y acciones
multipantalla.

Axel Kuschevatzky, Mercedes
Reincke, Tomés Yankelevich

y Julian Rodriguez Montero,
Telefe Argentina (extremos)
junto a Pablo Morales y Jaime
Aguirre de Chilevision (arriba);
Marfa Badillo, Hortensia
Quadreny y Claudia Changui,
Discovery Networks, junto a

Elie Wahba, de Fox

EL Cono SUR AUMEN-
TA Y DIVERSIFICA SUS
LAZOS CON EL MERCADO
INTERNACIONAL, TANTO
EN FICCION como
ENTRETENIMIENTO

PRENSARIO INTERNATIONAL

levels, everything will be easier.

All what we have mentioned about
in-house production does not mean that
finished products are doomed. With the
new multiscreen era, they have huge new
opportunities. As always there will be cost
problems and hard times, finished product
will continue to be a good option even for

~ N

Fox Latin America: Emiliano
Saccone (centro) con Gabriela Gil
y Fernanda Tochi (atras); Carlos
Aguirre y Diego Suarez, Fox Televi-
sion Studios; Gonzalo Fiure; Javier
Szerman y Jorge Stamadianos

LA TV PAGA SE HA VUELTO UN
PILAR DE PRODUCCION ORIGINAL
EN AMERICA LATINA, EN ESPE-
CIAL CON SERIES DE FICCION

¢ A DONDE VAMOS A PARAR?

Buena pregunta. Ain mucho de lo impor-
tante que se viene apenas se vislumbra, va a
verse mejor cuando lo incipiente actual tome
mayor forma. Sin duda, el gran desafio hoy
es lidiar lo mejor posible con las dos grandes

o

mipcom.

the main broadcasters, as it happens today.
This is a proof of how relative is everything;
it is not advisable to move around with a
fixed mindset.

Let’s pay attention about what happens at
Mipcom, then; here, trends will display their
more essence, uncovering new facets.

Nicolds Smirnoff and Fabricio Ferrara

Canada: Louis Pearson
and Lucie Quenneville
from V Interaction, and
Elaine Mourez, Astral
(above) with André Beraud
and Louise Lantagne,
from Radio Canada, and
Jacinthe Brisebois, ARTV

CANADA, COUNTRY OF
HoNoR THIS MIPCOM,
IS A GOOD MARKET FOR
BranDED CONTENT
VENTURES, BOTH AT FREE
AND PAY TV CHANNELS.

4
—;E\

encrucijadas que seflalamos, mientras dura la
crisis internacional. Cuando esta calme y los
mercados vuelvan a crecer, todo va a ser un
poco mas ficil.

Todo lo dicho sobre produccién propia no
quiere decir que el enlatado tenga los dias
contados. Con la nueva era multipantalla,
tiene enormes oportunidades para desarrol-
lar.Y como siempre van a haber problemas de
costos y tiempos dificiles, seguird siendo una
buena opcién incluso para los broadcasters
principales, como ocurre hoy en la crisis. Es
una muestra delo relativo que es todo, y como
no hay que moverse con conceptos demasiado
determinantes.

A prestar mucha atencién en Mipcom,
entonces: aqui unas y otras tendencias van a
apuntalar su razén de ser, y a mostrar nuevas
facetas.

Nicolds Smirnoff y Fabricio Ferrara
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Miami Beach, 1959.
The beautiful life is about to get ugly.
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VWHAT'S GOING ON AT THE

WORLDWIDE MEDIA INDUSTRY?

SHORT SUMMARIZE OF MAIN RECENT NEWS OF THE TELEVISION, TELECOMMUNICATIONS

AND NEW MEDIA BUSINESSES ALL ACROSS THE WORLD

* Over 30% of consumers in the US, who
plan to purchase a TV set in the next 12
months, want an Internet-connected TV or
smart TV, according to IMS Research

* MundoFox, 8enerated by RCN and Fox
International Channels started airing on 60
local affiliate TV stations in 24 out of the 25
top Hispanic markets in the U.S. reaching
about 80% of the market

* Chellomedia and CBS Studios International
announced a new agreement to create CBS-
branded channels from Chello Zone’s existing
bouquet of channels in 83 territories across

Europe, the Middle East and Africa.
 The Colombian Government is firmly
developing DTT business, investing
USD 21 million in the “Talento Digital”
program

LaTiN AMERICA PAY TV SUBSCRIBERS, PER
counTRries (Aucust 2012)

Brazil
Others

Colombia

Argentina Mexico

Source: Private Advisor
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VENEZUELA

A new regional free to air kids channel
is being launched and will be national
through the pay TV operators

one million
members
in UK and
Ireland

CZECH
REPUBLIC
Fanda is a male orie
channel from CME

Delta Air Lines is adding in-flight
streaming TV and movies on-

demand on laptops or tablets via
its Wi-Fi portals on its fleet SLOVAKIA Dajto is
the new male-orientated
channel from CME

®

BRAZIL
* Brazil will have its analogue
switch off on 2015, starting with
Great Sao Paulo in March

* Telefonica and Qi have announ-
ced the release of IPTV, apart
from its DTH services

* HBO Go reaches 177.000 visits
and more than 53.000 content
streaming (July and September)

NIGERIA

Nigeria

Uruguay government will license six new digital
TV stations in Montevideo City, in addition to
assigning new frequencies for digital versions of
existing commercial stations

ARGENTINA
« At the beginning of 2013, DTT will cover 86% of
the Argentinean territory. In August 2012 reached
75%, broadcasting 16 channels to a potential audi-
ence of 7% or 3 millions of persons (June)

% Will be

- this year

The Jama'atu Izalatil
Bid’a Wa lgamatis
Sunnah, a religious
organization, is to
launch the satellite TV
channel Sunnah TV in

GERMANY

The Walt Disne!
Company has
acquired German
commercial TV
channel Das
Vierte. The
company already
has is already a
shareholder in
free-to-air chan-
nels Super RTL
and RTL I, apart
from its pay-TV

networks ‘

NORDIC
Fox International Channels acquired
its first free TV station in Finland, after
buying SuomiTV

POLAND
egrsnm“ Vivendi’s
group Canal + will
ProSieben- merge its
Sat.1 has existing
launched Cyfra+ Po-
an Austrian lish satellite
version of TV initiative
its female with Polish
skewed broadcaster
Sixx, Sixx Wl\ll)s pay-
Austria usiness

arm

has been

launched in
September,
while HTV4

released later

¢ Hungary will
« launch its

_ fore the end
of 2012

new channel
called TV2 on MIDDLE EAST
the frequen- In the past 18

| cies of TNT, months 150
which was new Arabic sa-
recently shut tellite television

down

HUNGARY -
RTL Klub in

Media Group

Ukraina added two re-

gional channels, Sigma
TV and Sfera TV

ninth cable
channel,
RTL II, be-

per day

TURKEY
Dogan Group
is launching a

channels have

across Egypt,
Libya, Iraq, Gulf
Cooperation
Council (GCC),
Yemen, Sudan,
Jordan and
Lebanon

SOUTH AFRICA

service African Film Library

been launched .

Top pay TV player M-Net showcases the
best of the African film industry in its VOD

CEE: CasLe, DTH, IPTV anp DTT, Per counTry (June 2012)
In THousanbps (000)

COUNTRY CaBLE SuBscrIBERS DTH SusscriBers IPTV SuBSCRIBERS DTT
Russia 11,353 9,768 893 7,762
PoLanD 4,700 853 155 647
RomaniA 3,600 2,339 29 —
UKRAINE 3,290 2,149 — 229
HuNGARY 1,950 1,098 249 447
BELARUS 1,633 380 419 13
BuLGARIA 1,538 700 33 —
SERBIA 1,205 199 148 —
SLOVAKIA 709 1,047 129 881
CzecH RepuBLIC 745 1,887 147 2,953
LITHUANIA 465 120 82 82
Bosnia HERZEGOVINA 410 260 56 —
LaTviA 397 170 85 85
MACEDONIA 339 1 — 60
SLOVENIA 253 50 203 240
EstoniA 222 80 137 229
Motpova 169 7 48 =
CROATIA 157 410 345 893
ALBANIA 91 — — —
Kosovo 81 — —
IMONTENEGRO 1 48 —
TOTAL 33,342 21,549 3,176 14,521
SouRrce: INFORMA TELECOMS AND MEpIA’s WBIS anp IC
———
RUSSIA O\

Kazakhstan’s first news
channel was launched on
September, airing 48 new
blocks and 40 programs

ce f

AsiA PaciFic Leaps THE Way

TotaL MutticHANNEL HomEs 2008-2015

T O O

Azia Pacis

Tt Earhodirg A Pl

B ———

e

L] Pire] fard -] 2 it
==y Pacilic —H. hmavis
— W Europss =—Latin Aeerics
—hiddhe East —E.Eutnge
Tl of Non Asla Pacif

Source: SNL Kagan
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INDIA
Bharti Airte!
launches

VOD servi-

customers

« |t was launched in August the first public Muslim channel Al RTV,
the channel will expand its reach to CEI countries

* UTH group rebranded Muz TV as Channel U. Muz TV will be avai-
lable in other platform, focused on music, while ProfMedia started
managing the channels TV3, MTV and 2x2

CCTV Africa, an hour-long
program broadcast from

Nairobi, begun live broad-
cast to China g

VIETNAM
* Da Nang Radio and Television (DRT) ha
become the first station outside the large
metropolitan area to use satellite services to
broadcast live

or DTH INDONESIA

' A new DTH service,
Parabola Orange TV, has
been launched

THAILAND
Pay-TV operator
TrueVisions
launched the
new PSI-True TV
satellite box

»

AUSTRALIA
ABC partners with HBO Asia for a new
10-part series is being financed by both
companies and Screen West

Sources: prensario.net; Private Advisor; Rapid TV News; Broadband News; CEE TV
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sixX: "THE GERMAN MARKET IS

STARTING TO LOVE THE SMALL CHANNELS'

Katja Hofem, managing director of sixx

Launched in May 2010 as part of the Ger-
many media group ProSiebenSat1l Media AG
channels boutique, sixx is a 24 hours lifestyle
channel especially designed for the female target
group, 20-39 years old.

More than 76% of its audience is composed
bywomen on an average of 37 years; 24.9% live
in single households with a higher education
than average; 25.2% have more than 3000 at
their disposal’, describes to PRENsarIO Katja
Hofem, managing director.

And she adds: ‘It is the only female channel
in the German TV landscape and its extremely
young compared to the average age of the Ger-
man viewer. Our target group is affluent, Inter-
net loving and living a more urban lifestyle’

FORECAST: MARKET SHARE SIXX, MoNDAY

- Sunpay, 3am-3rm (2011-2015)

IMARKET SHARE, IN PERCENT, PEOPLE

AGED 14-49 YEARS.

3

2.5%

1.5%

1.0%

0.5%

2011 2012 2013 2015

‘The US fiction-series are the back
bone of our channel and loved by the
audience. Our top show is the series
Vampire Diaries with ratings up to
3.1% (commercial-relevant target
group viewers 14-49 years), as well as
the daily stripping of Grey’s Anatomy
and Desperate Housewives, explains
Hofem.

‘We are producing about 100 hours of
programming on a local commission basis
and are also acquiring US- and UK-factual
series, which are a huge success for us: The
Dog Whisperer (up to 2.7 %) and Jamie Oliver
(up to 2.5%). And just recently a nice success
for Four weddings (up to 1.6%). Cooking,
weddings and dog education are our secret
success pillars’.

Cookingisatrend for us: we will be produc-
ing a cooking show with the local star Enie
van de Meiklokjes: Sweet ¢ Easy - Enie backt.
And we will be following four blond girls in
Diisseldorf, the real housewives style. Besides
this we are negotiating for anew dogeducation
show on a acquired basis.”

A STORY OF SUCCESS

Hofem says: ‘The German TV market is
starting to love the small channels and a trend
in launching line extensions (RTL nitro) or
independent new brands (within a media
house) can be seen. The channels of the third
generation have seen a huge growth within
the last 5 years’.

‘sixxisavery clear positionedlifestyle
brand, that is true to its viewers and
always fresh, irreverent and modern.
This is how we managed to become a
relevant channel withina TV landscape
of 82 TV channels. We have succeeded
from place 31 in the relevant set of the
viewers in 2011 to place 15 this year.

‘For ad clients we offer special tai-
lored solutions and exclusive ad space’,
explains Hofen, and adds: ‘We position
the channel as a self-contained and
self-dependent channel in the market,
independent from ProSieben, SAT.1
and kabel eins (other channels of the
group) avoiding cannibalization. We
have a special ad sales team outside our
typical structure, and aim to position
sixx as a high-quality women-channel

Source: AGF/GfK Fernsehforschung / TV Scope / Audience Research [0S/BR]
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Broadcast on Thursdays at 8.15 pm on Sixx,
Vampire Diaries is a blockbuster. US product is a
back-bone on the channel

with a premium pricing and an own discount
scheme’.

New Mebia
‘We see new media as a complementary
usage: and the results show this. On Facebook
we have more than 142,000 fans, on Twitter
almost 10,000 follower. And thisis awonderful
tool for us to market our new programs and
getin direct touch with our viewers. They use
it while watching the show or discussing with
friends after it. Catch up is also a wonderful
thing for us, and the viewers on www.sixx.
de use it to watch their favorite series again
and again’
© sixx/Ame Weychardtss
L

The new cooking show Sweet & Easy - Enie backt

©sixx/Bernd Jaworek

sixx — Das Magazin is one of the top shows of the channel

VISIT US AT

BOOTH R31.37




mipcom. | SpeciAL REPORT | BROADCASTER DIGITAL STRATEGIES | EUROPE

RTL GERMANY EXPERIMENTING WITH
+/pAy, AVOD anp TVOD, But PROSIEBEN JV
MASTER PLAN REMAINS CRIPPLED BY ANTITRUST RULING

As the largest broadcast group
in Europe, RTL is European bell-
wether and its multi-platform
distribution strategy bears some
examination. Like all broadcasters,
its trying to navigate the choppy wa-
ters of an audience that wants to engage
with its content away from the schedule and
traditional broadcast platforms, and the threat
of new competitorslooking to owns its audience
relationship and advertising revenue.

Across its European territories (Germany,
France, Belgium, the Netherlands, Luxembourg,
Spain, Russia, Hungary and Croatia), RTL is
responding to the multi-screen prerogative
by operating multiple portals that combine a
+7day catch service with tVOD access to con-
tent outside the catch-up window. This is the
increasingly standard playbook for free-to-air
broadcast on the web. At its most simplistic the
strategy is to leverage the channel brand, drive
traffic to the catch up portal through the channel
and syndicated content, capture as much web
video ad revenue as possible and hope for some
tVOD revenue.

In Germany, Europe’s largest TV market,
RTL operates a range of +7day catch-up portals
for each of its channels under the Now brand.

By ApriaN DRURY

RTL Now is RTLs +7day catch up
portal forits flagship RTL free to air
channel. After seven days, catalogue
shows become viewable from 0.99,
and newer catalogue movie titles are
available for a price of $2.99.
RTL also offers Now portals for its other
channel brands in the Germany, specifically Vox
Now, RTL II Now, Super RTL Now, its the-
matic family channel and RTL Nitro Now, which
launched simultaneously with the new RTLNitro
channelin April2012.In aggregate these channels
offer circa20% of the German broadcast schedule
and have around 11,000 hours of programming
available at any one time. All the Now services
are delivered from the same platform and offer
the same commercial model. Free to view +7day
content,with cataloguetelevision contentavailable
whererights permitfor upwardsof 0.99and films
available for around 2.99.

Italso operatesits RTL.de simulcast and high-
lights portal,aseparate property to the RTL Now
catch-upsite. Its currently testing integrating the
two portals. One of the commercial objectives
will be to be able to upsell tVOD content and
server more ads to its RTL.de audience, not just
its RTL Now audience.

This illustrates an interesting challenge. As
a broadcaster with

a diversity of chan-
THE GERMAN LINEAR & MULTI-SCREEN LANDSCAPE Y .
nel brands, what is
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o the right strategy?
A single portal with
| ghos a broad range of
content available

{ mow Ty TY for a range of tastes
and contexts, or a
e broad portfolio of
= hrevagedaty effectively thematic
portals,orahybrid of
the two approaches?
Today’s strategy is
e to create a megapor-
tal around the RTL

property, with a set

of diversified the-

maticportalsaligned

with the brand and
<34>

content position-
ing of its thematic
channels designed
to appeal to specific
market segments.
These in turn are
complemented by a
syndication strategy through social platforms
such as Facebook and RTL’s own German social
net, Wer-kennt-wen.de. RTL Germany also has
its own short form portal Clipfish.de

RTL understands that the megaportal as the
hub of this strategy is vital and its current ap-
proachisthe outcome of afailed attempt to create
a joint venture with ProSieben. Both RTL and
ProSieben were keen to consolidate their RTL
Now and MaxDome catch-up services respec-
tively into a combined Hulu-style consolidated
German portal for catch up services, enabling
them both to offer a great share of the German
broadcastschedule, captureagreater ofaudience
and advertising revenue. However this effort was
knocked backby Germany’s antitrustagency, the
Bundeskartellamt.

The question for RTLis whether its own prop-
erties will give it enough share of the broadcast
schedule to give it the content muscle to do
what Hulu has achieved in the US and provide
a dominant portal for catch-up content, and
a gateway to customers for tVOD and sVOD
services in the face of new market entrants in
the free to view, sVOD and tVOD markets such
a YouTube, Netflix and iTunes, or in the face of
traditional frenemies such as the pay-TV opera-
tors positioning to be aggregators, and public
broadcasters ARD and ZDF who are planning
their own JV portal service upselling for-fee
tVOD content.

The reality for RTL in Germany is that it is go-
ingto be challenging with its current share of the
audience and schedule. It is hence unsurprising
that both RTL and ProSieben have appealed the
decision by the Bundeskartellamt. Unfortunately
forboth parties,on August 7th the court of appeal
rejected their complaint. The door is however
open for a further appeal. RTL, and its majority
shareholder Bertelsmann, need to wish for a
different result on their third pass.

ARGENTINE TV

SMALL SCREEN / GREAT STORIES

FICTIONS ORIGINAL
SERIES
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DOCUMENTARIES HD TV 2012
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FRANCE: SMART TVS AND TABLETS

ARE ALREADY STEADY WITHIN THE TV PICTURE

HousEHoOLDS RECEIVING DIGITAL Pay TV,
BY TYPE OF Access (1H 2011)

SHARE OF AUDIENCE ON THEMATIC PAID
cHANNELS (JANUARY-JUNE 2011)

To provide an overall picture of the French
content market, PRENSARIO INTERNATIONAL
publishes this special research generated by
the Argentinean Embassyin France,about the
evolution of TV in France and how the digital
platformshavebecomearealityin the market.
The keys were the Hybrid TV, SmartTVs and
the tablets.

The2011 was marked by the multiplication of
Smart TVs—which represented 18% of total TV
sets sold during the year, according to GfK—and
the consolidation of a programming model for
broadcast on wide audience-oriented tablets,
according to the traditional report published
by the Argentine Embassy in France, about the
local content market.

The report indicates that the sale of 3D
TVs was ‘moderated’ representing just 6%
of the total sales. Another visible trend is the
commercialization of TVs with the HbbTV
standard, a platform for content on demand,
which combines broadcast and broadband.

Last year, digital diffusion accessed to all
kind of technologies (terrestrial, cable, satellite,
ADSL).However,modernization of audiovisual
diffusion did not come to an end: TNT in HD
offering will be generalized and enhanced. The
Plan France Numérique 2020, presented by the
government on 30" November 2011, identifies
the generalization of the compression standard
MPEG-4 from now until 2015,and the diffusion
standard DNB-T2 from now until 2020, as one

Viewing Time evoruTion (2000-2011)
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Source: Mediametrie
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of its 57 priorities.
According to figures
from the Simavelec, a
new TV sales record was
achieved, reaching 8.7
million of units. TV sales
could move back after the
transition to “all digital”.
GfK informed that 7.6
million of TVs would be
commercialized in year
2012, which represents
100.000 units more than ] ADSL

DiGITAL TV PENETRATION, PER
TECHNOLOGY (2007-2010)

15.1 Satellite 15.2 13.2

2009. This level of sales

15.5

82 e 96

. e 10~ 108 6.1 75
remains significantly - : 84
A 58 36 5 Satellite free
higher than the annual : T T T
2007 2008 2009 2010 1H 11

sales recorded between
2004 and 2008.

Source: Observatoire de I'équipement des foyers pour la réception

de la télévision numérique

French homes spend
increasinglyonaudiovisual
content. Between 1980 and 2009, expenses were
multiplied by 8.5, from 932 million Euros to
7,927 million respectively. Currently, the largest
expenditure corresponds to the payments made
in 2009, which totalized 3,308 million Euros,
which means 41% of total. Expenditure on
audiovisual tax also increased (an average of
+15% per year between 1980and 2009),aswellas
cinema expenditure (anaverage of +10% during
the same period). Starting from year 2007, more
money was spent in VOD, which will probably
become prominent in the years to come.

cHANNELS (2007-2011)

Source: Mériamétrie, Médiamat
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MARKET SHARE EVOLUTION ON NEw DTT

SmaRT TVs

GfK estimates that 49% of households
have at least one way to connect its TV to
Internet, but only 29% has effectively done
that, which represents a transformation rate of
60%. Service offer depends on the agreements
among manufacturers, that propose services for
connected TV (SmarTV, game console, ISPs,
DVD players for HD connectable, PCs, etc.),
and editors.

InFrance, TDT allowsaccess to hybrid services,
which content comes not only from diffusion,

but also from Internet, since the HbbTV
standard was

implemented
for some TV
models: in

o 2 = September
— :
' e 2011, five
_.-""-- channelsusedto
/ : o0 == spread HbbTV
- e i s datatoenhance
& 1w -
. content offered
| ]
= 1 mwm  toaudience.
[V ® L ==
' » ::‘. A Strategy
- s "™ Analytics’
ul report
[ L .
- - - - s = estimates that

12% of French
households

IN MiLLions
TotaL 14,1
ADS/OprTicaL FiBre 7,4 52%
SATELLITE 3,5 25% a40.6%increase over January-September
2009.98,7% of pay transactions is made
o
CaBLE 1.1 8% in the streaming location way, or as
DTT 0,7 6% temporary download, and 97,3% is paid

Source: CSA/ Observatoire de I'équipement des foyers

pour la réception de la télévision numérique

uses connected TV services, the same proportion
as in Italy, higher than the British (9%) or the
Germans (6%), but lower than the US (20%).

By the end 2011, 229 digital TV channels
had permission, declared under the CSA. They
were distributed as follows: 141 conventioned
channels, 60 declared channels, 28 authorized
channelsin TNT. Since September 2012, six new
free channels will be spread in TNT: Chérie HD
(Group NRJ female channel), 6ter (M6 Group
family channel), TVousla Diversité (Diversité TV
France, channel focused on diversity) LEquipe
HD (Amaury, for sports), RMC Découverte
(NextradioTV, documentary channel), HDI
(TF1, for fiction and films).

VOD anp SVOD

VOD is now available via satellite, ADSL and
cell phones. In December 2008, there were 48
active platforms, according to the Observatory
of VOD. NPA-GfK researches indicate that pay
VOD turnover in France (in generalist platforms)
was estimated in 93.6 million Euros between
January and September 2010, which represents

SHARE OF AUDIENCE ON THEMATIC PAID

cHANNELS (JANUARY-JUNE 2011)

Cine Sports

Other emissions

Information

17% 17%

Entertainment
and Music

Documentaries

immediately.

In September 2010, more than 20
SVOD platforms were active. According
to the same source, their turnover
represented 6% of total during the first nine
months of 2010, against 2.7% one year before.
This progression can be explained with the
advent of new offers that appear regularly.
Rates are variable according amount and type
of content proposed by the service. Monthly
subscriptions cost from 1.99 to 24.99 Euros.

AubIENCE

In 2011, time of audience in TV grew 15
minutes for each person, and reached 3 hours
47 minutes. Men time of audience is lower than
women. In the same way, higher professional
categories watch less TV than the rest of the
population. However, audience increased faster
than national average in 2011. From 2010 to
2011, differences according to age increased,
since average audience grew faster among the
elderly.

Lastedition of Médiamat'Thématik measures
the audience of 92 thematic channels, although
it should analyzed carefully. Survey is not
exhaustive; some topics are more represented
than others.

On the theme
“Young people”,
participation of three
of the four Disney
channels, which were
part of ADSL systems’
basic offers since April
2011, progressed
between March-June
2010andJanuary-June
2011.EspeciallyDisney
Channelincreased0.2.
This growth wasnotat

Fiction
(including animation)

expense of the rest of
the channels foryoung
people, as Nick Jr.

and Boomerang also
Source: SCA (14
progressed. Télétoon
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was the only channel in this group, which
decreased.

“Generic” channels had a positive evolution
with growth of Téva (+0.2 point), RTL9 (+0.1
point) and TV Breizh (+0.1 point). In “Fiction”,
participation of channels 13éme Universal and

SyFy Universal grew (from 0.2 and 0.1 point
respectively), such as AB1 (+0.1 point) while
Comédie decreased (-0.1 point). “Music’
channels audience participation decreased for
three of the five MTV channels.

>

CANAL+ LAUNCHED D8 anD D17

Canal+ Group (France) has
acquired the two channels from
the Bolloré Group and rebran-
ded them: Direct 8 as D8 and
Direct Star as D17, launched
on October 7.

D8isageneral entertainment
channel with Canal+ multiplying the program-
ming budget for the channel. Original Canal+
programming is also part of D8, but there has
to be a window of at least 18 months before any
of this programming can be shown.

D17 has a focus on music, but programming
also includes TV series about paranormal and
extra terrestrial activities, manga cartoons, and
there will be a weekly ‘movie night’ The channel
also shows some programming originally broad-
cast on Canal+.

Source: Broadband TV News
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Nina Lorgen Flemmen, Head of Acquisi-
tion TV Norge, FEM, MAX and VOX

NoORWAY: AUDIENCE MARKET
SHARE, BY GROUPS (Jan-JuL 2012)

Source: TV Norge
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TV NoRrGe, NORwWAY:
THE LARGEST GROWING TV
GROUP OF THE COUNTRY

Belonged tothe German ProSiebenSatMedia
AG, SBS Norway is the third larger group in the
country and manages four TV channels in the
country: TV Norge, the flagship station, is the
broad family entertainment channel program-
mingmajorlocal productionsofbiginternational
formats and locally developed shows, US series
and films, reality and factual entertainment. The
goal is to become the best Norwegian entertain-
ment channel for people under 50.

FEM, targeting women 15-49, offers female
skewing lifestyle, reality and factual
entertainment, series, feature films,

[ \ and human-interest documenta-
m Mt | ries. MAXisformen 15-49seeking
= non-binding, action-packed en-
tertainment, factual entertainment,
docusoaps, USseriesand films. VOX’s
audienceismatureviewers, targetgroup 30-59, providing older skewing quality
crime and drama, lifestyle and reality, comedy and quality feature films.
SBS Norway is the largest growing group especially in the younger target
demos P12-44. The four channels of the group increased by 12.8 % compared
to last year and spring 2012 was its best ever in the channel groups history.
July summer ratings totalized 18.6% (P12-
44), which is an increase of 19.2% compared
to July 2011.
NinaLorgenFlemmen,head of Acquisition

of all the channels, explains to PRENSARIO:
‘We love to be the challenger in the market
place and we still believe in growth and close
in on TV2] the leading broadcaster of the
local TV market.

“TVNorge commissions all productions Norwegian version of 77 degrees
with theindependentproduction companies North from Banijay is one of the top
. . . shows this season on TV Norge
in Norway, including Monster Ent, Nord-
isk Film
(Banijay), Mastiff and Zodiak, among
others. In addition we air top US and
UK shows. VOX still does not have local
production on air yet.

(_photo_credit: Matti Bernitz)

SBS

‘Norwegians want to see shows they
can relate to culturally. Shows such as
71 degrees North (Banijay) and Culture
Shock Norway on TVNorge are two good
examples. Also, thetalkshow YLVISon TV
Norge. We have a strong line up with feel
goodand comedyin focus.On FEM, Con-
nected (Armoza Formats) was launched

26.5%

MTG
as a daily 10-week format, completes.
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<38>

MALAYSIA

EMPOWERING CONTENT
FOR THE WORLD

ISIT US AT MIPCOM 2012
S'l'ﬂHI'_‘J 11.18

SBS TV, SWEDEN: A MIX
OF SWEDISH CONTENTS AND
US PrRODUCT

Thereare four media companiesin the Swe-
dish television landscape: the public group
Sveriges Television (SVT), TV4 Group,
Modern Times Group (MTG) and SBSTV,
operating Kanal 5, the third, and Kanal 9,
the ninth station of the Swedish market with
10.9% and 2.6% of market share from Sept-
ember 2011 to August 2012, according to
MMS/ ADEdge. 42% of the viewers
during that period of time were
between 3-34 year old, and 59%
of the viewers are female.

e
g

Katarina Eriksson, head of "B
acquisitions, SBS TV

Katarina Eriksson, head of

®
. |
L TR

acquisitions of SBSTV, explains
to PRENsARIO: ‘We donot produce
our own programs, we commission
them from production companies in Sweden.
We only have English speaking programs, mainly
from the US and England. We program features,
series, factual entertainment, reality’

Kanal 5 is Sweden’s number two broadcaster
in its target audience of viewer’s aged 15 to 44,
offeringamix of American drama series,such us

Grey’s Anatomy, Desperate Housewives, CSI,and =
Swedish productionslike the reality series Ullared Angry Cafpenler on Kanal
and the lifestyle program The Angry Carpenter, 55 prime time

which are some of the channel’s biggest successes.

Kanal 9 brings a mix of American dramas and Swedish productions,
such as the local version of Restaurant in my living room. ‘It reaches
64% of all Swedish households and it’s the youngest of the three small
channels, Sjuan & TVS.

‘There are a lot of recurring programs in the channels fall prime

nEI .'I"..I-l."
schedules. SVT continues their commercial approach and focusing on
their weekend-programs. TV3 is trying to fight their way in to the reality
genre and are offering popular mainstream programs. TV4 hopes to win
over viewers with large-

N NI IO SWEDDEN: IVIARKET SHARE, BY TV
Eriksson. CHANNELS (Sep. 11 — Aua. 2012)

And completes: ‘True o ! | \
talent (TV3) and The

CO-PRODUCTION OPPORTUNITIES WITH

i MALAYSIA FOR FILMS/TV, DOCUMENTARIES,

beatrend,which canaffect V6
X- Factor Sweden (TV4) SVT2
thisfall. Comedinewithme ~ Sjuan

ANIMATIONS AND POST-PRODUCTION

(TV4) ishavinga negative 8 Crganized by Supporied by: b st il

trend, and losing viewers, ~Kanal9

Time shift and Play are i
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TV Nova, CzecH REpuBLIC:
‘PRODUCING LOCALLY ALLOW US TO CATCH VIEWERS
THROUGH ANY ONLINE OR TRADITIONAL PLATFORM’

Jan Andrusko, CEQ of TV Nova

The TV Nova Group is the
market leader in the Czech

Republic in terms of audience share

and market share and sells over 50% of the

commercial GRP’s on the market. It consists of

five TV stations: Nova, Nova Cinema, Fanda,

Nova Sport and MTV, as well as wide range of

online projects and the SVOD service Voyo.

‘Our flagship station is TV Nova, which is a

full-format free-to-air channel, targets a general

audience of 15-54 years old and achieved an

average prime time share in 1Q 2012 of 31.8%.

8. Oursecondfree-to-
air channel, Nova

| Cinema, focuses

on bringing

viewers the best
Hollywood
blockbuster films

and the best

Masterchef, the most recent  jndependent world

entertainment format at TV Nova

ADVERTISING MARKET SHARE, AUDIENCE MIARKET SHARE, effective on smaller
PER GROUPS (2Q 12) PER CHANNELS (2Q 12) niche channels’.

CT Group Others

Source: ATO Mediaresearch

Ceska Televize 2

\ Ceska Televize 24 genresof content,from
Prima Love

Cinema

Ceska
Televize 4

Televize 1

Source: ATO Mediaresearch
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nyva

cinema, and achieved an average prime time
share in the same period of 5.90%) explains to
PreENsARIO Jan Andrusko, CEO of TV Nova.

“The youngest FTA channel in our portfolio is
called Fanda (as“fan”in English), whichis geared
towards men. It was launched this summer, so
we don’t have any official results of viewership,

but the first indications are quite high. Our
broadcast portfolio is rounded out by the
pay-TV channels Nova Sport, which
owns licenses for the key sporting
events in the country, and the local
version of the musicand youth lifestyle
station MTV under a programming
and trademark agreement with MTV
Networks International’

‘Our subscription-based online video service
Voyo.cz, provides users with the option to stream
thousands of hours of local and foreign content.
Wearelooking forward to growing exponentially
the amount of content we offer users on this
service through partnerships with worldwide
content owners over the next year’.

PROGRAMMING

TV Nova airs the most watched program in
the country: Televizni noviny (news) and drama
series Rose Garden Medical Clinic, both achieve
a 50% audience share, which means about 2
million of viewers.

‘Fewer and fewer acquired titles currently
achieve the viewership that we would expect on
a channel like Nova. Foreign programming is
still a cost-effective solution to filling non-key

slots, and can be quite

‘We produce all

drama series, to crime
TNoa  SETies, sitcoms, reality
and entertainment.
We are also the drivers
of VOD services in the
Czech Republic, and
across all our CME
markets overall’.
‘We developed the
SVOD platform Voyo

Rose Garden Medical Clinic, the most
watched drama series on the Czech market

where our subscribers can

choose either from a wide

range of more than 1.100

film titles, tens of series

and thousands of our own @ E’ﬁbrt
production in our library

or choose to stream our

first linear channel, Voyo - |
Cinema, within the platform. ml
The strongest products in '

that library are in fact local 1 \
productions, so as long as 5
we continue to produce high

quality local content, then we

have the opportunity to catch

the viewer either through these

new services or through traditional broadcasting
channels.

After Fanda, TV Nova has plans to launch
additional channels in the near future ‘when
market conditions allow’, says the executive, and
adds: ‘CME’s portfolio includes the production
company MediaPro Pictures, which nowadays
produces almost 40% of the primetime content
for the TV Nova (excluding the news)’

For the upcoming fall season, MPP produced
a great format called The College Ltd., a fictional
drama about the relationships between pupils,
parentsand teachers.Its first episode (in the form
of anintroductory movie) attracted an audience
share of 41%.

‘We have output deals and partnerships
with the strongest content providers. In the
past, we have acquired big formats and most
recently Masterchef. We also acquire reality
formats, such as Wife Swap and not long ago
The Farm.Additionally, we are also in the market
for acquiring scripts to fiction products for
adaptation, which we did with the original format
of Roseanne’, completes Andrusko.
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PoLcasT, POLAND: MORE

OFFERING FOR A GROWING MARKET

Piotr Borys, director of programming

Porcast TELEVISION is a good example of
the TV business expansion in the second
advertising market of CENTRAL AND EASTERN
Eurorpk: Poland.It’sapay TV programmer,who
haslaunchedin2012twonew TV channels for
a growing and growing audience.

Polcast currently operates four channels.
‘The main one is Tele5, a male-oriented
network programming mainly movies and

Modern Marvels and Killer Whales, two
options for Planet TV

PRENSARIO INTERNATIONAL

series (crime, action, disaster, etc.). Then,
Polonial, a female-oriented channel and the
oldest commercial channel in Poland with 19
years old, offering light factual entertainment,
explains to PRENsARIO Piotr Borys, director of
programming of the company.

Thelasttwo optionsreleased on May 14,2012
are Water Planet, a documentary related to
differentaspects of water (environment, history,
biology, lifestyle, etc.) and Novela TV focused
on the main Latin genre, telenovelas. ‘All these
channels are distributed via cable and satellite.
Technical reach of Tele5 and Polonial isaround
50% of the country, while the distribution of the
two new channelsis currently under discussion,
says the executive.

PROGRAMMING AND PRODUCTION

‘We have our own productions facilities
which allow us to produce some programs (both
in studio and outdoors) for all the channels.
We co-operate also with local producers and
acquire some readymade programming),
comments Borys.

‘We were intensively looking for new
programs early this year because we had to
build newlibraries for Water Planet and Novela
TV and still looking for good movies and
drama series for Tele5, factual entertainment
for Polonial and interesting water oriented
documents and telenovelas for the first two.

For Tele5 and Polonial, Polcast produces in-
house some 20% and we buy fromindependent
Polish producers another 20%, while the rest
(some 60%) comes from acquisitions. For
Water Planet and Novela TV almost entire
content comes now from acquisitions.

Some examples of top shows in Tele5 are
Nostradamus Effect, XIIT and Ultimate Force;
in Polonial: Miss Naked Beauty, I want my
mummy!and Eat Yourself Sexy; in Water Planet,
Modern Marvels, Wild River Hourneysand Killer
Whales; and for Novela TV, La Reina del Sur, La
casa de al Lado and Ninos Ricos Pobres Padres.

THE PouisH Pay TV MARKET

The Polish TV market is very competitive
with some 150 channels measured currently
by AGB Nielsen. ‘The Polish Pay TV market is

<42 >

COMPULSIVE

La Reina del Sur, telenovela
from Telemundo available in the new channel
Novela TV

dominated by 3 digital platforms (2 of them
are to be merged later this year) and some 5-
10 biggest cable networks. These are our main
partners now when we keep intensive talks
regarding the distribution of Water Planet
and Novela TV.

‘Tele5 has some 0.3-0.4% of the commercial
market (16-49), Polonial abitless, while Water
Planet and Novela TV are not measured yet),
completes the executive.

MARKET SHARE, PER CHANNELS — ALL

pAY, 16-49 (1H 2012). ExcLubinG
FREE TERRESTRIAL CHANNELS

PALAIS DES FESTIVALS, Cannes, France (October 8-11)
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NaTioNaL MEDIA GROUP: A LEADING COMPANY
IN THE RussiIAN TV MARKET

Andrey Praslov, general producer of Ren TV

NarioNaALMEDIA GROUP (NMG) wasfoundedin
2008andacquiredits 68% majority stakein ReN
TV in the same year. Since then, the company
hasbecome one of theleading media groupsin
Russia,withholdingsin CHANNEL5 ST. PETERSBURG
(72.4%), the Russianmarketleader CHANNELONE
(25%), the daily newspaper Isvestya (50.19%)
and the radio station Russian News Service
(100%). Giant RTL Group has become in June
2011 one of themain shareholders of the group
with 7.5% of shares.

According to TNS Russia, daily average
audience share of Ren TV between January
to July 2012 amongst viewers aged 25-59 (the

PRENSARIO INTERNATIONAL

most difficult to
reach) was 6%,

which allowed (JULY' 2012)

AUDIENCE MARKET SHARE, PER CHANNELS / 14-59

the channel NTV 14.1%
to rank sixth Roffi;\:f
in the Russian Z’:g
TV market. RenTV
The channel Channtexlss
has a potential "o
audience of 120 TV Center
million. N verta
‘This result Dy
was achieved Rx:;:‘é
because of a Rossia24 | : : : : .
well composed 0 3 6 0 12 15

viewing grid, Source: TNS

says Andrey

Praslov, general producer of Ren TV, who
adds: ‘The target audience day-time programs
are women. Evening broadcasting is based on
documentary projects, in which men are mostly
interested. The channel managed to implement
brand new programming solutions. Thus, a
number of TV projects were launched, which are
in the trend of intellectual entertainment’

‘During the evening prime time (highly
competitive time), the channels offers serious
high-qualitydocumentary,docudramas, cooking
shows, famous Hollywood TV-shows and
legendary movies, instead of a standard set of
entertainment shows..

Within 2012-2013 seasons, Ren TV is planning
to ‘strengthen’ its market position. Explains
Praslov: ‘We plan to continue showing world
known shows, such as Hell’s Kitchen, launching
projects Kitchen NightMare and 4 Weddings. We
willalso show the sequels of world-known serials,
such as Game of Thrones, The Walking Dead,

To be launched this month, Love 977 is the new
project of Ren TV showing real people with real
problems, while the Russian version of Hell's
Kitchenand HBQ's Game of Thrones are some of
the top shows on Ren TV
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Spartacus: Vengeance and many others.

‘We would like to point out a new project on
our channel: Love 911, which will be launched
in October. It was created in compliance with
our technical requirements by Mir Reality, the
well-known company on the market. Therefore,
we expand docu-reality by creating our own
project. We do not only buy some content, but
also develop our own formats which meet with
the world trends. Love 911 is a project about real
peoplewith their real problems; it will be the most
outspoken project about family relationships,
where psychologists will be ready to help at
anytime’.

Channel 5 is the only federal company
broadcasting outside Moscu and reaching
more than 130 million people. Marina Belova,
Marketing and TV programming director,
comments: ‘Nowadays it is not the TV channels
that compete, it is the content of their offers. For
usit’sachallengeanddriveforaneverydayroutine
work: to thoroughly select the content and please
ouraudience. Channel 5attractsviewersfrom the
age range of 25-59. As our main competitors we
have cinemas, theatres, social media and other
sorts of entertainment.

When AlekseyBrodsky (CEO since December
2012) headed the company, he announced his
maingoal: tojoin the top-10 of the Russian federal
channels. ‘The channels bases its image on the 5
words and proves them: bright, open, truthful,
native and on-line. Channel 5 attracts both man
and women in the age range from 25 to 59 who
selectlive broadcasting, current newsalerts,open
discussions, qualitative Russian, Soviet movies
and colorful special projects’.

Some examplesare themorningshow Excellent

morning with celebrity-guests, different anchor
persons and wide range of information. “The
main goal of this year is to accumulate programs
under one concept “fight with the evil’, which
means that in our everyday life everyone could
face stealing, fraud or lies’

‘Not every person decides to go to the police
or has enough money to hire an attorney or a
private detective,buteveryone fromouraudience
can get a useful information what to do with
the help of our on-line project Open Forum or
TV-show Court Session that is based on the real
cases; or series Detectives, Track, or Truth of life,
a special project of our journalists investigating
most tangled and confused cases’.

“The news coverage in programs Seichas (Just
now) and Glavnoe (Main things) attract the
viewers by detailed analytics in the on-line dialog.
Using thatholisticapproach bykeepingsuch tune
asaspecific redline’ we’re building the prevailing
theme through-out the day’.

ADVERTISING

Ren TV is significant player on television
advertising market. ‘Obviously, prime-time
content makes maximum effect, however, in
generalall of the contentisbeingsold successfully,
says Praslov.

“The results of the recent research show the
stable growth of on the channel’s share in 2012
according to the analysis of the target audience in
the age range from 25 to 59 in Russia: 17% more
comparing to the same period in 2011. And the
most impressive breakthrough happened in the
weekdays daytime prime (13:00-16:00),wherethe
growth amounted almost 80% comparing to the
same period last year, he remarks.

Belova adds: ‘In August 2010 the share of the
audience all over Russia was 2,0% and in August
2011,2,9%.In August 2012, Channel 5 reached 5,
5% and during the last two years, the share of the
channel increased more than two times, as well

RUSSIAN PUBLIC TELEVISION

The Russian President DmitriMedvédev
announced in April 2012 the creation of the
Public Television in the country. The launch
of the station is planned for January 2013.
In July 18th, President Medvédev named

Anatoly Lysenko as general director of the

autonomous organization “Public TV of
Russian Federation”

as the audience grew to 175%, according to TNS
Russia (24 hours, target audience 25-59).

PropucTion

On behalf of the main content production
trends, Praslovexplains: ‘Thekeygenresin Russia
aredocumentaryandscriptedreality films.I think
that next season will see a rapid growth of such
genres as docu-reality where main characters are
real people with their real stories. These are the
most popular products abroad and I believe they
will be expanding on our channel as well

Belova comments: ‘TV functions change
rapidly these days. The main objectives maintain
the same (to inform, to entertain, to educate),
but the new tendency appeared: the spectator
nowadays makes his choice based on the
application-oriented criteria. Television managers
make a great effort creating strong TV brands to
enlarge the impact of the advertising made by
the TV channel and force the target audience to
follow the channel’.

‘Afterwards it will be the work of the
“programming secrets” to secure the flow of
the audience from one program to another.
On Channel 5 all the TV traditions successfully
cooperate, informing, entertaining, as well as
“protecting”. Such programsas Right for protection,
Incident to report or Real investigations serve as
a spectacular safety instruction beloved by our
audience. Modern audience is attracted by the
characters with whom they can feel connection,
empathy, who is trustworthy, nice and friendly’.

Lastly, Praslov says: ‘The channel has great
experience injoint content production with both
Russian and foreign companies. I don’t see a big
difference in partnership with either of them. We
always choose our partners according to their
professional qualities’.

Belova completes: ‘With the cooperation of
Teleformat, we produced the series Detectives,
a Russian version of a well-known German
series Lenssenc>partners made by Constantin
Entertainment.
In the process of
adaptation of any
kind of television
format the mental
features of the viewer
should be taken
into account. In the
original version of
the series the Bavarian
detective Lenssen acts
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Marina Belova, Marketing and TV programming
director of Channel 5

in the unusual for the Russian audience pace.
As well as the main characters Igor Lukin and
Alexey Nasonov, two private detectives happen to
be ex-majors that makes them more credible for
the target audience’

News coverage attract
viewers attention on Channel
5, who also bets on original
series such us Detectives or
formats like Court Session

based on real cases

PRENSARIO INTERNATIONAL
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TET, UkrAINE: "WE CREATED

A NEW BRAND ALMOST FROM ZERO'

CEETV’'s Maria Rusan INTERVIEWS IRINA KOSTYUK,
GENERAL PRODUCER AT UKRAINIAN CHANNEL TET

ceetv:Youhave
beenleading the
stationforayear
and a half. What
has changed at
thechannelafter
you came?

IK: Apart
from the channel
name and Dom
2 (Russian
reality) in the
programming
grid, the rest is

new: from the
team to the channel image and its content. We
repositioned TET and created a new brand
almost from zero, young, entertaining and light
channel. The hardest goal was to rejuvenate the
audienceand notonlytokeep itbutalso to grow.
Wewere the first: earlier,all channels that planned
to rejuvenate the audience lost viewers and then
went back to the old scheme and dropped the
‘thankless task’ to chase the youth. It is indeed
the most complex audience to conquer. For a
period of less than a year, the channel’s average
viewer was ‘rejuvenated’ by more than for 10
years, while the audience grew twice.

Irina Kostyuk

ceetv:Whatis TET’s demo and what content
do you pick up to attract those viewers?

IK: Our main target is young people aged
14-30, in physical and spiritual way, those who
always are ‘18 at heart. The ideal genres are
sitcoms, sketches and comedies, entertaining
reality, parodies, dating and makeover shows,
and our specialty —‘trendy mysteries for the
young people’. Our taboo is moralism and
maudlin, as well as reruns. As there is not much
such content (young entertainment) on the
market, we have to experiment and even invent
genres like our spring hit Bar Duck, which has
been already prolonged for a second season
—it is a ‘reconstruction of live baloneys, a very
unusual project. Plusalmostall the staffis deeply
integrated in social nets - where we find new
projects, ideas and talented people. We were the
firstin Ukraine to invite to the channel a project
born on the net: Durnev+1 is our anti-glam
showbiz chronicle. So we tend to chase for our
audience everywhere.

PRENSARIO INTERNATIONAL

ceeltv

ceetv: Which are your most successful
projects?

IK: We have developed the in-house
production: the number of own produced
projects grew 5-7 times. Many of those are
primetime, rating building lines, some are
brand ones. With Bar Duck we invented the
‘reconstruction of live baloneys. We collected
the stories that are based on real events.
Currently, we produce the second season.
Our trend mystery started with the cycle of
enigmaticstories, The Dark Diary.We produced
two seasons, each episode telling a particular
story. We already sold the Internet rights for
the project in Russia. Last year we produced
the first vampire series in the country Split
(together with Russian WeiT Media, based on
the Israeli format). Our version of Plain Jane
was recognized by Sony as one of the best. We
also succeeded to locally adapt Date My Mom,
Nasty Girls, First Love and Benid rm Bastards.
Our summer hit for a second year in a row is
Promzillas. We are proud of our reality Masha
and the Models (in the second season) and new
spring hit Shopping Queen. We are preparing
many things for the new fall season.

ceetv: Is it cheaper to produce locally or to
acquire ready-made stuff?

IK: It is more prospective and farseeing to
produce locally. The most expensive produced
by own means content will be in any case 2.5
less expensive than the most expensive acquired
Russian content. There is no guarantee that
the the most expensive Russian content will
have bigger audiences. But to fill in the whole
programming grid with own production is
an unmanageable task for any entertainment
channel. I wouldn’t say we need that really:
sitcoms and sketches (our main genres) are
very well done by our Russian colleagues (TNT
content at our channel is 99% out of 100%
successful). But we also plan own sitcoms and
sketches, and we’d start co-productions where
we can.

ceetv: What are the differences in running
a big channel and a small one? Which are the
risks and advantages?

IK: I haven’t managed a big channel and
cannot compare. But we are a part of a TV
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holding where besides us there are three other
TV stationsand manyadministrative functions
are centralized. I can 100% say that the general
producers have equally huge responsibilities:
from the general producer of Citi to the flagship
1+1. All have equally big amount of work
though each risk with different budgets and
market shares.

ceetv: Please, tell us more about Internet
integration and creating a TET community
there?

IK: Massive presence on the net, maximum
interactivity and availability for the viewers,
and creation of TET community is one of
our priorities. This strategy will become our
advantage in the future. As the nature of viewers’
preferences changes, we want to secure the place
where it will be dropping in some time. We do
not only want that viewers watch the channel
butwealsowantto digdeeperinto theaudience,
speak with it.
Each of our
projects has an
Internet part and
simultaneously
livesin it,in social
nets in particular.
We tend to be
everywherewhere
our audience is:
we catch it online
and support
events that are o) 500y anti-glam
interesting for  showbiz chronicle born
our viewers, like ~ 0nthe net
musical concerts.

Bar Duck is an original project from TET, now
in its second season

FIGHTING EVIL

WITH MIXED RESULTS

Visit elne at RIVIERA BEAL
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CIS COUNTRIES: FAST AND

DYNAMIC DEVELOPMENT

Television market in the
CIS countries is a rapidly

N . developing industry both
in terms of the quantity of
TV channels and locally

— F

produced television content.
or the past ten years CIS TV
_ market drew dramatically,

| ﬁ*g—g 1A especially in such countries
X WEEK J as Russia, Ukraine and

KazakHsTAN: MARKET SHARE, PER CHANNEL +6 (Jury 2012)

Kazakhstan which are the
biggest regional TV markets.
Nevertheless television

industry evolverapidlyalsoin other
CIS countries, such as Uzbekistan, Kyrgyzstan,
Azerbaijan, Tajikistan, Armenia, Moldova and
Belorussia. The only one “closed for the others’
eyes” market of the region is Turkmenistan,
where there are only 5 TV channels, all of which
are state-owned.

The most competitive TV markets of the
region with the biggest number of national-wide
analogue TV nets are Russia (16 national-wide
TV channels), Ukraine (14) and Kazakhstan
(10). After analogue switch off (in the majority
CIS countries deadline for digital terrestrial
TV switchover is set for 2015) the number of
national-wideterrestrial TV channelswill double
or even triple in the CIS countries.

&

ADVERTISING

From the advertising point of view Russia,
Ukraine and Kazakhstan are also the biggest
marketsin the region. TV advertising in Russian
reached in 2011 more than $4.35 billion, in
Ukraine — $440 million, in Kazakhstan — $380
million.It’s necessary to mention thateconomic

crisis of 2008-
TN NNl UKRAINE: IMARKET SHARE, PER CHANNEL - ALL 18+(Jury 2012)

negatively

advertising 18
revenues of the 167
. 14
CIS countries
12 * 10.7 101 o
broadcasters. 10 4 .

For example,
in Ukraine TV
advertising
market fell
almost twice in
2009 and still
cannot recover
after thecrisis.In
Belorussia crisis
for TV industry
started in 2011 when advertising revenues
decreased 40% (to $68 million) comparing with
2010. This tendency in Belorussia continues till
now and analysts say 2012 will show 25% drop
of the local advertising market.

On behalf of programming, entertainment
content prevails almost in all CIS markets.
Nevertheless in different countries of the
region certain TV content restrictions exist.
For example, in Moldova TV channels are
not allowed to broadcast foreign movies
in Russian translation, in Ukraine panel
games are prohibited on TV. But the most
strange restriction (we are not talking about
Turkmenistan, where almost all foreign and
entertainment content is forbidden) was
introduced thisyearin Azerbaijan where starting
from this May foreign TV series are prohibited
to broadcast by TV channels.

Russiadominatesin the region by the quantity
of locally
produced TV
content. There
are more than
150 production
companies in
the country that
are supplying
channels with
TV dramas,

o N A O ®
e

Source: Gfk Ukraine/1+1 Group

comedies,
detectives and
TV shows. More
than 60% of
programming
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By VicTtoriIA YARMOSHCHUK,
Director oF MEepIA RESOURCES MIANAGEMENT
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largest TV nets in Russia is locally produced.
At the same time Ukraine is a region leader by
as TV shows production (and adaptation of the
international formats).

In the last 18 months Ukraine has come
to be among the top three countries by the
volume of foreign TV formats purchase. In the
preceding decade (from 2000 to 2009) there
were less format shows and programs launched
in Ukraine, than in 2011 and first half of 2012.
Roughly there were a little over 40 foreign
formats adapted in the years 2000-2009. At the
same time, in 2011 and first half of this year the
amount of format TV-shows produced in this
country outnumbered the total of the whole
previous decade—the number of foreign formats
adapted in the last 18 months crossed the mark
of 60 absolutely new projects (not counting the
subsequentseasons of the big shows, which were
launched earlier). Game shows and reality shows
are leading both in Russia and Ukraine.

In Kazakhstan feature movies production
is better developed than in Ukraine, but in
terms of TV content production this country
is just starting to evolve. Local TV production
in such countries as Armenia, Azerbaijan,
Moldova, Kyrgyzstan, Belorussia, Tajikistan
and Uzbekistan is represented by TV shows,
because high-quality series production is not
yet a matter of fact for these territories. TV
channels of above-mentioned countries prefer
tobroadcast Russianand American TV content.
In Azerbaijan, for instance, Turkish TV dramas
arevery popular. Romanian contentisdesiredin
Moldova,and both Korean and Turkish seriesare
welcomed in Uzbekistan and Kyrgyzstan.

o,

e \\»

ARMORED HEARTS

SERIE BOXE0D™ EST.

FROM RICHES TO RAGS

TELENOWVELA 1Z20XE60° EST.

DON PEDRO:

STORY OF A DRUG LORD 2
SERIE 75XG60™ EST.

MIPCOM 2012 pavass pes resTivaLs
BOOTH 09.09 canmes rraNce OCTOBER 8- 11
RCN TELEVISION

CONTACT US: Phone:[571) 426 92 92, Extensions: 1189/ 11590/ 1195 + mhemand@rente comco [ LvakedGronty.comuos | malvarez@rontwoom.co
wiwww.canalronmsn.co ] onnhes

f HvenLavinly rmacionalrucaty ' ORcn wales.




mipcom. | SpeciALs INTERVIEWS | NEw MEepia | EurRoPE

OpTiMmus CLiX, PORTUGAL:

MAKES THE DIFFERENCE
wiTH IPTV

Optimus Clix is a Triple
Playbrand of the Portuguese
company Sonaecom, one
of the leading providers of
telecommunicationservices.
PreENsariointerviewsCarlos

Barbosa, content manager,

and Sussana Barbato, TV

I.l

(Carlos Barbosa, content manager, and Sussana Barbato,
TV marketing director

marketingdirector,aboutthe
programming strategies.
‘IPTV contributed to
increase the penetration of Pay TV
in Portugal, which no now reaches
more than 53% of households. The
raise is almost totally due to the digital
offers and is boosted by an aggressive

competition. The trend is similar all
over the continent where the countries’ DTT strategies play a key role in
the sense that they could represent quite good alternatives to IPTV and
cables in some countries) remark Barbosa and Barbato.

‘The full TV experience when interacting with an IPTV service is
considered a major point of differentiation. We were the first player to
introduce the RestarTV service, allowing viewers to start a program from
thebeginning with the touch of a single key’. Another pillar is the possibility
tointeractwithsocialnetworksthrough the
TV, offering apps like Facebook, Twitter,
Picasa, Wikipedia and Soccer.

Besides a range of live TV lineup, a
VOD library with more than 3.000 titles is
available including content from Disney,
Warner, Paramount and Sony. ‘In September we become the first
Portuguese operator to bring OTT video content to the TV by launching
Daily Motion app. The number two web video site in the world is now
available for free in all Optimus Clix customer STBs), says Barbosa.

‘We keep our strategy of client acquisition in FTTH (fiber-to-the-

home) covered areas. During 2011

, the FTTH customer base more than doubled showing the fantastic
adhesion to its Triple Play bundles with more than 130 channels, Internet
speed up to 400Mb and unlimited calls), describes Barbato.

“The content offer is being continuously improved with the addition
of new contents. In 2012 and so far, a total of 10 new live TV channels
have been added, four of which are in HD. On demand contents have
been reinforced adding a new 3D category, which includes some of the
latest box-office hits from different providers’

‘The strategy is to keep increasing the offer reinforcing the image
quality by launching new HD and 3D contents both live and on-demand.
We have also a complete roadmap of applications and functionalities
to be launched aiming the access on the TV to more OTT content and
social networks’.

PRENSARIO INTERNATIONAL
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SwitcHOVER MEDIA, ITALY:
MORE OPTIONS FOR THE
DTT MARKET

With the releases of
Giallo in May and Focus
onJuly, Switchover Media
hasbecome one ofthemost
important DTT players in
Italy. It also operates K2
and Frisbee for kids, as
well as programming a

3-hours evening comedy - e
Francesco Nespega, Managing Partner at Switchover Me-

dia and Fabrizio Salini, Head of Entertainment & Factual
sit comedies, Seratissima, EIWLISERSUICINARVCOE

and the pay TV channel GXT.
Focus is a factual entertainment

block with award winning

channel born by the partnership with
Gruner+Jahr/Mondadori —publisher
of Italy’s top seller monthly magazine—,

offering documentaries, reality, specials,
etc. Top showsincludes Ufo Hunters, How the Earthwas madeand
The Universe and Cities of the Underworld, among others.

Giallo is devoted to the mystery/crime genre, exhibiting
popular TV series acquired from US studios as well as
European and independent distributors. Top shows are
Law & Order, In Justice, Mr. & Mrs. Smith

Francesco Nespega, Managing Partner at Switchover
Media, explains: ‘Our objective is to build unique targeted
TVbrands: GIALLO isaimed ata female-skewed adult 20-49
target’. Fabrizio Salini, Head of Entertainment & Factual
Channels, adds: ‘With an offer of high profile TV series,
the channel grabs both investigative genre’fans and a wider
audience looking for emotional and exciting stories’

GXT (and GXT+1) is a pay channel exclusively available
through a SkyItalia Entertainment Package to 4,7 million
subscribers, targeting young male audience: it reaches an
AMR of 12.000 individuals in the afternoon slots, peaking
at 25.000 during most popular programs such as WWE
magazines Afterburn and Bottom Line (Auditel/AGB
Nielsen, Autumn 2011, time slot: 14.00-20.00).

The other side of art

Go from the graffiti of New York to a samba school in Rio and inside the pit of an
opera. Art Beats shows how international, vibrant and diverse culture is, and how it
can bring people together. But DW Transtel has other great highlights to share with
you. Take a look at the future with Beyond Progress or immerse yourself in

the wonders of the world with the Allure of Nature.

Kips, Too

K2 and Frisbee reach acombined audience share of more
than 10% of target kids 4-14 with an AMR of 90.000 kids
(Auditel/AGB data, June 2012, timeslot: 7am to 10pm). The
firstis focused on boys and the second for girls, both including
its families; are distributed on DTT and through SKY to approximately
20 million Italian households (95% of population).

YOU CAN FIMD US AT BOOTH 19.14 AT MIPCOM 2012

Switchover Media’s channels advertising sales are handled by PRS
Mediagroup, which in 2011 gained advertising revenues for 25 million
Euros (+96% vs. 2010), and aims at reaching 35 million Euros in 2012

with a + 40% growth. Contact

wyws fw-transtelde
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Por FaBricio FERRARA

EsPANA: LOS DESAFIOS DE UN MERCADO
VANGUARDISTA, PERO CONCENTRADO Y EN CRISIS

PrensariO publica a continuacién un in-
forme especial (el tercero desde 2009) donde
se exponen los principales desafios a futuro
del sector audiovisual espaiol: crisis, TDT
y ‘dividendo digital, la privatizacion de las
autonoémicas, el mercado publicitario y las
fusiones.

Con la eliminaci6n en 2010 de la publicidad
en los canales publicos de Radiotelevision
Espanola (RTVE), la fusién de TeleCinco con
Cuatro (en Mediaset Espaiia) y la de Antena
3 con laSexta, el espafiol se volvié un mercado
altamente concentrado.

Después de algunos meses donde Antena 3y
laSexta se opusieron a los requisitos impuestos
por la Comisién Nacional de Competencia
(CNC), la vicepresidente del Gobierno, Soraya
S4enz de Santamaria, anuncié el 24 de agosto
que el Consejo de Ministros desbloqueaba la
fusién, en unas condiciones de ‘simetria con
las que vienen operando en el sector’, en alusién
directa al proceso de absorcién entre Cuatro y
Telecinco, fusionados en 2010. Explicé que el
Consejo puede establecer variaciones frente
a la CNC ‘por razones de interés general y el
mantenimiento del pluralismo informativo, pero
sobre todo por el cumplimiento delaliberacién
del dividendo digital’

Asi,seles permitela pauta inicade publicidad,
tal y como la usufructia Mediaset; aumenta al
22% lalimitacién de audiencia semestral media
conjunta para ofertas de publicidad en TV; se
eliminan las condiciones relativas a la nego-
ciacién con anunciantes y agencias de medios
y se modifica la vigencia de la autorizacién

de la operacion, de 5 a 3 afos, prorrogable a
otros dos.

Al cierre de esta ediciéon, Antena 3 estaba
definiendo los lineamientos técnicos-juridicos
para la fusién, segin pudo saber PRENSARIO. A
partir del 1 de octubre, Atres Advertising, co-
mercializadoraencargadahastaahoradel Grupo
Antena3 (Antena 3, Neox, NovayNitro),sumé
las plataformas laSexta, laSexta3 y Xplora, de
acuerdo a lo publicado por la prensa espanola.

El mercado

Cuando se complete esta ultima fusién, dos
grandes grupos acapararan el 85% de la torta
publicitaria —cerca de 1800 millones— y el
50% de market share de audiencia. Todo ello en
un contexto de crisis y recesiéon con una caida
de la inversién publicitaria del orden del 35%
entre 2007 (3,467 millones) y 2012 (2,167 esti-
mado), segtin un reporte de AEGIS. El mismo
informeindica que el “Digital”es el inico medio
que crece en 2012 y reemplazard en el segundo
puesto a “Diarios” en 2013 (915 millones frente
a 895 millones).

La TDT también estd en el ojo de la tormen-
ta. Tras meses de negociacion, el Ejecutivo y
Unién de Televisiones Comerciales Asociadas
(UTECA) pactaron en agosto reducirde 6 a 5 el
numero demultiplexasignadosacadaoperador,
pero semantienen todoslos canales (24) usando
el espectro de forma més eficiente. Se apuesta
aimpulsar el HD y adelantar la telefonia mévil
4G antes de enero de 2014. ‘Se pone fin asi a
meses de tira y afloja para resolver la liberacién
del‘dividendo digital’—liberar ancho de banda

MARKET SHARE POR CADENAS (AcosTto 2012).

Autonémicas
Tematicas de Pago
Cuatro

laSexta

FDF-T5

Clan
Teledeporte
Boing

laSexta 3
Disney Channel

Disvoery Max
XPlora
LaSieta

12,2%
12,2%

Fuente: Barlovento Comunicacion en base a datos de Kantar Media
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Soraya Saenz de Santamaria,
vicepresidenta del gobierno nacional

‘EL ConseJo DE MINISTROS ESTABLECIO
VARIACIONES EN LAS CONDICIONES DE
FUSION RESPECTO A LA CNC, POR RAZONES
DE INTERES GENERAL Y EL MANTENIMIENTO
DEL  PLURALISMO INFORMATIVO, PERO
SOBRE TODO POR EL CUMPLIMIENTO DE LA
LIBERACION DEL DIVIDENDO DIGITAL'.

de la TDT para servicios méviles 4G— con el
menor impacto posible, y ahorrar 800 millones
de euros, dijo la prensa espaiiola.

El ministro de Industria, Energia y Turismo,
José Manuel Soria, reconocié a comienzos de
septiembre que serdn los consumidores los
tendrd que pagar el proceso de “reantenizacién”
dela TDT que se llevard a cabo para permitir el
‘dividendo digital’ También destac6 lanuevaley
detelecomunicaciones,que el Ejecutivo aprobara
préximamente.

Desde que se lanzé la TDT, el incremento de
oferta de canales fue en ascenso. Sin embargo,
con el transcurrir del tiempo, s6lo los canales de
losgrandes grupos (RTVE, Antena 3 yMediaset)
yalgunos otroslogran mantenerse, mientraslos
mds pequerios apenas sobreviven. La audiencia
se distribuyé en mayor cantidad de senales
generando un mercado no sélo concentrado
en menos jugadores, sino también con una
audiencia atomizada.

LA crisis

‘La situacién de la economia espanola sigue
con un elevado nivel de incertidumbre que
responde ala percepcién de que no se ha tocado
fondo. Las TVs privadas ajustan los precios de
compra de producto y las televisiones publicas
vanmaterializando su proceso de adelgazamien-
toenloqueaestructuraserefiere,definea PREN-

laSexta

ANTENA 3 .

SARIO una fuente que conoce el mercado.

Las publicas estdn con sus presupuestos re-
cortados por el Gobierno del presidente Rajoy.
RTVE perdi6 200 millones de euros de su pre-
supuesto a comienzos de 2012, algo similar le
ocurri6 con TV3de Catalufia. Segiin un articulo
deEl Confidencial deagosto, TeleMadridy Onda
Madrid analizan el despido de entre 700 y 800
trabajadores (dejando s610480),copiando el mo-
delo de Radioy Television Valenciana (RTVV),
que ya despidi6 casi 1.200 empleados.

Se anunci6 a comienzos de septiembre la
privatizacién de Television Autonémica de
Murcia (TAM), que dej6 de ser operada por
GTM. La convocatoria del nuevo concurso de
adjudicacion durard entre siete y ocho meses,
pero con un detalle: en 2013 tendrd un presu-
puesto tres veces menor ala que tuvo entre 2006
y 2010: 15 millones. El consejero de Economia
y Hacienda, Juan Bernal, comenté durante el
anuncio: ‘Vamos hacia un modelo de gestién
indirecta del servicio publico’.

La Corporaciéon Catalana de Medios Audio-
visuales de Catalufia (CCMA), que agrupaa Te-
levisi6 de Catalunya (TV3) y Catalunya Radio,
anunci6 a comienzos de septiembre un plan de
ajustes para ahorrar 12,4 millones, afectando

Ignacio Corrales, presidente de TVE

'CREEMOS EN UNA TELEVISION PLURAL,
EFICIENTE, CREATIVA Y APOSTAMOS POR LA
PRODUCCION PROPIA. SEGUIMOS REFORZANDO
LOS INFORMATIVOS Y TENDREMOS UNA
RENOVACION DE LOS PRINCIPALES PROGRAMAS
MAGACINES (coMo LA MARANA Y + GENTE)
Y EL DEPORTE (UEFA Y CLASIFICATORIO A
Brasit 2014, Copra Davis, MIUNDIALES DE
BaLonmaNO Y NATACION)”

Isabel: el estreno mas importante de
La1 en septiembre
principalmentelascomprade producciénaudio-
visual a productoras externas y la reordenacién
de los canales de la Corporacion.

El mds importante de ellos es el cierre por
razones econdmicas del canal 3XL y la emisora
deradio iCat, mientras que Super 3 se fusionard
con el cultural Canal 33 que pasard a emitir
unicamente en la franja nocturna que va desde
las 9.30pm hasta las 6am. En declaraciones a
Europa Press, fuentes de CCMA precisaron
que la fusién se producird en la frecuencia ya
existente del 3XL y que la del C33 pasard a
estar ocupada por Esports3, aumentando la
cobertura de este.

Una fuente del canal confiesa a PRENSARIO:
‘Parece claro que habrd un adelgazamiento
considerable pero también es cierto que nadie
se atreve a desmontar de forma radical una or-
ganizacion que lidera la audiencia, cuantitativa
y cualitativamente en el panorama espafol’

Unareciente pruebadeelloesel gran resultado
quelaserie Pulseras Rojas (producido por Filmax
para TV3) estd teniendo en Antena 3 en toda
Espana, con un share cercano al 20%. El canal
quiere adquirir la segunda temporada, que estd
en pleno rodaje.

El escenario de recorte plantea un doble pro-
blema: 1) los costos operativos del canal

promedio de 14.2% (1 de enero-19 de julio),
seglin Kantar Media.

‘Hemos cumplido los objetivos individuales
de los canales: para TeleCinco el liderazgo dela
televisiéon comercial y para Cuatro reforzar su
posicionamiento y estar por delante de laSexta
encuotadeaudiencia.Paralos canales teméticos,
reforzamos su posicionamiento en su target de
referencia) explicaa PRENsARIO Patricia Marco,
directora de antena de TeleCinco.

‘Son dos cadenas con posicionamientos
diferentes, que no compiten sino que se com-
plementan para sumar perfiles. TeleCinco es
mads femenina y adulta basada en la produccién
propia, el directo y la actualidad. Cuatro, en
cambio, es mds masculina y joven basada en la
produccidnajena (cineyseries) yenformatosde
produccién propia tipo cocina, factuales, etc..

Mediaset tiene un portafolio de siete canales
TDT. Divinity sedirigea mujeres de 16a44 anos
con produccién ajena,complementando en tar-
gety contenido a TeleCinco; Energy, a hombres
de 25 a 44 anos con una oferta de documentales
complementando a Cuatro. FDF es de series de
humorbuscando un perfilmuy particular; Boing
(11,2%) es un canal de nifios y LaSiete (1,5%)
es la segunda ventana de Telecinco y Cuatro,
orientado a capturar nuevos publicos.

‘La principal amenaza de la TV es la situa-

(salarios,etc.) nolleganacubrirse2)los MARKET SHARE POR GRUPOS

productores de géneros como anima-

ciény documentales, que dependen de (AGOSTO 201 2)

lasteles publicas para coproducir, estdn
viendo que esos proyectos se reducen.

Recientemente, se sumé otro pro-
blemaal panorama espanol: lasuba del
IVA enlosespectdculosartisticos (cine,
teatro, circo, etc.), con oposicion total
delaUniéndeAsociaciones Empresa-
rialesdelaIndustria Cultural Espaiiol,
donde estd nucleada la Federacién de
Asociaciones de Productores Audio-
visuales Espaiioles (FAPAE),envozde
su presidente, Pedro Pérez.

AUDIENCIAS
Lal de RTVE fue hasta febrero

Grupo laSexta

Grupo Antena 3

Grupo
Unidad Editorial

Grupo Vocento

Grupo
Mediaset Espana

27,2%

17,3%

Grupo RTVE

- Grupo Mediaset Espafa: La7, FDF-T5, Boing, Cuatro, Divinity

de 2012 la cadena lider del mercado

- Grupo RTVE: La1, La2, 24 horas, Clan TVE, Teledeportes

~ 1 M d t - Grupo Antena3: Antena 3, Neox, Nova, Nitro
€spanol, aunque por grupos iediase - Grupo laSexta: laSexta, laSexta 3, xPlora

tenia un mayor market share. Entre - Grupo Vocento: Disney Channel, Paramount Channel, Intereconomia, MTV

marzo y mayo, el liderazgo por mes
fue de TeleCinco quien se alz6 con un

- Grupo Unidad Editorial: Discovery Max, 13TV, Marca TV

Fuente: Barlovento Comunicacion en base a datos de Kantar Media
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nalizé en Antena 3 con un promedio de 20% de market share

e
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EsPANA: LOS DESAFIOS DE UN MERCADO
VANGUARDISTA, PERO CONCENTRADO Y EN CRISIS

Patricia Marco, directora de Antena
de TeleCinco

‘EL MODELO TDT ERA INVIABLE TAL Y COMO
SE PLANTEO ORIGINALMENTE. EL MERCADO
PUBLICITARIO ESTA DIMENSIONADO PARA UN
NUMERO MUY CONCRETO DE OPERADORES.
ERA IMPOSIBLE QUE LAS NUEVAS OFERTAS SE
ABRIERAN CAMINO, A MENOS QUE TUVIERAN
ACCESO A UN PRODUCTO EN UNAS CONDICIONES
ECONOMICAS EXCEPCIONALES, COMO ES EL
CASO DE LOS OPERADORES EXTRANJEROS, QUE
YA DISPONEN DE PRODUCTO AMORTIZADO'

econémica, su evolucién y el devenir del
mercado publicitario. En relacién a la TDT,
Marco senala: ‘Elmodelo era inviable en Espana
taly como se planted originalmente. El mercado
publicitario estd dimensionado para un nimero
muy concreto de operadores. Eraimposible que
las nuevas ofertas se abrieran camino, a menos
que tuvieran acceso a un producto en unas con-
dicionesecondmicasexcepcionales,como podria
ser el caso de los operadores extranjeros, que ya
disponen de producto amortizado.

Sobrelastendencias de programacion,agrega:
‘Nuestra estrategia va dirigidaal entretenimien-
to, sin abandonar la ficcién. Nos gusta hacer

W
Pulseras Rojas, produccion de Filmax para TV3 Cataluna, fi-

PRENSARIO INTERNATIONAL

televisién y producirla. Esa es una de nuestras
méximas. Somos un grupo liderycon unaestra-
tegia de canales disenada para complementarse
y sumar audiencia, nunca competir entre ellos.
Y esto lleva a un continuo ejercicio de anlisis,
estrategia y diseno de la programacién’

Eneltop de TeleCinco se destacanlos realities
como lamds reciente edicién de Gran Hermano;
los talent y en especial Tt si que vales; la ficcién,
como Aida; el informativo de prime time y
Sdlvame. ‘En la préxima temporada producire-
mos un formato precedido por su éxito a nivel
internacional: La voz’, dice.

En el top de Cuatro destaca ;Quién quiere
casarse con mi hijo?, Hermano Mayor, el cine y
House.Laproxima temporada estrena un nuevo
formato de coaching, Padres lejanos, y tiene se-
ries como Un mundo sin fin, Touch o Spartacus:
dioses de la arena.

‘Buscamos formatos de produccién propia
que hayan triunfado en varios paises. Prestamos
especial atenci6n al entretenimiento y més con-
cretamente a concursos, talentos y coachings.
Buscamos también produccién ajena que pueda
convertirse en gran evento, completa Marco.

Deacuerdoalinforme de Barlovento Comuni-
cacién, Antena 3 registr6 en agosto su audiencia
més baja de los dltimos trece meses: 11,1%.
Mantiene su liderazgo entre los jévenes de 13 a
24 anos y en las regiones de Castilla-La Mancha
y Valencia, y en las jornadas de los sébados y en la
franja dela manana.laSextabaj6 hasta4,5%,con
descensos en ambos sexos y fundamentalmente
en el grupo de 25 a 44 anos. Las franjas de mayor
rendimiento son el late night y el prime time.

Tt s/ que vales, uno de los talent shows mas
importantes de TeleCinco

‘El dinero para los JJOO, sumado al recorte,
provocé que no tuviéramos fondos para emitir
las nuevas temporadas de series, documentales,
etc. 2013 serd mejor, ya que no tendremos las
presiones de gastos de este afio), explica a PREN-
sArI0 una fuente del canal que en 2013 perdera
una de sus joyas: Amar en tiempos revueltos, la
long-running series mds exitosa de la TV local
pasard a Antena 3.

Isabel, saper producciéon de TVE, se estrend
finalmente el 10 de septiembre. Para este oto-
o, también estan Stamos Okupa2 — comedia
ligera de humor para el prime time— y lo que
quedade Amar... Alolargo de la temporada, se
emitirdn Aguila Roja, Gran Reserva, Cuéntame
cémo pasé, Los misterios de Laura, y 14 de abril.
La repuiblica.

Enjunio,RTVE posiciondsunuevo presidente,
Leopoldo Gonzilez-Echenique, y a Ignacio
Corrales como presidente de TVE. De ellos
dependeri el futuro de la TV publica: hay miles
en Espana que ansian que cese la hostilidad hacia
el modelo publico. En la presentacion de la pro-
gramacion 2012-2013, Corrales dijo: ‘Creemos
en una television plural, eficiente, creativa y
apostamos por la produccién propia. Seguimos
reforzando los informativos, y tendremos una
renovacién de los principales programas maga-
cines y el deporte’.

Unagrannovedad enla pantalla piblicaes que
Annelgartiburupasaalatarde con + Gente, pro-
grama que se renueva con mas entretenimiento
en las tardes de Lal.

RTVE INVERSION PUBLICITARIA EN TV Y DIGITAL

El recorte en RTVE reper-
cutié de manera negativa en
laaudiencia de Lal, principal
cadena del grupo publico,
que dejé el primer puesto

8,000 7

a TeleCinco entre marzo y 7,000 7]
agosto con excepcidéndeabrily
agosto, donde se igualaron en 6,000

13%Yy12,2%,respectivamen-
te, segun Kantar Media.

El presupuesto 2012 fue 4000
de 970 millones aproxima-
damente —400 millones 3,000 7]
aporta el Estado mds el 3%
de las teles privadas; 0.9% de
las telefénicas; y el impuesto
alespacioradioeléctrico—,de

5,000

2,000

1,000

(2007-2012)

Highlights:

- Television cay6 un 35% entre 2007 y 2012

° y TeleCinco/Cuatro el 85% del mercado
- Digital se posicionara como segundo medio en 2013

Television

Digital

los quelacorporacion destind
casi 70 millones a los Juegos
Olimpicos.

2007
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France Televisions, acquisitions & co-productions:
Joanna Pozzo, Laurent Flahault from France 5
(behind),Cécile Cauchy, Jennifer Leterme and Rane-
Pierre Chazeau

- I ) England: Kate Quilton, multiplatform

B o gommissioner, Factual, Channel 4, UK; Grez
Acquisitions of TF1, France: anderson, commissioning exe, music and arts, Katia Saleh. international
Grégorie Delarue and Julie Anthony. BBC; Anne de Kerckhove, Reed Midem producer, drama, BBC UK

Sebastian Luckel,
acquisitions ZDF
(Germany)

James McNamara, SVP NBCUniversal; Jorg
Graf, head of acquisitions RTL Germany;
Carolyn Stalins, managing director France,
NBUniversal; Sven Noth, VP Sales German
speaking territories, NCBUniversal; and Anke
Sehaeferkordt, acquisitions RTL Germany

Charles Farmer, SVP, MGM
International TV, and Christine
Brand, managing director MGM
Networks, with Dieter Brockmeyer,
Medien Fach Dienste (Germany)

F

Johannes Hiller, programming, Red Arrow Media (Austria);
Thomas Muller-Kulmann, head of programming Viacom
Northern Europe; Irene Heschl, Red Arrow International;

Ricus Janseqers,
SVP, International
programming,

' ProSiebenSat.1, " - Lukas Kuntzsch, senior manager, and Ruediger Boess, SVP
Germany for Central Group Programming Acquisitions, ProSiebenSat.1 Media T
& Eastern Europe ‘ . N6 (Germany) Vv Frﬂ nce

f”tﬂ'l'ﬂ'ﬂtin-nn]

“Z%| Marco Rosi and Agata Spatola, Fox ltaly; Diana Emanuela Spinetta, Dandan  FTank Holderied, head of feature films, TV
Krepold, Fox Germany; Ricardo Chiattelli, Sky Italy; Productions, ltaly; Francesco  Movies and series at ORF Austria; Irene
Maria Laura Mozzetti, Fox Italy; Marco Gingoli, Sony ~ Mozzetti, head of acquisitions ~ Heschi. from Red Arrow International;
Italy and sales, Mediaset Italy Johannes Hiller, programming at

Red Arrow Media, Austria

Belgium buyers: Jeanine Blom, producer of
Sultan Sushi, Jevon Lambrechts, acquisitions,
Vlaamse (TVs tion); Jan Keermaekers, COO,
and Serge Bierset, head of drama of Sultan Sushi

Conrad Heberling, producer, Channel 9
(Austria) and Thomas Eidloth, marketing,
Deutsches Anleger Fersehen (DAF), new
free TV channel in Germany

Buyers internacionales de Sony: Juan Maria

Gonzalo Fernandez Arceu, Alfonso Romeu, managing director SPTI Networks Iberia;

Pérez Soto y Angel Blasco de Sonia Grewal, programming acqusitions director, . ) ;
Telefonica Espafia, con Beth Minehart, Sony Africa; Elena Vaguero, acquisitions, y Carlos ~ Nathalie Garcia, de Plural, con Miguel
EVP International New Media de Hernan, VP programming acquisitions, ambos de  Salvat Vild de Canal +y Silvia Lama de
NBCUniversal Sony Espafia Prisa TV, todos de Espafa

Portugal: Luis Proenca, Antenna Director,
Pedro Mendes, head of cable, and Marta
Marinho, acquisitions, all from SIC, with
Hfu|g$PAndrade, programming director

Portugal: Gonzalo Moura, programming,
Assumpgao Loureiro, VP (3rd from left) both
: - from Fox International Channels, with TVI,
Mediaset Espafia: Paloma de la Fuente the leading broadcaster: Margarida Pereira,
Vasquez, Angel Lopez Armendariz, MOnica_  programming director (2nd) Fatima de Jestis,

RTP Portugal: Nuno Vaz, head of
content; Hugo Andrade, programming
director; and Carlos Barrocas,

i i i Anna A N & Aorer A 2 [ T [FETTETEET .= e L rnabed iy [] S v [ ] i [T o o s ot T Ty pm T e W Ferngm braages bde
IPturPagal (arlgt;a),JqonAsurppcellg Loureiro, Fox — acquisitions, and Bruno de Lima Santos, international distribution director of e T £ e e . LI MR e oo E et e e
Ortugat, y ifarJimenez, FOXiIDeria formats and content director the public group TV channels T et bt w1 M ) Uk B [ e P e [ g U v i ey e, O, L1 KPR 70 T W0 e bt

ol - -r--l---—-.- ~ --. i i 3 s B o mr#im" i Pipnlsins 7 [ P s ¥ ks I Pl i s Weveus Commw dim © 7 -1 e Fens P (7 i
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- —_ . X .
P = TV2, Hungary: Gergely Hungary: Edina Balogh, senior Hungary: Péter Gonda, managing
& - Qkros, recently named acquisitions manager, Sanoma group’s  director from the production
S e R Chief Creative Officer, of channels Story4 & Story5, with company ART Entertainment,
LR and Lazlo Arva, creative Lorand Poich, programming director, ~ and Prukner Brigitta, OP creative
producer. and Bianca Balazs, head of program producer from Viasat3, the third

commissioning of MTVA channel of the market

W RTL Kabel Televizio, Hungary:

Bernadett Ofalvi, assistant, Gabor
Fisher, head of programming,
Eva Kozma and Anita Kiss,
programming coordinators

RTL Klub, Hungary: Tibor | ]
Forisz, head of acquisitions and

scheduling, and Peter Kolosi, L 3
director of programming. s divis {1

Nova, Czech Republic: Alexandra
Bezpalcova, acquisitions manager, and
Petra Bohuslavova, acquisitions executive

Biollev e Rngms

AEadumy Rooss B iy
Soand F'r-""'-

Cristina Cepi, head of acquisitions

of CME Internet Division in Gzech
Republic, with Ivan Grodetsky, business
development manager of Yota, a
subscription services in Russia

Czech Republic: Lucie Urbdnkovd, acquisitions
manager, and Karel Kabat, CEQ of the distributor
Filmexport Home Video, with Jitka Bodlakova,
import executive from Ceska Televize (middle)

Erika Tothova,
acquisitions manager,
TV Joj, Slovakia

Jana Porybnd, head of
acquisitions at TV Barrandov
(Czech Republic)

Andreja Sertic, managing director of
Media Acquisitions (Croatia) with Tomaz
Krzicnik, head of acquisitions ProPlus
(Slovenia)

Croatian broadcasters: Zrinka Jankov, programming
schedule and film editor, Nina Mikola, head of

acquisitions, and Georg? Makris), general advisor Markiza TV, Slovakia: Elza Strapkova
- e to the Board from Nova (borders), with Zvjezdana P " . '
of Film and Series; Kaspar Prlueger, Djuranek, program Acquisition Business Affairs, and g?gg::'rg?n'}i? 3?:% Pzitze;n(;halupa,

rogramming director; Marco Doslic, i Aoty . !
ﬁea% of sche%ule and research E(J)%Of:-tl)a#]jz}hs%movm, Head of Foreign Programming, Vrablikova, acquisitions manager

RTL Televizija, Croatia: Filip Zunec, head

Ivan Hronec, CEO at Film Europe, with
Martin Havlicek, acquisitions HBO
Central Europe

Erika Samekovd, from the Slovakian
distributor Eurokim with Antoni

Mangov, deputy programmin E||Sabeth Costa, EVP, Lakeshol’e., Wlth V7
direcgtor, andp s\yeﬁanga \/assile%a, Bulgaria: Evelina Koleva, executive director, Dexin Film, Serbia: Andejla and Dana
CEO, Nova Television Bulgaria Nadia Kostova, head of acquisitions Petrovic with Ljupka Triunovic

Georgian TV channels: Zaza Tananashvili,
general director of MZE, and Anri Getsadze,
deputy head of administration of Pik TV

Lithuania: Daiva Andrade Gonzalez, director
of programming & acquisitions, and Liutauras

o - Elkimavicius, GEO, both from Baltijos TV, with Paprika Latino, Romania: Kristof
GMG, lGeorgla. B|d2|gaLBaratashV|I|, Marijus Gradauskas, acquisitions manager and Dombovary, production director in
generainrocliceriantitevar Indré Zelbaité-Ciesiuniene, creative director, both ~ Hungary, and Silviu Epure, head of
Kubaneishvili, managing director from LNK. acquisitions

PRENSARIO INTERNATIONAL <58 >
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Sony Russia: Jeff Lerner, SVP,

development & current programs,

international production, and

Sahana Kamath, director, scripted

development & production.

9TV, Russia: Inna Skibina, deputy program
director, and Anna Tleuzh, program
director

Vladimir Denyatkin, Disney Russia; Olga
Zhurova, Fox Crime and Fox Life for Russia,
CIS and the Baltics; Oleg Batluk, Disney
Russia; Mariana Dimitrova, now in UK for Fox
International Channels; V|taly Lomtev, VP head
of distribution, Disney Russia

Daniela Smirnova, senior acquisitions manger,
TV Channel Peretz (CTC Media, Russia);
Shakira Hoffmann (Red Arrow, Germany); Olga
Selikhova, senior acquisitions manager, TV
Peretz; and Stefanie Strobel, junior acquisitions

FINISHED
PROGRAMS

SENTIMENTAL DRAMA
SERIES
12x30° ar 24x45"

& sales manager, Red Arrow (Germany).

Victoria Yarmoshuchuck, director of MRM (Ukraine) with
Intra Communications (Russia): Lusine Aslamazyan,
executive director, Viktor Umnov, producer, Igor Fedorov,
director of sales and acquisitions, and Antonina Udalova,
senior acquisitions executive

DRAMA MAFIA
MIMISERIES/SERIES
£ 1 007 ar 122¢50°

MK Distribution, which buys for six
free Ukrainian satellite channels:

Malyakto TV, kids channel from Ukrai Vladimir Osaulenko, head of digital EREY "~TERER AR REE
. alyakto TV, kids channel from Ukraine: I » Nead al o
Kino T, Ukraing: Oleksandr Ishchuk,  Volodymyr Kmetk, managing director  media development, Katerina Dmitrieva, . uA b8 B EEsSSs

acquisit'ions it e Prymako, " with ifs wife Nina Kmetk, and Khrystyna  international sales & acquisitions |I'. LN |

head ofachisitions ' Kmetk, deputy director g]_anatger, and Denis Mikheev, general | m N

irector
I B /am

l\/llaciej)Tgras,v Pol—l\(/jledia, Poland éhome video Adam Urbanowski, N R B amm
player); Petr Vasenda, managing director, acquisition executive
Vapet Production, Czech Republic from TVN (Poland) InEEC. “EuEEn

INVYESTIGATION
1 i , E :I MIMISERIES
. o - 1 ] 1 1 00
Turner: Yesim Yunak, programming director, and wk'g -Er:rEl X WA

Poland: Magdalena Garbacz, from the Rasim Yilmaz, acquisitions, both from Cartoon ThB l‘lﬂ.

production company ATM Grupa, and Dorota Network Turkey; Indrid Orstadius, Sr. Manager,

Stec, from TV Puls. Corporate Development, Turner EMEA

MAFIA SERIES

10:100" or 20x50°

YOUR AUDIENCE.
OUR STORIES.

i
ANTIM,A.F!A l
SQUAD

Leonid Cuali, acquisitions manager of
CTC Moldova; Anna Gabrielyan, head

i of sales of DT Production Russia; Olga
scheduling, and Jacek Swoboda, programming ST acquisitions manager, Igor Syrtsov,  Bordeianu, program director, and Serghei

Marcel Vinay Jr., CEO and Adela Velazco, sales
Polcast Television, Poland: Piotr Borys, of TV Azteca/Comarex Mexico (borders) with
programming director, and Piotr Lenarczyk, Marta Piotrowska, depUty head of content &
head of programming and acquisitions

31 Channel, Kazakhstan: Vela Fidel,

executive from Telewizja Silesia (Poland) general Producer

Abalin, editor-in-chief of CTC

The acquisitions team of Kanal 2, Estonia: Jaanus
Noormets, Kai Gahler, Nele Paves, Liis Luuri

MEDIASET

www.mediasetdistribution.com - internationalsales@mediaset.it

Universal Networks, worldwide acquisitions:
Angel Gomez, creative director, and Steve

Mari Koivuhovi, acquisition Jurnal TV, Moldova: Dorina Cojocaru,
Patscheck, EVP international programming |

executive, YLE TV, Finland producer, and Nata Albot, general producer

PRENSARIO INTERNATIONAL
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Pro TV, ROMANIA: TALENT,

~ -"“"ﬁ’;
Anca Budinschi, general director PRO TV SA

Partof Central European Media Enterprises
(CME), Pro TV S.A. is a true leader and
trendsetter in the Romanian television market,
in both audience and advertising market share.
According to Kantar Media, since 2002 to 2012
both Pro TV and CME have been reaching an
annual leadership of 100% both in prime time
and the whole day.

In the last 10 years the company has reached
an average share on the whole day of 19,2%
compared to its main competitor, Antena
1, which had 12,6%. It operates Pro TV
—urban adults 18-to-49 with medium-to-high
incomes—, Acasa, Pro Cinema, Sport.ro, PRO
TV international, MTV Romania and Acasa
Gold, a new project with telenovelas, launched
this year. In the same period of time, the TV
channels have gathered an average share of
30,4%, while Intact Group reached 15,4%.

InDecember2006,Pro TV wasthe firststation
to transmitin HD not only in Romania, butalso
in Central and Eastern Europe, only two years
after the service was launched in Belgium.

Anca Budinschi, general director of Pro TV,
explains to PRENsARIO: ‘Our programming
strategy is based on top international series
and movies, as well as a wide variety of local
productions including news programming,
lightentertainmentand comedy. For the seventh
consecutive year, one of the major independent

consumer attitudes surveys Trusted Brand 2011
hasranked the channelasthe mosttrusted station
among Romanians’.

Pro TV is currently producing some of the
most successful international TV formats, such
as Romania’s Got Talent.It’s the most important
show of the country in terms of audience and
brand power results. More than 4 million people
were watching franticly in the golden minute of
the show during the first edition. On the 11*
of April, it reached 75.6% market share in the
golden minute} says Budinschi.

The Voice of Romania is another big show,
described by the executive as an ‘innovative’
format that brought to another level the talent
shows. ‘The production value is one of the assets
of this show: the set has an incredible design,
which will change during each stage of the
competition’. Other shows onairare the cooking
competition MasterChef ; Dancing for You and
Happy Hour, mixing music and dance.

About the local series, Las Fierbinti is a market
leader on its slot, and with Romanian most
watched TV episode in the past 10 years; Tanti
Floricaisthelocal version of the well-known NBC
Mrs. Brown’s Boys; Serviciul Roman de Comedie is
aa parody on political, social and showbiz issues;
Spitalul de dementa is a fresh TV comic series, a
parody of the medical system; Pariu cu viata (A
Bet With Life) is a phenomenon, following the life
of a group of talented teenagers. Lastly, the third
season of A Bet With Life, that was launched on
September 17, says Budinschi.

About the news, The PRO TV News is a top
rated show,awarded withan Emmyin 2008.‘Our
goal is to cover the news impartially and to treat
viewers, news sources, advertisers and all parts
of our society fairly and openly. The reputation
of our company rests upon that perception, and
so do the professional reputations of our staff

The Voice of Romania brought to another
level the talent shows

members. We have launched a

series of social campaigns, which

led to major law changes’.

DiGiTaL

Voyo,CME’s panregional VOD
brand, was launched in Romania
on August 1* 2011. Through the
local brand, Voyo.ro, its offered
premium contents, including
international blockbusters, TV
series, live events, as well as local
content from Pro TV. ‘Catch-up
TV is also available for Voyo
Romanian users who will thus
be able to see their favorite
local shows immediately after
broadcasting), says Budinschi

And completes: ‘Other offers
include exclusive live sport
events,advanced streaming, which
enables users to see episodes of their
favorite showsand TV series ahead of broadcast
transmission and choose from a selection of
blockbuster movies. Voyo was a finalist at the
international ConnectedWorld TV Awards held
in Amsterdam on September 10. Its celebrates
developments in TV and video consumption.
Other candidates are BBC, RTVE Spain and
France Télévisions’.

ConsTANTIN Mocanu ApPoINTED SVP, HEAD oF Voyo

On September 15, 2012, Constantin Mocanu, general
director of PRO TV SA was appointed SVP, Head of Voyo,
and Anca Budinschi tookits place. Voyo becomes part of the

Broadcasting Division as CME continues to increase focus

on its evolution as a paid distribution platform. Mocanu

retains his position until the end of the year as he assists

UNSCRIPTED
FORMATS

SENTIMENTAL SHOW
VYWEERLY FRIME TIME

Adapred in 16 countries!

TALENT SHOW

F WEEK.LY PRIME TIME
Adapnations: Brasil {Option)
4 DATING SHOW

DAILY DAY TIME

Adaptations: Spain

TALENT SHOW
DAILY DAY TIME and WEEKLY PRIME TIME

Adapravions: USA and UK [Opuon]

LIFESTYLE
DadLy Dby TIME

F///:w(ﬁ

YOURSELFI ™ )/

MEDIASET DISTRIBUTION
GOES UNSCRIPTED

MEDIASET

Romanias Got Talentis the most successful ~ Budinschi with the handover, before dedicating himself to

show on the local TV, watched by more than 4 million people  Voyo full time in January 2013.

during the “golden minute” in the first edition CRTEETH T

www.mediasetdistribution.com - internationalsales@mediaset.it
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BULGARIA: SERIES, SERIES, SERIES...

By Hristo HADJITANEV

A few years ago companies were reluctant
to produce series. Today there is almost no
place for other formats. While dominated
by reality shows during the first decade of
the century, today the Bulgarian TV market
is focused on delivering, almost exclusively,
scripted content to its viewers. Following the
success of the Turkish series, bTV was the
first broadcaster to produce a primetime
drama (Glass home), which failed to conquer
the audience beyond the borders of Bulgaria
but proved to be one of the most successful
projects at home, before its finale this June
with 64 episodes produced.

The critically acclaimed series Undercover,
featuring the story of ayoungagentinfiltrated
in the mafia world, was the only successful
production of the public broadcaster BNT
in the last two years and so far it is the best
local series in terms of quality of production,
script and audience reception. The third
season is currently in production and will
premiere in October.

Nova Television and TV7 were the last

DAILY AVERAGE MARKET SHARE
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to join the ‘series club’ in the
beginning of 2012 with varying

success. The two series produced

for TV7, Mitrani legal office and

Morning show,although notscoring

remarkable results, received high
critical acclaim and brought positive
image to the channel. A different
story for Nova’s Revenge, narrating
the transformation of an ordinary
man, unjustly convicted for the
murder of his family, into a brutal
and sophisticated avenger. The series
didn’t manage to satisfy the station’s
expectations, despite the high quality

of production and the exciting twists

in the script.

In fact, in this new environment
the ‘biggest looser’ was namely Nova
Television. The second leading broadcaster
is still experiencing the consequences of its
disorientated behavior toward the viewers
following its big programming crisis. After
deciding to abandon its controversial image
ofastation dedicated mostly to gossip and
reality shows, in an attempt to transform
itself into a ‘positive’ family television,
Nova lost a big portion of its traditional
younger urban audience and didn’t
manage to attract the desired broader
group of more conservative viewers from
the main competitor bTV.

This situation permitted other players
like TV7 to offer programs suitable for

the urban audience and improve their

The main cast of Nova's comedy
series Floor property
market position. Despite the statement
that Nova would drop from its schedule the
Turkish series and the scandalous format
Big Brother, the station attempted to revive
its problematic primetime a few times with
proposals like Ezel and The other desperate
housewives, both successful Turkish projects
with no success for Nova. The station saw
changes in its managment with Svetlana
Vassileva replaced by Didier Stoessel as
new CEO.

Another battle on the comedy formats
and series front once again saw bTV as the
indisputable leader. Inspired by a similar

format on the Romanian ProTV, the sitcom

Home arrest, examining the difficult
DAILY AVERAGE MARKET SHARE AVERAGE MARKET SHARE IN PRIME TIME (JAN-MAY 2012, . . .
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and his possessive mother-in-law
forced to live under the same roof,
was well accepted by the viewers who
are ready to follow its third season
this fall. A third season is also in store
for the fighting families in the highly
rated dramedy Citizens in excess, with
a similar plot to Mega’s Oi Basiliades

and involving the cast of bTV’s

flagship sketch format The Comedians.

Nova’s Floor property, following the
everyday adventures of the inhabitants of a
big community block of flats in the capital’s
outskirts (loosely based on the Spanish series
Aquino hay quien viva), also performed well
in primetime and will be continued in the fall.
Uncertain is the future of the local version
of Sony’s Married...with children, which
couldn’trepeat the success of the US original
and was cancelled after 16 episodes. As of yet
the second season of TV7’s sitcom Morning
show is still not confirmed. The show that
was named the best original local comedy by
many critics, is starring the last great actor
from the socialist era (Todor Kolev) and
follows the production of a morning show
and its crazy crew.

No information has been released
regarding the continuation of the channel’s
other original series Mitrani legal office,
which presents various cases from the legal
practice of asmall office led by a blind lawyer
with a Robin Hood-styled behavior.

Despite the ratings success and the total
leadership on the market, bTV was involved
in few scandals during the past season. The
first was related to the media coverage of
the protests against a powerful Gypsy family
responsible for the death of a teenage boy
in the Bulgarian countryside. Leading bTV
news reporter Miroliuba Benatova was
accused of presenting the protesting people
as a bunch of drunken hooligans and the
wave of anger against her spread across the
social networks and put the broadcaster in
a critical position.

The second scandal led to the dramatic
split with the production company Global
Vision, which accused the station in
censorship and limiting the editorial
freedom of the show Lords of the air (local
version of Canale 5’s hit format Striscia la
notizia). As a consequence, this fall, Lords
of the air along with the sketch show Total

Nuthouse will return to their first home

Mitrani legal ofﬁc 7 .

Seven hours difference: successful
bTV's drama series
Nova Television.
GlobalVision wasalso producing the other
successful primetime drama on bTV Seven
hours difference following several parallel
and intertwining stories of love, power and
corruption in two separate locations -New
York and Sofia. The series’ next season will
be produced by CME’slocal production arm
MediaPro Entertaiment. Two other premiers
are expected on bTV this fall: the drama series
Where is Maggie? and The group,a primetime
series for the younger audience, telling the
story of a group of teenagers in pursuit of
their dream to create a music band.
Pubcaster BNT also has two more
primetime series in store, the first a sequel
of Undercover and the second —a high school
drama also targeted at the younger viewer.
So in face of these developments, what is
happening with the reality shows that were
so popular in Bulgaria not too long ago?
The answer will come from Nova, the
channel that has always been regarded as
the reality television of Bulgaria, despite
its attempts to switch its programming
direction. Last year the only memorable

competition in the reality genre was between

| EAITOP]
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The cast of Home arrest. bTV's highly-rated sitcom

The Voice of Bulgaria (Talpa) on bTV and
X factor on Nova, the former winning
the ratings battle, while the latter the
production quality rivalry. X Factor’s success
in primetime (more than 18 % share) was a
clear sign for Nova that viewers still prefer to
have their reality television. And the decision
what to offer this fall wasn’t difficult. After
almost 3 years off air, on September 17th,
Big Brother will return for its fourth celebrity
edition immediately followed by an all stars
season. Is it going to restore the glory of the

reality television and the balance on the

market, we are yet to see.

Todor Kolev: best Bulgarian comedian of all times in
the leading role in Morning show (TV7)

PRENSARIO INTERNATIONAL
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AND BRANDED ENTERTAINMENT

The European division of Televisa Inter-
national (Mexico), headed by Claudia Sahab,
opened an specific area of Televisa Consumer
Products, in charge of Olivia Ferndndez
Castano, and other for branded content and
virtual publicity, in charge of Lorena Garcia,
reporting to Sahab.

‘Due to the economic crisis, channels have
less money to invest in production. Appealing to
brandsbecomesvital toboost morerisky projects.
We want to invite the broadcasters of the region
to be part of a new experience in the audiovisual
business, integrating brands, channels and con-
tent providers) highlights the executive.

r

Crown of Tears

POWER: ACTION MINISERIES

Power (UK) exhibits at MIPCOM the action mini-
series Air Force One Is Down (2x’120) and Bomb Girls

For MIPCOM, the distributor highlights its
brand-new telenovela Crown of Tears about a
hard working and selfless woman that has to go
ahead some difficult challenges.

Sahab commented thatinsome territories such
as the former Yugoslavia, Slovakia and Bulgaria,
the Turkish and Indian series are present and
bet has to be doubled. ‘Televisa has not lost its
presence. Instead, it has grown in markets such
as Hungary and Poland. Our competitive ad-
vantage is the amount of telenovela premieres in
the year: between 10 and 12’ and our leadership
in this genre, supported by more than 50 years
of experience’

Regarding the genre that best manages the
distributor, Sahab offered interesting data: “Tele-
novelaisattracting increasingly broad audiences
and reaching the younger layers. For that reason,
our division’s big challenge is to begin to exploit
the teen business, with 360° developments in
Central and Eastern Europe, as we have done
in Southern Europe, with great successes such
as Patito Feo.

(6x’60) a drama held during the World War II. The  Christmas Journey (‘120).

MARVISTA: STRATEGIC ALLIANCES FOR THE BEST PRODUCT

MarVista Entertain-
ment (USA), one of the
leading independent
producers and distribu-
tors, keeps itself offering
outstanding productio-
ns, after closing strategic
alliances with different
producers, like therecent
one with Saban Brands
for the 2D preschool
animated series Julius
Jr. (52x’11), which is
releasing at this MIPCOM.

From the same producer and distributor,
MarVista also launches in Cannes Power Ran-
gers Megaforce (40x’30) the new season of the
action/adventureseries,which premieresin 2013
on Nickelodeon.

The Shores (13x°30) is an unscripted reality

Vanessa Goglio
Shapiro, EVP Sales

PRENSARIO INTERNATIONAL

drama set in the glamorous world of modeling
and chic party planning, while Collision Course
(°90) is an action disaster movie showing a
powerful solar flare that strikes a plane, killing
the pilot and disabling the electronic systems.
MarVistahas acquired three new 90-minutes
telefilms for distribution, including the roman-
tic comedies Today’s Special and Language of a
Broken Heart and the entertaining family film
Doggie Boogie. The companyhasannounced plus
three new telefilms, including Pop Star, I Kissed a
Vampire and Circle of Lies, produced specifically
for teen and young adult audiences.
VanessaGoglio Shapiro, EVP Sales, says: ‘Our
international broadcast partners and audiences
around theworldlooks for lighthearted roman-
tic comedies and telefilms geared for the entire
family. Teens are also important, as they are very
media savvy and demand relatable and enter-
taining materials. Overall, they now considered
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distributor also brings the action movie Blood Money
(°120), as well as the thrillers 7 Below (‘120) and Love’s

Hugo Trevifio, Marketing, with Televisa Europe team:
Patricia Porto, Claudia Sahab, Ricardo Ehrsam, Manola
Martin, and Beatriz Rodriguez

Digital business is important here. Sahib ex-
plains: ‘Voyo of CME Group is growing strongly.
We have two titles in Romania, and La fuerza del
destino in the VOD system of TV Puls (Poland),
besides our presence in Czech Republic and
Slovakia. They are not large volume agreements,
but we consider strategic to be there from the
very first time’.

In Spain, Televisa is already doing that in the
Ono VOD system, where it premieresits produc-
tions 15 days before than free TV (RTVE). ‘We
consider that the best profitability obtained in
combination of VODand SVOD platforms (with
monthly subscription), completes Sahab.

Air Force One Is Down

BootH #RSV.46

us among the
main interna-
tional progra-
mming provi-
ders, and this
is very impor-
tant for any
independent
player”

i
Again with Saban Brands: Julius Jr, new
animation for MIPCOM

Circle of Lies, new telefilm targeting teens
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NBCUNIVERSAL: COMEDIES,
REALITY FORMATS AND FEATURE FILMS

LY

Belinda Menendez, president Int'l Distribution of NBCU-
niversal with actors Monica Raymund (Chicago Fire) and
Laz Alonso (Infamous), two of the series highlighted at
MIPCOM

NBCUniversal International Television
Distribution (USA) provides at MIPCOM a
riche slate of varied product genres, headed
by comedy and drama series. One of the main
options is Animal Practice (13x’30), where a
veterinarian has an impressive list of famous
animal patients at the Crane Animal Hospital
— a bustling New York City veterinary practice,

VERIA: HEALTHY PROGRAMS

Veria Living Worldwide (USA) represents one of
largest catalogs of healthy lifestyle and wellness pro-
gramming. AtMIPCOM ithighlights the fitness show
Yoga Sutra Now with Jai Sugrim (52°x60) and the food
program Kitchen Cures with Peggy K (39x°30).

where it often seems as if the patients are run-
ning the place.

Chicago Fire (13x°60) offers a view into the
lives of everyday heroes committed to one of
America’s noblest professions, while Defiance
(11x°60 or ‘120) is an epic drama set in the near
future thatintroducesacompletely transformed
planet Earth, inhabited by the survivors of a
universal war. And Infamous (13x°60) is about
the dead of a notorious party girl that does not
surprise to anybody, but...

In Do No Harm (13x°60), a highly respected
neurosurgeon who has everything but keeps a
deep, dark secret. Go On (13x’60) is the new
comedy series of Matthew Perry; Guys With
Kids (13x’60) is absurdly funny comedy about
three thirty-something dads trying to hold on
to their youth. Lastly, the comedies The Mindy
Project (13x’60) that follows a woman who is
unlucky in love Next Caller (6x’30)

The US Studios is also bringing a wide cata-

Other titles are the realities Myth Defying with ~ Up! (52x’30).

FoxTeLecoLomBIA: FROM NATGEO TO UTILISIMA. ..

For this new MIPCOM
edition, FoxTelecolombia, the
Colombian company part of
Fox International Channels,
brings a renew catalogue of
ownproduced different genres
products, plus the libraries of
NatGeo that distributes for
Latin America and Utilisi-

ma, which distributes for the
Ana Maria Barreto, world.
directora Comercial

Thenewcomedyand humor
series Exposos (13x°60) was produced for Fox
International Channels. ‘We also have a reality
shot in US and Mexico: Aquiles en Houston with
the well-known Mexican chef produced for
Utilisima, explains to PRENSARIO Ana Maria
Barreto, commercial director.

PRENSARIO INTERNATIONAL

Héroes Anénimos is a documentary for Nat-
Geo, who investigates about the illegal animal
traffic, in this case the Colombian bears. ‘After
the success of the two last seasons, we highlight
in Cannes the cooking reality Cocineros al limite
3, with new challenges, host and participants’.

The executive says that the production
company is doing two new seasons of Story
Of A Drug Lord and Lynch. The former one is
an original series produced for Moviecity that
will have 17 new episodes. ‘We keep betting on
big-budget production for diverse audiences),
remakes Barreto, who says that Lynch has been
sold to Fox (Latin America), MundoFox (US
Hispanic), Medcom (Panama), ATB (Bolivia)
and Teleamazonas (Ecuador).

Looking forward to internationalizing the
company and the Colombia content, Barre-
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Dr. Holly (26x’30), What Would Julieanna Do?
(39x°30), Yogi Cameron: A Model Guru (26x°60); the
travel/food show Good Food America with Nathan
Lyon (26x°30), Natural Companions (52x’30), Rock
Your Yoga (65x°60), Yoga For Life (60x’60) and Fed

logue of unscripted/
alternative reality
formats, like Below
Deck (8x’60), Chi-
cagolicious (20x°60),
Collection Interven-
tion (6x°60), The
Dukes Of Melrose
(12x’60), Girlfriend
Confidential: LA
(6x’60), Haunted
Highway (6x’60), Howie Mandel’s White Ele-
phant (7x°60), Life After Top Chef (8x’60), Ma-
rried To Jonas (10x°60), My Shopping Addiction
(6x°60), Save My Son (8x’60) and Sur (8x’60).

About feature films, the highlights are Anna
Karenina, The Bourne Legacy, Despicable Me
2, Les Miserables, Oblivion, Paranorman, Pitch
Perfect, Ripd, This is 40 and Vigilandia.

Chicago Fire

Kitchen Cures with Peggy K

BootH #09.13

to has attended
for the first time
Natpe Budapest
last June, where
she highlighted
itslatest produc-
tions but also
formatsand pro-
duction servi-
ces in Colombia
withthesupport
ofthe Colombia
Films Commis-
sion. ‘It was a
very interesting
experience: weintroduced high-end produc-
tionsthatimpacted thebuyers we met,completes
the executive.

Lynch, original series for Moviecity
with a second season
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CBSSI: THE LEADING DRAMA SERIES PROVIDER

Among the US major
studios, CBS Studios
International (CBSSI) is
recognized internationa-
llyasthetop crime, inves-
tigation, detective series
provider with worldwide
successful franchises
CSI and NCSI, as well
as Hawaii Five-0, which
wasoneof the series most
distributed in 2011 with
200 territories.

For MIPCOM, the studios highlights its
brand new series Elementary (13x°60), descri-
bed as a modern take on Sherlock Holmes, with
Sherlock nowliving in New York City. Its starred
by Jonny Lee Miller and Lucy Liu.

Emily Owens, M.D. (13x’60) is a medical
drama series, where a first year medical intern
is excited to enter adulthood as a professional
only to discover that life in a hospital isn’t so
different from high school.

Armando Nufiez, president

ABS-CBN: NEW SERIES

ABS-CBN, one of the leading Philippines broadcasters
brings to MIPCOM a new slate of productions, beginning
with My Eternal (60x’45) that has a phenomenal develop-

ment in the local screen during this year.

Following with drama, CBSSI brings to
Cannes Beauty And The Beast starring Kristin
Kreuk and Jay Ryan in a modern day romantic
love story with a procedural twist, while it hig-
hlights Vegas (13x’60), a period piece set in the
1960’s, centered around the true story ofarodeo
cowboy turned longtime sheriff of Las Vegas,
and Friend Me (13x°60), the first comedy of the
catalogue, about two Midwesterners trying to
expand their social circle in Los Angeles.

The talk show The Jeff Probst Show

Hosted and exe-
cutive produced by
the Emmy Award-
winningJeffProbst,
The Jeff Probst
Show (170x°60) is
a talk show that
will cover topics
including relatio-
nships and fa-
mily dynamics,
newsmakers of
the day, families
and individuals
facing challen-
ges. Probst has
hosted all 24 edi-

tions of CBS’s Elementary, detective series on top

reality hit Sur-

vivor since its inception 12 years ago, and is
currently an executive producer. He is a four-
time Emmy Award winner for “Outstanding
Reality Host!.

ViEwING Box 12

The company has attended Discop Africa, where is  of her dreams.

DW TRANSTEL: INTELLIGENT DOCUMENTARIES

AND ENTERTAINMENT

Through DW Transtel,

Deutsche Welle (Germany)

offers to the internatio-

nal market an enormous

catalogue of TV contents,

including documentaries

and entertainment. For

MIPCOM, it highlights its

brand new documentaries

Petra Schneider, Art Beats (7x’30) about

Director of Distribution alternative arts and those
who create them.

Also, Beyond Progress (7x’30) that casts a
critical light on the scientific and technological
achievements of our time; The Allure of Nature
(7x°30) that highlights the diversity of the na-
tural world; and three new episodes of Ecopia
—Intelligent Building, Sustainable Living (3x°30),
an innovative look at the urban landscape.

PRENSARIO INTERNATIONAL

Petra Schneider, director of distribution,
highlights: ‘Our viewers themselves cut across
varying backgrounds, lifestyles and interest
but what they have in common is a need for
interesting, new insights and viewpoints not
available from other sources. DW aims to fulfill
this need by keeping our ears on the ground
and our eyes on the goal, 200 million viewers
and growing’

Euromaxx (52x°30), one of the top titles of
the distributor is being produced in Mandarin
Chinese for its viewers in World Geography
Channel (China). Ou Zhou Da Guan is a co-
production with CNCDP. ‘The Chinese version
will allow us to enter new Mandarin-speaking
markets’, adds Schenider, who also recom-
mends the documentaries Know it! (8x’30,
64x’2—4), Science on the Seven Seas (6x’30),
Struggle for Survival (7x°30), The Art of Space
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seeking to increase its presence. Two of the key titles that
pushed there are Without You (5°0x’45) and Be Careful
with my Heart (60x’45), one of the most watched series
on the channel, where a woman is looking for the main

Laarni Yu, sales for Europe,
Middle Eas t, Latin America
and Africa
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STARZ: A PROVEN TRACK RECORD OF SUCCESS

StarzMedia (USA)is
on an ‘amazing trajec-
tory’ in the internatio-
nal market, according
to Gene George, EVP,
Worldwide Distribu-
tion, who describes its
catalogue as a com-
bination of scripted
dramatic series and

Gene George, EVP, Worldwide targeted TV movies
Distribution for StarzMedia ~ that have a proven

‘track record of success’

around the globe.

‘Our original series Spartacus and Magic
Cityhave clearly been the biggest successes and
2014’s Black Sails from Michael Bay will be a
huge success,as well, he says,and completes: ‘We
are looking for long-term partnerships: in the
past year, we have concluded significant deals
with Moviecity/Fox Latin American Channels
(LAPTYV) covering Latin America and Super
Channel in Canada.

‘High-end series are clearly the biggest draw

FLI: FICTION FORMATS ON TOP

The Argentin
of Mi problema con las
mujeres, released in

with interest remaining strong in Magic City.
Our international sales efforts for it to date are
outpacing Spartacus. We are still focused on a
few more key broadcast partnerships as we go
into production on season 2 for an additional
10 episodes.

For MIPCOM, the distributor brings several
TV movies, including the action/disaster film
F6: Twister (‘90) and the fourth family film
in the highly successful The Dog Who Saved...
franchise, The dog who saved the holidays (‘90).
‘As we increase the original programming on
the Premium channel in the US and grow as
a business, we are doing all we can to retain
worldwide rights to much of that great con-
tent}, he says.

‘We are faced with a very challenging in-
ternational market. Several key territories in
Europearestruggling economicallyand thishas
impacted the appetite from major broadcasters
in these countries. Our series are truly special
and typically unlike anything seen before on
television. Theyare targeted to a global audience
and can be programmed within multiple time

BootH #H4.32

Frecuencia Latina International (USA) brings to MIPCOM more new
productions, including Historias detrds de la muerte from Peru, Volverte a ver,
to find people,and Mamemo an animated series, as well asa complete catalogue
of fiction and multi-platform formats.

Patricia Jasin, director of International sales explains to PRENSARIO: ‘Last
year we received a great feedback to our fiction formats. Mi problema con las
mujereswas adapted by 13 Mares for Telefe (Argentina),and we are promoting
itin Cannes. TV Azteca adapted Lejana como el viento under Amor Cautivo in

Cannes México, and Teleset adapted Contra las Cuerdas for RCN in Colombia’

MORE HISTORICAL SERIES ON ANTENA 3

il

“wwey  Despite the di-
~ fficult situation the
Spanish market
is going through,
Antena 3, one of
the leading Spanish
broadcasters, conti-
nues bettingonlocal

) L roduction series.
Diana Borbon, sales and acquisitions p

executive, and Jose Antonio Salso, head ~ ‘Weareverysatisfied
of Acquisitions and Sales at Antena 3TV ith the results of

our series and it is remarkable the effort ever-
yone is doing. We bring to Mipcom the brand
new historical series Imperium, a spinoff of
Hispania’, explains Jose Antonio Salso, head of
Acquisitions and Sales.

PRENSARIO INTERNATIONAL

Imperiumhasbeen shot in the well-known Ci-
necittaStudios. The newdramanarrates thestory
of the praetor that was defeated by the Spaniards.
He comes back to Rome after losing everything
and will have to fight to recoup his honor.

The distributor also highlights the new sea-
son of the comedy Con el culo al aire, as well
as the dramas Grand Hotel and El Barco, and
the telenovela Old Bridge’s Secert. ‘We highlight
many returning series, because they are having
excellent audience rates and moreover, a good
acceptance in the international markets, es-
pecially in Europe, Eastern Europe and Latin
America, adds Salso.

Con el culo al aire returns with plenty of
comic situations. The main characters are back

BootH #RSV.25

slots and thus
give broadcas-
tersadded flexi-
bility. Our tele-
films work par-
ticularly well in
late afternoon
and post-prime
time, while the
Christmas mo-
vies have been
doing well in prime
time’.

‘We work hard to
allow our broadcast
partners to launch
intheirterritoriesas
close as possible to
the US launch. We
are marketing our
series in a big way in the US and that benefit is
being realized in other countries. We want our
partners to be able to capitalize on that timing),

finalizes George.
BootH #R34.13

MoTioN PicTures: GLUMPERS
WITH TELEVISA NETWORKS

Motion Pictures (Spain) signed an agree-
ment with Televisa Networks for its animated
series Glumpers (26x’11 or 104x’2) that will be
premiered in one of the company’s network
all across Latin America. The series is a co-
production between Motion Pictures and TV3
and has been sold in over 50 countries around
the world.

Spartacus Vengance

BootH #R32.27, R33.20

with more econo-
mical difficulties
and even more
rascally skills. The
successful comedy
shows how diffe-
rent families are
forced to move to

acampsitebecause Imperium: new series for MIPCOM

oftheeconomiccrisisand how cunningbecomes
the only way to survive.

Grand Hotel came as the ‘revelation drama’to
the Spanish marketand itisbackwith thesecond
season. Produced by Bambu Produccionesand
distributed by Betafilm, the series has seduced
both critics and audience’, completes Salso.

RT i1s to launch
.\{IDEO NEWS AGENCY

RUPTLY
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A+E: REAL LIFE & HISTORY SERIES

A+ENetworks (USA) launchesat MIPCOM
a big catalogue of real life and history series of
documentaries and formats. The first title is
the brand-new feature film Liz & Dick (‘120)
produced for Lifetime Television that takes
viewers behind the headlines of one of the
great love stories of all time.

My Life Is A Lifetime Movie (8x’60) is a com-
pelling new series that
taps into the key com-
ponents of the Lifetime
brand: gripping stories
of average women who
find themselves caught
up in circumstances so
outrageous they have to
be true.

Produced for History
U, Miracle Rising: South
Africa (‘120) is an epic
Liz & Dick legacy of South Africa’s

political transformation that culminated in
the first free and fair elections in April 1994,
while the real-life series Barter Kings (14x’30)
features teams of entrepreneurs pursuingitems
they want by trading other items that they
currently own.

The Men Who Built America (8x’60) is a his-
tory program with the men thatbuilt the United
States of America: Rockefeller, Vanderbilt,
Carnegie, Astor, Ford and Morgan. Mountain
Men (8x°60) is also about men from USA. Both
production were made for History.

Duck Dynasty (31x’30) meets the Robertsons,
a famous family from Louisiana that does not
live in the governor’s mansion, but in the bac-
kwoods where they operate a sporting empire
fabricating, of all things...

On formats, Dance Moms follows children’s
early steps on the road to stardom and their
mothers who are there for every rehearsal,
performance and bow...all under Miller’s

ScreeNHITs peBuTs AT MIPCOM

ScreenHits, a global, online marketplace for the buying and selling of
TV content, announced the new London-based start-up, which has its

official launch at Mipcom.

ScreenHitsis based ona proprietaryalgorithm that predicts the potential
success of a TV show that integrates viewer votes amongst other industry
data into a formula that assigns a Hit Rate percentage. ‘We wanted to
create a site that provided buyers with key viewer data on the shows they
were considering for purchase) said Rose Adkins, founder and CEO of

ScreenHits.

executives, distributors and sales agents from
Universal Pictures, Warner Bros, MTV and Fox,
etc. We created a site from the know-how of our
industry and created solutions to make the content
of acquisition simple and painless’.

In Latin America, the company has closed Rose Adkins, CEO and
deals with MGM Latin America, Sony Pictures founder of Screnkis
Television, The Hollywood Reporter, Microsoft, AMC Networks, eOne,

BootH G3.18

Marielle Zuccarelli, Managing Director, and Mayra Bracer,
International Content Sales Executive, Latin America

discerning eyes. And Monster In-Laws shines a
light on married couples who are at the boiling
point with their overbearing in-laws.

The Men Who Built America

Discovery, and finalizing deals with Disney, Lionsgate, Turner and
‘We are a company made up of former producers, acquisition and sales ~ Warner Bros.

BootH #RB 43

EONE, ON THE MAJOR LEAGUES

Entertainment One
(Canada) continues
growing as one of the
top independent distri-
butors of TV series and
filmsof theinternational
arena.Atthis Mipcom, it
provides a new slate of
action adventure and
drama series, as well as

Valerie Cabrera, EVP for Latin ~ iéwromantic comedies
America, Iberia and France

and sitcoms.

Set in the Pacific Nor-
th West, Primeval: New World (13x°60) isamore
adult and visceral adaptation of the original
UK production with the same name. There,
a new team battles prehistoric and futuristic
creatures. The Spiral (5x’60) is a drama series

PRENSARIO INTERNATIONAL

where an underground artist and his band of
European young protégés, pull off an ambi-
tious guerilla art project... a full-scale heist of
six world-renowned paintings from the most
famous European museums.

Saving Hope (13x°60) is a classic title from
the distributor: when her fiancé and Chief of
Surgery falls into a coma, a doctor must press
on to save his life and those of other patients
at a downtown Toronto hospital.

Tom, Dick and Harriet (‘90) is a romantic
comedy movie whereamanloses his top admin
job when his company is sold to a company
owned byayoung twenty something whipper-
snapper. Lastly, Sugar Stars (14x’30), a real-life
sitcom following the team at Petite & Sweet as
they create sweet tables for some of the biggest
events in the city.

<72>

Saving Hope

Valerie Cabrera, EVP for Latin America, Ibe-
ria and France, highlights to PRENsART1O: “This
Mipcom promises to be another solid market
for eOne, as we continue to offer prime time
programming from all genres. Besides the new
offering, we have all of our traditional series
going into third and fourth seasons’.

DISNEY: ANIMACION, SERIES Y

BootH #RB.30

AHORA TAMBIEN DOCUMENTALES

Disney Media Distribution Latin America: Gustavo
Sorotski, Leonardo Aranguibel, Fabiola Bovino, Henri
Ringel, Heather Harris, Jack Morera y Fernando Barbosa

Disney Media Distribution Latin America
(USA) destaca en MIPCOM la produccién
original El Don de Alba, adaptaciéon de Ghost
Whisperer para Telecinco de Espana, con 13
episodios de 70 minutos.

También trae Violetta, co-produccién entre
Disney Channels Latin America y Disney
Channels Europa, con colaboracién de
Pol-ka de Argentina, que fue un suceso de
explotacién 360° con serie de TV, licensing,
musica y shows en vivo. Y la serie preescolar
emitida en Disney Jr. El Jardin De Clarili,

con las aventuras de Clarilt y su perro Lépiz.
Como novedad, estd el documental The Two
Escobars, dirigido por Jeff y Michael Zimba-
list, con la historia del narcotraficante Pablo
Escobar Gaviria y Andrés Escobar, el jugador
delaseleccién nacional de fitbol asesinado en
Colombia, tras regresar del Mundial Estados
Unidos 1994.

‘Buscamos generar sucesos prime time en
América Latina como A corazén abierto en
Colombia, con RCN’, comenta Fernando
Barbosa, SVP distribucién para América La-
tina e Iberia. La gran novedad de la divisién
que maneja el ejecutivo es que desde junio le
fueron designados los territorios de Europa,
Medio Oriente y Africa, un nuevo gran paso
que se suma a cuando le destinaron Espana y
Portugal hace dos afios.

Siguiendo con la linea pionera que siempre
lo caracterizd, el estudio armé hace un afo y
medio unadivisién especificade negocio digital
en Latinoamérica, que se ha incrementado en

At MIPCOM Lerins Hall LR4.22
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The Two Escobars, primer documental en oferta

los dltimos anos. Con base en Buenos Aires,
Argentina, Gustavo Sorotski es el director de
distribucién digital, que seocupa de los ope-
radores globales como Microsoft (México),
iTunes, Netflix y Vudu, préximo a lanzarse
en Latinoamérica.

“Trabajamos con companias regionales yloca-
les como Telefénica (Terra y Sunday TV), Sky
Brasil, VTR Chile, Cablevisién México y Une-
EPM Colombia, ademds de DLA y Cineépolis,
principal player de cine en México que se lanza
al VOD. Impulsamos el modelo de
negocio pago y no el
“free ad supporting”
Brasil y México son
los principales paises,
pero en Argentina
también hay multipli-
cidad deofertas,como
Vesbi,OnDemand de
Telef6nica, Claro TV,
entre otros, explica.

PRENSARIO INTERNATIONAL

EI'Don de Alba, adaptacion de Ghost
Whisperer para TeleCinco Espafia
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Z0oDIAK RIGHTS: 'DATING SEEMS
TO BE COMING OFF THE BOIL’

- Zodiak Rights

. (UK) launches at
MIPCOM two new
shows, including
the big family en-
tertainment format
Nation’s Brightest
that searches for a

Barnaby Shingleton, Head of , .
Entertainment, Zodiak Rights ~ country’s brightest

personwho takesinaroad showand culminates
in a big shiny floor entertainment show.

‘It was created by I&U (Germany), and
it has already been a huge success in Ger-
many on the public broadcaster ARD, and
has just secured a major Saturday night
primetime entertainment commission for
BBC One’, explains to PRENsaRrIO Barnaby
Shingleton, Head of Entertainment, who
also recommends the brand new quiz show
Tipping Point. ‘It’s a hit on ITV1 right from
its premier episode, the show is due to return
to UK screens soon.

‘Most autumn schedules for terrestrial
broadcasters are filled with existing tried-

Fox: THE AMERICANS

Twentieth Century Fox Television Distribution (USA) launches at
MIPCOM the period drama The Americans (’60) about the complex
marriage of two KGB spies posing as Americans, as well as Graceland

(‘60) about a FBI agent.

and-tested formats including X Factor, Got
Talent, Dancing With The Stars, etc. but it is
noticeable that ratings are down for many
of these established shows in a number of
territories’, he says.

‘Dating seems to be coming off the boil,
especially studio dating shows in major ter-
ritories, although they remain popular with
cable networks. Game shows remain the
mainstay of prime access for many channels,
but very few have broken into primetime
where talent shows predominate. Audiences
are getting tired of the hyperbole of some tal-
ent formats and are yearning for something
more authentic and relatable’

Terrestrial broadcasters are still the only
one able to broadcast ‘event’ programming
‘with the size and scale necessary’ to attract
broad audiences. ‘These shows may involve
live elements or stunts which can prove
expensive for most cable broadcasters. Un-
doubtedly, they are more risk averse than
their Pay TV cousins, given their commercial
structures they cannot afford to speculate

siblings and their friends.

LOS PRODUCTOS DE RESONANT FUNCIONAN

Resonant (Argentina)
se aflanza en las ‘grandes
ligas’del mercadolatino-
americano. De la gran
cantidad de proveedoras
deformatos que operaen
el mercado internacio-

nal, muy pocas logran
presencia regular en los
prime time de mercados
grandes, y Resonant (con apenas 4 afios) lo
estd logrando. Hoy es referente de buenas ideas
y confianza para broadcasters a ambos lados
del Atlantico.

Sutelenovela Pobres Rico generé unvuelco de

PRENSARIO INTERNATIONAL

audiencias en RCN Colombia. Sefiala Gonzalo
Cilley: ‘Se convirtio el 23 de agosto en lanovela
mds vista de Colombia, superando a Pablo
Escobar.Y colabor6 para que RCN superase a
Caracol en el liderazgo. La novela duplicé su
audiencia desde el estreno al presente. Nuestra
oficina en Colombia, a cargo de Guillermo
Restrepo, la coproduce con RCN”.
‘Comolosrealities son hoy el género més po-
pularalli, quisimos propiciarle uno muy bueno
aRCN.Y elegimos Mundos Opuestos de Canal
13 de Chile, con 40% de share: celebridades y
personas comunes conviven separados por un
vidrio, unos con todas las comodidades del
futuro y otros con las penurias del pasado. Y
<76>

Nation's Brightest, new
big family entertainment format at MIPCOM

on unproven formats, which is one of the
reasons why’.

In USA for example, Pay TV is leading
the way in innovative programming. ‘Larger
broadcasters remain reliant on sure-fire hits,
and helps explains why shows like The Voice
has swept the globe so quickly, terrestrials
need to bring new content to their audiences
butwithoutspeculatingon something created
locally. That’s when they look to the interna-
tional market for content solutions’.

‘While there have been some examples
of docu-reality formats produced in more
than one territory (e.g. Housewives), often
broadcasters prefer to develop their own
shows which more closely reflect local
audiences. Docu-reality is a difficult genre
to ‘own’ other than the brand so the main
opportunity for distributors is selling tape
and then local versions off the back of that],
completes Shingleton.

BootH # E3.01

Other shows are the comedy series The New Normal (‘30) starring
a couple that have it all, but something missed: a baby; and the single-
camera comedy Ben and Kate (‘30) that follows a pair of odd-couple

Pobres Rico, éxito en Colombia

cada dia se disputan quién vive en cual’

‘De Habia una Vez (unitarios basados en las
mids conocidas fabulasinfantiles, pero paraadul-
tos) yasehan grabado tres capitulos para Antena
3 enEspana,esunacoproducciéon con Eyeworks
Espafia. Hay opciones Holanda, Francia y tam-
bién ya se estd desarrollando para OnceTV en
México, en coproduccion con Plataforma TV.
Escribimos 13 episodios para ellos’

r
s

IMPERIUM

DEFEAT YOUR ENEMY AND ROME WILL BE YOURS

MIPTV 2012 Stand R.33.20
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BAaNUAY: ‘OUR FORMATS ARE
BOLD AND RISK-TAKING'

Banijay Group
(France) has recen-
tly acquired a new
production company,
Screentime, whichwill
give presence in Aus-
tralia, New Zealand
and Ireland as well as
growing its distribu-
tion catalogue with
formats like Popstars,
the original singing
talentshowformatthat
has been produced in
more than 50 countries worldwide.

Karoline Spodsberg, managing director of
Banijay International, explains to PRENSARIO:
‘We are maturing brand now, our reachis firmly
established in Asia, the Middle East and Latin
America; not just in terms of sales but also
acquisitions to our catalogue too, hence our
exciting new Chilean controversialand thought
provoking reality show Opposite Worlds, which
was such a ratings smash in on Canal 13’

‘We are flexing our presence around the

Karoline Spodsberg,
Managing Director, Banijay
International

GLoBAL AGENCY ACQUIRES WORLD WIDE ENTERTAINMENT BRAND

between Global Agency and Tims Productions, the makers of the hit
show Magnificent Century. The company is controlled by Global Agency
founder and CEO Izzet Pinto, and continues to build its world-renowned
catalogue of high-quality light entertainment formats and dramas. Pinto
says: ‘Our aimis to make World Wide Entertainment the industry’sleading
distributor of factual entertainment’

Global Agency has entered in the business of ready-made content
distribution, trading under the banner of World Wide Entertainment,
after acquiring the brand rights to the leading Australian factual enter-

tainment distributor.

World Wide Entertainment focuses on representing premium-finished
programs from producers from around the world. Is a joint venture

world with new people and office moves too:
our headquarters are now out of the formats
hub of London and we have moved our acquisi-
tions manager, Fanny Baudry, from Paristo Los
Angeles. The company feels even more “buzzy”
these days, we are moving fast and I know the
team won’t miss a trick’

Facing MIPCOM, the company closed deals
for its new game show Trust in the UK, France
and Turkey and Honey Pack the Bags to China.
‘We have had significant success in CEE, Latin
America and Asia following our sales pushes
in these regions. We'd like to continue this
momentum, as well as continuing to build our
profile across all sales regions. The established
formats markets of North America and the UK
present a big focus for us right now’.

‘Buyers come to us for formats that are bold
and risk-taking) says Spodsberg,and continues:
“Trust is one of the most tension-filled game
shows, requiring two total strangers to work
together in order to amass a prize pool of cash.
It’s in production in France and Turkey and on
it’s way to the UK.

Banijay also launches Art of Survival, a

MAS scI-FI CON LEDAFILMS

Ademds de su tra-
dicional catdlogo de
peliculasdeacciény fa-
miliares, que incluye el
material delosestudios
de Hollywood Para-
mountyDreamworks,
Ledafilms (Argentina)
presenta en MIPCOM
un slate de series de
ciencia ficcidn, drama
y animacién.

Continuum (10x°60)
esunanuevaserie sci-fi
donde una mujer policia en 2007 vigila a un
grupo de terroristas convictos que estdna punto

Pedro Leda, CEO

PRENSARIO INTERNATIONAL

de ser ejecutados. En plan de fuga, los presos
hacen estallar un artefacto explosivo que crea
un espiral de fuerzas y los envia a 2012.

World Without End (8x’60) se desarrollaen el
mismo pueblo ficcional de Pillars of the Earth
(otra serie exitosa de Ledafilms) y combina
drama y accién, donde un asesino a sueldo es
enviado a matar al rey del lugar.

Muy llamativa es Bar¢a Toons (13x’15) serie
animada para la familia sobre el célebre equi-
po de futbol cataldn, con las animaciones de
Messi, Iniesta y compaiia viviendo aventuras.
También se destaca BondiBand, serie animada
de produccién original realizada en asociacion
con Mondo TV Spain y Exim Licensing, que
se estrené con gran éxito en Disney XD en

<78 >

From soap nperas to sports,

. : i @AY
we offer a unique scale of entertainment

From Chile to the world, Opposite Worlds s the
brand new reality format of the distributor
suspenseful and action-packed reality series,
where teams of artists must undertake alengthy
international journey. Tt performed extremely
well in Sky UK and we think that broadcasters
all over the world will respond to this culturally
valuable reality series
about truly talented
individuals’, she says.
‘We feel that the
international market
is regaining its op-
timism after several ¥
years characterized ‘,lr .
by financial down- §
turn and our cli-
ents are looking for
original and excit-
ing formats like the
kinds we have. We
are ambitious and -
excited about the Gl
future’, completes Trust

SPOdsberg_
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América Latina. Es
un producto pensado
paraplenodesarrollo
3600.

En peliculas, se
destaca el thriller de
accion The Expatria-
te (’90) con Aaron
Eckhart, sobre un ex
agente de la CIA que
se ve obligado a darse

tinovelas
network

world leading
s0aps

MusIc &
entertainment

ARG -
ULl & -

Continuum
a la fuga con ella cuando sus empleadores los
traicionan.Y Albert Nobbs (‘113),nuevo drama
estrenado en cine con Glenn Close, sobre una
mujer disfrazada de hombre que busca sobre-
vivir en la Irlanda de finales del siglo XIX.

i

Televisa
NETWORKS

Contact Europe: Valentina Lauria Romero - viauria@televisa-es.com - (34 91) 535 8572
televisanetworks.tv
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A4QG: DESPLIEGUE DE NUEVAS REDES
LTE EN LATINOAMERICA

Un gran impulso vienen teniendo las redes  esté la flexibilidad de que AN 4G eN AMERICA LATINA (sepTIEMBRE 2012)

THE
FUTURE
IS IN

4G (LTE) en América Latina. Al cierre de esta sedespliegaen unaamplia H ER H A N DS
C ., - . Dominii R lic (FDD, =
edicidn, se contabilizaban 7 redes LTE comer- variedad de bandas de on?nlg?:ngzp;:r:\?n(icane)l
ciales en América Latina: Antel en Uruguay; espectroysuescalabilidad —~ July 2012 in 1.8 GHz
ky en Brasil; E en Colombia; Orange en ara operar en diversos
; iblica D icams AT&TOM il anchos de banda en h Colombia (FDD) 4 Puerto Rico (FDD)
eptblica Dominicana; y . obility, anchos de banda en hasta e D . € « AT&T, November 2011
Claro y Open Mobile en Puerto Rico. 20 MHz.Frentealaescasez 201 1'inez‘:§'gHezr Xy, in 700 MHz
Seglin 4G Americas,actualmente se encuen- deespectro,LTElesdaalos * = Claro, December 2011
tran en prueba otras cinco redes: Personal y  operadores la tecnologia = Brazil (TDD) % bile. Aoril 201
3 Faae 1o Wi ] o £ = Sky Telecom, December Open hobile, Apri
Movistar efl Argentlfla., Entel en Chile; W{nd debandaancha movq mas 2011 in 2.6 GHz for fixed in 700 MHz
en Republica Dominicana; y Claro/Enitel espectralmente eficiente broadband service
en Nicaragua. Erasmo Rojas, director de 4G disponible hoy’. Uruguay (FDD)

Americas para América Latina y el Caribe,
sefiala: ‘No hay dudas de que América Latina
continda viendo una aceptacién impresio-
nante de la banda ancha mévil. Sumada a la
disponibilidad de nuevo espectro, LTE ofrece
amplias oportunidades para la conectividad
de Internet mévil y una nueva experiencia del
usuario tanto para empresas como para con-
sumidores, como asi también un gran impulso
para la economia’.

LTE es la norma mundial para la préxima
generacion de redes moviles, y cuenta con el
respaldo de virtualmente todos los operado-
res importantes de la industria. La misma ya
fue probada por operadores incumbentes en
paises como Argentina, Bolivia, Brasil, Chile,
Republica Dominicana, Nicaragua, México y
Perd. En base a datos de Informa Telecoms
& Media, 4G Americas prevé que, para 2015,
habrd 40 operadores latinoamericanos que
ofrecerdn servicios LTE con mas de 20 millones
de suscripciones LTE.

Vicki Livingston, encargada de Comunica-
ciones para 4G Americas, explica: ‘Entre los
numerosos beneficios de la tecnologia LTE

Actualmente, el 95% de  Mexico: Telcel (AMX) plans to
launch LTE 2H 2012 in 1.7/2.1 GHz

las conexiones méviles en
Américalatinaenlaactua-  pente- 4G Americas
lidad emplean tecnologias
3GPP tales como GSM, HSPA y LTE. Al término
de2011,habia 604 millones de conexiones 3GPP,
entreellas74 millones de conexionesabandaan-
chamovil HSPA. HSPA y HSPA+ son el sustento
del mundo de la banda ancha mévil, y les dan
a los operadores la flexibilidad de satisfacer las
crecientes necesidades de tecnologia inaldmbrica
avanzada que plantean los clientes hoy y en el
futuro y serdn las tecnologias de banda ancha
moévil lideres durante al menos la proxima dé-
cada, proveyendo una presencia global para los
operadores,roaminginternacional y velocidades
robustas de banda ancha mévil. Hay 79 redes
HSPA comerciales en 33 paises de América
latina y el Caribe al dia de hoy, de las cuales 33
fueron actualizadas a HSPA+ en 20 paises. La
evolucién natural de la base de clientes 3GPP
serd a LTE, siempre y cuando haya atribuciones
de espectro en el mercado.

Rojas completa: ‘Existe preocupacion res-
pecto de la atribucién oportuna de bandas

= Antel, December

de espectro debidamente armonizadas a nivel
mundial en América Latina. Los gobiernos de
la region estdn trabajando para agregar mds
espectro en licitaciones orientadas al mercado
libre. Paraincentivar las inversiones considera-
bles que se necesitan de parte delos operadores,
4G Americas enfatiza la necesidad de reglas
equitativas y transparentes para licitar bandas
de espectro armonizadas a nivel internacional
en toda la regiéon Américas’.

Las bandas de espectro que se prestan para
el despliegue exitoso de LTE en las América in-
cluyenlasde 700 MHz,1.7/2.1 GHzy 2.6 GHz.
La subasta de la banda de 700 MHz de los EUA
en 2008 fue un motor clave para la inversion
en despliegues de redes LTE y condujo a que
EUA se posicionara como lider en términos
de suscriptores LTE. Estas bandas de espectro
son consideracionesimportantes para el futuro
exitoso de las comunicaciones méviles de toda
la regién Américas.

CRECIMIENTO DE LAS REDES MOVILES EN AMERICA PROYECCION DE LAS CONEXIONES MUNDIALES 4G A 2017
LATINA, POR TECNOLOGIA

Fuente: Ericsson, Junio 2012
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Honorilton Goncalves y Paulo Calil  EduardoLeal,  SBT Brasil: Leon Abravanel Jr,  Femando Sugueno, director de programacion,
de Record Brasil junto a Denise content research girector de produccion, Daniela  Diego Guebel, nuevo director artistico, y Goyo
Assumpgdo y Enrique Judrez, and acquisitions  Beyruti, directora, y Richard Garcia, adquisiciones de Band (Brasil) con Luis

NBCUniversal en Globosat Brasil \aun asesor de inversionista. Fernambuco, director de programacion de laSexta,
. ' Andrés Varela, socio de Imagina, y José Miguel
= Contreras, CEO de laSexta, todos de Espafia

= = L

TV Brasil: Ottoni Fernandes
Jr., direcror internacional, y
José Zimmerman, gerente de
adquisiciones internacionales

Mauricio Tavares director de Franz Caduc, Reed Midem; Gustavo Neves, ABPI-

adquisiciones de Rede TV! TV; Ivan Lee, gerente de marketing, Ana Paixao,
y Ménica Pimentel, head of gerente de promociones, André Auler, programming
program de TV Omega manager, los tres de Universal Channel, Brasil

Daniel Conti, director Canal Glitz;
Fabio Medeiros y Bermando Armalo,
adquisiciones Esporte Interactivo,
todos de Brasil

Alberto Niccoli Jr., Sony Brasil; Henri Ringel,
Disney Latin America; T.C. Shultz, Sony Latin
America & Brasil; Ben Pyne, presidente de
Disney Media Distribution

Brasil: Kiko Mistrorigo, productor de TV

PinGuim, Elcio Filho, Senior Programmer de

Pl/ Escola, y Fernando Dias, productor de Grifa
iimes

Carolina Rojas Pico, : ) )
programming manager de Televisa compras, a pleno: Jaime Aguilar, Carlos Sandoval,

CadenaTres, México Alberto Ciurana y Adridn Echegoyen

- i

New media: Karl Loriega, director de
contenidos, y Susan Rivera, gerente de
adquisiciones de TotalMovie (México) con
Leila Oliveira, Terra Latin America & USA
(centro)

Sony Pictures Television Latin America,
en programacion y adquisiciones:

Carolina Padula, Klaudia Berm(dez-Key
y Wilma Maciel.

E!'Latin America: Manolo Tapia, VP of DLA adquisiciones: Alessandra

Programming & Broadcasting, Sergio Castanho, Pablo lacovello y Jennifer
PIZZOIante, CEO Barany

Televisa Networks, adquisiciones:
Karina y Ana Lidia Montoya

Disney: Fernando Lagier, VP acquisitions Latin
America, Cecilia Mendoca, general manager,
Disney Channels Latin America, y Jorge
Edelstein, director and content development for
Disney Channel and Disney XD

Pay TV en América Latina: Sandra Morales, senior director of

programming, Fox International Channels; Monica Sufar, director, Red Uno, Bolivia: Sergio Piasek, asesor
Cindy Kerr, planning & acquisitions, Turner; Joao Mesquita, CEO Telecine, Brasil;  de contenidos y produccion nacional,
general director of Richard Rohrbach, acquisitions, y Edgar Spielmann, CEQ, ambos de Carola Arze, adquisiciones, y Julio
acquisitions, of Turner. LAPTV; Angel Zambrano, sales & acquisitions director, Turner Romero, gerente de programacion
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Telefutura: Eddy Vivas, director
of programming & original

5 production, y Luis Fernandez-
Rocha, SVP, y Carlos Bardasano,
#% VP programming & original
production

Luis

Daniel Zanardi, Adrian Suar y Eduardo Ferndndez Fernandez,

de Artear; Martin Kweller, Endemol Argentina; Artear, Argentina: Walter Sequeira, director de o :

Mariano Elizondo, Ideas del Sur; Pablo Codevilla, acquisitions manager, y Facundo Univision Grupo Alvavision: Analida Lopez,
Artear Bailez, acquisitions executive Studios Marcela Gonzélez e Ignacio Barrera

Lucfa Suérez, Marisa Pifieiro y Alejandro Harrison

de Pramer; Jessica F|’ancoY Claudio Villarruel de The DTT Channel INCAA LQrenCita Santamafiﬂ, Fabio Ardilla de El
OnTV, Julian Rousso de Anima; Julieta Shama y TV, Argentina: Eduardo ~ Tiempo, Sylvia Zuloaga Tovar de Telmex, Juan
Ricardo Pichetto, de Eyeworks Cuatro Cabezas Raspo. director, and Natalia Manuel Castafieda y Olga Novaro de CityTV

' Honikman, production Colombia con Pablo Massi, gerente comercial,

coordinator Eric Jurgensen, gerente general, y Luis
Guillermo Camacho, director de imagen, todos
de América TV de Per

LT

L]

kN

RCN Colombia, adquisiciones y ventas: Alexandra
Ferndndez, directora de integracion de producto;
~ Ricardo Cruz, director de adquisiciones; Sara
_f_* Gutiérrez, directora de programacion; Marfa Lucia
i “ Hernandez, SVP international sales
Marcelo Bravo Canepa, Mauro Valdés
Raczynski, Francisco Espinoza y José Miranda
Montesinos de TVN Chile con Alejandro
Carballo de Telefilms

Pay TV més new media: Andrea Cuartas y Francisco i 4 i
Morales de Turner, Ralph Haiek (Construir TV), Estz)gg?er%g'(lj% égr?t:aerﬁd%g ”I%%Zdar'igo
Fernando Gaston (Viacom) y Eduardo Miri Terrazas. CEO ’

(Construir TV) fo w,‘l B

Canal 13, Chile: Patricio Hernandez,
programming director, Manuela Velazco,
head of projects and content, and Juan
Ignacio Vicente, acquisitions manager

Venevision ventas y adquisiciones, en su ya
tradicional cocktail: Miguel Somoza, Manuel
Pérez, Soledad Leiva, Daniel Rodriguez,
Héctor Beltrdn y César Diaz

=y
o
e

Buyers de Chile: Francisco Henriquez y José
Miguel Sanchez de Mega, Juan Ignacio Vicente de
Canal 13, Maria de los Angeles Ortiz y Carolina

| Zufiga de Chilevision

Marisol Amaya y Carole

MTV Networks Latin America/Viacom, \B/iaarggrsnan&: %?g)glnc&(r): eBSeﬁrgra

compras: Tatiana Rodriguez, Nick; JC director. programming and
Acosta; y Migdalys Silva. resgarch Wather Bross,

TC Ecuador: Luis Rivadeneira,
director financiero-administrativo,

y Carlos Coello, director genéral Quintero, Beatriz O’'Higgins y Eduardo

Ruiz, de A&E 0lé Networks

Wapa TV, Puerto Rico:
Joe Ramos, presidente,
y Jimmy Arteaga, VP
of programming and

<5 promotion

Sebastian del  HBO Latin America: Alejandro Sacasa Pasos,
Ecuavisa: Xavier Corral de Helena Bernardi; Jests Rodriguez, Eva
Alvarado, Teleamazonas  Villarreal; Gustavo Grossman, Alexandre
presidente Ecuador Salas y Daniel Alvarez
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TELEFE: ALIANZA ESTRATEGICA
CON PRODUCTORES LOCALES

(i)

Sebastidn Ortega, presidente de Underground, y Toméds
Yankelevich, director global de contenidos de Telefe

Entre enero y agosto de este ano, Telefe
recuperd el liderazgo en el mercado televisivo
argentino, tras un ano y medio de gestién de To-
mis Yankelevich, director global de Contenidos,
que en febrero de 2011 tomé control del drea de
programacién y produccién del broadcaster.

Seguin Ibope Argentina, hasta mediados de
septiembre Telefe estaba ganando el afio por
una diferencia de 1.7 puntos de rating, prome-
diando 11.4 puntos frente a su principal com-
petidor El Trece, con un rating de 9.7 puntos,
que en 2011 habia terminado primero.

En 2012y con el liderazgo de Tomés Yanke-

levich como director global de Contenidos, el

La Voz Argentina es un formato de talento musical con un
twist en relacion a los formatos emitidos en el pasado

ARGENTINA: Top 10 DE PROGRAMACION (AGosTo 2012)

canal inaugurd una nueva etapa:
un rasgo distintivo es el fuerte
incremento dela producciénlocal
ya sea a través de su propia fuerza
productora, como en alianza con
principales productoras indepen-
dientes del pais.

Recientemente, renové por dos
afios mas su alianza estratégica
con Underground, productora
de Sebastidn Ortega, con el ob-
jetivo de continuar incrementando el nimero
de proyectos, ya sean telenovelas, unitarios y
otros contenidos. En el pasado, Underground
desarrolldlacomedia Los exitosos Pells, realizada
juntoa Endemol —otra delas principales casas
productoras de Argentina— y el unitario Lo
que el tiempo nos dejo.

Ambas productorasy Telefe producen ahora
el programa de mayor audiencia dela TV local:
la comedia diaria Graduados, que promedia 23
puntos de rating y 46% de market share en pri-
metimedelunesaviernes,superando en agosto
a Showmatch, el programa de entretenimiento
conducido por Marcelo Tinellli—que incluye
el concurso Bailando por un Suefio— que hasta
ahora habia tenido un liderazgo absoluto en
los ultimos anos.

Alo largo del ano, Telefe ha ido adaptando
su grilla de acuerdo alos estrenos. En algunos
meses emitia una serie distinta cada dia de
la semana. En septiembre lanzé la versién
local de la comedia roméntica Mi problema
con las Mujeres (emitida los lunes), fruto de
un acuerdo entre Frecuencia Latina Inter-
national (USA) y las productoras Resonant

Pos. Programa Canal Fecha de Emision Género Rating Share
1 Graduados Telefe 01/08/2012-31/08/2012 Telenovelas 245 338
2 Show Match El Trece 02/08/2012-31/08/2012 Humoristicos 222 342
3 La Voz Argentina Telefe 05/08/2012-26/08/2012 Entretenimiento 215 331
4 Torneo Inicial Il TV Piblica 05/08/2012-26/08/2012 Deportivos 19.6 30.6
5 Dulce Amor Telefe 01/08/2012-31/08/2012 Telenovelas 19.5 305
6 Show Match 2 El Trece 08/16/12 Humoristicos 186 327
7 Dulce Amor 2 Telefe 08/16/12 Telenovelas 178 30.6
8 Cine Del Viernes Telefe 08/17/12 Filmes 174  25.8
9 Sos mi Hombre El Trece 21/08/2012-31/08/2012 Telenovelas 16.8  23.1
10 Copa Argentinalll TV Pdblica 08/08/12 Deportivos 168 233
Fuente: Ibope Argentina
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Graduados fue el programa mas visto en agosto en
Argentina con un share promedio del 46%

TV y 13 Mares, esta tltima del actor Mariano
Martinez, cuyo estreno totalizé 21.1 puntos
de rating; es un formato original peruano
distribuido mundialmente por FLI.

Los miércoles tiene al aire La duefia con Mir-
tha Legrand (Endemol), que result6 una gran
revoluciénen suestreno porelregreso deladiva
alaficcién, yahora se mantiene con buen nivel
de audiencia. Y tiene en etapa de produccién
dos series mds que se estrenardn antes de fin de
afno: la comedia musical Quitapenas y la serie
Mi viejo verde. La Duefia y Mi problema... se
programan alas 10.15-10.30pm, y anteceden a
otro producto punta de lanza del canal: su tira
diaria para el late prime time, Dulce Amor, una
telenovela tradicional que promedia 20 puntos
de rating y 45 de share a las 11pm.

Otro rasgo distintivo de Telefe ha sido su
apuesta por la masica. Por un lado, adapto el
formato mundialmente exitoso La Voz (Talpa)
que fue en agosto el tercer programa mas visto
delaTVlocalcon21.5puntosderatingy33.1%
de share los domingos en prime time. Tras La
Voz, programé su segunda serie americana
—ademas de Los Simpsons—, Glee, también
de Fox. A la vez estrena Operacién Triunfo, la
Banda, una nueva version del formato que ya

habia emitido afios anteriores.
ARGENTINA: MARKET SHARE POR
cANALEs (AGosTo 2012)

23,6%

20,6%

5,8% El Trece
6,2%

TV Piblica

América  Canal9

Fuente: Ibope Argentina
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Lucia Araujo, general director
of Canal Futura Lucia Araujo, ge-
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CANAL FUTURA CELEBRATES ITS
15™ ANNIVERSARY

Founded in 1997 in
Brazil, Canal Futura is
a social project of com-
munication of public
interest accomplished
through partnerships
with the private initia-
tive and the non-profit
sector.

neral director of Canal Futura, explains to
PrENsARIO: ‘We seek to enrich people’s daily
development, offering entertainment and
useful knowledge for life. Our programming
is dedicated to promoting ethnic and racial
equality, community spirit, entrepreneurship
and cultural pluralism, combining education
and entertainment.

‘We have joined forces with institutionsand so-
cial networks, encouraging communities to deve-
lop projectsin cooperation with Futura’soutreach
work and programming teams, she adds.

2012 marks channel 15" Anniversary on-air.
‘Duringall this time, we have provided quality
programming, thus beingawarded many times.
Our shows promote equality, entrepreneurs-
hip, cultural pluralism and public awareness
of important issues reaching audiences all
over the world’.

The documentary Armed (‘52) for instance,
shows the reality of Brazil, a country that,
despite of being of the BRICS is in the route
of international drug trafficking and still has
public security, corruption and gun control
issues. Students House (10x°20) talks about one
of the most urgent topics on the global agenda:

sustainability
and energy
resources. It
shows how
young people
deal with the-
se issues and
Final Destination: Edu-
cation (7x’52) investigates the countries with
best educational systems according to PISA.
Completes Araujo: ‘We are looking forward
to establish partnerships with channels in the

Armed

Americas, Europe and Portuguese language
countries, with whom we have a very strong
connection. Wewillalso carryon our research for
films, documentaries with non-violent content
about environment, social issues, and health,
besides kid’s specials for the end-of-year’.

Los DRIVERS DE (GLOBOSAT:
SEGUNDA PANTALLA Y SOCIAL TV

El drea de nuevos
medios de Globosat, el
programadordeTV de
paga mds importante
deBrasily Latinoamé-
rica, sigue innovando
y potenciando nuevas

André Nava, gerente de ofertas on demand

nuevos medios para el mercado local.

La compaiiia lanz6 Philos TV, que comenzé
como una franja de programacién a las 9pm
en Globosat HD y ahora es un canal VOD de
documentales, conciertosy contenido cultural.
Sonsiete en totallas opciones del programador,
algunas gratuitas y otras de pago para suscrip-
tores de TV de paga.

Philos TV se lanz6 en septiembre como pro-
puesta SVOD en NOW, el sistema VOD de Net
Servicos. Estd disponible en varias operadoras
mads, y tiene una version “everywhere” para acce-
der a su contenido desde iPad, iPhone, Android,
SmartPhones, PCs, etc.

André Nava, gerente de Nuevos Medios,
seflala: ‘Desde hace dos afos cambiaron las
demandas, y el suscriptor estd mds dvido de las
propuestas OTT y TV Everywhere’. Entre ellas
estd Muu, lanzado en 2011 con NET y ahora
también disponible en CTBC, y lo estara para

PRENSARIO INTERNATIONAL

tresoperadores mdsa fin deano. Es unasistema
cldsico de VOD multigénero, con los mejor del
portafolio de canales Globosat. ‘La estrategia
es desarrollar productos no lineales exclusivos
para clientes Pay TV, dice.

La tercera propuesta es PremierFC.com, un
producto 100% “everywhere” con el campeonato
brasilenio en vivo. Telecine Play ofrece peliculas
gratis para los suscriptores de ese paquete de
canales Premium. ‘Estd disponible en NET, GVT,
OiTVyVivo TV ydesde septiembre en Claro TV,
también), comenta.

Completan BIS, con shows musicales; Re-
ceita GNT, un compilado de recetas culinarias
de ese canal, disponible a través de STB o TV
Everywhere; y Combate, con eventos de lucha
en vivo para el suscriptor del canal. ‘Este ulti-
mo también tendrd una versiéon SVOD para
los no suscriptores del canal, pero si de Pay
TV’, remarca.

‘El objetivo final es que nuestras marcas estén
donde el suscriptor esté, por eso el sentido de la
“movilidad” en todas nuestras propuestas. 2013
serd el afio de la madurez de algunos de nuestros
productos. Creo que las tendencias van hacia la
segunda pantalla y el social TV, dos tendencias
fuertes y consolidadas en Europa y Estados
Unidos, finaliza Nava.
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BoxBRraAziL: NUEVOS
JUGADORES EN EL MERCADO

BRASILENO L
-
AT

BoxBrazil produce y dis-

tribuye cuatro canales para
A
]

Brasil,disponiblesen SDyHD
queestaranenlasgrillas delos
operadoresantesdefindeafio,
producto delaley de Servicios UUAEIIAHSY
de Acceso Condicionado (SeAC), la cual obliga a
los operadores a incluir un canal de contenido
brasilefio independiente por cadaseis de conteni-
do calificado (todos aquellos que no transmiten
noticias, deportes e internacionales).

‘Ese contexto potencié el desarrollo de
canales locales con contenido propio), explica
Cicero Aragén, CEO de BoxBrazil. Y anade:
‘Prime BoxBrazil es un canal de peliculas,
miniseries y cortos brasilefios (12 horas de
contenido independiente); Music BoxBrazil
es de musica; Travel BoxBrazil es de turismo
y estilos de vida; y Fashion TV Brazil tom¢ la
marca internacional y es distribuido en exclu-
siva para Brasil’

Inicialmente, los canales serd inicamente para
Brasil, pero BoxBrazil tiene planes de expandir
la sefal a otros mercados de Latinoamérica y
Europaenun futuro proximo. ‘Tendremos sefia-
les en espafiol e inglés para los otros mercados.
Trabajaremos que muchas productoras locales
para cumplir con las cuotas de programacién
independientes’, completa Aragon.

‘with Brazilian
content
proadcasted

ABPITV

At MIPCOM 2012

interested in doing business

with Brazil?

Meet the Brazilian TV Producers Delegation
at booth 02.41

M-brﬂziliuntvprnﬂu Cer.com
internatio nnlﬁ-brqziliﬂnhproducars.cnm

Buplidmisu Winistry of
Sqcretarist Culture of Brazil
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TELEVISA NETWORKS: REBRANDING DE CANALES
Y MAS PRODUCCION ORIGINAL

Europa, y TNL en Portugués para los territo-
rios africanos de habla portuguesa,ademas de
Brasil. Y por otro lado, Ana Lydia y Karina
Montoya, del drea de programacion, estinala
busqueda de contenidos para las seniales.

Entre las principales novedades de la

compania, estd el rebranding
del canal de comedias

— Clasico que cambié
Blruce Boren. VP i:'-' su nombre a Distrito

Comedia, ‘ofreciendo network el desarrollo dela trama, como en el

Con 17 senales propias y tres

de terceros, Televisa Networks es
la programadora de TV de paga mds
grande de Latinoamérica, con cobertura
también en Estados Unidos, Canada, Europa
y Oceania. MIPCOM es un mercado de gran
importancia para nosotros, yaque por unlado
buscamos de contenidos y formatos para nues-
tras sefiales, y por otro las promocionamos
para aumentar nuestra cobertura mundial’,
destaca a PRENSARIO Bruce Boren, VP.
Fernando Muiiz, director general de ventas
internacionales, y Valentina Lauria, directora
de ventas Europa y Africa y, desde abril, Ca-
nada, promueven su sefial para nifos TiiN en

Televisa una imagen inspirada
NETWORKS

en el lenguaje visual de

tomaron elementos como la
cuadricula y la tipografia, entre
otro), describe Santiago Kuribrena,
director de publicidad y promocién
de Televisa Networks.
En una clara apuesta por la pro-
duccién original, Telehit estrend la

#Hoy Soy Nadie
moderna’ que involucra el uso de

tecnologiasyredes sociales tanto en

¢ lenguaje visual de cada capitulo.
Finalmente, la sefial de musica

L 1
los cémics, de donde se ?. '“ Bandamax emitira el 24 de octubre

los Premios Bandamax desde el Pa-

lacio de los Deportes, para premiar
Qo mejor de la musica grupera. ‘Se
transmitird en vivo para México,
Latinoamérica y Estados Unidos,
H y las redes sociales también serdn
£ protagonistas para el backstage y el

. detrésdecamaras) explicaMiguel An-

serie de suspenso #Hoy Soy Nadie
(14x’30), que se emite semanalmente 1 . Pre gel Fox, encargado de la produccion
'?A 1A U} del evento, realizado en conjunto

en el prime time de la senale SD y
HD. Carlos Murguia, productor de
la serie, destaca la historia ‘original y

por Televisa Networks, Editorial
Televisa y Televisa Radio.

BROADCASTERS

TC: MAs PRODUCTO ECUATORIANO AL MUNDO

Carlos Coello, gerente general

Carlos Coello, gerente general, describe a
PreNnsarIio el momento de TC Televisién, uno
delobroadcasterlideres de Ecuador. Actualmen-
te el mercado ecuatoriano estd mds competitivo
queafiosanteriores, pero seguimos conservando
el liderazgo en los targets mas importantes que
son amas y personas de 18+, explica.

‘Los programas que se mantienen en los

PRENSARIO INTERNATIONAL

primeros lugares son Mi Recinto, Guerra de
Sexo, Capos de la Risa (produccién original),
y entre los enlatados se destacan en el horario
delas manana, las novelas cldsicas, ylas novelas
de la tarde. Seguimos trabajando con nuevos
formatos internacionales y preproduccién de
nuevos programas, que se transmitirdn en
horario estratégicos.

‘La audiencia local busca programas concur-
sos, entretenimiento y humoristico, mientras
que las telenovelas contintian siendo el prin-
cipal género en las parrillas de programacion,
completa.

En cuanto a las ventas internacionales, el
ejecutivo destaca la alianza con World Media
Picture (USA) de Juan Fernandez por su pro-
ducto estrella: la telenovela juvenil FanatiKDA,
queestd teniendo ‘buenaacogida’segin Coello.
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FanatiKDA, serie juvenil distribuida por WWP, Booth # 05.21

‘Estamos esperando tener nuevas producciones
para brindar al mercado diversos géneros de
programas) agrega.

Y completa: ‘Nuestra expectativaalargo plazo
esdarnosaconocerenel mercadointernacional
con nuestras producciones ya que es un plaza
dificil de incursionar por el posicionamiento
de las grandes casa productoras’

BAND CONTENT DISTRIBUTION
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Por CAROLINE SERVY, DIRECTORA EJECUTIVA DE THE WIT

THE WIT: EL AUGE DE LA #SocIAL
TV EN LATINOAMERICA

Cuando se habla de “interactuar con un pro-
gramadetelevision” fenémeno conocido comtin-
mente como Social TV y que supone un creciente
desafio para los actores del mundo televisivo,
los estudios realizados en la redes sociales por la
agencia The Wit, leader de estudios en medios
audiovisuales y digitales, demuestran la gran vi-
talidad de Latinoamérica posicionandose comoel
continente con mayor progresion estatemporada.
Através de unaherramientas exclusiva deandlisis
de opiniones y de medidas cuantitativas en redes
sociales (The Witspotter), The Wit entiende este
dinamismo latinoamericano debido a tres tipos
de fenémenos:

I- La alta penetracién de las redes mds uti-
lizadas para comentar programas durante su
emisién: Facebook tiene en Latinoamérica una
penetracion particularmente fuerte ya que 5 de
los 10top mercados en términos de “reach”, segun
Facebook.com, son en Latinoamérica. En Chile
llega hasta el 90.9% de usuarios online, es el pais
con mayor penetracién en el continente.

Facebook tiene en Latinoamérica un mercado
sofiado yaquenosolo eslared social més popular
del continente, sino que sigue registrando un
crecimiento récord (casi ha doblado su nimero
de usuarios en un afo y medio). En ntimero de

2 - Las estrategias de los canales
en Facebook y Twitter: los actores del
mundo audiovisual Latinoamericanos
son los mds “activos” a nivel mundial y
usan intensivamente la promocién online
por delante de EEUU y de Europa. Venezuela,
Chile y México, son los paises que de forma mas
sistemdtica crean una pagina Facebook oficial
para un nuevo programa (el 53% de los progra-
mas estrenados desde septiembre 2011 en estos
3 paises, mientras que solo el 28% de los nuevos
programas a nivel mundial, o el 36% en EEUU).
Venezuelay Mexico lideran el ranking mundial,
si se considera el ratio de nuevos programas con
cuenta oficial Twitter.

3 - Acompaiiando a las estrategias de promo-
cion de los canales, la “actividad social” es un
fenémeno donde Latinoamérica destaca por el
“engagement” de los televidentes en Internet, o
sea por su enganche y su participacién intensiva
en este tipo de interacciones. En lo que llevamos
de 2012, Chile es el pais donde los usuarios online
tienen el “compromiso” mds fuerte con respecto a
los programas de television : sobre los 22 estrenos
analizados en Chile, el promedio era de 5.200
comentarios (Facebook + Twitter) por estreno,
mientras que el promedio mundial es de 1.700

" " comentarios por
TWITTER: LOS ESTRENOS MAS “COMENTADOS" DE LA programa, 2,800 en
TEMPORADA EN AMERICA LATINA .
Estados Unidos.

N° Programa Estreno Canal (Pais) Tema

1 Pareja Perfecta, hasta que la competencia los separe ~ 8/26/12 Canal 13 (Chile) Reality i_QUE TIPO DE

2 NaMoral 7/5112 TV Globo (Brasil) Talk show PROGRAMAS?

3 Amazonas, famosos perdidos en la selva 71712 Chilevision (Chile) Reality -

4 Gabriela 6/18/12 TV Globo (Brasil) Telenovela Segtinunestudio
5 LaVoz Argentina 7nn2 Telefe (Argentina) Concurso de talento durante el periodo
6 Sosmihombre 8/21/12 El Trece (Argentina) Telenovela que compren. de del
7 Soltera otra vez 5/271/12 Canal 13 (Chile) Comedia

8 Cachito de Gielo 6/11/12  Canal de las Estrellas (Mexico) Telenovela 1 de enero al 31 de
9 Escobar, el patron del mal 5/28/12  Caracol (Colombia) Telenovela agosto (datos The
10 No basta con ser bella 4/19/12 Canal 13 (Chile) Docu-soap

Wit), los géneros

Fuente: The Witspotter (servicio exclusivo de analisis y monitoring en las redes sociales de la agencia The Wit)

usuarios, Facebook es seguido por Windows
Live Profile, Orkut (en Brasil, principalmente),

suw.thewil.oom

con mas “engagement’, con un
promedio de 18.000 comen-

tarios por estreno, los ultimos
realities chilenos como Pareja
Perfecta, Amazonas o Mundos

Opuestos superaron éxitos de otros mer-
cados como La Voz en Argentina o México, y las
mejores telenovelas de la temporada.

Ficcidn: representan el 45% de los estrenos, el
51% de los comentarios, un promedio de 3.349
comentarios por programa. Brasil lidera en este
casodebidoal tamafio desumercado (Gabrielaes
la telenovela méds comentada del continente enlo
que va de ano), pero Chile y Argentina estdn casi
almismo nivel. Programas mexicanossuelen tener
comunidades muy importantes de seguidores en
Facebook y Twitter, pero generalmente menos
“actividad social” durante los estrenos.

Talk Show: representan el 6% de los estrenos,
el 9% de los comentarios, un promedio de 4.230
comentarios por programa. Brasil, sobre todo,
contribuye a este resultado.

Los menos comentados:

Juegos televisivos: representan el 8% de los
estrenos, el 4% de los comentarios, un promedio
de 1.539 comentarios por programa.

Programas factual (documentales, docu-
realities, docu-soaps): representan el 22% de los
estrenos, el 7% de los comentarios, un promedio
de 1.014 comentarios por programa.

Caroline Servy es directora ejecutiva de la
agencia de The WIT—World Information Tracking
—, agencia leader del mercado en estudios audio-
visuales, Social TV, Web TV y branded content.
The Wit estreno en septiembre el boletin The Wit
Diario, una letra diaria en espariol sobre nuevos
proyectos, estrenos de formatos en el mundo. www.
thewit.com

FACEBOOK: LOS PROGRAMAS MAS “SOCIALES” DE LA TEMPORADA
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y Twitter (comScore, Septembre 2011). Entretenimiento: 1 PaniconaBand 4112 Rede Band (Brasil) Sketch show

Aunquesu popularidad noestan fuertealnivel ~ representan el 199 2 Srduados 31212 Telefe (Argentina) Comedia

. . 3 Soltera otra vez 5/27/12 (Canal 13 (Chile) Comedia
deusogeneral, Twitter revelasu potencialalahora de los estrenos de la 4 yundos opuestos 1512 Canal 13 (Chile) Reality Sabencraii o
de interactuar en tiempo real. Segin un estudio ~ temporada, pero sin 5 Gabriela 6/18/12 TV Globo (Brasi) Telenovela Relachones Econémicas Desarrollo de Inversiones
realizadopor The Wit (Junio 2012) sobretodoslos embargo el 29% de 6 laVoz ArgelnFma 7112 Telefe (Argentina) . Concurso de talento Internacionales ¥ Promocion Comercial
R L. K 7 LaVoz... México 91111 Canal de las Estrellas (Mexico) ~ Concurso de talento mw etz v Cudia ww Lifgramm g Cutta
nuevos programas estrenados en Latinoamérica los comentarios, un g |ofames 21312 CadenaTres (Mexico) S
entreel 1 deenero yel 24de junio de2012, Twitter promedio de 4.684 9 Porellasoy Eva 2/20/12 Canal de las Estrellas (Mexico) ~ Telenovela
10 Perla, tan real como td 10/23/11 Canal 13 (Chile) Scripted reality

representaba el 96% de los comentarios emitidos comentarios por pro-
Fuente: The Witspotter (servicio exclusivo de analisis y monitoring en las redes

por usuarios durante el estreno. sociales de a agencia The Wit)

grama. Chile es el pais
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Sunbpay TV: 'EL coNsuMmO

NO-LINEAL DE CONTENIDO
CONVIVIRA CON EL
FORMATO LINEAL'

Terrahasido enlostltimos cin-
coafosno sélo el masimportante
servicio de distribucion digital de
contenidos en Latinoamérica, sino
también una de las principales
compaiiias a nivel de innovacion,
servicio y producto.

Dedicado ahora exclusivamente
anoticias y deportes, Terra lanzé
acomienzos de 2012 el servicio de
entretenimiento Sunday TV —la

)R evolucién de TerraVideo Store—,
ROV ICHC UV bajo un modelo de suscripcion
(SVOD) con 3.000 titulos, y otro
de alquiler con 4.000 titulos, que ofrecen series,
peliculas, recitales y programacion infantil. Se
puede accederse desde la PC, SmartTVs (LG,
Philips, Samsung y Panasonic) o aplicativos
de iPad, iPhone y Android.
‘A agosto, teniamos 500.000 personas registra-
das, siendo Brasil el principal mercado, seguido de
México, Argentina, Chile, Colombia y Pert. Y 100.000
suscriptores que abonan aproximadamente 10 d6lares mensuales para
acceder a nuestra librerfa. Si bien hay contenidos regionales, buscamos
que cada pais tenga su contenido local’ explica Pedro Rolla, director de
Midia de Terra Latin America y US Hispano.

Sunday TV tiene acuerdos con las majors Disney (Avengers se lanzd
en septiembre) y Sony, ademds de promover fuertemente el contenido
independiente, a través de asociaciones con festivales de musica, cine,
etc., como el caso del Festival de Cine Judio que se desarroll en Sao
Paulo en agosto.

Enelmodelo dealquiler, se solicitan mds contenidos de accién/policial
(series y peliculas), seguido de musicales e infantiles, mientras que en el
modelo de suscripcion los infantiles son los mds accedidos. ‘El consumo
no lineal de contenido convivira con el formato lineal, ya que muchos
adn prefieren que alguien programe por ellos. Todo va a depender del
momento, lugar y experiencia de consumo), expresa Rolla.

Un 20% de los accesos a Sunday TV vienen de diferentes devices, ya
sean aplicativos o TV conectadas, mientras que el restantes 80% es a
través de la web. ‘Estimamos que en 2013 un 40% ingresara por la web,
mientras que un 60% lo hard por los diversos aparatos, anade.

‘La mayor dificultad que encontramos para expandir el servicio es que
a los usuarios se les complejiza el proceso de encontrar las aplicaciones
en los dispositivos. Creemos que en algunos anos, las TV Conectadas
cambiardn hacia un modelo “desktop”, es decir serdn mds parecidas a
una computadora que a un televisor’, explica y completa: ‘La tendencia
es que la television ya no ofrezca un contenido lineal (canales, de pago
o gratuitos), sino que se ingrese a una especie de PC donde el usuario
elija qué hacer frente a una multiplicidad de opciones

PRENSARIO INTERNATIONAL <90 >

CINE SONY TELEVISION: LOS
ESTUDIOS DE HOLLYWOOD
APUESTAN POR EL MERCADO
HISPANO

Sony Pictures Television (SPT)
lanz6 en junio una nueva oferta en
Estados Unidos, Cine Sony Television:
susegunda sefial con marca Sony, esta
vezenfocadaal mercado hispanoycon
una oferta de contenidos donde las
producciones que el estudio desarrolld
en Latinoamérica serdn la estrella. ‘

Ademas de administrar Sony Movie -

Superna Kalle, SVP US networks,
Channel, Superna Kalle, SVP US ESaiiERCIeute KR e

networks de SPT es gerente general Chanely Gine Sony Television

de Cine Sony Television.

Explica a Prensario: ‘El

principal objetivo del canal

en el corto plazo es estabili-

zarse COmo unamarca entre

los televidentes hispanos, con una propuestaalternativa de programacién
en espanol’.

‘En el largo plazo, buscamos tener plena distribucién y entregar
contenido original desarrollado por nosotros y adquirido, remarca y
afiade: ‘Hoy es un canal lineal ofrecido a la audiencia hispanoparlantes,
pero seguimos en conversaciones con varios Carriers para lanzar pronto
plataformas adicionales, antes de que termine 2012

Kalle sefiala que, como una de las poblaciones de mayor crecimiento,
el mercado hispano de Estados Unidos ofrece una gran oportunidad de
expansion a SPT. ‘Ese incremento repercute en mayor audiencia, que
demanda contenido relevante que entretenga y en su idioma original,
que exactamente el espacio que venimos a ocupar’.

Los pilares programaticos del canal, segtin Kalle, serdn la ‘variedad de
género, combinando producto de Hollywood (peliculas, series de accion,
comedias) y un line up global de
artistas y musicos latinos. ‘Mien-
tras continuamos expandiendo la
distribucién y sumando audien-
cias, adquiriremos producciones
relevantes para el pablico latino. A
comienzosde2013 programaremos
Cine Sony Television con una am-
plia variedad de series en espafiol
cada semana, anade Kalle.

Elporcentaje de programacion
en espafiol es del 100%, ya sea
como idioma original o doblado,
desde Los caballeros las prefieren
Brutas a The International. En
relacién a la produccién de con-

Los Caballeros las prefieren Brutas:
tenido original para la sefal, la  serie original de Sony producida por Teleset
en Colombia que llega al mercado hispano,
tras haberse emitido en Sony Entertainment
Television en Latinoamérica

ejecutivaadelanta quelos planes
no estdn adn definidos.

sERIES 8’ [ELENOVELAS FORMATS

CofF on Fre Shelf °

THREE SISTERS, HALMTID BY AMLMADEIES OF THES DEAD MOTHER, WILL TV
O BELAN THE SPTLL OF BAD LOVE AFFANES THAT SEESES TO BE O THEM

Damiatic Comaddy

COMES TRUE ON FICTION

e

MediaBiZ



mipcom

| INFORME EsPeciAL | MERCADOS | LATINOAMERICA

CHILE: MAS COMPETITIVO QUE NUNCA

Esta no es la primera vez que PreNsARIO de-
sarrolla un informe especial sobre el mercado
chileno deTV,aligual quelohace con distintos
paisesdeLatinoaméricayel mundo.Perosiem-
preimpacta en Chile un rasgo muy distintivo,
queno cambia con el pasar delosafios: el hiper
dinamismo y la ardua competencia entre los
cuatro principales broadcasters nacionales.

Tal vez por esa caracteristica intrinseca es que
Chile estd entre los mercados mds atractivos
de América Latina. Brasil, México, Colombia
o Argentina tienen tortas publicitarias mds
grandes —sobre todo los dos primeros— pero
resultan mds predecibles y estables en cuanto a
los liderazgos e innovaciones.

;Coémoseexplica? Elalto nivel de competencia
obliga a los canales a invertir financiera y crea-
tivamente en nuevas propuesta para no quedar
rezagados (y surgen formatosinteresantesacada
momento). Ese nivel de innovacion constante
torna sumamente atractivo el mercado para
companias internacionales.

La produccién nacional estd en los niveles
madsaltos: ninguna delas senales tiene menos del
85-90% de produccion propiaen horario estelar,
ya sea en series y novelas, como en formatos de
entretenimiento u otros géneros, como reality,
que es el género que estd en auge.

Aunque el polo productor independiente no
muestre el desarrollo que tiene en paises como
Colombia o Argentina, Chile ha comenzado a
ser considerada por productoresinternacionales
como HBO para generar producciones locales,
como la serie Préfugos, realizada en 2011.

A fines de marzo del afio pasado,
Turner Broadcasting System puso
lapiedrafundamentalenlo queserd
la nueva casa televisiva de Chilevi-
sionenlosterrenosde Machasa,una
abandonada fabrica textil delosafios
30. La inversion total rondara entre
los US$ 25 y los US$ 30 millones y
contard con nueve estudios.

El objetivo es que esté operando a
finesde 2012 o principios de 2013.El
proyecto original estabasiendo desarrollado por
laestacién chilena parasunegociode TV abierta
y seguird el mismo curso de antes. Ademds de
producir para Chilevisién,laideaes que Machasa
seaun centro de produccién en espafol para sus
sefiales en Latinoamérica.

EL conTEXTO

2011-2012 fue una temporada particular
para el mercado por varios motivos, pero
principalmente por el cambio accionario que
tuvieron los canales privados de Santiago de
Chile: Megavision y Canal 13.

Chilevisiéon habiasidoadquiridoen 2010 por
Turner Broadcasting System Latin America,
mientras que el Grupo Bethia (duefios de la
cadena de retail Falabella) compraron el 100%
deMega,y el Grupo Luksic entré con el 66% de
lasaccionesa Canal 13 yla Universidad Cat6lica
se quedo con el 33% durante 2011.

Al cierre de esta edicion, el proyecto de Ley
de Televisién Digital habfa quedado mds cerca
de debatirse en la Sala del Senado de Chile para

su aprobacién final,

RATING HOGARES, POR CANALES (ENERO-AGOSTO 2012) luego de que las Co-

10

misiones Unidas de

8,9

Transportesy Educa-
cién del Senado des-

(Canal 13 TN Chilevision
Fuente: Time Ibope
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Mega

pacharanunaversién
modificada.

Ingresado en el
Congreso ennoviem-
bre de 2008 por el
Ejecutivo encabeza-
do por la entonces
presidenta Michelle
Bachelet, aprobado
(media sancién) por
Diputados a fines de
<92>

Por FaBricio FERRARA

Soltera otra vez,
nueva telenovelaen el prime time de Canal 13 con
un 40% de share y 27 puntos de rating

abrilde2011yaprobado engeneral por el Senado
en julio del afio pasado, el texto provisorio de la
norma fundamental paraimpulsar el despliegue
delaTDT en Chileahorapasardala Comisién de
HaciendadelaCdmaraAltay,luego,aser tratada
en el recinto para su aprobacion final.

En el texto final se acord6 establecer un plazo
de 20 afios de duracién de las concesiones, y se
resolvié ‘la situacién de las actuales concesiones
que tenian periodo indefinido, fijando un plazo
para la migraci6n y la obligacion de que éstas
den cobertura al 100% de sus zonas.

Sobre los trabajos finales realizados por las
Comisiones sobre el proyecto, el edil sefial6 que
en los ultimos dias ‘la normativa fue objeto de
una rigurosa revision, junto con el Ministerio
de Transportes y Telecomunicaciones, de su
articulado para corregir alguna inconsistencia
o reiteracién que exista.

Los cANALES

‘Sin dudas el cambio de duefios modificé el
contexto del mercado, asevera Patricio Her-
nandez, director de programacién de Canal 13.
Y agrega: ‘En nuestro caso, ya cumplimos casi
un afio y medio con la nueva administracién y
estamos liderando los primeros ocho meses del
ano con un rating hogar aproximado de 8.9.

El ejecutivo tiene buenas expectativas paralo
que resta del ano, ya que el canal ha levantado
cabeza en varios slots. ‘Seguimos con nuestro
planatresafosyesperamospara2012/2013 una
fuerte competencia. Leal, pero intensa, con todos
los actores. La presencia de nuevos jugadores
movera inevitablemente al resto de la industria.
Chile es un mercado multipolar’.

‘Hemos tenido una estrategia distintiva de

PatrRiclo HERNANDEZ, DIRECTOR
DE PrRoGRAMACION DE CANAL 13:
'SEGUIMOS CON NUESTRO PLAN A TRES
ANOS Y ESPERAMOS PARA 2012/2013
UNA FUERTE COMPETENCIA. LEAL,
PERO INTENSA, CON TODOS LOS ACTO-
RES. LA PRESENCIA DE NUEVOS JUGA-
DORES MOVERA INEVITABLEMENTE AL
RESTO DE LA INDUSTRIA. CHILE ES UN
MERCADO MULTIPOLAR’

MaARrceLo BrAvo, DIRECTOR DE PRo-
GRAMACION DE TVN: “ESTAMOS IMPUL-
SANDO CONTENIDOS PARA LOS JOVENES
coN CALLE 7, UN FORMATO QUE HEMOS
VENDIDO A OTROS PAISES DE LA REGION, Y
LA FRANJA INFANTIL DE TRONIA. DESAR-

ROLLAMOS PROYECTOS CON 26 PRODUC-
TORAS EXTERNAS, ADEMAS DE UN PITCH-

PABLO IMIORALES, DIRECTOR DE PRO-
DUCCION Y PROGRAMACION DE CHIL-
EVISION: ‘CON CUATRO CANALES MUY
FUERTES, CHILE SE TORNA UN POLO
DE PRODUCCION Y DE CREACION DE
CONTENIDOS INTERESANTE. LAS AREAS
DRAMATICAS DE LOS CANALES TIENEN
PESO Y MUCHAS DE LAS PRODUCCIONES
CHILENAS SE EXPORTAN AL EXTRANJERO'

ENRIQUE AIMONE, DIRECTOR EJECUTIVO
pE UCV TV: '‘DADA LA TREMENDA
COMPETENCIA, PELEAR EL QUINTO PUES-
TO ES MUY BUENO. LA ESTRATEGIA ES
CONTRAPROGRAMARLE A LOS CANALES
GRANDES, QUE NOS HA DADO BUENOS
DIVIDENDOS, CONSIDERANDO NUESTRO
TAMARNO DE CANAL. SOMOS LA UNICA
EMISORA QUE TRASMITE DESDE UNA
REGION A TODO EL PAIS’

programacion, con predominancia de la pro-
duccién propia, dice Hernandez, quien destaca
ademds que el 95% de su programacién prime
time es original, mientras que en el off prime
tiene un 60%, y un 30% de enlatados.

Mundos Opuestos, el reality que marc6 impulsé
aCanal 13, culmind en junio y fue reemplazado
por Soltera otra vez, la telenovela adaptada de
Ciega a Citas (DoriMedia) que tiene un 40% de
share y 27 puntos de rating durante cuatro dias
de la semana. Completa En su propia Trampa,
un programa de denuncias que tiene guarismos
similares a la telenovela.

‘La telenovela como género sigue funcionando
muy bien en prime time, con varias propuestas de
todoslos canales. Tras el éxito de Mundos Opuestos,
losrealities también tomaron vuelo en el mercado.
Tenemos también La pareja perfecta, hasta que la
competencialossepare,otroreality de competencias
de desarrollo interno estrenado a fines de agosto.
Y para fines de afio, principios de 2013 se viene
Mundos Opuestos II, senala Hernédndez.

Duranteel dia,los Juegos Olimpicos de Londres
le dieron a Canal 13 buenos niimeros durante
agosto (120 horas totales). ‘Por primera vez nota-
mos que este evento mundial fue de gran interés
paralaaudiencia, cosa que no habia ocurrido con
Beijing 2008, explica Hernéndez y afiade: ‘Otro
hito fue Sdbados Gigantes con Don Francisco que,
tras 25 afios de haberse ido de Chile a grabarse a
Miami, regresé a nuestro pais para filmar 4 galas
por su quincuagésimo aniversario.

Finalmente, el canalapuestaaladocu-teleserie

ING DONDE RECLUTAMOS OTRAS SEIS'.

como formato novedoso con la segunda tem-
porada de Perla, la quinta temporada de la serie
Los Ochenta, y el concurso de entretenimiento
Vértigo, ‘un estelar realitizado con seis famosos
compitiendo, que integra web y mobile’, com-
pleta el ejecutivo.

Deacuerdoadatosde TIMEIBOPE, entre enero
y agosto, el segundo broadcaster era Television
Nacional (TVN) con 7.5 punto de rating hogar,
querevivié trasun2011 quelohabiadejado cuar-
to. Marcelo Bravo, director de programacion,
explica: ‘Durante agosto disputamos el primer
lugar con Canal 13 y proyectamos tener un muy
buen segundo semestre’.

‘Nuestros pilares programaticos siguen siendo
el programa matinal Buenos Dias a Todos,las tres
teleseries que tenemos (Darma y Obrero, Pobre
Ricoy Reservade Familia),las noticias (24 Horas)
y un prime variado en formatos que incluye
programas de investigacién periodistica (Esto
No Tiene Nombre), show de talentos (EI Mejor
de Chile), docurealities (Los Méndez, Medium),
series y peliculas internacionales.

‘También estamos impulsando contenidos
para los jévenes, con Calle 7, un formato que
hemosvendidoaotros paises de América Latina,
y la franja infantil de Tronia. Hoy estamos desa-
rrollando proyectos, que se hallan en distintas
etapas, con 26 productoras externas. Ademas,
a través de un pitching, acabamos de reclutar
otras seis, afiade.

Para el segundo semestre prepara la nueva te-

leserie nocturnade comedia Separados,y estrena
<93>

la nueva serie de ficcién El Reemplazante. ‘Con
ella abordaremos el problema que como pais
mads ocupalaagenda publica: el dela educacion,
dice el ejecutivo.

“Tendremos unanuevatemporadadel espacio
de reportajes de investigacion Informe Especial,
un show de talentos estelar Cabaret y un docu-
reality Las Argandofia que, en torno a la vida de
una importante figura televisiva, retine a tres
generaciones de mujeres. Buscamos conjugar
transversalidad, masividad y calidad que es lo
que se espera de TVN como canal publico’.

En relacién al competitivo mercado, explica:
‘Aqui caben los més diversos formatos, desde
las noticias y los programas matinales, que son
consumidos ampliamente, hasta producciones

de ficcién, shows
de talentos, reali-
tiesy telerrealidad.
Es en esta ultima
drea, que incluso
muestra mani-
festaciones en
programasperio-
disticos,dondese
han producido
las més grandes
innovaciones en
la industria tele-
visiva chilena’

A fines de

Las teleseries de TVN son marca regis-
2009, TVN co- “raga: Separados es la nueva comedia

menzd a emitir
PRENSARIO INTERNATIONAL

nocturna por estrenarse
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CHILE: MAS COMPETITIVO QUE NUNCA

t cercanos en resultados de audiencia, hace que
seamos un polo de produccién y de creacién de

. Chilevision apuesta a programacion  contenidosbien interesante. Lasdreas dramdticas
alternativa como No te olvides de la cancion, formato de .
deloscanalestienenbastante pesoymuchasdelas

Brasil 2014 y el Festival de Vifia del Mar con la
mdaxima responsabilidad), resalta.

‘El mercado chileno debe ser uno de los mas

| competitivos de América Latina, opina Morales

| v agrega: ‘Con cuatro canales muy fuertes y

"l
s

entretenimiento de Zodiak Rights

su sefial en HD en Santiago. El canal estd
preparado para enfrentar el desafio tecnoldgico,
a la espera de que sea promulgada la ley que
se tramita en el Congreso. ‘Renovamos el sitio
web www.24horas.cl,que,ademds del contenido
generado para televisién, desarrolla contenido
propio y diferenciado, mientras que www.tvn.cl
utilizalas redessociales paragenerar sinergia con
sus contenidos y aumentar el tréfico. Estrenara
una nueva visualidad hacia fines de afo y pre-
para proyectos exclusivos para esa plataforma,
completa Bravo.

Pablo Morales, director de Contenidos y
Produccién de Chilevision,sefiala: 2012 hasido
un afo muy competitivo: hemos demostrado
ser un canal muy sano, pese a la inyeccién de
recursos en la competencia y los muchos mo-
vimientos en la industria. Contamos con un
modelo de produccién y programacién que se
ha desarrollado en una linea ascendente desde
hace ya varios anos.

‘Apostamos por la ficcién, entretencion e
informativos con la misma fuerza, combinando
programas emblemdticos como Tolerancia Cero,
Teatro en Chilevision, Infielesy Primer Plano con
formatos nuevos que renuevan la parrilla, como
Amazonaso No teolvides dela Canciény Psiquicos,
estos dos tltimos de Zodiak Rights. Estar en los
grandes hitos del pais nos da conexién con las
audiencias, por eso asumimos las Clasificatorias

Top 10 pe ProGgraMAS (Junio 2012) 500

producciones chilenas se exportan al extranjero.
Otra drea con bastante fuerza es la de realidad,
que genera excelente llegada con las audiencias,
lo que no sdlo se ve a través del rating, sino
también en las tendencias delos medios sociales.
Son formatos que invitan a generar contenidos
3600, por lo que permiten desarrollar un lazo
mis fuerte con el publico’

‘Dentro de los proximos meses el canal
se traslada a Machasa, que se adquiri6 para
transformarla en nuestro propio Dreamworks.
Hace dos afios que vienen ocurriendo cam-
bios ya que es una industria potente, que nos
pone desafios constantemente, y al ser parte
de Turner, nuestros intereses se amplian Ya
hemos trabajado en alianzas con Cartoon
Network, por ejemplo y queremos seguir en
esa linea), completa.

Producto del cambio de propietario, Mega
estd en pleno proceso de reestructuracién y
preparando la parrilla de programacién que
lanzara en 2013. Entre las novedades se ha
anunciado como nuevo gerente de produccién
a Ignacio Eyzaguirre quien, junto a Francisco
Henriquez, director de Programacion,y Paulina
Jalaff, encargada de adquisiciones, representan
al canal en MIPCOM.

Por fueradelos cuatro grandes, varios canales
regionales pelean el quinto puesto. Es el caso de
UCV queestemes ce-

UCV TV tiene el programa diario de noticias mas
extenso de la TV abierta nacional, desde las 17:55
hasta las 21:05

siendo el mds antiguo de Chile. La estrategia es
bésicamente contraprogramarle a los canales
grandes. Eso nos ha dado buenos dividendos,
considerandonuestro tamano de canal. Ademas,
somos la inica emisora que trasmite desde una
region a todo el pais, explica Enrique Aimone,
director ejecutivo.

Sus principales programas son noticias
y espacios de fardndula, ademds de series y
programas de humor. “Tenemos el programa
diario de noticias més extenso dela TV abierta
nacional,desdelas 17:55 hastalas21:05 hrs.La
emision se articula con distintas secciones, con
una rotacién de conductores periodistas, con
énfasis en la informacién dura, el género dela
entrevistayla participacién ciudadanaa través
de Twitter, teléfono, Internet etc., afiade.

‘El mercado chileno es extraordinariamente
competitivo. Existen ocho canales de TV abierta
en Santiago y una enorme oferta también en
cable y regiones, aunque la torta publicitaria
practicamente no crece en TV abierta. Las
tendencias actualmente estdn marcadas por el
género de tele-realidad y una vuelta ala ficcién
marcada por exitosas telenovelas nacionales
sobre todo nocturnas’, dice.

SuCERRAEEIRNC  CHILE: EVOLUCION DE LA INVERSION PUBLICITARIA
POR MEDIOS (ENERO-JUNIO 2012)
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Telencvela Infanto-juvenil - B0 x 1 hr

No. Programa Canal Genero Pers 4+ 400 — Total Praduccion para 2013
1 Eliminatorias Brasil Chilevisiéon Fatbol 18,7 \/ L el mre R
2 Mundos Opuestos (Final) Canal 13 Noticiero 16,0 300 —— Diarios
3 Mi Nombre Es VIP Canal 13 Musical 12,9 —— TV Cable g - 12“ x1 hr
4  Damay Obrero TVN Telenovela 12,1 200 ~—— Radio 2 ARG Colon
5 Noticias Central Chilevision Noticiero 11,3 — Revistas Al aire & 1 prime time: de
6  PobreRico TVN Telenovela 1,1 Outdoor
7  Soltera Otra Vez Canal 13 Telenovela 11,1 100
8 El Tiempo En Chilevision Chilevisiéon Noticiero 10,7
9  LosMéndez TVN Noticiero 10,5 . . : . . wWiww.resonant.tv
10 24 Horas Central TVN Noticiero 98 Enero  Febrero  Marzo Abril — Mayo Junio Preductora de Contenido
Fuent: Time lope ruenie fime bope Argentina +5411 4773 7348 / Colombia +571 2602240
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TELEMUNDO: BRAND-NEW TELENOVELAS

Telemundo Inter-
national (USA) is
highlighting at MIP-
COM its brand new
telenovelas, as well as
TVN Chile teleseries.
Heading the slate is
the brand-new Pre-
cious Rose (130x°60),
the story of a young
woman forced to cho-

Karina Etchison, VP Sales EMEA ~ 0sebetweenloyalty to

a promise and falling
in love.

Facing Destiny (130x°60) tells the story of a
man who starts his life anew under a different
identity, but will realize that one cannot begin
a new life when one has a past. Co-produced
between Televen (Venezuela) and Cadenatres
(Mexico), the distributors brings to Cannes
Bitter Sweet (130x’60) a contemporary love
story of five couples, exploring how bittersweet
relationships can be. From TVN, it highlights

the light comedy The Switch (90x’60) and
Esperanza: Love’s Destiny (80x°60).

KarinaEtchison, VP Sales EMEA, highlights
to PRENsARIO: ‘Our strength lies in the variety
and quality of our product. We present very
different styles of telenovelas, of high produc-
tion value, ranging from classic ones to even
those of suspense’.

Telemundo’s offer continues to grow: ‘We
begun the distribution of a new catalogue of
non-scripted formats, from the Spanish com-
pany Reset, featuring worldwide blockbusters
as well as new entertainment formats’, adds
the executive.

‘The TV markets in my territories are ex-
periencing growth. Spain sees the evolution
reflected in the DTT channels, while in Africa,
there is an increase in the area of panregional
cable that complements the broadcast market.
The distribution on cable stations in these
territories has grown considerably, as well’

‘Central and Eastern Europe, Africa and the
Middle East have continued to develop at a

BootH #H4.32

EYEWORKS: MORE FINISHED PROGRAMS

Finished programs like Being Lara Bingle (10x’30), The
Croc Catchers (8x’30) and The GC (8x’30) are at the top of the
catalogue from Eyeworks Distribution (The Netherlands),
who also recommends the reality show from Australia Out-

back Cops (18x’30), the comedy series produced by Eyeworks ~ como la novela La Banda.

Cuatro Cabezas in Argentina The Donor (13x°60), available in
format or ready made, and the entertainment format Celebrity

Splash (°90).

POLAR STAR: NUEVAS

Diego y Carlos Kargauer (extremos) con Salette Stefanelli,
de la oficina de Miami

Carlos y Diego Kargauer de Polar Star (Ar-
gentina) resaltan el buen presente de la com-
pania, a la que han sumado distintos géneros
para completar el mapa de oferta. Desde ahora,
tienen una nueva linea de titulos para nifos,
que incluyen series infantiles, animaciones y
peliculas familiares, escolar y preescolar, tras un
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Precious Rose: the new telenovela from Telemundo

stable pace. Certainly the free to air channels
are the ones that have generated the greatest
results. Sales on cable are an important com-
plement to our balance of the year. However
there are areas where cable penetration is so
greatthatoursaleshave
reflected this’

‘Buyers are still de-
manding telenovelas
with high production
quality. There is a solid
demandforclassictitles.
But, even though they
are seeking traditional
stories, thereis diversity
in their demand. This
is the most interesting
characteristic of these

territories, completes e light comedy The Switch from

Etchison. Chilean broadcaster TVN
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TURNER: MAS FALLING SKIES

Turner Broadcasting Systems (USA) asiste a MIPCOM |
donde ofrece una amplia variedad de géneros, entre ellos
documentales de arte, cultura, noticias, current affairs, viajes,
cocina, deporte, ademds de programas infanto-juveniles

También trae formatos y series originales como Falling
Skies,que yatiene confirmadala terceratemporadapara2013
debido al éxito que ha experimentado a nivel mundial.

La Banda

DIVISIONES PoLAR KIDS Y LATIN STAR

acuerdo con Engine-15 de Estados Unidos.

‘Estamos muy contentos con el acuerdo
porque, de alguna manera, cierra el circulo de
material que estamos ofreciendo. Y le hemos
colocado Polar Kids a la nueva division encar-
gada de este material’, explica Carlos. Y Diego
afiade que cerrd en LA Screenings de mayo un
acuerdo por Highlander y que tienen desde
ese mercado peliculas latinas y documentales,
divisién que denominaron Latin Star.

‘La recepcién de Latinoamérica por las
miniseries Ben Hur o Moby Dick ha sido
asombrosa. Es un material ideal para Semana
Santa, con muchos clientes interesados para
emitirla en esa fecha: y ahora sumamos una
nueva miniserie de Juan XXIII. Vemos mucha
actividad y ganas de cerrar negocios de parte
de los compradores, y en eso, mucho tiene que
ver nuestra oferta variada’.

<96 >

Ben Hur

Ademds, se destaca dentro del catdlogo la
serie True Justice con Steven Seagal —con
segunda temporada en produccién y tercera
confirmada por la productora Voltage Pic-
tures—, y un pack de peliculas familiares. ‘Si
bien Latinoamérica pide sobre todo peliculas
de accion, el foco familiar es importante entre
nuestros clientes, por eso reforzamos la oferta
afio a afio), completan los ejecutivos.

PRODUCED BY YAIR DORI

BASED ON GABRIEL ROLON'S TOP SELLING BOOK

DIRECTED BY

JUAN JOSE JUSID

HISTORIAS
"DIVAN

STARRING: JORGE MARRALE as THERAPIST MANUEL LEVIN
SCRIPTED BY: MARCELO CAMARNO (Montecristo) anp GABRIEL ROLON

VISIT US AT OUR BOOTH 06.23 - Argentina Audiovisual Umbrella

26 episodes x 1/2 tv hour —
Sales contact: b .
sdangelo@vyairdori.com J b
nseocane@yairdori.com YAIR DORI
www.historiasdedivan.com.ar
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CINE ARGENTINO

BootH #06.27

EN LAS MEDIATECAS FRANCESAS

Como partedel
trabajo de coope-
racién cultural
descentralizada
que lleva a cabo
laSeccién Econé-
micay Comercial
de la Embajada
Argentina en

Francia, a car-

Edgardo Malaroda, jefe de la
seccion comercial de la
Embajada argentina en Francia

go del Ministro
Edgardo Mala-
roda, se organiza
el Primer Festival cultural argentino denomi-
nado Tango, vino y cine. Se desarrollard en
Courbevoie y Rueil-Malmaison del 21 al 27
de noviembre, en la mediateca de Puteaux
durante todo el mes de noviembre y en el cine
de Dreux, del 23 al 29 de enero de 2013.

‘Buscamos fomentar la industria argentina
y su posicionamiento internacional, como
asi también para dar a conocer la cultura
de nuestro pais; el evento pretende ser una
ventana para que los franceses conozcan la
Argentina), dice Malaroda.

El Festival comenzard con una presentacién
del nuevo cine nacional: una breve introduc-
ciénalas peliculas masimportantes desde 2000
alaactualidad; en algunas salas se incluird un
debate posterior a cada pelicula y encuentros
con personalidades argentinas del cine. En
la inauguracién se brindard un concierto de
tango, con un especticulo de danza y degus-
tacién de vinos argentinos.

En la mediateca de Puteaux habrd una
exposicion de fotografias sobre los paisajes
de la Argentina y una muestra de Mafalda,
personaje de Quino. La programacién in-

cluye una seleccion de aproximad amente 13

peliculas de cine nacional, documentales y 2
avant-premieres.

Enelmarco delosacuerdos de cooperacién
firmados entre las unidades subnacionales
de ambos paises, se propone a las mediatecas
francesas que intercambien material que re-
presente o informe sobre aspectos particulares
de la cultura, geografia e historia de la region
o provincia (libros, CD, DVD, peliculas o do-
cumentales, gufas geograficas, de turismo,etc.)
conlasbibliotecas de su contraparteargentina.
‘El objetivo dela Embajada Argentina en Paris
es fortalecer la identidad cultural nacional
mediante el intercambio de ensefianzas, op-
timizacion de recursos, integracién y didlogo
intercultural’, completa Malaroda.

INCAA: ARGENTINEAN CONTENTS

FOR THE WORLD

UCINE, apovo A LA

INDUSTRIA CULTURAL

By GermAN CaLvi, TV, INTERNET AND VIDEOGAMES MANAGER OF INCAA

Argentina

Lucrecia Cardoso, manager of Accion Fe-
deral, Liliana Mazure, president of INCAA,
and German Calvi

In an unprecedented transformation process
and withanintegral work driven by the National
Institute of Cinemaand Audiovisual Arts (IN-
CAA),an Argentinian Pavilion atteds MIPCOM
with with over 1,000 hours (200 titles) of brand-
new HD contents that were broadcast in the
Argentinean TV screens, some of them having
achieved nine Martin Fierro’snominations, and
with great recognition over NATPE, MIPTYV,
FIPA, Fipatel and Roma Fiction Festival.

Miniseries, unitaries, documentary series and animations, integrates

the distributors’ portfolio, combining materials from commercial TV with

productions with a new language. In the regional screens, Channel 10 of

Cordoba broadcast the first eleven fiction and documentary series produced

in the region itself, including the fiction series Eden (13x’26), nominated to

Federal Martin Fierro’s award for Best Television Fiction. And Channel 10

Tucuman highlights the miniseries La Rifia that tells a story of the ‘30s, also

nominated in that category.

Other integrate provincial channels like Channel 3 (La Pampa), Channel
6 Colsecor, Channel 11 (Formosa), Channel 9 (La Rioja), Channel 10 (Rio
Negro), Channel 11 (Ushuaia), Channel 9 (Rio Gallegos) have released TV
series that are now arriving to MIPCOM. Encuentro, a reference for educa-

tional and cultural content, has released a dozen documentaries and unitary

series, providing an open window about the Argentinean society.
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La Unidad de Promocién de Exportaciones
de Bienes Audiovisuales (UCINE) es un érea

de la Secretaria de Comercio Internacional del

=<

audiovisual

Ministerio de Relaciones Exteriores y Culto de la

Republica Argentina, que tiene como objetivo fortalecer

la industria audiovisual fomentando acuerdos internacionales.
Organiza el martes 9 un coctel desde las 5.30pm en “La Cote”.

Sefiala la ministro Andrea Celoria: ‘Brindamos un espacio den-
tro de las principales ferias mundiales del sector, para que puedan
participar las pequenas y medianas empresas argentinas. Este es-
pacio que se organiza y financia desde esta Unidad es denominado
estratégicamente Argentina Audiovisual, una plataforma para
concertar reuniones, exposiciones y venta de productos’.

Los eventos son Natpe Miami, MIPs de Cannes, European Film
Market, Berlinale, LA Screenings y Locations en Los Angeles, entre
otros. ‘El objetivo es construir una marca pais para proyectar a
Argentina sectorialmente y de forma unificada, ya no como pro-
ductoras independientes —no es necesario pertenecer a ninguna
asociacion para formar parte de UCINE— sino como un polo de
desarrollo de contenidos y servicios audiovisuales’

La Unidad expandié su respaldo hacia otras industrias cul-
turales, cerrando 2011 con apoyo a empresarios argentinos en
industrias como musica, fotografia, artes pldsticas y artesanias.
‘En 2012 tenemos nuevos sectores como la industria editorial y
las historietas’, completa.
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VENEVISION: THREE NEW TELENOVELAS

Venevision International (Venezuela/USA)
presents at MIPCOM three new telenovelas,
beginning with Rosario (120x’45) from Venevi-
sion Productions, followed by My Ex Wants Me
(120x’45) and The Love Curse (120x’45).

‘With this titles we have high expectations
of being able to close this year’s last remaining
international market with great success, in-
creasing sales and acquisitions, as we continue
to strengthen and expand our brand in the
regions of Europe and Asia), states Cesar Diaz,
VP of Sales. The showcase includesreality clips,
extreme sports and comedy series.

Rosario is a new co-production between
Venevision Productions and Univision Stu-
dios, shot in Miami. Peter Tinoco, president
and CEO of Venevision Productions, says:
“This is the third collaboration with Univision,
after the successful Eva Luna and The Talisman
—premiered on the Israeli Pay-TV telenovela
channel Viva—apart from having produced
reality shows like Nuestra Belleza Latina and
Mira Quien Baila’.

Eva Luna was premiered on September 9*
in TBS Japan in an adapted version of 26 epi-

sodes of one hour; the Pay TV channel made
it available for its VOD, Mobile and strea-
ming platforms. The telenovela was emitted
in Europe, Latin America, Middle East and,
now, Asia. ‘In the United States, it became the
highest-rated domestically produced novela
in history. Soon, it’s expected to air in Bolivia,
Croatia, Guatemala, Turkey, Greece, Serbia,
Bosnia, Slovenia and Moldova, among other
international markets), says Diaz.

Speaking about co-production, Venevision,
the leading broadcaster of Venezuela, has
announced the production of Los Secretos
de Lucia, also with Univision Studios and
the Colombian production company Be-TV.
‘It will have 120 episodes in HD, something

ADRIANA CISNEROS TO KEYNOTE AT MIPCOM

Adriana Cisneros, the vice chairman and
director of strategy of the Cisneros Group of
Companies,isonboardastheheadlinespeaker for
MIPCOM’s LATAM Global Dealmakers Networ-
king Lunch, to take place October 9 in Cannes.

The senior-level event brings together 80
entertainment executives from Latin America

BootH #RB20

SONY: THRILLING DRAMAS

Sony Pictures Television (USA) launches a new drama and
comedy slate headed by Showtime series Masters of Sex (13x°60)
that sheds light on what happens behind closed doors. House
Of Cards (13x°60) is a thrilling new drama series with Kevin
Spacey for Netflix that is being presendted by Spacey itself at
MIPCOM. Men at Work (20x’30) is a comedy series for TNT,
while Save me (13x°30) was produced for NBC in the US.

BTVP BRraziL: CO-PRODUCTION OPPORTUNITIES

Created in 2004, Bra-
zilian TV Producers
(BTVP) is an audiovisual
content export program
created by the Brazilian
Independent TV Produ-
cers Association (ABPI-
TV) in partnership with
of Culture and EBC/TV
Brazil.

‘Our goals are to pro-
mote new co-produc-
Marco Altberg, tion opportunities and
president develop international
partnerships for TV and new media produ-
cers, enabling alliances between Brazilian and

PRENSARIO INTERNATIONAL

Rosario: Arquimedes Rivero, Peter Tinoco and Ed Hernan-
dez from Venevision; the actors Guy Ecker and Itahisa
Machado; Luis Fernandez and Carlos Sotomayo from
Univision Studios; and Alex Hadad, author

never made in this genre, describes Manuel
Fraiz-Grijalba, executive producer along with
Cristina Palacio from Be-TV.

and worldwide who are
leading the growth in
international co-pro-
ductions and media in-
vestments. Telemundo
Internacional sponsors
the event. Adriana Cisneros
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ITV: DRAMAS ON TOP

s a quick show Game & Quiz

foreign companies), remarks Marco Altberg,
president of ABPITV, who leads the delegation
with more than 30 companies at MIPCOM.

BTVP promotes at Mipcom business mee-
tings, networking and launches and the third
edition of RioContentMarket, to be held on
February 20-22 in Rio de Janeiro, which will be
focused on international partners for Brazilian
audiovisual studios.

The entity is holding a heavy agenda in
Cannes: first, the conference Co-produce
with Canada with Ricardo Rangel, COO of
Conspiragao Filmes at 10.40am, and then the
Caipirinha Cocktail on BTVP’s booth, both on
October 8™, as well as the breakfast meeting with
Screen Australia the next day at 8.45am and a

<100 >

ITV Studios Global Entertainment (UK) exhibits Mr Selfridge (’90 or 9x’60)
that brings to life the spectacular rise and fall of the American retail geniu,
Mrs Biggs (°90 or 3x’60) and Rectify (6x°60), from Sundance Channel. On the
entertainment side, The Audience (7x°60) is the new show, available as format
or finished program. Surprise Surprise (‘60) marks the return of classic family
entertainment juggernaut Surprise Surprise from 1984 and Red or Black? (‘90)

workshop Entertainment

Master Class — Strategic

planning for Audiovisual

studios, the same day at
5pm.

Created in 1999, ABPI-
TV gathers independent
producers of audiovisual
content for television and
new media and has 223 mem-
bers from different Brazilian regions. ‘During
13 years we have been working in our objective:
assist the development of Brazilian audiovi-
sual market, represent the sector in forums;
encourage the production and new business
models’, completes Altberg.
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CONSTELUIR..

A channel devoted to the world of work

mipcom
8 - 11 Oetober, 2012

Argeruns Umbrells, Booth 05.31, Level 07
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MIRAMAX: BACK AND STRONGER THAN EVER |

y
/

Miramax (USA), theleading worldwide film
and television studio, has a direct presence
again this year at MIPCOM, delivering not

only its own acclaimed library of more than

Pulp Fictionand The English Patient, two timeless,
modern classics

700 motion pictures,including modern classics
such as Pulp Fiction, The English Patient, Kill
Bill and countless others, but also represents
the first-class catalogues of Revolution Studios
(Anger Management, XXX) and Samuel Gold-
wyn (Guys & Dolls, The Westerner).

Miramax sells directly and licenses its
titles globally through strategic partnerships
with Lionsgate, Netflix, Facebook, Hulu and
StudioCanal, among others. Collectively, this
incredible library has received 284 Academy
Award nominations and 68 Oscars, including
four Best Picture Awards. The company is
headquartered is in Santa Monica, California,
with a sales office in London.

Marna Grantham, SVP for North and
South America, says: ‘Our goal is to be highly

RT: RupTLY, VIDEO AGENCY SERVICE

RT, the news network broadcast in English, Arabic and Spanish to
more than 550 million viewers worldwide, launches RT Ruptly, a new
full-service video agency that provides original video coverage (raw
footage) of developing stories from around the world. The agency has a

fully staffed office in Berlin.

As a first step in 2009 RT launched its online video agency, FreeVideo
to give its users free online access to broadcast-quality RT footage. In the
last three years, more than 13,000 TV channels and agencies from 185
countries, including CNN, Fox News, ABC News, AP, and Reuters, have

/ #',

at
Joe Patrick, Worldwide Television, and Marna Grantham,
SVP, North & South America

visible in the Latin American market, forging
new relationships with broadcasters across all
territories to better understand their needs. We
believe that many exciting opportunities exist
in these markets as we work to reach establis-
hed channels and emerging platforms with
Miramax’s volume of quality products’.

subscribed to the service and use RT material on a >

regular basis. Altogether, nearly 14,000 videos have TRUPTLY
been uploaded to the site, which has generated more

than 175,000 downloads, mostly from the media outlets

in the US, as well as from China and Europe.

Unlike FreeVideo, RT Ruptly provides fee-based services, including
special services for its subscribers. The ultimate goal for RT is to provide
balance in the global media coverage of the world news, and offer an alter-
native in a highly concentrated market of professional video footage.
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CONSTRUIRTV STRENGTHENS ITS INTERNATIONAL PRESENCE

ConstruirTVisasecto-
rial DTT channel with so-
cial content, dedicated to
workers and the working
world, with a ‘modern,
positive and innovative’
look, highlights Alejan-
dra Marano, recently
appointed Executive Di-
rector.

‘It covers the whole

value chain through four

Alejandra Marano,
Executive Director

themes: people, social di-
mension, educationandindustry’, continues the
executive, whose incorporation reinforces and
completes the team thatleads the international

PRENSARIO INTERNATIONAL

expansion of the signal.

Marano provides more than 15 years of
experience in the sector and successes throug-
hout her career. Together with her partner
Ralph Haiek, heads BAC - Film, TV and New
Media School. ‘Her appointment aims to turn
ConstruirTV into a media with international
projection and presence on all platforms,
highlights Haiek.

For Mipcom, the channel releasesits progra-
mming for the second prime time of the year,
currently on air. Its series are home made with
13 episodes of 26 minutes in Full HD, standing
Mecanismos Cotidianos, El arquitectoy El Hom-
bre y su Obra, which complete the series and
micro shows catalogue, all recently produced

<102 >

and with the
highest quality
standards.
Construir-
TV has par-
ticipated in
Natpe, Rio-
ContentMar-
ket, MIPTV' g Aruitecto
and Canitec.
‘We closed agreements for the entire region with
DLA,in Mexico through TVUNAM, to amillion
and a half households in the US Hispanic with
Canal 22, and for the whole world through
more than 4,000 repeaters of the international
channel of DW’, completes Marano.

FORENSIC FACTOR
Uina serla da la clencia
Torende, SN MEos

espehanantes miskenos v
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{ascinante combnaciin da
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Castalia Communications cuenta

con mas de 20 anos de experiencia
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contenidos internacionales.

A

CASTALIA

Contacto de Ventas: Miguel Torres-Bohl, VP Ventas y Marketing
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RENDEZ-VVous 2012: THE FRENCH PROGRAM
EXPORTS KEEP GROWING

During the 18" Rendez-Vous, which took
place in Biarritz on September 9-13, France, TV
France International (TVFI) released export
figures for 2011 that grew by a strong 13% (sales
and presalestotalled 153 M<€). A record number
of participantsattended the event, which proved
buoyant for French exporters.

Mathieu Béjot, president of TVFI, explains:
‘The French TV Screenings attracted 227 buyers
from 158 different companies and 51 countries.
Half of the attendees hailed from Western Euro-
pe, a quarter from Easter and Central Europe,
with a strong delegation from Russia notably,
while Asia/Pacific and the Middle East each
accounted for about 10% of attending buyers’.

Le Rendez-Vous hosted a semi-final round
of judging of the International Emmy Awards

?1;:"- (L] FH‘*
L o Ce

Atlantique International
Productio- :.. &
ns for HBO ¥ ~

Oy i
in the USA, M6 FRER

in France, RTL in
Germany and Cana-
da. It has already been sold to over fifteen
territories, including Italy (Mediaset), Spain
(Antena3) and Japan (Kadowaka Shoten).
The program generated a lot of interest from
Central and Eastern Europe, while LE Right sis
also in talks with buyers in the UK and Turkey
in particular.

Upside organized a dinner party centered
on the documentary series produced for Arte
Through Your Eyes, in the presence of blind
journalist and host of the show Sophie Massieu

and her Dalmatian
SALEs OF FReNcH TV prRoGRAMS BY GENRE (2010-2011) dogPongo. Theseries
In MiLLions of Euros

hasalreadybeen sold

Total

Animation

Documentary

Fiction

Formats

Music

Various

105.6 to over 20 territories.
1106 Themostrecentsales
include CCTV HD
in China, EPTV in

Algeria, MTVA in

0 20 40 60
Source: CNC- TVFI

for pre-school programs. The jury included
Laurence Blaevoet (Canal +, France), Céline
Chesnay (France Télévisions, France), Beathe
Daae (TV2,Norway), Yasser E1Sahn (AlJazeera
Children’s Channel and Baraem TV, Qatar),
Patricia Hidalgo (Disney, UK), Telidja Klai
(VRT, Belgium), Trine Ruud (NRK, Norway),
Vicky Schroderus (YLE, Finland), Jessica Sy-
mons (Five, UK), Elena Tagirova (2x2, Russia)
and José Zimmerman (TV Brasil, Brazil). The
International Emmy Awards Kids gala will take
place in New York on February 8, 2013.
LagardereEntertainmentRights (ex-Europe
Images International) offered buyers only a
world premiere of an epsiode of Transporter
— the series, which toped the list of the most
screened programs. The series is adapted from
Europacorp’s franchise and is produced by
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I 2010 Hungary for season 2
e and ERT in Greece.

Apaneldiscussion,

moderated by jour-

! ! ) nalist and TV maga-

e R Ay zinehost Bernard de

la Villardiere, shed
aninternationallighton the evolution of the do-
cumentary genre in

France. All panelists
P .. EvoLuTion ofF FRENcH TV PRoGRAMS EXPORTS (2011)
agreedthedefinition - Ry NyPSYAPY e

of documentary is

TV France

The Jury of the semi-final round of judging of Inter-
national Emmy Award, pre-school programs

D Vers: g
Galarza, Yolanda Mendiola, Ibai Alzaga Moreno and
Hasier Etxeberria from Euskal Telebista

TV Nova, Czech Republic: Eva Doubravova
and Ivona Patockova

thatkeep theaudience comingback. In that con-
text, single documentaries can still be appealing
if they are “the right film on the right topic at
the right moment” as illustrated by Usain Bolt:
the Fastest, produced by Elephant Doc and sold
throughout the world by Zodiak Rights.
‘Many deals were concluded at le Rendez-

getting more and 200
more blurred be-
cause of new hybrid
programs mixing
elements from ma-

Total sales and presales

Sales

—

gazine, scripted rea- 100
lity, format, factual
entertainment and

Co-Productions

series with a host.

competitive envi-

50\/—’\/\/

Inanincreasingly Presales

T T
ronment, broadcas- 2002 2003 2004

Source: CNC- TVFI
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ters favor programs

' 2005 2006 2007 2008 2009 2010 2011

Italian buyers: Cristina Veterano from RTI, and
Giacomo Levi from Canal 5

Erna Kettler from RUV (Iceland) and Aira Planting
from NRK (Norway)

Mari Koivuhovi and Nina Tuominen from YLE (Fin-
land) and Anders Bruus from DR (Denmark)

Vous and new discussions initiated’, remarks
Béjot,and exemplifies:‘ Moonscoop finalized the
presale of its new 26x26’animated series Sabrina
the Teenage Witch to Disney EMEA (including
Disney France). The series is coproduced with
Archie Comics. An increasing number of sales
included volume deals.

Moonscoop sold a dozen animated series to
the Ukraine. Arte sold 15 to 20 hours of docu-
mentaries toseveral channels,including SkyArte
inItalyand Canal 22 in Mexico,and pop-culture
docs to Serbia Planete Poland. Terranoa also
sold a raft of titles to Planéte in Poland. Kwanza
did soin Lithuania. Pointdu Jour International
strengthenedits relationship with NHK and sold
the Japanese broadcasters two docs, including
Back to Chicago and A Presidential Campaign.
Nature and ethnological documentaries were
sought after, particularly by Rai in Italy. Eastern
and Central European countries were keen on
formats of ‘shortcoms’

Otherrecentnotabledealsinclude Terranoa’s
3D documentaries sold to CCTV 3D in China.
La Compagnie des Phares et Balises raised
strong interest with the documentary it will
produce for France 2 on the 100" anniversary
of Tour de France. The film was pre-bought by
NBC in the USA and ITV4 in the UK. BBC

Biind Journalist Sophie Massieu, her dog Pongo and American
pro rugby player in France William Jefferson host the presenta-
tion of Through your eyes, a documentary series for Arte

a0- ang, Chi Mei Fine A ing
Swen, PTS and James Chang, Tempo Internaﬂonal
Mass Media

Giovanna Milone and Aless egazz fro
Sky ltalia (extremes) with Robert Salvestrm from the
French producer and distributor Gedeon Programmes

Worlwdwide bought Message from Greece, a
documentary on young generations in Greece
today (distributed by 10 Francs).

FRENCH EXPORTS

France’s Centre national du cinéma et de
I'image animée (CNC) and TV France Inter-
national announced in Biarritz that in 2011
international sales of French TV programs
increased by 4.8 % and reached 110.6 M€. The
total figure of TV exports (sales and presales)
is increasing by 12.9 % with
153.6 M€

Bernard de La Villardiere, producer, journalist and
presenter of a well known magazine on M6 in France

of commercial acts. International presales and
co-productions of French TV programs increase
significantly. Presales increase by 40.9 % with 43.0
M<, the highestlevel since 2002. Co-productions
are still increasing (+23.3 %) with 77.4 M€, the
highest level since 2004.

The growth of international sales of French
TV programs continues to be led by animation
with 353 M€ (+1.6 % in comparison with
2010). Documentary sales are increasing, with
27.1M<€in 2011 (+2.6 %).International fiction
sales are also growing (+4.5 % a 20.0 M€), as
well as formats (fiction, game shows, light en-
tertainment) sales which growth from 17.2 M€
in 2010 to 19.8 M€ en 2011 (+15.4 %).

Television channels still account for most
of the international incomes. As it becomes
more and more complex to reach the domestic
terrestrial broadcasters, the multiplication of
specialty channels offers a growing number of
opportunities. These broadcasters favor volume
deals,acquiringseries & collectionsatarelatively
lower fee. The growth of newly created DTT
channels has reversed the decreasing trend of
license fees of the last few years. The new media
incomes still remain marginal, but 2011 shows
significant breakthroughs as far as VOD and
IPTV are concerned.

This result confirms the in- SALEs oF FRENCH TV PROGRAMS BY REGION (2011)
3 ; IN MiLLions oF Euros

creasing number of sales in

2010 (+5.1%). ‘In a context that 120
remainsdifficult, French progra- 100 /’/\/

ms continue on attracting new

clients and new territories. The 80

economic crisis still has an im- 60 N /—/\

pact on the advertising revenues

of foreignbroadcasters. They stay &
on the cautioussside of acquiring 20
new programs of all genres and —
. L. . . 0
give priority to their domestic 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011

productions, remarks Béjot.
Market fragmentation con-

tinues with the multiplication  Source: GNC- TVFI
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TV AztecA/COMAREX:
CLASSIC & TEEN TELENOVELAS

Through the  the ones that saw her, say that she dresses in a set: Antimafia

2012 - 14.20 (MAIN LEVEL)
BooTH #LR2.06 ‘ " qrn-msl.ntru'tlun.m
W, rmﬁluprmﬂ strilstanaey

distributor Co- wedding dress to kill her enemies. Squad (12x°50)

marex, TV Azteca Lastly, Trading Lives (120x°60) with thestory ~ and the para- GEREE

(Mexico) launches of three sisters lost it all when their parents normal inves- rGTH SRASGH | {201 |k‘

at MIPCOM the died in a car accident; and Under A Red Sky tigation drama SEASON B {301 211 | HD|

new telenovela The (120x’60) where two ladies were meant for each series The Cho-
Kings (120x’60) other, but it seems destiny insists on keeping  sen (12x’50).

that tells the story  them apart. Lastly,thedo-
of a man that has From the independent catalogue of Coma- cumentary Religious
built a power- rex, it’shighlighted the teen telenovela Popland! Mysteries (12x°50)
ful and complex (70x°60) produced by MTV Latin America: is composed by six great

Marcel Vinay Jr., CEO Comarex

kingdom by betra- the story of a small-town girl who travels to mysteries of all times; A Bel with Life is the firsi Romanian musical dramedy TV sories
ying his best friend. the big city to become a professional photo-  the clip show Spot I—hlntmﬁ:nmﬁ;r love story h::::: twio 'm‘a‘;’m

Another new title is Prisoner of Love  grapher. From Nickelodeon, three seasons of  Central (78x’25) with
(120x’60), a production from TV Azteca and Grachi (75x°60; 81x’60; 50x°60), where a young 78 shows filled to the
Corazon Television, where three families are girl must learn to use her new-found magical ~ limit with the most

loana and Andrel, sanlor year students at the National College
of Arie, are happily i love or al least this s what loana thinks
until she finds cut she's nothing but a bet Andrel made with his
best friend. The truth is that Andred has fallen in lowe with her

joined by a terrible secret. Following is Loving powers all while coping with school, boys and exciting and funny loana wmdiadlhl tha.'l-l a pméﬂwﬁlh M“‘Ea-r? u%r‘rmfmm a
g ; ; ; ; FEEms el rufl acas
You .(1.20x 60), a betrayal story involving an growing up. ‘ . ) commercials of. the I droi's sister I8 di with & Kdney di
ambitious woman. Also, the drama series Intelligence (12x’50) world;and theanima- her only chance of “-..-bm baing a transplant.
Legendary Love (120x’60) is another success from Taodue Film about an ex Special Forces tion Maya The Bee 3D Thig = the timee when eovenyond has 1o face a shocking tnuth: Andrai
from the broadcaster, telling the story of a wo- solc.iier retired from seFVice af.ter avery serio.us (78x’13) for a 5to 7 = ;ﬁ;m&m m‘%ﬁﬂlmﬁﬂmﬁw&m
man that has become something of a legend: accident; and the Italian series from Media-  year-old audience. Popland! person.

MEDIABIZ: PAPER FORMATS

BootH #06.23
MediaBiz (Argentina) attends MIPCOM in the Argen-  as directors like Jorge Nisco (Killer Woman, Violetta).

tinean booth, this time they will be focused in showing In Cannes, the company highlights two paper formats:
the authors from Argentina that the company represents ~ Marucha (Rodriguez) its about a man whose objective is
worldwide, with fresh projects to be developed for the becominganactorand,to make it possible, decided to dress
international market. asawoman;and Bailando con el enemigo (Bechini-Tabernise),

It works with Ricardo Rodriguez (Dibu, Daddy’ Secrets), ~whereapolice and a thief go dancing pretending not to know
Leo Bechini (Cops And Robbers, Coffee Stories), Oscar Tab-  each other activities, and finally they fall in love. MediaBiz
ernise (Dos Mujeres, Bellezas Indomables) and Ramiro San s also highlights the format catalogue of Pol-ka, composed virginia Berberian, director
Honorio (Templariosen America-History, El Paraiso),aswell by successful TV series and telenovelas. of Business

Lara’s
choice

MEDIAPRO: THE FIRST ROMANIAN MUSICAL DRAMEDY

At MIPCOM 2012, The product was shot by MediaPro Pic- a queen, The

MediaPro Distribu- tures for the leading Romanian broadcaster Devil’s bride GEN';H !
:'E &
tion (Romania) pre- Pro TV —see interview in this issue— and (’92);and the E m il"l‘lFm % 50
sents a rich catalogue Ruxandra Ion is the general producer. ‘Is the amusing Ro- LN caoamam
full of successful pro- first Romanian musical dramedy TV seriesthat ~ manian ac-
ductions, including  was asuccess in the local screen, and nowwe  tion comedy Lara's choice is a classic love story based on the theme
longrunningseriesand ~ are looking for its international expansion,  The G(odmo—. of m:;ﬂrgﬂ;m:;;?ﬁl to EE:T for :Irmltﬂ':tn Iﬂh:-ﬂll'ﬂr.
telenovelas, not only remarks Ion. ther (‘107); In Homer's Odyssay, Penelope is patiently walting mﬂ Hr':
from Romania but also Originally produced by MediaPro Audio and Second ~decade and would wait forever, but can modern
: from other countries  Visual Zagreb and broadcast on Croatian Chance 411";;;:”#' ‘glg:g? Lm:nlalin‘:igg:: EFI.:{I ""'hﬁa'lﬂ f'““':rf
ﬁg;(g%?r[?rloodndctions of Central and Eastern TV Nova, Lara’s Choice (182x°60) is a timeless (80x°60), full Lara’s Choice, in its new season while Jakov s the old fashioned type of man, wllllg
Europe. classic love story based on a loyal woman for of love and to die for love and honor. Thaey 'l'rllllbllt_r separal
Especially, the distributor brings to Cannes the prime time, based on tf}e theme of the intrigue in a classic romant.ic triangle.. In the h?ﬂ:ﬂgmmﬂﬁﬂ ﬂg}r’i:hmn:i? rm;l:&nﬁk
new seasons of two of the most important loyal woman who has to wait for her love, a Name of Honour (140x°60) in the end, is a ro- at any cost and by his father's dark secrets. Will the
series, A Bet with Life and Lara’s choice. sailor, to return from unpredictableadventures ~ mantic drama series that won the Golden Bird modern Penalope resist all templations?
A betwith life (90x’60) is a teen series cente- on the sea. Prize award as “Best Drama Series” Category
red upon thelove story between two teenagers, Other top titles of the catalogue are the at the late 2011 Seoul International Drama
whose destinies are switched at birth. epic fantasy Czech fairytale about a king and Awards, in South Korea.
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FRom SEVENONE TO RED ARROW:
STRONGER APPROACH AT THE MARKET

The international distribu-
tionarm of the Germanbroad-
caster group ProSiebenSat.1,
has changed its name since
this Mipcom: from SevenOne
International, now it is Red
Arrow International. And
the company wants to stress
the new stage with a new huge
catalogue of thrillers, detective
seriesand miniseries,as well as
entertainment formats.

Jens Richter, Jens Richter, managing

managing director

director, highlights to PREN-
sar1o: ‘Together with the
strength of our group and our valuable third

BootH #H4.12

party producers, we are thrilled to take our bu-
siness to the nextlevel. Our newidentity reflects
the connection to our mother company, Red
Arrow Entertainment Group, and our global
reach with offices in Los Angeles and Hong
Kong. The group’s 18 production companiesin
nine key territories are continuously working
on new and innovative content.

Heading the slate is the brand-new thriller
miniseries Restless (2x’90 or ‘130), based on
William Boyd’s bestselling novel: its a compe-
lling romanceand espionage series, setin World
War II and the 1970s, starring Hayley Atwell,
Rufus Sewell and Michelle Dockery.

Co-created by Emmy Award winner René
Balcer, Jo (8x’45) is the new detective series

Jo, new detective series sold to RAl in Italy

with launched at MIPTV 2012 with Jean Reno,
who starred an elite cop stops at nothing to
solve mysterious murder cases. It was recently
sold to RAI in Italy.

The Taste (‘45) isa cooking competition show
where, for the first time ever, famed foodies
Anthony Bourdain and Nigella Lawson are
teaming up to get down to what truly matters:
the taste. Now in its sixth season, A League of
Their Own is another entertainment option
begin the high rated show on Sky 1 combining
sports and entertainment.

Lastly, the comedy series Betty White’s Off
Their Rockers (27x’30) that sendsa fearless band
of senior citizens to the streets to pull hilarious
pranks on the younger generation.
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BootH #R28.02

FREMANTLEMEDIA ENTERPRISES

BoPauL: BLoob AND SAND

. X . Bargs Toona i S0 The Fied Band So<hty Wisliirls Mnusa Com
BoPaul Media Worldwide (BMW) highlights at MIPCOM Blood And Sand Amongits top productions and formats, FremantleMedia (i3 19) hramarar: Saras (ol e 133 457, Fagiurm Fam. Cenar 52w §1% Arimastion: e
. . ENFL DA FILRS FHM FACTORY CMTEATARMEMT o e 15 x 457} Safa FLEOTRECELCON FIRTH R T O
starring Sharon Stone among 200 titles from the recently-acquired Jose Frade Enterprises (UK) launches at MIPCOM the dramatic pro- s aicesfima. tom BN ectoryuntertabmant.com  FMAX NTERMATIONAL e malech com e Nrating byou sa
Producciones; House Of Bad, BMW first venture in co-financing low-budget ductions Battleground (13x’30) and Brandt Point (*90). And W oy
independent films and Creepshow III producer Scott Frazelle; and the 720-film the factual series A Day in the Life (16x’30), second season 3 T} i K -“':F
RKO Classic Library. of Anthony Bourdain - The Layover, Failure Club (16x’30), E | & 8, Ty e - -
‘We now have a catalog surpassing 1,000 titles, and we expect to continue major Half the Sky and Into the Mind of a Chef (16x’30). On the "'_‘ o A
sales of the classic films like Wild Geese, Citizen Kane, King Kong, Ashanti, Zulu entertainment side, Dream On, Gallery Girls and MMA - B 4 rs 1"? g ?
Dawn and Hellraiser IV, highlight Paul Rich, funding CEO. Uncensored Live (37x°30). . p ::’; _ -
e ol - Frod Vulnerabds The Eu:l_-ul the An-p-il Eﬂfmh Champions
L ¥ 2| Anerafion Jerien M) Fomturs F ] Faadorw Fém Bt N T | Arelled Selfa
YA|R DOR|, BACK |N THE MARKET SRUPG CAMGA PICOUCCIONES. MBI BMTEITTAlNAENT e LATIDO PLME MOTTIGSAM FOREST MEDUA

1 mnl was made in November 2011. It took meabout ~ market, either made fistorias de Divn The Summaer of Dead Taoys 1 Fragile Out of Credit-Bility
i . N ) B i ) B FIH) Pl v Fis PEaTC) Barued 247 B
, i o 9 months plus adjusting details. Based on the by us, or others that we add to our catalogue, PORTOGARD TH BOOEPAD TELECIHCD ¥ CUATRE VERALL
Silvana D’Angelo with Yair Dori . . . o b e —— g e v b e e et
books of psychologist and author Gabriel but always under the premise of generating T R
Yair Dori, one of the most prestigious fiction Rol6n, Historiasde Divanisbeingshotinstudios universal products without localisms. Yair’s ;
producers in Argentina and Latin America,  IASA of Canal 10 of Montevideo, scripted by figure contributes with a quality diferential in ™ ;
returns to the content market with Yair Dori ~ Marcelo Camaiio (Resistiré), Juan José Jusid’s the market. Lo i r
Productions and Yair Dori International, for ~ direction, and actors like Jorge Marrale. The ‘We are doing a great team of people, both in Lol W i

which he starts to operate with offices in Bue-
nos Aires Argentina and Montevideo Uruguay,
where he has closed a deal with Canal 10 and
they are already rolling the first coproduction

project, Historias del Divan (26 episodes). significant turnin terms of productionsforthe by the area of bioethics of Unesco, which will 100%
Then, it will come a program for kids and ~ international market,and today its conditions provide with a guarantee of total respect for o : srsTLoema
teens, with 360° developments, business that ~ provideaveryconvenientframeforthesekinds  viewers from the whole world’. S R el by s bttty
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Dori knows very well. The commercial man-
agement is in charge of Silvana D’ Angelo, with
whosebrand Flor Latina, generatesanother deal
to conduct the sale of the new producing and
distributing company canned and formats.
Dori appoints: ‘After 18 months of noncom-
peting agreement with Dori Media, I started to
design my own company, whose announcement

executive production is in charge of Raul Peila

and Carolina Vespa’s general production’.
‘The deal with Canal 10 ensures us a strong

screen in the prime time. Uruguay has taken a

<108 >

of businesses’.
D’Angelo adds:
‘Theintegral propos-
al allows us to offer
more variety of con-
tents, in both cases
with stories thought
for the international

productionandsales. The companynotonlywill
generateartisticand commercial quality content
aspriority, butalso will create productions with
high social value, many of them certificated
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BootH #17.22

PLAYBOY, THE NAME
OF THE ADULT CONTENT

Playboy Plus Entertainment (USA) is a
division of Manwin Media that developsand
operates adult-entertainment TV networks
worldwide under the Playboy TV brand as
well as other locally originated brands.

Playboy Plus and Playboy UK operate
16 television networks in UK/Europe and
have joint ventures with leading interna-
tional media partners to operate another
seven channels in Japan, Latin America, and
Iberia. It also licenses and jointly manages
Marisa Tamburro, director of eight branded networks in Australia, Hong
sales & marketing Kong, Taiwan, Israel, New Zealand, South

g, , , ,

Korea, and Turkey.

‘Playboy Plus will continue to expand with the addition of adult
libraries now available for all TV rights’, remarks Marisa Tamburro,
director of sales & marketing. ‘The reality based genre has resinated
with our clients for the last few years’. Digital Playground is a leader in
high-production adult films that are now available in X, XX and XXX
versions for worldwide TV rights. ‘These films are well known in the
market place with famous adult films stars) adds the executive.

‘We have produced five new series, and we also have a library of
hundreds of Latin American productions. Our hit Playboy Trip is back
with its second season as Playboy Trip: Patagonia ¢ Back to Argentina
(30x’30 + 2x’60);, she says. Other titles highlighted are the three brand-
new sexy realities Dream Dates (10x’30),
Truth about Sex (10x’30) and The Man
(10x°30), as well as the hot specials Doll
House (8x’30) and Playmate Guide to the
Universe (9x’30 + ‘60).

On behalf of the new digital platforms,

BootH #R31.37

WWE: MORE socCIAL
MEDIA PRESENCE

WWE (USA) stresses at MIPCOM and Sportel Monaco important
new shows, including WWE Main Event, which features the top WWE
Superstarsand WWE Divas, complementing other existing flagship shows
as WWE Raw & WWE SmackDown, which are currently available in 600
million TV households across 150 countries worldwide.

The company released a program aimed specifically for kids: WWE
Saturday Morning Slam, with all weekly programs being PG rated. 2012
summer saw Raw celebrating its 1,000" episode, where each one is now
fully interactive with fans being able to vote and discuss storylines with
the WWE universe. RAW is now available in 1, 2 or 3 hours versions
internationally.

Distributor’s weekly storylines and 52 episodes per year, allow
broadcasters to enjoy long-term successes across many varied cultures
and cornerstone programming that drives viewers every week. And as
a multigenerational product, broadcasters can reach both children and
adults alike.

WWE workwith broadcas-
tersvarious departments, Pay
TV, publishing, marketing,live
events, licensing and digital,
becoming increasingly active
in the social media space in
Facebook, Twitter, Google+,
YouTube, Foursquare, Tout,
Pinterest and Instagram). It
has 111,5 million combined
followers

Sales deals were closed with Fanda (Czech Republic), Sport5 (Israel),
Kanal 12 (Estonia), Smartclip (Nordic), ETV (Africa), Sky (Italy), MBC
(Middle East), SIC (Portugal), ABS-CBN, Mediascape and Fox (Phi-
lippines), CIN (Cambodia), GMM (Thailand), Smartclip (Mexico),

FILMAX INTERNATIONAL & TELEVISIO DE CATALUNYA are proud to present

SEASON 1 [(13X457) APLE
SEASON 2 (15X4R") IN-PRODUCTION, D4

The Red Rand Societv

o™

Ny
FOLLOWING THE INTERMATIONAL 3
SUDCESS OF THE ML TLMMLEDED
AND AUDENCE LEADER SERSOM 1

b, OF THE TV SERIES. j

- life goes on -

ofthe#1
MULTIAWARDED
TV SERIES that
made Spain cry,
laugh and learn
how precious
life Is.

SEASON 1: 13X45’
COMPLETED

Tamburro completes: ‘Aside from free & Teleamazonas (Ecuador), WAPA (Puerto Rico) and Compania Televi-
pay TV deals in the European market and sora Hondurefia (Honduras). And the aim is to expand WWE brand
beyond, wehave granted VOD and Internet in Scandinavia, Balkans, Netherlands, Indonesia, Hong Kong, Vietnam,
The brand-new sexy reality Dream Dates rights to some of the top broadcasters’ Brazil, Argentina and Colombia.

Taseaiven Disniter TV SLISAMNAL [IMENED [recatom Fredecer TWS CORDA DREA
[necato Frosecers SANIEL FERMANDED JULHD FERMAMDET CARLCES FERMAMDE?
Loscatren Frogaow FALI FRENCAS dineciate Presecer RLETET ESPINGSA
Deiiml ki ALBERT ESPINOEN Sarigrl ALBERT TEFINODSA AN MIFCADE Deweter PR FRINTAS

SEASON 2: 15X45’
IN POST-PRODUCTION.

BAFC: BUENOS AIRES, AN AUDIOVISUAL PLACE

Enrique Avogadro, general director of
Creative Industries of the Government of the
City of Buenos Aires, explains to PRENSARIO
that 2012 has been a key year for Buenos Aires
Film Commission (BAFC), after organizing a
commercial mission to Marché Du Film dur-
ing the Cannes Festival, where five companies
have looked for coproduction projects and
partners.

The Government of the City of Buenos
Aires has installed own stands for business
meetings during the Cannes Film Festival and
AFCI Locations Show (Los Angeles). ‘We have
organized a special events and we will be doing
more during MIPCOM, as well as participatein

PRENSARIO INTERNATIONAL

Natpe Miami next year, says Avogadro.

International producers like Fox, Disney,
Turner, Viacom, Pramer and Endemol, contin-
ue choosing Buenos Aires to generate contents
for Latin America and the world. “The profes-
sionalism, awarded creativity and the highest
capacity of the industry has transformed it in
one of the most selected cities in the world for
this kind of production. Commercials, movies
and TV shows have been shot here for USA,
France, London and Berlin’, he adds.

2012 has been a different year, because of the
Audiovisual Law that declared this industry as
strategic. And the local Government has bet
strongly in the internationalization of the sec-

<110>

tor through BAFC.
‘The Law contem-

Enrique Avogadro

plates this promotion in order to receive new
audiovisual investments with tax benefits for
international companies. The objectives is
to consolidate Buenos Aires as a worldwide
production hub, the most important from
Latin America and the world’, completes

International Sales FILMAX INTERNATIONAL

Stand R.23.20, AUDIOVISUAL FROM SPAIN Pavilion
Ivan Diaz, Head of the Int'| Division - i.diaz@filmax.com - +34 629 340 070

Delivery 1Q2013.
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Ezgi Ural, international sales
executive, and Amac Us
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THE TURKISH PRODUCT IS ON KANAL D P T

Kanal D (Tur-
key) brings to
Cannes three top
series Kuzey Guney
and the brand new
Fallen Angel and
Sultan, as well as
a new format Ben
Bilmem E im Bilir.
‘In September, we
started broadcas-
ting the second
season of Kuzey
Guney, whose first edition was a success in
Turkey and was sold to MENA region (22
countries), Albania, Serbia, Kazakhstan and
Iran), explains Amac Us, sales and acquisitions
specialist.

Fallen Angel is a periodic drama that takes
place during the “Green Pine” years of Turkish
cinema in 1960s; Sultan tells the story of a
man that 15 years after the disappearance of
the groom at the wedding day, he surprisingly

IGEO.TV, EXITOSO PROYECTO DE

Elproyecto mésambicioso de 2012 de Piamonte Group TV (Espana) es
iGeo.tv, que ofrece una gran variedad de categorias donde poder encontrar
videos,ayudando asi a mejorar la calidad de la informacién en los medios
de comunicacidn, sean estas agencias de noticias o televisoras.

‘Si se buscan buenos complemento a las noticia, iGeo.tv te ayuda lo-
calizando todo tipo de videos en alta definicién. Alli se puede encontrar
informacién audiovisual de interés para distintos medios de todo el
mundo) explica Pablo Marcet, CEO y director de Piamonte Group.

|CEX: "LA INTERNACIONALIZACION ES BASICA PARA LAS EMPRESAS'

Sonsoles Huidobro,
desde julio la nueva jefe
departamento Audiovi-
sual, Musica y Portales
del Instituto Espaiiol
deExportacién (ICEX),
explicaa PrREnsarIO: ‘La
internacionalizacién es
bésica para las empresas
espafolas del sector.
Trabajamos en reforzar
la marca Audiovisual
From Spain en los mer-
cados internacionales, y damos apoyo a todas
las companias espafiolas en los principales
eventos internacionales’

‘Ademas, ofrecemos servicios de consultoria

L

Sonsoles Huidobro

PRENSARIO INTERNATIONAL

reappears; and Ben Bilmem E im Bilir is an
entertainment program that features lovers,
engaged and married couples and is aired
every weekday.

Continues Us: ‘Time Goes By third season
was premiered on September, while Fatmagul
second finale was on June 2012 and it ended
at the 80th episode. So far, each title has been
sold to more than 30 different countries and
wearelooking to add new territories. Fatmagul
was licensed to Greece, Croatia, Kazakhstan,
Montenegro, Pakistan, Afghanistan, while
Turkan to Africa (18 countries) and Iran;
Lady’s Farm to Iran; Menekse and Halil to Iran;
Forbidden Loveto Pakistan; and A Night in June
to Kazakhstan’.

‘We share similar values with Central and
Eastern Europe. Mostlyin MENA, Central Asia,
Central and Eastern Europe, Turkish series do-
minate, inmost of the cases being broadcasted
on prime time. They took over the popularity
of Latin telenovelas and Asian drama series.
Even in Turkey, several years ago, telenovelas

compren completa.

especializada por paises, actividades de forma-
cién, misiones comerciales, etc. Nos apoyamos
en las oficinas comerciales (actualmente mds
de 90), con quienes trabajamos para fomentar
su papel de networking y de apoyo local que
puede llegar a ser muy importante. Buscamos
priorizar la relacién con los productores y con
laFederacién de Asociaciones de Productores
Audiovisuales de Espaiia (FAPAE), el Instituto
del Cine (ICAA) y Entidades de Gestién de
Derechos de los Productores Audiovisuales
(EGEDA), entre otros.

La ejecutiva acude por primera vez a MIP-
COM. Al producto espanol se le hace segui-
miento en otros territorios europeos desde
que es un simple proyecto hasta que llega a ser
éxito de ventas, adaptacién y emision en paises

<112>

PiamoNTE GROUP

‘Nuestras bases de datos geo-
gréficas fusionadas con las
opciones que brindan las
nuevas tecnologias permitie-
ron la creaciéon de videos que
aunan contenidos de alta calidad
cientifica con recursos multimedia

BootH #17.10
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were more po-
pular than local
content, but the
trend has chan-

ged.

“Turkish TV S S
series are very  fallen Angel, is a new periodic
popularinNorth ~ drama series

Africa, as well.
We have also sold several titles to the French
speaking territories in South Africa. Since the
last year, we have been analyzing and resear-
ching the Asian market, having attended some
Asian trade markets and established relations
with major and other Asian companies. Even
thoughweareverysuccessfulin Central Asia, we
have not been able to enter the Far East yet.
‘Latin America is another major region that
we would like to expand to. Latin companies
are mostly approaching us about the format
rights of our content. They find our stories and
scripts very strong and with universal elements’,
he completes.

Lol =

Pablo Marcet

BootH #R32.27, 33.20

como Francia, Italia, Portugal, Rusia e incluso
USA. Hay un interés permanente por lo que
se produce en ficcion en Espana ajeno, afor-
tunadamente, alas modas. Animacidn, el cine,
el documental y muy especialmente formatos
de entretenimiento, se estin promocionando
fuertemente ylas empresas estan logrando una
posicion de referencia; dice.

Por ultimo, resalta que uno de los mercados
més relevantes es América Latina. ‘El buen
momento econémico que vive la region es un
factor muy positivo paranuestras empresas que
siempre han invertido y mantenido un trato
especial con la regién. Tenemos confianza en
que MIPCOM sea una buena base de negocios
a corto y medio plazo para todos nosotros)
completa Huidobro.
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FICTION GENRES

Telefe Interna-
tional (Argentina)
makes the difference
this MIPCOM with
very fresh fiction

<

N/

series, with twists
i from what is usual.

1 Allin all, the catalo-
S gueincludes classical

Fernando Varela, International
Business Director

telenovelas, come-

dies, drama series,
entertainment and fiction formats, as well as
kids programming.

Heading the slate is Candy Love (15x°60),
telenovela co-produced
with LCA and aired

Monday through Friday 7 |";=r= i
at11pmwithan average E‘%Li l ,-" L
of 20 rating pointsand a

45% share (Ibo- a

pe Argentina).
Produced with
Underground
and Endemol,

Two comedies: Qitapenas, about
music, and Dirty Old Man

TELEFE: FRESH TWISTS IN

the romantic comedy Graduates has
been the most watched program of the

local TV this season, with an average rating CandyLove radltlona

of 23 points and a 46% share in prime time,
during August.

From Eyeworks, The Donor (13x°60) is one
of the winningseries of the program of INCAA
(anArgentinean top publicentity) and hasbeen
doing really well on Telefe, reaching a 29,7 %
share. Qitapenasisamusical comedystill under
production, where a family discovers that they
canrecover the happiness through music; Dirty
Old Man is another comedy where a man has
reincarnated in a parrot. Z TV (50x’30) isa pu-

L\;}u

ppetshow for children

showing a clandestine
TV network that dai-
ly interrupts Telefe’s

_—.nr'_ll-

taf
et broadcast.

The Chairwoman
(32x’60) is an episodic
series on Telefe pro-
duced by Endemol, reaching an average share

of 36,4%, and Mistreated (13x’60) is a drama

telenovela with an average market share of 45%

series produced by Torneos y Competencias.
And the second season of The Man of Your
Dreams (13x°60), a top successful series from
the Oscar winner Juan Jose Campanella, about
a man having dates with unknown women to
help them.

The distributor is also promoting entertain-
ment formats from the production company
Nanuk: the game show Checkin, check outand the
quiz shows Money Order and Weight For Money.
Also, the family entertainment show Everything
is Possible with several “inside” games.

On the fiction format side, Telefe also offers
Family Likeness and My Wife’s Brother. Besides,
the distributor has an agreement with Gabriel
Corrado’s production company CTV Con-
tenidos to exclusively distribute their fiction
formats to the international market, like Small
Town, Gigolo, Endless Love, Crossed Love and
Love Brigade.

BootH #09.05

2012, GRAN ANO EN TELEFILMS

2012 ha sido un
afio increible para
nosotros, con un
suceso tras otro.
Implica mucho tra-
bajo y una inver-
sién constante para

seguir trayendo las

ciones a la regién,
pero los resultados estdan ala vista: hace tiempo
dejamos de ser un intermediario para ser un
player de peso que explota y maximiza cada
una de las ventanas de exhibicion.

Tomas Darcyl, presidente de Telefilms
prosigue: “Tenemos un modelo de 30 estrenos
anuales que habla por si solo. Los productores
estdn contentos por el trabajo que hacemos
para maximizar el producto en todas sus
plataformas y porque, gracias a eso, pagamos
regalias, mientras que los canales y los grandes
operadores reciben el mejor producto ano a
afio. Sin dudas es un circulo virtuoso.

Destaca A Roma con Amor de Woody Allen

(més de 400.000
espectadoresen Ar-
gentina) y Cherno-
byl Diaries (130.000
en Argentina), ade-
mds de El Artista y
The Hunger Games.
EnMéxico,Ladama
de negro alcanzé los
2,7 millones de espectadoresy Chernobyl Diaries
1,3 millones. ‘Antes de fin de afio tendremos en
el género terror House of the end of the street
con Jennifer Lawrence, y The Possession con
Jeffrey Dean Morgan’,explica. También Looper
con Bruce Willis, una pelicula futuristica que
abri6 el Festival de Cine de Toronto.

Y hay dos apuestas para los préximos Oscar,
de la mano de The Weinstein Company en Es-
tados Unidos: The Master con Joaquin Phoenix
dirigida por Paul Thomas Anderson sobre la
cientologia, y la romdntica Song for Marrion,
que cerrd el Festival de Toronto.

Para 2013, tendrd tres sagas: Beautiful Crea-
tures (Warner Bros. USA), que estrena el 14

The possession, largometraje de terror

The Master, con Joaquin Phoenix, es una
de las apuestas por el Oscar de Telefilms

| de febrero en uno de los fines de
semana mds codiciados que ter-
" mina en el President’s Day; Mortal
Instruments (Sonyen USA,agosto)
y Ender’s Game con Harrison
Ford, Ben Kingsley, Viola Davis
y Asa Butterfield.

Ademds, la comedia Los Amantes Pasajeros
de Pedro Almodoévar con Penélope Cruz y
Antonio Banderas; Lone Survivor; Motor City;
Olympus has Fallen con Aaron Eckhart;y Bling
Ring de Sofia Coppola.

‘En MIPCOM estamos Ricardo Costia-
novsky, CEO, y yo junto a nuestro equipo
de ventas: Alfredo Andreoti, Humberto
Delmas y Alejandro Carballo. Ademais,
estaremos muy activos comprando peli-
culas con Nicolds Zumaglini, acquisitions
& Business Affairs. El Grupo Telefilms ya
suma 60 personas en la regién y seguiremos
creciendo’, completa Darcyl.

® AGENCIES & TV: IGEO news improves and makes
it more comprensive.

64 CAMARAS HD
® PRODUCERS: IGEQ TV offers good quality to your

11 MOVILES EN HD

Una uisi&n eografica de la noticia  channels, be it informative, documentary, scientific, 11 ESTL!DIOS HD | 37 SALAS DE EDICION ;:
A geographic view of the news historic, educational... AMOVILESSD | 9 MDEMWCNEAC|ON
—
- TECNOLOGIA ASU DISPOSICION
Matural Resources Tourism & Sport Culture History MNatural Disasters
— n = - . i
$ - == @
Space & Astronomy Accidents Conflict Scenario Digital Atlas Economy & Stadistics

1 Annual subscription or purchase “on demand”. pia mOI'ltE
2 Information System, that includes daily alerts. grou p tv
3 Delivering news in HD quality Broadcasting Developing. Infoapiamontegrouptv.com

34) 655 29 53 53 (+34) 93 253 08 T4
4 1GEO TV custom Content Creation. E’.F{LH _5“!"'.‘!.1:;! :._..,,
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marriage counselor.

questions but are not
Leora Nir, VP of TV Channels, and Nadav Palti, allowed to answer
premdent & GEOQ, Dori Media Group them. They must find

Dori Media Distribution (Switzerland)  someoneon thestreet
attends MIPCOM with high expectations on ~ to answer their ques-

its product catalogue, which has grown signifi- ~ tion for them.

cantly during thelastyear, including apart from And the catalogue
telenovelas,dramaand teen TV series, different also provides The Mo-
TV formats, from entertainment to reality. ney Pump, a thrilling

AtMIPCOM, the companyislaunching Last prime time game show
Chance for Love, a structured, dramatic reality ~ of 60 minutesfeaturing
format, described as an intimate docu-reality ~ two contestants fig-
that follows couples on the brink of divorceas ~ hting together against

they get one last chance to save their marriage.

trivia game show where contestants are asked

BootH #12.02

Each episode centers on one couple that goes Last Chance for Love s
through 3 stages that help them understand

each Other, with the help of an eXperienCed “The Money Pump”’ and trying to solve elght

the brand new dramatic reality format

questionsasfastas they can beforeall the money

Following the formats is Smart Face, a is pumped away.

Onthe TV series side, its drama series
New York (50x°30) is a top product: the
son of the head of a notorious crime

family arrives in New York escaping
his past and seeking a new future. It
was the winner of The Accolade Com-
petition for the “Excellence drama
program/series 2012”.

The distributor is also putting special
emphasis on the teen product, hig-
hlighting Galis (60x’30): a mysterious
donation sends three lucky foster home
kids to join an elite summer camp in

New York  a faraway forest.

TRINITY: ACUERDO CON
SWITCH INTERNATIONAL

Trinity Distribucién y Produccion (Argen-
tina) sigue creciendo mercado a mercado. La
distribuidora, sucesora del dltimo catédlogo de
lalegendaria Cintelba, sigue sumando presencia
tanto en Argentina, como en sus operaciones
fronteras afuera.

Mariano Puig, presidente de
Trinity,comentasobrelanueva

Mariano Puig

etapadeinternacionalizacién:

‘Hemos acordado la distribu-

cién internacional para television y new media de un
extenso catalogo delargometrajes argentinos,ademads

de haber cerrado un deal estratégico con Switch In-
ternational (antes World Wide Entertainment) de
Australia’ La compania cambié sunombre en septiembre

tras la adquisicion de la marca por parte de Global Agency.

Switch se destaca en programacion factual, a la vez que sumard produc-
ciones no-factuales a su oferta, segtin indic6 su fundador, Bill Farrow. El
acuerdo con Trinity es paralarepresentacion en Latinoamérica (de manera
no exclusiva) y para Argentina (de manera exclusiva).

‘Continuamos con el crecimiento mundial en ventas de contenido
en new media para adultos’, agrega Puig, quien completa: ‘La operacién
en Argentina estd consolidada, y apostamos permanentemente a la
adquisicion de telenovelas, largometrajes, series y documentales para
abastecer al territorio.

UNIVERSAL CINERGIA:
DUBBING

Universal Cinergia
Dubbing (USA) keeps
growing as an option of
dubbing and postproduction
services. It has launched its |
French language service in |
2012, adding new clients
market to market.

Gema Lopez and Liliam
HernandezassisttoMIPCOM,
themostimportantworldwide

Gema L6pez and Liliam Hernandez

content show, to increase its presence in the European territories. ‘We
have greatexpectationslooking forward to meeting thelocal broadcasters
and distributors. 2012 will end with a big margin of production, and we
plan to have bigger and more important deals in 2013

‘We have outperformed all our objectives and we are proud with the
work we have done with to big titles doubted into French: La Reina del
Sur from American Telemundo International, and La Primera Dama
from Colombian Caracol TV, which has positioned us in the agenda of
the main Latin distributors that want to increase their presence in the
European markets’

Hernandezsays that the dubbingisa ‘basic need’to growinternationally.
‘And we have been at the vanguard in this service), remarks with Lopez,
who completes: “The objective is to be the best French dubbing house
in Miami and then, be the number one in the USA

PRENSARIO INTERNATIONAL <116 >

Su voz atravesd fronteras, con su carisma conqutista
el corazén de muchas personas, Julio Jaramillo Laurida
es considerado el mejor cantante ecuatoriano de
todos los tiem ;i-n‘s:

Canciones como : De Cigarro en Cigarro, Te odio
y Te quiern,.Alma mia, Nuestro Ju:‘amentu
y muchas mds, Inmortalizaron la voz de este gra

cantante convirtiendolo en el "Ruisenor deﬁméﬁ{a ;

alta definicién donde conoceremos detalless
nunca antes vistos de la vida del icono m?ﬁ,,
importante de 3 cancidn na:?nnal\

I-HSTEH JURAMENTO
35
UNA HISTORIA ESCRITA CONTINTA
SANGRE DEL CORAZON. .

Direccion: Av. de las Americas v Calle Abel Romea Caslillo

@tctelevision . f fctelevision1D

www.tctelevision.com
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RecorD TV,
AND THE BIG RELEASE OF M ASKS

BootH #05.02 - .- --.- -I
Record TV Network hot passions and strong action. We usually

(Brazil) launches at  provide super productions, but this is particu- Masks: new HD telenovela at MIPCOM

MIPCOM its brand larly strong and in the telenovela format’.
new HD telenovela Following in the slate is Jackpot! (’45), which and the Crime (21x'60), where a high-society
Masks,where the wife of won the “Best Telenovela” award in the Banff ’

; X - ; woman decides to study and become a police
a rich landowner from 2012 Rockies Program Competition, and River

L - , commissioner after her father being murdered
MatoGrosso do Sul, is of Intrigues (250x’45), a contemporary and in a robbery; and the telenovela Another Power

kidnapped along with captivating telenovela. (237x45) shot in Palermo and Tonnara di
hersonwhilereturning The distributor highlights the epic series Scopello (Italy), an action/suspense soap opera
fromatherapeuticcrui- Samson and Delilah (18x’50) and Esther, the about the local mafia. d
se to cure her postpar- Queen (10x’60), as well as David, the King (29 The last titles stressed are the telenovelas Fla- X .a'l:\
Delmar Andrade, International tum depression. .eplsode's),. wl.nch has beclome the leading series mes of Life (253x’45) that shows a love growing ’ i 'Eﬁﬂs
Sales Director Delmar Andrade,  in Brazil in its slot, having reached 19 rating ;. o005 two childhood friends who
director of internatio- points and 40% of market share, betting the haven’t seen each other for many years and are ﬂ,EEE ] 1'|L «\'.'.':"?'“
nal sales, stresses: ‘Masks is an unusual proposal main competitor. bring back together in a tragic moment, and L A :—‘R 'ﬂg E' T'i"l =
for theinternational fiction market: full HD,long Andrade has also great expectations for Opposite Lives (240x45) about a young rich @ =
running product; top big-budget production; the drama productions: the series The Law man of a traditional family.

POL-KA: TOP FORMATS +

PRODUCTION SERVICES

NOVAVISION: NEW ANNIVE RSARY,
Pol-ka (Argentina) one of the most important fiction
THE SAME CHALLENGES production companies from Latin America, arrives to

MIPCOM promotingits series & telenovela formats, as well
Novavision, world’sleading producer/ as the new production Tiempos Compulsivos, launched in

distributor of short-format non-verbal August in El Trece’s prime time in Argentina
comedy programming, which is cele- “Tiempos Compulsivos is a series which shows you people
brating its tenth anniversary this year, is with diverse compulsive disorder, results of living in this

** changing its name from 1% of January,
* 2013 to Novovision.

| At Mipcom, the company displays its

logo with the second “a” crossed out, and

superimposed with an “0”.

0”. Franc¢ois-Xa-
| vier Poirier, president, explains: ‘We took

| I\ this decision to avoid any possible confu-
Philippe Delaplace, COO and Allison Glasgow .SlonWIth Otherl.)rands’I\.IOVOVIS.IOH’WhICh
Lafontaine, sales executive is how our Latin American clients often
refer to us, emerged as a natural choice’

Novavision announced the arrival of Allison Glasgow Lafontaine as sales execu-
tive, who took over some of Nathalie Nennig’s responsibilities and territories such
as Europe, North America and the Middle East. She reports to Philippe Deleplace,
COO, who assists Poirier in terms of operational management, as well as being res-
ponsible for defining and implementing the growth strategy. In parallel, Charléne
Calmano has left the company, so Véronique Le Didroux and Renaud Duplessis
oversee the acquisitions division created in February.

In July, Novavision closed a co-production deal for 170 episodes of its flagship
program Pop Corn TV Show with Canadian producer/distributor Tricord Media. The
program was produced in English for CTS Channel, who premiered on September.
Tricord took the distribution of this new co-production for North America, while
Novavision have it for the rest of the world.

Other deals for Pop Corn TV Show include VTV in the Maldives, a commercial
terrestrial channel launched in 2008 that has just signed for 100 episodes of the show.
In Kuwait, the AI Rai TV Channel has picked up 50 episodes while Channel 31 in
Kazakhstan has snapped up 150.
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society under pressureand stress,and how they deal everyday
with it} explains to PRENsar10 Diego Andrasnik, executive
production manager of Pol-ka.

Top fiction formats of the company are Left On the Shelf,
The Social Leader and Killer Woman (adapted in eight
territories). ‘A part from promoting our catalogue, we are
pushing strongly our production services in Argentina. We
areanalyzing opportunitiesin the international marketplace
to generate productions for worldwide companies’,adds Alex
Lagomarsino, CEO & Partner of MediaBiz, International
Business agent of Pol-ka.

In that sense, the production company has closed a
deal with Disney to produce Violetta, the second season, a
young series with a mix cast broadcast in Disney Channel
Latin America and with
great reception in other
regions, like Europe. The
companyalso has produced
Desperate Housewives for
Disney and Epitaphs for
HBO, amongothers. ‘Pol-
ka has the know-how and
experience to reach the
productionlevels required

by the foreign companies’, —
X Compulsive Times, new series
completes Lagomarsino.  |aunched at MIPGOM

2025 NW. 102 Ave. Suite #106. Miami, FL 33172.
www.universalcinergia.com Ph (305) 594 4548

email: liliam@unive
gema@unive

lcinergia.com /
QI
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MIDDLE EAST BOOM
POST ARAB SPRING

MIPCOM 2012 is set to turn the spotlight
on the surge in Arab television channels,
program production and television adver-
tising, that has taken place since the 2010
Arab Spring.

Leadingexecutives fromahost of Arabbroad-

casters, including Al Jazeera’s English and
Arabic TV channels, twofour54, Abu Dhabi
TV, Dubai TV, MBC Group, Al Dafra TV, Al
Jadeed TV, MTV and Roya’TV head to Can-

The Magnificent Century. one of the top
Turkish titles in Middle East

nes for business meetings with
theirinternational counterparts.
The tradeshow brings together
delegations from over 100 coun-
tries, and introduces dedicated 3000
conferences designed to take a
close look at the booming Arab AU
TV market and the continued

1000
strength of Turkish drama in

these conferences. 0
‘Inthe past 18 monthswe have
seen the launch of some 150

new Arabic satellite television RAASISIIGIE

channels across Egypt, Libya,

Iraq, Yemen, Sudan, Jordan and Lebanon and
Gulf Cooperation Council (Bahrain, Kuwait,
Oman, Qatar, Saudi Arabia)’ says Nabil Kazan,
president and chief executive of K & Partners
TV Services.

‘80 million Arab households are now ac-
cessing terrestrial and satellite broadcasting
and we now have over 650 Arab TV channels
available’, remarks the executive, who offers
on Tuesday 9% at 2pm The Arab Spring: New

TURKISH CONTENT EXPORTS TO GENERATE

USD 100 miLion N 2012

The Producer Association in Turkey has
reported that TV exports of Turkish content
in 2012 are set to reach USD 100 million, up
from the 60 million posted last year. The TV
series production sector in the country cu-
rrently employs 50,000 people and started the
new season with the aim to reach a turnover
of USD 4 billion.

According to the association, production
value is growing constantly and the price per
one episode of TV series reaches up to USD
1.5 million. The highest actor’s salaries reach
USD 33.400 per episode.

Burhan Gun, lawyer of the Producer As-
sociation, said that the Turkish audiovisual
industry (films, series, TV programs, DVD
sales,internetrevenues, copyrights, etc.) gene-
rates USD 20 billion in revenues. On episode

PRENSARIO INTERNATIONAL

of Turkish series abroad currently costs from
USD 1,000 to USD 150,000 per episode.

TURKISH CONTENT EXPORTS

(2011-2012¥).

67% USD 100

UsD 60

2011 2012

Source: Producer Association of Turkey
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PAN ARAB: ADVERTISING EXPENDITURE,
PER MEDIA (2008-2013F).

— Total
Television

— Magazine
—— Newspaper

P B |
2009 ' 2010 ' 2011 ' 2012f ' 2013f

Beginningssessionandat3.15pm Turkish Drama:
The New Delight?

THE MARKET

Since 2010, production of Arabic television
series has increased dramatically, with 160
series produced last year compared to just 81
in 2010. Advertising is also up significantly to
$14.3 billion in 2011 — a 35% rise on 2010.
Television represents 67% of the ad market.

According to a global report from AEGIS
Media, TV continues on the ‘strong growth
path ‘of the last couple of years, although the
pace of growth slowed in 2011 compared to
the +26.8% seen in 2010. ‘Growth was +11.6%
in 2011, this is expected to continue this year
and next. The share of TV ad spends is on an
upward trajectory, partly due to the decline in
Print spends) remarks the study.

Inline with audience tastes around the world,
Arab viewers’ favorite shows are drama series,
moviesand soap operas, with over 200 channels
broadcasting daily Arabic or Turkish drama
series such as popular hits Hareem al Sultan
(The Magnificent Century).

“Turkish drama series that are dubbed for
the Arab market perform very well, comments
Laurine Garaude, director of the Television
Divisionat Reed MIDEM, who adds: “The Arab
marketis diverse,but thereare strong pan-Arab
consumer trends which the international com-
munity need to understand. That is why it is so
important to have Arab television companies
coming to discuss and develop their business
here at MIPCOM..
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TV Alhijrah, Malaysia: Fadilah Rahman and Le Van, programming manager of TKL (Vietnam), Christy Chin, POD
lzyan Liyana Khairul Anuar, brand executives

Triandy Suyatman, president director, TS

Media, and Sophi Djudzman, director, sales

& Acquisitions (Indonesia) with Martha

-} Contreras, Asian sales for TV Azteca/Comares
~ | (Mexico)

Worldwide (Malaysia), Nguyen Thi Truc Mai, Group Sales & Acquisitions
director, TKL, with Ngo Thi Bich Hanh, VP, and Bao Mai Nguyen Thi,
Head of Sales & Acquisition of Vietnam Media Corp. BHD Co. Ltd.
(Vietnam)

SCTV, Indonesia: Banardi Rachmad, head

of acquisitions, and Harsiwi Achmad, L - o . Mieretimee? e _ORN- Mari
director of programming and production.  Dini Putri, general Endah Hari Utari, Kompas TV, Indonesia: Indra Yudhistira, Gunawan, program 'T:qull;]fyrlll_[lé)lllﬂ?zsorl}eaﬁi(;gl(gncnheaggilg,l gn'zlén%njoﬁgsl\ﬂ grE?,,\‘l\b maa%%?g!EEMA
The company has acquired Indosiar and ~ Manager acquisitions  Programming & production & programming director, search section head, | ltizon, MR,
now has become a bigger competitor in the & operations of RCTI Production director  and Julie Wibowo, program acquisition ANTV Macie Imperial, Robert Labayen and Leng Raymundo from ABS-CBN; and
local TV market. Indonesia of MNCTV Indonesia  manager N Concepcion Agnes from GMA
ia distri i Rai TV Asahi, Japan: Masayoshi Isago and Yumi o . .
Screen Media, distributor from Indonesia: Rajesh Shimial (bor[()jers), inte)rlnationalgbusiness IBC/Channel 13, The Philippines: Ray True Vision, Thailand: Attaphon Na Bangxang, Channel 7, Thailand: Palakorn Somsuwan, Nichamon

Jagtiani, International Distributior/buyer, and

| : | Sanchez, president, and Lito Ocampo
Almira Ravil, SVP International Sales

Cruz, /P Chief Program and Content Off, and Nisa Sittasri- Puavilai, Penduan Wattanachtkanun and Krissada

department, with Yoshiyuki Arai, program- Y :
vong, Manager of Programme Acquisitions Trishnananda

ming department

L

Thai Public Broadcasting Service: Thepchai Yong,
managing director, Hataichanok Tontrakulsuk,
manager of International relations

Fuji TV, Japan: Toru Miyazawa, director, and
NTV, Japan: Ai Karasawa, acquisitions, and Yukio Sonobe, senior director of the Worldwide
Yuko Matsuda, manager of acquisitions. Programming and Production Department

- youku, leading Chinese streaming portal ;
UFBM, China: Lei Jing general manager,  yith more than 290 million of unique users D ci o Sl
and Tian Yuan, program manager per month: Tengan Shi, manager content Mansor, Nickelodeon Asia. Pay TV is

and partnership and Maggie Xiong, media growing fast all across Asia
- development senior manager

Taiyi Liu, senior planner marketing department, Da Ai  Mcot, the third broadcaster of
Television (Taiwan) and Paulina Chan, director program  Thailand: Kematat Paladesh, Vice
acquisitions and distribbution, Chinese Television president, marketing; Malin Ponteera-
System Culture (Taiwan), with Andrew Haber (center) Satian, marketing director

Su Ming, assistant
of the board at : . S - o
Beijing Enlight LIC China: YuFeng Ling, acquisitions, Laura Mariani Abdullah, from the film distributor company

Radio Television of Brunei: Hajah Aisah Aji Jaafar, DMDON (Brunei), Hom Nay, Business Development

Media, China Jing, PA to CEQ, and Leland Ling, CEO.
acquisitions manager, and Hajah Amnah Aji Toman, Director from Chu Thi éVietnam) and Se-Ung Kim,
channel manager RTB 2 & RTB 3 HD president Kim Media (South Korea)

Saleh K. El-Taweel, general manager of Doha City
Media (Qatar), and Nidal Garcia, managing director
. of Lucha Distribution (Lebanon)

: _ oktor Mediacorp, Singapore: Chang Long Jong, ) . )
jpon o RSN, o S e e
Executive, and Doris Tang, programmings; Esther Wan, VP Marketing; Lim - Mediacorp — Channel 5, Singapore: Kim Wong-Nathan, ior oot b : o Middle East buyers: Awni Al Lababidi, Founoon Film (UAE), Ibrahim , A fon:
programming manager : Suat Jien, EVP Sarah Kwek, Michelle Chang and Spruce Leong S Ly exgeutive, and Tan Lay Hong, senior EI Massri, City RT (Lebanon), Tony Kussof, Arab Network (Lebanon). Hod Hod Lebanese satellite channel: Ehsan Helmi, i\l}lzgtslﬂl}r m'ﬂgrgamnggeﬂ
g The region shows strong development in pan regional projects general manager, Dhya Alnaseri, communications

CityArt

V. Naagarajan, Pyramid Entertainment
Exports (India) with Roberto Corrente, Asian
sales for Caracol TV (Colombia)

Saeed Shiraz, chief executive, Sterling
International (Pakistan) and Ritchie
Mohamed, Zenith Film Distributors
(South Africa)

P

Zap, pay TV operator from Angola: Emanuel
Batalha, manager of channels and content,
and Vanessa Berenguel, chief of communica-
tion and image department

Pria Somiah, Head of Acquisitions & Co-Productio-

ns, Real Lifestyle Network (India) Iqbal Malhotra, Mandy Roger, head of

Multimedia Group, Myanmar: fThein

Chaiman and Producer of AIM Television (India). Indian buyers and producers: Vijay Bhanushali, Senior T Gl e s - I Multichoice, pay TV operator from South sales, acquisitions and i i i
and Saif Zaman, International Sales Manager Reed  Manager Animation, Shemaroo Entertainment; Manish diecor, S now chamels wilbe | Airica; Robyn Smith, content manager, and - business development JDaesVrgllggrg(\almlsg?%lé&cy)rﬁggseclmc\ég S
Exhibitions (India) Morwal, e-color Studio, and Sukankan Roy, Roy Holdings  janched i the country next year - AIERAETS, 2 ORI ETS AL ’ :
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CCTV: exPANDING THE CHINESE
CULTURE ABROAD

Luo Ming, VP of CCTV China, signing a Memorandum of Understan-

ding with Rémy Pflimlin, president of France Telévisions

China Central Television (CCTV) is always
a good example to show the magnetism of
Chinese market.It’sa giant television company,
with more than 20 national and international
channels,whose flagship station is the generalist
CCTV1. It also operates news, sports, music
science and education networks; channels in
Arabic, French, English, Russian and Spanish;
in HD and 3D, too.

The strategy during the last years was laun-
ching thematic channels and programs for
different regions and genres. In January 2012
itlaunched CCTV Africa, a news productions
center based in that continent. Recently, it
premiered Africa Live, an hour-long flagship
program broadcast from Nairobi (Kenia),
billed as a “new voice” for African news and
Sino-African relations.

Pang Xinhua, CCTV’s managing editor who
runs a network of correspondents in a dozen
African countries, said: ‘We are not only talking
about war, diseases or poverty, we also focus on
economic development. Africa Live is put toge-
ther by a team of 60 or so people (about 50 of
them Kenyans). Itholds a prime timesslotin east

CCTV China & Venevision Internacional agreement in Natpe
Miami 2012: Peter Tinoco and Manuel Pérez (VVI), Li Jian
(CITVC), Miguel Dvorak and César Diaz (VVI)

PRENSARIO INTERNATIONAL

Africa but is also televised worldwide’
Thelaststationreleased during MIPTV
2012 was CCTV-9 dedicated to docu-
mentaries,as the genre hasbecome ‘more
and more interesting’ for the Chinese
audience, remarked LiuWon, in charge of
the channel. He added: ‘Tt reaches an au-
dience of 94 million people daily. It’s the
largest documentary network in China’
Some of the top titles on air are The
Forbiden City (12-Part Series), the na-
tural doc Forest China and The Summer
Palace,among others.‘Onlyin 2011, China has
produced 2,500 documentaries with 100 TV
slots in the channels grids. More than 1,000
companies are dedicated to the genre. We also
have strategic partners: BBCWorldwide, NHK
Japan, ZDF Germany, Discovery Canada, ITV
UK, ICTV France, and NatGeo USA.

Co-OPERATION AND
CO-PRODUCTIONS

AT MIPTV 2012 also, the heads of public
broadcasters France Televisions and CCTV
signed a Memorandum of Understan-
ding, which means they are working on
co-productions and other endeavors
together. The pact was announced by
Remy Pflimlin, president of the French
company and Luo Ming, VP of CCTV,
who said they are collaborating on alarge
number of docus, animated series and
movies but declined to disclose further
details on the deal.

i, i
CITVC: Li Xiaoming, Board Chairman, Ma Runsheng,
general manager, and Cheng Chunli, Deputy General
Manager of Marketing & Sales

CCTV-9andall the marketingand PRactivities,
CITVC/CHNPEChassignedin Aprilaprogram
memorandum of cooperation with KBS from
Republic of Korea, with the authorization of
a featuring TV drama King’s War for the first
time in Asian and European countries and the
contract of Qin Empire II signed.

In the past, the company has also signed
agreements with big Latin American compa-
nies. In 2010 with Venevision International,
for the co-production of three programs, and
with TelevisaInternational, to announce their
first co-production project: a Chinese version
of a Mexican telenovela.

Then,inJanuary 2012, during Natpe Miami,
CCTV and Venevision announced a second
deal: CCTV Docummentary Channel opened
aslot called Latin Week with products from Ve-

China Radio, Film & Television Televisa-CCTV in 2010: Cheng Chunli, deputy general manager,

Programs Exchanging Center/TV Pro-

and Ma Runsheng, general manager (CITVC), with Fernando Pérez
Gavildn, VP, and Arturo Casares, director of sales China, from

gram Marketing Department of China Televisa International

International Television Corporation
(CITVC/CHNPEC) isanother example of
the international expansion of CCTV.

It’s the primary organization in charge
of the worldwide business, sales, marke-
ting, co-productions and co-operations,
etc. headed by Li Xiaoming, Board
Chairman and Ma Runsheng, general
manager, as well as the Deputy General
Managers of Marketing & Sales, Cheng
Chunli, Operations, Zhang Linlin, and
Administration, Xiao Keying

Apart from organizing the launch of
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nevision, while Organizacién Cisneros (USA/
Venezuela) will make available a pan regional
channel to emit Chinese documentaries.
Annually, CITVC/CHNPEC provides more
than 10,000 hours of classic TV dramas,
documentaries and cartoons to Chinese and
overseas media agencies,introducing filmsand
TV episodes from overseas for domestic media
to broadcast. The marketing network spreads
to 34 provinces, autonomous areas and mu-
nicipalities under direct control of the central
government in China as well as more than 60
countries and areas in all major continents.

&
_Cblérﬁffﬁ Media Distribution
Latin America

El poderoso capo de la droga Pablo Escobar,

y la estrella de futbol mas famosa de Colombia

Andres Escobar en una vertiginosa pelicula/documental
Produccion ESPM

100 minulas

RPN
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TV3: MALAYSIAN SEEKING ——

TRADITIONAL, PROGRESSIVE AND MODERN CONTENT

N MARKET SHARE oF MEeDpIA PrRivMA TV
CHANNELS (2Q 12)
- Lesta re

Total Market Share
Media Prima Group: 47%

Local series [ike Lestary
wins international brands

appreciate both local and foreign
content very well. This is attributed

by the Malaysian multi-racial, multi-

lingual and lifestyle one prefers, i.e.

Cheng Imm, general manager of TV3

traditional, progressive, modern or
Media Prima TV Networks (MPBTVN) family oriented and laidback to some.
viewingshareasof thesecondquarterof2012was ~ Wide exposure to foreign influence but  ggyree: TV3

47% of market share. Taking into consideration intact in customs, tradition, belief and
its channels individually, TV3, the number one highly value-oriented. DicitaL

of the group and from the Malaysian market,
reached 23%, while ntv7, the young-Chinese
network, 8%, 8tv got 9% and TV9, 7%.

“Total MPBTVN is at 47% of the TV ADEX.
Real ADEX is much higher for MPBTVN as
competitors offer higher Return On Investment
(ROI) that can be as high as 70% of the rate
card value’, explains to PRENsar10 Cheng Imm,
general manager of TV3.

And he continues: ‘Our top programs
ranges from specials, news, dramas, TV movie,
entertainment variety, reality and movie. Genre
wise, we are open and will consider content that
are unique, innovative and suitable, to drive
ratings and revenue for the channels’

THE MALAYSIAN MARKET

About news, they like it local or from around
the world. ‘Entertainment programs can be
enjoyed by the entire family such as Anugerah
Juara Lagu and Mentorto name a few. Programs
that impart useful messages, be it dramas, TV
moviesormagazineand documentary programs.
Programming for special occasions, such as TV
Movies, blockbuster movies (local and foreign)
and entertainment/variety special;

‘We are open to most genres; dramas,
action-adventure,comedies, reality and movies
as long as they appeal to our audience and
promotes good values. Most providers do
adapt to our needs (censorship, editing to fit
our slot requirement), allowing us to cherry-
pick seasons and suitable episodes with no
commitment to life-of series), she highlights.

Visibility is important for TV3: “TonTon, our
affiliate digital media platform, complements
instead of competes with TV3. Viewers get to
catch-up on content that they missed on the main
channel. Asithasthe first telecast window, viewers
will return to TV3 to follow up on the series as
there is cross-promotion on both platforms’.

‘TonTon currently has registered users
exceeding 2.3 million viewers and can be viewed
globally. However, geo-filtering will apply for
content with limited broadcast rights. Live
telecast of award shows gained the highest
viewership, followed by drama fans on the said
platform, completes Imm.

TV3: Top 20 PROGRAMS (2Q 2012)

HOME VIDEOS
COMEDY SHOWS

EXTREME SPORTS
BLOOPERS

Imm says that in Malaysia main genres

NoProgram 000 TVR Share
are news, local drama /TV Movie followed TERRESTRIAL VS. SATELLITE 1~ Anugerah Bintang Popularbh () 4728 235 67.8
by syndicated dramas such as Korean and TV3 is leading strongly the market. ‘In fact, z ‘:/l"”gera:k:]ua;? Lagu b :’:;1 2:'2 63'2
. . . . . . . entor Akhir ,385 16 54
Indonesian Sinetron, movies (local and foreign, ~ its the single largest channel among all major ~—, ..~ 2652 132 G
depending on titles), special entertainment/ target groups of all 4+ at 27%, Malay at 37%, 5 Newyear movie special 2620 130 415
variety,documentaries,magazineincludingnews ~ womenat28%,children29%andurbanat24%. 6 Lestary 2557 127 37.4
and current affairs type of programming. Chinese, however, is the property of ntv7 and : ::gle:l;" ytama z':zz ::'z ::";
’ . . 0 o o ’ ' !
However, local production has a stronger 8tv commanding at least 43% to 45% Chinese ~ § o 5224 e
footholdascomparedtoforeignsyndication.For ~ viewing share. TV3 is also the leading channel 10 konsert Jomheboh 218 109 357
instance, Lestary, our local series is doing much on satellite platform commanding 16% share 11 Edisikhas 205 U Bl
better than Desperate ~ as compared to the highest viewed satellite = 2 @ 2058 102 320
. K h 1 f | . o 13 BFF Teman Tapi Mesra 1,997 9.9 33.1
Housewives, remarks channel, for example Ria at 6%. 8 g 1,083 09 206
Imm. Channel’s leadership is built by their news = 15 Ucapan pm sempena hari belia 1,973 98 325
Malaysian shows (Buletin Utama), dramas, live/award 16 CNY movie special 1,962 98 309
audience is very  shows. ‘Local content separates TV3 from 7/ Cerekerama S— -
i deolorful’ he offeri b lite ch 5. W 18 Melodi (1 1812 90 485
iverseandcolorful,  the offerings on the satellite channels. We set g o0 TR o
she comments, the benchmark for the various local content = 20 pearl secreen 1,735 86 308
nugerah Juara Laguand Mentoraretwo and adds: ‘They  category in Malaysia) remarks Imm. Source: TV3

of the leading entertainment formats
PRENSARIO INTERNATIONAL <126 >




mipcom. | SPECIAL INTERVIEW | BROADCASTERS | AsIA

EL ARTE DE PROGRAMAR
THE ART OF PROGRAMMING

TRINITY

DISTRIBUCION ¥ PRODUCCION

TV Ebpukasi, INDONESIA: AN
ALTERNATIVE VENTURE ON EDUCATIONAL CONTENTS

Indonesia: Sophie Djudzman (Red Candle) with Sitti Lestari Martika, Wibowo Mukti
and Mohamad Adning, from the Indonesian Ministry of Education and Culture

Televisi Edukasi or TV Edukasi is a good
example of building new & different things
ontheIndonesian TV industry. Established in
2004, it’s an educational television under the
Ministry of Education and Culture Republic
of Indonesia dedicated to educational
programs. It broadcasts through satellite
Telkom 1 and rebroadcast by National
Television (TVRI) and 88 local TVs and
cable TV all over Indonesia via terrestrial
and cable system.

In 2008, the station launched a second
station. While Channel 1 is for general viewers
(students, parents, etc.), Channel 2 is for
teachers and lecturers. The programming
composition is divided in several categories,
like curriculum-based programs and
educational enrichment programs.

‘The main programming strategy is related
to accommodate our contents to the policy
that has been made by the Ministry of
Education and Culture Republic of Indonesia,
such as completion of compulsory education
and supporting culture and character building
policy. The strategy is also connected to the
needs of the main target of the channel:
students’, explains to PRENsaRIO Sitti Lestari
Martika, acquisitions coordinator.

‘In-house programming represents 90%,
while we acquire the rest 10%. We are buying
content related to science, math, language,
cartoon, feature/documentary programs and
drama. Wealso cooperate withanindependent
production houses. The design of the program
isdeveloped by our team, and then most of the

PRENSARIO INTERNATIONAL

production stageis carried
outby thelocal production
house’, she adds.

THE CHALLENGES OF A
PusLic TV

‘The development of the
TV in Indonesia is very
rapid. Private television
and national television
nowadays shows lots of
entertainment programs
as their main programs. In
thissituation, we appear to
beanalternative television
for the viewers by showing lots of
educational content. TV Edukasi
combines theeducational aspect
into manykinds of TV formats
such as quiz, game show,
drama, etc’

The channel is trying to
reach more audience by
improving the access to it.
‘Since we are a satellite TV, there
are several problems occurring that
makeusnotwellknown. The technology
we are now developing is streaming video to

make the contents available anytime and
anywhere by using laptop, PC, or mobile
phone. The streaming address of TV Edukasi
is tve.kemdikbud.go.id, completes.

In2012, TV Edukasi has generated programs
like Live Interactive Program, dedicated to
students from elementary until high school.
“This is a supporting program for students
facing the National Examination (elementary,
junior, high and vocational school), containing
exercises of questions and the strategies in
answering the questions of subject matters.
Teachers must give learning material and help
viewers answering questions via phone, SMS
text, Facebook, Twitter and web’.

Culture and Local Wisdom Program
shows the rich and traditional
Indonesian culture, while
Early Childhood Education

Program appreciates early

childhood which is known

as a “golden age”. Lastly,

Educational Information

Program thataims to provide
information about issues and
policies in education. ‘Beside
news flash, we also have features and
talk show program’, completes Martika.

INDONESIA: TV IMARKET SHARE, BY CHANNELS - ALL TIME AND

DEMOGRAPHIC 5+ (1Q2012)
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Source: AGB Nielsen
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ABS-CBS: THE
IMPORTANCE OF Pay TV

The pay TV is becoming more and more
important for ABS-CBN in the Philippines,
as the market is growing significantly in the

country. Through the subsidiary company
Creative Program Inc., the group operates
six TV networks, which cover different niches
of programming.

Maria Imperial, Head of Program

Acquisition for those channels, explains to

Maria Imperial, Head of
Program Acquisition

PreNsario: ‘The Philippines is one of
the most dynamic pay TV market

all across Asia. Even if it don’t

| have an important number of
subscribers, it reaches the top
ABC targets, which have the
greatest consumption power’
e segmentation of the contents is
another key issue. More and more, we see that the niche channels are gaining
viewers. And the idea that the Filipino is a market dominated by free TV, its
changing rapidly. Our competitors are launching paid stations, following the
trend we begun many years ago), she adds.

The flagship TV network is Balls: ‘Its our sport brand, top of mind in
Philippines offering the World Cup, UEFA Champions League, La Liga from
Spain, apart from the main tennis, golf and boxing tournaments. We have
closed a deal with UFC for their martial arts content and WWE..

Imperial was looking for educational content about sports. ‘We are working
on a new show about Sports School, where we’d like to teach everybody how
the sport must be played, or documentaries about the old championship, the
story of the football or championships, etc., she say.

‘We also have our LifeStyle Network with cooking, health and lifestyle
shows, which targets women from 20 to 40 years old, and Velvet, a general
entertainment channel also focused on women (16-35 years old) with major
product mainly, like The Good Wife'.

One big brand of the group is Cinema 1, the Filipino movie station, where
90% of them came fromlocal producers. ‘Its number 1 among its competitors,
betting HBO and other top international networks), says the executive and
she adds: ‘Myx is a music channels beating MTV, and Heroe is a Japanese
animé channel, beating Animax from Sony’

INSIDE THE MARKET

In the Philippines there are more than 1 million subscribers and more
than half of the market share is from Sky, followed by Destiny with 150.000
clients and other smaller operators. “The big brands are separating their
feeds for the Filipino market, as they want to exploit the AdSales business
and our market is becoming bigger and bigger. The brands are watching
this very carefully’

Lastly, Imperial remarks the two main programming trend on pay TV
channels: ‘First, the lifestyle content, which is attracting new audiences, and
second, sports, which consistence does not surprise anybody, but the fans are
growing fast and the next years will be important for this industry’.
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KCC: KoREAN
CONTENT FOR THE WORLD

The effort of the different
South Korean entities to
promote the local content
in the international markets
should be highlighted. At
Natpe Budapest, Son Chang
Yong, deputy director, from
the Korea Communication
Commission (KCC) informed

that eight companies from the
countryattended theshowwith g4, Chang Yong, deputy director

R\

Y/
N

their support.

The broadcasters KBS Media,
MBC,EBCand SBS,aswell asthe ///
international network Arirang
TV, the news channel YIN, CU
Media, which distributes five
cable channels, and CJ E&M,
which distributes other three,
participated in Budapest.

‘Our core business is to find new partners all across the world.
The Korean Creative Content Agency (KOCCA) has organized
Rendez Vous in Latin America in the past and now and Korean
Internet & Security Agency (KISA) support these companies to
connect CEE companies interested in developing projects with
us’, explains Son Chang Yong to PRENSARIO.

In Asia, South Korea is the larger exporter of drama content
with established markets like Japan. Now, they want to expand
and they are doing well in South America, with titles that have
been broadcasted in Ecuador, Venezuela and Peru.“We understand
there are cultural differences that some times complicated our
expansion, but we are working in localize the content’, he adds.

In that sense, KCC organized in London just right after Natpe
Budapest (June 29™) a showcase of Korean content for British
broadcasters. There were 75 executives from BBC,ITV, Channel
5 and Channel 4. In the CEE markets, there are Korean series in
the public broadcaster of Hungary m1: The Great Queen, Asian
Corridor in Heaven, as well as in Romania and Poland.

GOVERNMENT SUPPORT

Its widely know the big support the Korean government is
doing to push the audiovisual industry in higher level. While
KOCCA, KISA and KCC gather Korean producers and support
a space for them in the international venues, the government is
offering different financial programs.

‘For instance, the government has invested more than 2000
billion of Korean won (1.75 billion of US dollars) annually in
direct or indirect way: helping the companies to have presence in
the international market and building infrastructure or studios
in Korea’, explains Yong.
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FINAS: RIDING ON THE CREATIVE

WAVE OF ASIA

More than 30 Malaysian companies are
attending this MIPCOM under the umbrella
of the National Film Development Corpo-
ration Malaysia (FINAS). The governmental
agencyis co-organizing with Singapore’s MDA
a network cocktail reception on Tuesday 9*
evening on the beach.

Kamaruddin
Siaraf, Secretary
General of the
Ministry of In-
formation, Com-
munications and
Culture, is expec-
ted tolead thede-
legation. There
are almost 200
new titles avai-
lable for sales
andacquisition,
including 3D
stereoscopic

feature films
The live action feature film Bunohanwas — Bola K. .
produced by Apparat (Malaysia) and TZ aM m.npb‘:\’;g
Convergence Entertainment (USA) and it e Movie, War
was picked up by Universal Pictures of the World: Go-

liath, Malaysia:
Sanctuary of Faith — The Mosque, The Church
& The Temple, Hotel 69, Ribbit, Robokicks, 29
February, etc.

In Cannes, FINAS isalso promoting the new
trade events in Kuala Lumpur: the Internatio-
nal Film Festival of Malaysia (IFFM), from
November 10-18,and Kuala Lumpur Content
and Communications Industry Market
(KLCCIM), from November 15-18.

‘TFFM will present a rich variety of world
cinema to Malaysian audiences and also to
highlight the diversity and vitality of Malaysian
and South East Asian cinema on the interna-

The 3D stereoscopic feature films Bola Kampung:
The Movig is one of the new titles from the Malaysian
delegation

PRENSARIO INTERNATIONAL
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tional stage, describes to PRENSARIO
MohdNaguib Razak, director general
of FINAS and co-festival director,

with the well-known producer, rﬂ'b:
Lorna Tee. The artistic director will K

=
be Dennis Lim. “Im@g

KLCCIM will take place in Putra
World Trade Center in Kuala Lumpur,
co-organized with the Malaysian Mi-
nistry of Information, Communications and
Culture. It will attract more than 300 sellers
from Asia and 400 worldwide buyers.

New runp: “FiLm IN MALAYSIA™

“Film in Malaysia”, the incentive plan from
the Malaysian Government launched at MIP-
TV 2012, applies to both, local and foreign
film producers using Malaysia as location for
production and post-production. ‘Feature
films, animation, documentaries, television
productions and commercials, will be eligible
for a 30% cash rebate on audited in-country
spend, as long as they qualify the minimum
spend criteria of USD 1.6 million in-coun-
try spend for foreign productions and USD
830.000 for Malaysian productions), explains
Naguib Razak.

The “Film in Malaysia” Office (FIMO) will
receive applications since October 1% and the
rebate disbursement will start on February 1%,
2013.Under Naguib’sleadership, the industry
has changed: Malaysia has now 108 cinemas
and 651 screens nationwide (68 cinemas and
287 screens in 2007).

Total box-office takings grew from USD 123
million (2008) to USD 194 million (2011).
Last year’s box office for local feature films
amounted to USD 40 million, representing
a 21% share of overall box office. ‘Malaysia
is expected to produce 100 feature films this
year compared to 49 last year’, highlights the
executive.

In the past six months there have been a
number of deals, including the co-production
of the animation series Mask Master (Mirayi
and Studio Baba, Korea) and Buzzy Bee &
Friends (Lemonsky Animation Studio and
Lion Rock from New Zealand), as well as the
liveaction feature films Bunohan (Apparatand
Convergence Entertainment, USA), picked
up by Universal Pictures, and The Golden
Couple (Asia Tropical Films and Clover Films,
Singapore). Nickelodeon Southeast Asia is
airing Cingkus Blues (26x’11) from the new
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Mohd Naguib Razak, director general of FINAS

animation studio Third Rock Creation.
‘Thelatest for Malaysiahasbeen anincrease
in demand for documentaries that extends
beyond the territory centric concepts of
nationalism. As a result, we have been en-
couraging Malaysian companies to produce
this genre, regionally
appreciated, explains
Naguib Razak.

FuTurE

FINAS plans to
extend its participa-
tioninmore newand
niche international
markets, and orga-
nizing more local
events. “‘We have
proventobearising

force, especiallyin the Cingkus Blues is a new animated
animation industry. series on Nickelodeon Southeast

Malaysians have seena Asia, produced by the newly

flock of work-for-hire Rock Creation
animation projects

being passed by major studios in the United
States, Europe, Japan and Korea), remarks.

‘Malaysia has positioned itself asreliable and
competitive source of creative development,
visual effects and Smartphone games & apps.
Iskandar Pinewood Studios, built by Pi-
newood Shepperton (UK) and the Malaysian
Government Investment arm Khazanah Hol-
dings, will be ready by 2013 and its expected
to generate an economic profit of USD 323,5
million over a period of eight years and create
3,000 directjobs and potentiallyanother 5,000
indirect jobs’.

“The country will certainly stay competitive
and continue to attract professionals and
investors across the world with the objective
of developing quality convergence of content
as the world’s local production studio in the
much known and anticipated Malaysia truly
Asia’, completes Naguib Razak.

created animation company Third
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ViasaT1, GHANA: BUILDING UP
THE AFRICAN CONTENT BUSINESS

Joseph Hundah, Head of MTG Africa

Owned by Modern Times Group AB
(MTG), Viasatl Ghanaisa free-to-air channel
that primarily targets 15-49 year olds, and fea-
tures a combination of international movies
and series. It was launched in 2008 and has a
technical penetration of approximately 75%
in the country. It was Viasat Broadcasting’s
first commercial free TV channel outside of
Europe.

Joseph Hundah, Head of MTG Africa,

explains to PRENsARIO: “The launch of Viasat
1 was our first step into a new continent and
one of Africa’s fastest growing markets. It
was a relatively low cost and high potential
Greenfield start-up operation and provided
us with an attractive gateway into West Afri-
ca. In Ghana, our aim is to build a media
house across several platforms
and find new opportunities.
Integrated with Viasatl we
could maximise synergies
and minimise cost and
proven cross-promotional
advantages’.

THE AFRICAN MARKET
‘At the moment, Africa
is very much in its infancy
in terms of TV compared
with more mature markets.
Radio hasamuchbetter grip

nership and is also much

PRENSARIO INTERNATIONAL

The lifestyle show A day in the
in terms of audience/liste- life of... with the academy award  less reliance on telecommunications
winning actress Ama K Abebrese

more easily distributed. This media is still
king in terms of African media’

L

‘TV is certainly growing at a rapid
rate, in some places at 20 to 30% per
annum. What we are finding is that
in some cases total ad revenue for TV

sometimes makes up less than 0 .25%
of the total GDP which is very low. So,
in some cases we have to tailor our business
to suit small TV ad markets that are going to
grow and develop’

‘Africa is the world’s last frontier market
and we are targeting new markets to release
new free TV channels, as well asincreasing our
pay-TV footprint. To date we broadcast four
pay-TV channels in six African countries and
there’s a significant opportunity in channel
distribution with advent of DTT and growth
in pay-TV penetration’

Founded in 2010, MTG operates Modern
African Productions, who has taken over all
original (and local) productions for Viasatl
andalso produces for other channels. ‘We want
to become first call for format owners and
produce top titles to world standard quality.
With the confidence we have in the existing
markets we feel we can grow and expand the
Viasat brand across Africa’.

‘Our aim is to build strong relationships
with all Ghanaian broadcasters and commer-
cial brands. We want to establish the MAP
brand in other target markets and taking
advantage of the relativelylow cost production
environment in Ghana} highlights
Hundah.

PROGRAMMING

The channel has a strong mar-
ket position in Ghana, and is the
clear primary challenger in Ghana.
Viasatl’s top 5 advertisers in 2012
are global companies like Unilever,
JHU/USAID, Guinness, Airtel and
Coca Cola, and the channel has
seen increasingly diversified adver-
tising revenue segmentation, with

companies.
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The One Show. one of the top rated programs on
Viasat1

Continues Hundah: ‘“The schedules are well
balanced and local content currently accounts
for 37% of the schedule. We have started a
morning breakfast show, a new drama, and
launched a male skewed talk show. We are
going to produce a talent show in the next
couple of months’.

‘We would have 70% of the schedule
domestic and 30% foreign content. Local
contentiskey,butit’s more expensive. Foreign
companies tend to understand the importan-
ce of creating local content and of a certain
quality so it raises the standard. Once you
start producing content of significantly higher
production values than your competitors they
have to push up their production values as well
and the whole industry goes up), says.

‘We are gradually increasing share of
own-produced shows, the primary ratings
driver. Ghanaians love news, current affairs,
telenovelas and locally produced shows.
That is why we have gradually localized our
channel year on year. Our top rated shows are
The One Show, Viasatl News, Jammin Spot, 5
Brides, Born Starz’.

‘When it comes to local productions it’s
movies,dramas, talk shows and entertainment
programmes that rate highest, and when it
comes to international programming, it’s
the movies and telenovelas that stands tall.
Football is very popular in Ghana, as well.
Whenever national team the “Black Stars”
plays in any of the big tournaments the follo-
wing is big. No other sport comes close’

‘We are looking at content differentiation,
sourcing Hollywood and sports content and
focusing on local acquisitions. We would also
like to produce more in-house. I would say
that we would also like to explore new growth
areas such as web-TV and branded blocks’,
completes Hundah.
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WHAT's UP IN THE EGYPTIAN TV MARKET?

Egyptiansare big television consumers witha
dailyviewing time of 291 minutes per individuals
in 2011. In addition, Egypt is one of the most
important television markets in the Middle East
and has established itself as the transnational
Arab media source creating and exporting a
lot of TV content throughout the Arab World.
However, the history of television in this
country is characterized by a strict government
censorship and licensing laws. Private media
investment was impossible before the 1990s.

Television first aired in Egypt in 1960, with
at the beginning only three channels, which
was a major step in the development of the
country. With the arrival of pan-Arab satellite
TV channels which supply the country with new
programs (most often talk shows on social and
political issues), the Egyptian media landscape
started to change. The increase of the number of
privately owned TV channels and the political
eventsof recentyear’s contributed to dismantling
many decades of State control. However, the
Arab spring has also reduced the high budgets
that were provided to Egyptian media.

In 2011, the Egyptian TV landscape was
dominated by the famous Al Hayat private
channel with a 11.9% share, far ahead of the
other channels. Second is Channel 1 witha 6.6%
share, closely followed by Nile Drama with a
6.4% share. The Egyptian market still shows a
strongappreciation oflocally produced dramas

EGYPTIAN MARKET SHARES IN
2011 (N %)
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and series,which have proved to be particularly
successful during the period of fasting.

We could mention the series Omar aired on
MBC1 the 20™ of July, one of the mostanticipated
launch of this summer, which reached a share
of 1.3% for the premiere (versus 0.1% for the
channel). Described as the largest production
in modern TV history within the Middle-East
region, the series is also aired in Turkey on ATV
and has been sold to many countries.

Also the 20th July, the historical series EI
Khawaja Abd el Kader reached a share 0£29.7%
(versus 6.1% for the channel) on Al Hayat, and
a 0.5% share (versus 0.1% for the channel)
when it was on MBC1 the same day.

Even if local formats are much appreciated,
Egyptians also like to do their own adaptations
of international formats such as Ruby, the
adaptation of a Mexican telenovela. Aired in
February on MBC4, the program gathered
455,000 viewers for a 4.5% market share, three
times the channel prime time average.

Entertainment-wise, many new shows
have been launched this summer, but one
in particular was controversial. The comedy
show Ramez the Desert Fox is a hidden camera
program hosted by comedian and actor Ramez
Galalwho organised whatlookedlike a terrorist
attack on atourist bus carrying celebrities. The

guest stars are placed on a bus full of extrasand
as they’re driven through the desert, the host

Average diily Viewing e e s - omsng

Inc widush &+

2009 2010

0% 20

AVERAGE DAILY VIEWING TIME (PER INDIVIDUAL)

Foirgg sdisdiy 134

Described as the largest
history within the Midgle- East re
on MBC1 as well as ATV in Turk
many countries

and his team drive up and hold up the bus.

production in modern TV

gion, Omar was aired
ey and has been sold to

Ramez Galal (known for his extreme jokes)
played the role of the terrorist, shooting out
the windshield, blindfolding his victims and
forcing them off of the bus. The show, aired on
Al Hayat, performed very well with 7,057,000
viewers for a 56.8% market share (versus
14.2% for the channel in prime time), but has
generated a lot of angry reactions from the
public, especially on twitter, where the Internet
users were particularly shocked.

Ontheotherhand, the Egyptian TV landscape
is changing, with the arrival of American
shows notably, but also others. Many Syrian,
Lebanese, Qatari and Saudi shows have been
aired this year. Indeed, Middle East shows are
particularly popular, especially Turkish series
such as Fatmagulun Sucu ne (5.3%
share versus 1.5% for the channel),
Magnificent Century (14.3% share)
and The past is a pain in my heart
(3.8% share versus 0.8% for the
channel) aired respectively on

- % | | MBC4, Al Hayat and MBCl.
0‘ Despite this recent openness to

011 foreign programs, local formats still
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Source: Eurodata TV Worldwide / One TV Year in the World / TNS TV Panel Diary

remain popular in Egypt, and with
theincrease of thevolumeand quality

Source: Eurodata TV Worldwide / One TV Year in the World / TNS TV Panel Diary
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oflocal productions, the Egyptian TV
market might strengthen its important position
in Middle East over the next years.

Want to know more about ratings and
programmingtrendsin morethan 100territories
worldwide.

Order Eurodata TV’s “One TV Year in the
World” and “International TV Trends” reports:

www.eurodatatv.com
.
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TELENOVELAS & SERIES WITH A
COLOMBIAN TWIST

RCN Television
(Colombia) arrives
to MIPCOM hig-
hlighting thebrand
new series Armo-
red Hearts (80x°60)
where two police
officers that pa-
trol the dangerous

streets of Bogota
Maria Lucia Hernandez, fall in love.
international sales director
The comedy
From riches to rags
(120x’60) is about two families that learn that
money is not the most important thing in life.
The productis now the mostsuccessful fictionin

Colombia at the prime time, produced by Gui-

llermo Restrepo, president of thelocal office of
the Argentinean company Resonant TV.

Produced by Televideo, Classified Ad Stories
(60x60) reveals the diverse drama that happen
to common people who have been obligated
to place an ad on the newspaper to solve their
problems; House “Man” (120x’60) shows a
man who, after working for many years at a
bank, expects a promotion, but due to life’s
circumstances he ends up facing the chores
at home.

Then, the super production Wait for me!
(120x’60), Dr. Mata (60x’60) adapted to the
1950s, House of Queens (80x’60), a spin off of
the successful telenovela Chepe Fortuna; and
the second season of Don Pedro: Story of a Drug
Lord (75x°60) to be premiered soon. Also, the

BootH #09.09

Armored Hearts

telenovelas Vampire Girl (120x°60) and Mom
by Accident (80x°60).

Lastly, the documentary Chronicles of the
end of the world (13x°60) about how the man
is destroying the environment with practices
like mining. And the program Talk To Them
(13x’60) with a young journalist that walks the
streets without caring time, place or danger,
seeking stories about all kind of things related
to the youth nowadays. ‘You will find very fresh
and varied surprises in our catalogue’, resumes
Maria Lucia Hernandez, international sales
director.

BootH # R32.27/R33.20

THE RED BAnD SoOCIETY PUSHES CASTALIA: CIENCIA Y TECNOLOG

FILMAX INTERNATIONALLY

Filmax (Spain) exhibitsits top dramaseries The Red Band Society
about the friendship of a group of kids in a hospital, whose first
season has been sold in Europe, USA and Latin America. Now,
the company is promoting the second season in Cannes.

The first one wasbroadcast in Antena 3 in Spanish (the original
is in Catalan) with an average market share of 20% and help to
close more sales, according to Ivan Diaz, head of international
business. ‘Apart from YLE (Finland) and V-Me (USA), we sold
it to France, Italy (format) and a VOD player in Latin America,
where we are in negotiation with more territories. TV3 of Catalufia
will premier by the end of the year’, he says, and adds: ‘It’s a high
budget series, produced with cinema standards’.

The visitor of Prisons (’85) is a TV movie to be premiered in
TV3 Catalufa in 2012 and for the Women’s Day in March 2013
in TVE. ‘The TV movies about historical characters always work
well in Spain. This is about Concepcién Arenal, a woman that
made lot of thing for people in jail, says Diaz.

The company brings to Cannes five top movies: No rest for the
wicked (Goya Award in 2012); Sleep
Tight, premiered by Alfain Septem-

ber in Argentina; Snowflake, the white
gorilla; [REC]3and the psychological
thriller movie Childish Games. ‘For
2013, we are co-producing two mo-
viesin Canada: first, The Returned,in
English and with and international

t; and d, Tt t. Also,
The Red Band Sociely in ts second > ¢ SECONG, ToTment. (A0
Season [REC]4, completes Diaz.

PRENSARIO INTERNATIONAL
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‘La variedad de titulos nos permite ofrecer
lo mejor de la cultura, ciencia, tecnologia y
entretenimiento. Se demandan cada vez mads y
mejores contenidos que cubran las necesidades
de la audiencia, explica Miguel Torres Bohl, VP
de Distribucion para América Latina de Castalia
Communications.

La compaiia destaca en MIPCOM Mi padre
el capitdn (‘60), documental que Jean-Michael
Cousteau y Ocean Futures Society le dedican a
su padre Jacques Cousteau por su legado en la
conservacion de hébitats marinos es una de las Miguel Torres Bohl
apuestas fuertes. También documentales de EPI, el

brazo productor de Discovery Canada como Forensic Factor (43x°60), Mega
World (20x°60) y Mighty Ships (31x’°60), sobre tecnologia forense, ciencia y
las grandes embarcaciones’, anade.

Con el sello de CITVC, ofrece la serie Romance of the Three Kingdoms
(52x’30),unanimébasado en ellibro considerado cumbre delaliteratura cldsica
China, y A Bite of China (7x°60), sobre gastronomia. Desde Alemania, AMS
muestra los mejores reportajes de pruebas
de autos en The Testers (60x’15),ademds de
Garage Gold (35x°25), Car Legends (12x°25)
y DRIFT: 400 Horsepower (6x25).

Finalmente, promueve el canal Museum
de Purescreens HD, con programas como
Within the Frame (‘20), An hour with (‘60),
Masters & Composers (‘60), Exhibition:
Impossible (‘60) y Photo Booth (‘60), que
transportan al televidente a los museos
mds prestigiosos del mundo. Mighty Ships
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ARTEAR: ALTERNATIVE
PRODUCT FOR LATE PRIME TIME

Artear International (Argentina) laun-
ches in Cannes its brand-new series for the
late prime time Compulsive Times (14x’60)
where an experienced doctor is responsible
for treating a group of outpatients with di-
verse severe aliments. Mariana Fernandez,
sales manager, and Julieta Gonzalez, sales
executive, are in charge of this market.

Broadcast at 11pm in El Trece, the series
presentsateam of professionals that will make

Mariana Fernandez, sales
manager

the patients face their own anguish, fears,and
desires. At times theyare drawn in by the other
patient’s own traumas. Another top product from the distributor is The
Social Leader (40x’60), which tells the story of a political staffer, a man
that keeps his dreams alive in a very peculiar way: through the political
and social work within a extremely poor neighborhood. It reached an
average rating of 17.7 and a 44% of the market share, and last May it won

the Golden Martin Fierro, the main award of Argentinean TV.
Otheroptionsare theseries Left on the Shelf (35x’60), which is an award-
winning drama

series (it also received the Golden
Martin Fierro in 2011) and Be Kind
to Me (36x’60), and the telenovela
Gypsy Blood (250x’60).

Lastly, the documentary line up

is headed by Fantastic Biographies
(8x’30), with the bio of fiction
characters; Methods (13x’30)
approaches different branches of
artand culture, the creative process
behind a work of art; and Tasting
Notes (57x°30), dedicated to the
spectacular world of wine.

Compulsive Times for late
prime time

(GET ENTERTAINED
WITH MEDIASET!

Mediaset Distribution (Italy) highlights at
MIPCOM The anti-talent show (228 episodes),
a format for non-talent people that has been

optioned in Brazil and You've got mail (169
episodes) is a sentimental show adapted in 16

Francesco Mozzetti, Mediaset
Distribution’s Head of Sales

countries.

In its 16™ season, Date Me! is a daily dating
daytime show adapted in Spain; and That’s talent, the most-watched
talent show of the Italian TV, being adapted in USA and optioned in
UK. On the scripted format side, the
company highlights The Chosen (12x’50),
a paranormal investigation series.

About ready made, the sentimental
drama series Tuscan Passion (12x’90 or
24x°45) and the family entertainment
series and Gourmet Wars (15x°50).
Lastly, Ultimo—The Hawk’s Eye (2x’100)
and two mafiaseries: Antimafia Squad 4
(10x’1000r 20x’50),available as format
orready made,and A Matter Of Respect
3 (6x’100 or 12x°50).

In addition, the company remarks the international 24hs channel
of Mediaset Italia, targeting to the 60 million Italians living around the
world. Recently, Chello Zone—in charge of the distribution— has inked
a deal with Dutch telco KPN and Dutch cable operator Caiway to air
the channel, marking the first time that the channel is available in the

The anti-talent show gives a twist to the
talent shows

Netherlands, and it is the only Italian channel on both platforms.

Francesco Mozzetti, head of sales at Mediaset Italia, comments:
‘These deals give nearly 700,000 new viewers the opportunity to watch
programming from leading Italian Channels in The Netherlands. The
channel offers the best programming from Canale 5, Italia 1 and Rete
4, mixing entertainment, news and drama’.

BAND: BRAND-NEW COMEDY SERIES

Band Contents Distribution (Brazil), the international distribution
arm of Bandeirantes Group, brings to MIPCOM a catalogue of co-
medies and entertainment series, familiar contents, animations, sports
and reality shows.

Headingtheslateis the brand new comedy production Panic(13x’120),
which is increasingly winning the Brazilian audience, followed by the
animated series The Amazing Professor Ambrosius’ Mansion (26x’5 HD)
with the friendly and clumsy host of this show that mixes educational
entertainment with comedy.

Little Grown-Ups Talk (13x’55 HD) is a family entertainment program
that tries to understand the complex reality and the crazy life in the 21
entury, and It’s Too Late (30x’40) is a popular comedy talk show in its

PRENSARIO INTERNATIONAL
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second season. Lastly, The Greatest Mo-
ments Of Sports (46x’22) thatrecovers the
strongest emotionsin the world of sports
historyand the reality Police 24h (35x’45)

in its second season, which is produced

Elisa Ayub, international sales
director Panic

from a police officer’s standpoint.

‘For us, its strategic to participate at
MIPCOM, in order to exchange experiences, values and culture with
many countries, and achieving solid business and lasting relationships
with new companies. We hope to expand our brand and our content of
conventional media platforms and digital’, explains Elisa Ayub, inter-

national sales director.
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CaracoL TV: NEW COMEDY
SERIES AND GAME SHOWS

Caracol TV International (Colombia/USA)
brings to Cannes its latest programs such as Pablo
Escobar, the druglord (63x°20),a mega production
about one of the most powerful man in Colombia
and the world in the ‘80s and ‘90s.

Where the heck is Umaria? (120x’60) is a come-
dy about a man who is a mega event organizer,
while Made in Cartagena (60x’60) shows a group
of thieves that steal an old treasure rescued from
the bottom of the ocean and Five widows on the ket
loose (120x°60) presents five different stories of  Lisette Osorio, senior
women. ggleecstor of International

Thedistributor highlights the game show format
Sounds like a million, a one hour game show in which the contestants may
win juicy prizes according to their musical abilities. Caracol TV has signed
adeal with Hulu Latino, the mostrecentonline
services with Spanish contentin the US, where
itwillhaveavailable the telenovela Land of Love,
The English Teacher and The Witch—sold also
to Transilvania Look in Romania, along with
Infiltrated—, among others.

And sold the English version of Mariana
and Scarlett to TVC in Nigeria. This produc-
tion has been broadcast in Ecuador, Kenya,
Tanzania, Uganda, Rwanda, Ethiopia, Burun-
di, Eritrea, Malawi, Zambia and Sudan.

Where the heck is Umaina?

GonzaLo CORDOBA,
NEW PRESIDENT OF CARACOL

Caracol TV named Gonzalo Cérdoba Mallarino
asthe new president of the company replacing Carlos
Perez Davila, who will assume the presidency of the
board of directors of Caracol and will continue being ‘
assessor in the Grupo Santo Domingo. Cordoba is in
Cannes for the first time.

Gonzalo Cérdoba
Mallarino

BootH R36.07

boothislead by Rafael Bardem, in charge of content
distribution, and by Maria Jesus Perez, in charge
in Spain’s history.

Other top show from the distributor is Sta-
in history: Real Madrid.

TVE series are audience leaders in Spain and continue to reap interna-

broadcast on prime time.
RTVE attends this MIPCOM ha-

of channels.
The company promotes the brand new prime

mos okupa2,asurreal,light-hearted comedy,in

which a group of characters of differing ages,

tional recognition thanks to the awards received: Love in difficult times is

another star of the catalogue, after seven seasons on air; Remember when
ving renewed its programming for
the first time since the appointment

AND COMEDIES .
MIPCOM is once again a main showcase for
Television Espaiiola’s contents and international
channels, TVE and Canal 24Horas. The RTVE
time series Isabel (13x’60) recently premiered on
Lal, TVE’s main broadcaster: it’s a major histo- Rafael Bardem, head of sales
rical drama recreating the rule of Isabel The
Catholic, one of the most important women
social classes, beliefs and backgrounds search
for a new life. And The king of World Soccer,
an exiting tour in 6 episodes (’45) of more than  Stamos okupa2, new comedy
100 years of success and titles of the biggest club aunched at MIPGOM
is in its 12% season with the story of a typical family who go through the
main political, economical and cultural events in Spain. Also, April
14th. The Republic, the series Vintage,
Mom’s detective and La Seiiora, all
of Leopoldo Gonzalez-Echenique as
President of RTVE by the Spanish Par-
liament in June. Ignacio Corrales, the
new director of TVE, is also attending

The documentay The king of World
Soceer the market.

FIND ALL3MEDIA IF YOU ARE
LOOKING FOR ENTERTAINMENT

All3Media International (UK) launches at MIPCOM its brand new
entertainment show Rat B*stards (6x’30) starred by the Cajun Com-
mandoes, a rag-tag bunch of Louisiana huntsmen, on the trail of the
gruesome nutria that are ravaging the wetlands of
Southern USA.

Also, the distributors bring the drama series The
Secret State (4x'60) with Gabriel Byrne (The Usual
Suspects) and Charles Dance (Going Postal), who
lead this thriller of political cover-ups, laying bare
theintersectionsbetween governmentand industry
§ that test the integrity of those in power.

On the factual entertainment side, Model Em-

The Secret State

PRENSARIO INTERNATIONAL <142 >
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ployee (8x°60) isasensitiveand tantrum-prone
Supermodels compete for their dream contract,
but they’ll have to get their hands dirty if they ‘-
want towin.And Antiques to the Rescue (3x°60) .
shows an antiques expert heading in to crum- bﬂgggfedefsen’ managing
blingand forsaken mansions, historichallsand
stately homes in search of forgotten heirlooms and artworks that may fetch
the fortunes necessary to save these homes from being condemned.
Lastly, the drama series Blue Rose (13x’60) where a group of office
personal assistants and computer nerds known as “The Society of the Blue
Rose” who have sworn to fight corporate and criminal injustice in their
city, even if it means breaking the law once in a while to do so.

11-13 MARCH
2013

With the support of
.r.ﬁ. h ?“ e SOFITEL Rio de Janeiro Copacabana
TR www.sportelRio.com

PRINCIPALITY
:nanDNﬁEﬂ



mipc!.ﬁLG T 5 C : E

TierinGg PoinT (Zopiak, UK)

BRAND NEW QUIZ SHOW, VERY SUCCESSFUL AT
ITV 1. FOUR PLAYERS TAKE ON A MACHINE FILLED WITH
COUNTERS WORTH THOUSANDS. QUICK WITS, GOOD
STRATEGY AND NERVES OF STEEL ARE NEEDED.

#R30.01

Beauty Anp THE Beast (CBS Stupios, USA)

STARRING KRisTIN KREUK AND JAY RYAN, Is A
MODERN DAY ROMANTIC LOVE STORY TV SERIES,
INSPIRED ON THE ETERNAL LOVE CLASSIC BUT WITH A
PROCEDURAL TWIST

Brrrer SweeT (TeLemunpo, USA)

Co-PRODUCED WITH TELEVEN (VENEZUELA) AND
CADENATRES (MEXICO), THIS FRESH TELENOVELA
(130x’60) IS A CONTEMPORARY LOVE STORY OF FIVE
COUPLES, EXPLORING HOW BITTERSWEET RELATION-
SHIPS CAN BE.

FROM EMMY-WINNING WRITER AND EXECUTIVE
PRODUCER SCOTT SILVERI (FRIENDS), ARRIVES THE NEW
coMeDY (13x'60) witH MATTHEW PERRY, STARRING
A RADIO PRESENTER THAT AIMS TO RETURN TO WORK,
AFTER A CAR ACCIDENT WHERE HE LOST HIS WIFE

THE DoG WHO SAVED THE HOLIDAYS
(Starz, USA)

IT IS THE FOURTH FAMILY FILM ("90) IN THE HIGHLY
successFUL THE DoG WHO SAVED... FRANCHISE, FOR
THE WHOLE FAMILY AND WITH VERY GOOD PRODUC-
TION LEVELS.

BootH
_#LR2.06

THIS 1S A BRAND NEW TELENOVELA (120x'60)
WITH AN UNBEARABLE PLOT: THE STORY OF A MAN
THAT HAS BUILT A POWERFUL AND COMPLEX KINGDOM
BY BETRAYING HIS BEST FRIEND.

<144 >
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FAST ACQUISITION
RECOMMENDATIONS!

ART OF SuRvIVAL (BANUAY, FRANCE)

SUSPENSEFUL AND ACTION-PACKED REALITY SE-
RIES, WHERE TEAMS OF ARTISTS MUST UNDERTAKE A
LENGTHY INTERNATIONAL JOURNEY. T HAS PERFORMED
EXTREMELY WELL IN Sky UK.

BootH
OursiDE oN

\THE PARVI

GRADUATES (TELEFE, ARGENTINA)

THE LATEST BOOM OF THE ARGENTINEAN TV: A
ROMANTIC COMEDY (120’ x 60) ABOUT A GROUP OF
HIGH SCHOOL FRIENDS THAT JOIN AGAIN MANY YEARS
AFTER, CROSSING THEIR STORIES.

B asinio GuABCUBE TRy
. 2l = S !

o T .
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#RSV14

Davip, THE KinG (Recorp, BraziL)

Epic TV SERIES (29 EPISODES) WHICH HAS BECOME THE
LEADING SERIES IN BRAZIL IN ITS SLOT, HAVING REACHED
19 RATING POINTS AND 40% OF MARKET SHARE.
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Asia TV Forum & Market
4 -7 December 2012
Marina Bay Sands, Singapore

4 Dec
Pre-market conference

5-7Dec
TV & Film market. Conferences. Premigres. Scregnings.

ATF iz the unmissable platform in Asia for
everything you need to make an impact in the
entertainment industry. Bringing together the
brightest minds and biggest names, ATF creates
multiple platforms to be seen, be heard, and

be electrified.

Held in conjunction with Screensingapore,
ATF & ScreenSingapore presents compelling
trading possibilities through a seamless TV
& Film market, conferences, premieres,
screenings and networking opportunities.

Experience the electrifying energy of Asia’s
expanding entertainment content industry. This
is where the best of the industry’s opportunities,
deals, and people are waiting for you.

This is where you need to be.

MEET. LEARN. DISCON
www, asiatvforum.com

atf@reedexpo.com.sg
+65 6780 4513

A. NOW.
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FrRom STARZ WiITH LOVE ® FROM HERE TO THERE ® THE DIFFERENT THING

THE FATHER OF THE YEAR ® THE MAMBO KINGS

Is he the new Bond? No! It is Gene George,
EVP worldwide distribution at Starz Media,
with the actresses of Magic City, the new
premium TV series launched this year by the
creator of Spartacus. We must say he could be a
new James Bond very well, as he shows a perfect
look & feel,handsome, smartbut mysterious. ..
and as Alisha Serold from Starz has told me,
heisasport-man, too, so he could perform the
risky action shots without problems... think
about it, MGM!

Mathieu Béjot with Diana Karlin (Rise and Shine, Germany),
Gimena Arensburg (Chello Multicanal, Spain), Andrea
Hock (Autlook Films, Austria) and Verena Guerrera (RTL Il
Germany)

The guy among so smart ladies is Mathieu
Béjot, president of TV France International.
He surely has one of the records of the content
industry,among the people that more business
trips does per year. He has organized the Rendez
Vous in Biarritz this September (as you can
see the coverage this issue) but we usually

check him in Miami, Turkey, Cannes, Japan,
Spain, Czech Republic, Cannes again, Brazil,
South East Asia... can you deliver me some
travel miles?

* ok %

I have good things to tell about these two
people. The lady is Berengere Terouanne,
acquisitions manager at M6 France. Five-six
years ago, I asked her ‘What is the new thing
on television products?, and she answered
‘Spartacus’, when the TV series was at its very
beginning and almost nobody knew it. ‘It is
completely different from what it was watched
so far, and it brings new trends to pay and free
TV series), she added. Some years after, we must
say she has good eye to select products...

The gentleman is Patricio Teubal, till this

year head of international sales at

Mediaset Group, Italy. But this summer he
has turned into... managing director of the
Palermo F.C., the well-known Sicilian football
team of the Italian A league. He told me: ‘It’s
something completely different, I want to live
the experience. And I am a football lover, too’.
We’ll watch him on TV, I imagine, but now
from inside the screen...

* ok %

Hereyouhave the Father of the Year: Brendan
Fitzgerald, former format and production
specialist both in Beta Film and Sony, who
now hasbuild his own company, Pommodoro
Stories, where he is related with Beta again.
But the real star of this comment is Catherine
Isabel, who was born on February 5%. Her
father said: ‘She will be making her industry

debut at LA Screenings!, and here you have
the picture, from the Century Plaza hotel in
Los Angeles, last May. People say that she is
already an expert in production projects, and
extremely tough to negotiate. ..

* o %

Who are these guys? The Bad Men?
The Mambo Kings? No! They are Carlos
Coello, general manager of TC TV, a leading
broadcaster of Ecuador, and José Luis
Brandariz, from the distributor Beverly Hills.
Theywereat Colombian Caracol cocktailat LA
Screenings, making jokes. But as Gene from
Starz, they could be actors or singers perfectly
well, as it is seen. The talent runs on blood, it is
said. Nearby, Andrés Parra, the main actor of
Caracol’s big-budget TV series Pablo Escobar,
the drug lord, confirmed that it is possible for
fiction to reproduce exactly the reality... and
the real people.

MIPCOM 2012 NEWS EVERY DAY? ENTER WWW.PRENSARIO.NET
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Kips oN TOP!

Afterattending the MIPCOM for more than
20 years, PRENSARIO INTERNATIONAL decided
this 2012 edition to generate an exclusively
issue focused on the kids programming,
which is being distributed “on hand” not only
during MIPJunior, but also during the rest of
the market.

The edition is structured in three different
special reports: the first is focused on the
toymakers and the projects on behalf of the
audiovisual industry, where Mattel, Hasbro,
Giochi Preziosi from Italy, among others,
participate describing their strategies and
partnership with producers, distributors and
channels.

Second,astoryaboutthe Spanish Federation
of Associations of Animation Producers
(DIBOOS), whereitis reflected the leadership
of this country in this segment of business.

Prensario

©2012 EpitoriaL Prensario SRL
PAYMENTS TO THE ORDER OF
EprroriaL Prensario SRL

OR BY CREDIT CARD.

ReGisTRO NACIONAL DE DERECHO
pE Autor N° 10878
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Third, Eurodata TV Worldwide offers an
article with the latest consumption trends,
global hits and local sensations in the Kids
TV marketplace; the report is being released
along with MIPTV & MIPCOM. Lastly, there
are special interviews with kid’s channels,
including Clan TV (Spain), Viacom Brazil
and Disney Channel Latin America, among
others.

During MIPJunior,whichisbeing held again
atthe Martinez Hotel, thereare an international
pitch, the already traditional Kid’s Jury Award
—15 programs displayed in 3 categories,
Preschool (3-6 yearsold); Kids (7-10);and Pre-
Teen (11-14)—,as wellas workshops, pitching
matchmaking sessions (co-productions,
licensing, etc.). The organization, Reed Midem,
has confirmed the attendance of more than
100 digital buyers.

PUBLISHED BY REPRESENTATIVES:

Lavalle 1569, Or. 405 - C1048 AAK
BUENOS AIRES, ARGENTINA
PHoNE: (+54-11) 4924-7908
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MIHUA7 @HOTMAIL.COM
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CLAN, ESPANA: PREFERIDO POR
LOS NINOS Y SUS PADRES

C1aN es el canal infantil y juvenil de
RapioTELEVISION Espanora (RTVE) que ostenta
unainteresante posicién en el mercado: nosélo
por que es la principal opcion entre los nifios
espaiioles durante los dltimos 35 meses, sino
también por que entre septiembre de 2009 a
octubre de 2011 ha sido lider absoluto entrelos
canales tematicos digitales de Espana.

‘Enjulio obtuvimos 2,8% de share anotando el
maximodelafio.Somoslaeleccion principal entre
los niflos de 4 a 12 afios, ofreciendo contenidos
de calidad que entretienen y educan, a la vez
que atienden a su labor de servicio publico.
La programacién se vehicula en torno a las
necesidadesde cadatargetenlasdiferentesfranjas,
explica a PRENsARrIO Helga Pérez, subdirectora
de Clan.

Y anade: ‘Diferentes estudios cualitativos
demuestran que,ademads,es el canal preferido por
los padres porque confian plenamente en que los
contenidos que se ofrecen son apropiados para
la edad de sus hijos.

‘Con casi siete afios de historia, Clan ha sido
lider absoluto de los canales tematicos desde
septiembre de 2009 a octubre de 2011, y desde
abril de 2010, tras el apagén analdgico, se ha
ido consolidando hasta convertirse en el canal
tematico infantil lider, remarca
Pérez.

EL MERCADO
ESPANOL INFANTIL
‘Los

infantiles

canales
estan
apostando por series
de animacién que
gustan a amplios
sectores de
audiencia

Helga Pérez, subdirectora de Clan TV

PRENSARIO INTERNATIONAL

y buscan la diferenciacién a través de las series
de ficcién y la produccién propia, comenta
la ejecutiva sobre las tendencias entre sus
competidores directos.

‘Como canal infantil y juvenil de TVE, Clan
tiene muy clara su funcién, respetando en todo
momento el cddigo de Autorregulaciéon con
especial atencién a las franjas de proteccion
reforzada. Enestesentidosecuidaespecialmentela
programacion prescolar con franjas diferenciadas
de mafiana y tarde’

‘Ademds,dentrodesulabor deservicio publico,
el canal se involucra en diferentes campafias
y acciones especiales para concienciar a los
mdés pequefios, promoviendo valores como el
respeto, la igualdad, la vida sana o el cuidado del
medioambiente) completa.

PROGRAMACION

Laprogramaciénde Clansedivideendiferentes
bloques que atienden las ‘diversas necesidades’ de
nifnos de todas las edades, ya sea prescolar (nifios
6-12 afos) o preadolescentes. Entre las series
destacan Bob Esponja, Fanboy y Chum Chum,
Dora La Exploradora, Pingiiinos de Madagascar,
George de la Jungla, Pokemon, Peppa Pig, Baby
Looney Tunes, I Carly.

‘Apostamos por la animaciéon europea y
espafiola y TVE participa como coproductor en
diversas producciones locales. Algunas de ellas
se han convertido en marca del canal, como Los
Lunnis o han supuesto la total renovacién de la
imagen de Clan como es el caso de los Clanners.
Entre las diferentes series de
produccion espafiola destacan
Jelly Jamm, Mundo Pocoyo, Las
Tres Mellizas, Kambu y las piezas
de Lunnis y Clanners, agrega la
ejecutiva.

En los mercados
internacionales, TVE busca
‘siemprelosreferentes principales

1,3%

EspaNA: EVOLUCION DE AUDIENCIA EN PRINCIPALES
CANALES INFANTILES (ENERO-AGOSTO)

1,6% 1,6% 1,6%

Everybhing's

) . a0
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International
Success

Broadcast in

150

countries

tf'{e |

Pocoyoes una de las animaciones
espafiola con mayor expansion internacional

Producida por BRB, Kambu es otra
de los grandes titulos de Clan

de entretenimiento y éxito internacionales)
teniendo en cuenta que sean productos que
‘defiendan valores y principios enmarcados
dentro del servicio ptiblico y destinado al piblico
infantil’

‘Muchos distribuidores nos conocen y
directamente nos presentan y envian sus

BROADCAST
* Series 4 - New for 2013 (26x11")

» Series 3 - Available now (26x11')

* 104 episodes available - 2013

= Broadcast worldwide on major networks including;

UK - CBaabies, Spain - ATVE, Haly - RAl &DaA, Kids, Frands - Franda Television,
Portugal - Canal Panda, Middle Exst - Barsem TV, USA (Hispanic) - V-ME,
Canada - SRC & TVO, New Tealand - TVNZ, Singapore - MediaCorp, Africa - ETV

novedades para que las valoremos. Pero también
acudimos a las principales ferias y mercados

LICENSING

internacionales para estar siempre al dia de los
éxitos y nuevos proyectos, finaliza Pérez.

* M&L roll-out in UK, Spain, France,
Italy, Portugal & South Africa

* Over 45 licensees in UK and Spain
* New category launches in 2013

Visit us at MIPCOM Stand R28.13
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Market by market, there is a strong trend
within the programming industry: toys
manufactures are more and more involved
in alliances and strategic partnerships with
producers, distributors and TV channels.
PreNsARrIO has consulted the most important
worldwide players in the field for this report:
Marrerand Hasro from USA and Banpaifrom
Japan, as well as the Italian company GiocHI
Preziost, who describe their strategies, new
properties being developed, as well as what
is the next step on the move.

From a TV series to a video game, a t-shirt, a
board game, a live show or a music CD/DVD,
the 360° development has become a “must”
content industry along the last years. And
toy manufacturers have seen

a great opportunity here to
increase their presence
in the marketplace:

Max Steel is a new series to be premiered in 2013, which
gathers big players: Mattel, FremantleMedia, Nerd Corp
and Cartoon Network. Monster High was a brand introdu-
ced from the inside out: characters and content first; toys
and consumer products

PRENSARIO INTERNATIONAL

most of them
are concerned
in looking for
partners to
produce some of
their properties
orto generatenew
original projects
and expand them
internationally.

Mike Riley,
VP, Franchise
Development
& Content
Distribution of
Mattel Brands,
is responsible for
the development
of new IPs as well as the launching strategy
for the content that will support and drive the
brand. He highlights to PrRENsARIO: ‘As the
world leading toy company, we know about
kids better than anyone. We are experts about
creating memorable play experiences with
brands that kids love and parents trust’.

From Fisher-Price to Barbie or from Hot
Wheels to card game classic UNO, Mattel has
one of the strongest global presence across the
United States, Europe and Latin America. ‘Now,
weare continuing to grow internationally, which
accounts foralmost half of our sales. Our brands
cross cultures, bringing kids around the world
engaging play experiences through quality toys
and rich content.

‘It’s no surprise that we have also
grown into aleading content developer’,
says Riley, who adds: ‘By creating a
deeper connection with our consumers
through meaningful storylines, it
allows us to strengthen our IP as well
as introduce new franchises..

One of the best examples of how
Mattel has seamlessly woven content
with toys and characters is the launch
of Monster High. ‘We’ve introduced
the brand from the inside out...
Characters and content, first. Toys

and consumer products, second’,

describes the executive.
Monster High debuted in a series of
online webisodes that were unveiled in sequence
leading up to the toy’s availability on shelf.
‘When the dolls hit retail, they weren’t just dolls,
but characters supported by a rich storyline.
This new character-driven approach expanded

<6>

By FaBricio FERRARA

Brian Goldner, president and CEQ of Hasbro Inc., recruited in 2009
Stephen Davis and named him president of Hasbro Studios, to
expand the company’s brand internationally

the demographic beyond traditional doll play
to include a New York Times best-selling book
series, animated television specials, more than
250 million webisode views and an upcoming
direct-to-DVD movie, adds Riley.

InJanuary2012,during Natpe Miami, Mattel
and FreemantleMedia announced that were
working on a new television series and reboot of
the Max Steel television series (26x’30), which
retain the name, but feature different characters,
villains, and an entirely new storyline for teens.
The partneris Cartoon Network, which has not
announced yet the premiere date,but confirmed
it will be in 2013. Along with Riley, attended
that market Ed Horaz, director of content
distribution, and Pablo Espinosa, director of
Marketing for Latin America.

‘We evaluate every propertyindividuallyand

David Ellender, CEO of FremantleMedia
Enterprises is looking for partners in the

emerging markets and developing new
‘second screen’ projects

seek partners that can help us in authentically
bringing the brand to life. Our criteria are
carefully tailored for each initiative. What we
look for in a partner on Max Steel could be
completely different than what we would look
for on Monster High or Polly Pocket.

‘Some projects lend themselves to co-
productions while others are best managed
in-house. For Max Steel in particular,
FremantleMedia had the passion and global
distribution that we were looking for. On the
animation side, Nerd Corp has provided a
very unique aesthetic for the show’s signature
animation; says Riley.

About the alliance with Mattel and
Cartoon Network, David Ellender, CEO of
FremantleMedia Enterprises, comments to
PrENsARrIO: ‘We are putting special emphasis
in the emerging economies, like Latin America.
There are fresh stories everywhere and we want
to help to make them international. Globally,
our big challenge is the “second screen”,
producing our shows for TV and, at the same
time, for Mobile and Internet, with the people
interactive. We have to develop better apps
for that’

Joy Ross, Programming director of Cartoon
Network Latin America, remarks: ‘We
continually generate alliances with different
players of the industry in order to offer our
audience unique contents. This is the case of
Max Steel, which has brought good results and
we are very happy with them. The products
we have broadcast in our screen have worked
very well’

‘Cartoon Network is the leading channel

Joy Ross, Programming director of
Cartoon Network, is opened to explore
strategic partnerships to bring ‘high-
octane’ contents to the network

GRUPPO

for kids. We aim to reinforce our position all
across the region, exploring different business
opportunities, but always under the main
objective: delivering high-octane contents),
completes Ross.

Continues Riley: ‘Connecting with parents
and kids on a deeper level is what keeps our
brands relevant year over year. We extend
beyond the toy box and reach our brand fans
where they play today, including the digital
space. For example, we’ve developed Max
Steel as a super-hero for today’s tech-savvy
boy. It was specifically geared to fit a niche in
the market of a super-hero who is grounded
in technology’.

‘Kids are no longer consuming content in a
singular fashion, they now expecttointeractand
view across platforms. It’s up to us to deliver
content which is topical for kids and, most
important, readily available on the devices they
interact with. Knowing this, we are not only
creatinga traditional 30 minute TV show,but we
are also a unique digital shorts, fully immersive
games and a variety of rich content offerings
designed for today’s multi-media platforms’.

At MIPCOM, Mattel is focused strongly in
pushing the new property. ‘In Latin America,
we are excited to secure Cartoon Network as
the pay TV partner throughout the region.
We are now looking to partner with the best
free to air stations in the region’, completes
the executive.

Hasero

The second world’s toy manufacturer Hasbro
Inc., headed by Brian Goldner, president
& CEO, offers toysand games, to television
programming, motion pictures, digital
gaming and a comprehensive licensing
program. Some of the biggest brands
are Transformers, Littlest Pet Shop, Nerf,
Playskool, My Little Pony, G.I. Joe, Magic:
The Gathering and Monopoly.

Basedin Los Angeles,Hasbro Studios
isthe company in charge of developing
and producing TV programming for
markets around the world. Its contents
are distributed in the U.S. on The
Hub TV Network, a multi-platform
joint venture between Hasbro and
Discovery Communications.

“The studio’s international division has sold
series based on our toy and game titles to over
30 networks reaching more than 170 countries
(plus co-productions in seven countries)’,

<7>

Kaijudo: Rise of the Duel Masters and Transformers Prime,

two of the top brands from Hasbro being promoted by

Hasbro Studios at MIPCOM

explains Stephen Davis, the TV industry

veteran recruited in 2009 by Goldner to lead
the company’s distribution arm.

To carry out his mandate to re-imagine, re-
inventand re-ignite Hasbro’s world-classbrands
foraglobaltelevision audience, Davis staffed up
and attracted theatrical and television writer-

producers,animation producers, screenwriters,
etc. ‘Through 2013, Hasbro Studios will have
green lit a total of 15 series for kids and their
families, as well as three direct-to-video movies
encompassing more than 750 half-hours of

Based on a successful Japanese franchise,
Power Rangers Samurai is the 18" season of the series,
broadcast by Nickelodeon and reaching in 2012 an average
of more than 2 million viewers in the world

PRENSARIO INTERNATIONAL
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Leandro Consumi, marketing director of Gio-
chi Prezisi (Italy) believes that a cartoon series
is ‘a natural expansion’ of a property

production’ remarks Davis.

Inthe 2011-12 season, the studio introduced
its first scripted miniseries, Clue, inspired by
the iconic family game brand, as well as Littlest
Pet Shop (premiered in the fall in The Hub TV
Network) The Game of Life, Kaijudo: Rise of
the Duel Masters (premiered June 2™ and is
currently airing on Saturdays), Transformers
Rescue Bots and Scrabble Showdown, among
others. They joined five returning series:
The Adventures of Chuck ¢ Friends, Family
Game Night, My Little
Pony: Friendship is
Magic (premiered
inthefall), Pound
Puppies and
Transformers
Prime, which has
new episodes on last
August.

Someof Hasbro’s
top brands have
gone to movies

are, apart from

Dinofrozis one of the top boy properties from Giochi
Preziosi, who has also signed a strategic deal with Turner
for Puppy In My Pocket, which was aired in over 130
countries across EMEA. Both are distributed by Mondo TV

PRENSARIO INTERNATIONAL
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THE TOYMAKERS BOOST THE AUDIOVISUAL INDUSTRY

Transformers, Battleship, G.I. Joe: Retaliation,
Ouija, Stretch Armstrong, Monopoly, Candyland,
Clue, Micronautsand Risk. Additionally, during
its first two seasons, studio’s programming has
earned five daytime Emmy Awards, including
one in 2012 for Family Game Night’s Todd
Newton as “Outstanding Game Show Host”.

BANDAI

Namco Bandai Holdings Inc. is a Japanese
holding company formed from the merger of
Namco and Bandaiin 2005.1thas four strategic
business units (SBU): Toysand Hobby, Contents,
Amusement Facility and Affiliated Business.

The first division, which gathers Bandai
Inc., includes toys, candy toys, cards, vending
machine capsule products, plastic models,
apparel, and sundries. Shukuo Ishikawa,
presidentand CEO, and representative director
of Namco Bandai, explains on the company’s
website: ‘Inaccordancewith our thevisionin the
mid-term plan —True Globalization—we will
further develop the character merchandising
business model, one of our core strengths, on
a global basis’

‘In the Japanese market, we will aim to
establish dominant #1 positions in all product
categories. In overseas markets, we implement
integrated Europe-U.S. brand management
for core IP. In addition, we will expand our
operations by strengthening links between
Japan and other Asian markets), he adds.

The second unit, which includes as core
company Namco Bandai Games Inc., Namco
Bandai Studios Inc., Namco Bandai Online,
creates and provides content home videogame
software, arcade game machines, network
content, and visual and music content. ‘The

vision in the mid-term plan is to become the
#1 content company in Japan & borderless
development. Targeting the next generation,
we willadvance the network strategy scheme
and strive to expand growth opportunities),
remarks Ishikawa.

Based on the Japaneseseries, Super Sentai

—produced by Toei Co. and Bandai and

aired by TV Asahi in Japan—, Power
Rangers is the name of the series that
conquer the world. The 18" season, Power
Rangers Samurai had Saban Brands as
partner:itwas firstaired on Nickelodeon/
Nicktoonsin the US,and Nickelodeonin
Latin Americaand many other European
and Asian territories.

GiocHI Preziosi
The Giochi Preziosi Group, is today one of
theworld’sleading companies in the toy market

<8>

and the unrivalled market leader in Italy. In
addition to the production and distribution
of a wide range of toys, it has implemented
over many years a diversification process to
other sectors including food, apparel, retail
and childcare products.

Headquartered in Italy, now the company
has presence in France, Greece, Spain, UK,
Germany and Turkey. Leandro Consumi,
marketing director, explains to PRENSARIO:
‘Our most prestigiousboy’s propertyis Gormiti
that in 2012 will once again be a major feature
with the recently announced CGI TV series.
Composed by 52 new brand episodes, it has
been developed together with Mondo TV and
Man of Action Studios and isbeing distributed
in EMEA (excluding France) by Turner.

This 2012 willbe the year of Dinofroz,another
top boy’s property for our group, will break
out from the Jurassic era and enter the high
profile world of multi-media entertainment,
with a new TV series, toys, games and a whole
merchandising program behind it. With
Mondo TV, are producing together a new
26x26” TV series in HD animation.

‘In the last years we’ve registered a
tremendous success also with Puppy In My
Pocket.In2011,MEG,Mondo TV and us signed
a partnership with Turner Entertainment
Networks International, and the series was
aired in over 130 countries across EMEA)
adds Consumi.

‘Creating a cartoon series comes as a natural
expansion of a property since it helps to define
a complete “eco-system” for all the single toys,
for example, defining not only the characters
butalso the story setting, timing,and so on.On
the other side the toy line enables the children
tore-enact theadventures of their mostbeloved
TV characters.

‘Mondo TV has demonstrated a really great
understanding of each single character and is
able to create and animate compelling stories
to which we actively contribute giving our
broad vision on the “universe” we would like
them to build’, highlights Consumi.

For the future, digital media is becoming
‘more and morerelevant for the entertainment
market’ remarks the executive. ‘Kids are
turning to the Internet to find interesting and
compelling content. That’s why weare pursuing
new opportunities and new ways to reach them
via PCs, game consoles, smart-phones and
tablets. And since the market is moving at a
very fast pace, we are continuously scouting
ideasand proposals on creating new properties
or developing existing ones, completes the
executive.

Watch all shows an:
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By AmANDINE Cassl, HEAD oF RESEARCH, AND JOHANNA KARSENTY,

Kips" TV ReseArcH MIANAGER EuRODATA TV WORLDWIDE

EURODATA: CHILDREN,
NATURAL MEDIA MULTI-TASKERS

Technology is central to the consumption
of content: TV, Internet and mobile phone
should together allow greater opportunities
to watch people’s favorite shows. Today’s
children are natural media multi-taskers
and early adopters of new interactive
technologies. They expect to interact with
their favorite content and characters across
a variety of platforms.

However, they are far from abandoning
the TV in favor of new technology. Across
the main European territories, children’s
TV consumption remains strong with a
rise of nine minutes since 2008. This global
trend hides regional behaviors and local
specificities.

Easternand Southern European countries
are bigger TV consumers than northern
Europe. Czech children watch 2:02 a day (+9
minutesvs.2010), while Portuguese children
spend 3:04; German children continue to
watch significantly less TV than their closest
neighbors, with just 1:33 a day.

In Finland, daily viewing time among
children 4-14 stands at 1:18, 8 minutes less
than in 2008. This decrease can be explained
by a modest TV offering compared to other
key territories (YLE2 is the main provider of

CHILDREN’S AVERAGE DaAiLy VIEwING TIME ACROSS

FRANCE, GERMANY, ITALY, SPAIN AND UNITED
KingDom.

129 1
2008 2009 2010

Chhlldreni vvermpe Daily Viewing Time aoros

Gadinaimy, [taly, Spaln and Undted Kingdosm

Sources: Eurodata TV Worldwide / Kids TV
Report 2011 issues / Relevant Partners
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cartoons and youth programming), Finnish
channels adopting strong online strategies
that increasingly provide web-TV content
and pre-teens’ new behaviors moving from
TV to the Internet.

French children spent 2:18 every

day in front of TV (+6 minutes vs.

2010), while Italian remain among

the biggest consumers of small

screen content with a daily viewing

time of 2:42 minutes (+3 minutes

vs. 2010). In the United Kingdom, daily
viewing time stands at 2:27; in Spain, 2:38;
in the US stands at 3:39; Canada (English
speaking), 3:05.

Lastly,in Asia,amajor centre for animation,
children are particularly big consumers of TV
in 2011: China (2h43, + 6 minutes vs. 2010),
Japan (2h44, + 5 minutes), Indonesia (3h03,
+ 6 minutes) and Malaysia with 3h12 a day
and an extra 9 minutes compared to 2011.

These increases seem to be driven by two
factors: an increased channel offering that
gives children far more options when
it comes to live television, combined
with the ability to access their
favorite shows whenever they want
via catch-up.

DEDICATED CHANNELS
Moved from the limited choice
of children’s blocks provided by
generalist channels, kids go to
138 DTT, cable and satellite + Internet
platforms spending more time

with their characters. The overall

offer of youth programming has

increased over the past years, but

its observed a decrease in the

youth volume of some generalist

channels, which have chosen to
concentrate their children’s, offer

on a dedicated sister channel.

This is the case of ITV1 in the

et UK, which saw the proportion

Framaose

of children’s programs in its
schedules drastically decreased
from 10% to 3% in favor of

<10 >
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its sister channel CITV,
launched in 2006.
The kids’ TV market in
Europe is evolving faster than
ever with the rapid rise of
dedicated digital platforms, giving
. kids greater choice about what they
want to watch. In France, Spain and
the United Kingdom, the “other
TV” market share has increased
from 20 to 30 points among children,
mostly due to the growth of the children’s
channels. This is combined with the (coming
or completed) switch off of analogue TV
loosening the grip of traditional generalist
channels

In France, one of the few countries
studied without a public DTT
channel totally dedicated to
kids, the free-to-air kids’
platform Gulli (joint-owned
by Lagardere and France
Televisions) is increasing

its share by 0.6 points to
12.1% during the first semester of
2011, then peaking at 12.7% in
August 2011 among children 4
— 14 in comparison with the first
semester 2010.
While in Western Europe the
children’s channels of the local leading
networks tend to have the upper hand, US-
based brands like Disney, Nickelodeon and
Cartoon Network take the lead or rank close
behind them in many other countries. In
Poland, Disney Channel led the field with
6.3% (Jan-Jun 2011), and in South Africa it
was Cartoon Network.

Nonetheless, in certain territories such
as Russia and Hong Kong, the traditional
children’s blocks retain the lion’s share of
viewing, possibly due to a slower/reduced
technicalimplantation of dedicated children’s
channels in some areas.

Sources: Eurodata TV Worldwide/MIPTV-MIPCOM

“International Kids' TV Trends” Report

GV,

Contact : Edebé Audiovisual Licensing (Stand R34.13) www.edebeaudiovisual.com www.jonaseries.com

¥ edebé

AUDIeFISUAL LICENSING

-

meorunmen  ANIMATION
e FROM




of

mipjunior. | INFORME EsPEciAL | ANIMACION | EuroPA

DIBOOS: ‘LA ANIMACION ES UNO DE LOS SECTORES

CON MAYOR CAPACIDAD DE INTERNACIONALIZACION'

Constituida en 2007, La Federacién Espaiiola
de Asociaciones de Productoras de Animacién
(DIBOOS) estéd formadala Asociacién Espaiiola
de Productores de Animacion (AEPA) y la As-
sociaci6 Catalana de Productors d’Animaci6
(ANIMATS).

Tiene actualmente 30 socios representando a
mas del 80% de las productoras de animacién en
Espana. El primer informe del sector se presenta
en un cictel durante el MIPJunior, con partici-
pacipacién de la delegacién espanola, liderada
por Isabel Espuelas, jefa del departamento de
industriasde Contenido del ICEX,y compradores
internacionales del género.

CarlosBiern, presidente de DIBOOS, describe
aPreNsARrIo: Lacreaciéndelaentidad respondié
alanecesidad deimpulsar la animacién espafiola
dentro del sector audiovisual espanol, tanto por
tradicién, como por produccién y presencia

internacional’

Planet 51 es uno de
los largometrajes espafioles més emitidos internacio-
nalmente, siendo el mas visto y el que mas recaudd en
Francia en 2009

Jelly Jamm, serie espafiola preescolar en 3D
producida por Vodka Capital y 737Shaker, fue licenciada
amas de 150 paises

PRENSARIO INTERNATIONAL

‘El sector ha defendido siempre la animacién
en su doble vertiente: como generador de cultura
y como industria. En el primer aspecto, es gene-
radora de un imaginario propio que es preciso
conservar,ademads de difusora de los valores para
los nifos. Y segundo, reivindica su caracter de
industria creadora de empleo estable y en fase
de crecimiento (basada en su tenaz utilizacién
del I+D+1)’, dice Biern.

‘La industria de la animacién es uno de los
sectores de contenidos con mayor capacidad de
internacionalizacién, remarca Biern y anade:
‘Las empresas crean marcas globales, dada la
necesidad de incrementar las ventas y obtener
mayores retornos por la alta inversion en capital
y tiempo que tienen que incurrir paradesarrollar
un contenido de animacion’.

EL SECTOR POR DENTRO

Un 27% de las empresas de animacion estdn
localizadas en Barcelonayen Madrid con un 24%
de acogida, seguido de Andalucia (14%), Comu-
nidad Valenciana (9,5%), Pais Vasco (8,5%), y
Galicia (7%). En lineas generales, s6lo el 5% de
las empresas de animacién cuenta con més de
una sede y el 1% han decido localizar parte de
sus actividades fuera de Espana.

Las empresas de animacién han obtenido
ingresos por aproximadamente 306 millones
de en 2011 —generando un efecto total en la
economiaespafiolade 729 millones—,yseestima
que en 2017 crezca hasta los 879 millones. El
empleo directo es de 5.150 personas (2011) y se
haestimado que se podrian generar 7.450 nuevos
empleos en 2017.

‘Setiene previsto poner en marchaenlos préxi-
mosseisanos mésde 950 proyectosvinculadoscon
eldesarrollo de contenidos queincluyanlaaplica-
cién o el uso intensivo de técnicas de animacion,,
adelanta el ejecutivo. Las productoras espanolas
vienendediversossectores: distribucion, editorial,
videojuegos, Internet, servicios o ingenierfa.

El impacto en el PIB se aproxima a un 0,04%
(2011)yserfaeldobleen2017.Generaunimpacto
fiscalenlaeconomiade 67 millones,loquesupone
un 0,042% sobre la recaudacion tributaria del
Estado espanol. Podria generar un impacto total
de 1.581 millonesyocupara?21.039 trabajadores
directa e indirectamente en 2017.

El162% delasempresasdeanimaciénexportany
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Carlos Biern, presidente

generanentreel 38-70% desusingresosdelaventa
internacional de sus contenidos y servicios. Las
principalesregionesson Europay Latinoamérica,
seguido de Estados Unidos, Canadd y Asia.

El 70% de las producciones se desarrollan
con un socio internacional. El 50-70% de las
empresas de animacion subcontratan servicios
a otras companias nacionales o extranjeras. Y
entre el 30-45% de las ofrecen soporte a otras
compaiiias de Italia, Reino Unido, USA, Qatar,
México y Francia.

EXPANSION INTERNACIONAL

Uno delos largometrajes espanoles que se han
exhibido en un mayor ndmero de paises en 2010
es Planet 51. Entre las coproducciones interna-

DISTRIBUCION GEOGRAFICA DE

LAS EMPRESAS DE ANIMACION,

POR COMUNIDADES AUTONOMAS CON
MAYOR NUMERO DE compARias (2011)

Fuente: Router, 2012

CIFRAS DEL SECTOR: con preventas a Rusia, China,

e Mas de 200 compafifas productoras y distribuidoras

e £|62% son exportadoras

e Porcentaje de exportacion sobre volumen total de negocio: 38-70%
e Porcentaje de coproducciones internacionales: 70%
e Principales cadenas coproductoras en Espafia: TVE y TV3 Catalufia

e Principal coproductora con Espafia: Unin Europea
e €306 millones de facturacion (2011)

 5.150 empleos directos

 Impacto del PBI: 0,04%

Turquia, Oriente Préximo y
Latinoamérica.

Anivmacion Y TDT
En2010,entrelas cadenasdela
TDT con mayor share se encon-
traban Clan TV y Disney Chan-
nel, lo que contrasta con el hecho
de que cadavez méslaanimacién
estdmigrandoacanales temdticos.

s |11 €] 4mbito nacional, las series

cionales, se destacan la pelicula Los cachorros y el
cddigo de Marco Polo (Edebé), coproducida con
Gruppo Alcuni (Italia), y la serie Chuck Chicken
(Neptuno Films con Animasia, Malasia, y Agogo,
Hong Kong), con un acuerdo de precompra de
Nickelodeon India.

Jelly Jam (Vodka Capital) fue vendidaa més de
150 paises, y actualmente se emite en Cartoonito
enlazona EMEA, DiscoveryKidsen Latinoamé-
rica, Clan TV en Espaiia, Milkshake en Reino
Unido, Cartoon Network en Turquia y Cartoon
Network Arabic en Medio Oriente.

Lucky Fred (Imira Entertainment) fue licen-
ciada en mds de 150 paises, mds recientemente
a las cadenas RTM (Malasia), e-Vision (UAE),
TG4 (Irlanda) y Kidz (Turquia). Actualmente
ya se emite en TF1 (Francia), Disney Channel
(Espania, Francia, Italia, Alemania, India, Israel,
Australia) o Nickelodeon (Bélgica, Holanda,
Luxemburgo, Escandinavia, América Latina,
Corea del Sur).

Sandra, Detectivedecuentos,del mismo produc-
tor, se vendio a Brasil, México, Singapur, Turquia
o Bélgica. Actualmentese emiteen TF1 (Francia),
TVEy Clan TV, Disney Channel (Espafia, Italia,
Francia, India y Alemania), Nickelodeon (Asia),
The Children Channel (Israel), TG4 (Irlanda),
RSI (Suiza), RTP (Portugal); TV5/ABC (Filipi-
nas), Al Sayyar (Oriente Medio) y Kids Talk Talk
HD (Corea del Sur).

También La tropa de Trapo en el pais donde
siemprebrillael Sol,coproducidapor Continental
Animacién, Abano Produciéns, TVG, Anera
Films y La Tropa de Trapo S.L y Futbolin, del
director argentino Juan José Campanella, una
coproduccién hispano-argentina con The SPA
Studios que se estrenard en 2013, y ya cuenta

representan aproximadamente
un 17%?2 del total de contenidos y por cadenas
autondémicas casiun 83%,representandoun 15%
los contenidos de origen espafiol.

‘Lasproductorasespafolassiguensin conseguir
ser el eje delos canales infantiles en abierto porla
falta de apoyo por parte de los canales publicos,
salvo algtin caso como el de TV3 de Cataluna.
En canales de USA que emiten en nuestro pais,
las ltimas cifras confirman que los contenidos
espanoles son pricticamente inexistentes, resalta
Biern.

‘Producto del éxito alcanzado en el extranjero,
emisores y productores del género han comen-
zado a definir a la animacién como un sector
estratégico dentro de los dmbitos educativos y de
fomento dela cultura espafiola. Nuestro objetivo
esqueel canal que programeanimacién espafiola
sea un canal de TV de nuestro pais.

Futuro

‘Se requiere de la creacién de una industria
estable que genere marcas internacionales, au-
menteeltamano delasempresas paradisminuirla
atomizaciony se creen grandes players espanoles,
se reduzcan las dificultades de financiaciéon y
se forme y atraiga talento para ejecutar dichas
producciones con una gran calidad, comenta
Biern.

‘Los resultados en ventas son espectaculares)
diceel ejecutivoyagrega: ‘Esteaiio se han premia-
do producciones en los mayores festivales de cine
yTVincluyendonominacionesalos Oscar, Annie
Awards o Annecy o en Cartoon Forum. Hay una
gran via cuando grandes directores latinos como
Trueba o Campanella encuentran nuevas vias en
laanimacidn tras ver lo que ha hecho gente como
Spielberg o Peter Jackson’

<13>

‘Es dificil encontrar un gran largometraje
norteamericano de cine que no cuente con
nombres espanoles en disefio 0 animacién. Silos
ministerios y TVs de Espana hubieran invertido
una décima parte, seriamos lideres tras Estados
Unidos en este momento. Lamentablemente no
supimos comunicar nuestra realidad antes’

‘Debemos dar a conocer que la produccién de
unaserie o unlargo en animaci6n es una industria
que da trabajo a centenares de profesionales e
impacta de manera clave a sectores como el publi-
citario, editorial, taquilla del cine, videojuego, apps
deSmartphoneojuguete. Elmayordesarrolloenla
formacion de profesionales en universidades esun

paso clave para DIBOOS; finaliza Biern.

Los Cachorros y el cadigo de Marco Polo, una
coproduccion entre Edebé y Gruppo Alcunni de Italia

anara, Detective de cuentos, de Imira Enter-
tainment, se vendid a Brasil, México, Singapur,
Turquia y Bélgica, y actualmente esta en
emision en Europa, Medio Oriente y Asia

Futbolin, una coproduccién hispano-argentina ” e
SPA Studios que se estrenara en 2013, y tiene preventas a
Rusia, China, Turqufa, Oriente Proximo y Latinoamérica.

PRENSARIO INTERNATIONAL
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DisNEY CHANNELS LATIN AMERICA:

‘NUESTRO DIFERENCIAL ESTA EN
LA MARCA Y EXPERIENCIA'

Cecilia Mendoca, general manager Disney
Channels Latin America

Disney Channels Latin America opera en la
regién Disney Channel con 48.1 millones de
hogares (2-14 afios y sus familias), Disney XD
con41.3 millones (6-14anos,confocoenel target
de 8 a 12)y Disney Junior a 25.4 millones (2-7
anos, con énfasis en preescolares), en espafiol y
portugués.

‘Todos ellos estdn en posiciones lideres,
sostenidos por el contenido tnico que ofrecen,
destacaa PrREnsaRrIO CeciliaMendonca, gerente
general de la compania. Y afiade: ‘Nuestro dife-
rencial estd en la marca y experiencia. Disney
cuenta con atributos que definen su identidad
y que logran popularidad y un altisimo nivel de
familiaridad’

Para los meses que vienen, todos los canales
tienen novedades de programacién: Disney
Channel estrena la comedia animada Gravity
Falls, mientras que Disney XD tiene novedades

EXHIBITORS

IMIRA: VENTAS EN EsPANA

ImiraEntertainment (Espafia) licenciaRTVE
la serie de ficcién para adolescentes Lightning
Point (26x°26+90), y Sherlock Yack Zoo Detective
(52x’13), para free TV y online, mientras que Tele-
visi6 de Catalunyahaadquirido Scholastic: Clifford
The Big Red Dog (65x°26) y Clifford Puppy Days
(39x26) para free TV y online en Catalunya.

PRENSARIO INTERNATIONAL

enelbloque Marvel Universey Disney Junior con
el estreno de una nueva temporada de La casa de
Mickey Mouse, resalta Mendoga.

‘Hace un tiempo, comenzamos con la estrate-
gia de generar contenido con calidad Disney de
exportaciéon. En septiembre, Disney Channel
estrenélasegunda partedela primeratemporada
de Violetta, una historia juvenil que combina
musica, romance y humor, coproducida entre
Disney Channel Latin America y Disney Chan-
nel Europa’

Disney XD tienenuevosepisodiosdela produc-
cién regional Peter Punk. ‘Al desarrollar nuestras
producciones regionales, el objetivo es crear
propuestas de valor con la calidad e innovacién,
anade la ejecutiva.

En relacién a las tendencias, Mendoga resalta:
‘El pablico responde muybienalas producciones
regionales. Creemos de vital importancia el cui-
dado de la imagen y una programacién acorde
al target: es la razén por la cual pensamos todas
nuestrasofertasdeentretenimientoenbaseacada
target especifico al que nos dirigimos.

‘Nos mantenemos fieles a lo que Disney
significa para el publico y nos importa mucho
alimentar su identificacién. Sabemos que los
chicos que nos siguen saben lo que quieren y
cuando se identifican con un producto y tienen
afinidad con €|, lo eligen lealmente. Hablamos
su idioma y entendemos que somos parte de
su dia a dfa.

Respecto de las adquisiciones, al igual que
las producciones originales, deben ‘trasmitir la
visién de marca. Resalta Mendoga: ‘Cada canal
lohace de forma diferente,logrando atraeratodo
publico: infantil, juvenil y familiar, y ofreciendo

BootH #R 32.27

Christophe Goldberger, productor y director
dedistribuciényMarketing,dice: Nuestrarelacién
conlosbroadcastersde Espanaesunadelasbasesde
nuestro negocio dedistribucién. Nuestro catdlogo
ha demostrado ser consistentemente popular no
s6lo en Espafia sino en los mercados hispanos de
todo el mundo.
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Gravity Falls estrena
en Disney Channel

La casa de Mickey Mouse: nueva
temporada en Disney Junior

una propuesta para cada target, con contenido
relevante y contemporédneo, buenas historias y
musica’

DiGItaL

‘Nuestras producciones regionales son conce-
bidas bajo un desarrollo 360°: digital, musica, las
experiencias en vivo, etc. En relacion al primero,
nuestras propiedadesse exhibenatravésdejuegos,
videoclips, episodios, actividades, juegos méviles
oaplicaciones,videojuegos de consola,concursos
y hasta herramientas para que los usuarios creen
contenido ellos mismos.

‘EnFacebook hemos superadolos 10 millones
de fans en la regi6n (cifra alcanzada entre todas
nuestras fan pages en espanol y portugués).
Nuestros canales oficiales en YouTube crecen
significativamente, gracias a las actividades y
contenidos originales que hemos creado para
esta plataforma.

Phineas y Ferb es un buen ejemplo sobe ese
desarrollo: ‘Es la franquicia mds importante de
juegos moviles de Disney, a través sDdnde estd
mi Perry?, que mantiene el tono de comedia,
temas y personajes e incorpora la dindmica del
popular juego mévil de Disney ;Dénde estd mi
agua? —representa la primera aparicién en un
dispositivo mdvil de un personaje original de
Disney: el cocodrilo Swampy—, que tiene un
éxito impresionante’

Europa y Medio Oriente
1* termporoda - 80 episodios do 45 minuios
Caosza productora Pol-Ka
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Viacom BRrasiL:

MAS PRODUCCIONES LOCALES

Jimmy Leroy y Roberto Martha

Viacom Brasil es uno de los ejemplos de
compaiias que ya trabajaban con productoras
independientes paralos programas en sus cana-
les distribuidos en Brasil, antes de que llegue la
nuevaley de Servicios de Acceso Condicionado.
Ahora, sigue apostando a la produccién local
para cumplir con las cuotas establecidas.

Viacom maneja en Brasil las marcas Nic-
kelodeon (con los canales Nick SD, Nick Jr. y
Nick HD), Vh1 (con Vh1 SD, Vh1 HD y Vh1
Megahit) y Comedy Central (en sus versiones
SD y HD). “Todos ellos cumplen con las cuotas,
salvo Vh1 Megahit que tiene otro tipo de pro-
gramacion), explicé Martha.

Jimmy Leroy, VP de Contenido, y Roberto
Martha, Director Senior de Produccién de
Nickelodeon, describen a PrENsar1o: ‘Desde

EXHIBITORS

que nos instalamos en Brasil en 2001-2002
trabajamos fuertemente en el contenido local.
Laleyacelerdlos procesos, peroaunsin ellaslos
planes de producir localmente ya existian’

En relacién a los planes de produccidn, la
compaifia producird cuatro nuevas series este
afiloyen2013:dos paraVh1ydosparaComedy
Central. ‘Estamos negociando el desarrollo de
unanovela para Nick, producida en Brasil. Serd
la sexta novela de Viacom Latin America y en
el futuro planeamos 2 anuales, una en Brasil
y otra en Latinoamérica, donde la sefial fue
pionera a través de Tatiana Rodriguez, VP de
Programacién y Estrategia Creativa.

Nick estd entre los tres primeros canales in-
fantiles y entre los 10 primeros de TV de paga.
En animacién es muy fuerte con propiedades
como Bob Esponja, Kun Fu Panda y Pingiiinos,
ademas de I-Carly, etc. Leroy explicé: ‘No hay
tendencias marcadas hacia uno u otro género,
sino una mezcla armoniosa de animacién y
live action’.

En 2010, el canal coprodujo con Mixer y TV
Cultura (canal estatal de Sao Paulo) Escola para
Cachorros,delaquesehicieron dostemporadas.
‘Elafio pasado,juntoaBandy Mixerrealizamos
laserie Julie e os Fantasmas, que funcioné muy
bien en el mercado local y ahora se emite para
Latinoamérica. El distribuidor internacional
es Band Content Distribution, con Elisa
Ayub a cargo, complet6é Martha.

DHX AcqQuirRep COOKIE JAR

FOrR USD 111 miLLION

Jim HENsON: DoozERs

DHX Media has acquired Cookie Jar Entertainment in a USD 111 million,

creating expanded digital distribution opportunities for top titles like Caillou,
Johnny Test and Inspector Gadget. CJ is #1 supplier to online content provider
Netflix, as well as Amazon, Comcast, DISH, Hulu, Netflix, Samsung, Telmex

and Vivendi.

‘With the acquisition, we enhance our scale, strengthen our portfolio of
brands, global reach, management depth and our position in the emerging
digital distribution channels’, said Michael Donovan, CEO of DHX.

The combined company owns more than 8,550 half-hour episodes, expanding
on merchandising, third party brand management and licensing opportunities

to expand accordingly.

PRENSARIO INTERNATIONAL

The

Jim Henson
Company (USA) premiers
at MIPJunior/MIPCOM
the CGI-animated series
the Doozers (52x’11),
a co-production with
DHX Media that follows
theadventures of the Doozers

Producida por Mixer para Band y Nick en
Brasil, Julie e 0s Fantasmas ahora esta
siendo emitida en Latinoamérica

SOMOS: INTERNATIONAL
RELEASE oF 1111

Somos Distribution
(USA) launches at MIP-
COM its newly production for Nickelodeon
Latin America, the teen series 1111, whose
premier is planed for 2013. The channel
has confirmed 75 one-hour episodes, being
produced in HD by Somos Productions in
Miami, USA.

With this production, the company expands
internationally and that’s why attends MIP-
COM with abooth. Luis Villanueva, president
and CEO of the company, says: ‘T am happy to
reestablish contact with customers in Europe,
Asia and and
we are glad
that we are
doing it with
an attractive
production’

1111
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who live in Doozer Creek, a high-tech enchanted

forest melding nature with innovation.
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Carlos Biern, CEQ, with Bernard, a top character of BRB

In 2012, BRB Internacional celebrates its
40th anniversary as one of the most prestigious
Spanish and European companies. The creator
of David, The Gnome, Dogtanian, Bernard and
Canimals celebrates with the ICEX during
MIPJunior with top kids programming
buyers.

Claudio Biern Boyd founded BRB
Internacional, the first big merchandising,
distributorand animation production company
in Spain, at 1972. Now, the company has taken
another step forward, havinglaunched brbplay.
com, an online multi-platform to watch series
and play games. Soon, itwillhaveitsown on-line
store for licensed products.

Furthermore, its preparing the feature film
SuperBernard: a comedy with dialogues in 3D
stereoscopic based on the successful adventures

of Bernardtobereleased in 2014,and Dogtanian
and the Three Moskehounds in 3D format, to
celebrate the 30" anniversary of its TV series,

to be released end of 2014.

BRB Licensing, one of the company
main pillars, manages Cartoon Network
licenses in Spain and Portugal; the
Sony PlayStation IPs LittleBigPlanet,
EyePet, Invizimals and SingStar in Spain
and Portugal; Geronimo Stilton, from
Atlantyca, etc. And has created a live
action area coproducing with all main

broadcasters in Spain, which has
produced game showssuch
as Los Sabios, thematic
channels like Estilo
and, it has produced
various TV movies,
like La Memoria del
Aguathatwillsoonstart
broadcast TVE.
Carlos Biern, new CEO
of BRB Internacional, and one of the main
responsibles of the company great momentum,
describes to PrENsARIO: “The most incredible
thing about us is that, being a company that
becomes “older” in experience, rejuvenates
year to year with its creative team and high
end content. We have done everything during
this four decades, producing locally animation
and live-action for TV, handling super brands
on merchandising and making international
co-productions within Europe, Asia and Latin
America.

BRBhasits creativeteamin Barcelona, through
Screen 21, and international distribution
department in Madrid with the sales executives
Nuria Queipo (Australasia, CEE, GAS, Benelux,
Scandinaviaand Canada), Emilie Pasquet (USA,
Latin America, Iberia, France, Italy, UK, Middle
East and Africa) and Marijo Arnaiz

BRB Internacional sales team: Nuria Queipo,
Emilie Pasquet and Marijo Arnaiz

PRENSARIO INTERNATIONAL

(Digital sales). “The international
market has always been a key issue for
us. The animation producer that has
notthoughlike thisin thelastyear, will
probably disappear’ adds Biern.

‘Interactivity and tablets are the
key of the big thing that will occur
with the animation in the next years),
highlights the executive.

2012

2011 has been a milestone for

<18 >

Invizimals (26x'30) is the first animated 3D actio
co-production with Sony Computer Entertainment. It

will be premiered in 2013

the company, after finishing five animation
productions. ‘In 2012 we are releasing three
new projects for next year, which combines
two key things: brands already known with
360° development (editorial, videogames, toys,
etc.).

MICA (52x7) is the last big editorial hit
from Santillana with big sales in Spain and
Latin America; it was co-produced with Plural.
Invizimals (26x’30) is the first animated 3D
action co-production of Sony Computer
Entertainment. The great success for girls in
Germany and Central Europe, Filly (26x’30),
arrives to 3D screens, being a co-production
with Dracco and Simba, who provide license
supportand merchandising from thebeginning.
‘We needed an attractive girl success and now
we havea 360° project,including social network,
editorial and blogs), says Biern.

‘It’s a responsibility to celebrates 40 years
in business, after being nominated as “Best
European producer”at Cartoon Forum because
of the productions done by Screen 21. There are
alotoftalented people producingin Europe,and
the “old” companies are not always recognized
as the most talented’

‘Nowwe find success seeingagoodjobin3D o
liveaction, gettingan app for tablets oriTunes or
whenavideo posted in YouTube or brbplay.com
generates thousands of comments and views.
The money invested in the sector is always the
same, or even more, no matter if it comes from
TV,advertising or licensing. Now, we reach more
kidsinstantlyandinternationally,butatthesame
time they demand more and more’

BRB wasone of the first companies to produce
in HD and 3D. ‘Every time we start a project we
have to think on what will be happening in the
next three years, to be pioneer. We have sold
five productions in the difficult US TV market:
David el Gnomo, Bernard, Imp, Suckers and Iron
Kid. Our efforts go to work beyond Europe, with
marketslike Latin America, India, China, Russia
or Middle East, completes Biern.
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ZobiaK Kips: TickeTy Togc,
NEW PRESCHOOLER SERIES

Zodiak Kids (UK)
highlights for MIPCOM
its brand new preschooler
series Tickety Toc (52x’11),
which was launched on
Nick Jr. UK in April &
France5inautumn,aswell
asDisneyJunior (Canada),
TG4 (Ireland), NRK Super
(Norway), YLE (Finland)
and Pop TV (Slovenia).
On Nick Jr. is on over 160
countries.

Cecile Cau, VP of
Sales, Zodiak Kids

Recently;itwasappointed VividImaginations
—UK’s #1 toy maker— as Master Toy partner,
who is set to launch a range of toys in the UK
and France from A/W13. It includes plush,
collectable figures, playsets, puzzles plus track
and vehicle play; Vivid holds distribution
rights for UK & Eire, France, Germany, Iberia,
Benelux, and Nordics, in addition to global
manufacturing rights outside North America,
Japan & Korea.

Other shows for MIPCOM are Redakai, a
kids adventure series starring a 15-year-old

ANIMASIA STUDIOS

CARTOON NETWORK:

Octubre es el mes de una de las grandes series
de Cartoon Network, que estd de vuelta con
su nueva serie: Ben 10 Omniverse. Es la cuarta
temporada de la franquicia sobre Ben y su
lucha contralos villanos del universo. El estreno
alcanzard 178 paises y 27 idiomas.

Cartoon Network le da acceso total a su
audiencia a lo mejor del personaje con Hora
Ben 10y Ben 10 Acceso Total, con un maratén
que incluye los cinco primeros episodios de
Ben 10: Omniverse, el estreno del sexto capitulo

PRENSARIO INTERNATIONAL

Edmund Chan, managing director,
and Raye Lee, executive director of
Animasia Studios (Malaysia) brings to MIPCOM a complete
catalogue of productions, highlighting ABC Monsters (26x°22),
Supa Strikas (39x°22) in its third season and broadcast in over
80 territories, and Bola Kampung Xtreme (78x22).

student of ancient martial arts who have to
find a primordial alien energy force. Mister
Maker is a live action/animation series set in a
magical studio made of oversized artsand crafts
materials and The Ranch is the story of four
teenagers, who sharea passion for horseriding.
Lastly, Totally Spies in its sixth season.

Cecile Cau, VP of Sales, describes to
PrENSARIO the main trends: ‘Pan regional
networks are looking for comedy content,
preferably gender neutral (except when they
have a specifically targeted slot for boys and
girls), while local free TV broadcasters, strong
brands with a strong editorial line’

‘We work with all pan regional networks in
Latin America and are expanding our reach
to local free TV channels for the programs for
which we have Spanish and Brazilian versions),
shesays,and adds: ‘Beingable to watch achannel
onany platformis paramount forall our clients,
this includes of course the catch-up TV on the
channels’ tablets apps. Our shows Waybuloo,
Little Princess, Q-Piz and Totally Spies do have
such assets’.

For 2013, the company is working on

AB: KosusHi & A.R.T.

ABInternational Distribution (France) launchesat MIPCOM itsnew animated
series Kobushi (104x’7), which shows strange phenomenon occurringin a Japanese

MAS BeEn 10

y su mas reciente pelicula Ben 10: Destruccién
Alienigena.

El estreno de la nueva serie les brindard a los
chicos la oportunidad de ingresar al sitio online
del canal para “hackear” el almacén de datos de
Cartoon Network y acceder a contenidos que
otros nifios no pueden ver.Y como si esto fuera
poco, también se estrenara el juego online, El
regreso de Psyphon, cargado de mucha accién y
de elementos del nuevo show.

Ademas, Cartoon Network destaca La CQ,

< 20>
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Quick Quack, Duck!is project to be

release by the end of 2013

Quick Quack, Duck!, its new show that will

be deliverable at the end of next year and

which has been developed in partnership with

Nickelodeon worldwide —except in Latin

America—, where Zodiak Kids is working with
Discovery Kids.

restaurant, when sushis, makis, temakis, come to life. It was created by Jeremy Zag
& Inspidea co. A.R.T. - Art Rescue Team (52x’12) is about an investigative team
from a secret international organization fight against various gangsters linked to
the worldwide art market. It was produced by Normaal and France Télévisions.

Ben 10: Omniverse

la primera serie de live action cémica original
coproducida con Televisa Internacional,acerca
de un grupo de estudiantes adolescentes de una
secundaria muy particular.

BootH #22.01
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V &S: WORLDWIDE EXPANSION
oF EVERYTHING'S ROSIE

Stephen Corner, chairman, Vickie Corner, managing director, and Julie Quirke,

director of international sales

V&S Entertainment (UK) brings to Cannes
series 3 of Everything’s Rosie (78x11), a HD
CGI animation series aimed at 3 to 6 year
olds. Production is based at V&S headquarters
in Buckinghamshire, with pre and post-
production at Pinewood Studios. Series 4,
acquired by CBeebies, comes hot on the heels
ofa22’special entitled When You Wish Upon An
Oak, which has already been pre-sold to many
international broadcasters and will be available
for delivery early next year.

‘It has become one of the top girls preschool

properties in
the UK and is
fast expanding
its licensing
programme
on the global
stage. The

combination
of a colourful,
adventurous
protagonist,
universally strong brand values and a ‘world’
which is naturally toyetic has been ideal for
creating a unique and appealing range of
preschool products), explains to PRENSARIO
Vickie Corner, managing director of V&S
Entertainment.

The series was sold to 150 countries
worldwide,including Clan TV (Spain), France5
(France); RAI Yoyo and DeaKids (Italy); Canal
Panda (Portugal); Baraem TV, Middle East;
SRC and TVO (Canada) and VME (Hispanic
US), among others. The brand currently has 45

TECHNICOLOR: THREE NEW ANIMATED SERIES

Technicolor Digital Productions (France) brings to MIPJunior and
MIPCOM three new animated series to international buyers, beginning
with Atomic Puppet (52x’11), an action-adventure series targeting Boys
6-11 co-produced between Technicolor Entertainment Services France
SAS (TESF) and Mercury Filmworks (Canada).

Also, the comedy adventure preschool series Zig & The Zipzaps

EDEBE: Jonas, THE IMAGINARY ADVENTURES

Jonas, The Imaginary
Adventures (104x’5)
is the big product
Edebé Audiovisual
Licensing (Spain)
brings to Cannes.
It’s a coproduction
between Machango
Studio and Television
de Canarias, is a silent

series for children 4

Ivan Agenjo, sales director t© 9 that is receiving
great attention from

cartoonist, Berkeley Breathed’s children’s

(52x’11) about seven animal adventurers
who demonstrate their distinctive qualities;
Pete & Pickles (‘45) is a preschool special
based on Pulitzer Prize-winning author/

book, of the same name.

-

mipjunior
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Everything’s Rosie, sold in 150 countries,
in its third season

established licensees across the UK and Spain.

V&Sisrolling out Rosiebrand in France, Italy,
Portugal, South Africa and South America: ‘We
haveappointedlicensingagentsin these markets
to manage and implement Rosie licensing
programme with CPLG in France, Suma
Licensingin Spain, Starbright in Italyand Exim
Licensing in South America, remarks.

Company’s main objective at MIPCOM is
targeting broadcasters in South America and
Asia.“‘We would love to meet with potential new
international broadcast, to introduce themto the
wonderful world of Everything’s Rosie. It offers
the verybestin edutainmentand acombination
of aspirational storytelling, stimulating visual
content and subtle educational messaging,
which translates the world over, completes
Corner.

Pete & Pickles

BootH #R32.25

different broadcasters worldwide.

Jonas is an only child in a humble family.
He’s ugly, clumsy, shy and little bit grumpy.
However, what he lacks in material things,
he makes up for with this imagination. And
thanks to that we’ll live lots of adventures! So
it tells children to use their imagination, to be
creativeand to never stop tryingand exploring,
as everyday life can become an extraordinary
adventure,independently of the difficulties you
face. Taking into account the hard economic
situation we are suffering, that’s a positive
message to teach.

<21>

Jonas, for MIPCOM

‘As a branch of an educational publisher, we
alwaystrytolaunch to the market products that
incorporate moral values or promote learning
skills. Snails (39x°6) is another example of a
preschool series thought to make children
discover new things. That’s why our company
motto is ‘helping kids enjoy their childhood),
remarks Ivan Agenjo, sales director.
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MonDpo TV: NEwW BROADCAST
AND CO-PRODUCTION DEALS

Mondo TV (Italy)
has concluded a multi-
territory deal with
Turner Broadcasting
for the broadcast rights
to their new animated
TV series Gormiti in

over 130 countriesacross

82%%? aCnéi OMa“eO Europe, Middle Eastand

Africa (EMEA). The
show is co-produced by Mondo TV and Giochi

Preziosi, and screenplays are written the Man
of Action (USA).

Turner has secured licensing and
merchandising rights for the series in EMEA
(excluding Italy, San Marino, Vatican City and
France), while Mondo TV Consumer Products

acts as sub-agent in Russia, Eastern Europe, Ex-
Yugoslavia, Greece, Spain and Portugal.

Gormiti (52x’22) debuts on Boing Spain and
Italy in 2012 and will have full EMEA broadcast
in 2013, launching on Cartoon Network in all
remaining territories. Other titles available at
MIPCOM are VirusAttack (52x’13) and Playtime
Buddies (52x’13).

On the other hand, it has announced a co-
production and distribution agreement for a
new 2D animated TV seriesbased on the classical
Russian property Cat Leopold (13x’13) with
Russian Mobile Television. Mondo TV is the
executive producer of the cartoons and, further
to the contribution by RMT to the production
budget, it will share the revenues deriving from
theexploitation of the series worldwide deriving

BootH #27.13

BevyonD: STEam Punks

Beyond Distribution (Australia) launches at
MIPCOM its news animated series Steam Punks (40x°30),
anarrative science quizshow where two pairs of children
aged between 12 and 15 are transported into a bizarre

underground steam punk world.

PRIMETIME/GYROSCOPIK: ANIMATED VERSION OF CANTINFLAS

Eduardo Vazquez, international business, Mario Navarro,
technical director and Yoanpablo Perez

Primetime Management Group (Mexico)
has been recently launched with the purpose of
creating animated and interactive content for
kids, with a clear business strategy and seeking
for partners to develop international properties.
The company has begun in 2010 after a concrete
need from Gyroscopik Studios (2000) to direct
its production capabilities and not mix with the
commercial area.

‘We are working in one of the most ambitious
project in Latin America in the last years: the
animated series of one of the most well known
Mexican comedian Mario Moreno Cantinflas,

PRENSARIO INTERNATIONAL

Gormitiis the most prestigious boy property in 2012

from the exploitation on all media and the
distribution of licensing and merchandising.

With Mondo TV Consumer Products, the
Italian company has rights for audiovisual
distribution (TV and home video) and for
licensingand merchandising worldwide (except
for Russia and USA) for a period ending five
years after the first broadcast in Russia.

Orlando Corradi, president of Mondo TV,
explains: ‘Cat Leopold represents a symbol in
the tradition of comedy animation in Russia.
We will respect the spirit of the property and
in the meantime we will work with them to
give to the series the right mood to appeal the
younger generation’

BootH #RSV.46

SABAN BRANDS: JuLius JR.

Saban Brands (USA) introduces at MIPJunior/MIPCOM the brand new animated
preschool series Julius Jr. (26x°30 or 52x’11), produced with Brain Power Studio, and
named MarVista Entertainmentas the international TV distributor for the 2D animated
series. The series, about a monkey with a penchant for invention and a dream, will be

supported with a global consumer products campaign currently in development.

which first three seasons (26x’11) will be
premiered by the end of 2013, including a song
for each episode, a licensing guide and apps for
personal devices. An animated movie and the
globallicensingarealso considered in the project,
explains to PRENsaRrIO Yoanpablo Perez Anaya,
CEO/Producer at Gyroscopik.

Mario Moreno Ivanova —son of Cantinflas
and owner of the rights—, Cantinflas World,
Primetime and Gyroscopik will take Cantinflas
again to the international screens. ‘During
MIPCOM, Primetime is also looking for co-
producers for five animated projects, adds Perez
Anaya.

Theexecutivewillstartits promotionin Central
and South America, following with USA, Canada
and Spain. Tt will be distributed directly with
partners allaround the world to have a successful
series in a shorter time. Some territories will be
managed exclusively, depending on the partner.
For the ready-made version, we are looking for

<22>

companies that can give us an advantage in
commercialization and positioning.

In the “70s and “80s, the animated series
Cantinflas Show —a joint venture between
Cantinflas, Televisa and Hanna Barbera—, was
distributed in more than 100 countries. ‘We are
looking for investors and distributors, but also
master licensing companies for DVD, Blu-Ray,
VOD, mobile platforms, music, publishers, etc.
Cantinflas was a comic character with values,
always defending the weakest. Having celebrated
100yearsfromits
born, this kind
of characters
goes beyond
time, and it’s
a challenge
for us to start
this project’,
completes

i
Perez Anaya. The Adventures of Cantinflas
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