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Video Killed the Radio Star was the first music
video MTV played when it launched in 1981.

guess it is no coincidence that Ericsson published its TV and Media 2017 report one week
ahead of MIPCOM. The findings of this study
are not just a red alert for the whole industry but an actual cardiogram of linear TV’s pulse
which goes flat after 2020. The subject will be pronounced dead three years from now.
A year ago, in our MIPCOM 2016 edition I
wrote: A year ago, I asked the question “Who can
save linear TV?” I think I have the answer now –
nobody. Year after year, for the past three years
TVBIZZ Magazine has been sounding the alarm
and now Ericsson brings the diagnosis in real
numbers: “By 2020, only 1 in 10 consumers will be
stuck watching TV only on a traditional screen, a
50 percent decrease compared to 2010.”
And while Ericsson says that both scheduled
linear TV and on-demand services will benefit
from increased consumption, the momentum is
clearly going in the direction of VOD and mobile
services: “About 7 out of 10 consumers will prefer
on-demand and catch-up services over scheduled

linear TV viewing, and almost half of all viewing
will be on-demand.” And also, “half of all viewing will be done on a mobile screen, and half of
this will be done on the smartphone alone.” I can
hardly imagine that any of these users will be
watching linear TV on their phone.
But the real revolution will come with VR –
a technology which many analysts were quick
to pronounce dead this year. Ericsson claims:
“Today’s VOD viewing experience is set to become
more of a social activity than it is today – this
time in VR.” Social is the key word here as this
seems to be the last standing advantage of traditional linear TV over all other media – only TV
can bring people together in front of the screen.
“Already, two in five VR users are watching TV
and video together with other people on virtual
sofas around the world,” Ericsson says. A third
of consumers are projected to use VR in five years
and a third have said VR will help them watch TV
“as if I was inside the content.”
And here comes the fatal blow for the TV
screen: “potential VR users believe the technology will bring one more thing to the table: the
ability to watch 4K/UHD content without owning
a big physical screen.” In other words, the TV set
will no longer be a commodity in people’s homes.
Who in this industry can picture a home without a TV? An answer comes from my MIPCOM
2015 piece:
“The people who make TV today grew up watching it.
They can’t imagine life without it. But the people they are
trying to reach nowadays grow up with a smartphone and
tablet in their hands. They don’t need the TV. “
Nothing has changed in the past three years. It
won’t change after Ericsson’s report either.

www.tvbizz.net
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China's international TV sales grow by 38%

Skam gets German remake
After the recent format deal in the US, Skam is set for an adaptation in Germany. funk, the young online network of ARD and ZDF, will be producing a German
version of Skam (Shame), the hit show of Norway’s public broadcaster NRK. This
was announced as part of funk’s plans for next year. funk celebrated one year
since its launch in October with over 60 formats and 256 million views on YouTube and 90 million on Facebook.

Rhimes joins Netflix
In a huge blow to ABC and Disney,
Shonda Rhimes, creator of Grey’s Anatomy, Scandal, and How to Get Away With
Murder, signed an exclusive multi-year
deal with Netflix. The move was interpreted as “a major counterpunch”
to Disney’s plans to launch its own
streaming service and remove its shows
from Netflix.

Mayweather vs. McGregor
sets all-time PPV record
The showdown between boxing legend
Floyd Mayweather and MMA star Conor
McGregor turned into the highest grossing Pay-Per-View event in television history with revenues of over $700 million.
According to Irdeto, the number of illegal viewers was close to 3 million.

Dutch NPO to triple
investment in VOD service
NPO chief Shula Rijxman announced
during the fall season presentation that
the Dutch public broadcaster will triple
its budget for VOD service NPO Start.
It will produce a number of short-form
documentaries and experimental series. Another focus of the investments
will be put on original Dutch drama
with international allure.

Keshet reveals 24/7 schedule
Keshet is ready for the start of its 24/7 broadcasts on November 1 following the
split of Channel 2 and the move to Channel 12. The primetime will be mainly reserved for reality programming with MasterChef on Sundays and Mondays and Rising Star on Tuesdays. Keshet will launch the local version of Married at First Sight on
Wednesdays. Commandments, focusing on orthodox people, will air on Monday
nights. Saturdays will see the return of Sabri Maranan and Cash Cab.

According to the recently released China Film Industry Research Report, the international film and series sales generated revenues of 38.257 billion yuan which is 38.09%
more than in 2015. The price of some of the country’s biggest drama series increased
three times in one year. According to experts, quoted by Guangzhou Daily, the surge in
sales is mainly due to technical solutions which allow to translate the content quickly
and understand Chinese culture better.

Half of young Danes using their TV to
stream content
A new YouGov study for Samsung has revealed that 45% of
young Danes use their TV to stream content from services like
Netflix, Viaplay and HBO Nordic. The older viewers (50-74) prefer watching traditional TV with 92%. 44% of those aged 15-49
said they prefer to watch films on a big TV screen rather than
on a computer, tablet or phone. 71% said they are not willing
to live without a TV in the future.

Voronins enter Guinness Book of Records
CTC’s comedy series The Voronins – a Russian adaptation of Sony Pictures Television’s format Everybody Loves Raymond - has
entered the Guinness Book of Records as the longest living adaptation in the world. The record was set during the filming of
the 455th episode of the series which premiered in November
2009 and has 20 seasons so far. The first 210 episodes were based
on US scripts.

Iger says he will leave Disney in 2019
Disney CEO Bob Iger announced during Vanity Fair’s
New Establishment Summit that he is planning to
leave the company in mid-2019. He has been CEO of
Disney since 2005.

Italian government introduces
quotas despite protests
For the first time in the history on Italian TV, Rai, Mediaset, La7, Sky, Discovery, Fox, Disney, Viacom and
DeAgostini united their efforts against the plans to introduce conent quotas. Still, the “Franceschini decree”
was approved and will come into force from 2020. National channels will be obliged to air at least one (two
for Rai) Italian film or series production in primetime.

Ant and Dec named
UK TV's favorite duo
Ant and Dec have been named UK
TV’s favorite duo in a new poll
by Premier Inn. This Morning’s
Phil and Holly came in close second and ex-Bake Off’s Mel and Sue
took bronze position. Simon Pegg
and Nick Frost as well as Patrick
Stewart and Ian McKellen ranked
on the fourth and fifth position.

Harvey Weinstein fired from his own company
after sexual harassment row
Mediaset seeks 3 billion in damages from
Vivendi

New strategic program orientation for ZDF

Mediaset filed a new complaint against Vivendi in June seeking damages of 3 billion euros in connection with Vivendi’s
acquisition of Mediaset shares at the end of 2016. In early October, Vivendi’s offices in Paris were searched by the police as
part of an investigation into alleged market manipulation surrounding the group’s acquisition of a stake in Medaset.

ZDF presented its new strategic orientation to the independent
producers in September. The development of new series for ZDF
and ZDFneo will continue to be important. Documentaries and
reports are to be made in such a way that younger viewers will
also be able to enjoy them. ZDF wants to intensify the development of European co-productions in Germany.
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Film producer Harvey Weinstein was fired from The Weinstein Company, on October 8, following new information revealed regarding his conduct. He had previously voluntarily taken a leave of absence following sexual harassment allegations against the producer from film
star Ashley Judd and former employees at both The Weinstein Co and his former company,
Miramax, over the course of several decades.

If you are not a member of our global TV industry network, don’t be the last to know
what happens now. It’s time to join TVBIZZ. Visit www.tvbizz.net. You can also download
our free apps for iOS and Android and browse the headlines on your device.
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What to Buy at MIPCOM 2017?
■ Old People’s Home For 4 Year Olds /
Red Arrow

■ The Button /Avalon Distribution

The social experiment format premiered with excellent ratings on
Channel 4 in the UK this summer and
is certainly set to attract a lot of interest from buyers during the market.

The latest family gameshow commission of BBC One can arrive in any
home and place a talking button at the
heart of their front room where the
teams face spontaneous challenges
against the clock to win a cash prize.

■ Masters of Dance / Keshet

■ Scared Famous /Entertainment One

Keshet is taking on the dancing genre
for the first time with this hit show
from Israel. Masters of Dance was a hit
both on TV and on the web with over
3.7 million online views.

Over 2 weeks 10 of the biggest reality
stars move into an eerie estate as they
try to endure gruesome challenges and
terrifying scares that pay homage to
recent horror hits.

■ Love Connection /Warner

■ Guess The Star /ITV Studios

The revamped primetime version of
80’s format Love Connection had a solid first season on FOX and has been renewed for a second. The format is now
ready to conquer new markets.

Well known stars will be transformed
and perform as their favorite pop or
music star as the three celebrity teams
are challenged to Guess The Star behind
the iconic disguise.

■ Happy Hour / Talpa

■ Change Your Tune /TwoFour

Happy Hour is a brand new entertainment format from Talpa which
launched on SBS6 last Friday. In the
show, the 100-member audience will
be the judge as three people will try to
impress with their stories.

So many singing shows and so many
bad singers and now they are getting
their own show. The worst singers of
the country will be trained for (possibly) unbelievable transformations.

■ Hyori’s Homestay / JTBC

Each episode sees a range of talented performers take to the stage to
perform in front of The 100, an audience of singers with big voices and big
opinions. If any of The 100 like what
they hear, they stand up and join in.

Hyori’s Homestay became the mostwatched reality show in the history
of JTBC . The format sees a couple (Lee
Hyori and husband Lee Sang Soon)
running a B&B business and finding
out the life stories of their guests.

■ Celebrity Restaurant /

Monster, DRG

A daily cooking reality series in which
four celebrities run a restaurant together for 4 days. The show is currently aired on TV 2 in Norway.

■ Emogenius / Passion Distribution
The emoji gameshow finally takes
on the text messaging mania where
words play little role. Emogeniuses
wanted worldwide.
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■ All Together Now /Endemol Shine

■ Pregnant with a Stranger /
Red Arrow
This show is meant to continue what
Married at First Sight started. This time
single women who want to have a baby
leave to a team of experts to decide
who will be the father.

■ Domination /Keshet
One of the few interactive gameshows
making its debut this MIPCOM, Domination aims to engage the whole nation
in a major primetime event. Currently
airing on Keshet.

Continuing the tradition, TVBIZZ Magazine once again takes a look at some of the
most-interesting and hottest new formats and series making their debut at MIPCOM.

■ Woman of Dignity /JTBC

■ The Simple Heist /FLX

The most-watched drama on Korean net JTBC tells the story of an elegant woman who relished a luxurious
life until the men she depended upon
leave her behind.

Set to premiere on TV4 in Sweden,
this is a crime comedy about two
women who’ve had enough of their
normal middle-class life and decide to
rob a bank.

■ A Força do Querer / Globo

■ La Zona / Beta Film

The biggest primetime telenovela as
we speak. Penned by the legendary
Gloria Perez, the show is breaking record after record with the transformation of one of the characters from a
woman to a man.

■ My Son / Nippon TV
In this drama format, through a family that suffered a kidnapping, three
women learn what it takes to become
a mother amidst struggles and pain.

■ Milk / Anagram
A record-breaking hit for Viaplay in
Norway, Milk tells the story of how
completely different single moms
who accidentally swap their children
after birth and then move in to live together in one apartment.

■ Quadras / Endemol Shine
A dramedy circling around the wedding ceremony of a modern French
couple, seen from the perspective of
each of their guests.It ranked as the
best series premiere on M6 in France
since 2010.

■ Overshadowed /BBC Worldwide
Shot in an innovative new format,
Overshadowed tells Imogene’s story through a series of vlogs. All 8 episodes are told from Imo’s point of
view, giving a unique documentary-style insight in to teenage life.

Movistar has already ordered two seasons of this show in which a young
police inspector investigates a series of
crimes in the no-go zone of a city hit
by a powerplant meltdown.

■ The Disappearance / NBCUniversal
The Sullivan family reunites, driven by hope and a relentless determination to do whatever necessary to
uncover an old mystery. The same hidden truths that threaten to shatter
this family may also be the very key to
reuniting them.

■ Where is Thea? / Anti TV
The series made for TV 2 Sumo in Norway centers around Liv’s search for
her friend Thea after she disappears.
She documents her investigation in a
blog. Clips from her search will be uploaded on Sumo and will then form a
full weekly episode.

■ Run Coyote Run /FNGDC
Run Coyote Run tells of two childhood
friends, one Mexican and one American, who launch a business smuggling
people across the walled border into
the US.

■ GameFace / All3Media
This six-part comedy series follows
Marcella as she spiritedly crashes her
way through life, assisted by her dubious life-coach, best friends and ever-patient driving instructor.

■ Girl of Pleasure / Talpa

■ El Bronx /Caracol

The series tells the story of a Dutch
housewive who rediscovers her independence and starts a new life away
from the limitations of marriage by
becoming a high-class escort girl.

The crime series based on a true story
takes viewers into the most dangerous
neighborhood in Bogota, Colombia
where crime is a way of life.
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Keshet’s big year

eren, this year has been quite
successful for your company.
Could you summarize the
main highlights for KI in 2017?
Well, the year is not yet over, but it has
indeed been a busy year for us, both in
terms of our reach and our productions.
In our mission to connect our content
with key markets and local audiences,
we launched our global millennial-facing Keshet Digital Studios (KDS), which
bridges the gap between digital and linear programming with a mix of established and emerging talent, voices,
partners, IP and emerging technologies to find novel forms of expression;
Keshet Films, our global feature development and production division; Keshet MX, our subsidiary in Mexico City
created to cement our commitment to
the Latin American and US Hispanic
markets; and our expansion into kids’
programming.
We acquired Germany’s leading producer Tresor TV, in our continuing quest
to grow our European production footprint; expanded our presence in Asia
with a new sales (and potentially production) office in Mumbai; and made
out first foray into the mixed-reality VR
space with our sports title Racket:NX.
It has also been an exciting season
for Keshet Studios in the US with 3 pilot
pick-ups and two fall 2017 drama series
pickups: The Brave, co-produced with

and the new hit The Brave

The past year has been more than successful for Keshet International (KI) as the
company started reaping the rewards of its international investments and the newly
established studios in the UK, US and Asia produced their first major deals and hits.
Stanislav Kimchev talked with KI’s COO and President Distribution Keren Shahar
about Keshet’s big year and the plans for further growth amid the ongoing transformation of the television industry. Meawnhile Yako Molhov focused his interview with
Rachel Kaplan, EVP Scripted of Keshet US, on their new hit for NBC, The Brave.
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KEREN SHAHAR is one of the leading pioneers of the Israeli formats sales market,
exporting content of all genres to markets
worldwide. She joined Keshet in October
2006 and is in charge of the company’s
international sales, including business
affairs, and overall strategy of the company’s international activities. During her
tenure, Keshet has enjoyed international
success with formats like Traffic Light, The
Successor, Prisoners of War, Deal with It, Boom!,
False Flag and Rising Star.

Universal Television for NBC, and Wisdom of the Crowd, co-produced with CBS
Television Studios and Universal Television for CBS. We also saw pre-production begin with our co-producers HBO
and Israel’s Movie Plus on HBO’s upcoming series, Stray Weeds.
That’s one busy year! Which are Keshet’s top sellers in 2017 and what will
be your main titles at this MIPCOM?  
For starters, Masters of Dance. Our shiny
floor talent show, which was a summer
hit on Keshet Broadcasting with a season average share of 35%, also attracted
3.7 million views on our VOD web portal
MAKO, which is astonishing when you
consider there are only 5 million people with phones in the country. It sees
four renowned professional dance masters – established dancers, creators or
choreographers – who each take on the
challenge of forming a new company
of dancers to compete in a series of epic
head-to-head battles.
It is joined by Domination, a primetime gameshow also recently launched
on Keshet. The player in the studio tests
their general knowledge, picking their
battles against different groups from
the rest of the country – from taxi drivers to tinder users. Meanwhile, players
at home can test themselves against the
contestant and the groups – as some 10%
of viewers did in Israel using the show’s
app.
Celebrity Showmance from Keshet UK
is a high concept comedy entertainment show which shines a light on the
public antics of celebrity couples, social
media and fake news. In this innovative show, celebrities are challenged to
go to extreme lengths to imply they are
in a new relationship with one another,
all played out under the glare of social
media. Little do the public know, their
likes and shares make them the show’s
unwitting judges.
From true crime specialists Woodcut
Media and Nanny Jo Productions comes
the hard-hitting, taboo true crime series
fronted by renowned child behavioural
expert Jo Frost (Supernanny, Family Matters), Jo Frost on Killer Kids. It looks into the
unsettling circumstances that can lead a
child to kill.
Also from Keshet’s production network is the much anticipated second
season of family drama The A Word. The
Fifty Fathoms and Keshet UK drama
is set to launch this fall following an

incredible first season which out-performed its slot average on BBC One
week after week and enjoyed a successful transmission on SundanceTV
and resounding praise in the UK and
US media. From Belgium’s deMENSEN
comes the critically acclaimed dystopian social satire, Generation B. A wild
and thought-provoking look at a society
where the deprived younger generation,
carrying the weight of the new financial
crisis, stages a huge rebellion against
the country’s baby boomer leadership.
We are also offering The Brave which
recently premiered on NBC, increasing
its timeslot by 20% year on year, and the
arresting Keshet drama Commandments
which sees a group of soldiers defy the
strict conventions of their closed orthodox societies and join the army, torn
between an aggressive military system,
an equally strict religious world and the
forbidden temptations of secular life..
KI also brings its slate of successful kids programming from Ananey
Communications Group and Nutz Productions. Ananey has created some of
Israel’s biggest kids TV hits airing on
Nickelodeon, including the award-winning daily live-action teen drama The
Greenhouse (the first Israeli kids format
commissioned by NETFLIX), alongside
the fantastical suspense series Spell Keepers, and the kids’ comedy Bed & Biscuit,
both of which are in production for a
second season.
You have been actively investing in
increasing your international presence through acquisitions and partnerships. What will be Keshet’s strategy for international growth in 2018?
I would say organic growth (take the
Indian office, Keshet MX and KDS
for example) and partnerships rather
than acquisitions. Looking forward,
we are planning to continue to do that
and ramp up our co-development and
co-production partnerships, as well as
increasing the amount of third-party
content in our catalog, in addition to
stepping up our in-house content offerings through every regional subsidiary.
We’ve had great experiences by partnering with companies who share our values and passion for creating in Mexico,
Argentina, Chile and the US Hispanic
market and we are looking forward to
forming more strategic partnerships of
this kind, where we are bringing Israeli
talent and our knowledge in production
15 / TVBIZZ MAGAZINE / MIPCOM 2017
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achel, The Brave debuted on
NBC on Monday, September 25
with nearly 6 million viewers
in the 10 pm slot against heavy
competition. Are you happy with the
results and the first reviews?
Yes, because of the overall positive
response. It was fun to see the live reactions of those watching the show and
posting on Twitter. And thank you to The
Washington Post for putting The Brave on
its “10 new shows to watch” list. It was
very important to us and the show’s creator, Dean Georgaris, that we capture an
authentic experience of how these operatives might function while still trying to
entertain and engage a broadcast audience. It’s a tricky balance but the writers, directors and crew have worked tirelessly to make each mission feel unique.

The Brave

and distribution, and pairing it with
channels and producers who stand out
and make incredible contributions in
their markets.
Israel remains one of the big content exporters in the world but the
local market is going through serious changes. How will this affect your
business?
We see these changes and we’re addressing them head on. Keshet is a content
house - one of the foremost exporters of
content in the world - and it is getting
ready to move to a seven-day broadcasting schedule which will increase our IP
by offering more series and proven formats. The Israeli market is small and
limited but we have managed to stand
out by creating original, and even daring IP – both in Israel and territories
where we have established a presence –
and that has translated to the rest of the
world including through shows like False
Flag, Prisoners of War, Rising Star and BOOM.
You have content across all genres.
Is there a specific genre that you still
haven’t explored and want to venture
into?
We’re already very active in all genres,
16 / TVBIZZ MAGAZINE / MIPCOM 2017

but what we love to do is smash genres
together or create content outside of the
usual categories. Showmance is a good
example of a comedy entertainment/
high concept gameshow “hybrid”. We
love to blur those lines and create content that smashes together several
genres, or goes outside of normal categories completely. I am hoping to see this
also manifest in the premium doc category. Keshet works with such talented
story tellers be it fiction or true stories,
and we’d like to take these and create
docu one offs/series that will resonate on
a global scale.
Television is in a state of transformation. Are broadcasters also changing
their buying preferences?
Although the market is always changing, one thing stays true for broadcasters: everyone is looking for tentpole
entertainment series. Budgets are in
general on the decline, and buyers are
more “picky” in terms of acquiring formats, as well as finished tape for that
matter. But they can still spot a high
value proposition when presented to
them.
What is the future of television and

where do you see your company in a
couple of years?
Television is changing in many ways,
and will continue to evolve even more
(I think we are witnessing only the
beginning of this evolution) not least of
which is how it is consumed. We have
been pursuing a wide range of digital-focused initiatives across our business and, through the recently-launched
Keshet Digital Studios, we’ve been
developing best-in-class original programming for millennial/young adult
audiences. We are creating engaging,
boundary-pushing content alongside a
broad range of partners, both in the US
and internationally. Although we are
creating more digital-first content and
constantly innovating in the form of
new partnerships, new show types and
different distribution models, the core
of our business -- a focus on well-crafted
storytelling -- remains the same. And
this will never change and what I believe
will allow us to achieve success in this
evolution of our business. In a couple
of years, we see ourselves continuing to
iterate without losing that focus, and
expanding the significance of our reach
in both established territories and new
frontiers.

Tell us a little bit more about how
the idea for the series was born; is
it based on real events? What makes
your series stand out from other projects with similar premise?
Avi Nir, CEO of Keshet Media Group,
had wanted to do a military themed
show capitalizing on some amazing real
undercover stories. Dean Georgaris had
also wanted to do a military show about
intelligence gathering and deployment.
Coming at this story from these two perspectives is a unique driver for the show.

RACHEL KAPLAN is the Executive Vice
President of Scripted for Keshet Studios. Rachel manages the studio’s slate of
scripted projects and the company’s firstlook scripted programming deal with NBC
Entertainment, which includes a co-production pact with NBC’s sibling studio,
Universal Television.
Previously Rachel was a partner at TBD
Entertainment and also served as EVP
of Television at Brillstein Entertainment
Partners, Head of Scripted Television at
BermanBraun and VP of Drama Development at Warner Bros. Television, where she
developed and sold over 100 drama projects, 18 of which were picked up to series.

How did NBC decide to come on board
and commission the series, was it a
long process or did they jump right
away?
Keshet Studios has a first-look deal with
NBC. They commissioned the pilot script
from Dean as soon as he pitched it in the
room.
As you mentioned, The Brave comes
from Keshet Media Group head and
Homeland exec producer Avi Nir.
To what do you attribute the success of Israeli television content
internationally?
Although The Brave is an original idea,

Israeli content is very adaptable and Avi
led the way in bringing it to the rest of
the world. Israel is a lot like the US but
it’s just a very tiny democracy. It speaks a
totally crazy language, and is filled with
a lot of intellectuals and artists. Because
the television market there is small, they
don’t produce a lot, yet what they do
make and develop is very sophisticated
and universal.
Anne Heche, Mike Vogel, Sofia Pernas, Tate Ellington are some of the
cast of the series. How long did it take
you to assemble the cast and did you
have any difficulties in finding actors
for some of the roles?
We have a brilliant casting director, John
Levey, who guided us and we couldn’t be
more pleased with the outcome. When
we met Mike Vogel, he told us about his
best friend in the military who is part of
a team like the fictional one portrayed
on The Brave. He told us that if he wasn’t
an actor, he most likely would be in the
military just like his friend. We found
Anne brilliant because, in addition to
her being such a talented actress, she is
both incredibly strong and very capable
of cracking a joke at the right time. And
I consider it a real coup for us to have
so many actors who can communicate
beautifully in multiple languages on our
show: Sophia Pernas speaks five, and
Hadi Tabble and Natacha Karam also
speak many. It really takes a remarkable
cast like this to be able to accurately portray the kind of teams that can covertly
go into foreign countries to gather information and carry out their missions.
The series was originally titled For God
and Country. What made you change the
title of the project?
Every time we used that working title
and talked about the show, no one knew
what it was about. We tried a bunch of
others until NBC Entertainment President Jennifer Salke nailed it. She loved
The Brave and she was right. It’s not only
our title, it’s our theme.▪
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TV4 stays two steps ahead
Sweden’s largest TV group transforms
as viewers turn into users

Sweden is one of those countries where people quickly take on new trends and innovations. It is one of a few places in the world where the latest technologies and prod-

You need to dare
to make changes
and tweak the
formats you’ve
had for years
in order to stay
relevant

ucts are tested and launched first for the mass consumer. Being part of “the newest
and coolest” is a must for modern Swedes. Staying ahead in such market conditions is
a tough challenge for the local companies. Even more so for “traditional media”.
A few years ago, TV4 Group announced a new strategy and restructuring process,
aiming to keep the leading position of the Swedish broadcasting group amid dropping linear TV and quickly growing online TV usage. A shift which TV4 CEO Casten
Almqvist calls a transformation from viewer to user. In this exclusive interview, Mr.
Almqvist tells Georgi R. Chakarov how his company has been successfully adapting to
the new market conditions and is now set to post its best operational year ever.

asten, in April you announced a
major restructuring process in
order to “stay two steps ahead”
as viewers have been switching
quicker than expected from linear to
online TV. What were the main strategic points of this process?
Like no other media in Sweden, TV4
reaches 70% of the population every week
through traditional TV – it still stands
extremely strong. However, it’s inevitable that consumers are shifting from
linear to online TV. Linear TV consumption is slowly decreasing while online TV
grows very quickly. The new landscape
and the online competition is something
completely different from the traditional
TV market. We realized several years ago
that we needed to adapt to that change
and transform our business from a
viewer perspective to a user perspective.
The transformation from viewer to
user has been the main target for all
the organizational changes we’ve made
over the last couple of years. The key elements of that have been an increased
focus on domestic content and investment in technology. At the same time,
we’ve changed the culture and organization to work smarter and more efficient,
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and furthermore aligned our linear,
AVOD and SVOD businesses. We have
integrated all parts of the companies and
started working in a platform-agnostic
way, no more separate digital departments. The changes we made just before
the summer were part of this, and also
a way of increasing our transformation
speed and flexibility.

again, something we benefit from. However, we are aware that it is a temporary bounce-back and it is TV4 Play that
stands for our massive growth when it
comes to advertising. On top of that, we
are currently building a more balanced
portfolio of revenues from advertising
and consumers as we are also investing
heavily in our SVOD service C More.

From a financial point of view TV4
Group is quite stable as it posted
record revenues in the first half of
the year. Is TV4 now where you would
like it to be or are you planning more
changes?
Change is a constant condition if you
want to be successful in our industry. We
need to be one step ahead, or even two
steps ahead if we can, to build sustainable and strong businesses in a longterm perspective. From a financial point
of view TV4 stands strong. As long as
we are the Swedes’ number one choice,
we are also the best advertising partner. We’ve seen a strong trend where
advertisers who shifted quite heavily
into digital and social advertising could
not get the effect they wanted. They are
rapidly shifting back to traditional TV

TV4 remains the leading TV group in
Sweden and has even improved its ratings this year, while other commercial nets in the region have suffered
greatly. How do you manage to do
that?
We’ve invested heavily in two areas –
technology and domestic content. Technology is a hygiene factor, a license to
play; and the strong domestic content
is what differs us from both local and
global competitors. And that goes for
news, current affairs, camp-fire entertainment, scripted drama and sports.
This has resulted in high consumer satisfaction with users who appreciate what
we do and how we do it. They stick to our
channels and platforms which in turn
attracts the advertisers, who can’t get
the same reach and ROI anywhere else.
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That’s part of it. Like elsewhere, sports
rights in Sweden are very expensive and
it is also spread out amongst several players. In the end, this puts a lot of pressure
on consumers and their wallets. With
regard to this, we want to provide a more
affordable offer of high qualitaty sports
to a broader audience.
The other reason is that we see a clear
niche on the market for this kind of
FTA content. In our TV group, we have
the ability to build a sports channel for
Swedes which has been lacking, with
a mixture of live and non-live content
of the best quality. This demands both
strong rights and high editorial competence, which is something we have.

Farang

Saknad

Needless to say – this is not something
that comes for free, but something we
work hard for. The competition is getting
tougher and tougher with global players
coming into the Swedish market.
In these times of transformation for
the television business it seems like
broadcasters are quite afraid of taking
risks in their programming. Is that
also the case for TV4?
I don’t think so, but you need to balance
the potential risk of new content with
the safety of existing formats that continue to attract big audiences. You also
need to dare to make changes and tweak
the formats you’ve had for years in order
to stay relevant. And I would say we’ve
managed to do so, while also launching
new shows every year that has become
great success stories, from domestic
drama to entertainment.
As you mentioned, your TV4 Play service is quite popular among the young
viewers. How do you take viewers
from your TV channels to the Play service and vice versa?
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TV4 Play is an immense success. In May
2016, we decided to launch mandatory
login on our AVOD service. It was a scary
and brave decision for a company that for
more than 25 years had lived on making
the content as accessible as possible. But
we felt we needed to do that, as it allows
us to get to know our users better and
consequently we are able to personalize
the service and offer our advertisers tailored target groups. Today, we’ve passed
3.4 million registered users (in a country of 10 million), which makes TV4 Play
the largest Swedish online TV service and
one of the largest login services in total.
We want a similar position in the digital environment like the one we have
on the traditional TV market, therefore
we need to transform TV4 Play from a
catch-up service into a go-to destination.
To reach this goal we strive to make all
our content platform-agnostic with the
exception of some web exclusive formats.
We use our traditional windows to refer
to our Play service where the user can
access our content on their own terms.
Additionally, we push our SVOD service
C More for those users who want the best

Modus

from TV4 ad-free.
You recently decided to close some of
your linear TV channels. Why? Will
they eventually turn into online TV
channels?
The two niche channels – TV4 Komedi
and TV4 Fakta XL – have been successful and important components of our
multichannel strategy. But the viewer
demand for this type of channels and
content has changed, and it is better
met with streamed SVOD services today.
Closing the two channels means that we
can focus our investments on our broad
channels TV4, Sjuan, TV12 and TV4 Play.
Through that, we enhance their value for
viewers and users – as well as for advertisers and operators. Prioritizing also
means better ability to build C More,
both regarding to content and technical
development.
You are reversing this model with
sports as C More is launching a new
FTA sports channel this October. What
is the reason for that? Is sport already
too expensive for the viewers?

Drama is the other major magnet
keeping viewers in front of the screen.
You are launching your major productions first on C More and several
months later on linear TV. Does this
strategy deliver the expected results?
This is our new window strategy for
domestic drama which goes from pay
to FTA and then back into library. We
are still in an early stage as our first C
More original series Farang just started
in our FTA window, the second, Saknad,
premieres in October. What we can see
so far is that the premiere on TV4 gave
Farang a boost on C More – and that the
users who enter our SVOD service also
start to discover our other domestic content such as Gåsmamman and Saknad.
Let’s dig a bit deeper into this. Farang
was C More’s most successful original series this spring but the linear
TV ratings have not been that high.
Are SVOD revenues able to offset the
lower ratings and ad income?
We build our long term-strategy on two
revenue streams: advertising and consumer. It is the balance between AVOD
and SVOD revenues that is key to our
sustainable development and future success. Because of this, we invest in both.
Regarding Farang, this drama is not as
broad as the ones we usually air on TV4.
The characteristics are more known
in a pay-window. Both Saknad and the
upcoming second season of Modus (also C
More original) differ in that way. We are
constantly evaluating the balance in storytelling between AVOD and SVOD, it is
truly an exciting journey exploring this.
We need a balance in our content strategy regarding to these aspects as well.

C More keeps on posting losses. When
do you expect to see a turnaround in
the results?
C More operates on a market where the
conditions change every day, and that’s
why a specific date for turnaround needs
to be flexible. Our focus is on growth
through investments in content and
technology to build the service in a longterm perspective. With that being said,
the company needs to show profitability
and with the qualifications that C More
has, I’m sure it will. Our service has
been growing twice as much as the SVOD
market in general over the last couple of
years, and with the close collaboration
with TV4/TV4 Play we create services that
attract users more than ever.

It is the balance
between AVOD and
SVOD revenues that is
key to our sustainable
development and
future success.
TV 2 in Norway has made the development of TV 2 Sumo an absolute priority with more original productions. In
Denmark TV 2 Play does not boast a
major originals slate but continues to
improve its results. Where does TV4
stand with both C More and TV4 Play?
Aren’t the two services in conflict
with each other?
No, on the contrary, they are both key
elements of our future, and very dependent on each other. We have one clear
FTA/ad service in TV4 Play, where you get
all of TV4’s content for free in a personalized service. And with C More you have
a clear pay-TV offer, with the best premium content both in terms of domestic
content, sports and international series
and films. The C More offer also includes
all of TV4’s content without ads, and all
of the C More and TV4 linear channels
streamed online. Through this co-existence of TV4 and C More and the windowing strategy that we’ve mentioned
we manage to invest more, in stronger
content, which we can use for a longer
time and in a better way.

that services like FX+ are the ones that
could help networks like FX to survive
and compete effectively with Netflix,
Amazon, Facebook, Apple… Do you
agree with him?
Scandinavia is one of the most competitive markets in the world, with global
players having entered and transformed
the market. But we are also part of that
transformation. The domestic content is
what differs us from both our national
and global competitors, and I think we
have a very strong position with both our
FTA channels, AVOD and SVOD-services
to grow our market shares even more on
the Nordic market.
Is the “second screen” about to turn
into a first screen?
You use different screens to access our
content depending on where you are,
what time it is and what you are doing.
For example, a lot of our mobile consumption is airplayed or casted to the
big screen in the evenings. That consumption is similar to linear consumption, with more than one person watching as well. What is the first, second and
third screen for people might not be the
most important thing, as long as we and
are on all of those screens and manage
to stay relevant. And that’s our way forward. ▪

CASTEN ALMQVIST is CEO of TV4 Group
and Head of Business Area Bonnier Broadcasting. He joined Bonnier in 2008 to become
CEO of Bonnier Business Press and Dagens
industri. In 2011 he was appointed CEO of TV4
and in 2013 Head of business area Broadcasting including TV4, C More and the Finnish TV
group MTV. In 2016, he was rewarded Digital
Change Leader of the Year for his work with
the acceleration of Bonnier Broadcasting’s
digital transformation.
Prior to Bonnier, Casten Almqvist worked
as CEO of McCann-Erickson in Sweden and
CEO of TV3, TV6 and ZTV at MTG. He also
worked as a journalist and TV producer at

FX chief John Landgraf recently said

Strix and SVT.
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Deep State

Writer, Creator, Director, Showrunner Matthew Parkhill
on set with Actor Lyne Renee on the set of Deep State,
© FOX NETWORKS GROUP (UK) LIMITED All Rights Reserved

First taste of FOX’s spy thriller

FOX Networks Group (FNG) Europe and Africa is officially presenting its first scripted commission
for the region during this year’s MIPCOM in Cannes.
Deep State was created by Matthew Parkhill and Simon Maxwell and will air on FOX in over 50
European and African countries. The intense, character-driven espionage thriller stars acclaimed
British actor Mark Strong as Max Easton, an ex-spy who is brought back into the game to avenge
the death of his son, only to find himself at the heart of a covert intelligence war and a conspiracy
to profit from the spread of chaos throughout the Middle East.
Yako Molhov talks to creator and showrunner Matthew Parkhill and FNG Europe and Africa’s
VP of Scripted Sara Johnson about Deep State, the main inspiration behind the story of the new
series and how it became FNG’s first scripted commission for the region.
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Matthew Parkhill, creator, producer, director and showrunner
of “Deep State”

atthew, Deep State was initially announced as The
Nine, back in December last
year. You are the creator,
producer, showrunner and you will be
directing some of the episodes of the
series. Tell us a little bit more how
the project was born and what made
you change the working title?
Together with Simon Maxwell, who
I have a long working relationship
with, we started talking about this idea
about an ex-spy being put in an impossible position where he has to choose
between his new family and his old
family and that was the beginning of
the personal story of Mark Strong’s character, whether he can escape his past
and whether he can start again. Later,
I read an article about an engineering
construction firm that made almost 40
billion dollars from the Iraq War and I
started to think about how you guarantee those returns on an ongoing basis.
And from that I started thinking about
the idea of cash from chaos and spreading chaos across the world in the name
of profit, and the two ideas kind of came
together.
You got the personal story of Mark
Strong’s character and the political story
of the Deep State. That was the origin
to the idea, and then in terms of the
change of title: in the beginning it was
called The Nine because of nine intelligence officers, and as the show started
to develop, I moved away from that idea
and then FOX were interested in exploring a new title, because there were other
shows around with similar names.
When I came up with the idea of Deep
State, it was actually around the time of
the US Presidential Election and once I
thought about title, it allowed the show
to grow and to expand in terms of what
it’s about.
Once it was called Deep State, it sort
of opened up all these other ideas and
other things you could explore, so I
think the show has become more rich as
a result of the sort of times we are living
in.
What was your biggest inspiration for
the story?
I love stories, multi-character thrillers
that have a strong emotional element
and the elements of thrillers, like the
twists and the turns, and the chases,
and the explosions. At the center of it,
there’s a story with emotion and heart

and that’s what I love. And I think one
of the inspirations for me was a film
called Syriana which I loved and I found
as a fascinating example of something
that can be both intelligent and exciting
and engaging and could be about something, but could also be entertaining.
That was one of the films I had in my
head when I started to think about how
we would make me the show.
Tell us a little bit more about the
main character – Max Easton. Is he
like a modern James Bond or is he
more like Jonathan Pine from The
Night Manager?
I’m not sure he’s either of those, to be
honest. He has an action element, since
he’s an intelligence operative who can
handle himself. What I find fascinating about him is that he is so much a
broken character. Action heroes are fun
but where they truly become interesting
is the emotional part of them and for
me Mark’s character has something in
the past that has left him broken and
scarred and it’s the woundedness of him
that I find interesting.
I spoke to an ex-intelligence officer about this and one thing he said
that really stuck in my head was “The
people who do these things and lead
these lives, they don’t emerge unbroken, they don’t emerge unscathed”.
In that respect, Max is a more real and
grounded character than maybe James
Bond, there’s not really a psychological
toll to what James Bond does. There is a
lovely scene in the second Bourne movie,
when Bourne goes back to the daughter
of two people he killed in Russia and
tells her they didn’t kill themselves,
he wants her not to have the burden,
thinking that these parents killed
themselves. This scene shows that the
people who do this job, it takes a toll on
them and breaks them and that’s what I
found fascinating about Max and something Mark does incredibly well, this
sort of broken man.
How did Mark Strong come on board,
he must have been very busy with the
second Kingsman movie?
He has been shooting a whole bunch of
stuff. It was a simple process, we just
sent him a script, and he was someone
we were always interested in. A lot of
people have been off to him to shoot
television roles. We met with him and
we had chats about how I saw the show
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and how I wanted to do it. He is friends
with Thandie Newton who was in my
US show (Rogue), so he checked me out.

Karima McAdams as Leyla Toumi
© FOX NETWORKS GROUP (UK) LIMITED All Rights
Reserved

How much freedom do you give the
actors in your projects?
I give them a lot of freedom. Joe Dempsie came up to me after a scene and
said “it’s interesting working with
you because other directors say this is
exactly how it has to be and there’s no
flexibility.” I feel like I know the story
and the characters from the inside out, I
know what I’m trying to achieve, therefore I know if something is not working, so I say “You know what, forget
that, let’s throw that out, let’s try this”.
Sometimes you work with actors who
will bring things to it that you haven’t
thought about and you need to be open
to those moments.
There are similar themes in Rogue
– one of your previous TV projects –
and Deep State: about vengeance and
justice, namely parents seeking justice for the death of their children.
Are those the driving force in human
nature?
I’m not conscious of it. I love complex
thrillers with a strong emotional element to them. The one thing I would
say that my female characters are something I’m very proud of, both in Rogue
and in this show, we have very strong
female characters. And that’s something I make conscious effort in – to
make sure these characters don’t exist
as sex objects or male idolized objects,
that’s something this show definitely
shares with Rogue, the strong female
characters.
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Deep State will be aired in over 50 territories and the storyline takes place
in several countries. Did you take this
into special consideration when writing the series and what have been the
biggest challenges when shooting?
I didn’t take into account “oh, I want
to do a big international thriller”. I like
ambitious projects, things that can
challenge me. Part of the story is about
the Iranian nuclear deal, so it’s logical
for part of it to be placed in Iran. Beirut
was another part of the story, so when
we went to Morocco, to Casablanca, we
realized we can shoot both Iran and Beirut in Casablanca. But it’s the ambition
of the project more than the geographical location that I think and get excited
about.
In terms of challenges, I think the
biggest challenge is that it’s a very
ambitious show, it’s a location show,
which means we don’t shoot on sound
stages so that puts certain pressure on
productions, because you’re always
moving, but it also means when you see
the episodes it feels very epic because
you’re not spending 20 minutes of every
episode on the same set.
Casablanca was a challenge to shoot
in, it’s an interesting and quite a difficult city to shoot in, but what was amazing about it, was the spirit of the crew
there was incredible. I am feeling lucky
that I’ve lived through this experience;
we did some crazy things, like blowing
up cars and shooting in the middle of
the night in the mountains. The experience of working with those crews and
these people that were so dedicated,
generous and spirited, that’s something
I really take with me.

Joe Dempsie as Harry Clark

Sara Johnson,
VP Scripted, Fox Networks
Group Europe & Africa

ara, Deep State is the first
regional scripted commission
for Fox Networks Group Europe
and Africa. What were the qualities that you were looking for in your
first series?
It’s the same qualities as you would
want to find in anything: a great idea,
with a very strong and passionate vision
that lies behind it, which Matthew
and the Endor team - Hilary Bevan
Jones and Tom Nash, Robert Connolly
the director – all have. Everybody had
a very clear ambition and excitement
about Matthew’s vision. It really works
for the viewers that we know come to
watch shows on our Fox channels across
the region and it’s one of those series
that does a very magic thing – it’s local
enough to feel like it’s authentic, but
it’s global enough to be big and have
scale and have that Fox quality that we
know our viewers expect and without
doubt we want to find in anything that
we commission.
The project has drama, has action
– why did you decide that your first
project would be in this genre and
not comedy for example?
I joined in September last year, just
before we commissioned this drama.
Jeff Ford is the Head of the UK channels and has special responsibility for
regional content across the region and
this series was one of a couple proj-

© FOX NETWORKS GROUP (UK)
LIMITED All Rights Reserved

ects that we put into development.
As to why we didn’t choose comedy is
that, across the region, comedy is not
a priority in our commissioning at the
moment.
What we have in Deep State is an
action thriller with absolute heart
and really wonderful clear character
journies, and between the projects that
we had that were put into development,
this is the one that overwhelmingly
we all agreed that we wanted to see on
television, we wanted to see somebody
make for us. The team that came along
with it, the chemistry that happened
between Matthew Endor and everybody
at Fox…it just felt like the right thing.
Sometimes you have to go the voice that
tells you“here we go, this is the one to
do.”
The action takes place in the UK, the
US, the Middle East, France. Was this
part of your decision to commission
it since it will be aired in more than
50 territories?
The ambition for us going forward is to
make sure that the series we are going
to be making are not local or parochial in any way, but have that feeling
of a global international brand, and
complement the shows that we bring
down from our parent channels over
in America. Deep State is a show that
naturally, through the storyline and
the characters, takes place in more than

one country; it’s not done cynically, it
comes absolutely from the core of the
idea, because it’s a series about politics
and business and business profiting
from chaos in the world and these are
very relevant, very contemporary, very
interesting topics for us and for our
viewers, so they feed into our desire to
have everything feel international. We
commission it out of Europe and Africa,
but we want the world to see it, so that
is our ambition.
You will be presenting Deep State at
MIPCOM this October. Do you have
a launch date already set and which
channels will air the series?
It will be aired across the FOX channels
in Europe and Africa. We are looking
at a spring ’18 launch and we are very
excited to be introducing it at MIPCOM.
The whole channel is working incredibly hard, Matthew and the team are
busy in the edit suites delivering episodes to us and it’s very exciting to be
able to present it in Cannes.
Do you already have interest
expressed from other broadcasters?
At this point we are absolutely concentrated on the fact that this is our show
for FOX, it’s for our 50 channels across
the region. Our content sales team has
it on their slate and we’re very excited to
see what everybody else will do with it
and where it will go. ▪
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The Final Four
The non-linear talent show

In the days when our beloved linear television seems to be slowly fading away, Armoza Formats
have created The Final Four – a format which they define as “a non-linear talent show” that they
hope will reignite the TV screens. This pitch has been quite successful so far as the show was recently sold to Fox in the US and five other major markets. Now we dig deeper and try to find out
what makes this format stick out.
Yako Molhov focused on the international appeal of The Final Four in his conversation with CEO
Avi Armoza, while Georgi R. Chakarov discussed the creative process and logic behind the concept of the show with Head of Development Nehama Cohen.
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Avi Armoza,
CEO Armoza Formats

vi, congratulations on your latest
deal with US network Fox for The
Final Four. Will this show turn into
‘the next American Idol’?
We are definitely in the main stage of TV
content, and in the most crowded space as
well. We are proud of the fact that Fox has
taken a risk by picking The Final Four instead
of focusing on something they have seen
work time and time again. Nevertheless, we
are in the business of not knowing, but we
do know one thing for sure. In order to push
the industry forward and create new ways of
storytelling, you need to have the courage to
take risks.
What are the main elements of The Final
Four that you think will lead to its success
on the international market? What are
its advantages compared to other talent
shows?
The Final Four takes the most loved elements
of singing competitions and puts a unique
twist on it. For example, looking around you
can see that people love auditions. There are
always new people with new emotional stories that viewers can relate to. For existing
shows, this is a very small part of the format
and it always happens in the beginning. We
found a way to take the audition process and
make it the whole show. In The Final Four,
each episode will feature auditions.
Another element that will lead to the success
of The Final Four is the non-linear structure of
the format. The linear timeline has become

very predictable and shows are losing their
viewers become of it. The structure of The
Final Four allows for drama to happen every
15 minutes, keeping viewers on the edge of
their seats throughout the whole episode.
The Final Four was launched at MIPTV 2017
and has already been sold to several countries so far - the United States, Russia,
Italy, Spain, France and Norway. Which
will be the first country to launch the
show? What other territories are you negotiating with?
We believe that Russia and the US will be
among the first to launch the show. We
already have deals in 10 territories and following Fox’s announcement; we are negotiating
a few more.
You have sold so many formats to so many
countries around the world. Everyone in
this business says that the US market is
the one that really counts and drives sales
worldwide. Do you share this opinion and
what does your experience show? How
hard is it to sell a show to a US network
nowadays?
As a global company, we put an individual
emphasis on working with each of our clients. Every territory has their own needs.
Every territory has their own budget. So it is
very important that you have a saleable show.
That being said, for sure the budgets in
American productions are the biggest and
therefore, bring the best production value.
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Nehama Cohen
Head of Development
Armoza Formats

ehama, you are among the creators
of The Final Four. How was the idea for
the show born?
After working and creating together for
many years, the development team has this
incredible dynamic. On one of our intense creative retreats, we threw around a lot of ideas as
we focused on the needs of the market. We know
that primetime shows are always in demand and
that singing competitions are relatable for all
viewers. It is a space we have wanted to explore
and put our unique spin on for a while. We knew
it was risky but at Armoza Formats we like a
challenge. Once the idea sparked, it took off and
grew into what is now The Final Four. We knew
straight away that it was the one.
How long did it take you to develop the full
concept and elements of the show?
One of the strengths of Armoza Formats is that
we are a small and independent company with
a quick turnaround. The original process took
around two months. While we were fully developing the concept of the show, we worked on the
creation of the pilot. After the pilot, we continued to finalize the details, taking all of our learnings and putting them into the bible and the
concept of the show.
This show seems to go against the logic of
‘traditional’ talent shows. Why do you think
this makes it interesting for the viewers?
Though the show seems to go “against the logic
of traditional talent shows”, it actually maintains all of the most loved aspects of singing
competitions just with a unique twist. Not only
as creators but also as viewers of these shows, we
felt that the linear timeline has become very predictable and the big shows are losing their viewers because of this. For example, viewers expect
that the elimination will only happen at the end
of the episode. We don’t believe in presenting
more of the same and we believe that the audience will love this format as anything can happen at any time.
We see in the numbers how much audiences love auditions. Normally, this process is
very small, yet very emotional and draws people
deeper into the show. We found a way to make
sure that the auditions last all season, and will
let viewers follow the final four through the
emotional highs and lows. The fact that this
lasts means that you can always jump on board.
If you are sitting at home watching from your
couch and you feel like you deserve a chance to
be part of The Final Four, you still can. When the
auditions are all the start, you never get a chance
to get involved after or know who your competition is.
Another thing fans will like about the show
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is how direct it is. The fate of each person rests
in their own hands as they must decide what
to sing and who they would like to compete
against. Normally, it is the judges who pick
but this new take will place the power in the
hands of the competitors, making it much more
passionate.
Actually, does television still need big talent
shows?
Definitely. At the end of the day, people like to
sit with their family and friends and be entertained. People love the emotional connection
that these talent shows provide- both with the
contestants and each other. There is so much
variety on TV today but at the end of the day, you
continue to see these big talent shows. They have
become a pillar of what TV stands for.
Armoza has built its reputation selling thirdparty formats but now it is selling more and
more own concepts. How big is your team and
how does the magic of creating a new show
happen at Armoza?
Four years ago when I joined Armoza, Elwin
Vizetelly de Groot, Senior Creative Director, had
already been part of the team and luckily, we hit
it off creatively. Moshiko Cohen, Senior Creative
Director, joined a year later and now we work in
this incredible team. Recently, Avital Epstein,
Development Executive, has joined our team as
well, providing insight on new creative spaces
and fresh ideas about digital platforms.
The company as a whole is made up of very
creative people. Avi, as a boss, helps to foster
our creativity and always takes them to the next
level- whether during our creative retreats or by
making ideas even bigger.
  
What would you say are the most important
elements of a format which could turn it into
a huge hit?
There are three main elements I believe a show
needs to have to turn into a huge hit. The first is
that it must be based on truth. When developing a new show, we always think to ourselves,
“What is the truth in this?” When you figure this
out, you have also acknowledged what will make
it relatable to viewers and how it will remind
people of real life.
The second element a format must do is to
bring a unique point of view. There are so many
out there that many end up lost in a sea of other
formats. To become a big hit, you must be distinctive and creative in a way that will set you
apart. If you don’t have something different to
say, you probably won’t be heard.
The third element is to keep it simple. If you
can’t explain the show in a sentence, then you
have a problem. ▪

Autodate –
Love on four wheels
Blind date meets driver’s seat: While on a rendezvous in a car, two
candidates try to impress each other as their deepest, darkest secrets
are revealed. Ideal for access prime or late night, this brand-new show
is the newest addition to WDR mediagroup’s format and remake
catalogue, offering something for every budget, slot and target group.
www.wdr-mediagroup.com/en
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Gogol

The TV series that turned into a cinema blockbuster
The Russian fall cinema season opened with a real sensation this year – the
cinema version of the first two episodes of TV3’s horror series Gogol turned
into a major blockbuster generating sales of 430 million rubles a month after
its release. According to reports, one episode of the 8-episode series cost
around 25 million rubles. Two more films will be released next year before the
series finally makes its debut on TV in fall 2018.
Gogol is an absolute first for Russian television and cinema. Series have
been adapted for movie releases before but they have enjoyed such huge
success on the big screen in Russia. Could this be the start of a revolution for
Russian cinema/TV production?
TV3’s GM Valery Fedorovich and General Producer Evgeny Nikishov
talked to Alexandra Shutova about the decision to release the production in
cinemas first, while Sreda’s General Producer Alexander Tsekalo shared
some details on the creative process behind this visually-stunning (not only
for Russian standards) project.
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hat makes Gogol stick out
among the other series
premieres in Russia this
season?
Fedorovich: Gogol is the first series in the
world to have premiered in cinemas, and
we are happy with its success. The movie
Gogol. Origins has shown results similar
to such hits as The Dark Tower and even
surpassed such major foreign projects
as Alien: Covenant, The Emoji Movie, Resident Evil: The Final Chapter, John Wick: Chapter Two and The LEGO Batman Movie. Gogol
is a unique experience for both Russian
and international cinema: every film
consists of two parts, and there are two
more two-piece films to come out. No
one has ever done this before.
Nikishov: The production combines various genres: it is a mystical thriller with
an erotic hint, adventure, drama, detective, dark comedy and horror based on
novels and biography of the most enigmatic Russian author. Nikolai Gogol
seems to have been an actual daredevil,
and we wanted the film to convey the
essence of his works. This daring is
rather uncommon for Russian cinema,
and Gogol. Origins is breaking the rules.
It is also not very common to make mystery films in Russia, to say nothing of
Gothic style mystery often considered to
be strange to Russian cinema.
Why did you decide to show Gogol in
cinema theaters first? Is this just a
marketing campaign or a new business model? Will this series mark a
new start for the TV3?
Fedorovich: We are interested in trying something new and looking for a
fresh language to communicate with the
audience. We decided to go against the
flow in the current trend of digitalization, when everyone is shifting towards
smaller screens of smartphones and
adapt their product for these devices.
Given the high quality of our product and high level of visual effects, we
decided to hit the cinemas first: Gogol
looks most advantageously on the big
screen and has bigger chances to monetize than with broadcast on TV and Internet alone. Take a look at what’s been
happening in the cinema industry: the
era of single feature films is over, franchises get the highest box office.
How long did it take you to shoot and
prepare the show for broadcasting?
When did it start transforming into a

cinema project?
Nikishov: We have been working on the
project for around two years, and the
idea to release it in cinemas came up
during the filming. We developed the
content in the way that would make
it look good on the big screen. Needless to say, content needs to be different
depending on the format. People go to
the cinema for amusement, and movies
are a type of premium entertainment,
which requires additional expenditures,
and a more expensive and higher quality content. During the summer, we
showed the project to representatives of
cinema chains, and they confirmed their
interest to us. Therefore, we decided to
film an extension to the final and turn it
into a viewing amusement ride packed
with action and complex computer
graphics, neither of which were part of
the original screenplay.
How hard is it to make a series like
Gogol in Russia? Is it too expensive for
Russian channels?
Nikishov: It is very difficult and very
costly, but we were able to pay it off
with the cinema release of the first
installment.

Valery Fedorovich
General Manager TV3

Evgeny Nikishov
General Producer

Did you expect that the series will
turn into a blockbuster? Do you think
this will affect the ratings?
Fedorovich: The performance of the
project in the cinemas showed that our
gamble elicited response. I think, one of
the things that made it possible was the
unorthodox promo campaign. Having
created Gogol, we realized that this innovative product required a new approach
to marketing and promotion. We
decided to take full advantage of having
our own airtime and being part of the
largest media holding in Russia, and one
of the largest in Europe. This way, Gogol
had amortized most of the risks that
movie producers usually face, before its
premiere and received advertising support, which major distributors dream of.
Nikishov: We sent Gogol to the football
game between Spartak and Lokomotiv,
created a comic series on Instagram and
launched an entire web series, in which
Nikolay Vasilievich traveled into the
worlds of popular series, including The
Cop From Rublyovka and Chernobyl. The Exclusion Zone. We tried to show that Gogol is
still as funny, scary and relevant as two
centuries ago, and we’ve achieved that
goal.
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How are you planning to further
exploit the series and promote it
locally and abroad?
Fedorovich: Two new installments
will be released in cinemas next year
– Gogol. Viy and Gogol. Fearful Revenge.
They will receive powerful advertising
support. Russian-speaking audience
in Europe already has access to Gogol.
Origin. On top of that, we have started
negotiations regarding distribution of
a dubbed version.
You are also very active in the interaction with your viewers and giving
them the option to choose which
shows will get to make it on air in
To Be Or Not To Be. Are you satisfied
with the results?
Fedorovich: If we speak about practical results, we received support of
the viewers for the series Detki, the
screenplay of which is being written right now. However, we see To Be
Or Not To Be not only as a new format,
but a discussion platform that opens
new possibilities for everyone. We are
working on the second season of the
program, in which any author, regardless of the experience and status, gets
a real chance to realize the ideas on air
of the federal channel. In the end, we
will form a pool of prospective authors
and ideas for ourselves. To Be Or Not
To Be is a place of power, where professionals of the industry and active
viewers who root for it, can come and
talk face to face about the hottest
topics.
TV3 has been steadily increasing its
ratings year after year. To what do
you attribute this and what are your
plans to continue this trend?
Fedorovich: With the start of the new
season (February 2017), the channel
has been showing monthly results
that outperformed the corresponding numbers of the previous years.
This came as an effect of the goal to go
out of the box, which was set for 2017.
It means doing something that has
never been done on TV, expand the territory of presence of the channel, converge with viewers in new spheres – all
in complete accordance with the slogan of TV3 – Everything Except Ordinary. To Be Or Not To Be and its continuation and project Gogol – both are part
of our the new paradigm.
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ogol is arguably the most
impressive series to come out
of Russia this year. How did you
come up with the idea to turn
the stories of the famous author into a
horror/mystery thriller?
Gogol is the inventor of horror in Russian literature, same as Edgar Alan Poe in
the USA. The idea to come up with events
that turned him into this author seems
quite natural.
Along with its great storytelling
Gogol also boasts great visual effects
and stunts. How long did it take you
to shoot and prepare the show for
broadcasting?
The idea came up 3.5 years ago. A year and
a half later we produced the pilot: it took
us a year to write it and six more months
to negotiate with the channel. Seven episodes were filmed a year ago. Postproduction has been taking six months and will
continue for a couple more.
The cinematography of Gogol is quite
stunning. Which is you most favorite

scene/story from the series?
I like the scene from the first episode - an
autopsy of a young woman with participation of characters of Oleg Menshikov
and Alexander Petrov.
According to reports, the box office of
the first film has already covered the
expenses for Season 1. It’s a first for
Russia and arguably the rest of the
world. Could this start a new trend of
major TV productions launching on
the big screen first?
The box office has covered the expenses
by far. But we do not count it this way.
Cinemas take half of the revenue, there
are also advertising expenditures. Gazprom Media and TV3 spent a lot on promotion. In order to estimate how well
this model works, we have to wait for the
second installment to premiere in April,
the third one in September, and then the
series on TV3. It is the first time the series
is being released in the cinema. An entire
series and not just the premiere episode.
The success of this boldness is very inspiring. ▪

Alexander Tsekalo
General Producer of
Sreda and Gogol
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9 formats that
defined 2017
The hits, the trends, the highs, the lows, the triumphs
and disappointments. This is 2017 in nine formats.

The Wall
Undoubtedly, The Wall is the best
selling gameshow format of the
year. After its impessive performance in the US, this year the
show started conquering Europe
with premieres in France, Germany, Spain, Poland, Romania, Argentina and upcoming launches
in Russia, Hungary, Israel, Australia, Belgium and Italy. Ratings-wise, however, the show has
not been a major hit in Europe.
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First Dates
The days when formats turned into
instant hits and traveled the world
easily are over. Even the best shows
take time to reach new markets and
evolve into international hits. This
is well proved by First Dates which is
enjoying its best year ever launching
in markets like Poland, Brazil, Turkey, Belgium, Germany, France and
the US. It has also earned renewals
in Denmark, the Netherlands, New
Zealand, Ireland, Italy, the UK and
Canada.

The Story of My Life/
Hotel Romantiek
It is no secret that TV viewers all over the
world are getting older every year and that is
clearly reflected in the ratings and now also
in the programming policies of the channels
which started commissioning shows revolving around ‘the third age’. Both Hotel Romantiek and The Story of My Life have been among
the best traveling shows this year. The ratings though not so impressive.

HITS AND MISSES
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Guess My Age

Ninja Warrior
Unbeliveable but true. A format
that was created back in the 80’s is
among the hottest properties of the
year 2017. This year Ninja Warrior has
been breaking audience records in
markets like Australia, Germany,
the US, France and Spain. It started
this week in Hungary and next week
– in Austria.

Keep it simple. This is one of the most important rules for format creators around the
world. The guys who made Guess My Age did
just that and the show is now one of the biggest sellers of the year – most recently tripling the access average of TV8 in Italy. The
format continues to deliver for C8 in France
and is now a hit in Russia.

5 Gold Rings
When we think about ratings 5 Gold Rings
has not really been a ‘wow’ show but it is a
good show. The combined distribution and
production strength of Talpa and ITV have
made the format one of the best traveling
quiz shows of the year, with renewals in
the UK and Netherlands and upcoming premieres in Greece and Israel after a good debut in France.
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Lost in Time
Lost in Time was the first show
ever to try to conquer the television screens with ultra-modern
interactive and VR technology.
The attempt was unsuccessful
and showed that viewers are
probably not ready for this type
of entertainment. A big disappointment for the whole industry which is in desperate need of
a gamechanger.
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13 Reasons Why
It did not win an Emmy but 13 Reasons
Why smashed the VOD charts around
the globe this year. The series continued the trend started by the Norwegian
Skam as a teen focused drama challenging the social status quo. With the upcoming Skam remakes in the US and
Germany, this type of content looks
set to change the game in the scripted industry.
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Banijay Rights
The Home of Adventure Reality Formats
Temptation Island

The Crystal Maze

The ultimate test of faithfulness

A fantastic time-travelling game show adventure

Adapted in 17 countries

Channel 4 (UK) – 90% above slot average for 16-34 demo

Brand new seasons for Sweden, Finland, Romania, Italy

All episodes trended #1 or #2 on Twitter

Fort Boyard

The Bravest

A legendary and unrivalled primetime series

Testing courage to the absolute limits

Celebrating 27 years in production

A smash hit in Denmark and Sweden

More than 1,500 episodes made in 30 territories

Production hub available

71 Degrees North

Survivor

Good Luck Guys

Extreme reality race to the Arctic Circle

Pampered urbanites get back to basics

The original and best adventure reality game show

TV Norge (Norway) – 25 successful seasons

A sun-kissed daily stripped reality format

Produced in over 40 countries – 35 seasons in the US

Locally produced in 7 territories

W9 (France) – a big hit, 30% above slot average

More territories launching every year

MIPCOM Stand C20.A

banijayrights.com
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an, let’s start with the purpose for the creation of PANTAFLIX. What is the story?
There were two important reasons for founding PANTAFLIX last year.
First of all, we knew that the traditional
film business – the way it is internationally built – presents a major disadvantage for those who are significantly
responsible for its success or failure: the
film producers. The percentages that
producers receive bear no proportion to
the risks they must take. If things go
well, they walk away with roughly 10
percent of the profits. We aim to change
this system with our platform.
The second reason was that the vast
majority of films in the business are
subject to geographical boundaries
when it comes to distribution. Many
German films, for example, aren’t available in the USA, because no distributors can be found there to purchase
the rights. Nearly 90 percent of films
produced worldwide aren’t distributed
on the market outside the place they

Aiming to become one of the world’s leading VOD platforms

world the opportunity to take their works to a global audience. The content can be
easily uploaded on the online platform for free and start generating revenue from user
rentals. The income is split on a 75:25 ratio between the rights holder and PANTAFLIX.
A year after its launch, PANTAFLIX has been quite successful. The company reported revenues of 13.3 million euros for the first half of this year and improved its operational result from minus 2.3 million to 8.5 million in one year. But profit is not the main
goal. PANTAFLIX wants to become one of the world’s leading VOD platforms as CEO
Dan Maag tells Iliyan Stoychev.
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How exactly does the PANTAFLIX
model work?
Our streaming platform is based on the
principle “one world, one screen”: we
offer filmmakers and producers a platform that is available worldwide, where
they can upload their films and offer
them to consumers. There are no middlemen in our model – this means that
the filmmakers receive a much larger
percentage of the profits. Consumers,
on the other hand, can rent the films for
48 hours – they only pay for those films
they really want to see. Our portfolio
includes many different kinds of films,
ranging from blockbusters to independent productions.
PANTAFLIX is currently available in
English, German, French, Turkish
and Polish. Is the service available
worldwide and how big is the catalog?
We’re currently still extending the platform and plan to offer our film selection to the world very soon. The platform is already available in the EU, the
US, and many Asian countries. In May,
we started working and cooperating
with the Sun Seven Stars Media Group
of Bruno Wu, which gave us a broader
access to the Asian market. Our current
film selection comprises several tens of
thousands of films.

PANTAFLIX
PANTAFLIX was launched last year with the ambition to give producers around the

originate from. For many people living
abroad this is a problem. Quite often
they have no other choice but to watch
films from their home country on illegal
streaming websites on the internet. This
is another problem we wish to change
with our platform.

DAN MAAG, CEO of PANTAFLIX (previously PANTALEON Entertainment), has
been active in the film business since
1998. Maag became managing director of
PANTALEON Entertainment in 2012 and
transformed the company into a corporate group. His feature productions What
a Man, The Most Beautiful Day (Der Geilste
Tag) and others, are among the most
successful German films in recent years.
Maag is the producer of You Are Wanted – the first Amazon original series in
Germany, which was released in over 200
countries in 2017. Maag is also the founder
and CEO of subsidiary PANTAFLIX.com,
a global VOD platform, which gives producers the opportunity to distribute their
films directly to a global audience.

What kind of audience is PANTAFLIX
targeting? Are these film fans who
already use some other subscription
service?
Our main target audience consists of
people across the globe with no opportunity to see films from their home country. Thanks to our diverse portfolio, our
platform also appeals to a wide variety
of moviegoers and film fans who may
already have had some experiences with
other streaming platforms and who now
come to us, because they look for certain
content they can’t find anywhere else.
PANTAFLIX promises to make things
more human. In an industry that is
becoming ever more automated and
reliant on programmatic, artificial
intelligence and machine learning for

a customized faster viewing experience, can the curation by film-loving
experts bring competitive value?
Yes, definitely. The market is currently
dominated by American IT companies
which are unchallenged when it comes
to knowledge of technology. PANTAFLIX
on the other hand is a platform made
by film fans for film fans - something
that becomes clear when you look at our
unusual executive team which consists
of an actor, a digital media/VOD expert
and me, a film producer. It’s not about
creating some random platform and
working on algorithms on a daily basis.
We’re all in the film business, are passionate film experts and know our way
around the scene. We are conscious of
the problems in the industry and know
the needs and requirements of consumers very well. Additionally, we have an
editorial team that spends 24 hours a day
thinking about how we can bring our
immense catalogue closer to our customers. It’s about accompanying and helping them become treasure hunters on
their journey through the world of film.
Is it correct to say that PANTAFLIX
completely overjumps the traditional model of distributing and
licensing content? And if so, how will
PANTAFLIX be able to offer appealing content for a broad international
audience?
Yes, with PANTAFLIX we wanted to
strike a new path in the film industry. In
the traditional film business, filmmakers usually sell the film rights to rights
traders, who then sell them on to the
various national distributors. This leads
to a huge increase in costs and means
that consumers mostly have access to
films in their various national markets.
Many Chinese immigrants in the US
or Europe, for example, have no way of
watching Chinese films legally on any
platform. This problem could be solved
with a global streaming platform. In
order to make our selection as interesting as possible, we are extending our
portfolio rapidly and are offering a wide
variety of films from different genres.
Was there any reaction from the
established distribution companies
when you launched PANTAFLIX?
The reactions from the established
distributors have been very positive,
because the predominance of the larger
players continues to cause concern in
the industry. In today’s digital age, set53 / TVBIZZ MAGAZINE / MIPCOM 2017

ON DEMAND

We aim to become
one of the leading
VOD providers
on the market
worldwide.

ting up a digital ecosystem is something
that is very appealing to them. The established distributors enjoy working with us
intensively - which is why we will soon
be distributing their catalogs.
What does PANTAFLIX have that Netflix, Amazon and the other streaming
platforms are missing?
The business models of Netflix and
Amazon work very differently, which
is why we don’t see them as competitors. For example, Netflix buys its content, whereas we act as a self-distribution platform for the rights holders. On
Netflix and Amazon, users are subscribers to the platform and have access to
regionally limited content in their various countries. What makes PANTAFLIX
so revolutionary is the fact that filmmakers determine how their work is distributed themselves and that customers are
provided with a globally accessible film
offering, be it blockbusters, independent
films, film noir, or even short films.
Tell us more about the upcoming
Reviews & Comments function of the
service. Will peer curation and social
interaction become essential to the
PANTAFLIX experience?
We find it very important to listen to our
customers and always have an open ear
for their desires and needs. Many of our
customers are already using the social
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media channels we provide. We will
continue to adjust our services to their
needs and plan to extend this form of
communication.
Currently, PANTAFLIX has a film offering. Will TV content be included?
Yes, currently our platform only contains
films. However, we plan to offer series
very soon and have already begun acquiring content.
Is PANTAFLIX a disruptor on the market? What is the future of online
video, according to PANTAFLIX?
Digital technology has changed the
way audiences watch television worldwide. Aside from linear TV, people have
access to many VOD alternatives nowadays. I think the market is going to continue growing extensively in the next
years. Just recently, Disney and HBO
announced that they will be starting
their own platforms. I don’t think that
linear TV will be completely replaced.
However, the traditional film business
is subject to certain narrow and regional
boundaries. We plan to break up these
very analog structures. Our goal is to create a channel for the 90 percent of films
that never make it across the borders
to other markets. Digitalization offers
many possibilities regarding this. We
aim to become one of the leading VOD
providers on the market worldwide. ▪
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Alon Aranya:
Spotting the hits
behind the stories
Alon Aranya is not just a successful producer and writer of American
series. He is also the one who did
what many thought impossible at
the time – sell Hostages as a “paper
format” and turning it into one of
the most-acclaimed US television
productions. Recently, he did it all
over again by selling Your Honor
well ahead of its premiere in Israel
to CBS Television Studios. The US
remake is now in production with
Peter Moffat writing the script and
Robert and Michelle King producing, while the Israeli original has
already been renewed for a second
season by Yes.
Alon and his company have also
ALON ARANYA launched
Scripted World in 2011. The
company has set more than 30
scripted shows at studios and
networks in the US, most of
them based on foreign scripted
formats and developments.
Alon has produced six broadcast pilots and three of them
were ordered to series: Red Widow, Betrayal and Hostages. Prior
to launching Scripted World
Alon got his BFA at Tel Aviv
University in Film and Television and later became a faculty
member at NYU Tisch School of
the Arts where he got his MFA
in Dramatic Writing.
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been responsible for importing
and adapting a number of scripted
formats into the US market. In this
interview with Georgi R. Chakarov,
he reveals some of the secrets behind his success.

lon, Scripted World has been
very successful in importing
scripted formats into the US
market. What makes foreign
ideas interesting to the US networks?
Scripted World has been very successful with adapting scripted formats from
around the world for the US market.
This has to do with identifying shows
and stories that we think resonate with
American viewers. I have been doing
this for 5-6 years now and I have set up
close to 40 shows with networks and studios – most of them based on scripted
formats or an original adaptation from
overseas.
Every year, each of the Big 5 American networks (ABC, CBS, NBC, FOX,
CW) are developing somewhere around
a hundred pilots of comedy and drama
combined. So, we are talking about 500
developments a year. That’s a big pipeline to fill up and what we’ve seen happen in the last 10 years or more is that
studios and networks have been a little
more reluctant to take on original ideas
because it’s much more time consuming
and generally harder to get them fully
developed in a short period of time. In
network television particularly there is
a great need for source material because
the development phase is very short –
about three months to develop a pilot
script and the world of the show - that’s
a hard task to pull off in such a short
time. Source material such as formats
helps everyone involved in the creative
process, especially the writer start their
work with some kind of a story blueprint
as opposed to a blank page.

How do you identify the formats that
could appeal to the networks? Do
you look for certain criteria when
selecting a format for potential
development?
It definitely helps to have a strong background in writing and story development. Before I started writing and producing TV, I worked in the 90’s in the
film business as a development executive, and then started writing. In
essence I’ve always worked around story.
So, when I started looking at international scripted formats I was looking at
stories and I was looking at what I could
do with those plot lines in a US adaptation. That helped me look at shows
not only for what they currently are,
but also for what they could be in a US
remake. I believe the reason I’ve set up
so many shows is that unlike other players in this arena I offer our US buyers an
actual pitch on a possible US adaptation
and not just hope they will figure it out
after watching a few episodes.
You are also one of the people behind
the huge success of Hostages; just one
of the several Israeli hit formats in
the US. To what do you attribute the
success of Israeli shows in particular
in America?
Hostages is a perfect example of how my
writing background helped bring this
project to life. Hostages was sold based
on my pilot spec script adapted from the
original Israeli script before it was shot
in Israel. There was no format to look at,
but we had my script and my pitch and
that’s how Hostages started its journey
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I think all good shows have great ideas,
but I think the shows I mentioned not
only have a great idea; they have a great
execution. TV is not about ideas, it’s
about execution. One of the oldest lines
in Hollywood about ideas goes like this:
“Ideas? Everybody has one.” Ideas are
generally not worth much since you can’t
protect the rights of any particular idea,
you can only protect the execution of an
idea. What made Mad Men an amazing
show is not the idea but rather the brilliant execution.
Beyond a great execution, it seems
most shows today need to attach more
elements to actually get a series order.
Those elements like in the film business
can be a director or lead actor. Television
traditionally was only about the writing.
These days Television looks more and
more like 6-10 hour movies and as such
they require a bigger package.

Hostages

I look at shows
not only for what
they currently are,
but also for what
they could be in a
US remake

to a series order at CBS. Without a strong
story background this would’ve never
happened.
I think there is great talent in Israel
with lots of motivation to create shows
that will go beyond its borders because
Israel is a small market. Much like the
thinking in the hi-tech world. Besides
Hostages, Israel is the country that
brought Hatufim/Prisoners of War, In Treatment, Fauda and now we have Your Honor.
Those are all interesting, bold, fresh
shows coming out of this small country.
The other reason Israeli content enjoys
strong exports is the amount of players that are working on exporting Israeli
IP. The more people you have active in
exporting content, the more transactions
you will eventually record.
Indeed, the number of players coming from all over the world and trying
to import content into the US is constantly growing. However, what else
than a great idea is needed to get a
commission?
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I agree that the packaging is important, but at the same time you have
also sold several “paper formats”. Are
they harder to pitch compared to the
ones that have been already produced?
Yes, and I still do that. Your Honor was
sold when it was on paper and Hostages
was the first “paper format” sale in the
US. Back then, people promised me that
I would never be able to sell a show from
Israel on paper. I sold it faster that I sold
most of our produced formats. As a writer-producer, to me there is no difference if the show is on paper, or if it has
already been produced. It doesn’t matter
because I’m pitching the same story. In
the case of Your Honor, my pitch brought
to the table Robert and Michelle King of
Kingsize Productions and Peter Moffat. I
didn’t need a format for that. So, it’s all
about the strength of the story, the ability to identify it and put together a strong
pitch for it.
Is it easier to make an original series
or adapt a format then?
The challenge with writing an original
is that you need to come up with everything from scratch. With a format you
have some kind of blueprint, even if you
only use the basic premise, it’s still valuable. I’m currently developing my next
show in Europe. I’m writing an original
piece and it’s definitely a longer process
but clearly very gratifying. While it’s
faster to develop a series based on a format, it doesn’t make that development
more likely to get a series production.

Your Honor

What are some of the projects that
you are currently working on?
Besides Your Honor, which I’m producing with Michelle and Robert King and
Peter Moffat writing, I’m also working on an adaptation of a Dutch format
entitled Holland’s Hope that I sold when
it was still in development in Holland.
The adaptation is called Kilroy County and
it will be produced by Alexander Payne
and Jim Taylor (Sideways, About Schmidt and
The Descendants), together with director
Miguel Arteta and writer Roberto Benabib. We have several more adaptations
of European formats in the works, both
for network and cable.
What would you say are the current trends on the scripted market
and how has the production boom
changed the business?
The business has changed in the past
two years in ways it has not changed
in the decade before that. We have far
more buyers now and there are between
450 and 500 scripted shows being made
in the US every year so naturally people
think of it as a boom. However, selling
shows and getting them produced has
never been more challenging due to the
stiff competition among the buyers. It
used to be much more segregated with
premium and basic cable, and now it
seems like everyone is looking for that
unique, noisy show and everybody is trying to outdo each other. Said in other

words everyone wants to be HBO, or
Netflix or a version of that. Also, with
plenty of talent moving over from a challenging film industry to Television, we
can see a cultural shift as far as how TV
shows are being set up. Traditionally,
shows were always set up with writers
pitching the shows to the networks on
their own or with a producer. I’ve sold
plenty of shows as a producer without
a writer attached. But in this competitive marketplace, it’s harder to set up a
show without attaching additional elements such as a director or actor. This
has always been the common practice in
the film business but a newer phenomenon in TV.
But in terms of the money that is
being spent on scripted content, do
you think that this is a sustainable
business model in the long term?
For example, when we look at the
multi-billion loans Netflix is taking
just to make series one wonders will
they ever be able to pay that money
back.
Generally it will be hard to sustain this
level of output and have enough eyeballs
to justify it. We are already seeing some
players exiting the scripted arena, players like A+E, Pivot and Seeso in the US as
well as other digital platforms in other
countries that couldn’t sustain a scripted
business. So on the one hand, I would
expect additional outlets to merge or

TV is not about
ideas, it’s about
execution.
shut down in the next 2-3 years, and on
the other hand have players like Netflix
who are doubling down on content and
talent as a means to disrupting the traditional TV business model and emerging as an indispensable content player
around the world. Only recently they
lured Shonda Rhimes away from ABC
and they are expected to continue their
aggressive creative expansion. Netflix
wants to be everything content, a onestop shop if you may. Their ability to sustain this business model also depends on
how many players will be forced to exit
the scripted business.
Actually Netflix themselves despite
their constant need for fresh titles are
staying away from the format business. How do you explain this?
Netflix is currently in production on
adaptations of a Russian format as well
as an Israeli format, so they are not 100%
out of the format business. Ultimately,
they are trying to create a unique IP
library and not worry about other versions of the same show on the other platforms. The more exclusive, unique and
original the IP is, the more subscriptions
they will enjoy around the world.▪
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Despacito

American Idol

TRL

The new boom
of singing shows
he world is full of talent and the world is hungry for even
more. Or at least this is the impression you get when you
turn on the TV wherever you are. Well, maybe with the
exception of North Korea… but even they have the Arirang
Festival.
Singing is probably the most universal talent of all and it’s not
a surprise shows that are looking for the next vocal prodigy are
nowhere near losing their appeal, quite the contrary. The genre
is going strong around the world and one of the most important TV markets – the United States – is getting its healthy dose of
singing this and next year as well.
After American Idol hit it big in 2002, it seemed like every TV
network wanted its share of the big music game with different formats. But even when FOX thought US viewers have had
enough of the show in 2016 and dropped it after a 15-season
run, ABC was quick to take rights (allegedly outbidding FOX) and
revive Idol for a 2017-2018 run. In the meantime, NBC renewed another singing mainstay – The Voice - for a fourteenth series, with
the thirteenth season currently on air.
American Idol is by far the most-successful singing format
in terms of longevity, viewership, success of the talent it has
discovered (think Kelly Clarkson, Carrie Underwood, Chris
Daughtry, Jennifer Hudson, Adam Lambert) and made way for
numerous other similar shows throughout the years but most of
them proved flops in the US. The X Factor, The Winner Is, Duets, Fame,
The Sing-Off, Can You Duet, Rock Star, Nashville Star, Rising Star, P Diddy’s Starmaker, Sing Your Face Off – those are names which should remind to network executives in the States that while singing can
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deliver stellar ratings, it’s not a direct recipe to success.
Now, in its bid not to drop out of the battle of the “singing formats” FOX opted for new Israeli format The Final Four which will
be aired as The Four in the States. FOX’s reality TV chief Rob Wade
teased the new competition as “Game of Thrones with better singing and less nudity,” during FOX’s Television Critics Association
summer press tour. An announcement which clearly shows the
network’s determination to find its next music hit.
But will CBS join the talent show mania? This is the question
that remains unanswered at the start of the new season. In August The Hollywood Reporter wrote that the network was developing a singing competition series with manager and producer
Scooter Braun (of Justin Bieber fame), based on information from
own sources. The potential series is in the early stages; it’s unclear if the project is based on an original idea or an existing format, though sources say the latter is more likely. Moreover, CBS
chief Leslie Moonves commented that his network was offered
to reboot Idol and although they “looked at it very seriously”, “the
economics just didn’t make sense for us”. Moonves explained to
reporters that CBS declined the show because of the high cost,
not having ownership of the series and the amount of real estate
that the singing competition would take up on the CBS schedule.
That doesn’t necessarily mean the network has dropped out of
the singing battle, though.
One thing is certain – music shows are back with a bang! But
are US networks just playing it safe with established singing
competition formats or is there something more going on? Let’s
take a look at the bigger picture.

Deluxe Update

Beat Shazam

According to reports from Nielsen Music and BuzzAngle Music, overall music consumption in the first half of 2017 increased
between 8 and 10% compared to the same period in 2016. At the
same time, digital and physical sales continue to drop (except
for vinyl – up 20.4%), audio and video streaming is just unstoppable. The industry scored a new record between March 2 and 9 this
year with 7.5 billion weekly on-demand audio streams. The enormousness of this figure: it’s like every single person on the planet streaming at least one song during that week.
This year FOX launched a show in which music fans face one
of the big streaming apps - Shazam. Hosted by Jamie Foxx, Beat
Shazam, turned into an instant hit and the network renewed the
series for a second season less than two months after its launch.
The show averaged an audience of 4.4 million viewers across all
platforms and became the most social new US TV series of the
summer with 23 million total engagements across social channels.
Since we mentioned social we also have to remember that music videos generate the biggest traffic online. According to Nielsen, in the first half of 2017 music video represented 56.6% of the
total music streams - an increase of whopping 109.2% compared
to last year. Yes, music videos are still killing it big time!
And what does MTV, the grandmother of music videos, think
about this? It seems the good old Music Television is slowly going
back to its roots. It relaunched the iconic TRL on October 2. The
original show ran between 1998 and 2008 featuring a countdown,
music video premieres, artists performances and ... viewers’ requests. The new format is designed as an interactive talkshow,

but MTV promises there will be some place for music videos.
The music network also announced that its signature TV channel will return to the FTA market in Germany in Austria after 7
years spent on cable. The step comes after the channel launched
a free live stream on its website in March 2017 which proved quite
successful. Viewers will have to wait until January 2018 to see
whether there will be still more Shores than music videos on air.
MTV probably got some inspiration from German competitor,
Deluxe Music. The FTA channel which has been airing only music videos since 2005 – scored a historical audience share in June
2017. The channel had 0.7% share in the commercial demo (+148%
vs. previous month), outperforming Eurosport. In July, Deluxe
Music averaged 0.8% share and according to the channel’s marketer Sky Media, in the core demo men 30-39 the average share in
July was even 3.4%.
Talking about niche audiences, MTV’s 2017 Video Music Awards
telecast on August 27 beat out HBO’s Game of Thrones season 7 finale in the key teen demographic. Winter might be coming, but
music is definitely here to stay. To play. Or at least to stream.
Oh, and did you think we forgot? 2017 also gave us the
song Despacito by Luis Fonsi and Daddy Yankee, which end of
summer became the most streamed song of all time. It is possible that by the end of 2017 Despacito will score 7 billion streams –
it’s like every single person on the planet streaming the song at
least once.
Yes, the world is still hungry for its next music heroes! And
most of them will come out from the numerous talent shows airing/streaming on a screen near you. ▪
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RTL4 makes brain
gameshow

Slow start for Celebrity
Restaurant

Mediaset seeks 3 billion in
damages from Vivendi

Among the novelties for
RTL4 this fall will be the new
gameshow Een Goed Stel Hersens
(A Good Set of Brains) in which
Carlo Boszhard and Nicolette
Kluijver will be testing celebrity couples in orientation,
multitasking, focus, etc. It
premiered on September 14,
airing on Thursdays at 21.30.
Blue Circle is producing.

TV 2 Norway’s new culinary
reality Kjendisrestauranten (Celebrity Restaurant) got off to a slow
start on Monday, September
4 with only 135.000 viewers.
The show sees 12 celebrities
competing to prove who can
best run a restaurant. It airs
Mon-Thu at 19.30. Later that
night the start of Farmer Wants
a Wife got 376.000 viewers and
32.1% share.

Mediaset filed a new complaint against Vivendi in June
seeking damages of 3 billion
euros in total in connection
with Vivendi’s acquisition of
Mediaset shares at the end
of 2016, Vivendi said in its
first-half financial statement.
EU Antitrust Commissioner
Margrethe Vestager said on
Saturday the regulator was
closely monitoring Vivendi’s
shareholding in Telecom Italia
and Mediaset.

APPOINTMENTS

DISTRIBUTION

Woestijnvis loses creative
director

Keshet gives international
title to its new summer
dance hit

Reuters: Facebook inflates
ad reach, claims Pivotal
Research analyst

Keshet International will be
selling the new dance format
under the title Masters of Dance.
Keshet’s hit show which airs
under the local title Just Want
to Dance has been dominating
the summer charts in Israel,
regularly beating the other big
reality proposal - Survivor.

ITV will allow advertisers
to target TV ads on a household-by-household basis
within 12 months in the hope
of wooing smaller businesses
that would otherwise spend
their budgets with Facebook
and Google. Discussions on
how this will be delivered
are still ongoing and as such
the broadcaster is coy on the
detail. However, the deputy
managing director for its commercial division Simon Dalglish claimed that, regardless
how these meetings pan out,
ITV would “offer accountable
data, which would be third
party verified and delivered
across all our assets”.

Sam De Graeve is leaving
Woestijnvis, De Morgen reports. The creative chief spent
the last 17 years at the company and is best known for the
format The Smartest Person.
His future plans are unknown.

Sex Tape taken in the US
Belgium builds own Wall
Niels Destadsbader will be
hosting the local version of
The Wall for VTM, Het Laatste
Nieuws reports. According
to the newspaper, the grand
prize in the show will be 1
million euros. Shooting for the
Flemish adaptation has now
started in France.

All Against 1 draws the
crowds again in Denmark
Banijay’s All Against 1, the interactive, studio-based entertainment show which pits one
contestant against the entire
nation, hit a ratings high on
Denmark’s DR1 on Friday, September 1 following the launch
of its second season, scoring a
39.5% share and outperforming the primetime slot by 39%.
It is produced by Banijay’s
Nordisk Film TV Denmark and
Banijay Finland in Finland.

Keshet UK's Celebrity
Showmance commissioned
by ITV2

Television means business
66 / TVBIZZ MAGAZINE / MIPCOM 2017

ITV2 has commissioned Keshet UK’s new high-concept
comedy entertainment show,
Celebrity Showmance (6 x 60’).
Narrated by UK comedian,
actor and rapper Doc Brown,
Celebrity Showmance sees six
single celebrities paired into
three very unlikely ‘couples’
who go to hilarious lengths
to convince the public that
they’re in a real, romantic
relationship.

Dragons' Den leads in the
commercial demo

Dragons’ Den returned with a
new season on Vox on September 5. The show led the night
in the commercial demo with
1.51 million viewers aged 14-49
and a market share of 16.8%.
In total, the show got 2.56 million viewers and 9.6% share.

DR's DG is the highest
paid pubcaster chief in the
Nordics
Maria Rorbye Ronn, DR
Denmark’s DG, is the highest
paid public broadcasting chief
in the Nordics, Ekstra Bladet
reports. Her annual salary is
3.68 million DKK for overseeing a 3.380 workforce. Lauri
Kivinen, leader of Finland’s
Yle is second in the chart with
2.63 million DKK and 3.200
employees. The DG of Norway’s NRK, Thor Gjermund
Eriksen, gets 2.58 million
DKK but runs a company with
3.500 employees. In Sweden,
SVT’s staff is 2.100 people but
CEO Hanna Stjarne gets only
1.9 million DKK.

SVT to save 50 million for
development
SVT is planning to reduce costs
at its different divisions by up
to 50 million SEK which will
be invested in development
and new services. The decision
was made by the board and
CEO Hanna Stjarne. The plan
must be realized in the next
two years.

Nordisk Film names media
operations chief
Nordisk Film has appointed
Theis Hector as CEO of its media operations in the Nordics.
He joins from Dansk Reklame
Film and replaces Claus
Rothoff Brix who recently
moved to Ekstra Bladet.

Sex Tape, Armoza Formats’
social experiment, has been
picked up by eOne Entertainment in the US for a co-production between the two
companies. The deal marks
the eighth territory to pick up
Sex Tape following its launch at
MIPTV, with the format currently in development in the
UK, Germany, Spain, Argentina and more.

Bic Formats to launch sexy
formats at #MIPCOM
Nice One names Creative
Director
Nice One, a Nice Entertainment Group company, has
hired the script writer, director and producer Linn Mannheimer as its new Creative
Director. She is also part of the
comedy group Stallet and has
developed programs for SVT,
Jarowskij and Anagram. At
Nice One she will develop formats and concepts for brands.

Bic Formats, the independent
creative hub created by Axel
Fiacco, is launching two new
formats at the upcoming
MIPCOM. Light My Fire is a cutting-edge social experiment
about the world of sex: for the
very first time we can measure
“scientifically” the sexual
excitement of the contestants, thanks to the “arousal
meter”. DNA-Adventure is the
only genetic testing adventure
show and is about the genetic
heritage of a VIP.

ADVERTISING

Google and Facebook taking
over the Finnish ad market
In an opinion piece for marmai.fi, Henrik Muukkonen
writes that Facebook and
Google are now taking over
the Finnish ad market which
leads to problems for the local
companies. He states figures
from IAB Finland which show
that in May this year Google’s
YouTube had 49.5% share of
the digital market and 16% of
the total ad investments. A
year earlier, those numbers
were 49% and 14%, respectively.

Channel 4 to broadcast ad
break through the eyes of
those with sight loss
Channel 4 has partnered with
the Royal National Institute
of Blind People (RNIB) and five
advertisers to give viewers a
glimpse of what it looks like to
watch TV when suffering from
sight loss. It forms part of the
broadcaster’s drive to embrace
accessibility - and encourage
advertisers to follow suit.

DIGITAL

BBC Taster launches
#VR app
MTG has bought the game
Fantasy Paradise Hotel which
was launched as a student
project mirroring similar
fantasy games popular among
sports fans. According to MTG,
the game for the fans of Paradise Hotel which airs on TV3
Norway counts 14.500 users.
The founders will continue
to develop the online game,
while MTG will take care of the
content and marketing.

Netflix posted its biggest
reach in #NL this summer
According to a survey conducted by communications
regulator CNMC, the US VoD
platform Netflix reached a
total of 540.000 households in
Spain. The service covers 3.4%
of the Spanish internet homes
at the end of the previous
ended. However Telefonica’s
Yomvi is still leader on the
IPTV market in the country with 7.6% penetration.
Wuaki.tv ranks third.

Snapchat is doing a show
about 'ghosting' people
you date
Snapchat’s next original show
will be about the phenomenon
of “ghosting” — or unexpectedly ceasing all communication
with — people you date. Ghost
Hunt will star comedian Matteo
Lane and be produced by Elisabeth Murdoch’s Vertical Networks, which already produces
a Snapchat Discover channel
called Brother.▪
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