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Apple: 
It’s not TV, it’s TV+

ust a few days ago, Apple revealed its new 
Apple TV and Apple TV+ services thus offi-
cially entering the streaming business. 
Despite bringing up on stage the likes 

of Spielberg, Winfrey, Aniston, Witherspoon, 
Momoa, J.J. Abrams, Carell and even Big Bird (one 
of the stars of our current issue), media and ana-
lysts really missed the big WOW! effect, the real 
big bang. The majority of press coverage noted the 
lack of teasers from the new shows and the miss-
ing details on the pricing. 

Perhaps it was Apple’s intention to leave a slight 
taste of dissatisfaction and hunger for more after 
the Hollywood-style event. Or perhaps those 
details are really not that important to them. 
Perhaps the majority of media and analysts are 
missing the one, most important point.

Apple is not building services that will com-
pete aggressively with SVOD platforms making 

original content. Apple will not fight for the 
eyeballs it already has, because Apple TV+ will 
be the biggest global distributor of TV, sports 
and entertainment content with a potential 
reach of 1.4 billion devices in more than 100 
countries. 

For comparison, Netflix currently counts 139 
million clients, i.e. less than 10% of Apple’s 
reach, and spends about $15 billion to keep 
those customers chilling. Apple is not planning 
to spend that much on content. Apple does not 
care who made the content or where it comes 
from. That’s why they didn’t really care to show 
“teasers” of their shows. Apple’s hidden mes-
sage was: “No matter what content you like, 
we will bring it to you.” 

This is already happening with Apple TV offer-
ing content from the likes of HBO, EPIX, Starz, 
and Showtime, with more to come. On top of 
all Apple devices, Apple TV will be available also 
on various smart TVs, along with Amazon Fire 
and Roku, further boosting its worldwide cov-
erage. Some analysts expect that these partner-
ships could add more than $20 billion of “high 
visibility” annual revenue within five years. 
That would be more than Netflix’s current turn-
over of $16 billion. No, Apple is not too late, too 
far behind. It is already ahead and cashing in 
from the streaming game, while others con-
tinue the fight to grow their reach by spend-
ing billions.

Apple has now entered a new stage of its devel-
opment and is set to become the center of global 
entertainment business for years to come. ▪

Big Bird at the Apple TV+ launch event
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Simon Cowell prepping 
new X Factor and Got 
Talent spin-offs

Simon Cowell plans to launch two 
new series of The X Factor this year, as 
well as an additional version of Brit-
ain’s Got Talent. He said he intends to 
introduce a celebrity version of The X 
Factor along with an all-star edition 
with former contestants. Cowell also 
endeavors to create a second series of 
Britain’s Got Talent with past winners 
of the show competing against each 
other, along with the main series.

Altshuler Shaham invested 30 million in Keshet’s 2025

TheMarker reports that investment company Altshuler Shaham has in-
vested 30 million NIS in Keshet’s latest reality format 2025 and also 
landed the broadcaster 130 million NIS for the acquisition of the News 
Company which was evaluated at a price of 240 million. TheMarker 
notes that the investment in the format should be repaid though inter-
national sales, or the investment will be cut by half. Altshuler has also 
invested in KI’s TV investment fund worth $55 million.

Apple TV+ is coming

Apple announced Apple TV+ will launch this fall. Billed the new 
home for the world’s most creative storytellers featuring exclusive 
original shows, movies and documentaries, Apple’s original vid-
eo subscription service, will feature a brand-new slate of program-
ming from the world’s most celebrated creative artists, including 
Oprah Winfrey, Steven Spielberg, Jennifer Aniston, Reese Wither-
spoon, Octavia Spencer, J.J. Abrams, Jason Momoa, M. Night Shya-
malan, Jon M. Chu and more.

ORF DG Alexander Wrabetz has ul-
timately decided that the pubcaster 
does not need a Head of Entertain-
ment, even though a tender for the 
position was announced last fall. The 
plan is now to hand over these re-
sponsibilities to the respective Chan-
nel Managers of ORF eins and ORF2. 
TVBIZZ reminds that ORF’s longtime 
entertainment chief Edgar Böhm re-
tired last year. ORF will also terminate 
the contracts of 11 employees from the 
Program Directorate. 

The Masked Singer set to conquer new markets after US 
triumph

The Masked Singer turned into the biggest entertainment hit in the US in 
more than seven years. A second season on Fox has already been con-
firmed, while in just a few weeks between February and March the format 
was picked up in France, Germany, the Netherlands and Australia. 

ORF scraps Head of 
Entertainment position

THE BIG GAME
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Nakken becomes TV 2 
content strategy head

TV 2 Norway’s Program Director Jarle Na-
kken is taking on the newly created po-
sition as Content Strategy Director at the 
broadcaster. He will also join the man-
agement team led by Channel Direc-
tor Trygve Rønningen. Nakken has been 
TV 2’s programming chief for nearly five 
years and before that he had the same 
role at main rival TVNorge. The change 
comes as the Channel Division chang-
es its name to Content Strategy and Pub-
lishing and it will develop content for all 
platforms, including news and sports. 

THE BIG GAME

Rai names Corporate DG

French media have been shocked by the huge budget that France 2 has 
allocated for the local version of Million Dollar Mile. The adaptation of the 
show will reportedly cost the channel 800.000 euros per episode. The pi-
lot season will have 4 episodes. The pubcaster has already confirmed the 
preparation of the format’s second season.

France 2 spends big money on Million Dollar Mile

The Board of Directors of Israeli pubcaster Kan 
has decided to appoint Eldad Koblenz perma-
nently to the position of CEO for the next 4 years. 
He has been serving as the Acting CEO of the 
company since its establishment two years ago.

Eldad Koblenz gets permanent 
position as Kan CEO

Former TV4 CEO Jan Scherman wrote in his blog that Telenor is 
eyeing the Nordic broadcasting holding NENT Group. According 
to him, the move would be a response to the recent acquisitions 
of Telia in Sweden (Bonnier Broadcasting) and Norway (Get). He 
notes that the moment is right as NENT Group has just finished 
its listing on the stock exchange which opens the doors for new 
investors. A Telenor rep refused to comment on this informa-
tion.

Telenor wants to buy NENT Group?

Rai has introduced a new role in its management structure and Alberto Ma-
tassino will take over as Corporate DG. He has previously served as MD of 
prodco Fandango and also as CFO of Fox Networks Group EMEA. He will be 
overseeing Rai’s operations and will have the task to optimize the various 
business assets of the pubcaster. 

Disney seals $71bn historical deal for 21st Century Fox

On March 19, The Walt Disney Company closed its $71bn acquisition of Rupert 
Murdoch’s entertainment business in a historical deal which saw Disney ab-
sorbing the Fox film and TV studios, the FX networks, National Geographic 
and Indian TV giant Star India in a huge boost to its content. The new stand-
alone entity Fox Corporation now includes Fox Entertainment (formerly Fox 
Broadcasting), Fox Television Stations Group, Fox News Group, and Fox Sports 
Media Group.

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.

9  / TVBIZZ MAGAZINE / MIPTV 2019



SHOPPING LIST

What to Buy at MIPTV 2019?

A fresh hit for BBC One, in this new 
physical gameshow contestants need 
quick reflexes and brains in order to 
win the cash prize. Ten giant screens 
have balls hidden above them which 
drop from the correct answer. If they 
choose the wrong screen and miss the 
ball falling they risk losing their place 
in the game.

■ Catchpoint / ITV Studios

■ Invincible / Elk Entertainment
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Spanish producer Gestmusic is known 
for creating hits like Operation Tri-
umph and Your Face Sounds Familiar. 
Their latest music format which looks 
for the best song of all times is already 
a hit in Spain. 

■ The Best Song Ever Sung! / 
Endemol Shine

DanceSing is one of Talpa’s most ambi-
tious formats to date. The show looks 
for the best dancer and singer set to be-
come the next big pop star. SBS6 aired 
the first season this spring.

■ DanceSing / Talpa

Dancing is certainly back in style in 
the format world. Created by Simon 
Cowell, The Greatest Dancer had a suc-
cessful first season on BBC in Winter 
2019 and will be back with a new edi-
tion next year.

■ The Greatest Dancer / Syco

The action-packed new gameshow Beat 
the Rooms will aim to restore the fame of 
wacky Japanese shows among interna-
tional buyers. This is the only competi-
tion show where players are challenged 
NOT to do something: don’t breathe, 
don’t get nervous, don’t fall, and more. 

■ Beat the Rooms / 
Red Arrow & Nippon TV

In this new take of sports entertain-
ment shows some of the nation’s 
biggest heroes – the most successful 
Paralympic athletes face team and 
individual challenges. The show 
launched successfully on TV4 in 
Sweden.

Guesthouse formats have been a huge 
hit in Korea and other Asian countries 
for several years now. With this new 
show, CJ ENM will show how such a 
travel/reality format can work all over 
the world. 

■ Korean Hostel in Spain / 
CJ ENM

2025 is unlike any reality format we 
have seen before – a city of the fu-
ture, living AI characters and mas-
sive innovations. The reality format 
topbills Keshet’s MIPTV lineup. 

■ 2025 / Keshet International

The Secret Song turned into the biggest 
entertainment premiere for TF1 late last 
year. The format in which celebrities 
are surprised with new takes on their 
(own) favorite songs is already in devel-
opment in Italy, Spain and Portugal.

■ The Secret Song / 
Vivendi Entertainment

Red Arrow is bringing a curi-
ous factual entertainment format 
in which ordinary people go on 
life-changing journeys as they ex-
plore long-held family secrets, re-
vealing hidden pasts, deceit and 
lies, and buried scandals.

■ Every Family Has a Secret / 
Red Arrow

■ Stranded With a Million Dollars / 
Viacom

After just one season in the US, Strand-
ed With A Million Dollars has witnessed a 
super successful revival in Latin Amer-
ica and will certainly attract interest 
from broadcasters airing Ex on the Beach 
and other MTV formats. 

■ Dating No Filter / NBCUniversal

Dating No Filter takes a funny look 
at first dates happening right be-
fore our eyes. In each episode, three 
pairs of comedians deliver enter-
taining play-by-play commentary as 
they watch real singles navigate first 
dates. The outspoken comedians 
hold nothing back!

SHOPPING LIST

TVBIZZ Magazine takes a look at some of the most-interesting and hottest new
formats and series making their debut at this year’s MIPTV.

The tense thriller set in Stock-
holm’s financial district is inspired 
by real events. While pursuing the 
next scoop, the young Swedish 
journalist Bea Farkas detects irreg-
ularities at ST Bank’s trading de-
partment. Her investigation will 
put a lot of people at great risk.

■ Blinded / All3Media

In law, there is the accused and the vic-
tim. In life, it’s not that simple. The Vic-
tim is a thriller told through the eyes of 
the plaintiff and the accused. Set with-
in Scotland’s unique legal system, the 
drama asks the question: who really, is 
the victim?

■ The Victim /  STV Productions
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After a police operation gone 
wrong, Samuel Kepler, a mental-
ly fragile cop, is sent for a break to 
Calais where he tries to start anew 
with his wife and daughter. Ke-
pler believes the simple admin-
istrative tasks he is carrying out 
will keep his demons at bay.

■ Kepler / France TV Distribution

As the title suggests, the action is 
set on a Swedish cruise ship and 
will tell six different stories which 
take place while the ship moves to 
its destination in one day and one 
night. The series aired successfully 
on Yle TV1 this spring.

■ M / S Romantic / Yle

A perfect show for the Instagram 
age. The hilarious comedy fol-
lows the life of a comedian who 
has lost his primetime show. 
Through 60-second scenes, timed 
by a small clock in the corner, 
we see the hilarious and dramat-
ic twists that this new lifestyle 
takes him on.

■ My Life in 60 Seconds/ 
Armoza Formats

Amar a Morir launched with solid rat-
ings in Chile, increasing TVN’s av-
erage in the slot by 42%. This is the 
story of a single father of three, 
dedicated to his work, who got sick 
and the doctors give him several 
months to live. He decides to leave 
work and spend the rest of his time 
with the children.

■ Amar a Morir / TVN

For Life follows the story of Victoria Woll, 
a hardened National Crime Service inves-
tigator, across two different timelines: 
in the present, where it’s her job to solve 
cases and put criminals behind bars, and 
in the future, where she is in prison.

■ For Life / DRG

The series follows Anna, a brilliant yet 
complex detective who realizes too late 
that a murder happened on her watch. 
Now, she will stop at nothing to find 
the killer in this gripping and atmo-
spheric investigative drama.

■ The Crow / Keshet International 

A sexy, funny drama about mod-
ern women juggling life’s big is-
sues: love, family, careers, infidelity 
… and murder! The series has been 
billed Australia’s version of Desperate 
Housewives.

■ Bad Mothers / Red Arrow

An up-and-coming attorney is given a pro-
motion to the D.A’s office, but when she 
begins working on her first assignment 
and uncovers a massive conspiracy that 
threatens to shake the entire country. She 
will do whatever it takes to bring justice to 
those involved - no matter the cost. 

■ Red Lines / Armoza Formats

This is a universal story of an attractive 
single mother who works diligently to 
raise her daughter without the support 
of her parents. While working at a coffee 
shop, one of her regular customers, a TV 
producer, recognizes her beauty and gives 
her a chance to work as a weathercaster.

■ May Tomorrow Bring Sunshine / 
Nippon TV
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imon, The Twilight Zone has 
become a legendary anthology, 
often regarded as one of the 
greatest and best written TV 

shows of all time. Tell us how did you 
get involved in the latest reboot and 
what were the main elements of the 
original show that inspired you?
I got involved through conversations 
with CBS and the Rod Serling estate, 
specifically Rod’s widow. We took a 
long time to try and figure out how to 
do a reboot of the show that could both 
honor the original series, but also bring 
something fresh and original to the 
brand. The balance of those two things 
was critical and complicated. Ultimate-
ly, we really felt like the answer was to 
define the core elements of the original 
series and stay true to those elements 
-- the anthology structure, the way Rod 
unfolded a story with reveals and twists, 
and the tone that was serious but also 
sly. And we wanted above all to tell 
fun entertaining genre stories with a 
social commentary -- that’s the defining 
combination of Twilight Zone, that pretty 
much nothing else has achieved in film 
or TV in the same sustained way.
 
CBS All Access’ series is the third reviv-
al of the original, following the reboots 
from 1985 and 2002, with Steven Spiel-
berg directing a theatrical homage to 
the original series in 1983. Why do you 
think this show is still relevant?  

I don’t think there’s been a time more 
in need of a new Twilight Zone than right 
now. We are basically living in the Twi-
light Zone, not just here in America but 
globally. The world stage in politics and 
entertainment has become so blurred 
and surreal, that the show can be a great 
commentary or mirror of that. And 
sadly, the world faces many of the same 
social injustices and prejudices that Rod 
was addressing with the original series 
so many decades ago. I think the show 
has attracted great talent because it’s 
a chance to tell fun stories while also 
addressing social, political, moral prob-
lems they don’t get to explore in their 
work most of the time.

The original Twilight Zone was social-
ly relevant, using science fiction as 
a way to offer commentary on cur-
rent events and social issues. Will 
you follow this line and what will be 
the main topics that you tackle in 
season 1?
We absolutely use genre storytelling as 
essentially a delivery mechanism for 
social parables. We explore the most 
relevant issues of today’s world, rang-
ing from racism and police violence to 
sexism, a corrupt political system, the 
obsession with celebrity, and other con-
temporary but sadly timeless topics. 
 
Rod Serling’s original offered episodes 
in different genres: fantasy, horror, 

Simon Kinberg enters 
The Twilight Zone

CULT

The prolific writer, producer and director Simon Kinberg is the main driver behind the modern remake of The Twilight 

Zone for CBS All Access. The creative genius whose credits include X-Men, Fantastic Four, The Martian, Logan and Deadpool 

among others is now taking on a new challenge with the reboot of the Rod Serling classic. In this exclusive interview for 

TVBIZZ Magazine, Kinberg tells Yako Molhov that the new Twilight Zone will stay true to the core elements of the original - 

to tell fun stories while also addressing social, political and moral problems. 

The TwilighT Zone

CBS All Access revived The Twilight Zone 
as its latest original series this year. The 
original was created by Rod Serling and 
premiered on oct. 2, 1959 on CBS. The 
Twilight Zone became a worldwide phe-
nomenon as it used socially conscious 
storytelling to explore the human 
condition and culture of the times. 
The godfather of sci-fi series, the show 
explored humanity’s hopes, despairs, 
prides and prejudices in metaphoric 
ways conventional dramas could not. 

Jordan Peele hosts and narrates the 
modern remake which is produced by 
CBS Television Studios in association 
with Peele’s Monkeypaw Productions 
and Simon Kinberg’s genre Films. The 
series is distributed internationally by 
CBS Studios international. 
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SiMon KinBeRg is a British-born 
American screenwriter, film and TV 
producer, director. he is one of the 
most successful writer-producers in 
the industry, gaining huge fame with 
the X-Men films. Kinberg will make his 
directorial debut with Dark Phoenix 
from the same franchise, based on his 
screenplay.

Kinberg has also written such films 
as Mr. & Mrs. Smith, Sherlock Holmes, Fan-
tastic Four; etc. his production credits 
include also Deadpool, Cinderella and The 
Martian, for which he was nominated 
for an Academy Award for Best Picture.

Kinberg has been appreciated as a 
creator, writer, and producer of the an-
imated series Star Wars Rebels as well as 
producer of TV hit series like Designated 
Survivor, The Gifted and Legion. he is the 
executive producer of the third revival 
of the science fiction anthology series, 
The Twilight Zone. 
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CULT



We explore the 
most relevant 
issues of 
today’s world, 
ranging from 
racism and 
police violence 
to sexism, 
a corrupt 
political 
system, the 
obsession with 
celebrity

CULT
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science fiction, thriller, mystery; etc. 
Will CBS All Access viewers be treated 
to a similar multitude of genres as 
well?
One of the things we love about Rod’s 
original series, and the anthology 
format, is that we can explore different 
genres, so we absolutely take advantage 
of that, and cover all the big entertain-
ment genres, and some more comedic 
ones too.

The new Twilight Zone debuted on April 
1 on CBS All Access. How many epi-
sodes have been planned for season 1 
and who are the actors involved in the 
revival of the series? 
We will have 10 episodes in season 
one. Actors range from Seth Rogen, 
Jordan Peele, Zazie Beetz, Greg Kinnear, 
Adam Scott, Sanaa Lathan, Kumail Nan-
jiani, Jacob Tremblay, John Cho, the list 
is extraordinary.

The reboots of 1985 and 2002 featured 
both new stories and updates of 
original episodes. Have you also done 
remakes of original episodes or will 
you rely mostly on brand new stories?

We are open to whatever the best stories 
are. In the first season, we only do one 
episode that is really based on one of the 
classics, but we would be open to more.  
We feel like we want the new show to 
feel original, even when we’re riffing on 
old episodes. 
 
Which are your favorite Twilight Zone 
episodes?
My favorite episodes are always from the 
original series, specially The Monsters are 
Due on Maple Street, and Time Enough at Last.
 
You have a very extensive career in 
both movie and TV. How has the in-
dustry changed in the past few years 
and are SVOD services changing the 
game? 
I don’t think there has been a bigger 
shift in the entertainment landscape 
in my lifetime than the last few years, 
because of the explosion of new plat-
forms for storytelling. The SVOD space 
has created a home for so much content, 
and so much innovation in storytelling, 
while the movie studios and major net-
works have focused more on traditional 
storytelling and big brands to hold onto 

I don’t think 
there’s been a 
time more in 
need of a new 
Twilight Zone 
than right now.
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Will the Real Martian Please Stand Up

larger bases. It’s an exciting time to be a 
storyteller because I feel as though there 
is a home for any kind of project.
 
What inspires you to write great 
stories? Which one of your scripts was 
easiest to write?
I get inspired by many things. Some-
times I’m inspired by other movies, 
and I’m always inspired by my favorites 
(mostly the science fiction movies of the 
1980s and early 1990s when I was grow-
ing up). And sometimes I’m inspired by 
things in my personal life, that end up 
getting expressed in genre terms. So, a 
relationship issue for me ends up being 
a story about two married spies trying to 
kill each other (in my first film, Mr. and 
Mrs. Smith), or a personal struggle with 
hope becomes Professor Xavier’s story in 
Days of Future Past.
None of my scripts feel easy to write, be-
cause writing is such a lonely and diffi-
cult task for me. But I would say that Mr. 
and Mrs. Smith may have been my most fun 
script to write, perhaps because there 
was no real pressure on it, because it was 
my graduate school thesis script before 
I was worrying about real deadlines and 

bosses and notes and all the realities of 
being a professional writer.
 
Have you had The Shining-like moments 
where you have to write something, 
but you simply can’t? What do you do 
in such situations?
I have it every day that I write. We all 

live with writers block. As a strategy, 
if I’m stuck on a scene, I just write the 
bad version of it, and move on, knowing 
I’ll come back to it many times to revise 
anyway.
 
Which is your all-time favorite film?
Empire Strikes Back. ▪

CULT
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r. Pélisson, 2018 was an 
excellent year for TF1 Group 
which continued to grow for a 
third year in a row. Could you 

mention some of the major highlights 
for your company during the past year?
When you look at the way we have pro-
gressively redeployed TF1 in new business-
es, it feels like going from a great sailing 
boat to a trimaran. We have a very solid 
broadcast core business that has proven its 
ability to grow, both in terms of audience 
and revenues, to which we added last year 
two boosters with a production house on 
one side (the Newen Group), and a digital 
entity we built up on the other side, just 
renamed Unify. Looking closely at the TV 
activity, we have seen an increase in the 
group’s audience, which was delivered 
thanks to our multi-channel strategy. The 
latter has allowed us as a group to widen 
the gap to our main competitor, particu-
larly in commercial targets (32.6% W<50 
audience share). And the same is also true 
for the premium channel TF1 which by re-
cording an increase in its audience (22.5% 
W<50 audience share) has strengthened 
its position as the leader, a unique phe-
nomenon in Europe. Along those lines, 
another highlight of 2018 was our new 
revenue line, thanks to our agreements 
with telecommunications operators, for 
a better value sharing. In the end, our 
annual results, praised by the financial 
markets and the economic press, were a 
great source of satisfaction as they gave 
credit to our strategy.
Looking ahead, what would be the main 
goals of TF1 for 2019? In which segments 
are you planning to grow?
2018 was a game changing year. After 
growing-up comes the time for consolida-

tion and structuration. Thanks to our new 
growth drivers, we are ready to meet our 
challenges: creating even more value for 
our content and their creators, for our TV 
viewers and our advertising brand an-
nouncers, all this while strengthening our 
bond with our audience by offering them a 
personalized television experience.
Regarding Newen, we have two main ob-
jectives: to further strengthen our links 
with French broadcasters and to develop 
our relations with new international 
players. We are very proud that Newen 
is now the French producer which works 
with all platforms: Netflix, Amazon, and 
even Snapchat... And they will continue 
their build-up of European production 
companies. Regarding Unify, there is a 
first objective of federating the various 
entities we acquired throughout 2018. 
Until the end of last year, they were 
startups at different stages of maturi-
ty, with their own business model but 
with little or no collaboration between 
them. The launch of Unify is a founding 
step in the creation of a pole articulated 
around 3 business lines: publishers with 
very prominent brands, solutions for 
brands and services and social media 
e-commerce. As our footprint is now in 
10 countries, we will scale up all these 
activities.
On our broadcast activity, the objective is 
to continue to develop our various sources 
of revenue beyond TV advertising. In addi-
tion to distribution revenues, this requires 
the development, through our replay, of 
our digital revenues, and our revenues 
from data. We have about 25 million con-
sumers, logged in via our MYTF1 platform, 
to which we must add the Unify com-
munities. We have launched a complete 

CEO TALKS

GIlleS PélISSon:  
TF1 is ready for new challenges

As MIPTV celebrates France as Country of Honor, TF1 Group CEO Gilles Pélisson talks with Georgi R. Chakarov about the major achieve-

ments of his company during the past year and the challenges they will be facing in 2019. The chief executive is convinced that after 

the record 2018 the Group will continue to grow by creating even more value for its content, building its relationship with advertisers, 

offering a new personalized experience to its viewers and establishing new alliances with French and international partners.

We pursue 
an ambitious 
content 
policy with 
new editorial 
and artistic 
approaches 
and new 
ways of 
collaboration

CEO TALKS
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Born in 1957, gilleS PéliSSon  
is a graduate of the eSSeC and 
harvard business schools.

A director of TF1 since 2009, 
Pélisson held various posts within 
Accor between 1983 and 1985. he 
became Ceo of eurodisney in 1995. 
Five years later, he headed up the 
management of the Suez-Telefon-
ica consortium ST3g, and became 
non-executive Chairman at noos, 
France’s leading cable network. 
gilles Pélisson joined Bouygues Tel-
ecom in September 2001 as Ceo. in 
January 2006, he became Ceo and 
Board member of the Accor group. 
Between 2011 and 2016, he held 
non-executive directorships in a 
number of listed multinationals and 
was involved in the launch of several 
start-ups as member of the global 
Senior Advisory Board of Jefferies, 
the new York investment bank-
ing firm. Pélisson was appointed 
Chairman and Ceo of TF1 group in 
February 2016. he is a Knight of the 
légion d’honneur and of the French 
national order of Merit.
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revamp of our MYTF1 platform, which is 
totally focused on the user experience, 
with a design and navigation that meets 
the new market standards.
All this will enable us to address even 
better the new advertisers’ needs, in 
a very unique combination of TV and 
digital media. 

How would you describe the situation 
on the French TV market? The ad mar-
ket enjoyed a strong 2018. What do you 
expect from 2019?
It’s not a coincidence that the French TV 
market is being honored at MIPTV this 
year. Our country demonstrates more 
and more the ability to attract and retain 
unique talents, to export various content 
(mainly animation, documentaries, 
dramas, etc.) with a record year in 2018, 
building its worldwide reputation and 
outreach. The French TV advertising mar-
ket grew by 2.4% and some advertisers are 
returning to television because they have 
appreciated its efficiency, the transparen-
cy of its performance measurement and a 
safe environment for their brands. 
However, the French market is still lagging 
behind Germany, Italy or the United 
Kingdom. This situation is largely due to 
the strong regulation of our market, which 
forbids some territories and ultimately 
limits its growth. We must note that the 
liberalization of sponsorship in 2018 has not 
affected other media. Radio and OOH are 
on the rise and the press has declined less 
than in previous years. We hope that this 
will allay the fears and enable to make rap-
id progress regarding the banned sectors or 
the authorization of addressable TV adver-
tising, which would give some oxygen to 
French ad market.
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production required 5 months of shooting, 
with 3.000 extras, 1.500 costumes, 185 
technicians and 150 days of preparation. 
We will alternate miniseries like Infidèle, 
Le Temps est Assassin, Pour Sarah, Le Bazar de la 
Charité with primetime events. We also 
have very event-driven entertainment 
projects and have just signed the phenom-
enon format The Masked Singer which, we are 
convinced, will successfully enrich the list 
of our hits formats such as The Voice, Dancing 
with the Stars or Survivor. In the field of sport, 
we will propose 4 major events. We are very 
excited to broadcast the Women’s Football 
World Cup being played in France, or the 
Rugby World Cup in Japan in September 
and the upcoming Men’s and Women’s 
Handball World Championships.
As you see, we pursue an ambitious con-
tent policy with new editorial and artistic 
approaches and new ways of collaboration. 
And as you know, the TF1 Group is the 
leading private investor in French creation 
and an historical key partner of French 
producers and authors, spending about €1 
billion on programs each year. We intend 
to stay that way. But we can only do so in a 
creative ecosystem that allows us to better 
amortize our investments and thus main-
tain the virtuous circle of creation.

TF1 Group is also focused on growing 
its international business thru Newen 
Group. What are your plans in this re-
spect and which are the markets which 
you see as strategically important?
This move is part of Newen’s strategy, but 

the idea is not to be everywhere. Newen is 
targeting countries where there is potential 
in local drama, with content that can trav-
el. Newen’s team is also looking for compa-
nies which share the same DNA and this is 
what led to the acquisition of Tuvalu in the 
Netherlands, then Nimbus and Pupkin and 
recently De Mensen in Belgium.

Is TF1 content popular among the inter-
national buyers? Which are some of your 
biggest hits?
Because we have high standards and a rich 
and varied offer, some of our stories have 
success all around the world. Among them, 
our crime series are very popular. For exam-
ple, Profiling has been sold in 88 territories. 
Munch, the first legal series in France, for 
which we have 18 episodes available will 
soon become international. No Second Chance 
based on Harlan Coben’s bestseller has been 
sold is 130 territories and Luc Besson’s first 
TV series No Limit was distributed in more 
than 90 countries. With our event series 
such as Le Bazar de la Charité, TF1 is at the fore-
front of exceptional content with a global 
focus. As such, the pre-financing part-
nership that TF1 Studio, our distribution 
division, has just concluded with Netflix is 
an illustration of the attractiveness of TF1 
French creation to global players.

Is TF1 Group looking to enter new mar-
kets?
With a presence in 10 foreign countries 
today, the TF1 Group is becoming more 
and more international. In a context that 

As our 
footprint is 
now in 10 
countries, 
we will scale 
up all these 
activities
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is more globalized than ever, you must be 
able to reach a relevant size, by acquiring 
new businesses or signing national, Euro-
pean, international alliances. That’s what 
we’ve done in recent years and we will con-
tinue to do in the years to come, looking for 
new opportunities in France and abroad.

France TV’s President Ernotte has 
called Netflix “The Devil”. Do you agree 
with her fears and how do you plan to 
compete with international VOD giants 
entering France?
I have mixed feelings towards these 
actors. They are for many in a new golden 
age of the series, TV content par excellence 
and have transformed access to content. 
From a certain point of view, they con-
tribute to the artistic emulation of the 
whole sector. This strong creative dynam-
ic, we were able to capture it at TF1 and 
that makes us offer today series with very 
strong asperities that delight French audi-
ence and interest more and more interna-
tional markets. They also represent new 
opportunities for producers like Newen. 
These are undoubtedly positive points.
The major challenge of the coming years is 
to find the right balance between national 
actors and these international suppliers 
with a key objective: to enable better 
financing of outstanding local content 
and the development of high-quality EU 
production. In this respect, we need to 
be supported by public authorities so that 
these platforms contribute to the financing 
of the sector in line with their financial 

surface and are subject to the same rules 
and taxes as local actors. This is an essen-
tial condition for a virtuous financing of 
local creation. We need also a greater trans-
parency from them on how our programs 
perform once they are exposed, to build 
long-term relationships.
 
At what stage is the development of the 
joint French VOD platform Salto? How 
do you explain the continued growth of 
Netflix in France despite the boycott of 
the local players?
Salto is moving forward and well, being ex-
amined by the French Competition Author-
ity. We think that Salto can be a great solu-
tion for French audience to enjoy all kind 
of contents, mainly local. Moreover, the 
announcement of the alliance between the 
BBC and ITV to launch their own BritBox 
platform in the second half of 2019 convinc-
es us that this is the way for local players to 
find their place and to create the conditions 
for a virtuous and sustainable ecosystem. 
The world of OTT platforms will soon 
change with the introduction of major new 
players as Disney, Apple TV, Warner Media, 
etc., competing with Netflix.

Are you planning to launch new chan-
nels in France? Are you still facing 
difficulties when it comes to charging 
pay TV operators for your content and 
channels?
It’s not on our plans for now to launch 
new channels. Our priority is to continue 
to develop the audience of our channels, 

TMC, TFX, TF1 Series Films and LCI, 
around the premium channel TF1. Re-
garding the remuneration of our content 
and channels by telco operators, it was 
critical for us that the value of our content 
be recognized and monetized, as it is the 
case in the US or in almost all European 
countries. After some significant chal-
lenges, we managed to move the lines 
by signing multi-year global distribution 
agreements with all telco operators and 
Canal Plus. In doing so, we played our 
role as a leader in transforming our sector 
in France and proved the legitimacy of 
our approach, without threatening their 
business model.

You recently launched the new digital 
division Unify. What is its strategic role 
in the Group?
We have launched Unify to strengthen our 
historical core business as a broadcaster, 
by boosting our ability to create federating 
content that generates engagement and 
value for brands. Unify will allow us to 
diversify our revenues streams with data, 
technology, social media e-commerce… 
The new synergies, both editorially and 
commercially, will reinforce our techno-
logical advantages, enhance our offer, and 
our ability to reach all audiences, especially 
women and millennials. Having such 
iconic brand as aufeminin, Marmiton 
(cooking), Doctissimo (health, well-being), 
will enable advertisers to address commu-
nities with digital marketing in a unique 
complementary way to television. ▪

CEO TALKS

The Masked Singer

CEO TALKS
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What will be some of the highlights in 
the programming of TF1 this year? Are 
you going to increase spending on local 
productions?
Local production is key in our editorial 
proposal. We held 42 of the 50 best rated 
French fiction productions in 2018 and 
already the first two of the year. French 
fiction enables us to program about 80 
new evenings and this is increasing. Not 
to mention our daily soap in access prime 
time, Tomorrow Belongs to Us (Demain Nous 
Appartient), produced by our subsidiary New-
en. This year we expect lots of high-quality 
programs. One of the most ambitious 
of them will undoubtedly be Le Bazar de la 
Charité, an event series, with a prestigious 
cast which will be broadcast on TF1 in the 
second half of 2019. This resolutely modern 





TIMELESS ENTERTAINMENT

C
op

yr
ig

ht
s:

 ©
 2

01
9.

 S
es

am
e 

W
or

ks
ho

p.
 A

ll 
rig

ht
s 

re
se

rv
ed

. P
ho

to
 c

re
di

t: 
Za

ch
 H

ym
an

Sesame Street 
turns 50

It all began in 1969 on a street where colorful Muppets and humans lived—

and learned—side by side. The founders tapped educational advisors and 

researchers, entertainers and TV producers, and other visionaries to create 

what became the longest-running children’s show in American television 

history. Fifty years later, Sesame Workshop announced a yearlong anniver-

sary celebration to mark the occasion. Throughout 2019, Sesame Workshop 

will bring people together around the timeless lessons that Sesame Street has 

always taught reaching people in 150 countries in over 70 languages.

Yako Molhov talked to Sesame Workshop executives and talent about the 

show’s past, present and future, its unifying messages as well as its mission 

to help kids everywhere grow smarter, stronger, and kinder.

TIMELESS ENTERTAINMENT

John Legend on Season 48 of Sesame Street
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his year, Sesame Street is marking 
its 50th anniversary. What has 
kept people from all over the world 
visiting the most-famous street in 

the world for more than five decades?
It’s a combination of compelling char-
acters, engaging story lines and a laser 
focus on keeping kids and families first in 
everything we do. We are constantly evolv-
ing with the interests and needs of our 
audience, and creating shows that address 
relevant topics in an entertaining way. 
 
What events and initiatives have you 
prepared to celebrate the anniversary?  
Throughout 2019, Sesame Workshop will 
bring people together around the time-
less lessons that Sesame Street has always 
taught: everyone, no matter who they 
are or where they are from, is equally 
deserving of respect, opportunity and joy. 
We have a celebrity- and fan-fueled social 
media campaign called #ThisIsMyStreet. 
Another highlight is our nationwide road 
trip where we’ll be taking Big Bird on the 
road and finding out what makes your 
community special. The videos we shoot 
with the local kids will appear on Sesame 
Street’s 50th season. And we’ll celebrate 
with a big outdoor event for families and 
fans. We have some fun and unexpected 

STeVe Youngwood is Pres-
ident of Media & education and 
Chief operating officer of Sesame 
workshop. he oversees the Media 
and education unit of the work-
shop, which consists of u.S and 
international businesses, including 
distribution, product licensing, 
themed entertainment, and educa-
tional services. 

TIMELESS ENTERTAINMENT

President of Media & Education and COO, Sesame Workshop
Steve Youngwood

product collaborations, as well as Sesame 
Street stamps with the U.S. Postal Service. 
And as part of a large-scale early child-
hood intervention, we’ll launch a new 
local version of Sesame Street created for 
displaced Syrian families. And we’re not 
even done! There’s so much to we have 
planned. Stay tuned!

Throughout all of its history, Sesame 
Street has been airing on PBS. In January 
2016 the first-run episodes went to HBO. 
What prompted this five-year deal?
We were at a crossroads. While Sesame 
Street’s relevance and reason for being was 
important as ever, the economic model to 
keep us sustainable was evolving. A frag-
mentation in the market led to declines in 
licensing, and technology changes led to 
declines in DVD revenue. In order to con-
tinue producing Sesame Street, we formed a 
win-win scenario with HBO. This public/
private partnership model provides contin-
ued funding for the show and allows us to 
give Sesame Street to PBS for free making the 
show accessible to all kids. 
Sesame Street started out as a television 
show and today, it’s become more. We 
are constantly evolving making sure that 
the show is as relevant and accessible as 
ever--whether it’s on HBO or PBS. It’s im-

portant that we are constantly expanding 
on what Sesame Street means, whether it’s 
short-form on digital platforms, whether 
it’s apps and other digital and interac-
tive content, or whether it’s going into 
communities with more targeted content 
around initiatives like we have with Sesa-
me Street in Communities. 
 
What is the main mission of your 
non-profit organization?
Our overall mission is to help kids every-

Cookie Monster’s Foodie Truck 7 - Sesame Street S49
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n 2018, it was estimated that 86 
million Americans had watched 
the series as children. Do you 
have similar data for the rest of 

the world and how many countries 
are airing the show as of 2019?
Sesame Street is seen in over 150 coun-
tries, heard in 17 languages, reaches 150 
million kids globally, and has over 24 
million social fans. Sesame Street was the 
first children’s show – and one of the 
first shows, period – to speak on tough 
topics like familial incarceration, mil-
itary deployment, divorce, even death. 
From being awarded multiple Emmy 
and Grammy awards, we are consistent-

 ed wellS joined Sesame 
workshop in 2017 as the Senior Vice 
President and head of internation-
al Media and education. ed has a 
long and distinguished track record 
of building brands and operations 
throughout the world.

TIMELESS ENTERTAINMENT

where grow smarter, stronger, and kind-
er. We focus mostly on the earliest years, 
that’s where we can make the most im-
pact. We believe inherently in the power 
of media and technology to be harnessed 
to help educate kids. We know that you 
have to reach if you want to teach, so we 
entertain in order to educate.
We are also sharing our expertise with 
other important people in a kid’s life. We 
have a partnership with NPR on a variety 
of podcasts to address kid/family related 
issues. In a fragmented world, we realize 
that for us to fulfill our mission, we have 
to go well beyond Sesame Street. Today, no 
one show can reach the same number 
of people as it used to. That’s why we’ve 
expanded with a new program called 
Esme & Roy, which recently won best new 
preschool show with Kidscreen. And we 
just announced we’re doing three shows 
with Apple. We’re expanding that pipeline 
to pursue various creative and curriculum 
goals in order help as many kids as we 
can, including the most vulnerable.

SVP and Head of International Media and Education, 
Sesame Workshop

Ed Wells

ly being recognized as a creative and 
innovative force in educating children 
through media.

How many territories have done local 
versions of Sesame Street and what 
have been the most-successful adap-
tations so far?
In our 50 years, we’ve had about 30 
local versions of Sesame Street. Our first 
ones were in Brazil, Mexico, and Ger-
many, where the shows are as beloved 
today as they were when they first 
debuted. In each country, we have a 
talented ensemble cast and dedicated 
production team that creates 

Jim was 
a true 
visionary
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1969 Sesame Street Cast Around Street Sign
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storylines that resonate with kids and 
their families. Every year, we reeval-
uate what issues are affecting our 
global audience, and we engage with 
educational experts and researchers to 
deliver programming that best meet 
kids’ needs.

What are some of the other show Ses-
ame Workshop is working on?
We’re continuing to evolve and 
strengthen our flagship Sesame Street 
program with new animated segments 
like Abby’s Amazing Adventures, and 
another that will explore the differ-
ent worlds of Elmo, Abby and Cookie. 
We’re also working with Apple on 
three new programs. We’re producing 
a live-action, an animated series, and 
a puppet series.
We’ve collaborated with Nelvana on 
Esme & Roy, which follows a young girl 
and her best monster friend on their 
adventures as the best monster babysit-
ters in Monsterdale. The series, which 
recently won a Kidscreen Award for the 
best new preschool series, is now up for 
three Daytime Emmy Awards. Sesame 
Studios showcases new non-Muppet 
characters, short form series, and orig-
inal stories.  

What are your plans for Sesame 
Street not for the next 50 years but, 
let’s say, for the next 5-10 years?
As a non-profit organization, all of 
the work we do is in service of our 
mission to help kids everywhere grow 
smarter, stronger, and kinder. Sesame 
Street has a unique ability to reach 
and teach children, particularly those 
most vulnerable, and we’re constantly 
evolving to meet their needs. Thanks 
to a landmark $100 million grant from 
the MacArthur Foundation, we’re un-
dertaking the largest early childhood 
intervention in the history of human-
itarian response in partnership with 
the IRC, which will reach millions of 
children affected by the Syrian war.
Through Sesame Street in Communities, our 
largest domestic outreach initiative, 
we’re working hand-in-hand with di-
rect service providers across the coun-
try to deliver resources to vulnerable 
children and families. In 11 countries 
around the world, we’re delivering 
life-saving water and sanitation educa-
tion using the power of our engaging 
Muppets, in partnership with World 
Vision.

Ben lehMAnn is the executive 
Producer for Sesame Street. he is 
responsible for the production of 
all content for Sesame Street and is 
also a director for the series. 
lehmann has been with the show 
for 16 years and has won multiple 
awards, including 10 emmy Awards 
and 5 Producer’s guild Awards for 
his work as a director and producer. 

en, how has Sesame Street 
changed in these five de-
cades?
There are the obvious techno-

logical changes that have occurred over 
the last 50 years – how many people 
would have guessed in 1969 that they 
would one day watch Sesame Street on a 
phone? The show was actually designed 
to evolve with the times. Sesame Street 
was born out of a simple question: can 
television help educate kids? As such, 
we create curricula that evolves with 
the changing needs of kids. The show 
re-invents itself every season. And, of 
course, we want to engage kids and are 

Executive Producer, 
Sesame Street

Ben Lehmann We’ll launch 
a new local 
version of 
Sesame Street 
created for 
displaced 
Syrian families
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laboration with the show’s creators, 
Joan Ganz Cooney and Lloyd Morrisett 
contributed to the show’s success and 
longevity. Kids look at the Muppets, 
be it Elmo, or Abby or Grover, and they 
just connect.

What have been the most-memora-
ble celebrity cameos throughout the 
show’s 50-year run?
There have been so many and everyone 
has a most-memorable. Lena Horne, 
Patti Labelle, Stevie Wonder, REM, 
Feist, Will.i.am, John Legend are just 
a few of the great cameos throughout 
our history. I’m a huge Elvis Costello 
fan so he’s a personal favorite, but 
honestly there are so many memorable 
ones, even just in my time here. And 
the great thing is, celebrities come 
on Sesame Street and they become kids 
again and just have a great time inter-
acting with the Muppets.

always thinking of new formats, new 
characters and new ways of reaching 
kids on different platforms.

Jim Henson’s Muppets have been 
an integral part of the program. 
What has made Henson’s puppets so 
popular for generations of both kids 
and adults to this day?
There is something timeless about the 
Sesame Street Muppets. Cookie Monster 
is universally understood by kids and 
adults alike (he is my personal favor-
ite….Hmmmm Cookie!) because his 
personality is so well defined. You al-
ways know that no matter the adven-
ture or story, he can be kind, he can 
be sad, he can be so many things, but 
at the end of the episode or the narra-
tive arc, he is going to eat a cookie. Or 
barring that, a mailbox or whatever is 
nearby. Obviously, I focused on Cookie 
Monster but Jim Henson’s early col-
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Mr. Hooper with Bert and Ernie

http://www.nelvana.com/
http://www.esmeandroy.com
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att, you are performing the 
roles of two of Jim Hen-
son’s most-popular pup-
pets: Kermit the Frog and 

Big Bird. How did you get involved 
with the show and what have been 
the most-challenging moments for 
you playing the characters?  
I moved to New York City in the fall of 
1994 and got an audition for The Jim 
Henson Company with Jim Henson’s 
son, John Henson. I was asked to come 
in to audition for Caroll Spinney, who 
was looking for someone to help him 
out with Big Bird when he needed it. 
Caroll was introduced to me as “Matt 
Vogel” and, because he knew German, 
Caroll said, “Oh! Vogel means ‘bird’ 
in German, this may be the job for 
you!” Soon after that, I was Caroll’s 
apprentice and I have been for over 20 
years. The most challenging moments 
in playing characters like Big Bird or 
Kermit the Frog is in the balance of 
honoring the intentions of the orig-
inal performer while not delivering 
an imitation of a performance. So, 
that and keeping my arm up for a long 
time!

Tell us about Big Bird. What makes 
kids love him so much? 
I think that Big Bird is the heart of 
Sesame Street. He’s the “every child” and 
our audience can see themselves in 
him. He’s kind, he’s friendly, he’s full 
of curiosity at the world around him. 
And that’s appealing to kids — and 
adults, too.
 
You have five kids. I guess they all 
grew up with the show?
My kids have been around Sesame Street 
and Muppets in one way or another for 
their entire lives, so it’s just a natural 
part of their world to be on a set and 
see their dad with a puppet on his arm. 
I think when my oldest were little, 
they just thought everyone’s parent did 
what I do.  But as they’ve gotten older, 
and their friends find out what I do, I 
think they see that there’s something 
special about what we do.   
Did you watch Sesame Street as a 

kid? Did it inspire you to become a 
puppeteer? 
I’m part of the first generation of 
Sesame Street viewers. It was only a year 
old when I was born. I was brought up 
on the show as well as The Muppet Show 
and was inspired by Sesame Street and 
Jim Henson. As an eight-year-old, I 
was inspired to make my own puppets 
and entertain kids in the neighbor-
hood. And now, here I am entertain-
ing and helping educate kids around 
the world. It’s really a dream come 
true.

 MATT Vogel is one of the core 
Sesame Street Muppet Performers 
and is the show’s Puppet Captain. 
he plays Big Bird, The Count, Mr. 
Johnson, and one of the Yip-Yip 
Martians. As part of Sesame Street’s 
directing team, he has earned seven 
emmy Awards and directed the 
Primetime emmy Award-winning 
special once upon a Sesame Street 
Christmas for hBo. 

Sesame Street Muppet Performer and Puppet Captain
Matt Vogel

C
op

yr
ig

ht
s:

 ©
 S

es
am

e 
W

or
ks

ho
p.

 A
ll 

R
ig

ht
s 

R
es

er
ve

d.

Sesame Street Season 1 Cast Photo
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Celebrities 
come on 
Sesame Street 
and they 
become kids 
again

CARMen oSBAhR, originally 
from Mexico City, performs Rosita, 
ovejita, and other characters on 
Sesame Street. She began her rela-
tionship with the iconic program in 
1987 when she met Jim henson. 

armen, could you describe your 
characters in a few words? What 
have been your favorite moments 
from the show?
Rosita is a strong, curious monster 

from Mexico. She runs before she walks so 
sometimes she gets into trouble because 
she gets so excited. She’s learning her 
way around.  She loves music, dancing 
and plays the guitar. Ovejita likes to play 
games and tricks on Murray. She’s fun, 
playful, and silly.
Since I’ve been with Sesame Street for 
30 years, there have been so many great 
moments. One of my favorites is when 
I first performed Rosita on Sesame Street. I 
was scared to death and my English wasn’t 
great, but I was so excited to finally be 
joining the Sesame Street family. It was over-
whelming and joyful. Another moment 
was when I was watching a segment about 
vowels with Kermit the Frog and Forgetful 

Sesame Street’s Rosita
Carmen Osbahr

Jones. Kermit was directing him in singing 
the song “Oklahoma.” There was music. 
There were cows, horses, and chickens. 
Forgetful Jones kept mispronouncing 
“Oklahoma” using every vowel except the 
“O” and Kermit was getting increasingly 
frustrated. The scene was total chaos—and 
so perfectly choreographed from the be-
hind-the-scenes standpoint. 
Another favorite moment was singing with 
Ray Charles. That was incredible. But being 
hired by Jim Henson is my top favorite 
moment. He understood the importance 
and potential of television. Jim was a true 
visionary. 
Sesame Street is great at showcasing the 
diversity in the world. For me personally 
and for the producers, it’s always been im-
portant to share culture and I’m so proud 
to represent mine. I get to speak Spanish 
and sing songs, and talk about my abuela. 
I love it. ▪
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Sesame Street Season 49 Cast at Holiday Table





e have all seen how cam-
paigns are ran in America 
and Europe but things are 
a bit different in Ukraine. 

Zelensky’s campaign headquarters 
turned out to be a modern house in 
the elite Kyiv area Pechersk, and most 
of all totally anonymous – unless you 
know for a fact that this is the Ze!Ko-
manda HQ, there is no way to find that 
out – no posters, no flags, absolute 
silence. Once I walk to the door and try 
to enter, a bodyguard comes out and 
starts asking what am I doing there, 
who gave me the address and so on. I 
take this protective approach as normal 
remembering that a few days ago a 
huge scandal broke out as it became 
known that the state-security service 
SBU had bugged the offices of Kvartal 
95 – the production company making 
Zelensky’s TV shows. 

“Is Zelensky really so dangerous to 
the state?” - I ask his political cam-
paign adviser Dmitry Razumkov who 
responds: “Which one of the many 
cases are you asking about,” and adds 
that the SBU (which is directly under 
the control of the incumbent presi-

Zelensky
from a fictional president 

to President-elect?

It is a beautiful sunny Sunday, a true spring 19-degree blessing in Kyiv which was smothered in a snowstorm just a few days ago. The long 

winter has finally come to an end. But the day is even more special as Ukrainians are coming out to vote in the first round of the Presidential 

elections which to a large extent would decide the future of the country for the next five years. Is this wonderful weather also a sign for 

better days in the country? Is change coming?

A few hours later, the preliminary results of the vote are in and it does look like the people are ready for a fresh start. The popular comedi-

an and producer Volodymyr Zelensky got the majority of votes (over 30%). The polls predicted it but now it is a reality – the actor who played 

the country’s president in the popular comedy series Servant of the People is now one step closer to becoming Ukraine’s President-elect. This 

happened just three months after he entered politics and announced his candidacy – a truly unique achievement in the history of world 

politics. In mid-March, two weeks ahead of the elections, I set off to discover how Zelensky turned from a top entertainer into the leader of 

the first round of the presidential elections in such a short period of time.

dent) have been following them on a 
regular basis but that has not affected 
their daily work. Bugging is not really 
necessary as Zelensky has been show-
ing everything he does on social media. 
Probably, that was one of the reasons 
why his YouTube channel was attacked 
by hackers and taken offline for a few 
hours while the digital stats speak for 
themselves: 3 million unique visitors 
to the official website of the campaign 
(10 times more than those of other 
candidates) and the biggest messenger 
Telegram channel with a weekly reach 
of 4-8 million people.

As Razumkov sees it, Zelensky is a 
“non-typical candidate for Ukrainian 
politics” who surprised his opponents 
with the record number of volunteers he 
managed to attract – over 560.000 peo-
ple. Even though the campaign start-
ed in mid-January, the ratings of the 
comedian-turned-politician have been 
climbing week after week. Razumkov 
explains this with the transparency, 
fairness and openness of the campaign 
which among others has been showing 
meetings and discussions with experts 
and analysts with the aim to create a 

system of policies which would then 
be developed into new legislation with 
the ultimate goal “to turn Ukraine into 
a country where people want to live in, 
and not leave it as it is happening now.” 

The political adviser even calls their 
candidate “a judgment for the politi-
cal elite” and notes that they don’t to 
change his image according to the taste 
of the voters which makes the cam-
paign easier and it simply shows Zelen-
sky’s ideas, goals and challenges which 
would later help him to implement 
them. “Everyone who knows Zelensky 
knows that two years ago he was like 
this, now he is like this, and let’s hope 
that in two years he will be again the 
same person,” Razumkov says. 

According to him, the other can-
didates were also surprised by the 
relatively low spending of the Zelensky 
campaign which has cost a total of 70 
million hryvnias (close to $25.5 mil-
lion), as the candidate revealed in an 
interview for 1+1 a few days later stress-
ing that all money came from his own 
savings and the founders of Kvartal 95. 

I then touch on the hot topic of 
Zelensky being “the clown of Kolo-

34  / TVBIZZ MAGAZINE / MIPTV 2019

MAKING HISTORY

By Georgi R. Chakarov

moisky” to which the political adviser 
responds jokingly: “He just left before 
you came,” and continues in a serious 
manner assuring that nobody controls 
Zelensky and nobody takes decisions 
instead of him; the business relations 
between 1+1 and Kvartal 95 are the only 
thing that connects them. Razumkov 
also notes that all Ukrainian channels 
are controlled by oligarchs and if we 
judge by the amount of time devoted 
to Zelensky on the channels owned by 
Poroshenko, it seems like the current 
president is working very hard in favor 
of Zelensky. Accordingly, an IMI study 
shows that two weeks before the elec-
tions Zelensky was covered in only 14% 

of 23.857 news related to the elections 
in Ukrainian media; only 90 aired on 
1+1’s newscasts where Poroshenko had 
442 and Tymoshenko – 135. 

These stats took me to my next in-
terlocutor – 1+1 Media CEO Oleksandr 
Tkachenko. His channel boasts the 
most trusted news in Ukraine (accord-
ing to Socis) and having a candidate 
who is among their biggest stars has 
certainly been a challenge for them. 
“Frankly speaking, it takes us some 
efforts to promote TV products with 
Volodymyr as our star in them and to 
remain neutral in news coverage at the 
same time,” the CEO says, but assures 
that they have never been a one-sided 

media and try to keep balance in the 
news coverage. 

In his opinion, the success of the Zel-
ensky campaign is certainly good news 
for 1+1 and explains Zelensky’s quick 
rise in politics in short: “it’s all about 
the current situation in the country – 
people have become completely disap-
pointed in all the politicians, who had 
been in power for the past 27 years. 
The opinion poll at the  end of 2018 
defined two of the most trusted people 
by Ukrainians – the famous singer 
Sviatoslav Vakarchuk and comedy 
actor Volodymyr Zelensky. What does 
it show? Again, it shows a complete 
disappointment and a will to see the 
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new leader. This is not only the vote 
for Ze&Co but also the vote against the 
current political leaders.”

Tkachenko does not deny 1+1’s role in 
the launch phase of Zelensky’s cam-
paign who made the announcement 
that he will be running for president 
on the country’s most-watched show 
of the year – the 1+1 New Year’s Spe-
cial. The CEO even admits that it was 
his idea to air the announcement 
on the show. As regards to Servant of 
the People, he thinks that the comedy 
series reflects humorously on the real 
political messages people receive in 
daily life and could not be considered 
as propaganda in favor of Zelensky who 
stars as the president in the series: “If 
you delve a little bit deeper, you would 
remember that the series, where Volo-
dymyr plays the role of President Golo-
borodko was created and filmed years 
in advance of the coming elections and 
exclusively for the purpose of further 
TV distribution as an entertainment 
show. At that time, even Volodymyr 
had no intention of running for the 
presidency. That is why any political 

manipulations seem completely in-
appropriate to me. The current presi-
dent can also write a movie script and 
become an actor in that series. There is 
no problem in this kind of situation, I 
think.”

The CEO also assures that 1+1 owner 
Kolomoisky has never been involved in 
the content policy of Zelensky’s shows 
but has only taken part in business 
negotiations with Kvartal 95. A few 
days later, the leader of the first round 
of the presidential elections in Ukraine 
also commented that Servant of the People 
is just a popular series and it has noth-
ing to do with his current campaign; 
the series was just a dream – showing 
the country which they see and they 
dream about. Three days before the 
first vote the final third season of the 
series reached 6.3 million viewers on 
1+1.  

In any case, Zelensky is all set to put 
an end to his TV and acting career. 
A week before the elections, he an-
nounced that he will leave the man-
agement and shareholding structure of 
Kvartal 95 regardless of the result of the 

vote as he is also planning to take part 
in the parliamentary elections with his 
Servant of the People party (currently 
leading the polls with up to 25% of the 
potential vote). 

Well, that sounds like something 
quite normal: politicians should not be 
involved in any type of business (even 
though that has not been the case in 
Ukraine). But this is not simply leaving 
a company and quitting the showbiz 
but leaving behind a media empire 
which has created a number of interna-
tional hit formats (Crack Them Up, Servant 
of the People, The In-Laws), record-break-
ing comedy festivals and events and 
some of the most-watched blockbusters 
in the former Soviet Union. Just one 
example – in early 2019 Kvartal 95’s 
original comedy feature I, You, He, She 
starring Zelensky became the high-
est-grossing film in the history of 
Ukrainian cinema with over 800.000 
viewers and a box office of 71 million 
hryvnias (more than the cost of Zelen-
sky’s campaign).  

I guess he is really not kidding. ▪

Servant of the People



ascal, was 2018 a strong year for 
ITV’s format business? What 
were the results compared to 
previous years and which for-
mats drove the growth?

 Last year saw the strongest format results 
we’ve had on record with double-digit 
growth in both our studios and distribu-
tion businesses. Love Island, I’m a Celebrity… 
Get Me Out of Here! and Hell’s Kitchen were 
among the significant drivers which en-
abled us to lay strong foundations going 
into 2019. 
Another noteworthy contribution is Come 
Dine with Me, which continues to be a key 
foundation for our international format 
business. It’s especially impressive given 
that, not only has the show been pro-
duced across 43 territories, but it also con-
tinues to travel to brand new countries, 
all the way from Mexico to Mongolia. 
First broadcast in January 2005 in the UK, 
Come Dine with Me will be 15 years old 
next year and the goal is to reach 15.000 
episodes globally. It’s at around 14.000 at 
the moment, so only a thousand to go…! 
What’s exciting is the new phase, as we 
take our format business to the next step 
of its evolutionary cycle. Returning hits 
like Hell’s Kitchen, Love Island and Come Dine 
with Me are still fundamental, but we’ve 
been planting seeds and future planning 
for the next five years of growth. Our 
slate for 2019 is one of the best I’ve seen.
  
What are your expectations for 2019 and 
what is your strategy for this year? 
We have big ambitions. We entered the year 

ITV Studios Global entertainment 
sets ambitious goals 

after record 2018
After a record-breaking 2018, ITV Studios Global Entertainment has even bigger plans for the current year as it has prepared 

one of its best slates ever for this year’s MIPTV. Pascal Dalton, VP Global Format Sales, tells TVBIZZ Magazine that the compa-

ny is entering a new phase of its format distribution business relying on proven hits and exciting new entertainment titles. 

with more entertainment shows in new 
territories than ever before so it is already 
lining up to be a thrilling year. In terms of 
new shows we are bringing to MIPTV, we 
are buzzing with excitement about Catchpoint 
and The Chamber, both of which launched 
strongly in the UK, as well as Operation Live, 
which has already been commissioned in 
two countries and has been recommissioned 
for a second series in the UK. 
We are seeing a big global trend for nostal-
gia and returning formats. As a result, we 
will continue our focus on returning hits 
such as I’m A Celebrity...Get Me Out Of Here!, 
which is still a massive hit in the UK, Aus-
tralia and Germany - and returns this year 
in France - as well as Hell’s Kitchen, which 
has seen 60 seasons produced globally 
across 22 territories. Today, new shows can 
take longer to travel than previously, and 
commissioners are prepared to go further 
afield for original concepts. It was the third 
series of Love Island in the UK before viewers 
really started to pay attention and then 
very quickly we accelerate into a position 
where the show has been commissioned in 
12 markets, with more to come. For a global 
player, effective marketing plays a big part 
in that. You have to cut through the noise 
to reveal the genuine hits - which is what 
people want ultimately.

Could you give more details on the 
formats ITV Studios Global Entertain-
ment is launching at MIPTV?
Catchpoint is a gameshow in which you 
don’t always have to be correct to win – 
you just have to be close enough to the 

Track record 
continues 
to be the 
single most 
fundamental 
buying 
criteria
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dropping balls to catch them! It’s full 
of unique, visual questions, nail-biting 
tension and hilarious fun. Ten giant LED 
screens hang vertically in the studio, upon 
which are displayed pictorial answers to a 
series of questions. Players then stand in 
front of the image which they hope is the 
correct answer. If they are right, all they 
need do is catch a giant ball which falls 
from above them, with each ball caught 
adding money to the bank. Easy right? 
However, any players stood in front of the 
wrong answer still have the opportunity to 
dash, dive or leap to catch it from wherev-
er it falls. When it comes to balls dropping 
on gameshows, there is no better fun to be 
had on TV than Catchpoint. It is a Possessed 
and 12 Yard co-production which recently 
launched on BBC One in the UK. 
The Chamber is the world’s first under-
ground gameshow, set in a Welsh mine, 
which sees two teams take on four 
different levels designed to test fitness, 
brainpower and bravery. The aim of the 
game is to be the first team to reach the 
bottom of the chamber and escape, in a 
race against time to crack the code before 
the power – and the chamber itself – shut 
down! With a fully-functioning interna-
tional hub in Wales, The Chamber delivers 
a ready-made opportunity for cost-effec-
tive, family entertainment. The format is 
a Boom production for S4C.
And then there is Operation Live. For the 
first time ever, the life-changing work of 
doctors and surgeons is captured for live 
broadcast. From open heart surgery to a 
replacement knee operation, the show 

follows the surgical team through every 
astonishing moment, while the host 
observes from a distance, accompanied 
by a medical expert who can take the 
audience through each painstaking in-
cision and difficult decision step-by-step.

Love Island remains one of your hottest 
properties. Is there a specific format 
genre that has been on the rise lately, 
based on your format sales? 
There isn’t really one standout genre but I 
would say that we’ve noticed that authen-
ticity is very much key to the needs of 
viewers and a live, or almost live element 
integrated into the content. We have mul-
tiple formats genres that are rising across 
different regions and we have our portfolio 
of formats to thank for that. It’s not a sur-
prise that reality, physical gameshow and 
factual entertainment are key drivers, but 
there is also a demand for adapting script-

THE NEXT STEP
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ed formats as broadcasters desire more 
local content. But with a back catalog that 
keeps delivering new sales combined with 
breakout hits, we continue to deliver.
The heat doesn’t just come from Love Island. 
Hell’s Kitchen continues to travel to new 
markets, having launched in four new 
countries in 2018, as well as continuing to 
perform strongly in existing markets, as 
evidenced by Fox in the U.S. committing 
to seasons 19 and 20. I think part of its ap-
peal is that it’s one of the fastest travelling 
cooking shows, and the best alternative to 
other similar formats having demonstrat-
ed that it can beat them!
I would also say to keep a very close eye on 
Catchpoint. It came out strong at our dedicat-
ed, yearly Formats Festival and we’re proud 
that it has been selected at Pitch&Play 
FORMATCASE ahead of MIPTV too.

What are the key markets for ITV 
Studios and do you have territories that 
you would like to focus more on in 2019? 
EMEA continues to be very important when 
it comes to the suitability of our catalog 
and our ambitions, while we continue to 
explore the potential in APAC and LATAM 
still. In LATAM, we were very excited to 
kick off the new year with the announce-
ment of a format tie-up with Turner, which 
has already borne fruit, with Come Dine with 
Me commissioned on Telefe in Argentina 
and The Alphabet Game launched on Canal 10 

in Uruguay. We’ll be continuing to work 
closely with Turner but we also remain 
open for business with our other clients in 
the region, for the hundreds of other titles 
in our formats catalog.

Are there specific genres that you tar-
get to different types of markets?
From a sales point of view, I’d go one 
step further to say that we focus by title, 
by channel and by country – not only by 
genre and region. In today’s environ-
ment, when there is so much choice out 
there, you really have to pinpoint the key 
opportunities. Of course, you can gen-
eralize and say, for example, “we know 
that shiny floor and studio-based shows 
which can be stripped and which make 
economic sense for the client will work 
anywhere” - but we try to have a more 
comprehensive and thorough approach. 
We ask questions, we listen to the needs 
of each individual client and we respond 
to those briefs accordingly. When it 
comes to marketing our formats, we 
are looking at focusing our approaches, 
which titles we promote and where. The 
superb job our format marketing teams 
have done around globally promoting 
Love Island, has certainly opened up con-
versations elsewhere in the catalog. 

What are the key differences in buy-
ers’ preferences in terms of region? 

You may be surprised to hear that there are 
actually more similarities than differ-
ences. Primetime shiny floor is in de-
mand everywhere it seems, and physical 
gameshows without an over-emphasis on 
knowledge-based questions keep com-
ing up in conversations. But more often 
than not, Track record continues to be the 
single most fundamental buying criteria. 
That’s why in today’s market the renewal 
business is so crucial, so then it becomes 
about being the best long-term partner we 
can be, to support and keep shows current 
and on air. The advantage we have, is that 
we are a global company so we can pass 
and share that knowledge to empower the 
content and keep being renewed. I’ve al-
ways said a good idea can come from any-
where, and now you are seeing buyers look 
further than ever for original concepts.

What is the importance of having a 
local production arm on the ground 
in various markets? Does that make it 
easier to sell formats there? 
It’s been well documented that ITV has had 
significant success in building ITV Studios 
into a truly global company. We are fortu-
nate to be able to launch new labels in new 
markets – territories that have traditionally 
bought, but also created formats, which 
has in turn helped us to develop and broad-
en our pipeline. I wouldn’t say it’s necessar-
ily easier to sell formats that way, but there 
are definite upsides to aligning with the 
right partners in the right market. It’s 
natural for any IP owner to have production 
ambitions, for commercial reasons as well 
as practical. But the importance of having 
a local production presence is a case by case 
consideration, and there are several options 
to evaluate carefully. Each of these has 
different levels of risk and opportunity. We 
gauge which option to pursue based on cer-
tain, pre-selected criteria and our own busi-
ness needs. If the conditions are right, this 
can certainly help localize, adapt and create 
IP, which is where the main strength lies.
 
What are some of the criteria you have 
when doing deals with markets where 
ITV Studios is not present?
If we are weighing up our options, 
there are several factors that come into 
play, apart from the macroeconomic 
conditions of each territory. Sometimes 
it may be more appropriate remaining 
independent and handling format sales 
centrally. It could be a very opportunis-
tic approach and we just respond to a 
particular need in a market. You have to 
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with ITV Netherlands this year, which 
we can’t wait to see, having produced 
series two of The Job Interview for SBS’s 
VIER in 2018.
With the Turner rep deal in Latin Amer-
ica; we’d been on a good journey with 
them, and they had delivered excellent 
localized versions of The Alphabet Game 
(Pasapalabra) and Come Dine with Me, in sev-
eral South American markets. It made 
sense to springboard and formalize our 
collaboration on a bigger scale. The end 
goal is to establish more commissions 
in neighboring markets. Their local 
expertise in adaptation plays a big part, 
while we bring our global presence and 
outstanding IP to the conversation.
 
The streaming giants are investing 
more and more in non-scripted pro-
ductions. Have you been in talks for 
the ITV Studios formats and which?
We engage with all streaming players as 
they continue to present opportunities. 

With linear TV declining and VOD ris-
ing, how does that affect the format 
sales business?
Linear TV still has spending power 
though, so for us it just means we are 
engaging with all parties. What we 
should be looking at is ways we can 
support the growth of VOD, whilst still 
offering content for linear audiences. 

Or conversely, a purely non-scripted 
proposition that works exclusively for 
VOD or Linear.
Arton (Eighteen) was produced by ITV Studios 
Sweden for Discovery’s Dplay last year, 
which was a VOD commission. It’s a com-
ing of age format, when we follow a group 
of young adults in their final months of 
school as they leave childhood behind and 
prepare to face the real world.
Love Island is one format that grew ITV2’s 
linear and VOD audience. I’m not 
talking marginally either. The ITV2 lin-
ear audience grew from around 500.000 
individuals for its first series in 2015, to 
just over 4 million last year, making it 
the most watched show ever on ITV2, 
while ITV Hub+ had a 60% increase of 
subscriptions. We’ve had successes off 
screen as well, monetizing merchandise 
opportunities with sales of Love Island Wa-
ter bottles, examples of which you may 
have seen at MIPCOM last year. These 
successes are being mirrored in other 
versions too, which plays into our “More 
Than TV” group strategy.
This all proves that you can offer ad-
dictive, unpredictable and authentic 
content that has grown audiences across 
linear, SVOD and secondary rights. That 
is rare in today’s format climate and 
demonstrates that we can, as distribu-
tors and creators, find solutions to the 
challenges we face as an industry. ▪

evaluate the suitability of our content 
with the opportunities that lie with plat-
forms and broadcasters, and the right fit 
with any potential production partner. 
Historical format sales and our previous 
experience working with local partners 
also has an impact.
With Lecter Media in Belgium that was 
more of a dedicated and strategic sales 
approach where we were looking to 
collaborate with a production partner. 
They are now co-producing Love Island 
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We entered 
the year 
with more 
entertainment 
shows in new 
territories 
than ever 
before



 Télé a la
française
As France is celebrated as Country of Honor at this year’s MIPTV, we take 
a look at the typical French TV taste, with a pinch of humor!

TIMELESS
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N’oubliez Pas les 
Paroles! 

The local version of the singing 
format Don’t Forget the Lyrics has 
been airing in France for more 
than 20 years now. Hosted by 
one of the most charismatic fac-
es on the French screen, Nagui 
Fam aka. Nagui, the show is still 
among the biggest audience hits 
in France. One reason for this 
is that Nagui can make anyone 
sing right!
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Fort Boyard  

The oval fort has been the stage 
for the world-famous show for 
nearly thirty years. Premiered 
in 1990, Fort Boyard remains the 
most-popular adventure game 
on French TV and the most 
adapted French format.

Les Princes et les 
Princesses de l’Amour 

Amour is undoubtedly the ‘most 
French’ word. The W9 reality for-
mat which follows several sin-
gle guys and girls demonstrates 
how love is unthinkable without 
scandals, passion, tension and 
most of all attraction. One of the 
must-follow shows for the young 
French in the evening slot.
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Julie Lescaut

Julie Lescaut is arguably the 
best-selling and most popular 
French crime series around the 
world. The cult TF1 show saw a 
total of 101 primetime episodes 
aired between 1992 and 2004. 
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Caïn

If you ever get to know French 
people closer, you would know 
that there are no taboos for 
them. The famous handicapped 
police inspector Caïn represents 
the impossibility to break the 
French spirit and the ‘spicy’ 
French humor. 

Demain Nous 
Appartient

With this relatively new series 
(launched in the summer of 
2017) TF1 put an end to its tradi-
tion to air quiz and gameshows 
in its access slot. The French 
audience has readily embraced 
the show which last year scored 
an all-time high with 4 million 
viewers.
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Touche pas à mon
Poste! 

The Black Sheep of the French 
air. People joke that the French 
media watchdog, CSA, has a 
special division or even an en-
tire floor trying to restrain Cyr-
il Hanouna and his team. Touche 
pas à mon Poste! is for anyone who 
wants to keep up with the latest 
trends and sizzling gossip in the 
world of French TV and enter-
tainment.



Scènes de Ménages 

According to OpionWay’s sur-
vey, this was the most preferred 
series of the French viewers in 
2018. The absurd situations in 
the M6 comedy series probably 
reflect perfectly on the problems 
of the typical French family.   
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Les 12 Coups de Midi 

Typical French show to start day 
with while enjoying your crois-
sant… A primetime-like format 
aired in the noon slot based on 
the Argentinean El Legado. We are 
not sure if everyone understands 
the game but most certainly 3 to 
4 million French watch it every 
day on TF1. 

Plus Belle la Vie

Marseilles is a very, very inter-
esting and colorful city. This is 
why the TV saga which follows
the eternal struggles between 
the rich and poor parts of society 
is approaching 4.000 episodes on 
France 3.
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Joséphine, 
Ange Gardien 

TF1 viewers still believe in mira-
cles. 22 years after the first prob-
lem solved by the Guardian An-
gel Joséphine, the series remains 
a primetime winner.  
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Les Guignols de l’Info 

Monsieur Bolloré, please bring 
them back! The French TV is not 
the same without the cult pup-
pets of the parody news show Les 
Guignols de l’Info and Canal+ 
viewers certainly miss them.
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Meurtres à… 

The entire France is flood-
ed in crime. Especially ho-
micide cases. Different 
inspectors have been inves-
tigating different murders 
in different French depart-
ments since 2013. France 3 
has aired 22 episodes so far 
and there are 101 depart-
ments in France plus those 
in the overseas territories so 
can only say Meurtres à… bi-
entôt!



2025
Welcome to the Future

We can’t imagine life without our smartphones, smart TVs, smartwatches while trying to adapt to living in smart homes. And 

now, Keshet have delivered what we at TVBIZZ Magazine like to call a “smart reality”. Just what do we mean by that? Find out from 

this exclusive interview with Kelly Wright, SVP Distribution and New Business at Keshet International, which Stanislav Kimchev 

made during his visit to the smart city of 2025 – Keshet’s new format set in the near future of A.I. and smart technologies.
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ow did you guys come up with 
the idea to create 2025?
We came up with the idea of 
2025 with co-creators Yoram 

Zack and Erez Tal. We wanted to create 
an environment that hadn’t been used 
before in reality TV: the near future. We 
wanted to explore the way technology is 
going to influence and change the way 
people live and interact with each other 
- and also the dynamic of how people 
interact with A.I. Our near future 
city of 2025 is a ‘smart’ city run by six 
humanoid hosts. This hasn’t ever been 
done before. So that was the inspiration 
behind the show itself.
 
How long did it take you to develop 
the format, because what we have 
heard is that it’s been more than 
three years?
It took about two and a half years of 
development to create a brand new 
near-future reality and a brand-new 

world – the city of 2025 - that is con-
venient, safe and comfortable. And 
then we spent 18 months developing 
the technology that would enable that 
world to exist and make 2025 a ‘smart’ 
city. Everything in the city is controlled 
and operated by one integrated sys-
tem – the bank, the shop, the vending 
machines, the hotel – and the contes-
tants interact with this system using 
their smart watches. These watches 
allow them to make purchases, receive 
instructions, open certain doors, and 
calculate exactly how much social cur-
rency they have at any given time. 
 
What makes 2025 different from other 
reality shows?
We are marrying the two different TV 
worlds here – one that we are familiar 
with in premium scripted series like 
Westworld and the other from reality TV. In 
2025, contestants interact in our vision of 
the near future - which is very high tech, 
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SMART REALITY

Kelly Wright
SVP distribution 

and new Business at Keshet 
international



very convenient, comfortable, and com-
pletely digital. We see how they interact 
with the humanoid hosts, with the A.I., 
and how this affects the human relation-
ships between them over the course of 
ten weeks. Also, the theoretical principles 
and mechanics behind this new format 
- the need to collect social currency and 
form friendships in order to survive – and 
how transparent that is, with a ‘live’ 
scoreboard displayed for all to see.
 
With all of these technical innova-
tions can we say that the whole for-
mat is an innovation itself?
Yes, the whole show is an innovation: 
the development and then the actual 
construction of the city and its technol-
ogy, from the ground up.  We’ve built a 
completely bespoke unit on a 64.000sq 
ft plot situated 30 minutes south of Tel 
Aviv that houses the 2025 city itself, the 
production rooms and a set for the live 
show. One of these important elements 
is the humanoid hosts. They each have 
a very specific role: there’s a bartender 
named Red, a waitress named Goldie 
and Pink manages the shop. Mr. Brown 
runs the hotel, and Mrs. Silver the bank. 

There’s the mayor of the town who’s 
called Mr. Black. Each one of them is 
very distinct in terms of their personal-
ity and voiced by different actors. Each 
interacts in their specific roles with 
the 12 contestants on a daily basis. So, 
for the first time we have been able to 
develop relationships between “robots” 
and real people. Those relationships have 
been incredible to watch, whether it’s 
flirtation that’s happening between the 
humanoid host and the contestants, or a 
confessional relationship that’s opening 
up there. It’s completely fascinating 
because obviously in the world of reality 
television we’ve never experimented 
with anything like this before.
 
Getting back to the production side 
of the show, how easy would it be for 
others to produce this show, and are 
you offering the use of your studios?
Yes. We are obviously using the 2025 
production hub while Keshet 12’s series is 
on the air. But during the rest of the year 
we will have space for at least two or three 
additional countries who come on-board. 
We have built this city for the long term, 
for our use and for others’ use.

It took about 
two and a 
half years of 
development 
to create a 
brand new 
near-future 
reality and 
a brand-new 
world
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How will you pitch this format to 
international buyers and has there 
already been interest for the show?
There’s been a huge amount of interest 
in Israel and abroad. I think that people 
heard rumors that we were developing 
something massive, something 24/7, and 
everybody who’s in the network business 
or the OTT business was very keen to hear 
about that. It’s got that “wow” factor.
We are approaching those buyers and 
networks that we know are actively 
searching for 24/7 reality formats, and 
those with the capability of producing 
2025 in terms of budget, skill, slots and 
programming. Dozens are coming to Tel 
Aviv to see the set themselves - this is the 
kind of set that has to be seen in person! 
I can tell you that every client who’s vis-
ited has left with their jaw on the floor.
 
What are some of the things that you 
learned after the first few weeks of the 
project?
We’ve made small tweaks to help the 
contestants adjust to the game and the 
viewers better understand the game play. 
Working with a behavioral economist, 
we’ve adjusted the some of the pricing 

and tweaked city projects and missions 
to challenge contestants to bring more 
social currency into the game. We’ve also 
re-jigged exchange mechanisms in the 
game to create cliffhanger “must-see” 
moments and drive greater suspense for 
both the contestants and the viewers. 
 
And are you planning any changes in 
the rules for the second season?
We’re developing the second season in 
parallel to the first. We’re always talking 
about transparency, and that’s demon-
strated well by our communications 
room. Unlike other reality shows, our 2025 
residents have multiple connections to 
the outside world including phone calls 
and real-time articles that are made avail-
able to the contestants by the viewers. 
For example, viewers recently chose to 
share the news of Luke Perry’s death 
and the contestants were so shocked and 
saddened, they paid to read about it. We 
were all talking about Luke and so were 
they, and there was a strong connection 
between the viewers and the contestants 
that week. I think moments like this feel 
a lot like actual social networks. 2025 is 
about friendships, it’s about ‘likes’, it’s 

about sharing. It’s about what you want 
to publish, how you want to tell your 
story, whether it’s online or in front of 
viewers. 
I think that by constantly adjusting that 
transparency and the communication 
between the outside world and the world 
inside of 2025 is something that’s going 
to grow in future seasons.
 
There have been a lot of speculations, 
but can you tell us how big is the in-
vestment in this format?
We’ve made a big investment because we 
believe in 2025 so strongly. From develop-
ing the idea, to investing in cutting edge 
technology to create a smart city, to lit-
erally building that city from the ground 
up and then kitting it out with all of 
the necessary production equipment 
including the 150 cameras and 300 staff 
needed to bring a 24/7, 10-week long real-
ity show to air. And the payoff? The show 
enjoyed the biggest reality launch since 
the Channel 2 split back in February and 
has since seen off stiff competition from 
other established brands, winning its 
slot 15 out of 17 episodes so far.  And now 
we are launching it to MIPTV! ▪
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For the first 
time we have 
been able 
to develop 
relationships 
between 

“robots” and 
real people





A breath of fresh air 
at Mediaset Fiction

NEW HITS

aniele, you are the new Head of 
Mediaset Fiction. What are your 
plans for this division?
I agreed to become the head of 

drama for Mediaset basically for two 
reasons: I wanted to come back home as I 
started as a screenwriter at Mediaset, and 
I wanted to bring fiction back to Media-
set, to its role as a proven Italian brand 
among international players. 

Will we see an increase of Media-
set-produced dramas?
The increase of drama in volume depends 
on various factors, including the results 
of the productions we are doing: the 
better we perform, the more the volume 
will increase.

What are the genres you are focused on?
A generalist TV must have a more colorful 
and diversified offer, so more genres are 
possible, but obviously the crime genre 
in its thousand variations remains one of 
the most important ones.

You were one of the writers behind su-
per hit Suburra. Is Mediaset looking to 
produce such high-end crime dramas 
as well? 
A drama series like Suburra on Mediaset, 
and in particular on Canale 5…I don’t know 

if Suburra could make big numbers in terms 
of ratings. This doesn’t mean that we can’t 
produce high-end crime dramas for Canale 
5, but we must find the right language to 
tell the story on our channels.

Rai has been dominating the local 
fiction business both in Italy and inter-
nationally. How do you plan to change 
that? What should be the next stage 
for the Mediaset brand?
It’s true Rai has dominated fiction for some 
years now and I must admit that Tinni 
Andreatta has done an extraordinary job. 
However, we have to remember that until a 
few years ago it was Mediaset which domi-
nated the TV landscape. We went through 
a negative cycle, also due to the economic 
crisis and the advertising slowdown, but 
now we are trying to get back to the top. 
We want to rediscover our role both on the 
local and the international markets.

What new projects do you have in the 
pipeline?
Many projects, many talks, many discus-
sions…we are working.
 
Non Mentire, the local version of Liar, 
aired with solid ratings on Canale 5. Are 
you going to buy more scripted formats 
following this success?

Daniele Cesarano
Mediaset Fiction chief

At the start of the spring season, Mediaset launched the new series Non Mentire and The Silence of Water with excellent results on Canale 

5. The first project is based on British hit Liar, distributed by All3Media, while the other one is an original thriller mystery series written by 

Leonardo Valenti and Jean Ludwigg. The successful premieres also marked the arrival of Mediaset’s new Head of Fiction. 

Daniele Cesarano is bringing a breath of fresh air to the leading Italian commercial broadcaster with new projects fitted to the 

taste of the local market but also with an aspiration to impress the international audience. Maria Chiara Duranti talked with 

Daniele about his strategy and goals as Mediaset Fiction chief.

Never say never. My role is to produce 
original products and to make them 
travel abroad.

Are you planning to work with writers 
from abroad and develop co-productions 
with other major broadcasters?
We are already working with screen-
writers, both English and American, on 
various projects for the local and inter-
national markets. There is also the will 
to work with other major broadcasters. 
It’s not easy to find projects to produce 
together, but I am confident that we will 
find something and work together.
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 Doctor Giò

 Leonardo Valenti
writer of The Silence 

of water

ne of the new hits of Canale 
5 this spring is the thriller 
mystery series The Silence of 
Water. The story starts with the 

disappearance of the adolescent Laura 
Mancini. The investigation led by the 
cop Andrea Baldini brings to light the 
dark side and secrets hidden behind 
the proper facade of a small village at 
the seaside. The arrival of cop Luisa 
Ferrari from the city to help with the 
investigation makes things even more 
complicated. But the investigating duo 
discovers that nobody is as they seem. 
Leonardo Valenti, who created the plot 
together with Jean Ludwigg talked 
about the inspiration for the series.

What type of international drama 
inspired you for this story?
I was inspired more by the British 
series, where the drama has equal im-

portance to the crime element, than 
the Nordic series, except for The Killing 
(and I was influenced by it) which 
in fact, tends to privilege the crime 
element rather than the drama. The 
reference series were in order: Broad-
church, Top of the Lake, May Day and, for 
some things, The Killing.

Some media even wrote that it was 
the remake of Broadchurch?
No, it’s not, it’s a misunderstanding. 
The Silence of Water is an original series. 
The main plot and the theme are com-
pletely different. It is a story about 
maternity and paternity, about what 
it means to be or not to be parents. 
And on another deeper and less visible 
level it is the story about the woman’s 
position in our society, struggling ev-
eryday with manliness. I would rather 
define it an Italian murder mystery.

NEW HITS
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anuela Caputi, Head of Sales 
at Mediaset Distribution, is 
convinced that the new titles 
in the catalog will attract the 

interest of international buyers.

Manuela, what premieres have you pre-
pared for the MIPTV market?
We have two important titles for MIPTV: 
the medical series Doctor Giò (8x50’ episodes) 
produced by Picomedia and the investiga-
tion thriller The Silence of Water (8x50’) pro-
duced by Vela Film. The first one is a revival 
of the drama series aired in 1997 and 1998. 
Starring Barbara d’Urso, a very well-known 
TV personality in Italy, who plays the role 
of a gynecologist who fights for women 
and wants to open a centre for anti-vio-
lence against women. The Silence of Water is 
set in a small community of northern Italy 
(Trieste), shocked by the disappearance of a 
teenager. Aired by Canale 5 in primetime, 
it launched with a solid 3.5 million viewers 
and 15% share. The response was very good 
on social media and in the Italian press 
as it was really appreciated for the high 
quality and the thriller with the mystery 
elements: at the beginning there are many 
persons involved and it’s intriguing, the 
climax is very intense, and the audience 
is tuned to the story in order to discover 
the killer… Both series are produced with a 
very high production quality, photography, 
locations.

How do you develop your strategy ahead 
of the markets in order to optimize your 

catalog to the needs of the buyers?
The first thing that comes to my mind 
when I meet my clients is to listen to their 
needs: what are they looking for, which 
slots they look products for, what’s the 
target group or what’s the trend of the 
channel. It’s very important to have a 
general knowledge of the clients and the 
channels in order to fit the slots and sell the 
most suitable titles. Clients know better 
their own needs and we know better our 
catalog. Thanks to a quite varied catalog, 
which goes from a very extensive movie li-
brary to scripted drama, factual, documen-
taries and finally unscripted, we are in the 
position to cover different requests coming 
from different clients.

What are the recent trends you have ob-
served in terms of buyers’ preferences? 
What are broadcasters looking for?
It depends on the channels and on their 
slots. Some clients are looking for long-run-
ning series liked daily soap to fit a daytime 
slot and others are looking for procedural 
drama, crime and investigative. We don’t 
offer only mafia series, we also present 
melodrama, stories with passion and ven-
geance, love and family dramas. There is 
also a request for period drama like Love and 
Sacrifice set in the beautiful Carrara marble 
quarries in Tuscany. 

What are the key territories interested 
in Italian drama series? Which are the 
bestselling titles?
The whole world is interested in our 

dramas of course! Some territories are 
more interested such as CEE regions from 
Romania, Croatia, Georgia and Ukraine. 
Some titles had a very good response, 
like the thriller/sentimental series Tuscan 
Passion, the period drama Love and Sacrifice or 
our crime line series like Antimafia Squad and 
Code Name Solo.

You also offer several scripted formats. 
Is the scripted drama format business 
growing?
Yes, there is a growing demand for scripted 
drama. Recently, we optioned a remake of 
the family saga A Matter of Respect (L’Onore e il 
Rispetto) in Turkey, the cop series Code Name 
Solo and the soap Living (Vivere) in Mexico. 
Beside these titles, the family saga Tuscan 
Passion was produced in Malaysia and in 
Turkey, and optioned in Mexico. ▪

Manuela Caputi
head of Sales at Mediaset 

distribution

Copyrights: © GabrieleCrozzoli The Silence of Water

YOUR AUDIENCE OUR STORIES



WRITERS TALK

Copyrights: © BBC. All Rights Reserved.
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ed, you are a former hospital doc-
tor and Royal Air Force officer. 
What made you take a drastic 
turn with your career to become 

one of UK television’s leading writers?
That’s a very good question. I was very 
fortunate and I had an unexpected oppor-
tunity. I was very involved in my chosen 
career which was to do aviation medi-
cine and I saw an advert in The British 
Medical Journal: a production company 
wanted to recruit doctors to be advisers 
for a show they had in development, and 
I had watched a lot of TV medical drama. 
At that point I kind of thought that TV 
medical drama wasn’t representing what 
life was really like in British hospitals, so 
I ended up doing an interview with the 

production company. They were interest-
ed in my view and then it was a dialogue 
that started which ended up with me 
being involved in some story-lining and 
then they gave me an opportunity to be 
involved in writing the script. 

What are your favorite TV and novel 
characters and have some of them 
inspired characters from your works?
I wouldn’t say I’m influenced by other 
characters particularly. It’s having the 
right character in the right dramatic 
situation that is more important. It may 
be that in my writing I sometimes think 
about particular scenes or particular 
moments that work very well in a book 
or a TV show or a feature film, where I 

Jed MercurIo: 
It’s much harder to write for television

Jed Mercurio, writer and showrunner of two of BBC’s biggest recent hits – Bodyguard and Line 

of Duty, was one of the speakers at this year’s INTV conference organized by Keshet Media 

Group in Jerusalem. In this exclusive interview with Stanislav Kimchev, Mercurio talks about 

some of the aspects his work as writer for television and reveals how he started his career in TV.

Jed MeRCuRio is one of the few 
uK writers to work as an Ameri-
can-style showrunner. his most 
recent hits include Bodyguard and 
line of duty. Mercurio is a four-time 
nominee as Best drama writer for 
both the Royal Television Society 
and writers’ guild of great Britain. 
At the 2018 Broadcasting Press guild 
Awards, Mercurio won Best writer for 
line of duty. he is a former hospital 
physician and Royal Air Force officer, 
having originally planned to specialize 
in aviation medicine.

Bodyguard
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thought that it was just very well exe-
cuted, or it was surprising but it worked 
- things like that are an influence on me. 
But I wouldn’t say that I try and model 
characters on existing characters. 

You are both a novelist and a script-
writer. What is the main difference 
when writing for television?
Television has a narrower bandwidth 
which is that you can really only tell 
stories about what a character sees and 
hears. It’s much harder to get into the 
characters in a world. It’s possible and 
there are techniques for doing it. But you 
rely on the performance of the actor and 
the knowledge of the audience. Whereas 
in writing a novel, you can write about 
any aspect of thought or sensation. You 
can write about events that aren’t any-
thing that are happening to the character. 
You can write about world events or a 
whole society, so this scale and scope and 
versatility is much greater in a novel.

You have written for comedy, medical 
drama, crime drama, action thriller 
series - what is your favorite genre?
At the moment I really enjoy writing 
thrillers, so that would be my favorite.

Both Line of Duty and Bodyguard reached 
record results for the BBC. What is your 
recipe for success?
I don’t have one. I try and do the best job 

I can with the show that I’m working 
on, and I’m in a very fortunate position 
- as well as being involved in the script, 
I’m involved in the production. So, a lot 
is about having effective collaborations 
with the people I’m working with, hav-
ing the support of the broadcaster is very 
important, so ensuring I’ve got a good 
relationship with them. And beyond 
that there is no real recipe apart from 
working hard and if the script needs 
more work, doing that work. If you need 
another take when you’re shooting; if 
sometimes you need to reshoot things or 
shoot additional material, always being 
involved in trying to make it the highest 
quality piece of work.

There have been reports about the sec-
ond season of The Bodyguard. Will David 
Budd be returning as UK’s most famous 
bodyguard?
We are in talks. It would be great if we can 
do a second season. There is a lot of people 
who want to see it and we’d love to be able 
to give the fans more of David Budd, we 
are just talking about the practicalities 
and logistics of that. 

What are you currently working on? 
How many new projects can viewers 
expect from Jed Mercurio? 
I am currently working on the fifth season 
of Line of Duty, we are in post-production at 
the moment and it’s something that is go-

ing to air on the BBC very soon. We don’t 
have a date yet, but we think it is going 
to be within the next couple of months 
that the first episode will transmit. And 
then once that is on the air that will be 
the point where I will start thinking about 
what I’m doing next.

Your wife Elaine is a producer and a 
script editor. Do you discuss work at 
home and is she helping you with your 
projects in any way?
We talk about what’s going on in the in-
dustry and we talk about our own projects 
and we support each other but we don’t 
get involved in each other’s work.

Do you watch TV and if you do what 
exactly?
I do watch TV, yes. The most hours I spend 
is probably watching sport. I watch a lot of 
football. I like rugby and tennis and golf 
and occasionally cricket. I watch a lot of 
sport on TV because I can get excited about 
it but it’s not my industry, so I don’t have 
any thoughts about how it affects my work 
or how it affects other people’s work. And I 
just think it’s also important in doing the 
job I do to keep current on what dramas are 
on TV. So, I watch a lot of dramas. In the 
UK, I try and watch at least the first episode 
of every new drama. But I just really enjoy 
watching comedies. Things that aren’t 
the kinds of shows I make, I think I would 
prefer to watch. ▪
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STAcy ruKeySer:
Television needs complicated, deeply 
flawed female characters

tacy, you are a showrunner, 
producer and writer. What are 
the most-challenging aspects 
of your work in television and 

what attracted you the most to this 
career?
I do feel that being a TV writer is the 
most fun job in the world because you 
get to tell stories. The writer is king in 
television, or in my case - the writer is 
queen in television. We are senior to the 
director and so we are seeing our vision 
all the way through. 
The challenges are that you need a broad-
caster to buy into the vision of what you 
see and what you want to put on the air. 
And it’s an exciting time in television 
right now, just for my taste, because there 
is a surge in complicated, deeply flawed, 
female protagonists. And that was not 
always the case. Very often we would get 
the “No” about our female characters not 
being very likable and pleasant. When we 
were doing UnReal, it was something that 
we had to be very aware of, particularly 
in the third season. Even on a network 
like Lifetime this is an issue, and it’s only 
recently that we are starting to see people 
who say “this like the female version of 
Breaking Bad” – that sort of thing. 

Speaking of UnReal, what attracted 
you to this project for which you also 
won a Peabody?
I came to work with Marti Noxon who 
co-created the show with Sarah Shapiro. 
What I loved about the script was that 
there was a woman at the center who was 

complicated and deeply flawed and who 
had such clear internal conflict, and the 
sense of family and belonging and power 
that she derived from her job. I understood 
that very much - to feel like “I’m so good 
at this” and “this feels good to have this 
kind of power,” and yet “I hate myself for 
it, hate myself for what I’m doing.” That 
seemed like very, very rich material to 
me. But when we were writing the first 
season, I didn’t think it was going to have 
the reception that it eventually had. I 
thought – yes, there are two female pro-
tagonists, but again every woman I know 
is a complicated, deeply flawed woman, so 
I just felt that these felt real to me. It was 
certainly exciting that we took big swings 
in the story - for example, one of the 
characters jumps off the roof and commits 
suicide in the middle of the first season - it 
wasn’t even a season finale cliffhanger. 
Just to take those big chances and to write 
yourself into a corner knowing you’ll write 
your way out of it was very exciting. And 
then the reception that UnReal got was 
just incredible and it reminded me that as 
natural as those characters in those stories 
felt to me, they hadn’t been seen on televi-
sion as much.

Do you have a favorite genre and what 
are your favorite characters from the 
different projects you have worked on? 
Definitely UnReal has been my favorite so 
far. And what was exciting to me about 
it was that we got to write about some-
thing, we were writing about women in 
Hollywood. We were writing about the 

 Award-winning US writer and producer Stacy Rukeyser was also among the INTV 

speakers in Jerusalem. In her conversation with Stanislav Kimchev, she stressed on 

the importance of having strong female characters on TV and how shows like UnReal 

could change the narrative for the whole entertainment industry in Hollywood.

STACY RuKeYSeR most recently 
served as showrunner and execu-
tive Producer of lifetime’s critically 
acclaimed, emmy-nominated and 
Critics’ Choice Award-winning drama, 
unReAl. She received both a Peabody 
and an AFi Award for her writing on 
the show. Rukeyser has also worked 
on without a Trace, one Tree hill, 
october Road and Standoff as well as 
greek, The lying game and Twisted. 
She recently adapted Private, a feature 
film for warner Bros. based on the 
bestselling young adult novel.
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wood. We were also writing about the 
dangers of reality television and this 
princess fantasy that those competition 
dating shows in particular put out there. 
They say that as a woman you should look 
great in a bikini and sit in a hot tub and 
don’t mind that the man you’re dating is 
dating  twenty other women at the same 
time and just don’t ever talk about your 
job or have any problems, be completely 
available, and then in exchange he will 
come in a helicopter and take you to din-
ner in Bali, and that is what a relation-
ship looks like. That is a very dangerous 
narrative getting out there. Then again 
as the seasons went on, we were writing 
about sexual assaults and mental health, 
and to get to write something that was 
such delicious fun, but at the same time 
was also really about something, was a 
singular experience for me. I sort of feel 
like now that’s all I really want to do.

What is your opinion on reality TV, 
your current president is a former real-
ity TV star - should people take reality 
TV seriously?
Reality television, as we know it, is 
completely fake and scripted. And it’s 
incredibly dangerous because it is being 
promoted as truth and it is not at all truth. 
I think that our president shows the dan-
gers of reality television right there. But 
my particular interest or beef is with these 
competition reality dating shows, because 
it’s not healthy to present women that 
way, that women should aspire to be that, 
it’s not what I want. And the argument is 
always like “oh but they have The Bache-
lorette”, and so then the tables are turned 
and so that’s fine and I feel that the same 
values are being promoted on that.

Dating shows – people love them…
That is an interesting thing to look at. 
The Bachelor - the ratings are huge. So 
obviously they’re doing something right 
because it’s tapping into something that 
is interesting to people. And from what I 
understand, the demographics are such 
that a big portion of their audience are 
women – high-earning working women. 
Women, who are incredibly powerful and 
work 60 hours a week or whatever, still 
at the end of the day want to come home 
and watch a show where their prince is 
going to come and take them away from 
all of that? And then that also brings up 
– “Is that why they’re watching or they 
hate watching?” The level of our social 

discourse has really declined. And I think 
that the reality television is a part of that.

In the past you published an article 
about the hostile environment for 
women in Hollywood. What is the cur-
rent situation in the entertainment 
industry from your point of view as a 
producer and writer and a woman?
The article was about one experience that I 
had on one show and certainly then turned 
out that there were a lot of other stories 
from other women on that show that what 
I experienced was nothing compared to 
what they experienced. But what I was 
really interested in looking at was specifi-
cally in writers rooms and the power that 
showrunners have, because they really 
hold in their hands the hopes and dreams 
of everyone who works on that show. 
There are so many people who have 
dreamed their whole lives of working in 

Hollywood that they would be willing to 
put up with a whole lot in order to continue 
working in Hollywood and that’s a very 
dangerous situation to be in because then 
if you are not a good person, you are able to 
get away with a lot. I think things are re-
ally changing because we’re talking about 
these things finally and I think more con-
versation is always good and more stories 
are coming out. I think that the fear some 
people have is that it won’t be fun anymore 
and that is what I just think is crazy, as 
people think writers rooms are supposed to 
be a very free creative space so that you can 
write and create the best ideas. 
I think that the fact that we’re talking 
about it is a big difference. But for me it’s 
not even just about creating a safe work 
environment in Hollywood, that should be 
sort of the baseline. What it also means is 
that it’s giving women more opportunities 
to create and run shows. And the reason 

68  / TVBIZZ MAGAZINE / MIPTV 2019

WRITERS TALK

UnReal

that that will make a difference is that it 
makes a difference in the kinds of stories 
that are being told. When you have wom-
en creating shows and running shows, 
they’re telling stories that are immensely 
personal, and so they will go to the map 
for these kinds of complicated female 
characters that we haven’t seen a lot in the 
past. You will get a different perspective 
because you have these women creating 
and running shows and that’s the thing 
that I think we need most of all, is just to 
have a diversity of characters on televi-
sion. In our country, when Hillary Clinton 
was running for president, there was a lot 
of vitriol that she received. And I saw it 
and I just thought “wow, there is nothing 
scarier to a great percentage of people in 
our country than a smart strong woman.” 
I just think the more smart, strong wom-
en that we see on television, the more we 
can sort of normalize that. 

You are currently writing two pilots 
in the streaming/premium cable 
space but you are not allowed to talk 
about them. 
I’m not supposed to - I can say one is for 
Showtime and one is for Netflix. And I 
can say that they both have a complicat-
ed flawed female protagonists because 
again that is now all I am really interest-
ed in doing. And I think that by the very 
nature of who I am as a writer now they 
are about something in the world. 

What is your opinion on the fight 
between major broadcasters and the 
streaming giants? Will it change the 
Hollywood business model?
It is exciting for me because there are 
more places to sell your shows and there 
are places that are open to shows that 
they wouldn’t have been open to in the 
past. Totally serialized dramas, female 

protagonists, those kinds of things. 
The biggest change also is that there are 
shorter seasons, so you’re only doing ten 
or twelve episodes, which I love from a 
creative perspective. And I think that 
the quality can be very high. But that 
changes the economics for a lot of people 
including writers in Hollywood and so 
oftentimes you need to be doing a couple 
of shows a year in order to really put 
together a year. And I think that’s some-
thing that we haven’t quite figured out 
yet - how we’re going to be hiring writers 
and whatever sort of contracts and every-
thing are going to be. Because if you are 
only making ten or twelve episodes a year 
and you are under an exclusive contract 
to that show, that doesn’t work for a lot 
of writers financially. But it is luxurious 
in a certain way to not have to write 22 or 
even 24 episodes as some of the broadcast 
network shows are doing. ▪
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PITCH&PLAY FORMATCASE 
presents the latest formats coming to MIPTV

he first half of 2019 proved quite 
busyfor CEETV and TVBIZZ as the 
two companies announced the 
expansion of their PITCH&PLAY 

brand with the addition of a new 
screening event billed PITCH&PLAY 
FORMATCASE. The brand-new initiative, 
available at www.pitchplay.tv, presented 
the latest non-scripted formats coming 
to the MIPTV 2019 market. CEETV and 
TVBIZZ also confirmed the return of 
PITCH&PLAY LIVE! which will have its 
fourth edition at NATPE Budapest Inter-
national in June. 

Armoza Formats, Global Agency and 
Red Arrow Studios International, Official 
Partners of the inaugural edition of 
PITCH&PLAY FORMATCASE, presented 
several of their formats, while compa-

SHOWCASE

nies like ITV Studios, Banijay Rights, 
Vivendi Entertainment, Televisa, Gil For-
mats, Magnify Media, DRG and others 
participated with one format each. 

Access to the PITCH&PLAY platform is 
free for all CEETV and TVBIZZ subscribers 
and also to anyone from the industry 
who registers at www.pitchplay.tv. 

PITCH&PLAY FORMATCASE was held 
until the start of MIPTV 2019, provid-
ing format creators and distributors an 
excellent opportunity to promote their 
new titles to thousands of buyers ahead 
of the market. 

Meanwhile, CEETV and NATPE BUDA-
PEST INTERNATIONAL, the most promi-
nent global TV Marketplace, Screenings 
+ Conference focused on the EMEA, CEE 
and worldwide content business, also 

announced the fourth annual PITCH & 
PLAY LIVE! Format Competition. 

This unique event showcases and 
recognizes original unscripted format 
ideas with international potential. Any 
non-scripted format created after June 1, 
2018 can be submitted for consideration 
in the competition. From all entries, up 
to ten titles will be selected and reviewed 
by an international committee of global 
content industry professionals, who will 
select three finalists. These top three for-
mats will be presented LIVE by their cre-
ators in front of a jury of highly respect-
ed TV professionals, and one format will 
be named the winner of PITCH & PLAY 
LIVE! For details and information on how 
to apply for possible participation, please 
see http://www.pitchplay.tv/live. ▪
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n one of its recent reports, Rethink 
notes that SVOD (Subscription Video 
on Demand) uptake is accelerating 
and in terms of hours viewing per 

day it will shortly draw level with broad-
cast TV globally by 2023.

Just a few days ago, The Motion Picture 
Association of America (MPAA) reported 
that last year streaming subscriptions 
surpassed cable television for the first 
time, with 131.2 million new subscriptions 
added, rising to 613.3 million worldwide. 
However, cable subscriptions still make 

the most money, increasing by $6.2 billion 
to $118 billion.

Rethink notes that the global forecast 
shows the stark contrast between the 
heavily AVOD (Advertising Video on De-
mand) Asia compared to the SVOD frenzy 
going on in the US and Europe. The US 
market will rise from a combined paid 
SVOD (including vMVPD) and reach 236.6 
million subscriptions by the end of 2023, 
from a base today of some 146.5 million. 
Europe and Asia will be neck and neck in 
SVOD revenues by 2023, but with far fewer 

subscribers in Europe, each paying signifi-
cantly more than those in Asia.

Netflix will continue to lead in subscrib-
er numbers (outside of China) but will 
make up 194 million SVOD customers out 
of 743 million globally by 2023, some 26% of 
total global subscribers. Europe will see a 
mix of different approaches with Netflix 
and Amazon now established, US studios 
beginning to stake a claim, and local 
broadcasters trying to challenge them.

Naturally, all of this drives the content 
spend. By Ampere Analysis’s estimates, 

ANALYSIS

european Vod 
millions of eyes, billions in cash

By Yako Molhov, Georgi R. Chakarov

If there is one name that has become synonymous with the Video on Demand (VOD) era we live in currently, it is Netflix. Its initial busi-

ness model included DVD sales and rental by mail, but the company soon abandoned the sales and focused on the DVD rental business. 

Netflix expanded its business in 2007 with the introduction of streaming media starting the era of VOD in the entertainment business. 

Netflix has undoubtedly set the pace and, more importantly, the direction for development of similar services like Hulu, Amazon Prime, 

etc. The “old” generation of broadcasters, however, still dominates and 2019 will definitely become a pivotal year for the SVOD market, 

with Disney, WarnerMedia and Apple planning to launch their own services. Most of these huge investments will be focused on the US 

audience but Europe is also on the radar as the hunger for VOD content on the rich Old Continent continues to grow.
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the combined projected content spend 
of Disney and Comcast only is set reach 
$43 billion per year on originated and 
acquired content. This is more than the 
combined outlay of the next ten largest 
content spenders in the US including OTT 
platforms Netflix and Amazon. All of them 
have declared a significant increase in con-
tent spend for European content. 

According to Digital TV Research’s Eu-
ropean TV Databook, SVOD subscriptions 
in Europe tripled between 2015 and 2018 to 
76 million, while traditional pay TV only 
added 8 million subscribers to total 186 
million. This means that SVOD’s share 
of the total TV subscription market grew 
from 13% to 29% between 2015 and 2018, 
and including AVOD reached $14 billion; 
up from $6 billion in 2015. Pay TV revenues 
remained flat at $36 billion. 

S&P Global Market Intelligence pub-
lished its European Subscription Online 
Video 5-Year Outlook in February this year. 
According to the company, revenues from 
the subscription over-the-top market in 
Europe are expected to double over the 
next five years, reaching $12.7 billion in 
2023, according to Kagan estimates. This 
growth is due to a number of different fac-
tors, including the expansion of interna-
tional media players in the region as well 
as new service launches by local players, 
both by incumbents and smaller media 
groups. Formed alliances in the United 
Kingdom, Germany and France among 
broadcasters will further intensify the 
competition in the OTT landscape.

Netflix is the leading service in paid 
subscriptions in all markets but Germa-
ny, Poland and Russia. Amazon Prime 
Video is still ahead of Netflix in Germany, 
having capitalized on the initial success of 
Amazon Prime. In Eastern Europe, where 
the language barrier is more prevalent 
compared to that of Western European 
territories, the local and regional services 
attract the most subscribers.

Looking at the wider picture, in 2018 
Netflix and Amazon Prime Video were 
behind 72% of the total paid subscriptions 
and 71% of the total revenues in 18 Europe-
an markets included in the analysis. Am-
pere notes that 53.9 million people were 
subscribed to one of the 183 different SVOD 
platforms operating in Europe in 2017. The 
local players, however, had a significantly 
lower share: UK’s Now TV (2.7%), Italy’s 
TIM Vision (2.5%) and Germany’s Max-
dome rounded off the Top 5.

Streaming services are especially popu-
lar in the Nordics with Denmark, Norway, 

Sweden and Finland showing penetra-
tion rates between 47% and 73% in 2018, 
followed by the U.K. with 41%. 

The Nordic countries lead the European 
VOD market partly because of the high 
percentage of English-speaking popula-
tion, high speed and reliable broadband, 
a large selection of services — many of 
which offer livestreaming TV networks 
— and a number of partnerships between 
online and traditional players. Denmark 
leads the European market in terms of 
penetration with 53% of the households 
using such services and 35% subscribed to 
two different streaming offers. 

In the Nordics, however, Netflix and 
Amazon have a smaller share than in 
the rest of Europe (39% - according to 
Mediavision) which is explained with 
the increased competition from local 
actors – the biggest one being Viaplay with 
nearly 1.3 million subs. Both C More and 
Viaplay generated a 2% share of the total 
European SVOD revenues (€3.65 billion) in 
2017, according to Ampere. In Denmark, 
Netflix holds 44% share, HBO Nordic - 23%, 
Viaplay - 22%, TV 2 Play - 21% (reported half 
a million subs) and C More - 7%. 

AVOD in the Nordics is also huge thanks 
to the Play services of the major commer-
cial nets and in 2018 alone the market 
grew by 20%, according to IRM. Bonnier 
Broadcasting’s TV4 Play reported 4.7 mil-
lion subscribers for 2018 with its share on 
the Swedish commercial streaming mar-
ket increasing to 54%. Discovery’s Dplay 
grew the most in terms of started streams 
and reached 17% share. 

The public broadcasters also manage to 
remain relevant and in Finland the public 
streamer Yle Areena is the most popular 
platform on the market. The services of 
DR, NRK and SVT are also ranked second 
in their markets.

In the UK, BBC iPlayer is also a force to 
be reckoned with. Last year, 3.6 billion 
programs were requested on the platform, 
with Bodyguard’s Episode 1 getting the most 
streams – over 10.8 million. 

The latest data from BARB (The Broad-
casters’ Audience Research Board) shows 
that the number of homes now accessing 
at least one among Netflix, Amazon or 
Now TV in the UK has grown by 5.7% to 
reach 12.3 million, with 660.000 addition-
al homes taking at least one SVOD service 
compared to the previous quarter. Whilst 
every Q4 has shown growth, Q4 2018 was 
the lowest since 2014. Quarter-on-quar-
ter growth for Q4 was 7.6% in 2017, 8.7% 
in 2016, 6.6% in 2015 and 3.7% in 2014. 

ANALYSIS
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43% of homes now have access to one of 
these SVOD services in the UK. In a recent 
netgem.tv survey, 59% of the respondents 
said they have pay TV at home and 58% 
said they have a Netflix or Amazon Prime 
TV account.

Futuresource Consulting published 
a report in January about the German 
video market – it stepped up its dynamic 
transition in 2018, driven by subscription 
spending. Consequently, it is the 5th larg-
est in the world with an estimated annual 
spend of €9 billion in 2018, up 6% on 2017. 
The annual consumer spend is on course 
to exceed €10 billion by 2022. There are now 
over 10 million households subscribing to 
one or more SVOD service. Here, Netflix 
increased its subscriptions with 50% in 
2018 alone. Last year, data from Ampere 
and VOD service Cirkus forecasted that 
Germany may surpass the UK as Europe’s 
strongest video-on-demand market.

France is the third biggest European 
SVOD market in terms of revenues but well 
outside the Top 10 markets in terms of sub-
scribers but catching up fast. In 2018, the 
French VOD market grew by 82.7% to reach 
€455 million. Netflix now counts 4 million 
clients in France, while the local broadcast-
ers are planning to unite their forces with 
the launch of the rival service Salto.

Spain and Italy are in a similar situa-
tion, generating around 200 million per 
year in 2017 with a penetration of less than 
20%. However, a recent study by Ernst & 
Young showed that in Italy paid video 
subscriptions increased from 2.3 to 5.2 

million in 2018, getting closer to the 6.5 
million mark of pay TV subs. The number 
of SVOD users has nearly doubled to 8.3 
million, and with AVOD the reach jumps 
to 23.8 million. 

In the Netherlands, Netflix clear-
ly dominates the SVOD market with 
close to 3 million households using the 
service. The closest competitor is RTL’s 
Videoland which has about six times less 
subscribers, even though their number 
increased with 135% in 2018 and the VOD 
revenues reached €216 million. At the 
same time, SKO estimated that 59% of 
the population aged 6+ watched content 
for the national broadcasters online 
last year. Shows that also aired on TV 
reached 3.2 million viewers, while the 
web-only projects had 2.6 million view-
ers. Shows that also aired on TV reached 
3.2 million viewers, while the web-only 
projects had 2.6 million viewers. The 
monthly online reach for the channels 
was 3.7 million. NPO reached 2.583.000; 
RTL - 1.199.000 and Talpa TV - 513.000 
viewers online.

Russia is the biggest VOD market 
in Eastern Europe with an estimated 
value of 23.6 billion rubles (approx. $368 
million) growing nearly 50% last year. 
The biggest platform ivi which combines 
the SVOD and AVOD model counted 43 
million unique users in 2018. The number 
of paying customers doubled in one year 
to 1.2 million. The revenue increased by 
62% to 3.9 billion rubles. Leading SVOD 
service Okko increased its revenues by 81% 

last year, reaching 2.5 billion rubles. Its 
monthly audience in 2018 was 1.83 million 
people, up from 1.5 million in 2017.

In Poland SVOD services are also becom-
ing increasingly popular. Data published 
by Statista shows that revenue in the seg-
ment will amount to $145 million in 2019. 
Revenue is expected to show an annual 
growth rate (CAGR 2019-2023) of 1.6%, re-
sulting in a market volume of $155 million 
by 2023. The user penetration is 18.3% in 
2019 and is expected to hit 20.2% by 2023. 
The average revenue per user (ARPU) cur-
rently amounts to $20.81.

According to a survey by Projekt Cy-
frowizja IV, as many as 24% customers of 
satellite and cable platforms have been 
considering discharging paid services last 
year, most often customers of the most 
expensive plans (over PLN 100 monthly 
subscription - 30%). 

The rise of the popularity of SVOD 
services in Europe has also attracted the 
attention of the European politicians and 
in October 2018 the EU approved content 
quotas. The new regulations will take 
effect on Sept. 19, 2020 and will require 
video-streaming companies that operate 
in the EU to ensure that 30% of their cata-
log is made up of European works. How-
ever, what “30%” means isn’t yet clear—it 
could refer to hours of content, number 
of videos, or something else altogether. 
Clarifications will be made by the end of 
2019, after which streaming companies 
will have less than a year to comply with 
the finalized rules. ▪

ANALYSIS
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Television means business

These are the most 
read news stories on 

TVBIZZ  from January to 
March 2019.

www.tvbizz.net

100 Vaginas wins the slot 
for Channel 4

Channel 4 reports that an 
average of 982.000 viewers 
tuned in to watch 100 Vaginas 
last night (February 19). It was 
the most popular show for 16-
34 year olds at 10pm, winning 
the slot with 10% share.

Mediaset to consolidate 
Spanish operations?

Mediaset’s strategy to create a 
pan-European TV powerhouse 
may launch from Spain, according 
to Italian financial daily Il Sole 
24 Ore. The Italian broadcaster is 
considering a plan to acquire the 
48.4% of Mediaset Spain that it 
does not already own as the first 
step towards creating a consoli-
dated pan-European broadcaster. 
According to Il Sole 24 Ore, the ac-
quisition of Mediaset España could 
be followed by moves to establish 
a pan-European powerhouse, 
possibly with German commercial 
broadcaster ProSiebenSat.1 and 
France’s TF1.

Record score for La Villa

TFX posted a record score with 
La Villa des Coeurs Brises. Yester-
day’s (February 26) episode 
of the reality show delivered 
409.000 viewers taking 2.5% 
market share among total 
viewers. La Villa scored a sea-
son high among the female 
viewers under 50 with 8.7% 
share and became the fourth 
most followed program on na-
tional level in the mentioned 
demo. It was leader on the 
DTT market concerning the 
15-24 target.

France 2 spends big money 
on Million Dollar Mile

The French media are shocked 
by the huge budget that France 2 
has allocated for the local version 
of Million Dollar Mile. The adapta-
tion of the show will reportedly 
cost the channel 800.000 euros 
per episode. The pilot season will 
have 4 episodes. The pubcaster 
even confirmed the preparation 
of the format’s second season.

Liar adaptation debuts 
strong

Non Mentire, the Italian 
adaptation of ITV hit Liar, 
launched last night on 
Canale 5. 3.56 million viewers 
watched the premiere giving 
it 15.5% share. Rai 1’s Che Tem-
po Che Fa had 3.8 million and 
14.9% share, while Che Tempo 
Che Fa – Il Tavolo got 2.3 mil-
lion and 13.3% share. On Rai 
2, – impressed with nearly 2.4 
million and 9.4% share.

Disney shutters Fox 2000 as 
restructuring begins

In the first bit of fallout from the 
industry-altering $71.3 billion Fox/
Disney deal, which finally became 
official yesterday, The Walt Disney 
Company will retire the Fox 2000 
film label, collider.com reports. 
The news comes as something of a 
surprise considering Disney previ-
ously indicated that Fox 2000 head 
Elizabeth Gabler would continue 
on after the transition, and while it 
remains unclear what waits for Ga-
bler and her team since they have 
not officially been given pink slips, 
the Fox 2000 label is at an end.

Fremantle leaves the 
production of The Voice after 
coach scandal

Sfera Ebbasta is out of The 
Voice and so is production 
company Fremantle Italy. This 
was confirmed by Rai 2 chief 
Carlo Freccero in an interview 
for La Repubblica. He noted that 
the participation of controver-
sial rapper as a coach in the 
show was vetoed by Rai DG 
Fabrizio Salini. Freccero as-
sured that production contin-
ues as planned with Simona 
Ventura as host and the three 
other coaches.

TV4 launches Winners Call in 
March

TV4 Sweden has revealed the 
contestants in the first season 
of Vinnarskallar (Winners Call). As 
TVBIZZ reported earlier, this will 
be a reality competition series 
featuring 8 of the best para-ath-
letes of the country engaged in 
team and individual challenges. 
The show will debut on March 
5 at 20.00. The format was 
developed by Elk Entertainment 
and is produced by ITV Studios 
Sweden.

The Masked Singer arrives in 
Germany

The crazy music show The Masked 
Singer is set to conquer Germany. 
ProSieben has secured the rights to 
the format. Endemol Shine which 
holds rights for a number of territo-
ries will be producing the show in 
Germany. 

PROGRAMMING RATINGS M&A/FINANCIALSQ1
TRENDING

STORIES
ON TVBIZZ
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Young Dutch also moving 
away from Facebok

Following the trend in other West-
ern European countries, the young 
Dutch social media users have 
also started using Facebook less. 
In the 13-24 demo, the reach on 
smartphone dropped from 52% in 
December 2014 to 42% in December 
2018. At the same time, YouTube 
grew from 14% to 35%, Snapchat 
from 13% to 33% and Instagram 
from 15% to 52%. Overall, 88% of the 
Dutch population is on Facebook, 
86% use YouTube and 50% - Insta-
gram. According to GfK, the reach 
of Netflix increased from 10% to 36% 
in four years.

YouTube’s commissioning 
strategy increasingly shifts 
to unscripted - Ampere 
Analysis

YouTube is increasing its focus on 
unscripted content as it prepares 
to make all of its new original 
content available for free. While 
previous Premium titles like 
martial arts drama Cobra Kai will 
remain subscriber-only, all new 
content will be available to every-
one in an ad-supported format. 
Premium subscribers will benefit 
from perks like ad-free stream-
ing, exclusive extra content and 
bingeable all-at-once releases 
rather than weekly installments. 
Among its original output, You-
Tube has increased the proportion 
of unscripted content from 10% in 
the second half of 2017 to 40% in 
2H 2018.

Jan Salling joins BBC Studios

BBC Studios has appointed Jan 
Salling as head of BBC Studios 
Nordics Productions, a role that 
will see him driving the sales and 
production of the company’s for-
mats in the Nordic region. Salling 
has spent the last 25 years in se-
nior production and sales roles for 
various production companies in 
the Nordics, as well as previously 
heading formats sales for Zodiak, 
Banijay and Nordic World. He is 
also co-chairman of FRAPA, the 
international formats protection 
association.

Vivendi Entertainment grabs 
international distribution 
rights to The Secret Song

Vivendi Entertainment announced 
that it reached an agreement with 
DMLSTV to distribute the shiny 
floor format The Secret Song. It 
premiered in France on TF1 be-
coming the #1 new show in 2018. 
In each episode, some of France’s 
most popular celebrities sit in the 
middle of a stage on a special chair 
to watch other artists, friends or 
family surprise them with a new 
take of one of their (own) favorite 
song. They have absolutely no clue 
about what is going to happen. Vi-
vendi Entertainment has already 
closed development deals with 
Endemol Shine Group in Italy, 
Spain and Portugal.

NBCUniversal and Sky take 
first step toward creating 
global premium video 
offering

NBCUniversal and Sky  announced 
the expansion of AdSmart, a global 
offering that will unify both compa-
nies’ advanced advertising capabil-
ities. The new joint set of solutions 
within AdSmart brings together 
NBCUniversal’s industry-leading 
Audience Studio advanced targeting 
solutions alongside Sky’s indus-
try-leading addressable advertising 
tools. The holistic offering will 
enable global brands and business-
es to easily activate targeting and 
optimization solutions to reach 
customers in key international 
markets and measure results across 
NBCU and Sky’s extensive TV and 
digital portfolio.

Vox names new executive 
producer for entertainment 
formats

Sabine Wilmes will be working 
in a new position for Vox in the 
future. For 22 years she has been 
working for the station, and she 
will take over the role as execu-
tive producer for the channel’s 
entertainment formats. She 
replaces Christian Weiß, who 
is moving to RTL2 to lead the 
Docutainment division.

The digital ad market is 
growing

According to a survey conducted 
by SRI, UDECAM and Pw, the dig-
ital advertising market grew +17% 
compared with 2017, reaching 4.8 
billion euros net revenues. The 
social ad display increased with 
63% and reached around 22% of 
the global market or around 1.08 
billion euros, while non-social 
display reached 886 million, up 
5%. Video (instream + outstream) 
got 43% of the global display, 
growing by 47% (847 million) 
whereas the programmatic rep-
resents 67% of the global display 
(1.3 billion euros) and a progres-
sion of +46% during 2018.

Linda de Mol takes over at 
Net5

Linda de Mol has been named 
Creative Director of female-skew-
ing Net5. The broadcaster is part 
of Talpa TV, which is owned by 
her brother John de Mol. In this 
new task, Linda will be helped by 
Jildou van der Bijl as co-creative 
chief.
The move comes as Talpa Net-
work is also taking over Linda’s 
publications from Sanoma.

Fremantle to adapt The 
Masked Singer in Spain and 
Portugal

Fremantle Spain has acquired 
the Korean format The Masked 
Singer and will be adapting it in 
Spain. According to the local 
media, Mediaset Spain is inter-
ested in developing the format 
but further information is still to 
be disclosed. Fremantle has also 
picked up the rights for Portugal.

Internet in decline beyond 
Google and Facebook

New WARC forecasts – based on 
data from 96 countries – predict 
a 4.3% rise in global adspend, 
bringing total investment to over 
$616 billion. But while internet 
advertising is still the driving force, 
the online market is showing signs 
of weakness beyond the Google and 
Facebook duopoly. This is accord-
ing to WARC’s Global Advertising 
Trends report, out today. Compared 
to 2018’s 5.4% rise – the strongest 
since 2011 – the forecast for this year 
is slightly softer. Nevertheless, top 
line growth is healthy, with adver-
tising’s share of global GDP holding 
at 0.7% over the last decade.

Why children spend time 
online – Ofcom 

Children’s online time has settled 
at just over two hours per day, as a 
new study by Ofcom uncovers the 
reasons young people are drawn 
to video services such as Netflix 
and YouTube. Children in the UK 
(aged 5 to 15)[1] now spend around 
20 minutes more online, in a 
typical day, than they do in front 
of a TV set – just over two hours 
online, and a little under two 
hours watching TV – according 
to Ofcom’s annual study of their 
media use.
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RTL4 buys The Masked Singer

The success of The Masked Singer in 
the US is starting to reap rewards 
for its creators as the show has 
landed several international deals 
in the first weeks of 2019. The 
rights to the format have now been 
picked up by RTL4. The news was 
revealed in the show RTL Boulevard 
with the panelists commenting 
that the channel is already busy 
preparing the remake.
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PLANA TELEPORT

VIVACOM provides satellite broadcasting 
services for TV channels. The company operates 
Plana Teleport, Tier 3 Certified by WTA.

Meet VIVACOM team 
at MIPTV 2019, 

Bulgarian Pavilion: P-1.E62




