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Feels Great to be Back!
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t has been almost two years since our last 
issue but now you are once again holding 
TVBIZZ Magazine in your hands! We are all 
back at MIPCOM and talking business in 

person after a long two-year break and end-
less video calls. It sure feels great to be back in 
Cannes, back to the Palais, back to running 
from one meeting to another. 

Sure, it won’t be the same – nothing is the 
same after the corona crisis; and hopefully we 
all learned new lessons after the pandemic and 
got stronger. The TVBIZZ Magazine team, just 
like everybody else in the business, suffered 
from the multiple lockdowns but isolation also 
provided us with the opportunity to stay more 
focused and gave us more time to improve and 
launch a successful plethora of campaigns 
like CEE Screenings, Series+, Formatcase, The 
Month of... and other new surprises coming 
up - so stay tuned! Of course, nothing of the 
above would be possible without your trust 
and strong support to us – on a personal and 
business level!  There is no better time and 
place to say: “Thank you all, readers, partners 
and friends!”

In our first post-COVID issue, we decided to 
put the focus on success, on overcoming the 
difficulties and making it happen – even better 
than in “the old normality”. We kick off with 
the absolute pioneer and TV mastermind Ben 
Silverman whose company Propagate tacked 
the crisis like a champion and started pro-
ducing even more shows in 2020/21. Then, we 
continue with a series of success stories. These 
include: RTL’s blockbuster strategy which re-
shaped the Dutch TV market; Global Agency’s 

15 years of trend-setting business, and Mastiff 
Norway’s record-breaking 2020. 

We also have several CEOs from various lines of 
the business – from distribution to broadcasting 
to streaming – who all talk about the new op-
portunities which emerged during and after the 
crisis and why making high-quality content pays 
more than ever before. 

Two major trends emerged during “our time off”, 
so we will also direct your attention to the rise of 
drag and “bikini reality” shows. Cross-dressing 
and undressing at its finest!   

Enjoy your reading!
Thank you!

The TVBIZZ Magazine Team



ViacomCBS completes 
Chilevisión acquisition

ViacomCBS Networks International, a di-
vision of ViacomCBS Inc., announced the 
closing of the previously announced acqui-
sition of Chilevisión from WarnerMedia. 
The acquisition includes Chilevisión’s mar-
ket leading free-to-air television network 
and its substantial library of content. Darío 
Turovelzky, GM of ViacomCBS South Cone, 
will oversee both Chilevisión and Argenti-
na’s Telefe, as well as all ViacomCBS oper-
ations locally. Juan Ignacio Vicente “Iñaki” 
was named VP and Executive Director of 
Chilevisión reporting to Turovelzky.

Big Brother has its first black winner after 23 seasons

CBS’ Big Brother crowned its first Black winner during the season 23 finale when Wiscon-
sin attorney Xavier Prather took home the top prize. With more diversity in this cast than 
previous seasons, six Black contestants decided early in the game that they would work 
together to ensure one of them would be the winner. Even the players who were evicted 
at the expense of the alliance couldn’t help but be supportive and impressed by The Cook-
out’s larger mission which proved successful in the end.

Keshet investment fund raises $65 million

Investment fund Stardom Ventures announced that it has raised $65 million 
for new investments. The Fund, which focuses on early-stage investments 
in media and emerging Israeli technologies, is a partnership between Kes-
het Group, Mivtach Shamir and the American company dick clark produc-
tions. In other news, Keshet acquired a 25% stake in RGE Group and the two 
companies are planning to launch a new streaming platform featuring the 
channels of both groups and offer various packages split by genres.

Netflix launches its first Spanish reality 
Insiders

Netflix will launch its first original Spanish reality format 
Insiders which will premiere on October 21. Hosted by Najwa 
Nimri, the show will see contestants believing that they 
are taking part in a casting for a new reality program while 
they are actually a part of Insiders without knowing it. The 
claim of the show is “And if you are inside and you don’t 
know it”. The 12 participants will be put in a space of 1600 
sq. meters with more than 250 hidden microphones and 70 
hidden cameras, 23 of them in cinematic quality. The show 
promises a new form to tell the true reality.

By launching the first episode of its daily series Un Si Grand 
Soleil on France 2 in August 2018, France Televisions set up 
large studios covering a total area of 16.000 m² near Montpelli-
er, in Vendargues. 3 years later, the public audiovisual group is 
thinking big and has revealed plans to open up ‘from the end of 
the year 2021 until the beginning of 2022’ via new developments 
the production of other audiovisual works for its own account 
as well as to external production projects - both audiovisual 
and cinematographic. There will be 2 new studios to support 
these developments - one of 1133 m² and another one of 600 m².

France TV builds two new studios to support 
external productions

THE BIG GAME

NENT Group closes sale 
of 12 production labels to 
Fremantle

NENT Group has completed the sale 
of 12 production labels to Freman-
tle. The sale completes NENT Group’s 
planned divestments of studio assets. 
The company’s remaining studios op-
erations, recently reorganized and 
rebranded as Viaplay Studios, are fo-
cused on delivering original content 
for its fast-growing Viaplay streaming 
service. Viaplay will be available in at 
least 16 countries by the end of 2023.

THE BIG GAME

Netflix buys first video game studio, rolls out mobile games

ITV announced Ant & Dec’s Limitless Win, a new primetime quiz show 
with the world’s first ever limitless jackpot The ground breaking 
gameshow with an endless money ladder is set to air next year. In 
other news, Maya Jama will front Simon Cowell’s new format on the 
channel. Walk the Line is a high-octane series offering music acts a 
chance to win a life changing prize pot of £500.000. 

ITV announce Ant & Dec’s Limitless Win, Jama to 
host Walk the Line

Netflix has bought video game creator Night School Studio and rolled out five mobile 
gaming titles in select European markets, as it looks to diversify revenue sources amid 
intensifying competition in the streaming space. Night School Studio is best known 
for its debut game, “Oxenfree”, a supernatural teen thriller with an eerie soundtrack. 
The studio’s games will be the first non-mobile titles in the streaming giant’s newly 
created video game portfolio.

RTL and Talpa sign merger agreements
Following the June announcement relating to the proposed merger of RTL Nether-
lands and Talpa Network assets, the works councils of RTL and Talpa Network issued their 
favorable opinions on the proposed merger. RTL Group and Talpa Network thus today an-
nounced the signing of agreements to merge their broadcasting and other media busi-
nesses in the Netherlands. The completion of the transaction remains subject to approval 
from the competent authorities and is expected to close in the first half of 2022.

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.

BBC Three is set for a return as a linear 
TV channel after British regulator Ofcom 
gave it the provisional greenlight to re-
turn to broadcast television, six years af-
ter the corporation took it off air because 
its young viewers had abandoned tradi-
tional viewing. The BBC took BBC Three 
off air in 2016, despite it being the home 
of hits from Fleabag to Killing Eve, deciding 
that an online-only version would make it 
easier to attract young audiences.

BBC Three set to return as 
TV channel after Ofcom 
gives green light

Netflix wants to invest half a billion euros in German-language con-
tent from Germany, Austria, and Switzerland by 2023. The company an-
nounced this at the official opening ceremony of its office in Berlin. The 
500 million euros are to flow into 80 local series, films and shows. 

Netflix to invest half a billion euros in German-
language content

The BBC has been criticized for poor gender equality among broad-
casting staff. The proportion of women working in television at the 
corporation is lower than at ITV, Channel 4 and Channel 5 owner Vi-
acomCBS, according to Ofcom. Despite numerous initiatives and 
hiring highly paid diversity bosses, just 44% of BBC TV employees in 
both on-screen and behind-the-cameras roles are women, the watch-
dog found.

BBC ‘lags behind rivals on equality for women’

6  / TVBIZZ MAGAZINE / MIPCOM 2021 7  / TVBIZZ MAGAZINE / MIPCOM 2021

https://tvbizz.net/companypage?companyId=1477
https://tvbizz.net/companypage?companyId=1477
https://tvbizz.net/companypage?companyId=3937


Ben Silverman – 
bullish, passionate and ready for more

is coming to NBC. How hard will it 
be to produce it in America, and 
how do you plan to create the same 
hype Eurovision enjoys in Europe?
We have a diverse country that is 
almost like the way the European 
nation states operate, the way our 
states operate. We have a republic that 
has so much interesting diversity of 
culture and talent. Hawaiians are very 
different from Georgians, who are 
very different from New Yorkers, who 
are very different from Alaskans. So, I 
think we have an amazing opportunity 
to play with the distinct, unique cul-
tures of the Americas and American life 
in a way that the Europeans can shine 
a light on the differences between the 
Turks and the Israelis and the French 
and the Germans and the Finnish. I’m 
really excited about it. I’ve wanted to 
do it for 25 years and finally being able 
to secure the trust of the European 
Broadcasting Union and the partner-
ship with Peter Settman and Anders 
Lenhoff from Sweden has been great. 
The show and the casting already are 
amazing. So, I’m very excited about it 
and I think it will have a huge impact 
in the US.

Propagate is also one of the few U.S. 
companies that rely on strong coop-
eration with international partners. 
How important is this part of the 
business and what benefits have you 
gained from such partnerships?
It has always been an essential part 
of my own personal story as a history 
major, as somebody who has studied 
abroad in France and lived in London 
and traveled the world. I love break-
ing down barriers and connecting the 
world through stories and ideas, and I 
have always been a long term and great 

partner with my international friends. 
Whether it’s finding great IP that’s 
created overseas and reformatting it 
for America, or whether it’s creating 
programs about events that take place 
outside of America and highlighting 
those, or it’s tailoring content that the 
whole world will watch. I’m very proud 
of our deep roots in the global commu-
nity and love, love, love traveling the 
world and meeting people, the hardest 
thing for me over the past period with 
COVID has been the inability to be 
with my international colleagues and 
friends and to travel freely. That has 
been the number one thing that has 
upset me about COVID and how it’s 
been managed.

Which markets in your opinion cur-
rently drive the creative trends in 
the industry?
I think that there is a lot coming out of 
the United States, as always, it’s called 
Hollywood for a reason and we really are 
the best at it. But I also am loving some 
of the content coming from France right 
now. I thought Call My Agent and The 
French Village were brilliant. I am always 
looking and partnering in South Amer-
ica. I speak both French and Spanish 
fluently, so it’s helpful to my process 
when I watch the shows. I really can 
translate them that way. Or if I want a 
partner in France or in South America, 
it’s very easy for me because I speak the 

Ben Silverman needs no introduction to those who take the television business seriously. His prolific career has brought numerous hits to the US and interna-
tional markets and also changed the way American networks look at shows coming from abroad. 

A few years back, Silverman decided to materialize the full potential of his creativity and business flair by setting up Propagate Content. Now, his company 
is among the leading and fastest growing independent producers in the US with a pipeline of content delivered to big and small networks, streamers and tech 
giants. In this exclusive interview, Mr. Silverman reveals to Stanislav Kimchev what makes the company so successful, flexible and hungry for new challenges in 
the fast-changing content industry. 

r. Silverman, Propagate is 
one of the world’s fastest 
growing independent 
content creation and dis-

tribution companies. Would you say 
that you have now achieved the main 
goal that you had set for the company 
upon its launch in 2015?
I always want more and feel we can do 
more and scale more. So, I would say we 
are continually looking to do more and to 
grow faster. I’m very proud of the people 
in the company. I find the executives, 
including Cyrus Farrokh, our leader and 
international executive and my partner, 
Howard T. Owens and Drew Buckley, 
our COO, and Isabel San Vargas, who 
runs our production platform, are just 
the best of the best. So, I expect the best 
when you’re surrounded by the best.

And despite the crisis, your company 
has been quite prolific, coming up 
with a slate of new shows. What have 
been some of Propagate’s latest hits 
and what projects do you have in the 
pipeline?
We are unbelievably excited about 
our franchise on Netflix called Un-
told, which is done really well all in 
and around the sports space. We are 
thrilled with the launch of LFG, about 
the U.S. women’s soccer team, and 
the fight for gender equality and equal 
pay, and the way that’s been received 
and impacted both culture and wom-
en’s rights. We are very excited about 
our new scripted launch on Fox called 
Our Kind of People, which is a brilliant 
drama, and we are also very excited, 
as is the world, for our American adap-
tation of the Eurovision Song Contest.

Indeed, American Song Contest, the US 
version of the Eurovision Song Contest, 

I always want 
more and feel we 
can do more and 
scale more
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BeN SIlverMAN, the emmy and 
Golden Globe Award-winning media 
entrepreneur and visionary producer 
behind The Office is the Chairman 
and Co-CeO of Propagate Con-
tent which he co-founded in 2015. 
Silverman served as Co-Chairman of 
NBC entertainment and Universal 
Media Studios between 2007 and 
2009. After leaving NBC, he founded 
electus which was later acquired by 
Propagate.

Pioneering content at the forefront 
of the entertainment industry, 
Silverman has created and executive 
produced hits like Golden Globe and 
Peabody award-winning shows The 
Office, Ugly Betty, The Biggest Loser, 
and The Tudors, as well as hits like Jane 
The Virgin, Marco Polo and Flaked for 
Netflix, Fashion Star and Running Wild 
with Bear Grylls and most recently the 
FOX hit show Alter Ego.

https://en.wikipedia.org/wiki/Universal_Media_Studios
https://en.wikipedia.org/wiki/Universal_Media_Studios


language and I know the markets and 
have lived in both places. I also am sens-
ing that the emergence of some new op-
portunities, but not that much original 
is happening as much as I would have 
expected. I thought the Asian market 
would have kind of unlocked more as an 
exporter, but it really hasn’t. And it’s 
harder to translate. I think the cultures 
are more specific than general, but you 
never know where a great idea is going 
to come from, and it’s always worth 
pursuing,

How about Central and Eastern 
Europe?
I think what I am seeing out of Eastern 
Europe is incredible. It is the emer-
gence of a new technology class. There 
is so much brilliant engineering and 
scientific intellectual capital in Eastern 
Europe, and now it’s marrying up to 
commercial and kind of ambition from 
a creating tech opportunity. All those 
great chess players and math teachers 
are now becoming tech entrepreneurs, 
and before they would all run to Amer-
ica but now I see a lot of them starting 
to do work in places like Prague and 
Sofia and across Eastern Europe, and 
they’re starting to build businesses 
that are sustainable because with tech, 
you don’t necessarily need the manu-
facturing infrastructure. That should 
probably unlock more creativity, too.

We are always on the lookout for 
great formats to adapt in the USA and 
Lat Am as we have not only had suc-
cess on the below you highlighted but 
we have acquired shows from Russia 
recently that we have set up at broad-
cast and there are other markets such 
as Poland and Hungary where we are 
either looking to acquire more content 
or build local production hubs. 

What about selling the show? Is 
there a difference between pitching 
a show to a big TV network and a 
streamer, for example?
Yes. Both are equally arrogant. But 
there’s absolutely differences because 
the directions of the broadcasters 
remain pretty consistent and what they 
want to accomplish and how they want 
to continue to grow scale and big pro-
grammatic opportunities for their time 
periods. For the streamers, I think they 
kind of work out of both sides, they kind 
of want this hyper local content, but 
they also want global content. They’re 
kind of two-headed and you have to 
think of them that way. And then with 
the broadcasters as well, there’s much 
fewer American shows being able to fill 
old time periods so they’re going to start 
happening to look to do more co-produc-
tions and invest in more content earlier 
on and take more risk with originating 
content because Disney is not going to 
sell them their shows anymore.

You also have a successful interna-
tional distribution business. What 
will you be offering at MIPCOM?
We still have an incredibly strong 
distribution business with American Song 
Contest (launching on NBC in the win-
ter); our Fox business which includes 
the launch of Alter Ego (#1 show this fall) 
as well as The Masked Singer (finished tape 
only). We have a great doc slate from 
Showtime and TMZ too, these are all 
priorities for MIPCOM. 

Premium documentary is anoth-
er priority for Propagate and we are 
always on the hunt for great stories 
and great partners. Our latest releases 
to mention include our Hillary Clin-
ton doc which premiered at Sundance 
2020 and now streams on Hulu. Notre 

ly a challenge as the audience migrates 
to other platforms and competition, but 
they still amass a larger audience at any 
given time than any single platform.

Propagate produced Apple’s first 
original series, Planet of the Apps. How 
did your cooperation start and are you 
working on other projects for them?
We are in development on three differ-
ent shows for them: a comedy, a chil-
dren’s show and a docu series. I would 
have hoped they would be taking more 
risk and investing in more content, but 
they are really going very, very slowly.

You also produce Twitter’s first 
entertainment series, #What’s Hap-
pening. What are the main specifics 
of producing content for digital? And 
what are your plans in this segment?
I feel like every one of these platforms 
needs a version of premium content to 
continue to expand and diversify. And 
also, again, for means to communicate 
through advertisers. It is unfortunate 
that they scare themselves out of it at 
times, but I have always loved working 
with these platforms early, as I get to 
know them and learn from what they 
do and what they want to do. And 
sometimes being first is hard, but long 
term, I feel like it gives us an advantage 
in how we build our business.

For years, you were among the key 
commissioners of entertainment 
content for one of America’s biggest 
networks. Which job is easier to buy 
or to sell shows?
I prefer to package and sell because 
personally, as a creative soul, I don’t like 
having to say no to things that I love. Just 
because they may not be right for NBC 
doesn’t mean they wouldn’t be right for 

HBO, or that they wouldn’t be right for a 
cable network or a streamer. So, for me, 
I didn’t enjoy being at a network because 
I couldn’t see through all the projects I 
was passionate about. I really only could 
see through projects that were right 
for NBC. That was a lot smaller filter 
than I have. Like, I like doing Spanish 
language. I like doing so many different 
things and I couldn’t do them there.

What were some of the key mile-
stones for your business during the 
past six years, and what new lessons 
did you learn tackling the challenge 
of the pandemic?
I learned that we are lucky because we 
have so many relationships around 
the world already built. So, we could 
just use our cell phones and get things 
done. It’s an advantage to be somebody 
who goes out into the market, who 
is very comfortable creating versus so 
many companies, which are filled with 
bureaucrats and middle level managers, 
who sit in their corner office, waiting 
for people to bring them ideas to react 
to. We, at my company, create ideas and 
generate ideas, and it really gave us an 
advantage in COVID and the pandemic 

because we could always outwork our 
colleagues and now we outhustled 
them, too. So, it ended up being some-
thing where we separated from a lot of 
our competition and got more done.

How do you personally see the future of 
what we still like to call TV business?
I see it as being super robust. I don’t 
think people are going to stop watching 
content until they have a chip implanted 
into their eyeball. We are going to have 
more and more video delivered to more 
and more people. And the big way that 
you are going to activate your content is 
with good stuff and things you like and 
things you connect to. And it’s a robust 
moment because the people who know 
how to organize and tell stories in a 
premium aspirational way are few and 
far between. And we have a company, an 
organization that is independent, global 
and creatively led. And there are really 
fewer and fewer of those enterprises 
left. So, I’m very excited and bullish for 
my business, for our cooperation and 
partnerships around the world and, in 
general, for anyone who wants to make 
content and can do it at a premium level, 
there’s a lot of runway left. ▪

Dame: Our Lady of Paris which covered the 
Cathedral fire and premiered on ABC 
in late 2020. LFG, our doc about the US 
Women’s Soccer Team’s fight for equal 
pay, which appeared at Tribeca this 
year and is now on HBO MAX. And, 
our sports documentary series, Untold 
which just launched on Netflix. 

The world of entertainment is 
changing. So is the concept of TV, 
which is in a state of transition 
where linear and vertical distribu-
tion are being mixed on the various 
digital platforms. Are the tradition-
al broadcasters now an endangered 
species facing the tech giants?
I think as it relates to the American land-
scape, many of the broadcasters are inte-
grated into companies that do more than 
just broadcasting - NBC is part of a cable 
company, CBS is related to Viacom and 
to Paramount+ and Showtime, which is 
a direct consumer company now. They 
are growing their business in almost 
streaming mindset. Internationally, 
it’s been slower for the big broadcasters 
to kind of create that because they’re in 
smaller markets and they don’t have that 
connectivity, so they are definitely under 
threat. But there’s nowhere better for an 
advertiser to invest than on a broadcast 
channel. I think as long as the broad-
casters can still acquire live events and 
big reality formats and sports, they will 
continue to thrive because they have a 
base with the audience and a relation-
ship, and an ease of distribution, but 
they also have this huge ability to deliver 
advertising impressions for brands that 
the other platforms don’t have any of, 
and they have easy and transparent mea-
surement. They have talked about the 
death of the broadcaster for 20 years and 
it’s always been premature. It is definite-

We create ideas 
and generate 
ideas, and it 
really gave us 
an advantage in 
COVID and the 
pandemic

11  / TVBIZZ MAGAZINE / MIPCOM 202110  / TVBIZZ MAGAZINE / MIPCOM 2021

MASTERMINDMASTERMIND

Our Kind of People Cherries Wild

Planet of the Apps

25 Words or Less



 @
all3m

edia_int
all3m

ediainternational.com

 @
all3m

edia_int
all3m

ediainternational.com
Pow

erful. C
om

pelling. Poignant.

J14153_TV_BIZZ_440x297mm_MIPCOM2021_ISSUE_DPS_AD_THRILLERS_COMBO_AW.indd   1 21/09/2021   19:06



something. This strategy makes it 
possible to take more time to develop 
new programs. 

How does this change the budget? 
I can say that spending on RTL4 
is down about 10% but everything 
that we manage to save we invest 
in our streaming service Videoland, 
an important pillar of our strategy. 
Videoland grew immensely –beyond 
one million paying subscribers. The 
viewing time was nearly doubled in 
one year. We are now the number one 
local service and the number two in 
the Netherlands right after Netflix.

What type of shows work best on 
Videoland?
The genres we invest in are drama, 
reality shows and documentaries. Our 
biggest hit is the drama series Mocro 
Maffia with a fourth season coming up. 
Temptation Island is also a big hit and the 
other reality shows that we usually 
aired on RTL5, which we moved to 
Videoland and they do really well on 
demand. The second season of Drag Race 
Holland, also a Videoland exclusive, has 
excellent results. We really develop pro-
grams that reflect the local culture and 
trends, so viewers can relate. It is the 
sweet spot we fulfil with Videoland.

We really develop 
programs that 
reflect the local 
culture and 
trends, so viewers 
can relate.

Copyright: © source: ITV

Prince Charming

eter, let’s begin this conver-
sation with the start of the 
coronavirus pandemic. What 
happened at RTL during 

those tough months?
Everybody was in shock at first and 
nobody knew what the consequenc-
es would be of this pandemic. We 
could not predict what would be the 
effect on viewers nor on the choices 
of our advertisers. It was uncertainty 
across the board. Many advertisers 
just stopped with spot advertising. 
We knew we needed to take measures 
straight away. 

What we did in terms of program-
ming was to pull our second primetime 
slot on weekdays. We extended the 

RTL changes the game 
with blockbuster strategy
Albert Einstein once said that “In the midst of every crisis, lies great opportunity”. This is also how RTL  Nederland (RTL) approached 

the hard-hitting first months of the coronavirus pandemic last year. The broadcaster launched its “blockbuster strategy” shaking 

up the traditional programming model in the country and reaped success thru 2020 and into 2021. 

In this conversation, Chief Program Officer Peter van der Vorst tells Georgi R. Chakarov about the changes that RTL introduced to 

the primetime schedule of the main channel RTL4 and how that decreased spending, increased the viewership and helped allocate 

more budgets to the booming streaming service Videoland.

Peter vAN der vOrSt 
has been the Chief 
Program Officer of rtl 
Nederland since 2019. 
He will turn 50 this Oc-
tober. In his early career, 
he worked at Joop van 
den ende Producties and 
eyeworks as an editor, 
editor-in-chief and 
producer. He started his 
own production compa-
ny vorst Media in 2009 
where he was both 
producer and presenter.

shows in the 20.30 timeslot till 22.00 
followed by our late-night talkshow. 
This was actually a plan we were con-
templating for quite a while and want-
ed to implement in January. COVID 
speeded up the process. That worked so 
well and what we hoped for happened: 
the audience share rose with a couple 
of percentages. Thus, we were spend-
ing less money and gaining a bigger 
audience share. 

What type of shows were included 
in this “blockbuster strategy” as 
you call it?
The first thing we did was skip the 
second timeslot at 21.30. After a few 
months, we made our big titles like 

What about the boom of The Masked 
Singer on Friday night?
The first series had already done very 
well, and we hoped that the second one 
would follow suit. It went thru the roof 
with 4 million viewers and an audi-
ence share of over 60% for the finale. 
Of course, more people were in front 
of their screens due to corona, but the 
market share was unprecedented in the 
past ten years for RTL4. 

This season, you have another 
novelty – you have doubled the 
episodes of The Masked Singer, dou-
bled Survivor’s slots. What is the 
reason for this?
We didn’t actually double it. We went 
from six episodes in the first season 
to eight in the second and the next 
season will be ten episodes, with one 
extra special New Year’s Eve show. 
This is also part of our “blockbuster 
strategy” to give people more of what 
they appreciate. We have always been 
cautious with the number of epi-
sodes because we want to protect our 
brands but doing it sparingly with love 
actually makes them stronger. It also 
allows us to control the introduction 
of new titles because it is difficult to 
build new brands. Nowadays we take 
more time to test pilots before we air 

Buying Blind, The Perfect Picture, Married 
at First Sight a bit longer. The audience 
reacted well and from September on, 
the strategy was in full force and deliv-
ering good results. 

Another measure we took was to air 
our daily soap Good Times, Bad Times four 
days a week instead of five. The pro-
duction company was not able to shoot 
new episodes and this way we extend-
ed the run well into the summer. The 
audience appreciated it and in terms 
of results it also worked well. 

I believe you almost didn’t air any 
reruns…
Yes, last summer we hardly aired any 
reruns and it was all new program-
ming on RTL4. During the weeks 
of Euro 2020 we had a few reruns in 
primetime, but we also programmed 
the daily quiz show Ask Me Anything in 
the Good Times, Bad Times slot, B&B: Full 
of Love which was a big hit and sold to 
Belgium and our late-night show aired 
all thru the summer. 

The late-night show slot was also 
key in this strategy. How did it 
develop?
Actually, it is one of the drivers 
behind our success. We have a strong 
independent news organization and 
all of our news broadcasts did very 
well. We had just introduced our 
new late-night slot with Eva Jinek 
and Beau van Erven Dorens and the 
ratings were amazing. People wanted 
to be informed, and we were lucky 
to have such professional hosts to 
inform our audience and discuss cur-
rent affairs on a daily basis. 

SuCCESS STORIESSuCCESS STORIES
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to survive as a Dutch media industry 
we have to work together. That’s the 
only way forward. 

Is the public broadcaster also in-
cluded in this cooperation?
They have strict regulations and 
sometimes it is difficult for them 
to cooperate, but we would like to 
produce more drama together. We 
also seek partnerships with other 
parties, such as Streamz in Flanders 
and the other Flemish broadcasters. 
We share the same language and al-
ready co-produce Big Brother and LEGO 
Masters. I see more potential in the 
future.

And how are the Dutch producers 
looking at all of these changes?
We just had a meeting with them to 
tell them about the reasoning behind 
the merger and it went very well. 
People understand that the biggest 
competition is coming from the inter-
national parties. We explained how 
much we are willing to invest in new 
content for Videoland. We just have 
to broaden our horizon and think 
outside the linear TV box. Videoland 
will be increasingly important as a 
platform which we are planning 70+ 
titles for next year and out of those, 
40 will be new titles. So, that means 
a lot of opportunities for producers, 
writers and actors. We are in this for 
the long term and want to contribute 
to a healthy and prosperous creative 
industry. We have the best of two 
worlds, Videoland on the one hand 

and performing TV channels on the 
other hand where we can respond 
quickly to current affairs.

Yes, your news programs and the 
access slot have also performed very 
well.
Indeed, RTL Nieuws is an important 
pillar for RTL and also sets us apart 
from competitors, old and new. I am 
very proud of the investigation skills of 
our newsroom. Also RTL Boulevard is still 
growing. Of course, over the summer 
we had this terrible event with our dear 
colleague Peter R. de Vries who was 
assassinated. A lot of people wanted to 
know what happened directly from us. 
It shows how important it is to support 
freedom of speech. Unfortunately, we 
are still confronted with security issues. 
It feels un-Dutch, but it is a new reality 
we are confronted with. I hope we never 
experience anything like this again. 

How about the race for sports 
rights? Wil you be an active party in 
this battle?
We have the Champions League and 
we are happy to have it. We’d also like 
to stream more sports on Videoland 
but the competition for the rights 
is very cut throat and we see a lot of 
money being spent on Formula 1, for 
instance. So, for the moment we are 
careful in that direction because in 
three years you can lose the rights 
and you will have built up something 
that then goes to the competition. For 
now, we believe we can prosper with 
the content we are good at. ▪

everything that 
we manage to 
save we invest in 
our streaming 
service Videoland

You also have Prince Charming there. 
This brings us to the topic of diver-
sity. Are you planning to develop 
this line more? 
For us diversity, equality and inclu-
sivity are very important. We really 
make an effort to be an inclusive media 
company with ditto programming, 
so people recognize themselves in our 
programs. I am a gay man myself, so 
I know how important it is to have 
role models and shows that represent 
you. Together with my husband, we 
adopted our son from the US and I have 
personally experienced what it’s like 
for him to have role models, and we 
really want to integrate that inclusive 
vision in all our platforms. 

The results show us that it works. For 
example, we created Make Up Your Mind, a 
show where famous Dutch men dressed 
up in drag and performed. It really went 
thru the roof with above 50% share in the 
15-34 demo. It brings more understand-
ing and can really be a game changer 
when it comes to changing perception.

You are creating more and more 
formats in-house, is that strategy 
successful?
The Traitors was a huge new hit for us. 
We developed it with our in-house 
creative unit together with IDTV and 
POSVIDEO. It is a very good example 
of how we take our time to develop 
formats ourselves. We want to have 
more IP and if possible also sell the 
formats internationally. We enacted 
the format in my backyard to make 
sure it worked. We were quite confi-
dent that it could be successful and 
were not disappointed. Over 2 million 
viewers every week and it was already 
sold to several territories. 

How about drama? What do you 
have in the pipeline?
We have lots of drama in development 
for Videoland which is the home for 
quality local drama. The only series 
on linear TV is Good Times, Bad Times on 
RTL4. Next year we will launch more 
than 10 films and drama series in 
various genres. It is an example of how 
much we are willing to invest in drama 
for Videoland. More than we ever did. 
This is good news for the local industry 
and I want to be very vocal that we are 
open to ideas. Decision making is quick 
at RTL, budgets up to par and makers 
have a lot of creative freedom.

When you talk about development, 
how has your relationship changed 
with advertisers during the crisis?
Actually, I like to be involved in the 
conversations about partnerships. 

We have introduced a new approach 
which entails sitting down regular-
ly with the biggest advertisers and 
taking them thru our content slate at 
a very early stage. This way they know 
exactly what our plans are for the 
longer term and they can make well 
informed choices. That really works 
and they appreciate being involved 
at such an early stage. I also like the 
process because it is creative, and they 
also share ideas that inspire us.

Besides linear, we also create oppor-
tunities for them on Videoland and 
they are getting more and more inter-
ested to place advertising there. We 
have a subscription tier with limited 
advertising for a lower price. 

Would you say that the crisis made 
people more creative, more willing 
to work on new things?
That was already the case and what 
we actually did was expand our own 
creative unit which collaborates with 
other creative partners and production 
companies as well as with advertisers 
and other commercial partners. This 
was the case with The Traitors – IDTV 
came to us and our creative unit further 
developed the show. We always seek 
partners to produce ideas together and 
that is a good impulse for the produc-
tion industry in the Netherlands. 

Within the group, we also have the 
Format Creation Group headed by Mat-
thias Scholten, a former colleague, 
which develops formats that can be 
produced internationally. This group 
was created just before the start of the 
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Decision 
making is quick 
at RTL, budgets 
up to par and 
makers have a 
lot of creative 
freedom

coronavirus pandemic. On Videoland 
we have several titles created by FC 
Group. We really want to do more 
together, and we also see possibilities 
with producing drama.

Talking about industry and market. 
What are your expectations for the 
next few years especially facing an 
upcoming merger with Talpa and 
the entrance of more international 
giants?
That is also the reason for this big 
merger, which by the way is still 
under advisement of the competition 
authorities. Instead of competing 
until one of us is defeated, it makes 
so much more sense to work together 
and create a very strong local me-
dia company. As I already said, it is 
important to have local media that 
reflect Dutch society and put the 
Dutch viewers first. We are both very 
good at making local content. Much 
better than all the American and oth-
er international streamers who tend 
to pick the Netherlands as a starting 
point but produce a fraction of local 
content compared to us! Their compe-
tition keeps us sharp, and if we want 
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Izzet Pinto
and Global Agency celebrate 

15 years in the business
This MIPCOM one of the most-prolific independent distributors is celebrating its 15th anniversary. Founder and CEO Izzet Pinto 

played a key role in the Turkish drama revolution which swept the world in the past decade. His company also brought numerous 

international hit formats to audiences across the globe. Now, Izzet is ready to realize his next big dream as he tells old friend Maria 

Chiara Duranti.

zzet, Global Agency is celebrat-
ing its 15th anniversary and 
I remember that everything 
started with one format. What 

do you recall from those days?
Frankly speaking there was some stress 
because my background was not in this 
industry, I was not experienced at all 
and I did not know the dynamics of the 
industry, but I was very curious and 
excited. It was an unforgettable expe-
rience for me, I never dreamed that I 
would achieve all that we have reached.

At that time, all I thought was that I 
had a good project which had been aired 
and had proved its success, and I had 
to represent it in the best possible way. 
That’s how it all started, and it went 
really well, beyond my expectations.

How did you convince the producers 
at the beginning with your small 
table at the Palais in Cannes?

I think when you can convey your 
excitement to the other side, it is easi-
er to be successful. I had a very import-
ant project in my hands. I believed in 
the project and I was able to communi-
cate this belief to the other side. When 
a person believes, he can convince 
the other side. If you don’t believe it 
yourself, you can’t make someone else 
believe it.
 
And then everything changed with 
1001 Nights. How did you decide to 
start selling the series?
At that time, I thought that Turkish 
TV series were very local. I did not 
think that there would be demand for 

them abroad and that there would 
be a market for Turkish series. How-
ever, my Lebanese client encouraged 
me to try it. At first Bulgaria took 
the series, and it had great success 
there. After this great success, my 
belief in the project increased and I 
sold it to many countries with that 
belief. As 1001 Nights achieved great 
success in every country where it 
was broadcast, its success spread 
like a domino effect.

Of course, now it seems natural to 
everyone that Turkish series sell 
all over the world. But in those 
days I guess it was very difficult to 
convince both the producers and 
the buyers to try this?
At the beginning it was quite difficult 
because there was no market for Turk-
ish series. However, as they achieved 
success in the countries where they 
were aired, it was easier to sell to new 
countries. The success in Bulgaria 
led in turn to us entering the Greek 
market. In the same way, success in 
Serbia opened up the market in Croa-
tia. Each country opened the door to 
another country. Our journey, which 
we started with one country, reached 
more than 100 countries.
 
You create a marketing model for 
the distribution of formats that 
is an example for the whole TV 
industry. Which are your favorite 
campaigns?
Marketing is very important to us. We 
would like to present and promote our 

projects in the best way they deserve. 
That’s why we try to make creative cam-
paigns.
For Mother, we took 100 of our custom-
ers by car to the helipad and flew them 
to Nikki Beach, Monaco by helicop-
ters. At the event there, our customers 
both had a good time and had the 
opportunity to be together with the 
leading cast of the series. This VIP 
event made our clients feel special and 
created a great buzz. 

We also gave away money to thou-
sands of people to promote our format 
during the MIP Market in Cannes, and 
this campaign had a great impact. 
They made headlines in local news-
papers, “Is there a crisis in the world? 
What crisis? The Turks are handing out 
money”.

And the launch we made for Magnifi-
cent Century Kosem was unforgettable for 
us. With the participation of 800 peo-
ple in a historical mansion, it was the 

When a person 
believes, he can 
convince the 
other side. If you 
don’t believe it 
yourself, you can’t 
make someone 
else believe it.
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most resounding red-carpet event ever. 
It was a special night that turned into a 
very effective launch with the dancers, 
the DJ, singers, the food and venue.
 
How important is the personal con-
nection to your clients and the stars 
that you represent?
The value of our brand is very import-
ant to us. While creating this brand, 
a creative, reliable, flexible and strong 
brand perception was important for us. 
Particularly important is our flexibility, 
and we support our customers a lot. This 
allows us to communicate comfortably 
and well. One of the most important 
factors is our strong catalog. Thanks to 
this, our customers preferred us. The 
fact that we have good relations with 
the actors and that we have a supportive 
attitude towards each other reflects on 
the quality of our work.
 
Are you still busy creating new for-
mats or do you rely more on acquisi-
tions now?
Acquisitions are the main reason for 
our company’s growth. Creating a 
new format is always very satisfying, 
enjoyable work for me. I create a new 
format almost every year. For exam-
ple, Good Singers and Keep Your Lights 
Shining are formats that have achieved 
great success.

How happy are you to be back in 
Cannes again? 
We are very happy to be back in 
Cannes. The number of participants 
will be less, but we think it will be effi-
cient. We don’t have big expectations, 

but we think it will go well.

How did the corona crisis affect 
your business? 
The pandemic has not adversely affected 
our business. Archive sales accelerated 
as production stopped all over the world. 
The lockdown in Turkey did not last 
long. I can say that Turkey has managed 
to turn the crisis into an opportunity.
 
During the lockdown you also released 
your first book titled In the Honor of My 
Father, tell us more about it.  
Nowadays the book makes me very 
excited. It includes both the estab-
lishment phase of my company and 

important turning points in my life. 
Those who read the book witness a 
special father-son relationship.

It has been described by many as a 
motivational book. The book managed 
to be in the bestseller list in the first 
week of its release. This achievement 
made me very proud.

What is your next big dream?
Özer Feyzioğlu, one of Turkey’s most 
important directors, acquired the TV 
series rights for my book and wants to 
make a 10-episode series. This is very 
exciting. My biggest dream right now 
is to watch that series on the screens. I 
hope it will be a hit. ▪

SuCCESS STORIES
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red, what have been the main 
challenges for your company 
during the pandemic? What 
adjustments did you make to 

continue to operate smoothly?
Bound into a strong group of 18 sub-
sidiaries and affiliated companies, 
ZDF Enterprises manages the largest 
German-language program stock 
worldwide and an impressive portfolio 
of international productions, con-
sisting of series and miniseries, TV 
movies, documentaries and children’s 
programs. We provide a comprehen-
sive, full-service offering and covers 
every step in the chain of creation and 
exploitation of successful content, 
from development to production and 
marketing. ZDF Enterprises’ core com-
pany handles program distribution, 
acquisition, co-productions and L&M. 
These activities were only affected in a 
way that e.g. our distribution activities 
were delayed due to production delays. 
We could not launch new titles in an 
appropriate way and sales starts had to 
be rescheduled. At the same time, we 
benefitted largely from our huge cat-
alog with thousands of hours over all 
genres. However, many of our subsid-
iaries are directly involved in produc-
tion and they, like numerous other 
production companies in our industry, 
were directly affected by the pandemic. 
Overall, we must say that despite the 
pandemic, 2020 was still a good year for 

us and we have to be grateful that we 
were not hit hard like many others in 
our industry.
 You represent content from dif-
ferent kinds of genres. Have you 
witnessed certain changes in what 
your clients are interested in the 
most during the lockdowns around 
the world? 
In the beginning we thought, like 
probably many others as well, that au-
diences would only be looking for soft 
topics and romantic TV movies. The 
real world outside was looking worse 
than in a disaster movie and the end 
of the pandemic was not in sight yet. 
This was maybe the case in the first 
months, but then people returned to 
their accustomed viewing habits. 

We even launched our drama series  
Sløborn, which was produced in 2019 
before the pandemic was even in 
sight. It centers around a fictitious is-
land in the North Sea that falls victim 
to a merciless and mysterious virus. 
After three teenagers are infected 
with the “pigeon flu” from two bodies 
that washed up on shore, the deadly 
virus spreads like wildfire throughout 
the town. Quarantine laws are enact-
ed, masks are mandatory, conspiracy 
theories abound, forcing residents to 
make life or death choices. Despite 
the topic, the series turned out a 
real success and is now in its second 
season.

2020 was a good year 
for ZDF Enterprises

In this interview, ZDF Enterprises President and CEO Fred Burcksen tells Yako 

Molhov how his company adapted to the “new normality” during the hardest period 

of the coronavirus crisis and successfully closed the year 2020. Now, the German 

distributor is making its comeback to the big markets with a rich catalog of high-

end drama productions from Spain, Belgium, Russia and Ukraine. The company’s 

big premiere at MIPCOM 2021 – the new super production The Window - will further 

expand ZDFE’s geography of great stories to Japan. 

CEO TALKS

Fred Burcksen,
 ZDF Enterprises President and CEO
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MIPCOM is one of the first mar-
kets that returns to on-site 
meetings, following a long period 
of virtual events. What are your 
expectations for the market after 
such a long break?
First of all, we are thrilled to now be 
able to attend live markets again. Every-
body has now gotten used to using all 
kinds of video conference tools, compa-
nies have ramped up their IT equipment 
and invested high sums in digitization. 
And we now know that it works and 
business can still be done using these 
new technologies. However, there is 
one thing that we all have been miss-
ing very badly: the personal contact 
with our clients, the human touch. 
The unexpected business opportunities 
that arise from a meeting in a hallway, 
the friendly smile of a business partner 
one has not met in a long time. We all 
might be technologically advanced, but 
this is a people’s business and personal 
contact often is decisive. 
 
You will be holding a market screen-
ing at MIPCOM. What are you pre-
senting?
We will present the first episode of our 
new drama series The Window on Mon-
day, October 11, from 14.15 to 15.15 in 
Auditorium A of the Palais des Festivals. 

Before the screening, there will 
be a panel hosted by Elsa Kes-
lassy (International Correspondent, 
Variety), with Yuri Akimoto (Producer, 
Fuji Television), Mirela Nas-
tase (Director ZDFE.drama, ZDF Enter-
prises), James Payne (Creator, Writer 
and Executive Producer) and Rolant 
Hergert (CEO and Producer, Boogie 
Entertainment). It will certainly be 
most interesting and also available 
online on MIPCOM.com later.

ZDF Enterprises represents content 
from various territories. How do 
you choose what projects to include 
in your sales catalog?
It’s all about the right ingredients. 
The topic has to be catchy and able to 
travel internationally, the production 
quality excellent, scripts well-written 
and/or based on successful books or 
the concept innovative. We decide on 
a case by case basis. Non-English-lan-
guage scripted shows used to travel 
only among non-English-language 
territories. That has changed. It proba-
bly started with the Scandinavian noir 

series some 15 years ago. I remember 
The Killing. The BBC bought the series 
from us and decided to televise it in 
the original language with English 
subtitles. That was daring at the time 
and a real breakthrough. Since then, it 
comes down to the story, not the lan-
guage. The Scandinavian wave is still 
very strong. We’ve seen it flow towards 
Belgium, which offers a good output of 
original content. Spain is coming up, 
and we are currently looking at Central 
and Eastern Europe. We have some 

great content from Ukraine and Russia. 
It’s not about the language anymore.

What about co-productions, what 
are the main prerequisites for a 
scripted or unscripted title to catch 
ZDFE’s attention? What new proj-
ects do you have in the pipeline?
Basically, the same rules apply as for the 
sales catalog. However, since we are in-
vesting a lot of time, effort and money, 
we will take an even closer look at the 
project and the partners involved.

FROM GAMES TO SERIESCEO TALKS

Sløborn
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 Are there any territories that you 
would like to particularly focus on 
during the new TV season?
Not really, we do sell worldwide and 
have no particular focus.
 
There are new SVOD players con-
stantly popping up or expanding 
their footprint, both independent 
and owned by majors. How much 
of your revenues come from such 
services and what is your strategy 
for them for the upcoming years? 
We have been working with SVOD part-
ners from the very start of this business 
and value this relationship. There are 
opportunities and challenges. What we 
are discussing is called vertical integra-
tion. The big groups cover a complete 
chain of rights, and they have their own 
playouts like Netflix and WarnerMedia. 
They try to keep things within their 
group, which is fine, and to be honest; 
we do the same. ZDF Enterprises is 
basically a studio. We cover the whole 
chain of rights from early development 
through financing, production, sales 
and longtail sales as well. Our group 
consists of some 30 production compa-
nies and distribution companies. It’s 
about vertical integration. 

On the other hand, if you want to 
be a partner for the other groups, you 
need to be involved very early in devel-
opment. You need to control the de-
velopment process as well; otherwise, 
there’s no chance to play a role in the 
project. That’s what we try to do. ▪

Premiering at MIPCOM 2021
Created and written by BAFTA and EMMY award-winning screenwriter 
James Payne (The Musketeers, Hooten & the Lady, Mr. Selfridge), The Window is a 
drama thriller that explores the complex and dark off-field machinations 
of the world of soccer. The Window is a character-based thriller set in the 
world of elite professional football. Focusing on an ensemble cast of 
players, agents, club owners, administrators and journalists, the series 
explores the cutthroat off-field machinations of the game.

The series begins at the end of the English soccer season – with the trans-
fer window opening. Across ten episodes The Window charts one summer 
in the life of Jordan Burdett, a 17-year-old Wunderkind who is on the 
wish list of every club in Europe. The tug of war begins…

CEO TALKS

Rescued Chimpanzees Of The Congo WithJaneGoodall Scream Street
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ofya, you were recently 
appointed CEO of Gazprom 
Media’s video service PRE-
MIER. What will be your 

main responsibilities?
As CEO, I am responsible for the stra-
tegic development and operational 
management of the PREMIER video 
service. My area of responsibility 
includes expanding the audience of 
the video platform and attracting 
new subscribers. I also oversee the 
further modernization of the service’s 
IT infrastructure, which is aimed at 
improving the user experience. In 
addition, the content line of original 
projects is formed under my leader-
ship. 
 
What are your ambitions for PRE-
MIER? What are your expectations 
for growth in the next few years?
Any participant in the competition 
wants to get a prize - to enter the Top 
of the best video services. PREMIER 
also has such bold ambitions. In 
the near future, we expect to estab-
lish our position in the market and 
expand the content offering of the 
service not only by increasing the 
number of original projects, but also 
by licensing the library.
 
What are the most successful PRE-
MIER projects to date?
Over the 3 years of its existence, 
PREMIER has launched dozens of 
successful projects, many of which 
we have been extended for a second 
season: The Dyatlov Pass, Survival Game, 
Call Center, To the Lake, Peace! Friendship! 
Chewing Gum!, Territory, House Arrest, 
Call DiCaprio!, Actively Searching, Russian 
Holidays. According to Telecom Daily’s 

PREMIER aims for the top 
of the Russian streaming charts
Gazprom Media’s premium streaming service PREMIER has a new CEO. Sofya Mitrofanova took over the helm in August with the am-
bition to continue to drive the growth of the streamer which has produced some of Russia’s most-popular and acclaimed series on the 
international scene during the past year. 

In this exclusive interview with Alexandra Shutova, the PREMIER CEO talks about her plans to increase the popularity of the service on 
the extremely competitive Russian market through more original content and new partnerships while also actively cooperating with 
international partners to bring PREMIER’s biggest hits to a global audience. 

first half of 2021 data, our project 
Peace! Friendship! Chewing Gum! 2 became 
the viewing leader among original 
series on the Russian market.
 
The online video market is pretty 
competitive in Russia. What will 
be your strategy to keep up the 
interest of the users? What kind of 
content will you focus on?
The video services market in Russia 
has indeed become very dynam-
ic. The main thing that keeps you 
competitive is exclusive content. We 
are already increasing production 
and plan to increase the number of 
exclusive and co-exclusive projects in 
the future.

As for topics and genres, we cannot 
say that one genre has been more 
successful than another, and now we 

CEO TALKS
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The Russian 
market is unique 
in the way that it 
has managed to 
keep domestic 
players in leading 
positions
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Our audience 
is very diverse, 
it has different 
needs and 
interests

Sold-Out

you planning to further diversify 
your offer with similar deals? What 
are the advantages of such cooper-
ation?
Of course, we plan to further develop 
the Partnerships. No matter how 
much our viewers love high-quali-
ty Russian TV shows, they want to 
watch major foreign projects as well, 
both new and favorite classics. We’ll 
talk about upcoming partnerships 
soon.
 
Do you have plans for international 
expansion?
In addition to the fact that the 
PREMIER video service is available 
throughout the world, we have 
content partnerships with foreign 
players, for example, Netflix, which 
appreciated our projects. In 2020, 
Netflix bought the rights to broad-
cast our project To the Lake (Epidemic) 
abroad. This format of cooperation is 
much more profitable for us, so in the 
future we plan to create even more 
projects that may be of interest not 
only to Russians, but also to viewers 
from other countries.

 The Ministry of Culture has re-
cently updated the expert coun-
cils on fiction, documentary and 
animated films and included reps 

from the largest video services, 
including PREMIER. What will 
be your role in the councils and 
what kind of projects you would 
vote for?
The appearance of representatives 
of large companies on the expert 
council is an important step for the 
film industry. In fact, we not only 
provide our expertise in order to 
appreciate potentially successful 
projects, but also enable talent-
ed directors and screenwriters to 
present the project immediately to 
a potential investor. By giving us 
the opportunity to take part in the 
council, the Ministry of Culture met 
the needs of both talented special-
ists, who can now directly pitch 
their ideas to large video services, 
and viewers - because it turned to 
market experts for help in choosing 
projects that are most interesting to 
modern Russians.

For example, last year the pitching 
of TV series took place for the first 
time at the Kinotavr business pro-
gram. One of the presented projects 
was Goremyki. PREMIER noticed it 
there, the creators of the project were 
immediately offered to sign a contract 
for joint production. And so, on Sep-
tember 7, the shooting of this comedy 
project started. ▪

shows for days on end - this is normal 
and expected. In addition, during the 
pandemic, all online cinemas provid-
ed content to the audience for free or 
at large discounts. Not all users who 
came to the services then began to 
pay for content when the promotion 
ended. But the pattern of viewing 
legal content has definitely persisted. 
Therefore, we are working on con-
verting free viewing to a subscription 
model. We see that users are willing 
to pay for high-quality legal content, 
exclusive premieres, and quality user 
experience. 
 
Recently, you announced partner-
ships with Megogo and Viasat. Are 

Insomnia

will only shoot comedy or dramatic 
projects. Our audience is very diverse, 
it has different needs and interests. 
For example, this fall our viewers 
will see absolutely different exclusive 
projects: the series Contact about the 
conflict between fathers and chil-
dren; detective drama Insomnia with 
Gosha Kutsenko as a hypnotherapist, 
the adult animation series created 
with 2x2 Universe of Hacking, the musi-
cal dramedy Sold-Out and others.
 
Has competition led to an increase 
in series production costs?
Competition leads to the fact that all 
video services in general begin to in-
crease the cost of their own content. 
Our costs rise as the total production 
of projects increases. Even if we com-
pare 2018, when video services began 
original production, and 2020, when 
the leading video services had already 
released 10 of their own serial proj-
ects, on average (16 original projects 
came out on PREMIER), there was 
tremendous growth in just two years. 
This growth has led to a struggle for 
talents - film studios, actors. All this 
entails an increase in the production 
costs of projects.
 
You are Gazprom Media’s premium 
streaming service. What are the 

main advantages of being a part of 
the leading media group and what 
type of synergies do you have with 
other media companies within the 
holding? 
A holding company can be compared 
to a large family, in which the inter-
ests of all members are taken into ac-
count. But a big family always means 
support, mutual assistance and the 
opportunity to do something large-
scale, which cannot be created alone. 
PREMIER can receive the successful 
content of TV channels TNT, Friday!, 
TV3, TNT4 on exclusive terms. Their 
series and shows are very popular 
with both TV viewers and Internet 
audiences. And we are proud to offer 
our subscribers the best TV content.

While other stand-alone video 
services that exist apart from media 
holdings are only trying to negotiate 
terms of cooperation with TV chan-
nels, PREMIER, being an important 
asset of the largest media holding 
Gazprom Media, has its own prefer-
ences and partnerships with other 
assets of the holding. 
 
The Russian online video services 
market is quite vibrant. What are 
some of its peculiarities compared 
to other markets? Do you expect 
the international streaming ser-

vices to pose a threat to the local 
players?
The Russian market is unique in the 
way that it has managed to keep 
domestic players in leading positions. 
In Europe, the leaders are American 
companies like Amazon and Netflix. 
These giants simply did not allow 
local video services to develop. In 
Russia, everything is different: our 
market leaders are Russian video 
services.

At the same time, there is a global 
player in Russia - Netflix, which 
successfully cooperates with Rus-
sian film studios and video services, 
Disney+ is expected to appear. For 
us, this is an additional incentive to 
strengthen our positions, grow more 
actively and build new cooperation 
schemes.
 
Last year the Russian OTT market 
grew with the record 66% mainly 
due to the pandemic. What are 
your expectations for this and next 
year? Will the growth slow down?
The growth during the pandemic was 
unusual: Russians were forced to 
stay at home. Therefore, they began 
to spend a lot more time watching 
content. Now that life has returned 
to its usual routine, it is unlikely 
that people will continue to watch TV 
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HOT SCREENS MARKET TIMEHOT SCREENS

Love is messy and chaotic, pure and chaste, steamy and passionate. It happens in 
an instant and could last a lifetime, or not. Summer means sun, fun, beaches, 
and beach bods, dates, hookups, sex, and break-ups… all great ingredients for 
a healthy dose of “guilty pleasure” television. From the major networks to the 
streaming giants, “bikini realities” have conquered the screens and now TVBIZZ 
Magazine as well. 

Love Island

The British edition is honestly the only Love Island series worth watching. While 
the other versions (19 in total - current, already broadcast or upcoming) have 
tried to emulate the mega-success of the original show, they have not reached 
quite the same standards. Three years after its debut, it remains the most-pop-
ular reality in the UK.

Bikini RealityWe
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Too Hot to Handle proved that Netflix is not just 
about series. The show introduced a new 
winning element to “bikini realities” where 
touching seems to be the most natural thing. 
What would happen when 10 of the hottest 
singles on the planet gather together but 
are not allowed to kiss each other, engage in 
self-gratification or have sex if they want to 
win the $100.000 prize under the all-seeing 
gaze of virtual assistant Lana.

Too Hot to Handle

Ex on the Beach is one of the first and still 
among the most-popular “bikini reali-
ties”. Seven years after its premiere on 
MTV UK, the format has been adapted in 
14 countries and works well both on TV 
and streaming services. 

Ex on the Beach

Paradise Hotel is a “bikini reality” veteran. De-
spite being only a modest success in the Unit-
ed States in the early 2000s, the franchise 
has been a true international hit, spawning 
versions in eighteen countries. The format is 
now two years shy of its 20th anniversary! 

Paradise Hotel 

This is the HBO Max shot at the popular genre, 
which focuses on three women trying to identify 24 
men as either womanizers or seeking a serious rela-
tionship. The intriguing sexy adventures of the girl 
s immediately shot up in the charts of the streamer 
this summer, resulting in a second season renewal. 

Fboy Island 
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Bachelor in Paradise, the spin-off the classic dating 
reality format The Bachelor/ette made its debut on ABC 
in 2014. The show features former contestants who 
travel to a secluded paradise to get a second chance at 
love. It has been adapted in Australia and Germany, 
while the Canadian version has just started airing on 
Citytv. 

Bachelor in Paradise 

Take four couples committed to each other but at the 
crossroads in their relationships and send them on 
the most amazing vacation in paradise, separated 
from their partner, and in the company of attractive 
singles, all looking for love. Will they stay true or 
give in to the temptation? That is the main intrigue 
in Temptation Island – the oldest “bikini reality” that 
already counts 20 years on air and over 20 adaptations 
around the world. 

Temptation Island 

The 90 Day Fiancé franchise has a new spinoff series set against 
the backdrop of the Caribbean, and it’s anything but paradise. 
Ushering in a new set of on-the-rocks couples, discovery+’s Love 
in Paradise: The Caribbean whisks viewers away to Jamaica, Panama, 
Costa Rica, and Barbados to gawk at four Americans who are 
trying to salvage relationships with their holiday flings.

Love in Paradise: The Caribbean 

While its focus is not on dating, 
Jersey Shore is one of the big 
brands of the “bikini reality” 
genre. The show was revived 
in the US as Floribama Show, and 
remains one of ViacomCBS’ best 
travelling formats with 21 sea-
sons in the UK with Geordie Shore, 
16 seasons in Poland with War-
saw Shore and still going strong in 
Latin America with Acapulco Shore 
and now Rio Shore. 

Jersey Shore
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Mastiff – Norway’s 
production champion
During the tough 2020 as ad budgets were falling sharply and channels all over the world resorted to repeats to keep their busi-

ness afloat, Norway’s leading production company not only had a successful year but increased its revenue and profit by half. 

As the numbers were revealed by Finansavisen, CEO Jostein Olseng explained them with the company’s good routines for dealing 

with the coronavirus pandemic. In this interview with Georgi R. Chakarov, he talks a bit more about the activities of Mastiff and 

the potential for even bigger 2021, with lots of returning and several premiering shows already on air.
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strong production teams and creative 
teams, from having the trust of our 
customers, and of course that we have 
access to a fantastic catalog with super 
strong IP - via Banijay. 
 
How many hours do you produce 
annually, and do you expect to set a 
new record in 2021?
We produce a very large number of 
hours every year. A very large propor-
tion of these hours are driven by the 
morning show - which we produce for 
TV 2. We produce over 200 episodes a 
year of the morning show Good Morning 
Norway. In total, we produced over 850 
hours of TV last year.
 
What have been some of your big-
gest hits and what new productions 
do you have in the pipeline?
Mastiff is recognized, in the Norwe-
gian market, for our strong factual 
productions. These are productions like 
Crime Scene Norway and TV 2 Helps You Out.
In the pipeline, we are really proud to 
be able to present a fantastic Nor-
wegian version of LEGO Masters - this 
autumn. We are also really happy to 
bring Fort Boyard back to the Norwegian 
market, after 10 years, this autumn.
 
What type of content are the local 
broadcasters looking for right now?
The short answer is that they are look-
ing for content in Norwegian. Content 
that in different ways reflects different 
aspects of Norwegian culture and life.
 
Is there a difference in the approach 
of pitching a show to a channel and 
to a streaming service?
The boring answer is that there are 

more similarities than differences. 
The most important thing, no matter 
and always, is the content - the idea 
and the stories we want to tell through 
the production.
 
We could argue that Norway is among 
the most advanced markets when it 
comes to analyzing live TV and on-de-
mand viewing data. However, which 
are the numbers that matter most 
to you? When is a show considered a 
success on your market?
It really depends on what “job” the 
program is set to do for the customer. 
For example, the “job” of Paradise Hotel is 
to generate on-demand numbers. But 
in general, it can be said with certainty 
that on-demand numbers are becom-
ing more and more important. Because 
on-demand is where the future lies.

We see quite a big push for content in 
general from both the local players and 
the international streamers. How does 
that affect a small market like Norway, 
i.e. are producers able to handle the load 
and keep up the high production value?

We have a strong production team 
- and we also have many skilled 
professionals who want to work with 
us - or for us. So, we have no problem 
maintaining, even increasing, the 
high production quality.
 
Has this also led to an increase in 
production costs and services?
We are always under pressure from our 
clients. At the same time, we work pur-
posefully and hard to ensure that they 
get the highest possible value out of their 
investments in content produced by us.
 
Being part of Banijay, what addi-
tional benefits does your company 
enjoy compared to other players on 
the market?
Banijay drives a multi-brand strategy - 
not only by saying but also by doing. This 
means that we enjoy a very large degree 
of autonomy. We can make our own 
choices and lay out our own strategy.

At the same time, we enjoy many 
benefits from being part of the world’s 
largest production group. First and 
foremost, it gives us access to a strong 
IP which we can bring to our clients 
and the Norwegian market. Banijay 
invests heavily in creativity, and in ad-
dition to strong IP, we also have access 
to the world’s best TV brains - which 
assist us in our local creative work. ▪

JOSteIN OlSeNG turns 44 this 
October. He has been the CeO of 
Mastiff Norway since 2019. He joined 
the company back in 2007 and has 
previously served as COO, Head of Fac-
tual, executive Producer and Producer. 
Between 2014 and 2018, he oversaw the 
establishing and build-up of the com-
pany’s successful factual department. 
Prior to joining Mastiff, he worked as a 
news reporter for almost 10 years, and 
holds a degree in Journalism. 

ostein, Mastiff is currently the 
biggest independent producer 
in Norway. Could you briefly 
tell us about the various com-

panies within the group?
Mastiff is a production company with 
a proud history dating back to the early 
90’s. The company’s vision is to reflect 
the reality of Norwegian reality, via the 
programs we proudly produce. Mastiff 
is especially known for our many factu-
al productions - and our distinctive way 
of producing reality aimed at a young 
target group.

Despite the corona crisis, you en-
joyed record results in 2020 with the 
revenues rising by nearly 50%. How 
did you achieve this success?
We love to produce and live to pro-
duce. Therefore, we are very grateful 
and happy that last year was a busy 
year. We feel very privileged to be 
allowed to produce so many exciting 
productions - and to be able to tell en-
gaging and important stories through 
these productions.

Mastiff benefits from having very 
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Friday! goals: first Russia, 
then the World

SuCCESS STORIES SuCCESS STORIES

For years, Friday! has been Russia’s most popular and innovative entertainment and lifestyle network. The success on the home 

market both on TV and the digital market has opened up new opportunities on the international scene.

Nikolay Kartozia, the mastermind behind Friday!’s hit shows and strategy, talks with Alexandra Shutova about their latest deals 

and ambitions on the international market, as well as the hybrid model of combining TV and internet elements which drives the 

channel’s success on all platforms.

r. Kartozia, the last time 
we spoke Instagram 
Girls had just been sold 
to Amazon. What news 

do you have around the show 
more than a year later?
We sold the Instagram Girls format to 
Poland, and the Polish adaptation 
aired on TV Puls in September. In 
the near future, the American plat-
form Tubi plans to release Instagram 
Girls as well. There is still interna-
tional interest in the format, and we 
are currently negotiating a sale with 
several countries in Central and 
Eastern Europe.

Back then, you also told me that 
you are negotiating sales for more 
shows. We already know that 
Melodrama was also sold to Ama-
zon. What news can you share in 
terms of new deals?
Yes, Melodrama was released on Ama-
zon Prime Video, and the first adap-
tation of the format was released on 
the Voyo platform in Slovenia under 
the Telenovela title. The first season 
was a hit on the platform, with 
a high rating on IMDb: 9 among 
an audience of 18-29. Voyo is now 
starting to film the second season of 
Telenovela. We are currently finaliz-
ing the Melodrama deal with a large 
distributor in the French-speaking 
territory, we will share the details 
later. Another of our series, the 
comedy blockbuster Teachers in Law, 
was also released on Amazon. 
The development and creation of our 
own reality shows and series, which 

NIKOlAy KArtOzIA is the 
producer and general director 
of russian tv channels Friday! 
and Saturday!, both part of GPM 
rtv Holding, owned by Gazprom 
Media. 
He graduated from the Faculty 
of Journalism of the lomonosov 
Moscow State University. Be-
tween 2001 and 2012 he worked 
at Ntv as chief editor of the 
Namedni program and headed the 
Prime Broadcasting directorate. 
In 2012, he launched the enter-
tainment tv channel Friday! and 
in 2021 the tv network for young 
women Saturday! Kartozia is the 
author of the documentaries 
Brodsky is not a Poet and Sasha 
Sokolov The Last Russian Writer. 
Winner of the teFI Award as 
Producer of the year.
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we will promote to the international 
market, is one of the priority tasks 
for us. During the pandemic, Latin 
America’s interest in our projects – 
both formats and ready-made - has 
grown. We are expanding genres: 
the teenage dramedy Suburbia about 
schoolchildren in a problematic area 
has attracted the interest of several 
European countries. We have an 
extensive catalog of formats that are 
interesting to both channels and 
platforms. At the moment, we are 
negotiating the sale of our reality 
and TV series with major players on 
the television and Internet market, 
and I think that within a year we 
will greatly surprise the Russian 
market with messages about new 
deals.

It looks like your shows work well 
both as ready-made titles and for-
mats. How do you explain this?
First of all, all our shows have a 
bright high-concept. This is my 
thing. We do not launch a show if 
it does not have a vivid super idea, 
unusual rules of the game, which 
the viewer will immediately want to 
play. Casting is important: I’m look-
ing for “forever face”. We choose the 
hosts and heroes of the show as the 

title role in a movie: I looked at the 
person for one second, turned away, 
but remembered this face forever. In 
pre-production, the drama of possi-
ble relationships between the charac-
ters is always thought out. We create 
tension for commercial purposes 
(laughs). Good casting, cool format 
and drama work both as format and 
as ready-made in any language.

Besides Instagram, you are quite 
busy developing projects with Tik-
Tok. Can you tell us more?
TikTok is one of the most popular 
and fastest growing platforms in the 
world, which is why we are actively 
working with this social network. 
Friday! is number one in TikTok 
among Russian TV channels: we 
have an official account and our own 
TikTok house, created on the basis 
of the reality show Patsanki (Ladette 
to Lady). It publishes additional 
content about the show and the 
participants, which we specifically 
shoot for this page. The total num-
ber of subscribers in two accounts 
of Friday! is 5 million people. But 
we went further and did the world’s 
first TikTok TV talent show.

What is TIkTok Talent?

The TikTok Talent show was invented 
and developed by our team together 
with the TikTok head office. It is a 
hybrid show that combines a televi-
sion format and a social network. We 
watched thousands of short videos, 
selected unique TikTok talent from 
across the country, and broadcast 
the best on our air. The winner was 
determined by live viewers using on-
line voting on TikTok. The show has 
shown good numbers on air, and we 
plan to shoot a second season. In ad-
dition, there is international interest 
in the format - we are currently nego-
tiating a sale with several foreign 
broadcasters and platforms. 

Friday! remains the leading Rus-
sian channel for lifestyle enter-
tainment. What is your recipe to 
keep the channel fresh and attract 
the hardest to reach viewers?
There are a lot of secrets. First of 
all, our presenters are hybrids. They 
are popular in two media: TV and 
digital. We take popular bloggers 
and teach them to be TV presenters, 
we take hosts and help them be-
come popular bloggers. Therefore, 
the flow from the Internet to the air 
and back is very easy for the viewer. 
Secondly, I am constantly trying to 

.

Casting is 
important: I’m 
looking for 
“forever face”

We take popular 
bloggers and 
teach them to 
be TV presenters, 
we take hosts 
and help them 
become popular 
bloggers.

turn TV air into the Internet. We’re 
adding features to a device called TV 
that it doesn’t have: direct voting, 
e-commerce, game formats, and 
augmented reality. We are content 
makers on the Internet: our shows 
are constantly trending on YouTube. 
All this allows us to be more than 
just a TV channel and to attract new 
audiences to the universe of Friday!

What are your plans for the new 
season?
We have already become the main 
food and travel channel in Russia 
- the best reality shows on these 
topics come out on our air. In the 
new season, we want to be a TV Tal-
ent Hub. We have been discovering 
talents on our air for a long time: we 
find the best chefs and pastry chefs, 
new presenters, various talents from 
all over the country were featured 
in the TikTok Talent show. In the 
new season, we will launch a show, 
which will be dedicated to chil-
dren with unique talents. Another 
premiere of the season is the reality 
Young Chefs with Konstantin Ivlev, 
a host of the local version of Hell’s 
Kitchen. Ivlev will bring together 
young and talented chefs and turn 
them into professionals.▪

SuCCESS STORIES SuCCESS STORIES
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MAKING WAVES

Casta Diva 
enters the TV business 

with big plans
In January this year, the communication giant Casta Diva Group announced the creation of Casta Diva Entertainment as 

part of Casta Diva Pictures, marking the Group’s official entrance in the TV production business. With offices in 10 countries 

worldwide, Casta Diva now has the ambition to become a major player in the global TV industry. The company is already 

working on its first original projects and series and has just announced the first additions to its formats catalog: the new 

dating shows Runaway Bride and Once Upon a Time, Love. Fabio Nesi, CEO of Casta Diva, and Massimo Righini, Chief Cre-

ative Officer, talked in detail about Casta Diva’s strategy and upcoming projects in this exclusive interview with Maria Chiara 

Duranti for TVBIZZ Magazine.

By Maria Chiara Duranti

Back in Time - Un amore da favola
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ou recently launched Casta 
Diva Entertainment, the 
television arm of Casta 
Diva Pictures. Why did you 

decide to enter the TV segment in 
Italy?
Fabio: The Group has always been close 
to the television industry; now, we 
want to establish ourselves as qual-
ity content providers on the Italian 
scene. This is a strategic choice that 
we had already made, as sharehold-
ers, in the business plan, prior to the 
pandemic. The channels for television 
content are multiplying, thanks to 
the development of over the top plat-
forms: it is a strategic segment for us 
to target.

What potential do you see for 
growth?
Massimo: In Italy, the market is not 
crowded. Although there are several 
companies, they have their own 
specific characteristics and do not 
compete on the same level: there 
are companies that have a large 
range of international titles, where-
as others only produce docu-series, 
and those that prefer branded 
content.

If high levels of production are de-
livered, strong creativity and relative 
budget for this period, there is still 
room for novelties in Italy. Those 
who do not adapt to the situation, 
however, will not be able to move 
forward.

From the beginning, I thought 
about creating a hub to produce origi-
nal products and my intuition turned 
out to be right: even if we have some 
international titles, it is our origi-

nal creativity that has achieved the 
hoped-for success.

Massimo, you have extensive 
experience in the reality genre. 
Will that be the main focus of your 
productions?
Massimo: Reality TV is a big part of my 
expertise. Casta Diva will focus on 
dating, reality, docu-series and factual. 
Nowadays, these products are selling 
the most. Casta Diva products must 
convey emotions, unleash something 
in the audience, first in TV executives 
all over the world.

We are promoting two new original 
dating shows: Runaway Bride and Once 
Upon a Time, Love. We are proud of these 
projects as these are already being dis-
cussed with two different players. Our 
aim is to sell the formats abroad and 
then be able to adapt all over the world.

Do you already have some projects 
in development? Will you rely more 

on original ideas or buy formats 
from other countries?
Fabio: We are already producing three 
titles: two titles for discovery+ and 
one for Motor Trend. In addition, we 
are planning to go on air on Rai 2, 
with a celebrity show, both in Italy 
and in the USA. We have selected two 
foreign titles: My Life According to the Bi-
ble by Small World and Couple's Therapy 
by CBS. These are arousing curiosity, 
and we are producing the Italian 
versions.

Can you reveal some of the titles 
from your scripted catalog? What 
fiction genres will you be develop-
ing?
Massimo: In relation to scripted, we 
are working with some important 
film and series writers. We cannot 
reveal the titles of the products being 
defined with some players, but we 
hint at the direction we are taking. 
The four stories we have chosen, after 

Fabio Nesi
CEO of Casta Diva

Fabio Nesi is the CeO of Casta diva 
Pictures and Partner and CCO within 
the Casta diva Group. right after his 
degree at the G.I.A. in New york City, 
he started working in the interna-
tional diamond business. After a stint 
as a wholesale dealer, he moved on 
to open his business in Milan, Italy. 
But his passion for cinema led to his 
entrance in cinema production in 1998. 
He started as assistant, then junior 
producer, and finally partner. He has 
shot many commercials all around the 
world for a good deal of international 
clients, working in particular with the 
Far east market. He joined Casta diva 
Pictures in 2006.

Massimo Righini

Chief Creative Officer, Casta Diva

A recognized Creative executive 
with more than 20 years of experience 
in media entertainment industries, 
Massimo Righini is the Chief Creative 
Officer of Casta diva. Over the years 
has worked across different unscripted 
genres (reality, talent, game, factual, 
comedy, light entertainment, docu-
mentary), devising and writing more 
than 80 programs. Between 2017 and 
2020 he was Chief Creative Officer 
of NonPanic (Banijay Group). Prior to 
that, he produced programs for Medi-
aset and collaborated with a number 
of Italian producers. He was also Head 
of Channel, Programming & Content of 
Agon Channel.
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careful consideration, improvements, 
and adaptations according to the 
briefs, are based on true stories, on 
real events. With one of them, we will 
talk about the Second World War from 
a different point of view; to produce 
another one, we have acquired the 
rights to some songs to create a mu-
sical. And again: with one of the sto-
ries, we will go back in time, during 
Dolcevita in Via Veneto in Rome and 
finally, with the last one, we will talk 
about the birth of nurses.

How are you cooperating with 
international partners in terms of 
production?
Massimo: In comparison to other 
companies, thanks to Fabio Nesi’s 
creativity and experience, Casta Diva 
has immediately decided to open to 
co-productions. As you know, the 
Group has 10 offices around the world: 
we want to involve professionals from 
other countries for some titles that we 
are about to produce. We will involve 
the Miami branch for a very import-
ant product.

Will you be making content for 
each of those markets? 

Fabio: Our goal is to export our prod-
ucts. Gradually, we want to find or 
create professional skills for each 
location, to enhance the productions 
and creations of the headquarters in 
Italy, between Rome and Milan.

The pandemic gave an addition-
al boost to the already popular 
streaming giants. Will you have a 
separate unit producing content for 
Netflix and the likes? 
Massimo: The creative hub will be 
the same, with one difference: the 
scripted part will focus on collabora-
tions with Netflix, Amazon Prime and 
Disney+ / Star briefs. When we work 
with Amazon, part of the produc-
tion will be dedicated to the Amazon 
project, exclusively, until its conclu-
sion. These new players will allow us 
to improve the level of creativity and 
production, so we decided to dedicate 
part of our company to these clients: 
it will be educational.

You also announced that you will 
be developing branded content for 
advertisers which is the special-
ty of Casta Diva. What novelties 
will you bring to the productions 

aimed for television? 
Fabio: The goal is to merge television 
content with our visual culture and 
our know-how, gained by participat-
ing in international competitions 
with global competitors. Massimo 
and I asked ourselves on how to tap 
into this "dimension", because it 
represents a strong incentive to prac-
tice excellence, which sometimes 
even exceeds our clients’ expecta-
tions. For the last Olympics, we cre-
ated a project for Gillette, shooting 
between Barcelona and Manchester, 
broadcast on all the major channels 
in the world. To do this, we had to 
ensure imaginative standards that 
not many can practice. 

Now, we are thinking of involving 
Casta Diva in a project for the Latin 
American market, handled by our 
headquarters in Buenos Aires, because 
we would like to market the rights 
of our content in the areas where 
we are present. Another example of 
our potential lies in a recent project 
produced in Cape Town: an import-
ant brand commercial for one of 
the world's largest agencies, which 
allowed us to enter South African 
theaters. ▪

MAKING WAVES
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DRAG TV

We Are All Born Naked 
and the Rest is… Drag!

By Yako Molhov

The art of drag has been around for ages. One particular show, 

though, has managed to turn it into a mainstream obsession. 

RuPaul’s Drag Race has influenced the appearance of countless 

other reality and documentary shows about drag culture and 

entertainment which literally exploded on TV and streaming over 

the past few years.

What is the reason for this boom? As one of the creators of 

RuPaul’s Drag Race – Fenton Bailey –put it: “Drag queens and TV 

are like peanut butter and jelly – the perfect combination.”

What is drag? The term is believed to have originated in British 

theater slang to describe men wearing women’s clothes in the 

19th century — dresses that would trail/drag on the floor. And 

according to a 2008 book Languages and Cultures in Contrast 

and Comparison, the first recorded instance of the term in 

connection with drag culture was in 1870. As explained on the 

website National Center of Transgender Equality, drag has 

since evolved as a gender-bending art form in which artists and 

entertainers, regardless of gender, dress up and apply makeup 

in highly stylized ways in order to exaggerate a specific, often 

different than their own, gender identity.

For many, drag is a self-expression as well as a celebration or 

exploration of gender. Drag is also a great platform to showcase 

CUNT, the abbreviation made so popular by RuPaul – the charis-

ma, uniqueness, nerve and talent of the participants, combining 

comedy, drama, singing, dancing, stand-up, all kinds of talent 

acts, craftsmanship, rivalry, emotion but also focus on serious 

issues like acceptance, representation, LGBTQ+ rights; etc. 

And here’s what drag has brought to our TVs so far…
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“We are all born naked and the rest is 
drag” – these are part of the lyrics of 
Born Naked, one of RuPaul’s hit songs. 
And RuPaul Charles has definitely 
become the most-famous drag queen 
of our time, conquering not only US 
but international TV with the art of 
drag. RuPaul’s Drag Race has been on US 
television for a decade, winning nu-
merous Emmy awards for the show and 
its host. It premiered on US gay payTV 
channel Logo in 2009, before moving to 
entertainment channel VH1 in 2017 and 
finding a mass audience.

“It’s been extraordinary to watch the 
journey of the show from targeted LGBT 
channels – such as Logo, and OutTV in 
Canada and the Netherlands – which 
initially picked up the show, and see 
the show grow,” said Sally Miles, who 
handled international distribution for 
the US version of RuPaul’sDrag Race and is 
now an executive producer on the UK 
series. “It always had potential – it was 
so accessible and relatable to a young 16- 
to 34-year-old audience. When we took 
it to Netflix, it demonstrated that this 
was an [entertainment] show for a broad 
audience.”

RuPaul’s Drag Race has spanned thirteen 
seasons (and has been recently renewed 
for a 14th one) and inspired the spin-off 
shows RuPaul’s Drag U, RuPaul’s Drag Race All 
Stars, RuPaul’s Drag Race: Untucked, RuPaul’s 
Secret Celebrity Drag Race, and numerous 
international adaptations. RuPaul’s Drag 
Race alumni have also topbilled other 
shows and specials, the most popular 
one of them being HBO’s unscripted se-
ries We’re Here. Paramount+ also recently 
released a special called Dragging the Clas-
sics: The Brady Bunch and Netflix also made 
Dancing Queen, a docureality focusing on 
RPDR contestant Alyssa Edwards. 

RuPaul’s Drag - 
Race Logo/VH1
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RuPaul's Drag Race UK

https://transequality.org/issues/resources/understanding-drag


We’re Here is an American reality television 
series on HBO featuring former RuPaul’s 
Drag Race contestants Bob the Drag Queen, 
Eureka O’Hara and Shangela. In the se-
ries, the trio of drag queens travel across 
the United States to recruit small-town 
residents to participate in one-night-only 
drag shows. It premiered on April 23, 2020. 
The second season is set to premiere on Oc-
tober 11, 2021.

We’re Here – HBO

The show, hosted by RuPaul’s Drag Race al-
ums Alexis Michelle, Bebe Zahara Benet, 
Jujubee and Thorgy Thor, debuted on April 
19, 2020 on TLC. Dragnificent! sees the four 
queens help someone “reimagine their 
appearance for a special day and reveal 
themselves as they have only dreamed, 
while taking viewers on a touching jour-
ney of their life and struggles up to this 
point.”

A Queen is Born, Netflix’s new original Bra-
zilian drag queen show made its debut on 
November 11 2020, starring Queens Alexia 
Twister and Gloria Groove.They act as god-
mothers, helping people who dream of 
being part of the drag universe to pursue 
their career. With makeup tips, costumes, 
posture, voice acting, and choreography, 
participants will experience a transforma-
tion that will lead them to their final pre-
sentation.

Dragnificent – TLC

A Queen is Born – 
Netflix
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OUTtv’s new reality competition series 
Call Me Mother, hosted by none other than 
Dallas Dixon, the face of ET Canada’s 
Pride digital series, will see drag mothers 
Peppermint, Crystal and Barbada adopt 
and mentor up-and-coming drag talent 
over an 8-week journey as they compete 
to win the title of “First Child Of Drag” 
and a $50,000 prize package.

The Filipino drag-reality program 
Drag Den was officially announced by 
Project 8 and CS Studios on July 1, 
2021. Manila Luzon headlines as the 
show›s host. 

Call Me Mother – 
OUTtv

Drag Den Philippines –  
Project 8 and CS Stu-
dios

Dancing Queen is a Netflix docu-series that 
follows Justin Johnson, aka drag superstar 
Alyssa Edwards from RuPaul’s Drag Race, as he 
juggles his dance life, drag life, family life, 
and love life. Produced by RuPaul. 

Dancing Queen – 
Netflix



Super Drags is a Brazilian adult animated come-
dy streaming television series on  Netflix. Pro-
duced by Combo Estúdio, the series follows the 
adventures of Donizete, Patrick, and Ralph, 
three friends working in a department store 
who are also drag queen superheroes. The se-
ries has an English dub featuring the voices of 
RuPaul’s Drag Race contestants Trixie Mattel, 
Ginger Minj, Willam, and Shangela. 

Super Drags – 
Netflix

The Boulet Brothers’ Dragula is a reality com-
petition television series, hosted by The 
Boulet Brothers, who challenge a differ-
ent set of eleven drag artists from around 
the world to compete in an underground 
style drag competition each season. The 
artists compete for the chance to win a 
cash prize and the crown of “Dragula - the 
World’s Next Drag Supermonster”.

The Boulet Brothers’  
Dragula – Netflix/Shudder

Hosted by Northern Irish drag queen and so-
cial media star Blu Hydrangea, who featured 
in series one of RuPaul’s Drag Race UK, Stitch, 
Please! will follow two contributors each week, 
as they compete to create a different outfit 
inspired by iconic designs from the worlds of 
fashion, film, television and cosplay.

Stitch, Please! – 
BBC Three
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Pabllo Vittar and Luísa Sonza will be in 
charge of the reality show Queen Stars, which 
will be shown on HBO Max in Brazil. In the 
program, drag queens will face challenges in 
their search for the “crown of pop”. 

Queen Stars – 
HBO Max

Karaoke Club: Drag Edition is a spin-off from 
ITV2’s Celebrity Karaoke Club. The show prom-
ises epic performances and naughty night out 
antics as a new batch of stars make their way 
into the karaoke club to unleash their inner 
Lady Gaga.

Celebrity Karaoke Club – 
Drag Edition – ITV2

A show in which 3 fabulous drag queens come to 
the rescue of one hopeless single who has been 
looking for love in all the wrong places. Using 
their wild personalities and insights from both 
worlds, our marvelous mentors will pick her up 
for a night of fun and romance and together they 
will audition 4 potential suitors.The queens will 
cut through the nonsense of a first date and help 
her on her way to finding love!

Queens of Love – 
Armoza Formats

In Drag Me Out, a recurring posse of the most 
legendary drag artists on the scene compete 
to create fabulous personas for well-known 
celebrities. For the drag stars, professional pride 
is on the line, with one artist leaving each ep-
isode. To win, the drag mentors must unleash 
the celebrities alter-egos, bringing out their 
natural performer, and helping them to push 
their personal boundaries with curiosity and 
plenty of self-irony.

Drag Me Out – Banijay
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s. Tuzun, MITSCO has an-
nounced numerous deals 
in the past few months. 
Are things slowly return-

ing to normal after the pandemic?
Yes, last season, our company was active 
in almost every territory. Of course, the 
main reason was the local success of our 
brand-new titles. We released 5 dramas 
and 4 of them were the leaders of their 
slots plus The Innocents was the high-
est-rated drama of last season. When 
you have such an assertive lineup plus 
a strong library, in any circumstances, 
success comes along with it.

How did the COVID crisis affect the 
distribution business in terms of 
content demand and buying poten-
tial of your clients?
From the start of the pandemic, we 
have seen great interest in our titles. 
As I said, it is because we are repre-
senting very strong titles. Also, we 
have added new territories and new 
clients during this period.

What have been some of MISTCO’s 
hits? 
In the first place The Innocents is our 
biggest hit. After MENA and Chile, it 
made a big impact in Spain.

The Great Seljuks: Guardians of Justice is an-
other interesting title of ours. MENA 
is our strongest region. Buyers are in-
terested in this great historical drama 
that will run for several seasons. Also, 
new deals are on the way for both.

In addition, Melek A Mother’s Struggle, 
Golden Cage, An Anatolian Tale and The 
Shadow Team, which are among the 
most popular contents of our library, 
are about to fly to new regions.

Hit dramas mean solid 
business for MISTCO
MISTCO Managing Director Ayşegül Tüzün expects to close even more deals during 

the first MIPCOM after the pandemic period which was marked by record sales for 

the Turkish distributor thanks to its rich catalog of fresh hit series. In her opinion, 

the genres which dominated last season will once again define the trends on the 

Turkish market during the new TV season.
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Managing Director, MISTCO
Ayşegül Tüzün

 What about your new projects?
TRT will have two brand-new histori-
cal drama series as there is increasing 
demand for this genre and both titles 
will be perfect matches for internation-
al audiences. The Great Seljuks: Guardians of 
Justice Season 2 continues in the tradition 
of great historical TRT productions. In 
the second season, the Great Seljuks 
return with Sultan Alparslan and as 
a first in Turkey, in the new season 
it will continue with a retrospective 
narration and will show backgrounds 
from Season 1. Barış Arduç and Fahriye 
Evcen are starring in the brand-new 
historical drama. The series is expected 
to begin in the first week of October.
Another title is Barbarossa: Sword of the 
Mediterranean starring Engin Altan 
Düzyatan (known from Resurrection: 
Ertugrul) and Ulaş Tuna Astepe (known 
from Lifeline). The series is about brave 
and legendary sailors who become con-
querors of the seas in the 16th century. 
It has already received interest on the 
international market and will be one of 
the best-selling titles of this season.

What will be the main trends in 
Turkish drama this season?
Dramas that emphasize physiological 
problems and historical dramas were 
trends last year and I think these two 
genres will keep their popularity this year.

Has TV production in Turkey man-
aged to pick up its pace after the 
lockdowns? 
I believe Turkish producers delivered 
great work last year. Although they 
worked under the COVID situation, 
they kept producing. 
Most of the market events this year 

were canceled or held virtually. How 
crucial are the in-person events to 
your sales and have you managed to 
find a work-around?
We prefer in-person events as we have 
a chance to connect personally. Also, 
we have a chance to share sometimes 
coffee or dinner with our clients, so we 
are able to socialize. I cannot say it has 
had a major impact on sales as it totally 
depends on your library. But of course, 
physical markets are important to find 
new clients.

The role of VOD has increased signifi-
cantly in recent years. What are your 
latest partnerships and deals with video 
services and do you expect a higher de-
mand for quality content from them?
Last year, we closed several deals for VOD 
as it is a new trend but the most import-
ant one is the partnership with StarzPlay 
for The Innocents, Resurrection Ertugrul and Fil-
inta. Also, even for some niche territories 
in South Asia, we sealed different deals, 
especially for our historical lineup.

CEE and Latin America are traditionally 
important territories for Turkish dra-
mas. Have you witnessed an increase in 
interest from other territories as well? 
Interest from these regions is always in-
creasing as each Turkish content has very 
successful results in these regions. ▪

MARKET TIME
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CEE Screenings 2021 

FRESH HITS

The best series from Central and Eastern Europe

Booth #R7.L24

Prior to this year’s MIPCOM, CEETV and 
TVBIZZ launched the fourth annual edition 
of CEE Screenings, the event showcasing 
the best fiction productions coming out of 
Central and Eastern Europe. Keeping the 
tradition, CEE Screenings 2021 features 
some of the big hits of the past TV season 
and exclusive premieres of the most ambi-
tious projects set to hit the screens during 
the new TV season. 

CEE Screenings 2021 counts a record 
number of Official Partners, including 
Eccho Rights, Global Agency, Inter Medya, 
Nova TV Croatia, NTV Broadcasting Com-
pany, Russia Television and Radio, ZDF 
Enterprises and Film.UA. Each of one of 
our Official Partners presented three titles 
from their catalog during our streaming 
event.

The CEE Screenings 2021 selection 
includes a whopping 31 titles, the biggest 
number yet, from seven countries across 
CEE. The titles included scripted projects 
from various genres: drama, period drama, 
sports drama, crime, thriller, comedy, 
medical thriller; etc.

“The fourth edition of CEE Screenings 
definitely grabbed the attention of the TV 
industry not only from the CEE region but 
also on a global level. The event has quickly 
established itself as one of the most im-

portant online screenings for the region. 
We registered interest for a number of 
productions featured in the CEE Screen-
ings 2021 selection and we hope that there 
will be some deal announcements soon. 
We will continue to organize this event in 
the future and promote CEE as a territory 
where series of great quality are being 
created,” commented Georgi R. Chakarov, 
CEO and President of CEETV and TVBIZZ.

CEE Screenings, the exclusive online event 
for the international TV community, is avail-
able at: http://pitchplay.tv/ceescreenings
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Television means business

These are the most 
read news stories on 

TVBIZZ from 2021.

www.tvbizz.net

Successful swimming 
experiment for RTL, Sat.1 
dating show starts slow

RTL’s Extra primetime special ded-
icated to the dangers of swimming 
in the summer delivered good 
results last night. 1.47 million 
Germans watched the program 
resulting in 11% share in the 14-49 
demo. The night also saw the pre-
miere of Sat.1’s new dating show 
My Date, My Best Friend and I which 
got only 570.000 total viewers and 
5.9% share in the demo. ZDF had 
the most-watched show of the 
night with North North Murder: 6.61 
million viewers and 23.5% share in 
total and 9.4% share in 14-49.

Merger with RTL ‘must feel 
like a loss for John de Mol’

Menno van Dongen, Media Editor of dai-
ly Volkskrant, writes in his column that 
the merger with RTL Netherlands must 
feel like another loss to John de Mol. Ac-
cording to him, this is yet another fail-
ure for the media mogul after the pre-
vious misfortune with channels Sport 7 
and Talpa/Tien. The author writes that 
De Mol was not able to turn SBS6 into 
a successful channel and this year the 
shares of Talpa TV have dropped. Addi-
tionally, Talpa Network ‘missed the boat’ 
when it comes to streaming services and 
its Kijk.nl is more like a catch-up service 
which has far less users than Videoland 
or NPO Start. Van Dongen believes this 
must be painful for De Mol who always 
wants to win.

High notes for new singing 
competition The Box of Tal-
ent on VTM

Saturday night’s primetime 
launch of the new singing 
competition The Box of Talent (aka 
K2 Looks for K3) scored a massive 
market share of 57.1% in the 18-44 
target group. This is an increase 
of 160% against the average VTM 
market share of 21,9% (18-44, Live 
+ VOSDAL). The show is produced 
by Dedsit for both VTM and SBS6 
in the Netherlands, which will 
launch the series later this month, 
Be-Entertainment announced.

Discovery losing money in 
Denmark and Norway

The Discovery channels in Denmark 
and Norway continued to struggle 
financially in 2020. The revenues of Dis-
covery Networks Norway dropped for a 
third year in a row (-8%) last year to 1.68 
billion NOK. Since 2018, the company’s 
income has dropped by 488 million 
(-22%). The ad income in 2020 was down 
189 million to 1.024 billion NOK. Still, 
the result before tax increased 15% to 
187.9 million NOK. Discovery Networks 
Denmark’s revenue was down 35% in 
2020 to 596.8 million DKK. The EBIT 
was down 174% from a positive 107 mil-
lion, to a loss of 80 million DKK.

The Hustler turns into a 
flop for NPO1 as well

It has been quite some time since 
NPO1 has had two major flops in 
its primetime. After the cancella-
tion of Thursday night show Dino’s 
Care Service, it looks like the local 
version of The Hustler is the next in 
line to get the ax. The second ep-
isode of the gameshow had only 
253.000 viewers and 4.8% share 
on Friday night. The amount of 
viewers dropped by half. Earlier, 
the ABBA-themed show of Nick 
& Simon had 1.098.000 and 17.6% 
share. RTL4’s The Voice Kids led the 
night with 1.331.000 and 23.1% 
share. SBS6’s most watched pro-
gram in the primetime was First 
and Last with 519.000 viewers and 
10% share in total.

Record results for Mastiff in 2020

Norway’s biggest producer enjoyed 
record 2020 results despite the corona 
crisis. Finansavisen reports that Mastiff 
Norway and Mastiff Entertainment 
jointly generated revenues of 221 million 
NOK last year, which is 45% higher 
than in 2019. The result before tax was 
18 million NOK, up 52% yoy. “The main 
reason why it went so well is that we 
have had good routines for dealing with 
the coronavirus. If we had been infected 
in one or more productions, and had 
production stopped, we probably would 
not have had a positive result at all,” MD 
Jostein Olseng told Finansavisen.

Talpa drops Domino Duel pro-
ject after the announcement of 
RTL

John de Mol told De Telegraaf that 
Talpa was also planning to bring a 
domino show until Endemol Shine 
Netherlands and RTL Netherlands 
announced their new show Domino Ef-
fect. De Mol said they wanted to make 
Domino Duel and were in contact with 
YouTuber Lily Hevesh but found out 
that Endemol Shine is already working 
with her. “Now we will first take a look 
at what they make of it at RTL. Wheth-
er Domino Duel will ever come out, we’ll 
see later. In any case, I can prove when 
we came up with the ideas, because 
that is all neatly recorded,” De Mol 
noted about the possibility of Endemol 
taking his idea to RTL.

Sexual harassment forces 
NENT Group to stop Paradise 
Hotel

Following reports in the media 
about sexual harassment during the 
production of the current season of 
Paradise Hotel, NENT Group Sweden 
has decided to stop the show. Also, 
the broadcaster has reported the male 
contestant to the police after two of the 
female participants reported the abuse 
which could be classified as rape or sex-
ual harassment to Expressen. The male 
contestant left the show shortly after 
he had entered it. NENT will decide 
later if the remaining episodes will be 
made available for streaming again.

TVNorge commissions new 
dating show

Linni søker drømmeprinsen (Linni is 
Looking for the Dream Prince) is the 
title of the new dating reality project 
which will air on TVNorge later this 
year. The show will follow model Lin-
ni Meister as she looks for the man of 
her life. From the broadcaster prom-
ise both romantic and action-packed 
dates. “Many have probably formed 
an image of Linni, but she has more 
strings to play on than people might 
think. I wish her all the best of luck 
in the search for the dream prince 
and I hope she meets the man with a 
big M,” said Magnus Vatn, Program 
Director at Discovery Norway.

PROGRAMMING RATINGS M&A/FINANCIALSTRENDING
STORIES

ON TVBIZZ

HIGHLIGHTS
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French users spend more 
than 5 hours a day online, 
study shows

The agency We Are Social and the 
Hootsuite platform have published 
their Digital Report for 2021 on 
the latest trends in digital, social 
media, gaming and e-commerce 
around the world, according to 
which, 4.66 billion people in the 
world are using the Internet repre-
senting an increase of 316 million 
(7.3%) compared to 2020. The time 
spent online has increased, with 
the average Internet user in the 
world now spending nearly 7 hours 
a day online, or more than two 
full days online in a 7-day week (5h 
37min for the French users). Regard-
ing the online content consumed, 
90% of all Internet users aged 16-64 
watch online videos every month.

TF1 planning to launch a 
personalized newscast at the 
end of 2021

TF1 is planning to conquer new 
digital audiences by capitalizing on 
the ‘brand’ of its news, which turns 
40 this Tuesday, by launching a 
personalized newscast at the end of 
the year, a broadcast on Twitch from 
March and multiplying its TikTok 
operations. The group intends to tip 
the scales more in favor of the social 
networks with the 2022 Presidential 
elections in sight at a time when 
political broadcasts are recording 
poor results on the country’s leading 
channels. On Friday, on its Insta-
gram account TF1 aired ‘a monthly 
live’ interview with the Govern-
ment’s spokesperson Gabriel Attal, 
which scored over 30.000 views.

Gil Formats sales chief 
moves to Endemol Shine 
Israel

Adva Avichzer-Meiri, the former 
Head of Sales & Distribution 
at Gil Formats, has joined the 
team of Endemol Shine Israel, 
effective March 1. She will serve 
as Senior Director of Internation-
al, Co-Productions and Business 
Development. Avichzer Meiri led 
the sales of Gil Formats for the 
past six years. She left the prodco 
at the end of February.

Fremantle acquires multi-
territory format rights to Good 
With Wood

Fremantle, Plimsoll Productions and 
Magnify Media today announce a 
multi-territory deal for the orig-
inal format, Good With Wood. In a 
throwaway world, nothing is more 
elemental and earthy than working 
with wood, from high-end hard 
wood to rough recycled pallets. It 
can be burnt, bent, sanded, carved, 
stained and transformed into almost 
anything: furniture, sculpture, 
structures, even instruments. Work-
ing with the material is pure escap-
ism from the rat race, connecting you 
with nature, celebrating craftsman-
ship and creating lasting objects.

Finnish ad market 
down 11.3% in 2020

The volume of media advertis-
ing decreased by 11.3% to 1.126 
billion euros. In April and May 
were recorded historical drops 
of 43% and 42%, respectively. 
According to Kantar, the 
recovery of the market started 
in June-July. Online media still 
managed to post growth with 
a minimum of 2%, increasing 
their share on the market to 
47%. Cinemas lost 65% and the 
second largest decline was in 
the outdoor segment with 29%. 
Newspapers and magazines 
lost 25% and 19%, respectively. 
TV was down 9% (19% of the 
spend) Last year, Finns spent a 
whopping 9 hours and 27 min-
utes on various media every 
day. About 44% was consump-
tion of TV and video content.

Armoza announces new 
Head of Sales, expansion in 
Sales team

Armoza Formats, part of ITV 
Studios, has today announced an 
expansion in its sales division, 
with Salomé Peillon now appoint-
ed to the role of Head of Sales, 
where she will be managing the 
sales division, and Elizaveta Ma-
karova joining the team as Sales 
Executive for Eastern Europe and 
CIS. With over 100 formats in their 
catalogues, these new changes 
come to strengthen a dynamic 
team that is known for turning 
formats into global brands.

Swedish ad market up 
13% this summer

The Swedish ad market got 
182 million SEK more during 
the months of June and July, 
which represents a 13% growth 
to 1.6 billion SEK. So far this 
year, the increase in the ad 
spend is 11.6%. Digital grew 
the most, with 23%. TV was up 
16.2% in June and July and up 
12.8% for the year. From the 
Swedish Ad Agencies noted 
that these numbers will not 
take the market back to 2019 
levels.

Banijay Iberia names new CFO 
& COO

Javier García has been named CFO 
& COO at Banijay Iberia, keeping 
the roles he had at Endemol Shine 
Iberia which is now part of Bani-
jay Group. He will be overseeing 
the operations of Cuarzo Produc-
ciones, Diagonal TV, Endemol 
Portugal, Gestmusic, Shine Ibe-
ria, Tuiwok Estudios and Zeppelin 
TV. He joined Endemol Spain 
from Telefonica in 2005 taking 
the position of financial director. 
In 2015, he became CFO & COO 
of Endemol Shine Iberia. He will 
report to Pilar Blasco, CEO Banijay 
Iberia, and will take over the 
responsibilities of Raúl Ballestero 
who has decided to pursue new 
challenges.

Armoza launches five new 
formats

Armoza Formats, part of ITV Studios, 
has now unveiled its new slate for 
Spring 2021 with three new formats 
across a wide variety of genres and 
two scripted series. Family Piggy Bank 
(60’) brings the unique dynamics 
of a family dinner to the studio. 
Armoza is also bringing two new 
formats that were created as co-de-
velopments with Something Special 
Korea: Checklist for Love is the dating 
reality arc competition that taps into 
the age-old struggle when looking 
for a partner More is Less is the high 
stakes culinary competition. A Family 
Man is and Married Life Scenes are two 
series from Russia, both formats and 
ready-made.

Channel 4 launches real-
time bidding on All 4 in 
UK broadcast industry 
first

Channel 4 today announces 
the launch of All 4 Private Mar-
ketplace, a new advertising 
innovation that enables brands 
to buy digital advertising space 
around All 4’s 14,500 hours of 
premium content via private 
programmatic auction for the 
first time. Channel 4 is the first 
UK broadcaster to make its vast 
inventory available through 
automated real-time bidding – 
a method that enables ad space 
to be auctioned in milliseconds 
and the highest bidding adver-
tiser’s campaign served to its 
target audience.

Talpa Network partners 
Snap

Snap Inc. and Talpa Network are 
entering into a collaboration 
whereby short video content from 
Veronica Inside, Let Love Rule, Veronica 
Fight and video content from Radio 
538 can now also be viewed via Snap-
chat’s Explore platform. Each Talpa 
Network Show will get its profile on 
Snapchat, so that the content can be 
easily found, viewed and subscribed 
to. Snapchatters can also turn on 
notifications to be notified when 
new episodes are available.
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The Mole is coming to Netflix 
soon

The original ABC version of The Mole, 
with Anderson Cooper as host, is 
coming to Netflix on Monday. This is 
quite exciting, because it remains one 
of reality TV’s best competitions—and 
because, while season one is on DVD, 
as is season three—its other seasons 
have not been available. Netflix’s page 
for The Mole says “seasons coming Mon-
day,” and I take that plural to mean 
that they’ll be adding at least two sea-
sons. (I’ve reached out to Netflix to try 
to find out exactly what that means.) 
The cast section lists only Anderson 
Cooper, and he hosted only seasons one 
and two.
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