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of Thrones wouldn’t pay to watch the 
start of the new season on a big theater 
screen? The quality is there. The tech-
nology is there. It’s so simple.” 

A few months later, HBO announced: 
“Television’s most prodigious series is 
coming to the world’s most immersive 
cinematic experience. On January 23, 
2015, HBO will become the first televi-
sion network to feature its program-
ming in IMAX® theaters, showing two 
episodes from season four of Game of 
Thrones followed by the eagerly antici-
pated worldwide debut of an exclusive-
ly created sneak-peek trailer for IMAX 
of season five. The episodes will be dig-
itally re-mastered into the immersive 
IMAX® format and will be released for 
an exclusive one-week engagement in 
upwards of 150 IMAX theaters across the 
country’s top markets”.

The NATPE Miami 2015 edition of 
TVBIZZ Magazine will give you some 
clues about the future. Enjoy!

A WORD FROM THE EDITOR

Data, research, analysis… everyone is 
trying to catch up with the latest trends. 
Fact is you can read hundreds of re-
ports about millennials, online view-
ing, Smart TVs, 4K, 8K., etc. but still 
not have a clue.

One thing I have learned over the 
years in this industry is that you need 
guts, a bit of an ego and some luck to 
anticipate where the market is going. 
And if you think you know where it 
is going you should never say that in 
public! So, the truth is that all the big 
speeches that we hear from CEOs and 
media gurus are just talking about the 
past, not the future. 

There are also other cases like that 
of Netflix CEO saying in November that 
broadcast TV will be dead by 2030. Sure, 
even he himself was not so convinced 
saying this, but rather full of hope, be-
cause that’s what his company will 
need to survive in the raging competi-
tion on the streaming market!

Months before Mr Hastings made 
that statement, I was sitting with some 
friends working for a company which 
runs the technical side of Netflix’s busi-
ness in Europe. As the conversation 
went on, I shared an idea which I felt 
could create fresh revenue streams for 
the major players making big interna-
tional hit series. 

The idea was to reverse the model – 
to take the ‘small screen’ productions 
to the ‘big screen’ with world premieres 
in theaters all over the globe one day be-
fore the launch on the ‘small screen’ – 
an exclusive event for the fans.  My 
punch line was: “Which fan of Game 

Georgi R. Chakarov / Editor-in-chief

If you think you know 
where the market is going 
you should never say that
in public! 
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MasterChef breaks the air in Brazil

Pope congratulates 
Benigni on Bible special 

Empress of China hides cleavage

Emirates prefer streaming to 
traditional TV

Portugal watches Angolan series
in primetime

Channel 10 saved for six months

German social networking channel
can’t make cash

Rai ups fiction production 

SBS sees drama cuts Heavy Water and big ratings for NRK

MasterChef turned into the biggest hit of 2014 in Brazil. The first season finale gave 
Band the absolute leadership on the market for 30 minutes. This is an unprece-
dented result for the channel which usually ranks fourth or fifth in the charts. 

Pope Francis made a personal call to congratulate 
Roberto Benigni on the performance in his live Bi-
ble special I Dieci Comandamenti (The Ten Command-
ments) which aired on Rai 1. The Vatican refused 
to confirm the information officially. According to 
the unnamed source, the Pope made his private 
call after the first episode of the two-part special 
which had over 9.5 million viewers on average for 
its two nights on Italy’s leading channel.

SBS Korea is cutting its weekend drama programming in 
half in 2015, taking its Saturday-Sunday lineup of back-to-
back dramas down to one drama hour each night. SBS an-
nounced that they will be nixing the earlier hour (the one 
that started at 8.45 pm), leaving intact the later 10 pm slot. 
In May, the slot will be given up to non-drama program-
ming.

NRK1’s war drama Kampen om tungtvannet (The Heavy Wa-
ter War) premiered to hefty numbers in its Sunday night 
slot. The most expensive series in the history of NRK was 
watched by an average of 1.259.000 viewers for a 62.5% 
share. 

Meanwhile, the broadcaster’s most expensive reality 
project ever, Anno, debuted with 886.000 viewers.

On-demand streaming has surpassed traditional TV view-
ing in the UAE and the viewing time on mobile devices is 
higher than the global average, according to Ericsson Con-
sumer Lab TV and Media Report. Eighty-four per cent of 
consumers watch streamed content compared to 76 per cent 
who watch scheduled broadcast TV several times a week. 

Channel 10 was once again saved at the last moment, and 
once again not for long. Israel’s Second Television and Ra-
dio Authority postponed a decision regarding the license of 
the channel for six months until after the March elections 
and the formation of a new government.

Youth social channel Joiz Germany entered into insolvency because of 
high distribution and personnel costs combined with small volume 
of ad sales. joiz AG CEO Alexander Mazzara explained: “The classi-
cal TV ad budgets were below expectations. Thus there is no perspec-
tive in the German market for joiz as free TV channel in the medium 
term. We will continue in the web via IPTV and free digital distribu-
tion platforms.”

The program will consist predominantly of daily self-produced in-
teractive shows. Joiz Germany launched in August 2013.

Rai Fiction will invest 196 million euros (15 million for animation) in new se-
ries production in 2015. 85% of the productions will be long series which will be 
produced by 28 independent producers. The broadcaster noted that the compa-
nies have managed to increase the production level and at the same time lower 
costs and produce content which will have huge international potential.

The drama The Empress of China was removed by commercial 
satellite station Hunan TV for “technical reasons” in late 
December. Eventually, it became clear that the channel 
was forced to pull the hit show due to the tempting dress-
es of the actresses which showed too much cleavage. Af-
ter the technical break, the problem was fixed and viewers 
now only see the heads of the actresses. 

In a historical first for Portuguese television, RTP1 has de-
cided to air a telenovela produced in Angola in primetime. 
Jikulumessu, produced by Windeck for TPA will replace Agua 
de Mar.



EXPANDING BUSINESS

Izzet Pinto, CEO 
of Global Agency

1001 Nights turned Megavision into 
a primetime leader in Chile

Magnificent Century 
became the first Turk-
ish drama to air on U.S. 
Hispanic television

I have always believed that one day Turk-
ish dramas would break into Latin Amer-
ica. That took quite a long time but last 
year we succeeded. And I am very proud 
of this success.

The ratings we have achieved is beyond 
expectation. 1001 Nights reached 32 rating 
points in Chile becoming the highest 
rated foreign series in the TV history of 
Chile. Families have started giving Turk-
ish names to their new born kids. This 
shows how successful the series is.

The story of 1001 Nights is fascinating, 
the cast and also the production quality 
makes it a perfect series for a worldwide 
audience.

Other titles we have sold so far are; Love 
and Punishment, Iffet, Broken Pieces and A 
Part of Me. Love and Punishment is from the 
same producer of 1001 Nights and has been 
the Number 1 hit in 50 territories.

Iffet has also been one of the most 
successful Turkish dramas abroad. A Part 
of Me and Broken Pieces are the new titles 
which break rating records on Star TV in 
Turkey every week.

This deal is very important for us. Sony 
and NBC are the top players in the US 
market so this collaboration will help us 
to make a big step into the US.

Last year, we also made a deal with 
CBS for our hit singing format Keep Your 
Light Shining. They hired the former Amer-
ican Idol producer Nigel Lythgoe and pro-
duced a pilot.

Currently, one of our clients is pro-
ducing a pilot for our best selling format 
Shopping Monsters. I am optimistic that it 
would be broadcast in the US next fall.

In Latin America, it will definitely be 
the year of Turkish dramas. We already 
signed a deal with 8 territories and more 
territories will follow soon. We even en-
tered Brazil so 2015 will definitely be the 
best year for Turkish producers and dis-
tributors.

In the US, we are enjoying a great suc-
cess with Magnificent Century in Spanish 
language rights. The US networks do not 
often acquire dubbed or subtitled projects 
so I don’t expect a major success with 
ready mades but format rights will boom.

Mr. Pinto, how 
do you explain the 

success of Turk-
ish drama among 
Latin audiences?

Last year you 
announced a deal 
for Game of Silence 

with Intrigue and 
Sony for NBC. 

What made this 
series interesting 
for an adaptation 

in the USA?

What are the 
main highlights 

in your catalog 
for NATPE Miami? 

Which titles will 
interest local

buyers? 

How is 2015 
finding your com-
pany and what are 
your goals for the 

new year?  

What other 
titles you have 

sold in North and 
South America, 

besides 1001 Nights 
and Magnificient 

Century?

What is the de-
mand in the Latin 

and Norh Ameri-
can markets? Are 

broadcasters look-
ing for scripted or 

non-scripted
content? 

2015 Will Be The Year of Turkish Drama
in Latin America

Izzet Pinto, CEO, Global Agency:

2014 became a phenomenal 
year for Turkish drama in 
Latin America thanks to the 
record-breaking ratings of hit 
series 1001 Nights in Chile 
which turned Megavision 
from a struggling station into 
a primetime leader. All of a 
sudden, Turkish drama started 
selling like 'pan caliente'. 
Global Agency CEO Izzet Pinto 
tells Yako Molhov this is just
the beginning.

NATPE Miami is one of the most import-
ant industry markets for us therefore we 
doubled our stand size and are also in-
vesting highly in marketing. For our Lat-
am clients, we will focus on our hit series 
which is close to 10 titles and for US, we 
will focus on unscripted formats.

We are launching 3 formats in Miami. 
Flying Wheel is a brand new talent show 
with unique structure, Dance with Me is 
a great dance format from the creators 
of Extra Mile and 300 Seconds. We are also 
launching a quiz show from the  UK ti-
tled The Big Steal.

2014 was a fantastic year for us in terms 
of revenues and brand image. 

We grew by 79%, which is very satis-
fying. Our goal is to grow around 60% in 
2015. Some of this growth will come from 
the US and Latin America.

Many companies started approaching 
us with interest to acquire shares but we 
want to stay independent and become 
the largest independent distributor in 
the industry. ▪
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IN THE MONEYIN THE MONEY

Mr. Cohen, can you give us an idea what 
sports are in highest demand in the vari-
ous regions? What are the main differences 
between continents like Asia, Europe and 
North and South America?
Soccer is by a distance the biggest global sport. 
It is dominant in Europe, Latin America, Afri-
ca and parts of Asia in recent years has taken 
great strides in the US. Participation and in-
terest in soccer is growing fast even in those 
areas where it traditionally has only had a 
limited foothold, such as Australia and the 
Indian sub-continent. 

There are still individual market idiosyn-
crasies, for example cricket in India, baseball 
in Taiwan, ice hockey in Sweden and rugby in 
New Zealand, all key in those countries, but 
soccer is the undisputed number one globally.

 
What is the current value of the global 
sports rights TV market? The TVSM Glob-
al Report 2015 says the global sports-rights 
turnover will grow by 9% this year, what are 
your expectations?  
The global sports rights market is worth in the 

region of US$35-40 billion – soccer accounts for 
about a third of that. The market is certainly 
growing but budgets are increasingly consol-
idating around the big properties, those that 
will drive a business forward. Second and 
third-tier sports have a tougher job, but the 
growing ubiquity of broadband, the prolifera-
tion of smartphones and the potential of OTT 
mean there are opportunities for everyone.

Researchers indicate that live sports and 
news are the key elements that still keep 
bringing viewers together to live linear TV, 
while the popularity of online and mobile 
platforms is constantly increasing. Is this 
the reason why sports rights increase in 
value each year? 
Simply put, you cannot TiVO sports, it is the 
only must watch live event that attracts a so-
cial and cultural gathering around a televi-
sion. Sport is unique in that 95% of the value 
is in the live window, and that window at-
tracts a premium audience. Exclusive access 
to sports events can be the USP that differen-
tiates one platform from another and, as con-

vergence brings the big telcos into the pay-TV 
space, sport becomes the driver not just for TV 
but for broadband, fixed-line and mobile ser-
vices as well.
You work with all kinds of partners and cli-
ents, i.e. free TV and pay TV broadcasters, 
digital and mobile platforms. Who has the 
upper hand now when it comes to securing 
key sports events?
The free TV model for sports coverage has been 
under pressure for a while now because the ad 
market just can’t keep pace with the growing 
cost of the rights. But traditional pay-broad-
casters are also now facing challenges as the 
landscape digitalizes. Breadth of content, TV 
Everywhere services and customer apathy 
currently insulate most broadcasters/plat-
forms from too much erosion and devices like 
Dish’s Sling TV are now starting to target the 
cord-cutter audience. 

For example, Major League Baseball be-
gan live streaming games in 2009 and aver-
ages over 300.000 live streams per day and has 
grown year-on-year by 43%; Verizon recently 
signed a 4-year $1 billion deal with the NFL to 
stream on the official NFL mobile app.  It is 
without doubt you will see European leagues 
continue to invest in digital platforms and 
fan experiences and the rest of the world not 
far behind.  But money talks and if the likes 
of Apple, Google or Samsung start develop-
ing OTT mini-pay models, then the industry 
could face a sea-change.

 
Are there any specifics in selling the rights 
to sports events compared to other types 
of programming? What sets your company 
apart from other major distributors?
Big brands and the live window are the two 
key selling points for sport. There is only one 
NFL, only one FIFA World Cup – and events 
like these attract millions of dedicated fans. 
These are the top tier, but there’s the inher-
ent unpredictability and excitement within 
all live sport which captures the attention. 

At MP & Silva, we have good relation-
ships with all the major sports-rights hold-
ers and are the leading distributor of soccer 
rights internationally. We are proud to be a 
vibrant brand with a globally localized staff, 
high quality products, and nimble manage-
ment staff that allows for financial flexibility 
to strike quickly when an opportunity arises.  

Our catalog offers over 10.000 hours of live 
sport a year and includes key properties such 
as soccer from the five major European domes-
tic leagues, the FIFA World Cup, Formula One, 
the Asian Games and the French Open Roland 
Garros. We’ve also represented the NBA and 
MLB’s World Baseball Classic internationally.

 
Are you also involved in the production 
business, i.e. working with local produc-
ers and broadcasters and creating your 

own content? What is your strategy in this 
respect?
Our core business remains media rights but 
we are also investing in production where 
synergies exist and where the opportuni-
ty presents itself.  We have a team based in 
Singapore that currently handles the produc-
tion of the beIN Sports channels in Asia and a 
number of other programs.

 
Some experts have expressed concerns that 
the increasing sports rights fees paid by 
broadcasters may drive viewers away, i.e. 
in the US ESPN and Turner renewed their 
deal with the NBA for the hefty sum of 24 
billion USD for nine years; NBC made an 
all-time high deal for the Olympics. This 
will inevitably lead to higher costs for 
the viewers as well. Do you have concerns 
about that?
The cost of sports rights is growing and this 
has indeed had an impact on the consum-
ers. But then broadcasters and rights-hold-
ers have also invested and innovated to im-
prove the viewer experience dramatically over 
the last 10 years. And most consumers are not 
unhappy about the cost of sports per se, it’s 
the cost of the overall bundle that they have 
to subscribe to in order to get the sport and 
that’s the pressure point on the pay-TV indus-
try currently. 

An added value we offer our rights holders 
partners and broadcasting clients is our com-
mitment to find solutions to bring sports to 
every audience at various price points. This is 
key to our digital strategy that is developed in 
consultancy with these partners. ▪

Daniel Cohen, SVP Americas 
at MP & Silva

The MP & Silva group has been managing and distributing the Italian 
Serie A international rights since 2004, and will continue to manage 
the worldwide distribution from season 2015-2016 to 2017-2018.

MP & Silva is a media partner of Roland Garros. 
It was the first time the French Tennis Federa-

tion has chosen to partner with an agency in Eu-
rope following a 30+-year partnership with the 

European Broadcasting Union. 

Changing game
for global sports rights
 Interview with Daniel Cohen, SVP Americas, MP & Silva
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MP & Silva is one of the leading media rights companies that specializes in sports 
programming with an annual turnover of 650 million USD. Yako Molhov talks with 
Daniel Cohen, SVP Americas, about the current trends on the sports rights market 
and the future of this multi-billion dollar business.



LOOKING BACKLOOKING BACK

Armoza Formats has sealed three new deals for I Can Do That! 
with top broadcasters including Belgium's VMMA and Turkey's 
Star TV, as well as Peru's Frecuencia Latina who have commis-
sioned 2 straight seasons of the format, and marks the first 
time that Armoza will have a format on air in Peru. In Russia, 
WeiT Media has secured the rights. 

I Can Do That! has been picked up by over 15 countries glob-
ally, including China, France, Germany, Spain, Portugal, Bra-
zil, Australia, Sweden and Norway.

JAN / 3 new broadcasters announced for
Armoza's I Can Do That!

TV3 Sweden reports that 
Sunday's live broadcast of 
the Men's Ski Relay from the 
Winter Olympics in Sochi 
gave the channel its high-
est audiences ever with an 
average of 2.416.000 viewers. 
The peak came with Sweden's 
finish at the first place with 
2.75.000 viewers. 

TV3's previous record is 
dated May 2003 - 2.385.000 
viewers for the ice hock-
ey World Cup clash Swe-
den-Canada.

FEB / TV3 scores highest 
audience in its history

Globo is already making big 
cash well ahead of the launch 
of Rising Star scheduled for 
April. 

Local media report that the 
network sold out all spon-
sorship opportunities for the 
show in just 15 minutes on 
Thursday, generating R$ 38 
million (close to 12 million eu-
ros). The broadcaster has sold 
five sponsorship packages 
each worth R$ 7.750 million.

MAR / Rising Star is
a sell-out for Globo

2014 TV in review

Spanish prodco Gestmusic Endemol, part of Endemol, is 
launching a lawsuit against Russia’s Perviy (Channel One) 
over copyright infringement. 

The producers claim that the Russian channel has copied 
their original format Your Face Sounds Familiar with the airing of 
the entertainment show Toch-v-Toch (Exactly the Same). 

The licensed version of the format is currently aired on Ros-
siya 1. The first season of YFSF in Russia was aired on Perviy 
which launched a similar show after losing the rights to the 
format.

APR / Gestmusic Endemol to sue Russia's
Channel One

Rising Star had its premiere in 
Portugal last night. TVI post-
ed an average of 1.365.000 
viewers with 14.1 rating and 
43.8% share. 

SIC ranked second for the 
night with a combination 
of Sol de Inverno (11.1/22.3% 
share) and Anything Goes 
(5.3/14.0% share). 

RTP1’s The Voice scored 
913.000 viewers and 9.4/19.5% 
share.

Keep Your Light Shining got 
slightly more viewers with 
its second episode but 
dropped several points in the 
target demo. 

The show was watched 
by more than 1.2 million 
viewers on ProSieben, while 
it had 100.000 viewers less 
in the 14-49 demo with the 
market share dropping from 
9.1% to 6.9%. 

MAY / Rising Star off to 
impressive start

JUN / Keep Your Light 
Shining  gets more viewers, 
lower shares

US video streaming portal 
Netflix has announced it will 
launch its services in an addi-
tional six European coun-
tries in early autumn. The 
expansion comes on the back 
of strong revenue growth and 
rising subscriptions. 

As Netflix released its 
second-quarter earnings 
report on Monday, the online 
video service announced 
plans to launch in Germany, 
France, Austria, Switzerland, 
Belgium, and Luxembourg in 
September.

Rising Star posted the dismal 5.9% share in the commercial 
demo 14-49 on Saturday night, forcing RTL to end the show 
earlier than planned. According to reports, the channel will 
speed up the action and air the final episode well before the 
originally planned season finale on October 2. The show aver-
aged the disastrous 1.1 million and 4.1% share in total viewers. 

Meanwhile, ProSieben owned the night in the commercial 
demo with the return of Beat Your Host which got 2.75 million 
total viewers (12.8% share) and 22.9% share in the 14-49 demo. 

JUL / Netflix to expand 
in Europe in September

SEP / RTL forced to cut Rising Star

Zapnet reports that BNN has 
commissioned Eyeworks to 
produce a new revolutionary 
dating format billed Love @ 
First Kiss which will see con-
testants aged 18-35. 

AUG / Eyeworks working on 
revolutionary dating show

Script writer Robert Alberdingk Thijm has revealed to AD 
that there is great interest for an original Dutch series from 
foreign producers. A company from Spain is interested in 
making a Madrid version of A’dam – E.V.A., while the show has 
also grabbed the attention of the US producers who shot the 
remakes of Penoza and Overspel. 

The second season of A’dam – E.V.A. will premiere in the 
Netherlands this Sunday on NPO3.

Keshet International (KI), 
the global distribution and 
production arm of Keshet 
Media Group, is set to bring 
a diverse slate from the US, 
China and Israel to MIP-
COM in Cannes next week. 
Featuring two hit primetime 
shows, Help! I Can’t Cook and 
Not A Star Yet, US action thrill-
er, Dig and Babe Magnet a 
cutting-edge dating show 
from Comedy Central. 

KI will also bring Boom!, 
Rising Star, MICE and Your Fami-
ly or Mine. 

OCT / Keshet reveals 
MIPCOM slate 

News magazine Focus reports 
that Alexander Hesse will be 
the new Head of Entertain-
ment at ZDF. The news comes 
after editing manager of 
Wanna Bet? Oliver Heidemann 
took the position temporarily 
in August after the resigna-
tion of Oliver Fuchs following 
the scandal with poll show 
Germany’s Best. 

ZDF has neither confirmed 
nor denied the news.

NOV / US, Spanish producers interested in Dutch series

DEC / New Head of 
Entertainment at ZDF?

Never forget where you are coming from. In the beginning of 2015 let's take a minute and 
look back and see what was trending in 2014.  These are the most read stories on the 

TVBIZZ platform in the last year. Hm, who will make the headlines in 2015?

What was trending in 2014?

News of the year / Deals

InsideTV reports that Red 
Arrow Entertainment Group 
has taken a final decision to 
shut down prodco Sultan Su-
shi. The company is known 
in Belgium as the producer of 
hit shows like Fata Morgana, 
Danni Lowinski and Marsman. 
Red Arrow acquired 100% of 
Sultan Sushi in February this 
year.

The sale of Polar Communications Ltd.’s stake in Channel 2 Is-
rael franchisee Reshet has fallen through, after Israel’s Second 
Radio and Television Broadcasting Authority failed to approve 
deal by the February 26, 2014 deadline. The Second Broadcast-
ing Authority is still waiting for documents from Endemol. 

The sale of one third of Reshet to Endemol was in two 
parts: the first part was the sale of Polar Communications and 
Aviv Giladi’s stake to the franchisee’s controlling shareholder, 
Ofer Media Ltd.; the second part included the sale of Reshet 
shares to Endemol.

Following the announcement 
of the upcoming cuts at VRT, 
the staff of the Flemish pub-
caster have announced their 
readiness to start a strike. 

Next year, VRT will have 
to decrease spending by a 
minimum of 19 million euros 
which could reach up to 22 
million, according to estima-
tions. 

DEALS / Red Arrow shuts 
down Sultan Sushi

DEALS / Globes: Endemol acquisition 
of Reshet falls through

DEALS / VRT staff ready
to strike
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LOOKING BACK

Beat the Star will return with 
its sixth season on ProSieben 
on July 19 at 20.15. The show 
will see a change in the for-
mat as contestants will go up 
against two celebrities, not 
just one like in the previous 
seasons. The show is pro-
duced by Brainpool.

A Talpa spokesperson has said that they are sorry for Fox’s 
decision to cancel Utopia. He commented that airtime on the 
US networks is limited and access slots are filled with local 
programming which did not allow their show to air daily. The 
show started with two episodes per week in the US but then 
was reduced to one episode which is not enough to build its 
popularity, according to the producers.

The program director of M6, 
Bibiane Godfroid, revealed 
that Come Dine with Me (Un 
Diner Presque parfait) won’t be 
back for a new season. 

According to her, the 
show had eight great years on 
air but this is enough.

FORMATS / Beat the Star 
returns with new format

FORMATS / Talpa explains Utopia failure  in the US
due to lack of airtime

FORMATS / M6 cancels 
Come Dine With Me 

News of the Year / Formats

Martin Österdahl announced 
today that he is leaving the 
position of Program Director 
for General Television and 
Sport at SVT. He is exiting 
the pubcaster after 10 years, 
five of which he spent in the 
programming department. 

SVT’s CEO Eva Hamilton 
said that Österdahl had a 
great contribution in making 
SVT1 as Sweden’s most valued 
TV channel. His last day at 
SVT is December 31, 2014.

ZDF’s Head of Entertainment, Oliver Fuchs, has submitted 
his resignation. The reason for this is the scandal around the 
manipulated results in the show Germany’s Best (Deutschlands 
Beste!). 

Fuchs’s resignation has been accepted by ZDF’s DG Thomas 
Bellut, who said that he respects his decision to take personal 
responsibility even though local media report that Fuchs was 
not directly involved. 

The editors of the show have been warned officially and the 
team’s leader has lost her managing position. The show will 
not be renewed.

MTG TV Norway continues to 
lose key managers. Following 
the change of the company’s 
MD in April when Morten 
Micalsen replaced Jesper 
Grønholdt, the broadcaster 
lost its Sales Director Eivind 
Ruud Johnsen last week.

This week Program Direc-
tor Åse Bendiksen and Digital 
Director Kåre Hauge an-
nounced that they are leaving 
as well. 

Bendiksen joined from 
Mastiff Norway in 2012 with 
the goal to improve TV3 
Norway’s results, Kampanje 
notes. In 2012 the MTG Group 
dropped 7 share points; 
in 2013 - 1.2 points; and in 
Q1 6.3%, while TV3’s share 
decreased by 3.3% in Janu-
ary-March 2014.

APPOINTMENTS / SVT loses 
Program Director

APPOINTMENTS / ZDF entertainment chief resigns after 
show manipulation scandal

APPOINTMENTS / MTG TV 
loses key managers

News of the year /Appointments

If you are not a member of our global TV industry network, don't be the last to know what happens now. It's 
time to join TVBIZZ. Visit www.tvbizz.net. You can also download our free apps for iOS and Android
and browse the headlines on your device.
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In this special feature, TVBIZZ Magazine anticipates 
the major breakout hit series of international television in 2015

Metastasis
The year has just started and the first 
major international production had its 
premiere in Colombia last week. Metas-
tasis is the Latin American adaptation of 
Breaking Bad now airing on Caracol. 

War and Peace
Paul Dano will be the leading actor in 
BBC One’s adaptation of Leo Tolstoy clas-
sic War and Peace. The actor will star as 
Pierre Bezukhov in the six-part produc-
tion from BBC, The Weinstein Company 
and Lookout Point.

USA Network will bet on intense 
hacker drama Mr. Robot in its 2015-
2016 season. The 10-episode series 
is produced by Universal Cable Pro-
ductions and comes from writ-
er and executive producer Sam 
Esmail and executive producers 
Anonymous Content’s Steve Go-
lin and Chad Hamilton. The se-
ries stars Rami Malek, Christian 
Slater, Portia Doubleday, Carly 
Chaikin and Martin Wallstrom. 

Mr. Robot

Badlands

Old FoxesIndian Summers 

Daniel Wu will star in AMC’s upcoming 
martial arts drama Badlands. He is also 
executive producer of the series. The sto-
ry is very loosely based on the classic Chi-
nese tale Journey to the West. A ruthless, 
well-trained warrior named Sunny (Wu) 
and a young boy embark on a journey 
across a dangerous land to find enlight-
enment.

Old Foxes (Oude Fossen) will premiere on 
VTM in Belgium. Barbara Sarafian plays 
the role of ambitious police inspector 
Sara Roose who takes the helm of the di-
vision for ‘unsolved cases’ where she has 
to work with a team of old foxes who are 
all headed for retirement. The series is 
produced by BlazHoffski and A Private 
View. 

Indian Summers, starring Julie Walters, 
tells the rich and explosive story of the 
decline of the British Empire and the 
birth of modern India, from both sides of 
the experience. As the long hot summer 
begins, promises, secrets, politics, pow-
er, sex and love play out as the British 
Raj begins to falter – and a nation opens 
its eyes to the possibilities of freedom.

Dark Matter
The 13 one-hour production Dark Matter 
is based on the graphic novel Dark Mat-
ter by Mallozzi and Mullie, published by 
Dark Horse Comics, and will air on Syfy 
in 2015. The cast features Melissa O’Neil, 
Marc Bendavid, Anthony Lemke, Alex 
Mallari Jr. and Jodelle Ferland with Rog-
er Cross and Zoie Palmer. The series is 
produced by Prodigy Pictures and was 
created by Stargate masterbrains Joseph 
Mallozzi and Paul Mullie. 

Diamond Lover
Korean superstar Rain has been cast as 
the male lead in the upcoming Chinese 
drama Diamond Lover and will be paid $5.5 
million for the role. He plays the charac-
ter So Ryang, a diamond company CEO 
who is known for cold demeanor. DMG 
Entertainment Group and Eastern Film 
Investment are producing.

Norskov
TV 2 Denmark will premiere the new 
crime drama series Norskov from SF 
Film Production this fall. The series is 
planned with a total of three seasons and 
will tell the story of cop Tom who returns 
to his hometown after a very tough case. 
There he is confronted with his past and 
must fight to ‘do the right thing’ and 
take responsibility. The series has been 
pre-sold in Belgium, the Netherlands, 
Luxembourg, Sweden and Norway.

Il Sistema
Il Sistema focuses on crime, corruption, 
violence, terrorism and politics in the 
higher circles in Rome. A gang of far-
right criminals takes control of state 
tenders, drug trafficking and money 
laundering. The main character played 
by Claudio Gioè is an inspector from the 
Financial Police who is infiltrated into 
the criminal world with the goal to climb 
the hierarchy and uncover its bosses. The 
six-part series is produced by Rai Fic-
tion and IIF and will premiere on Rai 1.

RIEN NE VA PLUS

18  / TVBIZZ MAGAZINE  /  NATPE MIAMI 2015  TVBIZZ MAGAZINE  /  19

At All Costs
At All Costs (Hinnalla millä hyvänsä) is a 12-part drama 
which will premiere on MTV3 in Finland this spring. 
The series focuses on the small company business 
called Feel Good Inc which promises their clients to 
outsource their happiness and get rid of their prob-
lems at any cost, even bribery, extortion, cheating and 
threats. The show is produced by Moskito Television.

RIEN NE VA PLUS



In Prison
ZDFneo’s new sitcom Im Knast (In Prison) is set in a correc-
tional facility where different characters, who would oth-
erwise never meet outside, bond with each other. The 
main characters are a former bank employee who has at-
tacked his boss out of jealousy, a ‘count’ convicted of lux-
ury car fraud and the head of an immigrant gang. They 
meet a therapist who believes therapy brings out the good 
in the worst criminals. 

ScreamAsh vs. Evil Dead
MTV is also betting on a classic film re-
make with the TV reboot of Wes Cra-
ven’s and Kevin Williamson’s horror film 
franchise Scream. The 10-episode series 
will premiere  just in time for Hallow-
een 2015.

Starz will be airing the long-awaited fol-
low-up to the classic horror film fran-
chise The Evil Dead. The project reteams 
the original filmmakers, director Sam 
Raimi, with longtime producing partner 
Rob Tapert and star Bruce Campbell. Ash 
Vs. Evil Dead counts 10 half-hour epi-
sodes. 

Babylon Berlin
Sky Germany and ARD are co-produc-
ing Babylon Berlin. The project may cost 
about 25 million euros and is shot by Beta 
Film. The premiere of the series based on 
Volker Kutscher’s crime novels set in the 
1920s will be aired on Sky first. ▪ 

AcquittedBeowulf
Acquitted (Frikjent) will premiere on TV 2 
in Norway this spring. The series comes 
from Miso Film Norway and tells the sto-
ry of Aksel Borgen, a businessman who, 
after spending 20 years as a high-pow-
ered corporate executive in Asia, re-
turns to his hometown in rural Norway 
to save the town’s main company from 
bankruptcy. There, he is haunted by his 
past, as he was accused of murdering his 
high-school sweetheart 20 years ago. 

ITV will air the thirteen-part drama Be-
owulf. Created by James Dormer, Tim 
Haines and Katie Newman, this ac-
tion-packed series is set in the mythical 
Shieldlands, a place of spectacle and dan-
ger populated by both humans and fan-
tastical creatures. Essentially, a western 
set in the Dark Ages of Britain’s mythic 
past, the story unfolds on a huge canvas, 
filmed amongst the breathtaking beauty 
of England’s North East.

100 Code
Created by Academy Award winner Bobby 
Moresco, the series features Hollywood 
star Dominic Monaghan as NYPD detec-
tive Conley who travels to Sweden to in-
vestigate a string of shocking murders. 
In Stockholm, he is paired with Swedish 
cop Eklund, played by Michael Nyqvist. 
100 Code has been developed by Fabrik 
Entertainment and is produced by 100 
Code AB and Zen Productions for Kanal 5 
Sweden and Sky Germany.
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The arrival of Netflix in France is forcing local mar-
ket players to up their game in the race to attract 
the interest of French viewers. While in the past 
the broadcasters could just rely on strong acquisi-
tions from the US with a few original scripted pro-
ductions, 2015 will see the biggest amount of origi-
nal fiction premieres in the country. Market leader 
TF1 is driving this push with several upcoming new 
fiction projects, mostly based on successful interna-
tional formats.

Before taking a look into the projects, it should be 
pointed out that the huge demand from the French 
networks has led to a ‘deficit’ on the market for origi-
nal ideas. Once the channels were okay with produc-
ing 3-4 scripted projects (usually up to 12 episodes, 
excluding daily comedy) annualy, but only last year 
the commissions have almost tripled, forcing the 
programming execs to look for ideas abroad. In 2014 
TF1 acquired four scripted formats for adaptation for 
the French audiences. 

Undoubtedly, one of the most interesting proj-
ects for France’s leading network will be the local ad-
aptation of British hit Broadchurch. Shooting starts in 
January with prodco Elephant & Cie responsible for 
the production. The series is expected to premiere in 
the fall season. The original series was a huge suc-
cess for TF1 in March last year, attracting an average 
of 6.4 million viewers. 

Another UK series will get a French treatment 
on TF1 – Marchlands. The series is being adapted by 
Quad Television. The 6x52’ production is locally ti-
tled Le Secret d’Elise and will premiere in 2015. March-
lands aired on ITV in 2011 averaging more than 7 mil-
lion viewers. The British channel produced the show 
based on the pilot The Oaks created by David Shulner 
for Fox’s 2008/2009 season which was rejected by the 
US network. 

Dori Media’s Little Mom has already proved to be a 
solid international title traveling to the US, Poland 
and Ukraine. TF1 will premiere its French version 
this year under the title Personne n’est Parfait (Nobody 
is Perfect) produced by Scarlett Production which 
created hit original formats Kaboul Kitchen and Coeur 
Océan.  

And while buying formats from Israel is now 
widely considered a non-risk investment, TF1 was 
courageous enough to buy a Ukrainian format last 

TF1 bets on fiction, 
adapts international hits

Marchlands

Section de Recherches 

No Limit

Jule Lescaut

Profilage

Leo Mattei

Broadchruch

Alice Nevers

DRIVING THE CHANGEDRIVING THE CHANGE
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year. Created by Film.UA, The Sniffer was one of the 
surprising breakout hits on the international market 
in 2014. The story of the detective who can ‘smell’ the 
details of a crime became the most watched series 
in Russia in 2013 beating a five-year old record and 
since then has been sold to more than a dozen coun-
tries including Venezuela and Vietnam. According to 
rumors, reported by CEETV, the format will also be 
adapted for German and Spanish speaking viewers. 
The Sniffer is the first format from Eastern Europe to 
be adapted in France. 

The solid lineup of remakes will add up to TF1’s 
slate of original formats. The channel will return 
with new episodes of comedy hits Pep’s and Nos Chers 
Voisins, crime shows Section de Recherches, Leo Mattei, 
Alice Nevers, Profilage, Falco and No Limit and launch a 
number of miniseries including Une Chance de Trop 
(Too Much Chance). 

TF1 is looking for a fresh start in 2015 after it end-
ed long-running crime hit RIS Police Scientifique which 
saw a total of nine seasons and trademark title Julie 
Lescaut whose final episode (after 12 years on air) at-
tracted an average of 7.3 million viewers. 

For the first time in its history France’s leading 
channel is making such big investments in original 
fiction projects. Over the past decade, TF1 and its 
competitors got used to relying on US hits usually 
aired with three back-to-back episodes in primetime 
for big ratings. And it seems French viewers can’t get 
enough of those as they deliver much bigger audi-
ences than the local series. 

For comparison, the premiere of The Blacklist on 
TF1 had 7.6 million viewers and Person of Interest is cur-
rently averaging close to 7 million viewers. Though 
big they are still far from The Mentalist.  The TF1 man-
agement is certainly not happy that CBS decided to 
end the show after seven seasons. It was the most 
watched US series in France in 2014 with 10.5 mil-
lion viewers. 

This is hardly even close to the absolute record for 
a French original production aired on TF1 last year: 
8.1 million viewers for the TV movie Ce Soir, Je Vais Tuer 
l’Assassin de Mon Fils  (Tonight I’m Going to Kill the 
Man Who Killed My Son). That was the highest au-
dience posted by a French drama production on the 
network since 2011.  Other TF1 hits are getting far less 
viewers: Profilage (8.6 million), Nos Chers Voisins (8.1 
million), Pep’s (7.7 million), Alice Nevers (6.7 million) 
and Leo Mattei and Falco (5.5 million), ▪

The Sniffer took the
international TV market by 
storm last year.

*based on most watched episode (Source: Mediametrie/TF1 Group)

Most watched
series on TF1 in 2014*

Broadchurch (UK)
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Criminal Minds (US)
7.9 million
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7.7 million

Julie Lescaut (FR)
7.6 million

Section de Recherches (FR)
7.5 million

The Mentalist (US)
10.5 million viewers
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 8.6 million
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Film.UA

Tasja Abel Vice President ZDFE.drama | E-Mail: tasja.abel@zdf-enterprises.de | Phone +49 (0) 6131 / 991–1855 | Fax +49 (0) 6131 / 991–2855
ZDF Enterprises GmbH | Erich-Dombrowski-Str. 1 | 55127 Mainz | Germany

www.zdf-enterprises.de

AZ_TV_Bizz_The_Team_A4_03.indd   1 11.12.14   15:10



broadcaster which will get a new Board of Directors 
in February. 

This year is important for the public service chan-
nels as they are looking to secure a 50 million loan 
to balance their budget of 265 million euros for the 
year, while also hoping to make 51 million from ad-
vertising even though the audience shares remain 
far from the targeted 22% combined share for RTP1 
and RTP2. 

In Italy, the government is planning to imple-
ment changes to increase the collection of TV license 
fees. Reportedly, about 27% of Italians currently do 
not pay the fee, resulting in around 600 million eu-
ros of missing revenues. La Repubblica reported that 
plans include lowering the fee in 2015 to 65 euros per 
household vs. 113.5 euros in 2014. This would guar-
antee annual revenues for Rai of 1.8 billion euros. In 
2013, Rai’s revenues dropped by 1.6% to 2.317 billion 
euros: 1.654 from TV taxes and 632.48 million from 
advertising. 

Due to the advertising decline in the country (27% 
over a period of five years), Rai has reportedly lost an 
average of 200 million euros per year. Between 2008 
and 2012 Rai  generated losses of 408 million euros 
despite the increase in license fees which brought 
8.3 billion euros. For the same period the revenues 
dropped by 37.3% from 3.137 in 2008 to 2.677 billion 
in 2012. Rai ended 2013 with a net profit of 5 million 
euros.

Meanwhile, the Rai management will also be 
reformatted: the company will be governed not by a 
Director General, but by a manager with the powers 
of a CEO in a private firm. There will be 5 instead of 
9 board members. Last year, Rai started implement-
ing  a plan to cut 150 million euros, which included 
reducing its sports programming budget.

In Germany, authorities have been calling for 
further spending cuts for public broadcasters ARD 
and ZDF. The newly elected State Chancellery Di-
rector in Saxony Dr. Fritz Jäckel argued that these 
savings can be accomplished through the continu-
ing consolidation of the additional digital services 
of ARD and ZDF. Moreover, introducing a ceiling in 
the increase of the old-age pensions for the employ-
ees – a 1% change can save 700 million euros.

Also, the commercial channels have been active-
ly urging for a reduction of the allowed advertising 
time on ARD and ZDF following the reduction of the 
TV tax by 0.73 euro last year.  ZDF expected to in-
crease its revenues in 2014 by 52 million to 2.06 bil-
lion euros which is explained with higher income 
from TV taxes and bigger ad revenues due to the FIFA 
World Cup and the Winter Olympics. At the same 
time, costs increased to 2.16 billion euros. Still, the 
broadcaster expected to post a positive result of 17 
million due to the surplus money (72 million) from 
the investment funds.

In neighboring Austria, ORF is gearing up for re-
structuring as proposed by Boston Consulting. The 
ORF Board of Trustees approved the planned budget 
and the new collective agreement. The expected rev-

A NICKEL HERE, A DIME THEREA NICKEL HERE, A DIME THERE

This will be a tough year for the majority of Europe’s public 
broadcasters as governments are cutting spending while 
fierce competition, technological advance and changing 
viewers preferences force the public service networks to 

reduce staff, reorganize and re-think their strategies. 

Euro Pubcasting Woes

BBC is widely considered to be the most stable and 
defining institution of public service broadcasting in 
Europe. Some would even call the organization a ‘role 
model’ for the rest of the PSBs on the continent. It is 
now is facing a challenging year as it plans to shut 
down BBC Three and turn it into a web channel. The 
management claims this would lead to savings of £50 
million per year and strengthen programming on 
flagship net BBC One. Also, children’s programs on 
CBBC would be extended by two hours per night as a 
result of the proposal, which also includes launch-
ing a catch-up channel, BBC One +1. 

All of these harshly criticized decision were 
caused by the freezing of the license fees for public 
broadcasting in the UK. A problem faced by numer-
ous other public broadcasters in Europe who are not 
allowed to air or air a restricted amount of advertis-
ing, making them solely dependent on government 
tax policies. 

In Spain, RTVE has been struggling with unbear-
able debts for years. In 2013 it lost 113 million euros, 
in 2012 - 112.5 million and in 2011 – 29 million euros.  
The pubcaster’s losses since 2007 have exceeded 716 
million euros. 

New President José Antonio Sánchez even an-
nounced a plan to bring advertising back on the pub-
caster in order to balance the budget. According to 
him, this is one of the major “problem solvers” for 
the broadcaster. Naturally, the commercial nets re-
acted strongly against the proposition claiming that 
such an action would bring instability in the sector, 
which is just awakening after a long crisis period. 
By the the third quarter of 2014, the TV ad market in 
Spain grew by 10%. 

While re-allowing advertising on the public chan-
nels is considered a last resort for the government, 
RTVE will try to implement a savings plan this year 
which includes saving 20 million euros in spending 
and 4 million from job cuts in the next two years.  
Additionally, the pubcaster is looking to fund less 
European productions which would save another 4.4 
million euros. RTVE also got some fresh cash by sell-
ing the famous Buñuel Studios for 35 million euros. 
The pubcaster has started reorganizing its news and 
digital divisions. 

In France, the reorganization process of France 
Televisions continues. After its completion this year, 
the broadcaster will count 600 employees less when 
compared to 2013. This will result in total savings of 
275 euros per year and total staff of about 9.750 peo-
ple.

The French pubcaster also got thumbs up from 
the government and is now allowed to start its 
primetime after 20.35, this way extending the ad-
vertising time frame by 35 minutes, as the pubcaster 
is not allowed to show commercials in primetime. 

In Portugal, RTP’s management made a big gaffe 
at the end of the year by venturing to acquire the 
rights to the Champions League without the ap-
proval of the government. The reported 18 million 
deal resulted in the firing of the management of the 
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enue for 2015 is 911 million euro and despite the costs 
for the Eurovision Song Contest there are expected 
positive financial results of 300.000 euros for ORF 
and 800.000 euros for ORF Trust. 

Main channels ORF eins and ORF2 will be get-
ting Channel Managers in the near future. ORF DG 
Alexander Wrabetz said that they have to focus on 
the development of ORF eins which is facing great 
competition and US series and films no longer attract 
major audiences. According to Wrabetz, ORF has to 
focus on production of local content and make more 
experiments.

ORF reported revenues of 959.3 million euros in 
2013 and profit of 8.7 million euros. This is better 
than the result in 2012 - 3.4 million. The broadcast-
er said that staff expenses were reduced by 50 million 
euros since 2010. The number of employees in 2007 
was 3.712 while it now counts 3.105. In 2013 the pub-
caster got 615 million from taxes, 208 million from 
advertising and 136 million euros from other activ-
ities.

In Switzerland, The Federal Council voted not to 
change the TV and radio license fee of 462 CHF until 
2018. The Federal Department of the Environment, 
Transport, Energy and Communications (DETEC) ex-
pects annually 11 million CHF more on average in fee 
revenues as more and more households pay their fee. 

A new fee system is planned to be launched in 
2019. All households will have to pay the fee no mat-
ter whether they own a TV or a radio. Companies 
with annual revenue of 500.000+ CHF will also have 
to pay. 

In 2013 pubcaster SRG SSR  finished the year with 
a profit of 20 million CHF. Ad revenues dropped by 11 
million to 348.5 million CHF due to problems with 
the audience measurement system. The total reve-
nues were 1.615 billion CHF. The broadcaster spent 
nearly 593 million CHF on programming. In 2012 SRG 
SSR worked with a loss of 117 million CHF.

In the Netherlands, authorities are pressing for 
less entertainment on the public channels as NPO 
aims to focus on journalism, Dutch drama, arts 
and culture. NPO3 will see the biggest changes with 
more programs targeting 20-34 year-olds as it sur-
vived a possible shutdown. NPO1 will air shorter 
runs of its programs which means more new pro-
ductions. NPO2 will air more journalistic programs 
and drama content.

Due to additional state funding cuts which have 
now reached about 300 million euros in the past 
three years, the public channels were forced to drop 
the TV Lab project and for the first time since the in-
ception of the tournament – the rights to the Cham-
pions League. 

In Belgium, VRT is starting to implement a sav-
ings plan, cutting about 90 job positions and shut-
ting down channel OP12. The broadcaster will reduce 
original programming on culture net Canvas and air 
less football from the Europa League and the Belgian 
Cup while dropping rights to the WTA tournaments 

and Wimbledon. The costs must drop by 22 million 
euros this year and in 2019 by 39 million euros.

RTBF is also developing a savings plan as its state 
funding was reduced by 3% which means it will 
work with 5.9 million euros less this year. 

In Norway, NRK could not get the government to 
increase the broadcasting fee to an amount which 
would have helped them avoid cuts. Instead of 73 
NOK, the fee was increased only by 25 NOK. The 
pubcaster will aim to save 300 million NOK, while 
earlier it had planned to save 100 million for extraor-
dinary pension payments and 65 million in other 
spending. NRK said that probably 100 people will be 
made redundant in 2015. In 2013 NRK’s salary costs 
reached 2.52 billion NOK out of total spending of 
3.693 billion NOK.

Despite these financial troubles, NRK said it 
will spend 100 million NOK more on external pro-
ductions which will make the total budget for such 
content 350 million NOK. The decision can be ex-
plained with the fact that the audience of the pub-
lic channels is growing older every year. According 
to a recent study, the average age of the NRK view-
er increased from 50 to 55 years in the past 10 years. 

In Finland, Yle  announced the end of co-deter-
mination negotiations which include about a third 
of the company’s employees, or 1.000 people. 74 per-
manent contracts will be ended at the turn of the 
new year and 160 external jobs will be cut. The big-
gest cuts will be in the production segment with 
50 people. Initially, the broadcaster expected to cut 
185 people with co-determination contracts. Yle was 
forced to reduce its staff due to the fact that its bud-
get will remain unchanged for 2015, opening a hole 
of 10 million euros. The staff cuts will save 4-5 mil-
lion euros, while Yle’s bidget for this year is 508 mil-
lion euros. Yle is expected to post a loss of 1.8 million 
euros in 2015 and 15 million euros in 2016. The pub-
lic channels will also suffer from losing exclusive 
rights to the Champions League and HBO content.

In Denmark, DR announced staff cuts which 
will affect between 175 and 200 people. The mea-
sures will include all of the pubcaster’s divisions, 
including the orchestra and music ensembles. DR 
will cut its expenses by 161 million DKK per year in 
the next four years. The new savings plan comes 
as a result of the new media contract with the gov-
ernment. The broadcaster will cut up to 200 work 
positions. 

The plan foresees shorter seasons for DR1’s pro-
grams, no daytime news on DR2 and more Danish 
content on DR3 with a focus on kids, the internet 
and public debate.

DR finished 2013 with a loss of 23.5 million DKK 
but gained a profit of 122.4 million due to non-re-
curring income. The number of hours with Danish 
productions increased 42%. The news programs in-
creased 41% to 2.384 hours. In 2013 the broadcaster 
reached 96% of the population via TV, radio and the 
internet. ▪
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The crisis in Ukraine is taking its toll on the 
Russian economy and the local broadcasters 
are forced to turn on the ‘survival mode’. The 
cuts in their budgets will reach up to 30% in 
2015. Some networks will not produce new 
series this year while the forecast for the de-
cline of the advertising market remains vola-
tile just like the value of the ruble.

Russia’s leading broadcaster Channel 
One has already officially confirmed that 
it will reduce production budgets by 15% in 
rubles this year. Unofficially, the net will 
spend 30% less and there will be no new fic-
tion commissions in 2015. Instead, Perviy 
will rely on content already produced in 2014 
which it could not air last year. 

Top entertainment channel TNT told 
Vedomosti that they will decrease content 
spending by 20%, while CTC Media is look-
ing at cuts reaching 15-20%. Gazprom-owned 
NTV stated that they will try to take advan-
tage of this situation while state broadcaster 
VGTRK (Rossiya channels) refused to com-
ment on their plans for the year. 

Looking at the latest data from KVG Re-
search, it is clear that the three leading Rus-
sian nets will be able to wither the turbulent 
2015. According to the research company, in 
Q2 last year Channel One had 107 TV films 
and series in production, Rossiya 1 had 100 
and NTV – 60. On average each of the three 
channels airs 40 premiering series per year. 

In 2013, the seven biggest channels in 
Russia gave almost a quarter of their air-
time to Russian-made premieres (series 
and shows, documentaries and TV movies), 
spending 44.3 billion rubles for such con-
tent, according to KVG Research. 58% of this 
money was allocated for series and TV mov-
ies, and one third – for entertainment pro-
grams and shows. Perviy, Rossiya 1 and NTV 
spent the biggest budgets on premieres last 
year (28%, 27% and 25% respectively). In 2015 
the production market may shrink to only 30 
billion rubles which means that many of in-
dependent producers will go out of business 
while the major players will start consolidat-
ing. 

This process of consolidation has already 
started with the creation of a new advertis-
ing agency on the basis of Video Internation-
al which will control 100% of the federal TV 
advertsing market, selling spots on Channel 
One, VGTRK, CTC Media, Gazrpom Media 
(NTV and TNT) and National Media Group 
(REN TV and Channel 5). 

While Russian media players remain 
seemingly unmoved by the overhaul, the 
dangers to the free market and competi-
tion in the country are obvious. The rival-
ry between the channels which even now is 
almost non-existent (save for nets like CTC, 
TNT and the smaller thematic channels) 
will fully disappear as the new body will be 

Russian TV hit by biggest crisis since 2009

TV budget cuts in Russia are 
set to reach 30% in 2015.

Unofficially, 
the net 
will spend 
30% less and 
there will be 
no new fiction 
commissions
in 2015 
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able to control the market and define which 
channel gets what share of the ad budgets. 
The only missing link in this new scheme 
is the new unified provider of audience 
data which will also be controlled by a sim-
ilar organization opening the opportunity 
for total market control – from ad budgets 
to ratings – a truly grim perspective for the 
Russian TV industry. 

In the light of this, it is no wonder that 
channels and producers are now asking the 
government for ‘state aid’ making the mar-
ket totally dependent on government poli-
cies. In November, the Media Communica-
tion Union (MKS) agreed on the road map 
of the industry development. This indus-
try association includes media companies, 
network operators and operators of pay TV, 
including National Media Group, ProfMe-
dia, CTC Media, MTS, Vimpelcom, Mega-
fon, Rostelecom, Tricolor and others. They 
are going to ask for governmental support 
for movie and TV production market such 
as subsidies and preferential credits as well 
as tax exemption and system of investment 
risk insurance. 

The creation of ‘all-in-one’ ad seller was 
also welcomed by the government which in-
troduced the necessary changes in legisla-
tion to legalize the new monopolist which 
will be working with ad budgets worth 156.2 
billion rubles. According to some Russian 
experts, the new entity would actually help 
market players as it would ensure stability 
and would not allow the market to decline. 

However, even before the establishment 
of the new ad seller, in the first three quar-
ters of 2014 the Top 10 advertisers in the 
country reduced their TV presence by 10-15% 
on average. The TV ad market got 4% more 
cash up to 112.6 billion rubles, while the 
end result for last year is expected to be a 
minimal increase. 

Video International made an unofficial 
estimate in December predicting a 15% de-
cline in 2015 but due to uncertainty of the 
economy which will be officially in reces-
sion in the first quarter of this year, the re-
port was not published. 

Back in 2008, the world financial and 
economic crisis became obvious only in the 
fall. Then, thanks to the three successful 
opening quarters, the total advertising mar-
ket increased by 18% to 257.2 billion rubles. 
However, the next year it dropped by 25.7% 
to 186.4 billion rubles. Every segment, ex-
cept for the internet, experienced a drop in 
advertising revenue. 

A representative of Vi Elizaveta Svirido-
va said that it is too difficult to make an ac-
curate forecast in this situation of economic 
uncertainty. ▪
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Ad revenues in the region are projected to 
pass the US$121 billion mark by the end of 
2014 (measured in 14 markets after dis-
counts), with a market growth of 5%. In 
2015 the growth will reach 5.7% and Chi-
na is expected to lead the ad market chart 
in 2016. The data comes from the Asia Pa-
cific Advertising Trends & Database 2014-
15 which is published by Media Partners 
Asia (MPA). The predictions for net adver-
tising revenues are at an average rate of 
4.5% by 2019. 

The top six advertising countries in 
the region will be Japan, China, Austra-
lia, Korea, India and Indonesia, although 
the order will change, as China is expect-
ed to overtake Japan in 2016 and India to 
move ahead of Korea by 2017.

Malaysia, Singapore and Thailand all 
reported reductions in adspend, helping 
to slow Southeast Asia to 1.2% in 2014, al-
though spending here is forecast to come 
back strongly next year, at 7.5%.

MPA suggested that TV’s share of the 
advertising market had peaked in 2011 at 
42.9% and was now on a slow downward 
trend. It anticipated TV would account 
for 41.6% of adspend this year and 40.7% 
by 2019. It foresaw a challenging future 
for the medium in certain markets, no-
tably Japan, Singapore and Korea. 

Digital, meanwhile, will continue on 
its inexorable upward trajectory, as its 
share is forecast to increase from 23% in 
2014 to 31% in 2019.

The report noted that digital had al-
ready overtaken TV to be the largest ad-
vertising medium in Australia; by 2019, 
this situation would be replicated in Chi-
na, Korea and New Zealand. Other mar-
kets – India, Indonesia, Malaysia and 
Thailand for example – would see digi-
tal’s share rise double or triple from the 
current figure of between 6% and 8%.

One of Asia’s largest telecommunica-
tions companies – SingTel – also revealed 
its predictions for the Asian ad market for 
2015. According to the report of the com-
pany, there will be four main trends that 
will dominate the market next year - the 
rebirth of television, wearable tech be-
coming the “fifth screen”, the advance-
ment of analytics and the rise of the mar-
keting technologies.

The report reads that with the aver-
age Asia-Pacific user now spending more 
than seven hours daily on their televi-
sion, computer and other mobile devic-
es, 2015 will be a crucial year for brands 
and retailers looking to keep pace in to-
day’s multi-screen environment. Sing-
Tel Advertising, a media platform under 
Group Digital L!fe (GDL) analysed up-and-

coming advertising technology and atti-
tudes from local marketing profession-
als, and emerged with insights for the 
coming year that signal a definitive move 
towards agility marketing.

The first key trend: in 2014, television 
evolved into an all-encompassing catego-
ry: one that streams Internet video con-
tent on computers and mobile devices, 
as well as broadcasts on-demand enter-
tainment via set-top boxes and connected 
TVs. Sensing the platform’s renaissance, 
local marketers have indicated a desire 
towards increased TV ad spend in 2015, 
largely fuelled by the coming of age of TV 
audience targeting, as well as the Pay-
TV industry’s shift in focus, from ‘me-
dia-selling’ to ‘audience-selling’.

With new technology, buying TV ad 
space to target generic audiences has be-
come an outdated approach. It is now 
possible to aggregate TV data and draw 
deeper consumer behavior insights. 
These insights can then inform TV oper-
ators’ programming decisions to attract 
more viewers, create new segmentations 
in real-time based on consumer viewing 
behaviour, and provide niche audience 
targeting options for advertisers.

Wearable technology will become the 
fifth screen 

2014 saw gadgets such as the Microsoft 
Band, Sony SmartWatch and the Sam-
sung Galaxy Gear watch range start to 
make their way into customers’ hands. 
While some might dismiss wearable 
technology as just a passing fad, oth-
ers acknowledge its game-changing po-
tential – the ability to utterly dis-
rupt the modern business world 
and possibly become the ‘fifth 
screen’ after TVs, PCs, smart-
phones, and tablets. Marketing 
professionals in Singapore, espe-
cially those in the healthcare indus-
try, expect that in the next five years, 
integrated advertising strategies will 
evolve to prominently include wearable 
technology.

Wearable technology is at the heart 
of just about every discussion related 
to the Internet of Things (IoT) and the 
new capabilities pervasive connectivity 
can bring. A recent market research re-
port from Mind Commerce LLC estimated 
that global spending on wearable devic-
es will grow from US$9 billion in 2014 to 
reach US$218 billion in 2019. In the next 
few years, we expect that consumers of 
all profiles will come to rely on wearable 
devices and the data they generate. 

AD TRENDSAD TRENDS

Data analytics gets even more
advanced

In line with 80 per cent of marketers ex-
pecting mobile to become the most pow-
erful marketing tool in Singapore by 
2015, brands have already adopted unify-
ing data management platforms such as 
Lotame, which enable data from digital 
and mobile brand interactions to be ana-
lyzed as a whole.

Meanwhile a new WARC study indi-
cates that media prices in China and In-
dia are to increase faster than anywhere 
in 2015. WARC’s latest Media Inflation 
Forecast reveals that TV costs in China 
and India increased by 16 per cent and 
15 per cent respectively in 2014, and will 
continue to move sharply upwards in 
2015, although at a slightly slower rate – 
at 15 per cent and 14 per cent.

By comparison, in the other markets 
in the study – which also included Austra-
lia, France, Germany, Italy, Japan, Rus-
sia, Spain, the UK and the US – TV infla-
tion is running at between zero per cent 
in Italy, two per cent in Japan and eight 
per cent in the UK.

Driven by its fast-growing online in-
dustry and expanding smartphone user 
population, China is set to overtake Brit-
ain and Japan by the end of this year to 
become the world’s second-largest mobile 
internet advertising market.

Spending on mobile advertising cam-
paigns in China this year is forecast to 
jump about 276 per cent to US$7.11 billion 
from last year, according to estimates re-
leased by research company eMarketer.

China would account for 15.9 per cent 
of the total mobile internet advertising 
spending worldwide by the end of De-
cember, ranking behind the 46.6 per 
cent share of industry leader, the Unit-
ed States.

By 2018, China would make up 22.2 per 
cent of the global mobile advertising ex-
penditure, eMarketer data showed. That 
same year, 34 per cent of all advertising 
spending in the country is predicted to be 
on the mobile platform.

Online search giant Baidu, for exam-
ple, reported that its mobile business 
made up 36 per cent of its 13.52 billion 
yuan (HK$17.1 billion) revenue in the 
third quarter, when the company saw 
an 11.2 per cent year-on-year increase 
in online marketing customers to about 
516,000 and 35.6 per cent higher average 
revenue per customer to 25,900 yuan.

Data from eMarketer showed China’s 
total digital advertising spending, which 
comprises desktop and mobile internet 
campaigns, was estimated to rise 45 per 
cent to US$23.7 million. ▪

TV and digital platforms 
drive growth in Asia
The advertising market in the Asia-Pacific region 
is expected to boom in the upcoming years. Yako 
Molhov takes a look at the latest forecasts.
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China is set 
to become 
the world’s 
second-largest 
mobile internet 
advertising 
market   

A
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Endemol is the leading company in the merger, with two other top En-
demol executives joining CEO Sophie Turner Laing and President Tim 
Hincks at the helm of the new company. Endemol’s Chief Financial 
Officer Edwin van Es kept the same position within the new group. 
Boudewijn Beusmans, Chief Legal and Business Affairs Officer at En-
demol, became Endemol Shine Group’s Group Commercial Officer.

Shine International and Endemol Worldwide Distribution were 
merged under Cathy Payne, former CEO of Endemol Worldwide Dis-
tribution. Shine International CEO Nadine Nohr left the company after 
the transition.

Shine’s Chairman, Northern Europe and Shine 360, Gary Car-
ter and Endemol’s Chief Operating Officer Martha Brass now lead 
together the joint venture’s International Operations as division Co-
CEOs. Carter is overseeing Germany, Austria, Switzerland, the Nordics, 
the Netherlands, Belgium, Russia, Central and Eastern Europe, the 
MENA region, Turkey and South Africa; while Brass is covering France, 
Italy, Spain, Portugal, Australia, India, China, South-East Asia, Latin 
America and Israel.

Who will run the newly created company?

CREATING A MONSTERCREATING A MONSTER

Endemol Shine President
Tim Hincks

Endemol Shine CEO Sophie 

Turner Laing

Endemol
Shine
Group

One of the leading stories of the past year was the creation of a new 
TV distribution and production behemoth, arguably the biggest one of 
its kind. The merger of Endemol, CORE Media and Shine Group will 
have a major impact on the global TV market for years to come. Yako 
Molhov reminds us how the super company was created.

The first signs of this giant merger ap-
peared back in May 2014 when 21st Cen-
tury Fox issued a statement that it in-
tended to create a joint venture with 
Apollo Global Management which will 
see Shine, Endemol and Core merge into 
a new production and distribution en-
tity. During the summer months there 
were lots of speculations regarding the 
deal, especially following the resigna-
tion of various high ranking executives, 
with 21st Century Fox’s CEO announc-
ing in September that the merger will 
become a fact shortly. On October 21st 
Century Fox and Apollo announced that 
they will take 50%  each in the new com-
pany. The deal was officially approved in 
December, with Endemol Shine Group 
beginning to trade on January 1, 2015. 

The merger has created one of the 
world’s largest independent production 
businesses, if not the largest, with es-
timates being that its valuation will be 
in the region of $2 billion, according to 
The Financial Times. 

Endemol, Shine and CORE Me-
dia are the building blocks of the new 
mega-producer/distributor and, as ex-
pected, Endemol is the leading entity 
in the merger. It is a world leading cre-
ator, producer and distributor of multi-
platform entertainment. The company 
annually produces more than 300 series 

T and over 15.000 hours of programming 
across scripted and non-scripted genres, 
including drama, reality TV, comedy, 
gameshows, entertainment, factual 
and kids programming.  Its portfolio in-
cludes hits like Big Brother, Deal or no Deal, 
Wipeout, The Money Drop and Your Face 
Sounds Familiar.  The company’s grow-
ing portfolio of award winning drama 
and comedy includes international ti-
tles such as Kingdom, The Fall, Jonathan 
Strange and Mr. Norrell, Peaky Blinders, Hell 
On Wheels, Benidorm, Ripper 
Street, Black Mirror; etc. 

Endemol was con-
trolled by Apollo Global 
Management which also 
fully owned CORE Me-
dia before the merger. It 
was founded back in 1994 
by a merger of television 
production companies 
owned by Joop van den 
Ende and John de Mol, 
the name deriving from 
the combination of their 
surnames. In 2000 following the global 
success of Big Brother, Endemol was sold 
to the Spanish telecom and media cor-
poration Telefónica for the whopping 
5.5 billion euros. However, the telco gi-
ant could not capitalize on the acquisi-
ton while the dotcom bubble further ex-

acerbated the financial performance of 
Endemol. 

In November 2005, 25% of the com-
pany was taken public. Goldman Sachs, 
Italian media group Mediaset and in-
vestment firm Cyrte connected to John 
de Mol acquired Endemol in 2007 for 2.6 
billion euros, more than two times less 
than what Telefónica paid for the com-
pany seven years earlier. 

The company continued to struggle 
financially as its big gun Big Brother was 

losing popularity on a glob-
al level and other new for-
mats could not compensate 
on the earnings side. On 
March 23, 2012, Endemol’s 
debt which was report-
ed to have reached 4.1 bil-
lion euros in 2011 was con-
verted into shares by US 
private-equity firm Apollo 
Global Management. On 
April 3, 2012, Mediaset sold 
its majority stake in En-
demol to Apollo and Dutch 

asset manager Cyrte, and Endemol re-
structured the bulk of its debt. Apollo 
was the only investor left in Endemol 
after it bought all of Endemol’s 2 bil-
lion euro debt from lenders including 
Barclays, Royal Bank of Scotland, Cen-
terbridge, Lehman Brothers and Gold-

man Sachs in Europe’s secondary loan 
market over a period of two years.

Endemol currently operates compa-
nies in 30 countries around the world 
and claims to be launching approxi-
mately 80 new shows per year. Its an-
nual distribution business accounts for 
33.000 hours of finished programming.

Shine Group is an international 
television production and distribution 
group with 27 production companies 
across 11 countries creating scripted and 
non-scripted content in the global mar-
ketplace. It was founded by Rupert Mur-
doch’s daughter Elisabeth 
back in 2001. Shine Group 
companies include UK-
based Dragonfly, Kudos, 
and Princess Productions. 
It also includes Shine TV 
(factual and factual enter-
tainment), U.S. producer 
Shine America (formerly 
Reveille), and Shine Nor-
dics (previously Metro-
nome Film & Televison) the Nordic re-
gion’s largest production group.  Shine 
International is the group’s interna-
tional distribution arm and is respon-
sible for the distribution of the various 
formats of the group. 

News Corporation acquired Shine 
Group on April 5, 2011 for £415 million. 

The deal was deemed controversial back 
then because it turned out that Shine 
has some hidden debts of about $135 
million – significantly higher than had 
been thought previously – and 21st Cen-
tury Fox faced legal action from share-
holders who did not believe the deal 
should have been made. Also, Shine 
Group was sold to 21st Century Fox, 
Elisabeth Murdoch father’s media con-
glomerate, giving her a personal profit 
of about £130 million from the deal. 

Shine International distributes a 
catalog of more than 4.000 hours of 

broadcast content to more than 
200 territories worldwide on be-
half of both Shine Group com-
panies and third party produc-
ers. Internationally-successful 
non-scripted shows from the 
group include MasterChef, Min-
ute to Win It, The Biggest Loser and 
One Born Every Minute.  In script-
ed programming Broadchurch, 
one the UK’s most successful 

dramas of recent years, has travelled 
to over 100 territories, been recognized 
with multiple awards and in Gracepoint, 
been adapted in the US. Crime drama 
The Bridge, also critically acclaimed in-
ternationally, has been adapted both in 
the U.S and the UK and France.

CORE Media Group was founded as 

CKX, Inc. back in February 2005. It is an 
American company that owns and de-
velops entertainment content and in-
tellectual property. Before its founding 
in 2005, and during a period from 1986 
to August 2002, the company operated 
a franchise of golf equipment, former-
ly known as Sports Entertainment En-
terprises. In August 2002 the company 
sold all of its former assets. From Sep-
tember 2002 to February 2005, the com-
pany’s main priority was to pursue a 
transaction with a business enterprise. 

In 2005, it bought British company 
19 Entertainment from Simon Fuller, 
who subsequently joined the company’s 
board. With the purchase, the company 
acquired a majority share of the rights 
to the Idol series, including American Idol 
and So You Think You Can Dance, as well as 
Pop Idol in the UK and numerous other 
international versions. Later that year it 
bought an entertainment agency, with 
artists on its roster such as Robin Wil-
liams, Billy Crystal and Woody Allen. 

In 2005, the company bought 85% of 
the rights to the name, image and like-
ness of Elvis Presley, and the operations 
of Graceland, from the trust of Lisa Ma-
rie Presley. Apollo Management bought 
the company on June 21, 2011. A year lat-
er, Apollo started buying out Endemol’s 
debts. ▪

the story behind the creation
of a global TV behemoth

The merger 
has created 
one of the 
world’s largest 
independent 
production 
businesses 
worth nearly
$2 billion  

Shine Group 
owns 27 
production 
companies 
across 11 
countries 
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