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Everything is still okay?
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ime does move fast. Just six years ago, 
everyone was talking about “The Golden 
Age of TV.” Then, three years ago, every-
one started talking about “The Streaming 

Wars” and now this cycle is also drawing to an 
end, as “The FAST Revolution” is taking over, fur-
ther undermining the classic “production-broad-
casting-distribution” model. This phase in the 
development of the entertainment industry could 
last even shorter because the speed of transforma-
tion of people/consumers, their environment and 
technology is constantly accelerating. 

If in the past analysts were able to make long-
term forecasts, now even a two-year plan looks 
like a “blow in the wind”. We have the pan-
demic, we have a war in Europe, we have rising 
inflation, living costs, energy crisis, much more 
political and economic uncertainty than ever, 
and a nuclear threat on top of that. In this, as I 

like to call it, revolutionary situation, there are 
usually two common solutions people and com-
panies opt for: duck down, make no decisions, 
no risky moves and wait for “the storm to pass”; 
or go head-on “against the storm”. In both cases, 
the decision-making process is driven by the lack 
of clear understanding of “what the storm is”. 
This continues from one crisis to another, with 
no change in the behavioral patterns. Thus, the 
crises start piling up and things begin to move 
so fast that it gets incredibly hard to handle the 
numerous life and business challenges. Every 
action is just a reaction, without reason: doing 
something for the sake of doing something, for 
the sake of reassuring oneself that “everything is 
still okay”.

This is what TV professionals will do once again 
in Cannes. Create this “common sense” for 
themselves that “everything is still okay”. But is 
it? Looking at the factors mentioned above and 
the recent troubles of giants like Netflix, Disney, 
Warner Bros. Discovery, things do not look so 
rosy in the biggest media and entertainment 
market in the world. Take the recent devel-
opments in the UK and the leading European 
markets and the picture starts turning grey for 
everyone dealing with TV business. 

We begin to see that the mega-mergers are 
clearly not a solution, and failed mergers do 
even greater harm. Advertising is something like 
a “last straw”, but even people in that industry 
would tell you they are looking for a straw as 
well. So, the main topic this MIPCOM should be 
“What to do in the face of collapse?”



U.K. home entertainment 
market to top $6 billion in 
revenue by 2025

The U.K. home entertainment market is 
predicted to grow to £5.5 billion ($6 billion) 
in consumer spending over the next three 
years (2025), which includes £2.4 ($2.8 bil-
lion) spent on movie sales transactions, 
according to a new report from the Brit-
ish Association for Screen Entertainment 
(BASE) and DEGI: The Digital Entertain-
ment Group International. The U.K. home 
entertainment sector was worth £3.3 bil-
lion ($3.6 billion) in 2020, and £3.7 billion 
($4 billion) in 2021.

Netflix and Disney+ prep CEE originals

On September 5, Netflix opened its regional headquarters for Cen-
tral and Eastern Europe (CEE) in Warsaw. It will cover the compa-
ny’s activities in 28 markets in the region. At the same time, main 
rival Disney+ is already planning its first originals with producers 
from Poland and Czech Republic. Both have already produced local 
content for their Turkish customers.

According to the European Audiovisual Ob-
servatory, the total investments in original 
European content increased sharply with 
the entry of global streamers which forced 
commercial broadcasters to increase their 
investments in content. The streamers’ in-
vestments in European original produc-
tion grew faster than their acquisitions. In 
2021, Netflix accounted for about half of the 
streamers’ investments in Europe which 
accounted for 16% of the produced content 
on the continent.

RTL decides to keep M6 
after all

Following the failed merger 
with TF1 Group, RTL Group an-
nounced that it will not sell its 
shares in the French M6 Group 
even though it received offers 
from at least four bidders. The 
lack of a positive business result 
has already affected the man-
agement of TF1 Group as CEO 
Gilles Pélisson announced his 
resignation and named Rodol-
phe Belmer as his successor.

Streamers account for 16% 
of investments in European 
original content

THE BIG GAME

Disney preps adaptation of Indian epic Mahabharata 

Disney+ Hotstar, the video streaming platform owned by Walt Disney, 
is working on an adaptation of the Indian mythological epic Mahabhara-
ta, which in Western terms could be compared to The Lord of the Rings sa-
ga. This will be an ambitious, big-budget project in collaboration with 
Bollywood producer Madhu Mantena known for Bombay Velvet and Ud-
ta Punjab. 

THE BIG GAME

Peacock reaches 15 million paid subscribers, according 
to NBCUniversal CEO

On October 3, ProSiebenSat.1 Media an-
nounced that Bert Habets will take over as 
chairperson of the Executive Board (Group 
CEO), replacing Rainer Beaujean, who 
resigned by mutual agreement. According 
to reports, the main task of the former RTL 
Netherlands chief will be to build the stream-
ing business of ProSiebenSat.1, following his 
success with Videoland. At the same time, 
there are reports that talks with majority 
shareholder MFE have been resumed. 

Habets named CEO  
of ProSiebenSat.1 Media

RTVE President José Manuel Pérez Tornero resigned from the po-
sition in early October explaining the decision with the fact that 
he won’t be able to sustain the viability of his project any longer. 
Tornero explained that the project was aiming to pass a profound 
transformation of the public entity. He will be succeeded by jour-
nalist Elena Sánchez Caballero, a former RTVE counsellor. 

RTVE President José Manuel Pérez Tornero resigns 

Peacock has reached 15 million paid subscribers, NBCUniversal CEO Jeff 
Shell said in a CNBC interview. Shell also reported the company has an av-
erage revenue per user of $10 per subscriber. The newest figure is 2 million 
more than the 13 million the parent company Comcast reported during a 
second-quarter earnings call. Roberts also pointed to PVOD as a potential 
growth driver, with early access to Universal films.

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.

RTL Netherlands and Talpa Network, informed their employees that 
they will receive extra financial compensation in October of €1000 gross 
as compensation for the explosively rising energy prices. At the same 
time, in the coming days the two groups will find out whether their 
planned merger will be allowed by the Dutch authorities. Experts have 
expressed doubts the deal will be approved following the failed merger 
between TF1 and M6 in France.

RTL and Talpa staff compensated for rising energy prices

Social media usage continues surging as millions of people worldwide join 
online communities each month. According to stats, the number of active 
social media users is set to hit 4.9 billion in 2023, or 61% of the world’s pop-
ulation. Recent years have seen a notable rise in social media networks, es-
pecially since early 2020. For instance, after the pandemic hit, almost 400 
million people started using social media, driving the global user base to 3.9 
billion.

4.9 billion people will be using social media in 2023

Trevor Noah is exiting The Daily Show after sev-
en years. The 38-year-old showman Noah said 
he was “filled with gratitude for the journey” 
but that there was “another part of my life 
that I want to carry on exploring”. According 
to reports, Comedy Central, part of Paramount 
Global, started looking for a replacement im-
mediately.

Trevor Noah quits The Daily Show

Nexstar Media closes acquisition 
of The CW Network

Nexstar Media Group announced in early Octo-
ber that it has closed its previously announced 
acquisition of a 75% ownership interest in The 
CW from co-owners Warner Bros. Discovery and 
Paramount Global, who will each retain a 12.5% 
ownership interest in The CW. Nexstar also an-
nounced that Dennis Miller, a member of Nex-
star’s Board of Directors since 2014, has been 
named President of The CW. 
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SHOPPING LIST

What to Buy at MIPCOM 2022?

The show will use the latest AI 
technology to make the UK’s best 
new impressionists become the 
world’s most famous celebrities. 
And they’re all arguing.

A big hit in Norway, this fun show 
is looking for the country’s fittest se-
niors. Headlining Armoza Formats’ 
lineup, the format will undoubtedly 
attract the interest of MIPCOM buyers 
who are also dealing with an ageing 
audience.

Singles will be learning where they 
may be going wrong in love by asking 
for frank feedback from their past sex-
ual partners on this show coming up 
on Channel 4 in the UK.

With a recently announced deal in the 
US, this new Talpa quiz format will catch 
the eyes during MIPCOM. 100 quiz fa-
natics face-off in quiz duels on a giant 
LED floor divided into one hundred equal 
squares, each representing its own field 
of knowledge. The goal is to conquer the 
entire floor and take home a cash prize.

■ Deep Fake Neighbour Wars / 
 Banijay

■ The Fittest Pensioners / 
Armoza Formats

■ Sex Rated / BBC Studios

■ The Floor / Talpa

■ The Hotel of the Famous /  
BoxFish TV

One of the biggest hits in Argen-
tina this year, the format sees ce-
lebrities ‘locked up’ in a hotel for 
16 weeks straight, followed 24/7 
by the cameras.

■ Make Me Prime Minister /  
ITV Studios

With political crises sweeping up 
more and more countries, this new 
British format is more relevant 
than ever. The show follows 12 or-
dinary yet opinionated people with 
views across the political spectrum, 
on their campaign trail to the PM 
post.

■ Finder$ Keeper$ /  
Be-Entertainment

Launched to excellent ratings on 
VTM in Belgium this fall, this for-
mat has the potential to become one 
of the hot properties on the market. 
A fortunate family gets the chance 
to win up to 100.000 euros. The cash 
is hidden in their own home and all 
the money they find within 30 min-
utes is theirs to keep.

■ Gordon Ramsay’s Future Food 
Stars / All3Media

The Gordon Ramsay brand is bring-
ing yet another culinary reality set to 
follow in the steps of the other shows 
created by the famous chef. In this 
competition series already produced in 
the UK and coming up in the US and 
Australia, Ramsay hunts for the most 
exciting and innovative new food and 
drink entrepreneurs.

■ Love Triangle / Banijay
Love Triangle challenges a group of sin-
gles to relinquish their grasp on what 
they think their perfect partner should 
look like, and instead choose someone, 
sight unseen, based on a deeper connec-
tion. They will be able to text and call 
their potential matches as they get to 
know each other, but they, along with 
the audience, won’t discover what the 
other looks like until they make their 
choice, and go on their first blind date.

■ Who Likes My Follower? /  
BoxFish TV

Influencers and dating – what 
could be a better formula for a 
hit format? That’s what Netflix 
thought too. On the show, three 
influencers will help their follow-
ers choose among a series of po-
tential partners, hoping to turn 
digital interaction into real.

SHOPPING LIST

TVBIZZ Magazine takes a look at some of the most-interesting and hottest new 
formats and series making their debut at MIPCOM 2022.

New Irish thriller Clean 
Sweep sees Charlene McKenna 
star in the lead role as a house-
wife married to a Garda detective 
who kills her former partner in 
crime when he threatens to ex-
pose her dark past. 

■ Clean Sweep / ZDF Studios

The series was awarded at this year’s 
La Rochelle Fiction Festival. This is 
the story of a high-school like no oth-
er, which welcomes students with 
disabilities such as Marie-Antoinette, 
a perky quadriplegic or Charlie, who 
suffers from a brain tumor. 

■ Lycée Toulouse-Lautrec /  
aired on TF1

■ Summer Love / Red Arrow

Australian drama about eight 
very different sets of people rent 
the same beachside holiday 
house, where they experience 
some incarnation of love.

■ Love in Contract / CJ ENM

This is the newest hit on tvN in Korea. 
A new romantic comedy about a ser-
vice that provides fake wives for sin-
gle people in need of partners to bring 
to social gatherings, such as school re-
unions and dinners for married cou-
ples.

■ Marea Alta / TelevisaUnivision

■ Viola Come il Mare / Fremantle

The first ViX+ Original young 
adult thriller. The disappear-
ance of Mia, a young cyber ac-
tivist, dedicated to denouncing 
the injustices around her, will 
shake the uneventful city of 
Ensenada to its foundation.

A brand-new hit from Canale 5 in Ita-
ly, but with Turkish star Can Yaman 
who partners with the beautiful Fran-
cesca Chillemi. Viola Vitale quits her 
job in fashion communication and 
moves from Paris to her hometown 
Palermo, where she will do everything 
to find the father she never met. First, 
she meets the chief police inspector 
Francesco Demir.

■ House of Ninjas / Netflix

Could this be the next Squid 
Game? We are about to find 
out. The new Japanese drama 
details the lives of modern-day 
ninjas who are forced to adapt 
to the modern world while 
still preserving their stalwart 
traditions.

■ El Inmortal / Beta Film

Finally debuting on Movistar+ in 
Spain this October, the project led by 
Álex García is inspired by the infa-
mous Los Miami gang, which devas-
tated Madrid in the 90s. 

■ Summer of Sorrow /  
Keshet International

The suburban idyll of the 1980s in Fin-
land is shattered when a small child 
disappears from the Munkkivuori 
yard. The adults of the neighborhood 
take the law into their own hands to 
solve the case.

■ The Gypsy Bride / Atresmedia

The series follows Uber driv-
er Ben as he tries to figure 
out what he should be doing 
while helping others get where 
they’re going. Against the tick-
ing clock of impending father-
hood, Ben must decipher what 
being ‘relevant’ looks like in a 
relationship that seems to think 
he’s surplus to requirements.
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ahmil, congratulations on the 
impressive concept and pro-
duction! Let’s start with the 
main question: how did you 

come up with the idea for this show?
I always say I didn’t write Blood Psalms 
but that I downloaded it (laughs), 
but on a more serious note, it came 
with the desire to create heroic 

archetypes for African people. We 
live in very flux and interesting 
time, especially when I consider my 
childhood and how things were more 
concrete back then than they are 
now. Now everything has a question 
mark around it. With that in mind, 
I look at the stories that tend to be 
told and how really most of them 

don’t really have an African context, 
and all we were given were mud huts 
and loincloths and a lot of posteriza-
tion of cattle… but no fundamental 
Origin story. With Blood Psalms, we 
take a look back at what our heritage 
is. So, the idea came from that desire 
of wanting to see African archetypes 
that youths can look up to.

WATCH THIS WATCH THIS

Blood Psalms
The biggest show to come out of Africa
Blood Psalms is undoubtedly the biggest and most spectacular series production to come out of Africa. The debut in late 

September received raving reviews in South African media and immediately shot up to the top of the charts of local streamer 

Showmax which will release a new episode every Wednesday until December 6.

Georgi R. Chakarov got on the phone with series creator Jahmil XT Qubeka to talk about the idea and philosophy behind the 

show and the long process of creating its universe, characters and their stories and bringing them to the screen in such an 

unprecedented way for African television.   

Xolani Thandikaya Qubeka,  
professionally known as Jahmil X.T 
Qubeka, is a South African film director, 
screenwriter, and producer. Blood 
Psalms is his first series creation. Prior 
to that, his 2014 film Of Good Report won 
the 2014 Africa Movie Academy Award 
for Best Film. At the 15th edition of the 
Awards he was named Best Director for 
the action thriller Sew the  Winter to My 
Skin, which was also an Oscars entry, 
followed by his 2019 film Knuckle City.
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How did you pitch the idea to the 
broadcaster and what was their 
reaction to it?  
When you have a strong concept it 
immediately identifies a need to 
be fulfilled and that need is pretty 
much what I just said: the lack of 
Black and African archetypes affects 
us as a culture. So, I asked where are 
these archetypes and what could be 
“the commercial success” if they are 
created. 

What are the key elements and 
structure of the story?
I am inspired by the legend of At-
lantis and if you look at Plato and 
Herodotus they both have interesting 
accounts of this “fabled place”. But 
the most astonishing thing about it, 
by Herodotus’ account, is that it was 
possibly located in Africa – Maurita-
nia to be specific, just at the bottom 
of what is now the Atlas Mountains. 

I found this really fascinating and 
I started to look at Africa with that 
kind of lens: What if Atlantis was in 
fact in Africa? And if so, what kind of 
world would that have been? This is 
a world in pre-diluvian time, about 
eleven, twelve thousand years ago, 
just before a great cataclysm is about 
to hit the Earth and for some reason 
unknown Atlantis has just sunk. 
Thus, the destruction of Atlantis 
becomes a foreboding for all other 
nations. We come upon the King-
dom of Akachi where a very paranoid 
king is trying to hold on to his power 
against the backdrop of a prophecy 
which 18 years ago said that on her 
18th birthday his daughter would take 
his throne. So, we are looking at a 
man who is even spooked by his own 
shadow in his attempt to avoid the 
demise of his kingdom. At the same 
time, the king is hosting a wedding, 
marrying a much younger woman 

from a druidic order – people who are 
rainmakers, in a moment when the 
kingdom is facing a drought. You can 
see her a direct link to Moses warn-
ing the Pharaoh about the coming 
calamities. 

We also see the story thru the eyes 
of his daughter who is prophesied to 
take over his throne. She is going thru 
some incremental changes, but she 
is not quite aware of them. She is ac-
tually not a very nice person, but she 
has the image of “the good princess” 
but she is actually the bringer of that 
apocalypse. 

Can we also say that it is a type of 
Game of Thrones setting where we 
have clashes among different clans 
trying to take power?
In terms of genre, yes. I call this type 
of shows “sword and soul” fantasy 
shows. We’ve got our own flavor but 
yes, I can imagine that GoT fans would 

WATCH THIS
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watch this show. It is certainly Africa’s 
proud answer to the genre.

The transformation of the charac-
ters is also one element that would 
be attractive to viewers. Can you 
tell us more about that?
Yes, beyond the spectacle of the big-
gest visual effects show to come out 
from Africa and the reason why I am 
so excited about this series is because 

it is a character-driven piece. At the 
heart of it are the journeys that each 
of the characters go thru, and I also 
say the distinct note for all of them 
is that they pretty much lose their 
skin, metaphorically. The princess 
herself start for a type of Paris Hilton 
personality to becoming the center of 
a conspiracy and then she journeys to 
the farthest realms by virtue of being 
exiled. There is a transformation in 

her when she engages the groups of 
society that she has always looked 
down upon because of her down-
right ignorance. Actually, all of the 
characters have something Shake-
spearean in that way. For example, 
General Toka – he is the leader of 
the Akachi army, he comes from an 
enemy tribe and has always been a 
bit of an outsider. His transformation 
is insane. He breaks the code and he 
is put up for treason, and eventually 
put to death. But in this world, where 
we also explore what happens to the 
soul, just like in ancient Egyptian tra-
ditions, we follow his life after death 
and where he goes, and that journey 
itself is a mind trip, literally. 

You bring this combination of 
psychology, mysticism and ancient 
history, creating a whole new story 
which people can identify with…
Exactly, it reflects on my frustration 
with history which is an absolute 
hotch-potch of a merged mess, and 
the hypothesis is quite simple: What 

if there was a reset of civilization 
11000 years ago, and anything before 
it is possible. You can compare it to 
Marvel and how they switch things 
around because all of our origins are 
based on conjecture and fable and 
this particular show plays on our be-
lief system, and it all combines with 
politics and humor as we dig into 
the psychology of the characters. 
So, you will see some quasi connec-
tions with either mythology from 
other cultures, a play on history and 
belief systems and even modern-day 
politics. There are also some parallels 
to South Africa, where we are today. 
Ego aside, I can say one thing – there 
is nothing like it!

How long did it take you to develop 
the whole storyline, the characters, 
this whole universe? It’s a huge pro-
cess. How many people did you have 
engaged in this?
The development and writing process 
was about three years. It’s a personal 
project which comes from my heart 
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and mind, but collaboration was 
really key. We had about two or three 
different writing rooms. Even at some 
point I totally passed on the bat to 
someone else to see if they can be the 
head writer – this was part of this 
natural process which takes all sorts 
of alterations. Towards the latter part 
of the second year, we started hitting 
the groove and it came again from a 
more one-dimensional perspective 
which was my own. So, I started writ-
ing it more from my own end, and I 
ended up writing all the episodes but 
that wasn’t the initial intention. I 
call it a “download” because the way 
that I wrote it was quite interesting. I 
found myself writing it from char-
acters first, so not in a linear way. I 
would take a character and I would 
write that character’s story and then 
literally you stick it together with ev-
erybody else. So, for each episode you 
decide which strand is the purveying 
one. Now that I look at it in retro-
spect, I see archetypal aspects of self, 
represented by each character. 

Another part of this process must 
have been visualizing each of these 
characters and how you would show 
them on the screen. How compli-
cated was that process with your 
creative team?
When you invite other collaborators, 
for me the part that I really love about 
this process is that moment which is a 
moment of affirmation for the project 
when you can see that other person 
speak about specific elements in a very 
personal way. That’s when I am: “Okay, 
we are on to something!” I have a team 
of people that I work with a lot, start-
ing with my producer and editor Layla 
Swath who helps me with the scope and 
rendition of the show. Then, we bring 
closer the creative team which includes 
my production designer Chantel Carter, 
my director of photography Willie 
Nell and my wardrobe designer Pierre 
Vienings and also makeup with Nicola 
Roodt. So, each one of them takes on 
the quest while I kept feeding them 
with the details. I would say the biggest 
responsibility was on the production 



  VISIT US

P-1.K11 

designer Chantel Carter who was in 
charge of constructing this whole 
new universe based on the budget we 
had. And what I loved about her work 
is that very early on she said: “I want 
to bring you 360-degree sets so in any 
way you look, you are in the reality of 
this world.” I immediately jumped on 
that. I didn’t know how she was going 
to do it because I was thinking about 
performance and my actors in a unique 
situation where they don’t a reference 
for this world in terms of how those 
people dress, walk, talk… so the 360 ap-
proach helped in that respect. The same 
goes for wardrobe. The costumes are 
so elaborate that the details tell a story 
in themselves. That really helped the 
actors to build characters around them. 

And also, one of the things I have 
been blessed with is how I am at ease 
of visualizing something, so even 
when I write I am already solving the 
puzzles. I never write without consid-
ering execution.

What do you expect will be the 
reaction of viewers and also of the 
international industry to this pro-
duction?
I have been doing films for 21 years and 
I can say that I have never had this kind 
of reaction before I have even released 

Blood 
Psalms
In ancient Africa, the five surviving 
houses of Kemet face the prophe-
sied end of days. A young princess 
must navigate primordial curses, 
long-standing ancestral vendettas 
and her role as the damning proph-
ecy’s chief harbinger. The Show-
max Original was co-produced by 
Canal+.

it. I’m full of excitement. I feel like I 
am the luckiest man on the planet.
 
You have created a whole saga which 
could go for lots of seasons but in 
your head how do you imagine the 
evolving of this universe?
I would say that without it becoming 
pretentious and labored it is definitely 
a three to four season show in regard 
to closing all of its chapters; that is my 
ambition. But audience engagement 
will determine whether that happens 
or not. There has never been a show like 
this coming out of here. There is a lot of 
excitement but there is also a lot of trep-
idation. From an artistic perspective, I 
have engaged the story and concluded 
it in a way that I would be satisfied if it 
ended with one season. But it does leave 
you in a space wanting more.

Also, this could not only be a TV 
show, it could also turn into a series 
of books, lots of characters, mer-
chandise, African culture, which 
will be embraced by people…
I really hope so. Everything you said 
basically summed up my ambitions 
for the project, all the way down to a 
game. But the first step is to see what 
the audiences will think after the 
premiere. ▪

WATCH THIS
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haron, you are the new Man-
aging Director at yes Stu-
dios, one of the leading pro-
ducers of original content in 

Israel. How satisfied are you with 
the performance of the company 
since your arrival? Where do you 
plan to build up your efforts?
It’s been a very exciting year for yes 
Studios and for me personally. Two 
of our newest shows won prizes at 
the recent Series Mania competition: 
Fire Dance which was created by Rama 
Burshtein-Shai won the Best Actor 
award for Yehuda Levi’s outstanding 
performance, and Bloody Murray, cre-
ated by Stav Idisis, won Best Comedy. 
It was amazing to celebrate these 
wins during my first year at the 
company. Given my background in 
distribution and sales, I plan to ex-

yes Studios 
goes to the next level

Sharon Levi, MD of yes Studios, talks to Yako Molhov about the company’s growth during her first year at the helm of one of the 

most prolific producers in Israel. Besides the US where yes Studios remains the biggest Israeli producer, the company is looking 

to expand its business in Europe, Asia and Latin America, both in terms of production and distribution, and the first projects are 

already in the pipeline.

Beauty Queen of Jerusalem
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pand our reach as far as sales are con-
cerned, leaving no stone unturned 
and finding new companies to work 
with both from the finished tape 
potential and the format perspective. 
Part of my responsibilities also in-
clude seeking co-production partners 
for projects we have in development. 
This is a new line of business for yes 
Studios which I plan to explore and 
expand in the months to come.
 
How many projects do you cur-
rently have in the pipeline? Will 
you continue to focus mainly on 
drama?
There are currently dozens of projects 
in the development pipeline from 
various genres including crime, 
thriller, comedy, daily drama and 
docu reality projects. Some are based 
on true events, some on established 
IP such as bestselling books and some 
fiction. We are working closely with 
our drama department to give cre-
ators and producers the creative and 
financial support they need to bring 
these projects to fruition. For some, 
we have already collaborated with 
companies outside of yes TV to be 
co-producers and others will still be 
fully financed by us. We are not only 
open to drama projects but are happy 

to also look at social experiment and 
more docu reality projects that align 
with our audiences and that have 
international potential.
 
We know that despite being small 
the Israeli market is among the 
most competitive. Now interna-
tional players have also entered 
the country. How do these devel-
opments reflect on the work and 
budgets of your company? 
The Israeli market is definitely a 
challenging one (smiles) but also 
one of the most creative markets 
out there. Any success coming out 
of Israel brings pride to our industry 
and the international interest in our 
market just shows how much poten-
tial there is here. The competition to 
stay a market leader is always on the 
table. It affects the technology we 
develop, the collaborations we have 
and, most importantly, the content 
we produce. We find creative ways to 
work together when it makes sense 
and bring in partners to help finance 
our projects in order to compete in 
the marketplace. yes Studios and 
yes TV have built a very strong brand 
both internationally and within Isra-
el, which brings many creators, pro-
ducers and streamers to want to work 

with us. The budgets are increasing 
on a global aspect and we’re finding 
ways to still produce premium shows 
with high production value but for 
costs that are much lower than most 
US or Western Europe budgets. It’s 
all about being creative in produc-
tion.
 
Do you plan any co-productions 
with an international streamer in 
Israel? 
At this point all options are on the 
table and it strongly depends on the 
project, the budgets, the window-
ing, the creative dialogue and more. 
As the co-production arm of yes TV, 
our main goal is to bring the best 
content to the Israeli viewers and if 
this is possible by collaborating with 
streamers, then the door is always 
open.
yes Studios has turned into a 
brand identified with hit series 
like Fauda, Your Honor, On the Spec-
trum; etc. To what do you attribute 
the immense international success 
of your shows?
First off, the content speaks for it-
self. Fauda is an on-the-edge-of-your-
seat thriller and even if the viewer 
is not completely familiar with the 
background story, they still identify 

On the Spectrum
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with the characters, the emotional 
stories and appreciate the suspense 
in every episode. 

Your Honor is one of the most trav-
eled scripted formats to come out 
of Israel. Apart from the American 
version featuring Bryan Cranston 
with the second season launching 
in December on Showtime, we have 
9 other versions available including 
Spain, Italy, Germany, Korea, Turkey 
and more. 

On the Spectrum tells a beautiful story 
from a very unique point of view, 
the view of 3 people on the spectrum 
and how they deal with day to day 
situations. The stories we develop 
and produce all have truth to them, 
all are relatable and viewers can cre-
ate an emotional attachment to the 
characters and storytelling.

Second, yes Studios was founded 
by my predecessor, Danna Stern, 
who believed in the potential of 
these shows and worked tirelessly 
to find the right home for them and 
many others on global streamers 
and local broadcasters. These suc-
cess stories paved the way for yes 
Studios to become a global brand, 
which is identified with premium 
series. Each of our shows have global 
potential either as finished tape, as 

a format, or both. Even shows that 
started off as very strong tapes like 
Fauda have succeeded in receiving an 
adaptation, which is soon to be aired 
across India.

Lastly, a lot of effort is put into 
marketing, PR and social media. We 
bring engaging content through the 
various social media pages and make 
a point to respond to our followers 
via our Beauty Queen of Jerusalem page, 
Shtisel page and of course, Fauda page.
 
What have been some of your lat-
est major deals and what are you 
bringing to this year’s MIPCOM 
market?
There are several deals we are very 
excited about. Our comedic drama 
Significant Other has been adapted in 
the UK and is shooting this month. 
The series, originally created and 
written by Dana Modan, Assi Cohen 
and Ram Nehari is being produced in 
the UK by ITV Studios’ owned Quay 
Street Productions, headed by Nicola 
Shindler, and is set to air next year 
on ITVX. 
Fauda’s Indian adaptation Tanaav, 
produced by Applause Entertain-
ment, is set to air next month on 
SonyLIV. Our edgy comedy Johnny and 
the Knights of the Galilee has been adapt-

ed in France by Oberkampf and Story 
Nation productions and is set to air 
on Amazon very soon, whilst the 
Spanish version of Your Honor is film-
ing now and is set to air next year. 
We are also developing a show with 
Apple which hopefully we’ll be able 
to share soon and so much more.

This MIPCOM we are bringing our 
two Series Mania winners Fire Dance 
and Bloody Murray. 

Fire Dance is the coming-of-age story 
of Feigi, a young, troubled woman, in 
a tight-knit ultra-orthodox religious 
sect who grew up in a broken home, 
without a father figure. She attaches 
her future happiness to Nathan, the 
35-year-old married son of the leader 
of the ultra-orthodox community in 
which they both live, who she grows 
dangerously close to. Feigi’s feelings 
and her longing for a relationship 
with Nathan can never materialize 
and creates a delicate tension, some-
where between passion and fulfill-
ment that is set on the backdrop of a 
conservative, devout community.

In the edgy rom-com Bloody Murray, 
we see best friends & roommates, 
Murray and Dana face struggles of 
single life in their mid-30’s. Their 
lives take a turn when Murray ditch-
es the scene of a hit and run, and the 

ISRAEL AND BEYOND
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man she crashed into, Lior, shows up 
at her apartment – where he meets 
Dana – and the two fall madly in 
love. Their intertwining lives bring 
many challenges and unique dynam-
ics that the women experience them 
together.

We are launching an exciting new 
docu-reality project, just in time for 
the upcoming Eurovision Song Con-
test, Viva la Diva. Dana International, 
the LGBTQ+ ambassador and the 
winner of the 1998 Eurovision Song 
Contest has finally agreed to go on 
camera and talk about her life open-
ly, without censorship, with a lot 
of honesty and, of course, the glam 
that comes along with her personali-
ty. This 14 part series will show Dana 
as she prepares to get back to work 
after the COVID era while sharing 
her deepest emotions and thoughts 
about, well, everything.

We are also launching a brand 
new comedy titled You Should’ve Heard 
of Us which tells the story of two 
best friends, Chava and Nava, who 
served in the military band in 1974, 
in the last golden days of IDF army 
bands, when singing soldiers were 
turned into the country’s biggest 
stars. Chava and Nava, though, 
never rose to stardom. They had big 
dreams starting out but the band 
had its own rules and hierarchy, 

and Chava and Nava never got the 
chance to shine. Upon the sudden 
death of Chava’s husband, the two 
friends meet again. Now, Chava 
and Nava can finally deal with what 
they’ve been suppressing for four 
decades, stare down those old “glory 
days”, and reclaim what was taken 
from them. 

We are very proud of this project as 
it puts women in the spotlight, es-
pecially women in their 60’s dealing 
with issues from their past, pre ME-
TOO era. This taps into the zeitgeist 
of shows portraying older people in 
comedic and heartfelt situations 
such as The Kaminski Method, Hacks and 
Only Murders in the Building.

What are the main markets in the 
focus of yes Studios besides Israel? 
Have you planned expanding into 
new territories?
Yes Studios as the distribution arm of 
yes TV, focuses on sales outside of Is-
rael. Apart from the US market, West-
ern Europe and the global streamers, 
which is always a focus for us, our 
plan is to expand our reach into 
territories in Latin America, Eastern 
Europe and Asia. For me, a deal is 
a deal no matter where the country 
is located. I always see the growth 
potential in every market and how it 
can evolve into more business.

 You recently signed a deal with 
Netflix for The Beauty Queen of 
Jerusalem. How important is your 
presence on the US market? How 
big is your team and what are your 
ambitions there?
The Beauty Queen of Jerusalem is our first 
attempt at producing a melodrama 
which has succeeded to capture the 
authenticity of the historical period 
of the early 19th century in Jerusa-
lem. The story, which is based on the 
bestselling book of the same name, 
was adapted to series by Shlomo 
Mashiach (Your Honor), Oded Davidoff 
& Ester Namdar Tamam. It was 
produced by Artza Productions and 
is our most expensive production to 
date. The second season just wrapped 
production and is set to air in Israel 
early 2023. 

Naturally the US market is very im-
portant to us and we would normally 
start our distribution strategy there. 
We work closely with our agent 
(Michael Gordon, CAA) and manager 
(Adam Berkowitz) to attach writers 
and producers to our formats and to 
find the best home for our content. 
In other cases, we prefer to focus on 
regional broadcasters, going terri-
tory by territory, instead of global 
streamers, in order to enable multi-
ple deals and increase the potential 
of the series to succeed. Yes Studios 
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WAR AND TV

has the most scripted projects in the 
US (both as tape and format) from all 
other Israeli companies and this is 
still our biggest ambition, to stay a 
market leader. Having a strong sales 
team is key to create the relation-
ships with potential clients, travel to 
the various markets and conferences 
and form great partnerships, all 
this lends itself to an innovative and 
“always-on-their-toes”, all-women 
Ninja team.

Without a doubt, Your Honor has 
been your best travelling format 
- a pan-Balkan adaptation is now 
also in the works. Tell us a little 
bit more about this deal and can 
viewers in CEE expect local ver-
sions of some of your other popu-
lar titles? 
Your Honor is a great example of a 
show that has a very strong one 
liner and great travel potential. Ron 
Ninio and Shlomo Mashaich creat-
ed an intriguing story, which can 
occur anywhere in the world. I’m 
not surprised it’s been accepted so 
well around the world. And yes, it 
is now travelling to Eastern Europe 
with two new versions in the works 
as we speak. We definitely see the 
massive potential in the CEE region 
with countries such as Poland, Hun-
gary, Croatia, The Czech Republic 

and many more being very open to 
foreign content, especially formats. 
Adapting a format lends itself to risk 
averse broadcasters, it’s taking a 
less of a risk on a show that already 
proved itself somewhere else and 
has a track record. It’s usually much 
more cost effective given that the 
storylines, characters and scripts 
have already been written, which 
saves time and money. We have sev-
eral other formats and series we are 
collaborating on in the region and 
we are pro-actively seeking more 
and more partners to work with.

What would you say have been the 
main effects of the COVID pandem-
ic and the war in Ukraine besides 
the growing inflation? What are 
your expectations for 2023?
I feel that the world has grown closer 
together. Once realizing that we 
are dealing with similar challenges 
during COVID, we are set to become 
more effective in the way we work. 
Whether it’s working in a hybrid 
model, doing business remotely, 
becoming more efficient in produc-
tions, cutting on costs whilst dealing 
with the increase in cost of living 
which will have a ripple effect for 
years to come, I expect to become 
even more creative in the way we do 
business and produce content. The 

desire for good and high quality con-
tent is only growing and the inten-
tion across the board to is to continue 
to deliver amazing stories. 

Will streaming “kill” traditional 
TV, in your opinion?
I can assume that what we call now 
“traditional TV” will evolve in the 
years to come. Eventually the view-
ers will consume the majority of 
their content via streaming, wheth-
er their favorite news apps, their 
online sites and reality consump-
tion will be done via IPTV. The mix 
between sports, news and enter-
tainment enables viewers to make 
the most out of the various media 
channels out there.

For me, for example, I still watch 
the news and local reality TV via 
“traditional TV” on the commercial 
or public channels while watching 
drama series on yes TV and stream-
ers. I still think that at least for the 
older audiences, their preference 
is to consume content in their own 
language, especially news and 
entertainment shows which can be 
found mostly on the commercial and 
public channels, at least for now. 
I think we can all agree that the 
content is still the most important 
thing, no matter how you choose to 
consume it. ▪
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et’s start with the first days 
of the invasion. How did 
your schedule change with 
the introduction of martial 
law in Ukraine?

The first days of the war were a 
shock to us. Then it was almost im-
possible to go to work in Kyiv. Many 
people were forced to leave the coun-
try or move to other cities for safety 
reasons. For example, the Program 
Director of the Novyi, Ira, lived in 
Irpin. She and her family spent a 
day in the bomb shelter. There was 
no regular contact with her. And it’s 
a miracle that she could leave the 
city with her children. At that mo-
ment, I told her not to think about 
work. I took over all the functions. 
And when she was in a safe place 
and exhaled, we went back to work-
ing together. This was the case with 
many other employees as well. 

Of course, during the first days of 
the war, it was essential for us to 
provide broadcasting. We realized 
how significant the role of television 
is, both as an emotional support and 
as the basis of information security. 
Since we had a prepared plan in case 
of war, and not even one, we man-

aged - we were on air nonstop. First, 
the channel switched to general 
news mode. At the end of the second 
day of the war, we thought that tele-
vision was not only a source of in-
formation but also a distraction for 
people. We decided to reformat the 
programming. When you run into a 
bomb shelter or are in a basement, 
you think about salvation, not what 
to switch for your children to watch. 
Therefore, our goal was to distract 
children from the war, provide emo-
tional support, and assist their par-
ents, who are busy solving complex 
security issues. On February 25 at 
16.00, Novyi switched to children’s 
and teenage broadcasting.

We have an extensive library that 
helped us form a suitable program-
ming. I collected all the fairy tales 
and cartoons about the struggle 
between light and darkness. We 
wanted parents to be able to explain 
to their children what is happen-
ing in words they can understand: 
“Now there is a war between good 
and evil, like in a fairy tale. You 
see, this hero also fights like us. He 
won, and we will win because we 
are on the side of good.” That is why, 

Starlight Media:  
Solving wartime TV scheduling

Modern television in Europe had never worked in wartime conditions until this year when Russia decided to invade Ukraine 

for some vague reasons which the Russian propaganda is already finding hard to explain. The lack of precedents put 

Ukrainian TV channels in a situation where they had to create precedents, like the United News TV marathon which gathered 

the forces of six (later five, following the shutdown of Media Group Ukraine) broadcasters to inform viewers 24/7. Some chan-

nels stopped broadcasting fully, or went into a “repeat mode”, but others started reviving their schedules a few weeks after the 

start of the biggest continental war in the world since WWII.  

Two of Starlight Media’s leading national channels, STB and Novyi, went as far as to offer what would almost look like a 

normal fall TV season schedule in peaceful times to their viewers. In this conversation with Georgi R. Chakarov, channel heads 

Liudmyla Semchuk and Olha Zadorozhna shared their thoughts on how they tackled a problem like scheduling a general 

entertainment channel in times of war. 

by people who have a very distanced 
relationship to the air - our finan-
ciers, accountants, and administra-
tors. The Financial Director of the 
Broadcasting Division Tania Kostova 
led the process. She mastered the 
technique of launching a running 
line in the air remotely. We received 
hundreds of different applications, 
which we independently processed 
and, thus, helped many people. Can 
you imagine, they helped people to 
get married in Kharkiv?! It was the 
power of television and our colossal 
mission at that moment.

At what point did you decide to 
start airing entertainment pro-
grams again? 
In fact, we did not stop the enter-
tainment broadcast. We saw from 
digital content that the more people 
got used to the state of war, more 
and more often they looked for places 
where they could distract, switch, 
and breathe at least for a short time. 
And we slowly began to change 

genres - we began to move from 
entertainment content to comedy 
content. We very carefully added 
one comedy a week - first a family 
comedy, then about cats and dogs. 
Then we saw that the demand was 
growing, people wanted more. Since 
the end of August, we have already 
started showing comedies of our own 
production and launched the series 
A House For Happiness on the air. But I 
want to note that not every comedy 
content has a place on the air today. 
For example, we won’t broadcast the 
show Battle of the Sexes, of course. We 
are very careful in the selection of 
content.

How do we understand what can 
be shown on the air? Our analytics 
department, led by Oksana Pipich, 
conducts research that allows us to 
understand what content is relevant 
now and what is not worth showing. 
But, of course, we rely on our feel-
ings and experiences. The team and I 
had a very difficult discussion about 
whether there is a place for laughter 

Olha Zadorozhna

A Couple for a Million

in the early days, Novyi aired Harry 
Potter films.

Since Novyi is widely distributed 
and available on different platforms, 
parents were required to perform 
simple actions - put headphones on 
their child and click on Novyi. I can 
say that the response to the program-
ming was amazing. Everyone solved 
their main humanitarian problem at 
that moment - to distract the child 
so they would not hear the constant 
explosions and sirens, frightening 
news.

We had another excellent ini-
tiative. On the OCE and Novyi 
channels, we launched the OCE 
– Dopomoha (Help) ticker with 
essential information for everyone 
who needed it in Ukraine. The line 
broadcasts up-to-date information 
about working pharmacies, hos-
pitals, post office branches, gas 
stations, shops, help points, train 
schedules, hotlines, refugee assis-
tance centers in Ukraine, and other 
helpful information. This was done 
before various chatbots and websites 
coordinating Ukrainians to get help 
were launched. The most exciting 
thing is that this project was made 
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during the war and to what extent 
comedy can be present during this 
period. We had diverse views. But 
then we concluded that laugh is the 
answer to pain. In this challenging 
time, Ukrainians joke a lot - both at 
home and on social networks. Laugh-
ter helps us overcome the pain that 
each of us feels right now.

When we started working with com-
edy, the team and I agreed on the rules 
- what can cause laughter and what 
cannot, what can be laughed at and 
what cannot, and what can be made 
fun of and what cannot. And this is all 
Novyi, where it would seem that ev-
erything is easy and optimistic (smiles 
- ed.). Now, we are already writing 
several comedy stories and believe 
they will work out. The same applies 
to projects - we have found like-mind-
ed people and started working.
We know that the official audi-
ence data is not available at the 
moment, but you still have some 
numbers. What do they show? 
What are people in Ukraine watch-
ing on TV now?
Everything suggests that nothing 
has changed - what people watched 
before the war, they are watching 
now. Yes, for the first seven days we 
all consumed only news. But then, 
when people decided on the main 
source of news for themselves, they 
immediately returned to consuming 
entertainment content. I feel like the 
switch between news and entertain-
ment content happened quickly.

Yes, Novy grew during the war. 
This was influenced by a large num-
ber of factors: the United News tele-
thon, which included all the leaders 
of television; reformatted program-
ming, the exit from the market of 
Media Group Ukraine. During these 
changes, Novy Kanal managed to re-
flect the public demand and became 
the leader in television viewing.

You could have continued to air 
reruns but you still opted to bring 
some major premieres this fall. 
Why?

The first reason is that any content 
has an expiration date. The series has 
more, and the projects have less. It is 
impossible to delay for long, we are a 
business that must earn.

In addition, the concept of a hero 
as such has changed. Now we have 

on YouTube. Also on the air are new 
series of the project Cons on the Web. 
In October, the channel will show 
the long-awaited premiere of the 
series The Marshall with a Chelsea 
border collie in the lead role. Next, 
the Novyi audience is waiting for 
the premiere of the new 24-episode 
series Younger (remake of the US hit 
series) about a woman who divorces 
a man and tries to restart her career. 
Moreover, Younger can get a sequel.

Right now, Novyi is not filming 
anything yet, we are still writing, 
preparing, piloting. All will be soon. 

Are you also looking to commis-
sion or buy new shows at the 
moment?
We already have plans and negotia-
tions are underway. Still, commer-
cial activity has just begun, we are 
entering into commodity-money re-
lations. We will sign a contract and 
we can tell you the details later on. 

WAR AND TV WAR AND TV

very understandable heroes - our 
defenders. Therefore, content filmed 
before February 24 quickly loses rel-
evance and becomes inappropriate. 
This was our reason for both choos-
ing and deciding to launch the con-
tent that we have. As for the series, 
we go very modestly and broadcast 
little by little. But we have more “on 
the shelf” (smiles). Firstly, you need 
to stretch this pleasure, and second-
ly, to earn.

What shows will your viewers see 
during this “wartime” season?
This fall season is very unusual 
because it started during wartime. 
Novyi will show premieres and good 
old projects this fall. Today, the 
project of our development A Couple 
for a Million is on air. The premiere 
is going well, which makes us very 
happy. People responded - the show 
is watched both on television and 
digitally. We see millions of views 

From the first days of the full-scale invasion, the STB channel switched to news programming. In the first months, it was 

broadcasting the news marathon to inform Ukrainians about all the most important events of this war. On April 18, re-

sponding to the high demand of Ukrainians and following our mission to help and inspire, STB switched to humanitarian 

programming.

“STB is a true friend of its audience. We always stand next to Ukrainians in the most important moments of life. Espe-

cially now, when the whole country has united in protecting our land from Russian invaders. From the very beginning 

of the war, we have received powerful feedback on all our venues: viewers shared amazing stories, their own problems 

and expectations with us. They told how they live, what upsets them, inspires and calms them in this difficult time. 

Therefore, we directed all our unique expertise in producing projects based on real people’s fate to respond to the audi-

ence’s needs. We have told inspiring stories of people who live near us. Our psychologists have responded to the urgent 

needs of Ukrainians who found themselves in difficult life situations because of the war. Our experts have taught how 

to protect yourself from danger and deceit in wartime. And our hosts and celebrities have shown by their own example 

that “working” means “winning”: any contribution is important here and each of us is important in our place,” comments 

Lyudmila Semchuk, Managing Director of STB.

A House for happiness

eople want to be distracted and 
watch something that makes 
them smile. As a nationwide 
channel, STB tried to show 

such content carefully during the war. 
Entertainment content has an extensive 
palette and for a comprehensive expert 
assessment, the channel involved law-
yers and psychologists in consultations 
and developed an internal document 
to pinpoint the criteria for content that 
does not retraumatize the viewer.

This fall, viewers will see the 
long-awaited premieres filmed be-
fore February 24, which were delayed 
due to Russia’s full-scale invasion 
of Ukraine: MasterChef, The Bache-
lor, World of Dance, Moment of Truth, 
Happy in Seven Days. Also, STB will air 

Approach to entertainment 
content and fall programming

Liudmyla Semchuk

projects, which are being produced 
in wartime conditions: DNA: Missing 
People Search, the series When We Are At 
Home. Together for Victory, and a  fund-
raising reality documentary featur-
ing the Ukrainian MasterChef host.

In When We Are At Home. Together for 
Victory, viewers will see short stories 
about well-known heroes who, due 
to Russian aggression, ended up in 
different places. Now they will live 
on the screen in the same situations 
that every Ukrainian faces today 
in real life. Each of them, in their 
own way, brings the moment of the 
long-awaited meeting closer to cele-
brate the Victory of Ukraine together. 
They defend the country in the ranks 
of the Armed Forces of Ukraine, 

The beginning of the full-scale 
invasion and the transition to 
wartime programming
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aksym, what projects are 
you working on now? 
1+1 media is actively 
working on the develop-

ment of new documentary projects 
and series. Most of them aim to 
debunk the myths of Russian propa-
ganda and highlight the events that 

are actually happening in the 21st 
century in the heart of Europe. 

For example, the creators of the 
historical series Ukraine. The Return of 
the Nation’s History will tell about the 
stories of people who had a narrow 
escape while saving others during 
the evacuation. The film with the 

working title Evacuation will tell 
about the unique special operation 
to evacuate wounded soldiers from 
Azovstal and other heroes of our 
time.

The team of 1+1 TV channel, to-
gether with the famous Ukrainian 
director Alan Badoyev, are also work-

1+1 media: 
The war did not stop TV production 

in Ukraine
The start of the Russian full-scale invasion of Ukraine shocked the TV market which came to a standstill for several weeks. In a 

short period of time, the broadcasters were able to relocate, secure the safety of their teams and readjust the work process to the 

wartime conditions. Already in April the first documentary productions started appearing on the air, while producers also started 

to resume their work on fiction and entertainment projects.

Maksym Kryvytskyi, Head of Television Business, General Producer of 1+1, tells Georgi R. Chakarov about the changes that took 

place within their production teams and what projects are currently being developed and shot at 1+1 media – from documentary 

films to comedy formats and international co-productions. Despite the war, Ukrainian TV viewers continue to be interested in 

major entertainment projects which, however, will see some changes in the future.

WAR AND TV WAR AND TV

volunteer, work, raise children, help 
their neighbors and hide in storage 
during air raids. Just like us, sketch-
com characters find time to cry and 
laugh. And every day, they prove by 
their own example that life goes on.

STB also continues to fill the 
prime air with inspiring serial 
stories and romantic films. The 
information front is still held by 
the news team of Starlight Media 
within the framework of the United 
News marathon.

“When you feel the breath of war 
every day, you understand that the 
most valuable thing is our life. The 
most important thing that all of 
us can do is to live, help the Armed 
Forces of Ukraine to defend the 
country from the enemy and work 
in the given conditions, each in his 
own place and on his own front. And 
also - to fill your inner emotional 
state with inspiration so that we 
have the strength to bring our victory 
closer together. In April, the STB 
channel offered viewers content that 
is relevant to the current reality - 
useful headings that help protect life 
during the war. This fall, we invite 
Ukrainians to live: with love in their 
hearts, enthusiasm in their eyes, 
pride in their own people, honesty 
to loved ones, with taste in every 
kitchen and with any set of products. 
We must live our life every day, every 
minute because this is what our 
invincible warriors are fighting so 
boldly for,” Semchuk says. ▪

Master Shef

Dance
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ing on a documentary titled The Long 
Day. The film will be the first major 
project that will tell about recent and 
painful events of the war that Russia 
has unleashed against Ukraine. The 
Long Day is a story about the life, 
dreams and plans of Ukrainians, the 
last day of our peaceful life and the 
beginning of a new stage, which 
began on February 24 to the sound of 
bombs and sirens.

In September, the project Freedom 
on Fire by American director Yevhen 
Afineevsky, created in collaboration 
with 1+1 media, was presented at the 
Venice Film Festival. Our TSN journal-
ist Nataliya Nahorna played a leading 
part in the project.

In addition, the team of 1+1 media, 
Big Brave Events, is engaged in the 
creation of multi-genre internation-
al projects, concerts and events that 
have a global impact. Our main task 
is to concentrate efforts on the infor-
mation and cultural fronts, as well 
as to develop large-scale initiatives 
that bring the Victory of Ukraine 
closer!

Also, a special episode of the most 
popular Finnish show The Song Of My 
Life which was jointly developed by 
the Finnish production company 
Yellow Film & TV and the Ukrainian 
media companies 1+1 media and 
Film.UA Group, will be released in 
Ukraine, Finland and other European 
countries in November. The episode 
is dedicated to Ukraine and creat-
ed in the Ukrainian language. It is 

designed to introduce as many people 
as possible to our culture, which 
has become a powerful weapon in 
wartime.

Also a large part of 1+1 projects 
has been relaunched on YouTube 
and OTT. Projects such as TSN’s 
end-of-day news bulletin at 19.30, 
documentary projects (historical 
documentaries on current topics and 
archivation of war), new programs 
with channel’s presenters and jour-
nalists, gain over 400.000.000 views 
every month.

As for current projects for an in-
ternational audience, 1+1 media has 
developed new formats of cooperation 
with the participation of internation-
al broadcasters, within which rele-
vant content will be created for sever-
al markets at once. The most popular 
travel show of Ukraine The World Inside 
Out has been launched on YouTube 
in English, French, and Spanish. In 
just 1 month in Spain, the number of 
views exceeded 2 million. Sold more 
than 2000 hours of the group’s con-
tent to international markets. Three 
new formats were developed, one of 
which became a finalist at PITCH & 
PLAY LIVE! in Budapest (The Last Man 
on Earth). 

How does a typical shooting day 
look like in the current military 
situation? How has the production 
of series been affected?
Currently, as I said above, the 
development of a large number of 
new products has been resumed, 
including documentaries for an 
international audience (6 projects in 
production, 5 in development). Work 
on the film A Long Day continues. 
Modern technologies are used here to 
collect the information. TV channel 
TET completed the script development 
of 8 comedy projects. The editing of 
several projects was completed during 
the war, as well as the adaptation of 
Dating No Filter.

Regarding shootings, all efforts are 
aimed at ensuring safety on the site, 
because the life and health of people is 
above all.

How much have the production 
teams been reduced compared to 
peaceful times?
With the beginning of the war, the 
decision to support each employee 
of 1+1 media with a monthly income 
was a top priority. But because of the 
war, a large number of projects have 
no development prospects. Therefore, 

Nataliya Nahorna

the company underwent a reorgani-
zation in June, as a result of which 
some projects/functions were/will be 
closed.

As for the teams, the focus remains 
on the information front, and many 
colleagues have been retrained. To do 
this, we organized special internal 
training for relevant professions, 
which everyone could join.

Are people willing to take part in 
entertainment projects in these 
times?
The war stopped many of our proj-
ects. Such as the 12th season of The 
Voice, which started successfully in 
January, but never ended, the new 
season of Dancing with the Stars, Lip Sync 
Battle, etc. We are currently conduct-
ing market research on the relevance 
of entertainment projects. At 1+1 
media, we are convinced that people 
need productions that will inspire, 
motivate and demonstrate that 
Ukrainians are talented, modern, 
creative, and our weapons are our 

people, our talent, music and art. 
And research proves it.

The Voice has returned to the air of 
TET channel. It is the first major vocal 
project to return to the screens since 
the beginning of the war. The new 
episodes will have a powerful charita-
ble component to support Ukrainian 
defenders. The slogan of the twelfth 
season was changed to a powerful 
message “This is what the world’s 
most singing nation sounds like.” 
The Voice will continue its musical 
defense, strengthening Ukrainian 
identity and rebuffing the invaders on 
the cultural front. Moreover, for the 
first time in the history of the format, 
the project will be released in war-
time conditions.

As for future prospects, the large 
projects will definitely change their 
vector and their content. They should 
be on the same page with the time 
which we live in. The big shows of 
1+1 media have always been trend-
setters. We will make great efforts 
to remain so in the future. More-

over, we are already noticing a large 
request from social media users for 
the return of entertainment projects 
to the air.

Do you expect a quick revival of the 
sector after the war? Is this a good 
period to develop own ideas or you 
prefer formats?
The media industry of Ukraine has 
suffered greatly. We see this in the 
closure of many projects and even 
media groups. However, being on 
the information front and ensuring 
information defense is our #1 joint 
task.

At the same time, we are actively 
developing new formats, creating 
collaborations with international 
partners and looking for opportu-
nities for development. Now is the 
time when Ukraine is being talked 
about all over the world, so the task 
of our projects is to introduce the cul-
ture and values of our country and to 
look for new approaches to creating 
content. ▪
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ndriy, I guess everyone asso-
ciates war with immediate 
collapse when it comes to 
advertising. Is that the right 

way to describe what happened in 
Ukraine?
The most important is actually the 
emotional component. War is not a col-
lapse. It does not happen on the whole 
territory. In addition, despite the fact 
that the front line in Ukraine is the 
largest since World War II, our econo-
my continues to work. People continue 
to consume, advertisers continue to sell 
their goods. Of course, there are many 
difficulties, but we have a relatively 
fast economic recovery. Of course, it 
has changed: we have blocked ports 
through which goods were delivered, 
air transportation stopped, only roads 
remained, and then only in the west-
ern direction. These are significant 
restrictions, but it is not a stop.

As for advertising, it was stopped 
voluntarily by the channels on the 

first day of the war, when news began 
to be broadcast around the clock. On 
the Internet, advertising practically 
did not stop, although it significant-
ly decreased. The most difficult was 
not only the economic component of 
this advertising, but also the political 
one. Some companies continued to 
work on the Russian market and in 
fact support the aggressor with their 
activities, many of them are still 
afraid to advertise on TV, because TV is 
visible to everyone. Other companies, 
Ukrainian and those from Russia, did 
not understand what message they 
could advertise with when the popula-
tion is in shock.

In general, the stop of advertising 
did not last long. We recovered very 
quickly and on April 24th the first 
advertisers went on air on our partner 
TV channels.

When did you see the first signs of 
renewed interest in advertising?

Clients told us about their interest in 
resuming advertising 2-3 weeks after 
the start of the war. Advertisers saw 
that the revenue flow has not stopped, 
and that the consumer habits of Ukrai-
nians have not changed radically and 
they choose goods not only for banal 
survival.

There was a significant migration of 
the population within the country; 
people came to live in other cities. 
Moreover, in case of illness, when 
they needed medicine, and they did 
not yet know which doctors and where 
to go in a new city - drugs to alleviate 
the symptoms of various diseases were 
sold quite well. In Ukraine, insurance 
medicine is at a low level and medi-
cines are much more freely available 
in pharmacies compared to other 
European countries. That is why phar-
maceutical brands have always been 
active on the air of our TV channels 
and are active now. They adapted to 
new realities very quickly.

In the FMCG category, on the con-
trary, everything is much slower and 
more complicated. Companies that 

Advertising is back 
on Ukrainian TV, 
and it is growing

make decisions through several cen-
tral offices, which are higher in status 
than Ukraine, are the slowest to adapt 
to the war, absolutely not adequate to 
their revenue. This is strange, because 
as of today, we see a decrease in their 
revenues in hryvnias by only 10-15%, 
even though they are suffering losses 
in the exchange rate, and possibly in 
the cost of production, as logistics has 
become much more expensive.

What type of companies want to ad-
vertise now? Is the government also 
investing in social ads?
There are segments that were affected 
minimally during the war. In princi-
ple, if you look at the revenue, many 
advertisers are doing quite well. For 
example, the pharmaceutical catego-
ry, which had a 30% share in the air 
before the war, now has a 70% share. 
The discovery is that despite the war, 
the online entertainment market has 
not dropped at all - people participate in 
lotteries, play poker, bet on sports. This 
category is also quite active on the air.

The most difficult situation is with 
global FMCG companies, such as 

Procter & Gamble and Unilever. Some 
of them cannot coordinate anything 
with their central offices, some of 
them suffered significantly from logis-
tics and production in Russia, besides, 
it takes them a lot of time to just 
bring goods from abroad, put them on 
the shelves, and only then they can 
advertise.

Ocean Media Plus does not currently 
place paid social advertising.

 
What initiatives do you undertake 
to bring advertisers back? How does 
launching premiering content on 
the channels help in that respect?
The system of TV advertising sales is 
now very much simplified. The market 
does not use the Nielsen TV panel 
data; because since the beginning of 
the war it is no longer representative 
in terms of taking into account the 
large migration of the population. 
According to various estimates, 5-9 
million people have migrated in 
Ukraine in various ways. 9 million 
people is about 25% of the total TV au-
dience, and even 50% for some target 
audiences. Now the market is working 

to restore TV measurements.
So, we switched to a simple scheme 

of spot sales, with automated place-
ment without the possibility of choos-
ing specific time slots. The algorithm 
scatters the video across all channels, 
thus creating the potential for maxi-
mum and uniform coverage. This has 
significantly reduced labor costs both 
in the agency and on the part of agen-
cies and clients, because buying ad-
vertising is now much easier. We also 
switched to 100% prepayment of our 
services without negotiations, which 
also greatly facilitates the process of 
negotiations.

And of course we have adjusted our 
pricing policy. Prices have decreased, 
but there was also a transition from the 
price for 1 GRP to the price for 1 piece - 
for one airing of the commercial. And 
such an airing in July includes one 
number of viewers who will see it, and 
in December it is twice as much. There-
fore, optically it looks like the price for 
the new season is growing.

I would like to add that we do not be-
lieve that too much dumping encour-
ages advertisers to decide to advertise 
on TV. After all, customers come to us 
not for the price, but to support their 
business with advertising.

Ukraine has one of the richest TV 
markets in the world in terms of 
content quality. Hollywood movies, 
quality series, top shows - World of 
Dance, The Bachelor, MasterChef and 
others. Many projects have already 
been filmed before the war and are 
ready to air. 

More than half of the sponsors have 
fully maintained their budgets and 
remained in the shows that will be 
broadcast this fall. They understand 
the uniqueness of these shows... And 
of course, exclusive content attracts 
viewers’ attention, which, in turn, 
restores customers’ faith in television.

Channels that have stopped broad-
casting the United News marathon 
and returned to regular programming 
are returning to pre-war TV viewing 
figures, and this restores customers’ 
faith in TV. Now, those customers who 
take an active position are winning. 
We see it in their sales data. Therefore, 
this fall is a moment of recovery for 
us. The activity of brands in Septem-
ber is twice as high as in August. 
Although it is still a small part of our 
revenues in September last year.  

WAR AND TV WAR AND TV

Considering the fact that Ukraine has been fully engaged in defending its territory 

against the Russian invaders for nearly eight months now, the country’s economy 

and inflation levels have held up pretty well. The government aims to reduce the 

current monthly deficit of about $5 million to about $3 million from next year. Also, 

data was recently released showing that up to 90% of businesses have resumed their 

activities following relocation and the shock of the first weeks of the war. 

These positive developments have also been reflected in terms of advertising activity. 

Ukrainian TV channels resumed the sales of advertising time in April and for Sep-

tember this year some of the most popular channels reported up to 80-90% filled ad 

blocks for some time slots. 

Andriy Partyka, Ukrainian ad sales guru and President of Ocean Media Plus – the 

biggest TV ad seller in the country, shares some insights with Georgi R. Chakarov on 

how the industry adapted to the wartime conditions and what challenges are still 

ahead in the effort to bring all big advertisers back on the air, while working with a 

new sales policy and without regular TV measurements.
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How much have the ad prices 
dropped compared to the period 
January-February 2022? 
In fact, we have an algorithmic pric-
ing policy, which now almost does 
not involve the negotiation process. 
Therefore, the price has significantly 
decreased for those clients who had 
exclusives in 2021: more placement in 
primetime, a larger share of top chan-
nels, the first positions in advertising 
blocks, and to a lesser extent for those 
who had more convenient negotiation 
conditions.

Due to the fall of the hryvnia 
exchange rate, the price in dollars 
decreased much more than in the 
national currency.

How long do you expect it will take 
for the market to recover fully after 
the war in terms of budgets and 
structure?
We studied statistics on countries that 
were at war. These are Georgia, Syria, 
Afghanistan, countries that were 
formerly part of Yugoslavia.  We saw 
that in some countries the advertising 
market did not fall during the war. 
However, it was in the case of blitz 

short wars. The worst scenario was in 
Syria, where everything fell 10 times 
and was at the bottom. The most op-
timistic scenario, strangely enough, 
is Afghanistan. When the country re-
ceived huge Western investments and 
pro-Western leaders, the GDP grew 
10 times, and the advertising market 
accordingly.

Ukraine has its own special, compli-
cated, very economically unprofitable 
scenario. Because Russia, in addition 
to political war, deliberately kills chil-
dren, women and destroys factories, 
and with them the economy. I think 
this is a strategy to weaken Ukraine 
as much as possible economically 
before the second wave of war in some 
number of years. Yet, we expect the 
market to recover in 3 to 5 years. Our 
optimism is based on a minimal drop 
in the hryvnia revenue of the clients 
that are advertised. Because most of 
the Ukrainian economy is export - 
coal, metals, it is not present in the 
advertising market and it may be that 
the loss of that part of the economy 
will not significantly affect the adver-
tising market.

One of the problems that hinders 

the recovery is the lack of television 
measurements - we will overcome 
this from January 1, 2023. The second 
problem is potential bullying by the 
population of companies that have 
shown indecision and have not left the 
Russian market. The third problem is 
the lack of motivation in increasing 
their sales of international brands of 
FMCG companies. Most likely, West-
ern companies, when they made their 
military budgets for Ukraine, greatly 
underestimated their sales plans. 
Moreover, most of them are now 
significantly exceeding their revenue 
plans. They have no goal to increase 
sales volumes. Ukrainian teams on the 
ground have 100% guaranteed salaries 
until the end of 2022 and it seems that 
they are not motivated at all in busi-
ness development, and advertising is 
one of the development tools. If you 
exceed your KPIs in Ukraine by 30-50%, 
it is not clear how it stimulates you to 
advertise.

Nevertheless, I am sure that in 2023 
it will not be so. There is already a base, 
experience, it is already clear what 
economic situation everyone is in, and 
no one has canceled competition.
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GOING UNDERGROUND

Metrovision
Ukraine’s wartime music shows

Ukrainians have a special connection to music. Everyone remembers the viral video of Bumboks frontman Andriy Khlyvnyuk sing-

ing Chervona Kalyna on the Sofiivksa Square in Kyiv which became a symbol of Ukrainian resistance in the first days of the full-scale 

Russian invasion. The song also brought the legendary Pink Floyd back together for their first music release in 25 years titled Hey 

Hey Rise Up.

A few days later, U2 unexpectedly appeared in a Kyiv subway station for an improvised pop-up concert which got the whole 

country talking. Soon, it became clear that metro stations will indeed be turned into a sort of music halls where concerts will be 

held and shown on national television. Anyone watching these shows, without knowing where they were actually shot, would 

probably think that this is some special music stage in a very “non-standard” location, not necessarily a subway station where the 

trains continue to operate during the performances. 

After the EBU decided not to hold the Eurovision Song Contest in Ukraine, we billed these productions “Metrovision”. In this in-

terview, Serhiy Nekleva of S*EVENT tells Georgi R. Chakarov how the concerts are being organized and shot in such a spectacular 

way, and also about the concerts near the frontline with Ukrainian music stars thanking the soldiers for their sacrifice and raising 

their spirit with their hits.
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erhiy, tell us about your com-
pany. What is your main line 
of business and how was that 
affected by the war?

The only direction of my company is the 
development and organizing of events, 
the industry is most exposed to the influ-
ence of external factors. As the two-year 
restrictions associated with the pandem-
ic began to ease, almost simultaneously 
the scale of the eight-year war increased. 
Of course, it has a direct impact on our 
industry, which before that could hardly 
be called fully functioning, and now our 
only area of activity is volunteer projects 
for those who hold our country on their 
shoulders.

How did you get involved in the pro-
duction of the concerts in the Kyiv 
subway?
The concerts in the subway, as well as 
the outdoor concerts, are organized by 
S*EVENT together with Kvartal 95. By 
the time we organized the first concert 
in the Kyiv metro, we managed to hold 
more than 70 concerts for our military 
throughout the country, including in 
the subway, but in Dnipro and Kharkiv. 
The President of Ukraine proposed to 
hold outdoor events for our defenders, 
and we were among the first to support 

the station. For everything else we 
managed to find a compromise, both in 
terms of sound with the management 
of the artists, and in terms of lighting 
with the television channels.

The first concerts looked real-
ly “basic”, but then the quality 
evolved with more “show elements” 
and more visual effects. Could you 
provide some details on the devel-
opment of these features?
As a rule, we do three or four concerts 
in one day, our first artists in the 
metro were Nino Katamadze, Verka 
Serduchka and Dasha Astafieva. Verka 
Serduchka is already an ideal visual 
effect in itself. Andriy Danilko has 
not left Kyiv since the full-scale war, 
and according to military polls, he 
was one of the most requested artists, 
but as you understand, bringing him 
to the field, taking into account the 
costumes and the necessary technical 
support, is quite problematic. The 
concert in the subway was the perfect 
solution. We developed the necessary 
stage configuration to maximize the 
movement of trains, to enable the art-
ist to work with the audience, added 
special effects that are allowed in the 
subway. We were a little worried, but 
it turned out quite organically, both in 
the hall and for the television picture.

How many concerts are you currently 
producing per month? And what type 
of budgets are we talking about?
We do not have clear plans for concerts 
per month, that depends on whether 
there are artists for possible dates of 
filming. It’s also pointless to discuss 
budgets, because at the moment tech 
companies work on the principle of 
paying staff, like our team and the 
teams of the artists. As I said, we have 
those in the hall who do everything 
possible every day so that we have a 
peaceful sky, these projects are not 
about business, this is about the op-
portunity to say thank you.

You also organized a major awards 
ceremony around the Independence 
Day celebrations. Are you planning 
to make other big projects? 
The continuation of our partnership 
with the studio Kvartal 95, the sec-
ond ceremony “National Legend of 
Ukraine”, this time was completely 
dedicated to the heroes during the 

his initiative, which is probably why 
we were entrusted with organizing the 
Kyiv events in the metro, because they 
are also held for the Armed Forces of 
Ukraine, the Ministry of Internal Af-
fairs, volunteers, doctors, and railway 
workers.

What was your reaction when you 
got the offer to organize the produc-
tion of the concerts?
I have been in show business for over 30 
years now. I have had to organize events 
in completely different places. In this 
case, the choice of location was dictated 
by security considerations. The interest 
was driven by the fact that we were go-
ing to combine the performance of the 
artists with television filming for the 
all-Ukrainian telethon. So, of course, 
we accepted the offer with pleasure. To 
make a project in, perhaps, the most 
beautiful subway in the world - how can 
there be any another reaction?

If remember well, it started with 
the U2 pop-up concert. Were you 
also involved in that? 
To be quite precise, the idea to use 
the closed metro stations for events 
began with the press conference of the 
President. The meeting with U2 was 
organized by the Office of the President 
and volunteers. Besides, it can hardly 
be called a full-fledged concert, rather a 
small performance that became incred-
ibly popular on the web. Probably, after 
that the idea was born to expand such 
concerts to full-blown TV shootings.

Tell us about the first ever concert. 
What were the biggest challenges 
you faced in terms of production, 
sound, etc.? How do you coordinate 
your work with the authorities?
I can’t tell you about the OE concert 
(first to broadcast on Ukrainian TV), 
because it was organized by the OE 
team at the Golden Gate metro station, 
and all our events take place at the 
Independence Square station. Coor-
dination with the authorities during 
the war has been surprisingly positive, 
both in terms of support and in terms 
of the speed of response to requests. 
Every concert gathers 500-800 military, 
volunteers, doctors, and we expected to 
face bureaucracy, but got exceptional 
support. The most difficult thing in 
the work is safety, because during the 
concerts the metro trains pass through 

full-scale invasion: doctors, railway 
workers, rescuers, volunteers. This is 
a project whose importance cannot be 
underestimated, because behind each 
awardee there is a huge number of 
those who did not take the stage that 
day. The initiative to carry out the proj-
ect belongs to the President, so I cannot 
say whether such events are still 
planned, but I understand for sure that 
the reaction of society to such ceremo-
nies is positive. Every day new heroes 
and legends appear in our country, we 
do not have to wait for the end of the 
war to thank them for their exploits.

Do you think that this “Metrovision” 
concert format could travel to other 
countries in the form of special 
events?

If there are such beautiful stations in 
other countries, I think it’s possible, 
as an experiment. From an organiza-
tional point of view, from the point 
of view of convenience for guests, 
from the point of view of the artists’ 
requirements for sound and light, 
concerts in the metro are more of a 
compromise than a quality meeting of 
the listener with their favorite music.

Everyone talks about the strength 
of Ukrainian spirit and resistance. 
But people around the world do not 
really know much about the spirit of 
Ukrainian music. How big is its role 
in the fight with the occupiers, in 
your opinion? 
During this time we did more than 150 
concerts, in fact, this is like two good 
world tours. I’m not sure that during real 
combat operations the guys have time 
for music, but I definitely understand 
that when they have a chance to switch 
off from what they have to endure for 
an hour, a good portion of humor and 
favorite songs are the perfect pastime. 
In addition, after the concert, the artists 
always stay for another 30-40 minutes to 
chat and take photos. If you believe what 
the military say, such concerts raise the 
mood and morale of the Ukrainian army. 
Now this is the most important thing. 

When we arrive at military units, we 
are asked to sing hits and not to sing sad 
songs, I think this war will “give birth” 
to a lot of positive music.

I can only be proud of the opportunity 
to create 90 minutes for our guys that 
take them to another reality. We see 
how their eyes change, how smiles 
appear, how someone starts to dance. 
We theoretically understood that 
such events help and support, but in 
practice it all looks like real therapy. 
I’m glad that we find support among 
artists, among our technical partners, 
this allows us to do a large number of 
concerts throughout Ukraine.

What kind of concert do you dream 
about after the end of the war and 
the victory of Ukraine?
You know, in peacetime, our company 
did not specialize in concerts, therefore, 
after the victory, I really want to return 
to what we do as efficiently as possible - 
develop and hold events for our clients. 
This will be the best signal for the be-
ginning of a peaceful life. I am sure that 
after the victory, Ukrainian cities will 
appear in the schedules of tours of ma-
jor world artists. I think this will greatly 
affect the development of the Ukrainian 
music industry. ▪

We see how 
their eyes 
change, how 
smiles appear, 
how someone 
starts to dance.
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We look at some series and movies that share a common D.N.A. Which was first? 
The series or the movie? And which was better?

Series vs Movies 
Who got it right?

The Silence of the 
Lambs

The Oscar-winning cult 1991 
film inspired Hannibal, star-
ring Hugh Dancy and Mads 
Mikkelsen, as well as Clarice, 
told from the perspective of FBI 
agent Clarice Starling (played by 
Jodie Foster and later Julianne 
Moore). The critically acclaimed 
series has broadcast three full 
seasons, with a fourth current-
ly being broadcast and a final 
fifth season planned.



Lord of the Rings

One of the “hottest” series this 
year Lord of the Rings: The Rings of 
Power is allegedly the most-ex-
pensive TV series of all time with 
a budget of about $750 million. 
The Amazon series is a clear ex-
ample that money does not auto-
matically mean quality, and the 
Peter Jackson movie trilogy clear-
ly stand out.

Star Wars

This is a tough comparison. For 
sure the two TV series that stand 
out are Disney+’s The Mandalorian 
and Star Wars: Andor. Together with 
the theatrical live action “anthol-
ogy” films Rogue One (2016) and Solo 
(2018), the combined box office 
revenue of the films is over US$10 
billion, which makes it the sec-
ond-highest-grossing film fran-
chise of all time

Karate Kid/Cobra Kai

The 1984 movie Karate Kid was a 
great commercial success with 
a box office of $130.8 million. In 
2018 YoTube launched a spinoff se-
ries called Cobra Kai which turned 
into a Netflix Original from sea-
son 3. The fifth one was released 
this September which makes it 
one of the most popular series on 
the streamer. 



Mission Impossible

The Tom Cruise version of Mis-
sion: Impossible is a direct continu-
ation of the two Mission: Impos-
sible series—the 1966 original and 
the 1988 reboot. Set six years af-
ter the finale of the second series, 
the movies introduce a new cast 
of characters and missions. The 
film franchise is the 16th-high-
est-grossing film series of all 
time, with a worldwide gross of 
over $3.5 billion to date.

Fargo

 The Coen brothers’ 1996 film in-
spired the FX anthology series of 
the same name, which aired its 
fourth season in 2020. In Febru-
ary 2022, it was renewed for a fifth 
season. Fargo has won 51 of its 226 
award nominations.

Buffy the Vampire 
Slayer 

Not many people know that be-
fore Sarah Michelle Gellar slayed 
the undead on the beloved WB 
series, Kristy Swanson played 
the main role in a 1992 movie. 
The TV show ran from 1997 to 
2003 and has led to hundreds of 
tie-in products, including nov-
els, comics and video games, 
etc. turning into one of TV’s big-
gest cults of all times.



Westworld

Released in 1973, the original 
Westworld film, written and di-
rected by Jurassic Park author 
Michael Crichton, served as the 
inspiration for HBO’s series. The 
network renewed the show for a 
fourth season in April 2020. The 
film was nominated for Hugo, 
Nebula and Saturn awards. 

Star Trek

Cancelled after only three seasons 
in 1969, the original TV series had 
developed a cult following by the 
mid-1970s. The franchise was re-
vived with a movie release, and 
then again with even more series 
and features. With an estimated 
$10.6 billion in revenue, the Star 
Trek universe is one of the most 
recognizable and highest-gross-
ing media franchises of all time. 

Psycho/Bates Motel

Alfred Hitchcock’s classic horror 
film inspired the TV drama series 
Bates Motel, which was aired from 
2013 to 2017, and followed a young 
Norman Bates before the events 
of the movie. Bates Motel is the 
longest-running original scripted 
drama series in A&E’s history and 
has won several awards.



 MARKET TIME

kos, what is happening to 
television productions in 
this economic turmoil?
The past decades were all 
about growth, continuous 

financial advancement, and intel-
lectual prosperity. Everyone felt they 
could succeed personally, with their 
families, within the society, and that 
we could create a better and more live-
able future for our children. However, 
the very foundations of this idea were 
shaken by the pandemic, and uncer-
tainty has gotten only worse since. 
In situations like this, entertainment 
becomes more important offering an 
escape from everyday problems. We 
feel this responsibility when we pro-
duce all kinds of entertainment shows 
for audiences. 

As a market leader production com-
pany with presence in 10 countries in 
Central Eastern Europe, we must adapt 
more than ever and stay afloat and be 
successful in today’s economy. The 
CEE region has always been quick to 
respond to the challenges of a chang-
ing environment: local storytelling and 
content production are still alive and 
well and growing dynamically. 

One such exciting story is our series 
Tiger Daddy, which was developed by 
Paprika in Hungary, and is now also in 
production in the Czech Republic. This 

gripping and moving dramedy is about 
a father raising his three daughters 
alone. His everyday struggles, their 
happy and sad moments and difficul-
ties are presented in a light-hearted 
way with humor. We are currently 
working on the third season in Hunga-
ry, and it has received several awards. 
In the Czech Republic, we are shooting 
a double season, and I see its chance 
popping up also in other markets soon. 

You also entered the Polish market. 
What are your projects there?
We’ve been active on the Polish market 
for almost a couple of years. I’m very 
proud of our enthusiastic and passionate 
team at the Paprika Poland office, led by 
Kristoffer Rus. We’ve started incredibly 
exciting projects in Warsaw, and we are 
producing the first Polish-language fic-
tion series for Viaplay. We are also work-
ing on several international productions. 
In addition, we’ve started working on 
different documentaries and docuseries, 
which is a new area of content creation 
for Paprika. Soon, we will be presenting 
exciting and socially important topics to 
the Polish audience. 

Are you planning more internation-
al co-productions?
Paprika Studios has always been a trail-

blazer in international cooperation. 
Almost all bigger shows are created in 
international cooperation. Just to men-
tion a few current productions: I’m a 
Celebrity, Dancing with the Stars, Big Brother, 
Power Couple and many more which we 
produce from Slovenia and the Czech 
Republic to the Baltics, Malta, or even 
Columbia. This is all done with pro-
fessionals from various countries and 
with diverse cultural backgrounds. 

Are you happy with the results of 
this year’s Hypewriter pitching 
competition?
A few weeks ago, the 4th Hypewrit-
er Pitch Forum, created by Paprika 
Studios and RTL Hungary in 2018, was 
held in Budapest. We are very proud 
that this year, when we know that 
plenty of content is being created and 
a lot of productions are underway, 
we still had almost 300 drama series 
concepts from over 25 countries. Our 
selected script doctors chose the 8 
finalists, and the international judg-
ing panel chose this year’s winner of 
Hypewriter. This initiative also shows 
our commitment to talent, talent 
nurturing and storytelling. This is our 
passion, this is what we believe in, 
and we have big plans for the coming 
period. ▪

Paprika Studios CEO: 
Quality entertainment is probably 
more important now than ever
Europe is facing several challenges that 

take a toll on everyday life, from war to 

economic and political problems and 

energy supply issues. In this situation, 

the responsibility of the entertainment 

industry is more pronounced. Over the 

past decades it has probably never been 

this important to have a chance to get 

away from the challenges of day-to-day 

life with some entertaining shows, as 

Ákos Erdős, CEO of Paprika Studios, tells 

us in this exclusive interview.

Terminator

Terminator: The Sarah Connor Chronicles aired on Fox 
was the highest-rated new scripted series of the 
2007–08 television season. A second one followed 
but it never managed to to reach the popularity of 
The Terminator film franchise and one of the trade-
mark roles of Arnold Schwarzenegger.
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hristophe, how was your 
first year leading the Papri-
ka Studios team in Romania? 
You always need some time to 

adapt to a new country. Fortunately, I 
do speak French and Portuguese, so I 
started understanding Romanian quite 
fast. Workwise, we had to create a new 
team and we started hiring fresh and 
young creatives. That was quite some 
time absorbing and I also had to dive 
into the Romanian TV market.
 
What type of shows are popular in 
Romania?
Generally speaking, classical proven 
formats such as Got Talent, Survivor, The 
Voice, and MasterChef dominate. Also, Asia 
Express, 18 years after we made the first 
series as Peking Express at Kanakna. It’s 
the format that really started our ‘story’ 
at that Belgian production company 
in 2004. So, I frequently see my old col-
leagues who are consulting Antena, on 
the plane back to Belgium.
 
What, in your opinion, is the most 
significant difference between the 
markets in Western Europe and Ro-
mania? 
The most successful formats are not 
produced by companies that own them, 
such as Banijay or Fremantle... because 
they are not present in Romania, and 
you can’t option these formats as a pro-
duction company because the broadcast-
ers do. So, there are entirely different 
‘dynamics’: the broadcasters hand the 
formats to the production house they 
believe is best suited. That is something 
you have to get used to. Also, the prime-
time shows are much longer and there 
are far fewer paper formats because 
there is a “focus on proven formats”.

Are there any formats that you be-
lieve could be successful in Romania? 
I’m thinking specifically of My Restau-
rant Rules, a show where a couple/duo 
can win their own restaurant - you 
open five restaurants all over the 
country, and the television public 
can go eat there, and even vote on 
whether these resto’s must stay open. 
I produced this show in food-obsessed 
Belgium, and we received a plus 50% 
share on the country’s largest commer-
cial broadcaster for 20 weeks in a row. I 
believe that these ‘aspirational shows’, 
in which viewers can ‘participate’ in 
some way, could work well in Roma-
nia. Another type of format that is still 
underdeveloped is ‘family co-viewing’ 
like LEGO Masters, The Voice Kids, or The 
Great Model Railway Challenge. And I also 
believe Romania could benefit from 
more scripted reality.

I believe that the Romanian market 
is following the lead of the interna-
tional market in focusing on proven 
success. However, as a format devel-
oper, I would love to see some more 
self-created formats. So, as Paprika 
Studios Romania, we want to work 
more on format development, and we 
will invest in making pilots - always a 
good way to convince broadcasters.
 
What has been Paprika’s biggest hit 
in Romania this year? 
We have now produced nearly 200 
episodes of Come Dine with Me. It had been 
tried twice before in Romania, but it 

never ‘worked.’ We tripled/quadrupled 
the share on the small broadcaster 
Acasa, and the reruns on PRO TV even 
received a 20% share. That’s excellent for 
such an efficient and ‘low cost’ format. 
Actually, it’s a bit of a no-brainer.
 
What is the most significant differ-
ence between Romanian and West-
ern reality productions? 
Some Romanian broadcasters are so 
afraid of casting that they create ‘fake re-
ality’ with actors or would-be-actors. I’m 
sure you can make much better shows 
with real people. That’s how I started 
my career 30 years ago, so we put a lot of 
emphasis on casting. We have excellent 
results with ‘authentic’ shows and real 
emotions, real stories by real people. 
 
How do you see Paprika’s growth 
potential in Romania? 
I’d like to produce more big reality 
shows. I’ve produced nearly all of them 
in the West, and we have the teams to do 
so. I hope to start producing some (small-
er) shiny floor shows; there’s a least one 
very good format that has never been 
tried in Romania. We’ve also recently 
begun producing scripted reality, which 
is another option to expand. But, fiction 
is the biggest target for 2023. We’re get-
ting ready to pitch some ‘real Romanian’ 
fiction series, to local broadcasters. In 
Romania, that is still a domain with a lot 
of potential... Let’s not forget a lot of Eu-
ropean and American fiction was shot in 
Romania during the last two decades… ▪

PAPrIkA STUdIOS
Big potential for 
growth in romania
Christophe Brackx, MD and Creative Director of Paprika Studios, 

talks about his first year at the helm of the company and the 

potential for further growth on the Romanian market. 
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MARKET TIME

red Bull Studios brings 
new titles to MIPCOM 2022

ernadette, Red Bull Me-
dia House is a global 
multi-platform media com-
pany, focusing on sports, 

culture and lifestyle. Tell us a 
little bit more about Red Bull Stu-
dios and how it fits within RBMH? 
Operating under umbrella company 
Red Bull Media House as a stand-
alone legal entity, Red Bull Studios 
(RBS) is an independent TV and film 
studio focused on brand-free premi-

Bernadette McDaid, Global Head of Red Bull Studios, reveals some of the new titles that the company will offer to broadcasters 

and partners during market meetings at MIPCOM 2022.

um content from the world of sport 
and far beyond for the commercial 
marketplace. 

RBS fully funds, co-produces, de-
velops and distributes  high-end nar-
rative documentaries (both features 
and docu-series), unscripted series 
and formats with ambition and scale 
for the global market. We com-
mission projects from the ground 
up – from development funding to 
full production financing or co-pro-

duction and we will consider deficit 
financing for projects that speak to 
our editorial remit of extraordinary 
people with extraordinary stories. 
 
What kind of content does Red 
Bull Studios produce and who are 
some of your clients?
RBS is a Story First company. We 
work with producers to tell unique, 
relatable and compelling stories 
infused with inspiration and  aspira-
tion and with global resonance. 

Headquartered in Austria with offic-
es in the US and UK, our multi-award-
winning commissioning team has 
extensive industry experience as both 
filmmakers and as senior network 
executives, expertise used to execu-
tive produce our projects. We develop 
ideas in-house to seed out to producers 
and also accept ideas from external 
producers – case in point, Red Bull Stu-
dio’s recent co-production with BBC of 
Atomized Studios’ headline grabbling 
documentary, The Real Mo Farah.

RBS is platform-agnostic and flexible 
in its approach: this allows us to create 
the strongest content possible with 
best-in-class filmmakers and to partner 
with networks and streamers around 
the world to broadcast the films in the 
optimum place for the idea. 

What have been your best-selling 
titles?
We are ‘Human-centric’ storytellers. 
The common thread across all of our 
projects is that they have extraor-
dinary people at their core. The Real 
Mo Farah is a perfect example of the 
prestige factual programming that 
we are creating with key partners 
such as the BBC. It is the first in a 
slate of feature documentaries and 
unscripted series that Red Bull Stu-
dios is rolling  out  this year into 2023 
and beyond. 
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The Real Mo Farah is a 59’ documen-
tary feature produced by Atomized 
Studios in association with BBC for 
Red Bull Studios. It tells an intensely 
human and timeless story of strength 
over adversity as one of the world’s 

most successful track athletes and 
much-loved heroes, Sir Mo Farah, 
seeks to discover the facts behind a 
truth he has kept hidden for 30 years. 

In this deeply personal and emotion-
ally powerful film, Sir Mo reveals for 

the first time the reality of his early 
life. Born with a different name, he 
was brought into the UK as a nine-
year-old under a false passport and, 
initially unable to speak the language, 
spent the next years in forced domes-
tic servitude. He now returns to the 
streets of West London and the school 
where he was first spotted as a phe-
nomenal young athlete. 

Sir Mo meets key people from his 
past, who have protected his true story 
for many years. He visits his family 
village in Somaliland to ask his mother 
and twin brother what they know of 
the traumatic childhood event that 
changed his life forever. Finally, he 
turns to the Somali community in Lon-
don, in the hope that they can explain 
the mystery at the heart of his life.

Which are the markets you are 
currently focusing on? Any new 
territories you would like to enter?
At Red Bull Studios we work with cli-
ents worldwide. The programming we 
commission and co-produce deals with 
universal and relatable themes with 
global appeal for a diverse audience. 

What are your main highlights for 
this year’s MIPCOM? What new 
projects will you offer your clients 
during the market?
As well as continuing to distribute 
The Real Mo Farah we also have a strong 
lineup already in the pipe including:

The Moment, directed by Tom Jen-
nings of 1895 Films. The Moment is 
the story of key moments in sport that 
created seismic cultural change with 
ripples that continue to impact mod-
ern day. In 1995, Nelson Mandela takes 
a huge gamble to unite a fractured 
country still reeling from the shadow 
of apartheid by uniting the nation in 
support of the Springbok Rugby Team. 
Formerly seen as a dreaded symbol of 
the apartheid regime, when Spring-
bok Captain Francois Pienaar raises 
the Rugby World Cup above his head 
in triumph, the moment inspires a 
generation, leading to the present-day 
Springbok team led by Siya Kolisi 
who represents the ‘Rainbow Nation’ 
that Mandela dreamed of. The film is 
currently a one-off, but the concept 
is so strong that we are already in 
development on a collection of films 
and talking to potential co-production 
partners. ▪

The Real Mo Farah

The Moment
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M arek, TVP is organizing 
the second edition of the 
Heart of Europe Televi-
sion Festival in November 
this year. What were the 

results of the inaugural festival in 
2021 and what have been the main 
challenges for you when organizing 
this year’s edition? 
The first edition of the Heart of Europe 
festival was exceptionally well received 
by the participating TV broadcasters 
from Central and Eastern Europe. It 
proved that there has been a strong 
demand for a shared ground on which 
broadcasters and creators from our 
cultural and geographic backgrounds 
can meet. We have much in common, 
a shared history and sensibilities that 
translate into the nature of creativity 
in the region. The festival showcases 
and strengthens these ties, building a 
new platform for creative and business 
exchange in the industry in our region. 
What we can clearly see after the first 
edition of our event, is a higher vol-
ume of mutual sales and acquisitions 
within the region as well as increased 
demand for common projects. 

We want, and this is our goal and 
challenge, to more firmly define the 
character of this community and show 
it to the world as a unique quality that 
can captivate audiences around the 
world. This value will translate into 
business goals. We want to create 
a space around the festival for the 
exchange of ideas and content, which 

will be a showcase of our region to the 
international audiovisual industry. A 
new event within the festival is also an 
opportunity to do this: Co-Production 
Forum, which is designed to exchange 
and support new creative output in CEE 
countries.

What will be the highlights of the 
2022 edition of Heart of Europe?
The most anticipated event of the 
festival, apart from the competition 
itself, is the Co-Production Forum and 
the competition for Ukrainian screen-
writers “Talents: Ukraine!” as part of 
Ukrainian Day with events devoted to 
the Ukrainian creative industry and the 
potential of our future cooperation. 

As part of Co-Production Forum, 
we are planning to organize pitching 
sessions for its participants. We will 
also organize debates on the most 
important issues we are facing these 
days regarding the producing and 
programming for TV in our part of the 
world and the challenges we are cop-
ing nowadays as public broadcasters. 

Of course, we are excited to meet the 
broadcasters and filmmakers from the 
region themselves. The meetings are 
extremely fruitful in terms of building 
our awareness, because they broaden 
our perspective of what is happening in 
the television market today.

What titles will TVP present during 
the festival?

This year we want to present a num-

WARSAW AWAITS

Marek Solon-Lipiński, Director of Inter-

national Relations at TVP, talks to Yako 

Molhov about the upcoming second 

edition of the Heart of Europe Television 

Festival, organized by the Polish public 

broadcaster. Following the successful 

first edition last year, the festival returns 

with more initiatives for the pubcasters 

and producers from the CEE region.

Heart of Europe TV Festival returns 
with bigger, second edition
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ber of our new productions which deal 
with the topic of the festival, which 
is to show the diversity of Central and 
Eastern Europe. Two Eagles House is a 
historical series depicting the tragically 
intertwined fates of Poles, Germans 
and Ukrainians, whose paths cross in 
an old villa in the city of Wrocław. 

Among a number of documenta-
ries presented at the festival, I would 
underline two. Kościuszko. A Very Con-
temporary Guide – is a film produced in 
cooperation with Lithuanian public 
broadcaster LRT, showing common 
Polish-Lithuanian national hero in his 
struggle against Russian empire. Moth-
ers of Wartime is a documentary series 
dedicated to women who escaped from 
war-torn Ukraine and found refuge in 
Poland. 

In addition to that, we will showcase 
our projects such as #SaveUkraine – a 
live charity event produced in Warsaw 
by TVP in cooperation with Ukrainian 
media and over 20 broadcasters from 
around Europe just a month after the 
Russian invasion or TVP World – a 
newly established English-language 
news channel dedicated to Central and 
Eastern Europe. 

How many participants do you expect 
to welcome in Warsaw this year?
We will be inviting public broadcasters, 
film funds and authors as well as experts 
to take part in the industry panel discus-
sions planned as a side event. That would 
hopefully circle around a number of 150 

guests, aside from the Polish Television 
professionals responsible for content 
programming and production, available 
for potential talks about cooperation. We 
very much hoping to gather everyone on-
site, in Warsaw. The dates will be 14th to 
17th of November. 

Tell us a little bit more about the 
Co-Production Forum that you are 
launching this year. What is the 
main purpose of this initiative and 
what countries can participate? 
What will be the categories?
First and foremost, we would like to 
create space for the content-makers 
in the CEE region to come to present 
their projects in front of the broadcast-
ers and funding institutes. We have 
opened call for submissions of feature 
films, TV series and documentaries. 
We invited content creators from 16 
countries: Poland, Ukraine, Lithuania, 
Latvia, Estonia, Georgia, Moldova, 
Belarus, Czech Republic, Slovakia, 
Hungary, Slovenia, Croatia, Serbia, 
Romania and Bulgaria. With our event 
we would also like to give the industry 
professionals an opportunity to meet 
and discuss possibilities of starting and 
developing co-production partnerships. 
Our initial goal was to create a forum 
that would link the producers in the 
region on one end, and broadcasters 
on the other, but as we went on with 
this idea, we learned there is a need 

for expanding the event with possible 
attendance of film funds to whom the 
film and TV content producers could 
talk to. We also decided to create space 
for industry discussion on the direction 
of programming for the CEE produced 
content. We are hoping that this event 
will grow to be an important industry 
networking spot that will bring the CEE 
content production into focus for both 
those in the region and outside of it. 

Tell us more about the “Talents: 
Ukraine!” competition for the best 
script for a Ukrainian TV series. 
What made you set up this competi-
tion and what will be the awards?
It is probably obvious the Ukrainian 
media industry practically does not ex-
ist at this moment. The war left many 
people in many industries with no or 
little possibilities to function in their 
occupations, and we decided to set up 
a supporting initiative for the media 
industry. The Ukrainian TV series script 
competition Is the first step in this 
direction: we would like to give the 
screenwriters who have been working 
on their stories before the war started a 
chance for their works to come to life. 
The competition is designed for the TVP 
to acquire rights for the scripts that are 
addressing international audience and 
produce the series later. The selected 
screenwriters will also be awarded with 
a cash prize for the script rights.

Will the Heart of Europe TV Festi-
val be available online for people 
unable to attend?
As last year, the second edition of the 
festival will also feature nominated 
productions accessible within a certain 
timeframe via the online platform 
www.heartofeurope.tvp.pl. Access to 
the films is free of charge.

Have you considered broadening the 
scope of the Festival to include com-
mercial broadcasters and streaming 
services from CEE in the future?
Now we see the importance of build-
ing a festival for public broadcasters, 
because in this way we can strengthen 
the role of public media in the dynam-
ically changing world’s audiovisual 
landscape. We believe that a strong 
public media with its public policy can 
take on the role of guarantor of creat-
ing high-quality content for all view-
ers, and ensure the future of democrat-
ic debate and civil society. At the same 
time, the concept of the festival is not 
rigid, we are not locked into a spe-
cific, unchanging formula. Growing 
competition from Big Tech also makes 
us think about new, creative formulas 
for cooperation with the commercial 
sector and streaming services. We ob-
serve the market and respond flexibly 
to its needs, so the future may bring 
different directions for the Festival and 
public television. ▪

WARSAW AWAITS
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EM Zagreb is returning with 
a new edition after the forced 
break of three years due to the 
coronavirus pandemic. Sanja 

Božić-Ljubičić, CEO and owner of 
Mediavision, organizer of NEM Zagreb 
and NEM Dubrovnik, tells us what we 
can expect this time from the major 
pan-regional event in the capital of 
Croatia. 

NEM Zagreb is returning to the 
Croatian capital on December 7-9, 
following a three-year hiatus. What 
will be the main focus of the event 
this year?
With motto of “All about content cre-
ation”, NEM Zagreb 2022 is focused on 
the creativity in TV industry and proj-
ects relevant for CEE – that was the focus 
in 2019, and it will be again in 2022. 
The motto will be a part of every panel 
discussion, presentation, screening, 
education, and networking event at the 
Esplanade Zagreb Hotel as our venue.

NEM Zagreb is back 
after the corona break

We encourage quality content 
creation and organize opportunities 
for creatives to enhance their skills – 
from workshops lead by experienced 
professionals such as Hayley McKen-
zie from Script Angel to TV Writing 
Contest with jury members from the 
biggest FTA’s, production companies 
and partner events. All screenwrit-
ers can take part in the competition 
regardless of their experience level or 
stage of project, a good idea and writ-
ing skills are most important.

What will be the novelties in the 
program for 2022?
The new and exciting part of the pro-
gram is Content Showcase, an oppor-
tunity for top production companies 
and creators to present their content 
in 10 minutes. From trailers, content 
mixes or project ideas regardless of 
the production phase… anything 
that will present their projects to key 
players in the industry. Since net-

working is a crucial part of both NEM 
Dubrovnik and NEM Zagreb, after 
Content Showcase, we are organiz-
ing a private event for the presenters 
and potential business partners. As 
content today practically doesn’t exist 
without co-production, it will be one 
of the major topics during NEM in 
general - it will be a topic through 
various discussions, presentations 
and smaller private networking 
events.

Attendees from how many coun-
tries do you expect this year?
Our visitors come from Argentina, 
Belgium, Bosnia and Herzegovina, 
Bulgaria, Canada, Cyprus, Czech 
Republic, Estonia, France, Germany, 
Greece, Hungary, Ireland, Israel, Italy, 
Lithuania, Macedonia, Montenegro, 
Norway, Poland, Republic of North 
Macedonia, Serbia, Slovak Republic, 
Slovenia, Spain, Sweden, Turkey, UK, 
Ukraine, USA… They are all represen-
tatives of successful FTA televisions, 
pay TV channels and streaming 
services, producers, directors, actors, 
scriptwriters, producer companies 
and agencies, and other creators of TV 
content. 

Who will be this year’s speakers?
Some of our confirmed speakers are: 
Frank Spotnitz, CEO, Executive Pro-
ducer, Big Light Productions; Moritz 
Polter, Managing Director & Execu-
tive Producer, Windlight Pictures; 
Emmanuel ECKERT, Deputy Direc-
tor Acquisitions, Mediawan; Anna 
Rohde-Seyfried, Content Editor, 
Beta Film; Danna Stern, Founder, 
Yes Studios; Guy Bisson, Executive 
Director & Co-founder, Ampere Anal-
ysis; Maria Rua Aguete, Executive 
Director, Technology Fellow, Omdia; 
Denis Karam, Archive Producer, Zig 
Zag Productions and Ivana Miković, 
Managing Director / Co-Founder, 
Firefly Productions.

What makes NEM Zagreb differ-
ent from NEM Dubrovnik? 

While NEM Dubrovnik is focused 
mainly on the business side of TV 
industry, NEM Zagreb is all about 
content creation. Professionals on 
senior management level visit both 
events, and creatives favorize NEM 
Zagreb due to the program and various 
workshops. ▪
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e live in most uncertain 
of times. First it was the 
COVID pandemic, then 
the war in Ukraine sent 

the world back to times we thought 
would happen “never again” as besides 
illegally annexing Ukrainian territo-
ries Russia is threatening the West 
with nuclear weapons (yet again). The 
International Monetary Fund says the 
war prompted the worst global food 
crisis since at least 2008. At the same 
time, we feel the burden of sky-rock-
eting fuel and energy prices, high in-
flation, rising living costs, etc. So it is 
only natural for people to start cutting 
their budgets and the first “non-essen-
tial” expenses that will have to go will 
be those for entertainment. And while 
the streaming services actually bene-
fitted from the COVID pandemic and 
saw a rapid growth and expansion, 

things look quite different now. 
Of course, people are still subscrib-

ing to streaming services; just at a 
much lower rate. Last quarter, there 
were 13 million new subscribers in the 
U.S. (which is still considered a stable 
market). This was 18% up from the 
previous quarter. Meanwhile, cancel-
lations have remained constant, with 
28.5 million users dropping their sub-
scriptions. With the crisis expected to 
worsen by the end of the year, tips have 
started popping up all over the internet 
on how to save from streaming services 
(legally) – which include “rotating” ser-
vices and using monthly subscriptions 
which are easier to cancel once you 
have binged your favorite series. 

But there is something else that 
might surprisingly put an end to the 
streaming wars if not swiftly and 
categorically dealt with, according to 

experts. “The streaming wars are over 
because subscriber growth has come to 
a halt,” Michael Nathanson, a media 
analyst at MoffettNathanson, told 
CNN Business. “You’re fighting a war 
in a land that has no more resources in 
it.” Or let us paraphrase that – not all 
of the “resources” are actually paying. 

Streaming platforms dominated 
media as people turned to home 
entertainment for comfort during the 
pandemic. Netflix, Disney+, Apple, 
Hulu, and Amazon Prime saw growth, 
and other networks rapidly tried to 
through their hats in the ring with 
the rise of Paramount+, Discovery+ 
and more.

Now, experts have identified some of 
the growing pains and say the current 
market no longer encourages growth. 
Many of the platforms, instead, are 
falling flat, losing subscribers in an 

Will password sharing 
end the streaming wars?
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oversaturation of the market. And one 
of these pains, if not the major one, is 
exactly password sharing – the num-
ber of people watching is growing but 
many use the accounts of their friends 
or passwords obtained from not-so-
legal websites for the fraction of the 
monthly subscription price. 

Let’s put this into perspective: in an 
April letter to its shareholders Netflix 
estimated almost 100 million house-
holds are accessing its services for free. 
While the issue around password shar-
ing has not been strongly addressed 
by the streaming industry before, one 
can expect to hear about it a lot more 
frequently moving forward. Netflix has 
around 222 million paying customers, 
meaning that the company would 
benefit by an almost 50% increase in 
revenue if the 100 million non-paying 
households paid for Netflix’s services. 
If Netflix’s annual revenue were to in-
crease by 50%, the company would gain 
an additional $14.8 billion. 

Five years ago, Netflix actually 
encouraged password sharing. The 
company’s philosophy at the time was 
it simply wanted more eyeballs on its 
content, which in turn would create 
buzz and lead to actual subscriptions. 

That strategy seemed to pay off. Net-
flix subscriptions have grown every 
quarter for more 10 years — until last 
quarter.

Other streaming platforms, like 
Disney+, have had the same issues of 
password sharing — a recent report 
found that Disney+ has five scroungers 
for every one actual subscriber. Data 
from Kagan Consumer Insights—
based on responses from 2,626 U.S. 
adults—suggests that 11% of users 
of both Netflix and Disney+ indicat-
ed that they use a shared login for 
accessing the services. Hulu followed 
at around 8% while HBO Max showed 
about 7% of viewers using shared 
credentials and Amazon Prime Video 
had about 5%. “Additional survey data 
suggests that Netflix login sharers are 
also generally less avid SVOD consum-
ers overall compared to both Netflix 
users excluding login sharers and total 
survey respondents. Login sharers 
used an average of 3.9 total SVOD ser-
vices versus nearly 5 services for total 
respondents and Netflix users minus 
sharers. Login sharers were also much 
more likely to turn to SVOD services 
on a weekly or monthly basis than the 
more frequent daily/several times per 
week usage demonstrated by total and 
non-sharing respondents,” wrote Seth 
Shafer, senior research analyst for 
Kagan, in a research note.

A study conducted by the research 
firm Magid, found 35% of millenni-
als (ages 23-38) share passwords for 
streaming services. In comparison 

with 19% of Generation X and 13% of 
Baby Boomers. Additionally, a Shred-
It survey found that 36% of the even 
younger generation, Gen Z (ages 7-22), 
were the most likely to share pass-
words or PINs with family and friends. 
A survey from research organization 
Time2Play suggested about 80% of 
Americans who use someone else’s 
password wouldn’t get their own new 
account if they couldn’t share the 
password. It didn’t survey how many 
current account payers would be will-
ing to pay more to share with others.

The latest data from Cordcutting.
com estimates Netflix will lose more 
than $790 million in membership rev-
enue this year due to password shar-
ing — tops among all SVOD services. 
Other streaming platforms such as 
HBO Max, Disney+ and Hulu will lose 
$477 million, $440 million and $436 
million, respectively. That “breakage” 
revenue collectively tops $2.3 billion 
in annual membership revenue lost 
when including Paramount+, Amazon 
Prime Video and Peacock.

Of the 215 million people in the 
U.S. using SVOD services, the report 
contends 25% are using someone else’s 
paid-for account. Indeed, the average 
account borrower accesses up to two, 
third-party accounts, which equates to 
almost 86 million shared accounts.

The report, citing a survey of 790 
U.S. adults early this year, found that 
the most-shared accounts include HBO 
Max, Disney+ and Amazon Prime Vid-
eo. Among survey respondents, Netflix 
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remains the overwhelming favorite 
platform with 92% market share.

During its Q1 2022 earnings call, 
AT&T also acknowledged the issue of 
password sharing. CEO John Stankey 
said AT&T had been actively monitoring 
HBO Max usage for activities relating 
to password sharing, claiming that the 
company had technical features and 
capabilities to limit the practice.

So, the problem of password sharing is 
a serious one for the streamers and they 
are well aware of it. What are they doing 
about it? Unsurprisingly, the first and 
loudest streamer to address the problem 
publicly was Netflix – especially after 
its latest quarter results. The compa-
ny began trialing a way to monetize 
password sharing in Chile, Costa Rica, 
and Peru during March 2021 by offering 
two sharing options. Customers on 
Standard and Premium plans can add 
a sub account for two additional people 
outside of their household for approx-
imately $2.90 in Chile, $2.99 in Costa 
Rica, and $2.12 in Peru. The other option 
allows members on Basic, Standard, and 
Premium plans to transfer profiles from 
their existing account to a new account 
or sub account, thus giving customers 
the tools to monetize password sharing 
for Netflix. Netflix began testing this 
new program in March, and initial im-
pressions are that user reaction has been 
mostly negative, after Gizmodo spoke to 
a dozen subscribers in Peru. Some users 
have canceled their Netflix subscription 
entirely, while others continue to share 
their passwords without repercussions 

from the company. However, Netflix has 
confirmed that this test cycle is “pro-
gressive” and that it is testing different 
versions in Peru, Costa Rica and Chile 
before settling on a final version.

With Netflix testing the concept of 
charging subscribers when they share 
passwords with up to two-third parties 
in Chile, Costa Rica and Peru, John 
Blackledge, analyst with Cowen & Co., 
believes the move could be a money 
maker for the SVOD behemoth when 
rolled out globally. Blackledge believes 
Netflix could increase its annual 
revenue by 4%, or $1.6 billion, when 
enabling password sharing. “We think 

Netflix’s recent efforts reflect a natural 
progression across more mature mar-
kets and could add incremental subs 
and revenue if the test is rolled out 
globally,” Blackledge wrote.

A new study from Beyond Identity, 
a password-less identity platform for 
workforces and customers, has shed 
some light on how widespread 
password sharing is, and how much 
streaming services are losing from the 
practice. But if the service wanted to 
get more aggressive, what steps could 
it take? It turns out, there are some op-
tions that haven’t been deployed yet. 

“From what’s been mentioned by 
Netflix specifically, it seems that these 
streaming services can start to take 
action by charging more for accounts 
that are shared outside of a single 
household,” says Jing Gu, product 
marketing lead for secure customers, 
at Beyond Identity.

“These streaming platforms likely 
have ways to tell when an account is 
being shared like this, via IP address 
locations and number of devices si-
multaneously accessing the service, so 
they can limit the number of actively 
streaming devices and start flagging 
the accounts that are suspected of 
being shared,” Gu said. 

But how successful will this plan 
be, really? From Gu’s research, it 
seems that “surprisingly, only 17% of 
moochers said they would pay for their 
own account if the provider said they 
could no longer share,” and that 27% 
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said they would not pay for their own 
account, while 45% said they might.

The danger of password sharing for 
seemingly innocuous purposes like 
streaming involves credential stuffing, 
where hackers are obtaining pass-
words and usernames to see if those 
details will gain access to accounts on 
different websites. This could include 
your business website, company email 
server, or even access to an endpoint 
such as a company computer.

Although acknowledging the 
problem, no other streamer has ever 
cracked down on password sharing be-
fore. Most likely other major streaming 
operators like Disney, Warner Bros. 
Discovery, Comcast’s NBCUniversal 
and Paramount Global, will set up their 
strategy after they have evaluated (and 
seen the results) of Netflix’s strategy. 

Netflix will have to tread lightly 
around defining password sharers 
to avoid wrongly tagging people as 
abusers, such as family members 
temporarily living away from home. 
“They’ll start with serial abusers,” 
said LightShed Partners media analyst 
Rich Greenfield. “If you have 15 people 
using your account, it’s pretty easy.”

The company also isn’t likely to want 
its employees mired in disputes about 
what classifies as a home account 
and what qualifies as a sub account. 
Contesting those definitions could get 
ugly for both staffers and customers, 
who have up until now seen Netflix as 

a best-in-class brand.
While stopping rampant password 

sharing is definitely in the best interest 
of streaming platforms, a cautious 
approach is crucial. Both AT&T and 
Netflix acknowledge this. If the ap-
proach from streaming platforms is too 
aggressive – such as raising the price of 
their services to offset losses accrued by 
users accessing their services for free 
or by reducing the number of profiles 
that can be created, which would ad-
versely affect larger households – they 
could face severe backlash from users 
and end up in a worse situation than 
they’re currently in.

While Netflix’s move could help 
“better monetize the people who are 
already watching,” Paul Erickson, 
research director of entertainment and 
consumer technology at Parks Associ-
ates comments on the matter, the ap-
proach could also backfire if some peo-
ple factor in password borrowers when 
evaluating the cost of the service. In 
other words, the cost of services may 
be harder to justify when non-house-
hold users start getting boxed out.

“If you’re going to literally make this 
individual subscriber to individual 
subscriber, then you have to radically 
rethink your pricing model,” Stephen 
Beck, founder and managing partner 
of the consultancy cg42, told Mar-
keting Brew. So far, that’s not hap-
pening; instead, streaming services 
price-points continue to rise to cover 

the high cost of content.
“A password crackdown across the 

industry would lead to more volatility 
because people will swing to the con-
tent that they want,” Beck said. “They 
won’t stick around on that service for 
the periods of time when the content 
is not fresh and not interesting.”

Beck cautioned that content remains 
the key investment for streamers to 
continue attracting viewers and fueling 
their businesses. In an ultra-competi-
tive streaming world, even a streamer’s 
most loyal customers may turn else-
where if faced with less-than-enticing 
programming combined with head-
aches related to account-sharing.

According to the latest data from 
Digital TV Research streaming won’t 
die soon, on the contrary - global 
SVOD subscriptions will increase by 
475 million between 2021 and 2027 
to reach 1.68 billion. Six US-based 
platforms will account for 47% of 
the world’s total in 2027. Netflix will 
remain the revenue winner, with $30 
billion expected by 2027 – similar to 
Disney+, HBO Max and Paramount+ 
combined. Global SVOD revenues will 
reach $132 billion by 2027. But it is not 
really a question of how many sub-
scribers you have now – the important 
thing is how many of them are actual-
ly paying. And with the introduction 
of AVOD subscriptions by Netflix and 
Disney+ next year, things will get even 
more interesting. ▪
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ot long ago, everyone in the 
industry was wondering if 
streaming will kill broadcast 
television. Now, the more 

pressing question seems to be: ‘Is 
streaming killing streaming?’. And 
while linear TV continues to shrink 
and internet TV is constantly grow-
ing, the first signs of the streaming 
wars taking a turn are already visible. 
The largest entertainment companies 
operating the leading streamers have 
started adjusting their approach to the 
video-on-demand (VOD) business by 
limiting their content spending, lay-
ing off staff and… (the once unthink-
able) looking to change their revenue 
model, by adding advertising.

This year Netflix announced it will 
limit growth on content spending, 
and fired about 150 people. Disney 
trimmed about $1 billion from its pro-
gramming budget for this year. War-
ner Bros. Discovery chief David Zaslav 
has already axed costly trademark 
projects. Of course, those steps have 

The transformation  
of the streaming business

By Yako Molhov

not been caused only by the growing 
competition, with new streaming 
services constantly popping up, but 
also by inflation, rising costs and the 
general economic uncertainty that 
reigns today. To say this as simple as it 
is: most of the services borrowed mon-
ey to fund content, looking for long-
term growth, inspired by the growing 
number of subscribers but the current 
world economy has made those players 
to be much more prudent fiscally.

That doesn’t mean Netflix, Disney, 
HBO Max, Apple or Amazon will stop 
spending huge amounts of money 
automatically. The indications so far 
are that Disney will spend $7 billion 
more than in 2021 - it expects to spend 
“approximately $33 billion” in content 
this year, including sports rights. 
In 2021, Netflix invested more than 
$17 billion into streaming shows and 
movies, in line with its 2020 spend 
but for 2022 it has not released a 
guidance but experts that amount to 
be the same as last year. Despite the 

rumors of cutting back spending on 
content, WarnerMedia will spend 
over $18 billion on content this year. 
That includes HBO and HBO Max, the 
Turner networks (including CNN and 
CNN+) and the Warner Bros. studio. 
Amazon Prime’s total content spend 
on “video and music” was $13 billion 
in 2021, up from $11 billion in 2020. 
The content spend for 2022 will be on 
par. Apple, which is the richest com-
pany of all streaming operators with 
a market cap of $2.7 trillion, does not 
reveal content spend details about its 
Apple TV+ service but by its launch, 
it had invested $6 billion for that 
purpose. Peacock forecasts a content 
spend of $3 billion in 2022, double last 
year’s number and its goal is to reach 
$5 billion in annual spending “over 
the next couple of years.” ViacomCBS 
(Paramount+) spent $14.7 billion on 
content in 2021. Of that sum, $2.2 bil-
lion was for DTC movies and shows; 
it now expects DTC content spend to 
ramp up to $6 billion in 2024. Stream-
ers are expected to spend well over $50 
billion on content this year — a very 
conservative estimate, but one that 
gives leeway for those that decline to 
provide guidance.

Despite cutbacks, cancellations 
and layoffs (and even not launching 

services in some territories, like HBO 
Max in Turkey) and most recently the 
war in Ukraine, streaming services are 
expected to spend more than ever on 
original productions next year. Am-
pere Analysis said that major stream-
ing services will spend more than $23 
billion on original content – 10% more 
than this year’s spending, and more 
than double what the companies spent 
on original content in 2019. HBO Max 
and Amazon will spend the most in 
2023 on original content, at more than 
$6 billion and $5 billion respectively, 
according to Ampere. Ampere’s data 
shows Netflix still leads the pack with 
most new titles, doubling Amazon’s 
total, which comes in second. 

“The business model isn’t as at-
tractive as once thought due to the 
intensifying competition for time, 
attention and consumer spending,” 
wrote Robert Fishman and Michael 
Nathanson of MoffettNathanson in a 
recent report. The firm recently low-
ered its target stock price for Walt Dis-
ney Co., Paramount Global and AMC 
Networks. And while streaming may 
not be one the most attractive objects 
on the stock market anymore, there 
is no shortage of players interested in 
investing in entertainment. Con-
sumers love the convenience, choice 

and quality that streaming provides 
to their TV viewing experience. And 
as people cut down on their monthly 
subscriptions, streamers are fighting 
to retain their audiences and steal 
new ones. That means spending on 
big, attention-grabbing productions 
like HBO Max’s House of the Dragon, the 
Game of Thrones prequel series, which 
will cost $20 million per episode, and 
Amazon’s The Rings of Power, the Lord of 
the Rings prequel series, which will cost 
$58 million per episode for a promised 
five seasons.

“What we’re seeing right now is 
kind of a turning point for all the 
platforms to realize that just continu-
ing to try to go get new customers by 
spending a lot of money on original 
content is eventually going to run out 
of steam,” said Kevin Westcott, a vice 
chair and U.S. technology, media and 
telecom leader at Deloitte.

Several executives at Netflix’s com-
petitors, who spoke to The Times on 
the condition of anonymity, say they 
are keeping their foot on the gas when 
it comes to spending. They added mil-
lions of subscribers in the same quar-
terly period that Netflix saw declines. 
Of course, any notion of cutting back 
on program expenses comes with the 
risk that other rivals will not let up. 

 MONEY MATTERS  MONEY MATTERS

Lord of the Rings: The Rings of Power 
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Disarmament does not appear to be an 
option in the streaming wars.

At the same time, competitors 
are hoping the downturn at Netflix 
will force the company to rethink its 
free-spending ways and bring some 
relief to the rest of the industry. 
Netflix has already started to cut back 
on some projects and its competitors 
believe they have seen the last of the 
company’s massive overall production 
deals (including $300 million for Ryan 
Murphy).

While some industry analysts be-
lieve subscription prices will contin-
ue to rise, companies are looking to 
provide alternative revenue sources. 
Netflix customers have grown accus-
tomed to watching shows without 
commercials. But some might be 
willing to put up with ads in return for 
a subscription offered at a lower price, 
which Netflix Co-Chief Executive Reed 
Hastings said is under consideration. 

Omdia Senior Research Director, 
Maria Rua Aguete said: “Netflix is 
expected to generate just under a quar-
ter of its revenue from advertising by 

2027 in the US. With growth in SVOD 
expected to increase from $86 billion 
in 2022 to $118 billion in 2027, it comes 
as no surprise that all the major SVOD 
services including Netflix want to take 
part in that growth.”

Omdia estimates that by 2027 nearly 
60% of global Netflix subscribers will 
be on the ad-supported tier. This 
change will happen through a com-

bination of new subscriber acquisi-
tion and “downgrading” of existing 
subscribers to ad-tier. The research 
company expects Netflix to cap in-
stream video ad loads and refrain from 
introducing ads in the user interface 
to maintain the premium consumer 
experience, particularly international-
ly, where hybrid models are not fully 
established.
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In the U.S., about 60% of customers 
surveyed by Deloitte said they would 
prefer an ad-supported streaming 
option; cost is a top reason why people 
cancel a streaming service. Peacock, 
HBO Max and Paramount+ already 
have ad-supported versions of their 
services and Disney+ has announced 
plans to launch a similar tier as well. 
Amazon has rechristened its free 
ad-supported streaming service IMDb 
TV as Amazon Freevee.

Executives also expect Netflix and 
others to start selling programs to 
cable and broadcast channels, rather 
than keeping them behind a subscrip-
tion paywall indefinitely. “You have 
to be able to sell your shows,” said a 
veteran TV executive who works for 
one of the streaming companies. “One 
company can’t take on all of the cost of 
these shows.”

Also, some streamers have moved 
away from dropping all episodes of an 
entire series at once and are releasing 
one episode a week, similar to tradi-
tional television. “People talk about 
it in their social media or with their 

friends and build momentum,” De-
loitte’s Westcott said, adding it could 
grow the show’s audience and keep 
people engaged longer.

Younger, technologically savvy con-
sumers are more apt to quickly cancel 
plans after their favorite series airs, 
and then join a rival service, analysts 
note. The average churn rate in the 
U.S. is 37% and is even higher for Gen 
Z (people born between 1997 and 2007) 
and millennials (people born between 
1983 and 1996), at 50%, according to 
Deloitte.

“What the behavior is of those 
younger generations is they’re 
subscribing to the service to get that 
original content, they’re watching 
it, then they’re canceling that ser-
vice and moving off,” Westcott said, 
adding the average household has four 
video subscriptions. “What we see is, 
people are switching in and out all the 
time. That’s a very costly model for the 
streamers.”

Netflix has been investing in mo-
bile games and has acquired several 
game-related companies. Churn rates 
on game subscriptions tend to be low-
er than video, in part because younger 
generations of consumers enjoy inter-
acting with people on games and they 
build their social circles around that, 
according to Westcott.

While streaming platforms try to 
mitigate rising costs and present more 
options for consumers, the ultimate 
goal of being among the five or six top 
choices for the subscription dollars 
remains the same.

Half a dozen of services is consid-
ered the high end of the number of 
subscriptions households are willing 
to take on (those that don’t make the 
cut could find themselves looking 
for merger partners). Being includ-
ed in that select group will become 
more crucial, as the next step in the 
streaming business is the packaging 
of services that can be marketed and 
sold by broadband service providers to 
consumers, presumably at a discount.

The concept, expected to roll out this 
year, sounds like a new version of the 
cable bundle. In television, the old 
rules for making money always have a 
way of coming back.

At the same time, the new shows 
are being served up to consumers 
at subsidized prices by streaming 
platforms making record losses. The 

only profitable exception is Netflix, 
but the industry pioneer’s market 
value has plunged almost $200 billion 
over the past year because of slowing 
subscriber growth. Its share price is 
languishing at a four-year low. Faith 
in the streaming business model — 
and investor tolerance for profligate 
spending — has waned as Netflix’s 
once-blistering subscription growth 
has gone into reverse.

Warner, meanwhile, has em-
barked on aggressive cuts and other 
“course-correction measures” to 
squeeze out at least $3 billion in 
annual savings by 2024, a target it 
described as “conservative”. Through 
greater efficiency and more demand-
ing pricing, Warner’s aim is to drive 
the HBO Max streaming service 
towards a long-term profit margin 
of 20% plus. David Zaslav, Warner’s 
chief executive, has even demon-
strated a willingness to wield the axe 
himself on content he finds lacking. 
He sent a chill through Hollywood by 
shelving Batgirl, a $90 million movie 
that the studio had already started 
marketing, and taking a tax write-off 
instead. 

All the big media players are put-
ting the brakes on spending growth. 
Outlay on original productions is still 
expected to increase next year, but at a 
much slower pace of growth than the 
explosive early days of the streaming 
wars. The second quarter of 2022 had 
the highest number of total commis-
sions of any quarter since the start of 
the streaming wars in 2019, with 415 
projects given the green light, accord-
ing to Ampere. But the growth is prin-
cipally driven by Apple and Amazon, 
deep-pocketed tech groups that are 
only dabbling in the media business. 
The rate of commissions at Netflix and 
Disney has fallen from previous highs. 

Premiums for producers are also 
coming down. Where a project might 
have once secured a 20 or 30% fee on 
top of costs, that is now more likely to 
be closer to 10%. “Blockbusters are the 
best way to keep your subscribers,” 
Robert Thompson, Syracuse University 
professor of television and popular 
culture, told the Financial Times. “If 
the studios have to cut budgets, it will 
be on the shows that have smaller 
budgets — the quirky, smaller shows 
that have enriched the streaming 
experience.” ▪

House of the Dragon

74  / TVBIZZ MAGAZINE / MIPCOM 2022 75  / TVBIZZ MAGAZINE / MIPCOM 2022



Television means business

These are the most 
read news stories on 
TVBIZZ  from  July to 

September 2022.

www.tvbizz.net

Seven’s biggest shows so 
far in 2022

Earlier this week Seven issued 
a press release to media which 
outlines their hits thus far 
in 2022. Seven West Media 
Managing Director and Chief 
Executive Officer, James War-
burton, said: “Since the acqui-
sition of Prime, Seven is the 1 
leader in total TV nationally so 
far this year. We are 1 nation-
ally in all people and in the key 
younger 16 to 39 demo, and less 
than half a point from 1 in 25 to 
54s. We are 1 regionally in all 
people and key demos, and 1 in 
metro markets in total people.

Strix doubles profit in one year

Kampanje reports that Strix Norway 
more than doubled its profit in 2021 
to 15.2 million NOK. “Thanks to very 
creative and adaptable employees in 
Strix, we were among the first in the 
industry to find safe and efficient 
ways to produce TV when the pan-
demic hit us in 2020. We reaped the 
rewards in 2021,” MD Jørgen Her-
mansen, told Kampanje. Strix was 
acquired by Fremantle in fall 2021.

Drag Race flops in France

The French version of Drag Race 
has turned into a flop for France 
2. Last Saturday, the format 
gathered only 255.000 viewers 
for 5.8% share this way falling 
with 0.8 points in one week. 
The Sunday special broadcast of 
the show drew 494.000 viewers 
for a 4.4% share in the after-
noon slot.

Streamers will be obliged to 
invest at least 4.5% of their 
revenue in local productions

Streaming services such as Net-
flix, HBO Max and Videoland will 
be obliged to invest at least 4.5% 
of their annual turnover in Dutch 
productions, according to a draft 
law submitted by Gunay Uslu, State 
Secretary for Culture and Media. 
Earlier there was talk of an invest-
ment percentage of 6%, nu.nl notes. 
This applies to all streaming services 
with a turnover of 30 million euros 
or more. The law is expected to come 
into force on January 1, 2023. After 
this year, the annual turnover of the 
streaming service in the Netherlands 
will be examined and investments 
will have to be made from 2024.

Poor start for My Wife Rules

Sat.1 will try to revamp its access 
during the summer season with 
the Turkish culinary show My 
Wife Rules. However, yesterday’s 
premiere was far from impres-
sive. Only 490.000 Germans 
tuned in resulting in the poor 
3.6% share in the 14-49 demo. A 
week earlier, the reruns in the 
slot had 4.6%. On Vox, Come Dine 
with Me had 7.2% share. Prime-
time was disappointing for RTL 
as well. Summit of the Quiz Giants 
attracted less than 1.8 million 
viewers and posted only 8.7% 
share in the demo. ARD’s film 
led the demo for the night with 
10% share.

ARCOM releases two studies 
related to TFX and 6ter takeover 
by Altice

As part of the TF1-M6 merger an-
nounced last May, the groups, which 
altogether own 10 channels and have 
to narrow their number down to 7 to 
comply with t                    she regulations, 
reached an agreement with the group 
Altice on the sale of their channels TFX 
and 6ter. Meanwhile, the Audiovisual 
and Digital Communication Regula-
tory Authority (ARCOM) released two 
impact studies pertaining to these op-
erations, assessing ‘the possible impact 
of this merger project with regard in 
particular to the diversity of operators, 
the quality of programs, the financing 
of creations and the market of acquisi-
tion of rights, ratings and more broadly 
on TV services’.

Channel 4 orders new social 
experiment from Studio 
Lambert and Motion Content 
Group

With levels of inequality in Britain 
higher than ever and millions feeling 
powerless to affect the decisions 
that shape their lives, Channel 4 is 
launching a major new social exper-
iment that explores the gap between 
the haves and the have-nots and asks 
how wealth and power shape the way 
we behave toward one another. In a 
timely new reality competition series 
from Studio Lambert and Motion 
Content Group, ordinary British 
people, from all walks of life and 
ages, will find themselves as a have 
or a have-not, either in a position of 
power or as part of the powerless, as 
inequality is explored over 18 stripped 
episodes.

Make Love, Fake Love for RTL+

Former The Bachelor participant Yeliz 
Koc will be the star of the new dating 
format of RTL+ called Make Love, Fake 
Love. In the show, she will live with 
her potential dream partners in a 
villa on Mallorca. However, not all of 
them will be single. The 28-year-old 
has to find out who is actually inter-
ested in a relationship with her.
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Block Out: UK version in doubt 
after BBC pilot

The physical gameshow - which 
draws parallels to Total Wipeout and 
Hole in the Wall - sees two teams of 
contestants contestants answer ques-
tion while contorting their bodies 
into positions, whilst balancing on 
a ledge. The pilot has been sat on the 
shelf for over six months, which has 
led to speculation that the format 
will not be progressing to a full 
series. The BBC declined to comment 
when approached by TV Zone. CPL 
Productions produced the non-TX 
pilot. The original show was created 
by Japanese TV giant Nippon TV and 
first broadcast on Channel 7.
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Record reach 
for tv2.dk

Journalisten reports that 
on Sunday which was 
marked by the Tour de 
France and the terrorist 
act in the shopping center 
Field’s nearly 1.9 million 
unique users visited tv2.
dk. This is the highest ever 
reach registered by a Dan-
ish news site. For compar-
ison, dr.dk had two times 
less visitors on Sunday.

Talpa launches 
FAST channel SBS6 
Classics

Talpa Network announced 
the launch of the FAST 
channel SBS6 Classics on 
Samsung TV Plus. The 
channel will offer the 
best shows aired on SBS6 
in the past quarter of a 
century.

Armoza Formats announces 
new Head of Sales

Armoza Formats, part of ITV Studios, 
has today announced the appointment 
of Adva Avichzer as Head of Sales. 
Reporting to Amos Neumann, COO, 
she will be responsible for spearheading 
the company’s dynamic distribution 
arm, well known for turning formats 
into global brands. Adva Avichzer has 
extensive experience in the TV formats 
industry. She was Head of Distribution 
at Gil Formats and the Senior Director 
of International, Co-Productions, and 
Business Development at Endemol Shine 
Israel. She has previously worked at E! 
Entertainment and held both executive 
and creative titles on shows in Israel 
such as The Voice, One Born Every Minute

The 1% Club arrives in 
Germany

Seven.One Entertainment 
Group announced on Friday 
that it has picked the rights 
to adapt the BBC Studios quiz 
format The 1% Club. In the UK, the 
show has enjoyed stellar ratings 
with up to 30% share in the 
primetime. The format has also 
been licensed to France, Israel, 
the Netherlands and USA. BBC 
Studios Germany will make the 
local version of the show.

TV ad spend down nearly 
30% in the summer months

Sweden’s Media Agencies report 
that in June and July the total ad 
spend they generated was down 
8.3% while for the year so far 
the growth is 8% to 7.997 billion 
SEK. In June and July, the TV ad 
spend dropped by 29.4% leading 
to almost zero growth for the 
year to 2.579 billion SEK. Online 
display and online video posted 
-2.6% and +14.2% for the year 
so far. OOH posted the highest 
increase for the year so far with 
+65.5% to 841.4 million.

Shona Fraser appointed 
Managing Director of Good Times

Banijay Germany today announces a 
new leadership structure at Good Times, 
with entertainment producer and joint 
Managing Director, Shona Fraser, 
appointed to solely lead the company, 
working in partnership with Chief Op-
erating Officer Knut Kremling. Shona 
Fraser has an extensive industry reputa-
tion for entertainment programming, 
having established Battle of the Reality 
Stars, Love Island and Naked Attraction in 
the German market. She has held posts 
in entertainment, development and 
programming at RTLZWEI, and served 
as an Executive Producer at RTL Studios, 
Tresor TV and MME, where she was 
responsible for Popstars and Top Model.

The Guardian: Global ad 
market faces ‘car crash’ next 
year amid cost of living crisis

The $850bn (£720bn) global 
advertising market is facing the 
prospect of a “car crash” next year 
as the cost of living crisis forcing 
households to drastically cut back 
on spending triggers companies to 
consider slashing their market-
ing budgets. The advertising 
industry remains bullish about 
its prospects – the football World 
Cup is forecast to keep growth at 
a gloom-defying 8.4% this year, 
while 6.4% remains pencilled in 
for 2023 – despite mounting con-
cerns that the economy it feeds off 
is heading for recession.

Seven appoints new Head of 
Reality

Seven has promoted Sylvia D’Souza 
to the newly-established role of Head 
of Reality. Ms D’Souza has been an 
Executive Producer at Seven with credits 
including SAS Australia, Farmer Wants A 
Wife, MKR, House Rules, Bride and Prejudice, 
Seven Year Switch and The All New Monty: Guys 
and Gals. Her career also includes roles at 
Endemol Shine Australia, CJZ and Nine, 
working on shows such as Married At First 
Sight, Travel Guides, Bondi Rescue, MasterChef 
Australia and Australian Survivor.

Fremantle partners with 
110% Content to launch 
new celebrity relationship 
show

Fremantle announces a part-
nership with 110% Content to 
produce competitive reality for-
mat Unbreakable across the globe. 
The new entertainment series 
from 110% Content, the Siobhan 
Greene and Andy Culpin led 
indie, sees a variety of celebrity 
couples compete in challenges to 
test the depth of their relation-
ship and ultimately prove whose 
romantic relationship is the 
strongest. Set to premiere in the 
UK on BBC One this Autumn, 
the UK version will be hosted by 
Rob Beckett and features a vari-
ety of couples including Loose 
Women star Denise Welch and 
her acclaimed artist husband 
Lincoln Townley.

Dentsu Ad Spend Report 
predicts 8.7% global 
growth through 2022

Advertising investment is 
forecast to grow by 8.7 per cent 
globally in 2022 and 6.7 per cent 
in Australia, according to the 
latest dentsu Global Ad Spend 
Forecast report. The twice-year-
ly report which combines data 
from close to 60 markets global-
ly, anticipates US$738.5 billion 
will be spent globally in its July 
‘reforecast’. In the Australian 
market, dentsu is anticipating 
spend to reach AUD$19.2 billion 
by the end of the year. High-
lights of the report include: 
Global advertising spend is 
expected to grow by 8.7 per cent 
in 2022 Total ad spend now ex-
pected to reach US$738.5 billion 
by end of this year Love Island hits  

a heart-pumping 
100m streams

ITV can confirm that 
Series 8 of Love Island has 
already hit 100 million 
streams, which is the 
earliest point in the series 
the show has reached 
this milestone. This 
makes the eighth series 
of the sunshine dating 
show the most-streamed 
series so far, and ITV’s 
most-streamed title of 
2022. Yesterday was ITV’s 
biggest day for Hub view-
ing so far this year, with 
nearly 10 million streams 
across the day.

APPOINTMENTS DISTRIBUTION ADVERTISING DIGITAL

SBT wants to buy 
Argentinian reality hit

SBT is negotiating the rights 
to produce a local version of 
the new reality hit El Hotel de los 
Famosos, R7 reports. The plan 
of the network is to shoot the 
new production in a new studio 
which is currently being built 
in Anhanguera. Additionally, 
SBT is reportedly looking into 
four other projects. In Argen-
tina, El Hotel de los Famosos 
turned into the biggest hit of 
the year for El Trece reaching up 
to 15 rating points. The format 
is produced by BoxFish.

HIGHLIGHTS
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