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Two TV markets are being held 
at exactly the same time — 
DISCOP is in South Africa, 

while the other, MIP Cancun, is 
13,400 kilometers away, in Mexico. 
Both will start on November 14 and 
both will end three days later.

In terms of participation, 160 
sales companies are expected in 
Cancun. A similar number will be in 
Johannesburg. Of these, 26 will be 
exhibiting at both markets, trying to 
reach small LATAM buyers and small 
African territories at the same time.

This November marks DISCOP 
Johannesburg’s sixth year, while it’s 
MIP Cancun’s fi fth. The idea behind 
these markets was to cater to those 
regional buyers who don’t have the 
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The future of the fi lm biz will 
be revealed to skeptics at the 
39th annual American Film 

Market (AFM), taking place October 
31 to November 7, with exhibitors 
housed in suites at the Lowes Santa 
Monica Beach Hotel in Santa Monica, 
California. The AFM is organized by 
the Los Angeles-based Independent 
Film & Television Alliance (IFTA).

To possibly argue against the 
content of The Big Picture, the recent 
book by U.S. entertainment industry 
reporter Ben Fritz, will be Charles 
Rivkin, the chairman and CEO of 
the Washington D.C.-based Motion 
Picture Association of America, and 
Jean Prewitt, president and CEO of 
IFTA, during the November 2nd View 
From The Top session (moderated 
by The Wall Street Journal’s Erich 
Schwartzel), one of the 40 or so 
scheduled conferences, roundtables 
and workshops that are already on 
the schedule at the upcoming AFM.  

MIP Cancun and
DISCOP Joburg’s 
Double Date

(Continued on Page 4)

At MIPCOM, LATAM Bets 
on DMDLA’s New TV Series

Yesterday, during a press lun-
cheon, Disney Media Distri-
bution Latin America (DM-

DLA) announced the production of 
Cazadores de Milagros, a series of 
13 one-hour episodes available for 
worldwide distribution. It is a co-pro-
duction between DMDLA, Mediapro, 
BTF Media, and Somos Produccio-
nes, with production set in Mexico. 

Produced by BTF Media, Caza-
dores de Milagros combines fi ction 
and reality. The plot interweaves the 
stories of a skeptical journalist who 
works at a news portal and needs a 
successful article to save his career, 
a young and brilliant heiress of a me-
dia empire that’s as successful as it’s 
controversial, and an enigmatic clair-
voyant debating between faith and 
necessary. 

These three characters’ destinies 
cross in a unique mission: to track 
real cases of miraculous events, 
which force them to question their 
doubts and their certainties in faith. 
In each episode, this particular team 
will investigate unexplained cases 
that sometimes will have scientifi c 
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One piece of fake news perpetrated by the 
digital-only media is that “print is dead.” But 
the reality is that the news originating from 

print media (in whatever form) tends to be real, while 
the news coming from purely digital media is often 
fake. 

Indeed, anyone can wake up in the morning, 
decide to start a digital publication and, in a matter 
of hours, create one. But then, if this newborn digital 
“newspaper” wants to make money, it needs to either 
buy an actual newspaper or create one by investing at 
least $10 million.

And this is exactly what digital pioneers like 
Amazon’s Jeff Bezos and  Salesforce’s Marc Benioff 
did. Bezos acquired The Washington Post for $250 
million and Benioff bought Time magazine for $190 
million.

In these cases, according to 
general U.S. statistics, only 22 
percent of advertising income 
will be generated from the 
online domains, while 78 
percent will come from the 
print editions.

Next, let’s take a look at 
readership. According to a 
recent report from Iris Chyi, 
an associate professor of 
New Media Research at the 
University of Texas, Austin, 51 
percent of people who read 
a newspaper read it exclusively in print, compared 
to just fi ve percent who read it exclusively on a web 
browser, and fi ve percent who only read on mobile.

Professor Chyi’s conclusion is that “the reports of 
print’s demise have been greatly exaggerated.”

Furthermore, according to a survey commissioned 
by Chicago-based graphic communications orga-
nization Two Sides, consumers believe that print media 
is a safer, more secure, and more trusted medium than 
its digital counterparts in virtually every way.

Specifi cally, 56 percent said they trust news items 
they read in printed newspapers, while just 34 percent 
said they trust the news they read on Social Media.

But there are other considerations about the power 
of print that don’t need an offi cial survey — just 
observations around Cannes, here at MIPCOM.

Market participants don’t have the time to read 
much news online once the market has started. They 
barely have time to read their own e-mails.

Print media, on the other hand, is easy to fl ip 
through while waiting for a meeting or while walking 
from their hotel to the convention center.

Online news read the day after it’s posted feels 
dated compared to print news, which tends to be 
evergreen. Do you notice how market participants 
pack their unread publications to take on their trips 

back home? 
This is something I do 

all the time. For example, 
while at the two-week L.A. 
Screenings, I picked up all 
local newspapers (as I do in 
every town), but I did not 
have time to read all of them, 
so they piled up in my hotel 
room until the last day when 
they were packed to be read 
on my six-hour fl ight back 
to New York City. And I was 
gratifi ed to learn that the 
news was as fresh as apples 

harvested from the Tree of Knowledge.
One fi nal note about local papers. During my trips 

(of which there are many each year), I make a point 
of buying the local papers at the airport, even if I am 
only there for a short time to catch a connecting fl ight. 
After I read them, instead of discarding them, I offer 
the papers to folks sitting nearby with the conviction 
that a newspaper is a terrible thing to waste.

Dom Serafi ni

My 2¢
Print news wins over online-only news and Social Media, 
but don’t take my word for it, ask Vladimir Putin. And if this 
still doesn’t convince you, look at Jeff  Bezos acquiring The 
Washington Post and Marc Benioff  buying Time magazine.
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Cover Stories

Double Date DMDLA at MIPCOM Cannes Visuals

Straight
From the Palais

• Italy’s Rainbow closed broadcast deals with 
Russia’s Carousel and France Télévisions for 44 
Cats. The animated preschool series follows the 
adventures of four feline musicians who form the 
musical group The Buffycats. The four friends 
live in the Clubhouse, and go on adventures that 
focus on themes of friendship and altruism. Both 
Carousel and France Télévisions will air 44 Cats 
beginning in September 2019. 

• SPI International/FILMBOX is launching 
Timeless Drama Channel (TDC), a new worldwide 
TV network devoted to Turkish drama series and 
movies. The Channel will feature internationally 
acclaimed premium series such as Kurt Seyit and 
Sura, The Uncle in Black, 20 Minutes, and The End, 
among others. 

• CBS Studios International held the world 
premiere screening of new drama series Escape 
at Dannemora at the Palais on Monday night. 
Pictured below is director/producer Ben Stiller. 

• A+E screened the pilot episode of their new 
series Project Blue Book yesterday. The show’s 
stars Michael Malarkey, Laura Mennell, and Aidan 
Gillen were present along with executives from 

A+E Studios, A+E International, and History. 
Aidan Gillen stars as Dr. Josef Allen Hynek, a real-
life professor at Ohio State University recruited 
by the United States Air Force to research and 
hopefully disprove sightings of unidentifi ed fl ying 
objects. Dr. Hynek ultimately comes to believe 
the U.S. government might be hiding more than 
they’re willing to admit.  
Pictured (l. to r.): A+E’s Patrick Vien, showrunner 
Sean Jablonski, Michael Malarkey, Laura Mennell, 
Aidan Gillen, A+E’s Edward Sabin and A+E’s Barry 
Jossen.

• Lots of stars in attendance at the Twentieth 
Century Fox stand yesterday. Pictured below: Maria 
Bopp of Me Chama de Bruna, Alphonso Herrera of 
Sitiados, and Lali Esposito of Talento Fox.

explanations, but they will soon fi nd that the limits 
of reason will not be enough.

Following the success of previous original 
productions such as  Hasta que te Conocí, El Cesar 
and El Secreto de Selena, this new production 
strengthens DMDLA’s strategy of offering 
captivating programming for international 
audiences. DMDLA also announced the new 
original drama Americana, co-developed with 
Washington DC-based Naím Media Group (NMG). 
Naím has already created series El Comandante, 
produced for Sony Pictures TV. 

The 10-episode series takes place in late 19th-
century Brazil, when defeated Confederates were 
invited by the emperor to the nation. When a 
reporter investigates a series of violent murders 
in the American colony, dark secrets are unveiled 
amidst the country’s political change. 

Pictured on the front cover: Fernando Barbosa,  
senior vice president and general manager at Disney 
Media Distribution & Production LA, and his Latin 
America & U.S. Hispanic Market team.  

budget to attend markets such as MIPCOM. But if 
the dates are perfect for buyers in those regions, 
they represent a problem for international 
sellers, especially for small content distribution 
companies that have to stretch their sales staffs 
thin in order to attend both.

When asked about the overlap, DISCOP 
organizer Patrick Zuchowicki simply said: “We 
decided on [our] dates before MIP Cancun did.”

Last year, DISCOP’s problem was being held 
too close to MIPCOM, since it started just fi ve days 
after the Cannes market ended.

MIP Cancun will, for the second year in a row, 
be housed at the Moon Palace, a large gated resort 
that eliminates safety risks that other venues in 
the area might present. 

Safety being a concern also in Johannesburg, 
DISCOP is held in the affl uent Sandton area. 
Asked why the market is not held in safer, glitzier 
Cape Town, a DISCOP organizer commented, “80 
percent of our attendees come from Africa and 
Africans prefer Johannesburg by far.”  

Viacom International Studios’ Ant Ward, David 
Lynn, Kat Graham, Pierluigi Gazzolo, Andy Suriano 
promoted the reimagined kids’ series Rise of the 
Teenage Mutant Ninja Turtles.

Former Disney’s Global Distribution president Ben 
Pyne visited Paramount’s WW TV Licensing, Dan 
Cohen at the Paramount/Viacom stand.

Mondo TV launched brand new live-action, sci-fi  
series 2050, a co-production between Mondo TV 
Iberoamerica, VIP 2000 TV, and Casablanca. The 
sci-fi  drama is set in a post-apocalyptic world where 
the government has banned culture in all of its 
forms. A group of young revolutionaries come across 
hidden literary classics and hope to restore truth and 
emotion into society. Also new to Mondo TV’s roster 
is MeteoHeroes. A Mondo TV co-production with 
MOPI (Meteo Operations Italia) the animated series 
follows six children who transform into superheroes 
with the ability to control nature and the weather. 
MeteoHeroes will launch in spring 2020. 
Pictured above: MOPI’s Luigi Latini with Mondo 
TV’s Valentina La Macchia, Matteo Corradi and 
Micheline Azoury.

(Continued from Cover) 

Check www.raitalia.us for all of the details on our programming

Rai continues to be the home of the best content in Italian, 
including Serie A, dramas like Don Matteo, the weekly papal mass and more!

October 3, will be the last day Rai’s channels 
are available on DISH and Sling.

We thank our DISH Rai customers for their loyalty and invite you 
to continue to enjoy our channels through our current providers 

Check http://raitalia.us/getrai/ 
and enter your zip code to find the available distributors near you

These new distributors join 
Rai’s longtime affiliates at 
Comcast, Altice, Charter, 
Verizon, Cox, AT&T Uverse, 
Frontier and much more.
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The Wendy Williams Show, will 
be honored with the NAB Show 
New York Impact Award. 

NAB organizers expect over 
14,000 participants across the 
two-day event. 

Up The 
Ladder 

• A+E Networks hired Patricio 
Teubal as general manager of 
A+E Networks Italy. In his new 
role, he will oversee A+E Net-
works Italy and its three chan-
nel brands: History, Crime + 
Investigation, and Blaze.

• AMC Networks promoted 
Eduardo Zulueta to president 
of AMC Networks International 
(AMCNI). He will assume his 
new role beginning November 
1, 2018.

• GRB Entertainment has re-
branded as GRB Studios. With 
the reorganization, Scot Cru 
has been promoted to president 
of the company. He previously 
served as president of GRB’s 
International Sales and Distri-
bution team. Additional pro-
motions include Karen Pinto 
to EVP, Production and Megan 
Reeves to SVP, Development.

• Kanal D International named 
Ekin Koyuncu as sales execu-
tive for CEE territories. She has 
previously held positions at Life-
time and MedyaVizyon. 

• Kew Media Distribution ap-
pointed Graham Begg to VP, 
Business Development and Pro-
ducer Relations. In his newly 
created role, Begg will focus on 
developing partnerships with 
production talent and manag-
ing new business opportunities. 

• Madd Entertainment brought 
on Deniz Cantutan as sales 
manager. Prior to her new role, 
she served as sales manager at 
Kanal D International. 

• Twentieth Century Fox Tele-
vision Distribution promoted 
Chris Bettes to SVP of Brand 
Marketing & Creative. He will 
be responsible for brand strate-
gies for the Worldwide Market-
ing team, overseeing all creative 
and design services within the 
division. TCFTVD also promot-
ed Maria Ines Rodriguez to 
SVP, EMEA. She joined TCFT-
VD in 2014, and most recently 
served as vice president, EMEA.

Robert De Niro headlines the opening keynote event today during the fi rst day of NAB Show New York at the 
Javits Convention Center. De Niro will give his perspective on the future of fi lm and entertainment, refl ecting 
on his four-decade career in the entertainment business as an actor, producer, and director. 

Organized by the National Association of Broadcasters, the two-day event showcases programming and panel dis-
cussions from power players in media. This year’s marketplace features 
67 fi rst-time exhibitors, including Google, Microsoft, and Primestream, 
among others. Alongside these new companies, 227 past exhibitors will 
again be in attendance to exhibit their products and latest technologies. 

NAB Show New York will also host a two-day Streaming Summit co-
produced by industry expert Dan Rayburn, which will address several 
topics, such as ad insertion and live OTT services. 

Tomorrow, October 18, ABC News’ Martha Raddatz and NAB presi-
dent and CEO Gordon Smith will lead a keynote conversation to discuss 
Raddatz’s wide-ranging experience in broadcast journalism. 

Also on Thursday, Wendy Williams, television personality and host of 

De Niro To Keynote NAB New York 

World
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Smithsonian Institute — reach-
es the region through DirecTV. 
The Jornadas helped to promote 
it and pledged to co-produce 
content with Spanish-speaking 
producers.

During one of the confer-
ences ATVC president Walter 
Burzaco (pictured) urged the 
Argentinean authorities to 
come up with fair regulations. 
“It must be the choices facing 
consumers that determine the 
rules and regulations. Obstacles 
that limit the development and 
use of communications and in-
formation technologies should 
be eliminated,” he said in the 
presence of Andrés Ibarra,vice 
president of the Cabinet and 
Minister of National Moderniza-
tion.

The other critical issue that 
re-emerged at the conferences 
was that of piracy, an increas-
ingly uncontrollable thing in the 
pay-TV sector. 

“Four different households 
connected to a single subscriber 
is wrong,” said Guillermo Da-
vin, commercial manager of the 
Intercable Network, referring to 
the piracy situation that cable 
companies experience in Argen-
tina.

Belén Piñeiro, an anti-pira-
cy counselor at Fox Networks 
Group, added that illegal re-
transmission and sub-reporting 
represents annually U.S.$960 
million in losses for operators 
and programmers, U.S.$282 
million in tax losses for the 
country, and a loss of more than 
5,500 jobs.

Ultimately, the Jornadas re-
affi rmed its status as an increas-
ingly local event, moving away 
from its former identity as the 
premier market of the entire 
Latin American industry.

Since the country is going 
through an economic reces-
sion that is expected to extend 
through 2019 — with slow re-
covery to happen in 2020 and 
beyond — the scenario doesn’t 
favor signifi cant investments in 
local pay-TV. It looks like the op-
posite is true, instead: The play-
ers will be forced to use their 
limited resources to reduce sub-
scriber losses. 

The Jornadas are surviving, 
but it must look at ways to rein-
vent itself. Its organizers must 
not ignore what happened to 
cable trade shows organized by 
NCTA (in the U.S.), Mexico’s 
Canitec, Panama’s TEPAL and 
Brazil’s ABTA, which don’t exist 
anymore. The Argentine event is 
the only one that remains stand-
ing. (By Omar Mendez)

The current political and economic situation of Argentina had an unforeseen impact on the 28th edition of the 
Jornadas, the International Cable Days convention, which was held in Buenos Aires from September 25 to 27. 
Most notably, a general strike against the government of President Mauricio Macri on the opening day reduced 

the event to just two days.
The strike did not, however, affect the central structure of the event, 

which featured conferences on the state of the cable TV sector, and 
was jointly organized by the Argentine Association of Cable Television 
(ATVC) and the Chamber of Producers and Programmers of Satellite Sig-
nals (CAPPSA).

The two-day fair was similar to events held in years past. The same TV 
channels that have been supporting the conference — including many of 
the largest companies in the industry — once again took to their booths.

There wasn’t any major news, except for the formal announcement 
of the launch of the Smithsonian Channel in the Latin American mar-
ket. Currently, the channel — a joint venture between Showtime and the 

Jornadas: LATAM’s Cable TV Show Limps Along 

World
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LATIN AMERICAN TV FARE

Argentina’s Telefi lms arrives at Cannes with 
a roster of fi lms that will keep audiences 
on the edge of their seats. 

Adrift is the true story of a young couple’s 
journey to survive one of the most lethal 
hurricanes in recorded history. The inspiring 
movie follows the two free spirits as they are left 
stranded in the middle of the Pacifi c Ocean.  

In Hereditary (pictured) a family begins 
unraveling shocking secrets about their ancestry 
when their old matriarch passes away. It quickly 
becomes clear that they’re fi ghting against a 
sinister supernatural force. 

A young mother fi nds herself with nothing to 
lose in Peppermint. After a drug lord murders her 
husband and child, she embarks on a brutal quest 
for vengeance. Jennifer Garner stars.

In a world where puppets coexist with humans, 
the cast of an ’80s children’s show fi nd themselves 
becoming targets of a horrifi c murderer who 
picks them off one by one in The Happytime 
Murders. A disgraced LAPD puppet detective 
turned private eye is the only one who can crack 
the case. Elizabeth Banks, Melissa McCarthy, and 
Joel McHale star. 

In action-thriller Mile 22 Mark Wahlberg 
plays James Silva, leader of a crack CIA team 
whose job is to stop nuclear proliferation. When 
an Indonesian police offi cer arrives at the U.S. 
embassy with vital intelligence, Silva and his 
team will have to face the daunting task of safely 
transporting him to an airstrip 22 miles away.
Stand P-1.C2
www.telefi lms.com.ar

Telefi lms Adrift
In Action and Drama

TV Azteca Is
Wild By Nature

Record TV Takes You 
To Belaventura

Disney Shares
El Secreto de Selena

Brazil’s Record TV has a slate filled to the 
brim with Bible stories. Soap opera Jesus 
(Jesús) tells the fascinating life story — 

from birth to resurrection — of the man who 
changed the world.

At the tender age of eight, Leah (Lea) becomes 
the caregiver for her newborn sister, Rachel, after 
their mother’s death (pictured). Years later, she 
meets and falls in love with Jacob, but is shocked 
and saddened to learn that he wants Rachel, 
instead. They trick him into marrying Leah, but 
Jacob grows to hate Leah for her deception. Still 
in love with Rachel, he weds her, too. Despite her 
husband’s hatred for her, Leah vows to be a good 
wife.  

Apocalypse (Apocalipsis) explores one of the 
most controversial topics in the Bible, the End of 
Times, by telling a multi-generational tale that 
ends with one man using his rival’s studies to fuel 
a perverse desire for world domination that will 
bring his true identity — the antichrist — to light.

The fictitious region of Belaventura takes 
center stage in this Middle Ages-set soap opera. 
Enrico is an extremely lucky man who inherited 
a huge realm here, while just outside the town, in 
the plebian village, lives Pietra, a beautiful young 
woman. Each will find in the other what is missing 
in their lives.

Asher, Joanne, and Zach are inseparable as 
children until both boys fall for Joanne in The 
Rich and Lazarus (El Rico y Lázaro). Along 
with this love triangle, the trio will also have 
to deal with the fulfillment of the prophecy of 
Jeremiah, that the sons of Israel will be punished 
for failing to listen to God. This is accomplished by 
the arrival of Nebuchadnezzar, the cruel king of 
Babylon, who invades Jerusalem and enslaves the 
Jewish people.

After the death of Moses, Joshua is the new 
leader of the Hebrews, and must lead them to The 
Promised Land (La Tierra Prometida).

A prologue to The Slave Isaura, The Slave 
Mother (La Esclava Madre) focuses on the 
generation before the story of the light-skinned 
slave obsessively pursued by Mr. Leoncio.
Stand P-1.G22
www.recordtvnetwork.com

Disney Media Distribution — Latin America is 
currently highlighting two new compelling 
biographical dramas. 

El Secreto de Selena (Selena’s Secret) is the 
revealing story of Selena Quintanilla, the Mexi-
can-American singer and songwriter that became 
Queen of Tex-Mex. The powerful series is based on 
the bestseller by María Celeste Arrarás, who led an 
extensive investigation into the circumstances sur-
rounding Selena’s murder. 

Monzón (pictured) is a biography of Argentin-
ian boxer Carlos Monzón, a onetime sports idol 

Mexico’s TV Azteca International is 
presenting a wide-ranging catalog 
headlined by historical drama Maria 

Magdalena (pictured), which recreates the 
life and times of a passionate woman during 
oppressive times, who challenged the laws of a 
corrupt society run entirely by men.  

Docu-reality show Mundo Metro depicts the 
universe of the most advanced underground 
transport system in all of Latin America: that of 
Mexico City. Its mission is to transport millions of 
people each day. But what happens when security 
must intervene to prevent fi ghting between 
football fans? Or when there’s an emergency? 

A reporter makes the unorthodox decision to 
check herself into a psychiatric hospital in order 
to solve her grandmother’s murder in Dementia. 
But once she discovers the truth, will she be able 
to leave?

La Academia is a musical format that has 
already found success in Mexico, Singapore, 
Malaysia, Indonesia, and Central America.

For Fut Azteca, TV Azteca has secured the 
worldwide broadcast rights to six of the 18 teams 
in Liga MX — the professional soccer league in 
Mexico — which includes 102 games during the 
2018 to 2019 season, as well as half-hour weekly 
highlights. Also available are worldwide rights 
to several of these teams during the 2019 to 2020 
and 2020 to 2021 seasons.

In factual series Wild By Nature, actor and 
naturalist Arturo Islas travels to jungles, deserts, 
and seas, in search of the endemic fauna of 
Mexico, and introduces the mammals, birds, 
reptiles, amphibians, fi sh, and insects that are 
present there to viewers.
Stand R8.B10
www.tvaztecainternacional.com

who was convicted of murdering his wife, the 
mother of his youngest son. 
Stand C14
www.disneymediadistribution.tv 
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AFM 2018 AFM Conferences at a Glance

The subtitle of Fritz’s book is: “The Fight 
For The Future of Movies,” and offers a 
synopsis right in the Contents page: how 

franchises killed originality, why studios stopped 
making mid-budget dramas, and how TV stole 
movies’ spot atop Hollywood.

Even though those issues don’t concern 
independent producers who don’t have IP rights 
to Marvel’s characters, the overall topic of 
survival is of importance, for theatrical releases 
of indie movies bring more money from VoD 
platforms. But, commented a Canadian fi lm 
producer-distributor who will be in attendance, 
“Some buyers will attend AFM, if only for small 
territories.”

Also, it is not encouraging that the recent 
edition of TIFF in Toronto, Canada, did not 
go well for fi lm sales, with some distributors 
spending time in theaters looking for fi lms to 
acquire. In addition, the Rosh Hashanah holiday 
took nearly two full days off the September 6-16 
event, and the FIN Partners eliminated another 
three days, taking some TIFF participants 1,300 
kilometers east of Toronto to Halifax for the 21st 
annual Film Financing Market, which took place 
on September 13-15.

One company betting big on the AFM is 
Telefi lms, which will go to Santa Monica with 
a large contingent of 13 executives, both to sell 
and acquire movies. Company president Tomas 
Darcyl (pictured below) will have his team from 
the Diamond Films divisions (Telefi lm’s theatrical 
distribution division) of Mexico, Brazil, Colombia, 
Peru, Chile and Argentina, plus his team from 
Spain, as well as executives from the company’s 
Sun Distribution Group division. 

tures story analyst. (November 5)
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Michele Gipson, SAGindie; Cynthia Tollett, Di-
rectors Guild of America; Kay S. Wolf, Writers 
Guild of America West. (November 6)
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The Global Perspective 
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derated by Erich Schwartzel, The Wall Street 
Journal. (November 2)
• The Producer & Financier Perspective (No-
vember 2)
• From the Frontlines: The Buyer Perspective, 
moderated by Jeremy Kay, Screen International. 
(November 2)

Pitch Conferences
• Pitching Essentials (November 3)
• The 2-Minute Pitches, moderated by Pilar 
Alessandra, On The Page. Panelists: Tobin 
Armbrust, Virgin Produced; Cassian Elwes, in-
die producer and agent. (November 3)

Blockchain Conferences
• Democratizing Finance and Distribution, mo-
derated by Nelson Granados, Pepperdine Gra-
ziadio Business School. Presenters: Irina Albita, 
Film Chain/Big Couch UK; Andrea Iervolino, 
AMBI Media Group/TaTaTu; Florian Glatz, Ci-
nemarket; Robert Binning, StreamSpace; 
Sam Klebanov, Cinezen Blockchained Enter-
tainment AB; Alan R. Milligan, White Rabbit. 
(November 3)

Finance Conferences
• Producing Studio Films with Independent Bud-
gets, moderated by Richard Botto, Stage 32. 
(November 4)
• The Film Finance Matrix: From Script to Scre-
en, moderated by David Offenberg, Loyola Ma-
rymount. Panelists: Anthony Beaudoin, Union 
Bank; Tamara Birkemoe, Foresight Unlimited; 
Ryan Broussard, Media Services. (November 4)

Production Conference s
• Producing for the Pre-Sales Marketplace, mo-
derated by Paul Hertzberg, CineTel Films, Inc. 
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AFM 2018 AFM Conferences at a Glance
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For The Future of Movies,” and offers a 
synopsis right in the Contents page: how 
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bility of LGBTQ Characters, moderated by Lucy 
Mukerjee, Outfest & Newfest. (November 3)
• The Passion Of The Film: Embracing Our New 
Opportunities, moderated by Barry Landis, 
Ribbow Media Group. (November 4)
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Panelists: Ryan Suffern, Kennedy/Marshall; 
Caryn Capotosto, Tremolo Productions; Derek 
Doneen, filmmaker; Khaliah Neal, producer. 
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dscape (November 2)
• Understanding Distribution In China (Novem-
ber 2)
• How to Build, Manage and Grow Your Own Vi-
deo On Demand Business, with presenters: Da-
vid White, SHIFT72; Mathew Joubert, SHIFT72. 
(November 4)
• The Louisiana Advantage (November 4)
• Success factors of Korea CG/VFX and Korea-
Global Co-Production, with presenters: Sunwoo 
Nam, W2 Studios; Min Sun Hye, WYSIWYG 
Studios; Ko Eun Jung, Digitalidea VFX; Karl 
Hur, Mofac Creative Works; Stephen Hwang, 
Studio Macrograph. (November 5)
• Score It Great! How To Get The Best Possible 
Film And TV Music For Every Budget, moderated 
by Dennis Dreith, Transparence Entertainment 
Group. Panelists: Paul Broucek, Warner Bros. 
Pictures; Germaine Franco, composer and mu-
sic producer; Kim Roberts Hedgpeth, Film Mu-
sicians Secondary Markets Fund. (November 5)
• Working With the U.S. Guilds, with Darrien 
Michele Gipson, SAGindie; Cynthia Tollett, Di-
rectors Guild of America; Kay S. Wolf, Writers 
Guild of America West. (November 6)
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E.U. NEWS

E
arly this month, the E.U.-financed 
and Strasburg, France-based Eu-
ropean Audiovisual Observatory 
released a 42-page report on the 
state, development, and character 
of all-news TV channels available 

in Europe. The report was written by the Obser-
vatory’s Laura Ene. 

Since the world’s first 24-hour TV news 
channel, CNN, was launched in the U.S. in 1980, 
the genre has undergone a series of significant 
developments and growth. Today, around 
140 all-news channels are available in Europe 
regardless of their establishment location. 

In a quest to globalize the news agenda while 
staying relevant for regional and sometimes 
national audiences, international networks have 
developed tailored multi-language and multi-
cultural editions for their news channels. With 
very few exceptions, the news channels adapt 
their editorial focuses to their specific national, 
regional, or global audiences. 

Because content relevance is key, a multi-
market approach in this field must encompass 
both linguistic and cultural adaptations of the 
content to the core audiences in order to offer 
competitive editions of the news channel. 

Of these 140 all-news channels, a total of 43 
percent are national, meaning that their agenda 
is focused on one specific European territory 
and aimed primarily at the respective national 
audience. A full 57 percent are international, 
meaning that either their agenda doesn’t have 
a national focus or their core audience is not 
European. 

Euronews, DW, France 24, RT, Al Jazeera, and 
i24News are global networks offering multiple 
international news channels aimed at transna-
tional markets or global linguistic communities. 

BBC, CNN, and Sky are global brands propo-
sing a mixed portfolio of national and single-
edition international news channels, be they 
regional or global. RT and Al Jazeera can also 
be included in this category due to their more 
localized channels including RT UK, RT France, 
and Al Jazeera Balkans. 

As a rule, the TV news channels adapt their 
editorial focuses to their core audiences, be they 
national, regional, or global. Exceptions are 
NDTV 24/7, A News, UA TV, Channels 24, CNC 
World English, and CGTN English, which focus 
on a national agenda aimed at a global audience 
with the intention of promoting the country’s 
image and stories abroad. 

On average, only one in four TV news 
channels available in a given European country 
broadcasts in that market’s official language(s). 
    Four out of five TV news channels available 
in Europe are also licensed there. The rest are 
international channels established outside 
Europe. 

early 1990s that CNN’s success truly registered 
and triggered the appearance of more channels 
pursuing similar goals. CNN’s reputation, along 
with its reach growth and the launch of CNN 
International in 1985, sent a message to the 
industry that there were viable opportunities 
beyond national borders to exploit untapped 
territories. 

The growing availability and penetration of 
cable and satellite rounded out the context in 
which the players were driven to embark on a 
quest for supranational reach and influence. 
This was when today’s multi-channel news 
networks such as Euronews, BBC World News, 
DW, Al Jazeera, and later on RT and France 24, 
joined the landscape of all-news channels. 

The constant adaptation to the ever-changing 
environment, the competition, and the audien-
ces’ expectations led to the development of 
more market-oriented formats, meaning that 
the channels started to narrow their scopes by 
focusing on regional and national markets. 

Apart from the all-news TV channels, there 
are also around 25 business TV channels 
available in Europe that are focused on business 
news and markets (such as CNBC, Bloomberg, 
BFM Business, and RTL Z). These, together with 
infotainment, parliamentary, and uncut news 
types of channel, have not been included in the 
scope of this report in an effort to retain a fairly 
homogenous sample for the analysis of the 24-
hour news genre.  

Out of all TV news channels available in 
Europe, four in five hold a European broadcasting 
license. Only 20 percent of the news channels 
were established outside of Europe and all of 
them are international.   

Although the landscape of TV news channels 
is dominated by private broadcasters, almost 
one in three TV news channels is supported by 
the public sector, a much higher share than for 
other TV channel genres.

National TV news channels have been 
launched by public broadcasters in the U.K., 
France, Germany, Italy, Poland, Portugal, the 
Russian Federation, Hungary, Turkey, Denmark, 
Ireland, the Netherlands, Spain, Switzerland, 
Croatia, and the Czech Republic. 

Within the international news channel 
category, the public sector is mainly represented 
by France 24, DW, RT, the BBC, MIR 24, and 
CGTN English. Euronews has a mixed statute 
due to the fact that 15 percent of its shares have 
been distributed between public shareholders 
and local authorities across Europe. 

The media groups controlling at least two news 
channels in Europe are Media Globe Networks, 
TV-Novosti, 21st Century Fox, BBC Group, DW-
Deutsche Welle, France Medias Monde, United 
Group, Al Jazeera Media Network, Turkuvaz 
Medya, and New Delhi Television. 

Time Warner (now AT&T) has a large presence 
in Europe through the CNN family of branded 
news channels established as joint ventures, 
partnerships, or affiliations. 

Over 90 percent of the generalist groups 
active in news channels operate only one news 
channel, which in most cases are aimed at a 
domestic market.

The profile of the 24-hour news channel 
has gone through a significant diversification 
process since the world’s first channel of the 
genre was launched. 

In 1980, CNN identified demand for a 
dedicated TV news channel and promoted a 
new format delivering continuous coverage of 
breaking stories accompanied by substantial 
reported details as events unfolded. 

The U.K.’s Sky News emulated CNN in 
1989 and became Europe’s first 24-hour news 
channel. While other news channels entered the 
landscape during this period, it wasn’t until the 

A multimarket 
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this � eld must 
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content to the core 
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news channel.
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meaning that either their agenda doesn’t have 
a national focus or their core audience is not 
European. 

Euronews, DW, France 24, RT, Al Jazeera, and 
i24News are global networks offering multiple 
international news channels aimed at transna-
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BBC, CNN, and Sky are global brands propo-
sing a mixed portfolio of national and single-
edition international news channels, be they 
regional or global. RT and Al Jazeera can also 
be included in this category due to their more 
localized channels including RT UK, RT France, 
and Al Jazeera Balkans. 

As a rule, the TV news channels adapt their 
editorial focuses to their core audiences, be they 
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World English, and CGTN English, which focus 
on a national agenda aimed at a global audience 
with the intention of promoting the country’s 
image and stories abroad. 

On average, only one in four TV news 
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    Four out of five TV news channels available 
in Europe are also licensed there. The rest are 
international channels established outside 
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1.	 Kanal D’s Ekin Koyuncu, Mikaela Perez, Dilara 
Kervancioglu, Kerim Emrah Turna, Salmi Gambarova, 
Selim Türkmen

2.	 Global Agency’s Izzet Pinto

3.	 Calinos’ Duda Rodrigues, Asli Serim Guliyev, Ismail 
Dursunov

4.	 Inter Medya’s Ahmet Ziyalar, Can Okan

5.	 Madd Entertainment’s Ezgi Alkac, Deniz Ozkilic, Ayse 
Matay, Ates Ince, Deniz Cantutan, Ozlem Ozsümbül

6.	 MISTCO’s Mahmut Ipsirli, Aysegul Tuzun

7.	 Rainbow’s Silvia Conti, Cristiana Buzzelli, Silvia Quintili, 

Luana Perrero, Simone Borgarelli

8.	 RAI Com’s David Bogi

9.	 Telefilms’ Tomas Darcyl and his MIPCOM team with 
director Juan Parodi and Diamond Films’ Gonzalo 
Claiman-Versini

10.	 Series Mania’s Francesco Capurro with TVFI’s Hervé 
Michel and Sarah Hemar

11.	 Banijay’s Tim Mutimer

12.	 TV Azteca’s Ramon Salomon, Andres Payá

13.	 Mediaset’s Manuela Caputi, Giorgio Giovetti

14.	 Record TV’s Delmar Andrade
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Best of the Water Cooler

“We wuz robbed” is a uniquely American 
expression with dubious origins and 
paternity, but some think it was born in 

the early 1930s at either a boxing match or a 
baseball game. Spike Lee even used it as the 
title of his 2002 movie.

Last month “we wuz robbed” was used 
to describe the unfairness of the criteria 
used by the Los Angeles-based Academy 
of Television Arts and Sciences to award 
primetime Emmys, which could be renamed 
the “Streammy (Streaming) Awards.”

How, it was asked, could broadcast televi-
sion, with all of the restrictions imposed on it 
by at least three governmental organizations, 
possibly compete with online and pay-TV ser-
vices that are totally unbound by rules and 
regulations?

At the September 17, 2018 70th Emmy 
Awards, Netfl ix won seven Emmys (including  
Outstanding Lead Actress in a Drama Series 
for The Crown’s Claire Foy), HBO took home 
six (including Outstanding Drama Series for 
Game of Thrones), and Amazon nabbed fi ve 
(including Outstanding Comedy Series for 
The Marvelous Mrs. Maisel). It is doubtful 
that anyone was surprised that broadcast 
television picked up just two Emmys, and 
that basic cable earned six.

It was also considered unfair that those 
winning streamed shows got critical acclaim, 
but were not seen by the large audiences 
that follow broadcast television, and as 
consequence, the live telecast on NBC 
network got a lower ratings than in the past 
years.

It is VideoAge‘s opinion that there should 
be different Emmy categories for regulated 
and unregulated telecasts.

 A battle is rumbling in Hollywood 
between the fi lm and TV industries.

In the past, fi lm imposed the law 
since it was considered the nobler art, while 
TV was thought of as pedestrian. 

But things are decidedly different today. 
TV seems like it has successfully conquered 
Hollywood, but that’s not to say that fi lm is 
taking that loss lying down. The cognoscenti 
say, “If fi lm studio executives wake up from 
the torpor of the superheroes, franchises, 
tent poles and other ‘sure bet’ categories –– 
and return to producing meaningful movies 
–– an armistice could perhaps be reached.”

But Madison Avenue has its needs and 
they have to be fulfi lled, too, like getting 
people to watch the Oscars telecast, which, 
has experienced record-low ratings in recent 
years (26.5 million U.S. viewers in 2018, versus 
32.9 million the year before, and 55.25 million 
in 1998). And this is what TV proposed:

*A new category for a Popular Film Award 
(grandiosely, this is offi cially defi ned as 
Outstanding Achievement in Popular Film).

*An earlier airdate for 2020: mark your 
calendars for February 9 (while the telecast 
will air on February 24 in 2019).

*A more globally accessible three-hour 
telecast (which means that some wins will be 
awarded during commercial breaks), instead 
of the current four hours. In 2002 it ran for 
four hours and 23 minutes!

Some kind soul of a movie critic could point 
out that at the very fi rst Academy Awards 
ceremony on May 16, 1929, there were two 
best pictures: The Most Outstanding (won by 
Wings) and Most Artistic (won by Sunrise). 
These two categories were combined in 1930 
as “Best Picture.” 

But, at the same time, other critics could 
insist that the Oscars are not the Golden Globe 
Awards, or even worse, the Independent 
Spirit Awards. The Oscars are the “Nobel 
Prize of Film Art,” they insist.

Why cave to television? It implies that the 
winner of the Best Popular Movie couldn’t 
compete with an artistic fi lm winner, thus 
diminishing its impact in the creative 
community.

After this Water Cooler ran, on September 
6, the Academy of Motion Picture Arts and 
Sciences reversed its decision to add a category 
for achievement in “popular” fi lms at the next 
Academy Awards after all.

The Academy 
Awards

VideoAge International’s
Water Cooler is the coolest 
weekly news report in the 
business. Each week, our 
intrepid reporters tackle 

topics of interest to the 
industry ranging from the 
latest in comedies, dramas 

and reality shows around the 
world to in-depth looks at TV’s 

most infl uential territories 
to behind-the-scenes peeks at 

trade business events. 
The goal of the Water Cooler 

isn’t to report fi rst, but to 
report best, by generating 

questions, providing answers 
and bringing readers the TV 

news they need most. 
Here’s a selection of some 
of the Water Cooler’s most 

popular entries. 
To see their full versions, 
visit www.videoage.org.

The ‘Streammy’ 
Awards
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Outstanding Lead Actress in a Drama Series 
for The Crown’s Claire Foy), HBO took home 
six (including Outstanding Drama Series for 
Game of Thrones), and Amazon nabbed fi ve 
(including Outstanding Comedy Series for 
The Marvelous Mrs. Maisel). It is doubtful 
that anyone was surprised that broadcast 
television picked up just two Emmys, and 
that basic cable earned six.

It was also considered unfair that those 
winning streamed shows got critical acclaim, 
but were not seen by the large audiences 
that follow broadcast television, and as 
consequence, the live telecast on NBC 
network got a lower ratings than in the past 
years.

It is VideoAge‘s opinion that there should 
be different Emmy categories for regulated 
and unregulated telecasts.

 A battle is rumbling in Hollywood 
between the fi lm and TV industries.

In the past, fi lm imposed the law 
since it was considered the nobler art, while 
TV was thought of as pedestrian. 

But things are decidedly different today. 
TV seems like it has successfully conquered 
Hollywood, but that’s not to say that fi lm is 
taking that loss lying down. The cognoscenti 
say, “If fi lm studio executives wake up from 
the torpor of the superheroes, franchises, 
tent poles and other ‘sure bet’ categories –– 
and return to producing meaningful movies 
–– an armistice could perhaps be reached.”

But Madison Avenue has its needs and 
they have to be fulfi lled, too, like getting 
people to watch the Oscars telecast, which, 
has experienced record-low ratings in recent 
years (26.5 million U.S. viewers in 2018, versus 
32.9 million the year before, and 55.25 million 
in 1998). And this is what TV proposed:

*A new category for a Popular Film Award 
(grandiosely, this is offi cially defi ned as 
Outstanding Achievement in Popular Film).

*An earlier airdate for 2020: mark your 
calendars for February 9 (while the telecast 
will air on February 24 in 2019).

*A more globally accessible three-hour 
telecast (which means that some wins will be 
awarded during commercial breaks), instead 
of the current four hours. In 2002 it ran for 
four hours and 23 minutes!

Some kind soul of a movie critic could point 
out that at the very fi rst Academy Awards 
ceremony on May 16, 1929, there were two 
best pictures: The Most Outstanding (won by 
Wings) and Most Artistic (won by Sunrise). 
These two categories were combined in 1930 
as “Best Picture.” 

But, at the same time, other critics could 
insist that the Oscars are not the Golden Globe 
Awards, or even worse, the Independent 
Spirit Awards. The Oscars are the “Nobel 
Prize of Film Art,” they insist.

Why cave to television? It implies that the 
winner of the Best Popular Movie couldn’t 
compete with an artistic fi lm winner, thus 
diminishing its impact in the creative 
community.

After this Water Cooler ran, on September 
6, the Academy of Motion Picture Arts and 
Sciences reversed its decision to add a category 
for achievement in “popular” fi lms at the next 
Academy Awards after all.

The Academy 
Awards

VideoAge International’s
Water Cooler is the coolest 
weekly news report in the 
business. Each week, our 
intrepid reporters tackle 

topics of interest to the 
industry ranging from the 
latest in comedies, dramas 

and reality shows around the 
world to in-depth looks at TV’s 

most infl uential territories 
to behind-the-scenes peeks at 

trade business events. 
The goal of the Water Cooler 

isn’t to report fi rst, but to 
report best, by generating 

questions, providing answers 
and bringing readers the TV 

news they need most. 
Here’s a selection of some 
of the Water Cooler’s most 

popular entries. 
To see their full versions, 
visit www.videoage.org.

The ‘Streammy’ 
Awards
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