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Welcome | This isssue

Editor’s note Richard Middleton
Buckle up

Let’s be honest. While we’re all going into 2023 with high hopes for 
growth and expansion and achieving our overly ambitious resolutions, 
the coming 12 months will likely be a bumpy ride.

Almost every industry is facing a squeeze and the content business is 
no di� erent, as streamers and studios that were – just 12 months ago – talking up 
their billions of dollar spends on original content now doubling down on their 
commitments to cuts and synergy savings.

Yet the desire to get more bang for your buck brings its own opportunities, 
as we fi nd out from industry leading execs from around the world in our 2023 
Predictions on page 10. Distributors and commissioners are feeling more demand 
for cost-e� ective co-productions, producers are fi nding ever more value in 
international partnerships and streamers are loosening their grip on rights as they 
look to de-risk, providing new potential for those working with partners around 
the world.

Talking of international partners, and with the inaugural Content Americas 
taking place in Miami, we explore the soaring popularity of Turkish scripted shows 
and speak to Netfl ix and major producers about their future plans for the genre 
(page 16). 

We also get an insight into the investments being made in FAST from Blue Ant 
Media (page 20) and as the Realscreen Summit gets underway in Austin, we pick 
out fi ve shows making their way to markets that are worth a look (page 22).

On top of that, we’re delighted to welcome Arrested Industries founder Anthony 
Kimble to the pages of TBI via his new scripted column, which will track life in the 
scripted fast lane from his base in LA (page 6). 

So buckle up - here’s to making the most of 2023...
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TBI | Diary

About Town

Last stop, Zagreb

It was a jam-packed end to 2022 for About 
Town as Christmas parties took centre stage, 
but the year rounded out on the market front 
with NEM Zagreb in Croatia, held at the iconic 
Esplanade Zagreb Hotel, which once housed 
passengers travelling on the Orient Express as it 
steamed between London, Athens and Istanbul.

Planes might have all but replaced trains 
for many of those in attendance from Western 
Europe, but the hotel retains its international 
credo and NEM Zagreb is no di� erent. 
Coinciding with the country’s fi ne run in 
the football World Cup and the start of the 
country's festive celebrations, execs from 
across Europe were in attendance to catch 
up on the latest trends emerging in CEE – 
and to test out various iterations of the hot 
gin toddy that warmed the crowds as the 
evenings drew in.

Krešimir Partl, state secretary of Croatia’s 
Ministry of Culture, kicked o�  proceedings 

by pointing to the growing importance 
of co-productions across the region and 
beyond, before execs and creatives took 
to the stage to discuss streaming, pay-TV 
strength, show fi nancing and ongoing 
demand for non-English language shows.

TBI also uncovered some positive news 
from war-torn Ukraine, after it emerged that 
The Silence, a Croatian drama picked up 
by companies including HBO Max, Topic, 
HRT, ZDF and Arte, is planning to fi lm 
scenes in Kiev early this year as part of its 

second season.
In other positive developments, the winners 

of NEM Zagreb’s TV Writing Contest were 
also unveiled, with Milena Džambasović and 
Matija Dragojević securing the scripted prize 
for their period drama, Wool. 

Unscripted nods, meanwhile, went to 
Hrvoje Osvadić and Jasna Nanut for their 
gameshow, The Dream Pension.

Expectations were high as the Asia TV Forum & 
Market returned for the fi rst time in three years, with 
a three-day event at the Marina Bay Sands hotel in 
Singapore last month.

There was an inevitable scaling back from some 
exhibitors as the e� ects of covid still linger, but buyers 
showed up in force. Among the highlights were the 
spotlight on Korea sessions, which saw studios and 
platforms from the country discussing everything from 
international strategies to the ongoing K wave.

by pointing to the growing importance 
of co-productions across the region and 
beyond, before execs and creatives took 
to the stage to discuss streaming, pay-TV 
strength, show fi nancing and ongoing 
demand for non-English language shows.

TBI also uncovered some positive news 
from war-torn Ukraine, after it emerged that 
The Silence
by companies including HBO Max, Topic, 
HRT, ZDF and Arte, is planning to fi lm 
scenes in Kiev early this year as part of its 

second season.second season.

of NEM Zagreb’s TV Writing Contest were 
also unveiled, with Milena Džambasović and 
Matija Dragojević securing the scripted prize 
for their period drama, 

Hrvoje Osvadić and Jasna Nanut for their 
gameshow, 

HRT, ZDF and Arte, is planning to fi lm 
scenes in Kiev early this year as part of its 

second season.

Smiles in Singapore Oh no it isn’t!

The BBC got into the festive 
spirit by taking over the 
Cineworld at Leicester 
Square in London late last 
year for the premiere of the 
latest CBeebies panto – Dick 
Whittington And His Cat.
Stars of the show including 
Justin Fletcher, Andy 
Day, Jenny Dale and the 
“irrepressible” Dodge T Dog 
greeted guests ahead of 
the show, with fellow CBBC 
legend Duggee (pictured 
above with the titular cat) 
among those in attendance 
for the pre-Christmas treat.

Swings & Roundabouts

8.8bn Pay-TV revenue in
CEE is predicted to 

hit $8.8bn in 2027, far exceeding the 
$3.3bn for online video, while pay-TV 
subscriptions are expected to remain 
relatively steady at 86 million, according 
to Omdia research

3.7m “The impossible can
be made possible,” said 

Justin Ang from Singapore’s Infocomm 
Media Development Authority, as it 
launched a $5m ($3.7m) virtual production 
fund to support the local media industry

5.3bn Warner Bros. Discovery 
revealed late last year 

that its pre-tax restructuring charges 
would be between $4.1bn and $5.3bn, 
with content write-offs, including one-
time hit Westworld, accounting for much 
of the increase from the previous forecast 

197 UK culture secretary Michelle
Donelan said the licence fee 

model of Doctor Who broadcaster the BBC 
is “impossible” and suggested the annual 
£159 ($197) charge should be scrapped in 
favour of a new method of funding
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TBI | Diversity

Diversity Deborah Williams

Why we should be awake, not woke

Deborah Williams 
reveals why she wants 

to banish the word 
‘woke’ in favour of 

creating a  TV industry 
that is  ‘awake’

Deborah is executive 
director at the UK’s Creative 
Diversity Network (CDN) 
and has worked in arts, 
culture and the creative 
industries for more than 
three decades

A s we begin 2023 with our industry 
almost back in full swing, it is already 
awash with gossip and actual news 
about what the next big thing’s going 

to be, how consolidation will a�ect the market and 
content creators, as well as new talent bubbling up.

I’m looking forward to Realscreen in Austin, 
where we will be discussing the CDN’s disability 
focused data and the idea that accessibility is 
something that the whole industry needs to be 
concentrating on, not just something that an 
individual needs to deal with on their own. As 
always, we go industry-wide with our approach, 
and I mean worldwide, so we are hooking up with 
FWD-Doc and their accessibility scorecard, which I 
think has the potential to turbocharge change.  

Over the past few months, one thing I’ve been 
toying with is the ongoing culture wars and 
‘popular’ vs ‘woke’. To me, there is no di�erence. I 
can’t quite get my head around how being awake to 
the experiences, lives, expertise and feelings of those 
not from your tribe is either a problem or something 
that doesn’t have broad appeal.

So I did a bit of crowdsourcing across the CDN 
team, and some friends and colleagues, to get an 
idea about what they had been watching and found 
the most interesting in 2022. I got everything from 
Nope, to Stanley Tucci: Searching For Italy, via Is 
It Cake? and Inventing Anna. And an outlier: The 
Dragon Prince: Mystery Of Aaravos, which I had 
genuinely never heard of before. The show that 
stood out for me was Ghosts. So, a heady mix of 
drama, unscripted, entertainment and horror. And 
these titles are just a taste of what we all enjoyed. 

We are not an homogeneous group either, with 
very di�erent tastes, aging from seven to 97, and 
mostly not working in the industry - or if we are, 
then in the diversity space. What struck me is that 
our choices weren’t dictated by what we might be 

‘expected’ to watch because of the work we do or 
because we mostly come from groups which are 
defined as ‘underrepresented’. It’s about what we 
like, what we think will teach us something, what 
will bring us joy or make us laugh out loud and 
take sides; as anyone locked into the Housewives
franchise will attest. 

Unfortunately, some people seem stuck in 
a mindset of either being woke and broke or 
making profit by being popular. I really am going 
to work hard to demolish these myths. They are 
dangerous, ill-informed and prohibit progress of 
experimentation and creativity by side-lining people 
from a career in which they can share their stories.

Research from the Annenberg Institute, which 
focuses on women and gender in film, tells us that 
films with a majority female team are underinvested 
in but yield more profits than male dominated films.

CDN’s most recent data tells us that contributions 
to UK television content from disabled people, 
women and people who identify as black, Asian 
or from other minority ethnic groups is increasing. 
But it also reveals that it’s the same people getting 
the same opportunities, rather than new people 
entering the industry and getting to tell more of the 
weird and wonderful stories that my team and their 
families have been engaging with over the last year. 

So I want to banish the word ‘woke’ and replace 
it with ‘awake’, as that is what television is. It’s an 
awakening to popular things we may never get to 
experience ourselves. I know I will never marry a 
rich man, live in Beverly Hills, have children that 
bleed me dry and commit fraud to rebuild my 
fortune. But I love being able to crack open a beer 
and watch those that do have these things going on 
in their lives. 

If you feel the same, then I’m always up for 
cracking open a beer and discussing how we make 
the next big hit! TBI
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TBI Scripted | Opinion

Scripted Anthony Kimble

�e eternal optimism of the creative mind 

In his new TBI 
column, LA-based 
Anthony Kimble 

reflects on a bracing 
start to life in the US

Anthony Kimble is co-CEO 
and founder of Arrested 
Industries, overseeing its 
scripted operations from LA

Ichose a great time to open a US o�ce. Mass 
layo
s and cancellations in Hollywood, the 
writers’ strike planned for early this year, 
continued mass shootings and the fact that 

Trump is conspiring to run for president again! There 
doesn’t appear to be much to celebrate on this side of 
the pond as we slide into 2023. 

As a producer in LA who has been pitching high-
end projects over the past six months, it has been quite 
hair-raising to hear, “we love the material, but we’re 
not commissioning anything” or “this is unbelievable, 
but our remit now is broad-based and commercial”. 
Everyone is incredibly risk averse right now. And, given 
the swathes of redundancies, it’s highly likely that the 
team you pitched your show to originally is no longer 
even in the building. 

Whole movies and TV series were scrapped in 
2022 – including JJ Abrams’ $200m sci-fi drama 
Demimonde, once viewed as a jewel in the shiny new 
Warner Bros. Discovery crown. And there are so many 
other examples of cancelled shows – not to mention 
entire streaming services (CNN+). Seriously, if JJ 
Abrams isn’t safe, no one is. And if the current clarion 
call is for more commercial series, where do we go to 
pitch the smart and more cerebral ideas on our slates?

There will always be demand for the next White 
Lotus - sometimes the stars just align and a great 
project finds a home, then becomes a commercial 
hit. But one cynical idea is to think more overtly 
about awards. Which networks and platforms might 
be desperate for a gold statue to remain ‘relevant’? 
Major commercial shows rarely win big, so if you 
have a smart project that ticks a few boxes, plays to 
the voting crowd and could fill a much-needed gap 
on the shelf, you might be on to a winner, in more 
ways than one.

Being creative and entrepreneurial in the packaging 
and financing of projects is more important than ever 
too, don’t just do what you’ve always done. There’s 
a big upturn in features in LA at present. Could your 
limited series become a film? Finding private equity 
money and undertaking a re-write could just get it o
 
the ground. 

I have several high-end, niche titles on my slate but I 
refuse to feel glum. This may have something to do with 
basking in the Californian sunshine while Europe shivers 
– but it’s probably more about the innate optimism and 
creativity of producers. We have already weathered an 
unprecedented three-year pandemic period, so now feel 
invincible. At the risk of coming over all Gloria Gaynor,
we will survive – and find ways to tell incredible stories, 
no matter what gets thrown at us. 

We are going to have to pivot and yes, budgets will 
have to come down, but given how overinflated things 
have become, this is not the worst thing in the world. 
Having worked in the UK and Europe, and within 
emerging drama markets, I’ve always been amazed at 
how much money you need to make a great (or not 
so great) TV show in the US. There are countries that 
make entire seasons of quality television for a fraction 
of the cost of one episode here.

I was heartened to read Mark Linsey’s recent 
comments ahead of his move to LA with BBC Studios. 
Following US execs expressing concern about rising 
costs during Content London, he was quoted as saying 
that UK producers have the skillset and experience to 
develop shows at a lower price, which could be crucial 
in the future. And I’d include producers from Europe 
and almost everywhere else in that too.

The other thing that is starting to work in our 
favour is the global streamers becoming more 
amenable to sharing rights to keep costs down. With 
their golden grip loosened, we should see a return 
to the glory days of co-productions, meaning better 
deals for producers. And, if the streamers maintain 
their strategies of local market commissions that 
also find audiences back in the US, it continues to 
open the American market to more international 
productions. There’s even a flip side to the proposed 
writers’ strike, as it could mean more opportunity for 
international talent to break into the US. 

So, while 2023 looks set to be tough for everyone, 
nimble, flexible and smart content creators who 
can identify gaps and fill them – whether creatively, 
budgetary, or even on a shelf – may open themselves up 
to a new world of opportunity in the US this year. TBI

New
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TBI Formats | Opinion

Formats Siobhan Crawford

New Year Evolutions

TBI’s resident format 
expert digs into the 
causes of industry 
peeves and �nds 
out what needs to 

change

Siobhan Crawford is co-
founder at Glow Media and 
has worked in the format 
business for almost two 
decades at �rms including 
DRG, Zodiak, Banijay and 
Primitives

It’s been a year, folks. We are rolling into a new 
one with expectations.  

I was reading an article about New Year’s 
resolutions recently and something resonated 

with me: to call them resolutions is to say we ‘have’ to 
change and think negatively of our personal traits. But 
what if we called them ‘evolutions’ instead? To evolve is 
a process, to change over time without the imperative to 
flick a switch in January, to allow for changes necessary 
in our eco-system in order to flourish. Can we set some 
evolutions personally where the e�ect can be felt by 
many? Our industry is grounded in our relationships, 
who we know and constantly developing our relations, 
so personal evolutions can impact us professionally.

 I asked industry friends and clients about their pet 
peeves and what needs to change - so what did they say?

People problems
Attitudes matter. “Snobbishness”; “arrogance”; 
“nepotism”. Yes, the UK, but also further afield. 
Houston, we have a problem and this really is the 
number one issue. “Why are streamers just hiring ex-
commissioners?”one said. “Why do commissioners sit 
on panels and act like they are so approachable?”asked 
another. “The acknowledgement of emails, even if a 
no, reply”said a third.  If people have taken the e�ort to 
reach out, acknowledge them, re-direct them, give them 
the focus they deserve, give a quick no, o�er guidance, 
accept the connection and conversations on LinkedIn. 
Don’t limit yourself to your existing circle. This 
evolution will have the largest impact on so many of us.

Job titles. Recently, we have had companies giving 
people inflated titles to attract them and to fit in their 
overly large egos. The result is that we are ending 
up with VPs who do not have the skills to negotiate 
contracts. Job titles that reflect a US system have 
no meaning in Europe. Power to the assistants and 
coordinators who Google Map for someone’s diary or 
rage at expenses, you are putting in the time.

Buyer briefs and development dropouts. The 
amount of people who meet the buyer’s brief and yet 
are rejected could fill stadiums! So what is the problem 
here? “Buyers’ briefs need to improve,” said one person, 

while the euphoria of a streamer development deal “that 
makes you work out every single detail… then when it’s 
ready, they are no long looking for that type of show” 
speaks to respect of creatives’ time. Do better. 

Money problems
Awards. Entering and having to pay for three, four or 
five di�erent awards and then the same brands win even 
though it specifies that year of entry, and that just means 
one of the local versions wins... come on. Be like The 
Wit and say ‘new means new’, otherwise are we really 
rewarding creativity? 

Job adverts. So many people are searching, but this is 
an easy fix: “Advertise jobs with salaries, be honest and 
don’t try to hire people as cheaply as possible – pay what 
the job is worth!”. Touché. 

Investing. Selling formats is not magic, there needs 
to be tangible assets to warrant a format fee, so “write 
proper production bibles and pay for consultancy!” 
It seems simple and I know bibles are contentious 
as people put a c.£3k ($4k) cost on producing these 
documents, but if you want a successful brand then the 
better the bible, the better the life of the format. 

Just BS
Content snobs. “Welcoming of ideas from wherever 
they come from.” One hell of an evolution is needed 
here. There should be no way you discount people, it 
links back to our first point.  You can look at an idea 
and flag conflict, or reply with a quick no but only 
allowing prodcos from your country, or ex-colleagues? 
No. You are the problem.

Power negotiators. This is huge. To only be able 
to secure a commission if you agree to extortionate 
conditions X,Y and Z that leaves the format owner 
with no revenue from local commissions is outrageous. 
There has been a commercial grab in the past year that 
is intensifying and it is set to worsen. When someone 
says to you “10% of something is better than nothing,” 
just walk away. 

So let’s evolve, don’t work with dicks (or be one), treat 
content creators how you hope to be treated and power 
to the assistants. Evolve! TBI
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TBI | Tech & Analysis

Tech & Analysis Adam Thomas

A guiding hand to 2023’s ad-supported models

With the likes 
of Net�ix and 

Disney+ adopting 
ad-supported tiers, 

Omdia’s Adam 
�omas explores 

how new business 
models can be best 

applied

Adam Thomas is senior 
principal analyst, TV, video 
& advertising at research 
powerhouse Omdia

Omdia expects the value of the global 
media & entertainment (M&E) business 
to grow from $758.4bn in 2022 to 
$830.1bn in 2023, up 9.4%. The M&E 

sector does not, of course, operate in a vacuum, so the 
global economic headwinds expected in 2023 need 
to be acknowledged, although the macro-financial 
situation is not expected to seriously impact M&E 
growth.

During the last global recession (2007–2009), most 
media sectors continued to flourish with their revenue 
growing steadily. Since then, media markets have 
changed significantly – the rise of digital distribution 
has transformed the business. But these changes will, 
if anything, make the media sector even more resilient.

In 2007, YouTube was in its infancy and Wednesday 
(above) streamer Netflix was still focused on its 
physical DVD operation. As we saw during the 
pandemic, most media (with cinema the obvious 
exception) continues to be able to thrive in di�cult 
times. In periods of economic downturn, people (as 
per the pandemic) tend to stay at home more, spending 
extra time with their in-house entertainment options.

Having used the pandemic period to reassess their 
options, 2023 will see the result of that situation bear 
fruit with M&E companies adopting new business 
models, particularly featuring advertising, but also 
making other changes as necessary.

Advertising revenue is set for a significant spike 
in 2023. Even before the cost–of–living crisis, 
subscription revenue in some media segments was 
coming under pressure. With tough economic times 
expected for 2023, this will create an environment 
where advertising will thrive.

New hybrid business models are expected to emerge 
that will embrace changing market dynamics. Media 
& entertainment services are learning the importance 
of not only acquiring customers but also retaining 
them. Rolling out new tiered access models, including 
free/ad–funded, is an important next step.

Meanwhile, the growth of connected device 
numbers is a key component driving the media and 
entertainment sector by o�ering a crucial gateway to 
revenue generation.

Key 2023 recommendations

• Use non-intrusive formats as one way to limit ad loads. 
As companies shift towards advertising, they need to 
be wary of getting the balance right between generating 
necessary ad revenue while also providing a suitable 
consumer experience. Non-intrusive ad formats such as 
sponsored content and product placement are attractive 
options in this scenario as they can lift Average Revenue 
Per User (ARPU) by bringing in more revenue without 
increasing the number of interruptive ads.

• Make the most of the connected TV (CTV)
opportunity. A crucial element in the move towards
ad model useage is the rise of CTV, which has been
central to consumer migration from traditional TV to
online video, as apps became a critical driver of SVOD
adoption. This has created a significant opportunity to
tap into new revenue as advertisers follow consumers
into CTV. Unlike environments in which big tech will
dominate, CTV, broadcasters and channel groups are
well placed to benefit.

• Fine tune o�erings so the legacy element of the
service can also benefit. Customers are going to face
an array of new services and tiers to consider and
navigate. It is important that these are all seen as being
attractive and compelling, but some content should
remain at least partly behind a paywall to prevent
cannibalisation of premium tiers. Thus, additional
income from hybrid models will help to make the
subscription model itself more profitable. This move
will also help recoup revenue previously associated
with legacy services. TBI
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TICKETS SELLING
FAST!

Delivered in
partnership with

our sponsors:

Paramount
UK

William
Miller

(Chair)
Raconteur
Associates
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Marco Nobili, 
EVP & Int’l GM, Paramount+

What is the biggest growth area for your 
company this year?

If 2022 was the year of global 
expansion, in 2023 we will focus on 
scaling our presence in these new markets by 
bringing new releases of our biggest franchises 
like Tulsa King (above), 1923, Star Trek, Top Gun: Maverick and 
more, accelerating and expanding our distribution, and continuing to 
develop local original content.

What is the key trend going to be in 2023?
There is a growing consumer need to find content and services in an 

easy way. Fragmentation is sometimes overwhelming for consumers, 
so we plan to bring the service to them in the most accessible way. 
Another trend will be connecting with consumers in multiple ways. In 
2023, we plan to identify new ways to connect audiences with our IPs.

What is your New Year’s resolution and why?
I am not a big believer of New Year’s resolutions. If you want to 

change something, you have to believe in it every day. I am instead a 
big believer in having a purpose, which we have here at Paramount.

Tom Fussell, 
CEO, BBC Studios 

What is the key trend going to be this 
year?

A flight to quality and excellence, 
where broadcasters and streamers 
choose to work with partners and talent 
they trust to deliver in challenging economic 
times.

What is your New Year’s resolution and why?
I’m passionate about creating an inclusive company culture and 

enabling people to be their authentic selves at work. We’ve made great 
progress in the last few years – 90% of our colleagues say they are 
proud to work for BBC Studios and 82% would recommend us as a 
place to work. However, there is always more we can do.

What show are you most looking forward to? 
The BBC’s coverage of the Women’s World Cup in the summer – 

live sport being one of the few genres we don’t make at BBC Studios. 
We’ve just had the most exciting World Cup since Italia 1990 and 
I’m looking forward to the England women’s team building on their 
incredible European Championships win in 2022.

As 2023 gets underway, TBI talks to some of the biggest names in the global TV industry to get their thoughts on 
the major trends and best shows coming up over the next 12 months

Looking ahead
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Mikiko Nishiyama, 
EVP of int’l business 
development, Nippon TV

What is the biggest growth area for your 
company this year?

Co-productions with global partners for 
scripted and unscripted.

What is the key trend going to be in 2023?
More ad-supported platforms, more social media trends influencing 

other content production.

What is your New Year’s resolution and why?
Be flexible but speedy and to cope with the unstable situation 

around the world.

What will be the biggest headline in 2023 and why?
AI everywhere - more retailers will use AI and the metaverse.

Julian Bellamy, 
MD, ITV Studios

What is the biggest growth area for your 
company this year?

Our scripted slate, from Franklin
on Apple TV+ to Django for Sky and 
Canal+. It’s a big drama year for our 
group.

What is the key trend going to be this year?
The relentless rise of reboots will approach its peak and keep an eye 

on the growth of AVOD and FAST channels.

What will be the biggest headline in 2023 and why?
Consolidation will continue, so I suspect it’ll be another big 

M&A story.

What show are you most looking forward to?
I’m counting down the days until the next season of Succession.

Nomsa Philiso, executive head
of programming, Multichoice

What is the biggest growth area for your 
company this year?

From the content perspective, we are 
continuing to double down on our local 
o�ering as well as strengthening indigenous 
language programming.

What is the key trend going to be in 2023?
We believe that the reality and documentary series genres will 

continue to find greater appeal.

What is your New Year’s resolution and why?
Focus on key titles that generate hype, talkability and ultimately 

support subscriber uptake and retention for [streamer] Showmax.

What will be the biggest headline in 2023 and why?
My guess is that everyone will be watching to see which streaming 

service emerges as a frontrunner in Africa.

Marina Williams, co-CEO,
Asacha Media Group

What is the biggest growth area for your 
company this year?

It will be scripted, with new British, 
French and Italian shows (in which we 
retain IP) travelling internationally, and also 
our multi-country production projects. There 
are some new SVOD launches in our territories, and apart from 
ongoing relations with Netflix and Amazon, we also expect deals 
with Paramount+, ITVX and HBO in France.

What is the key trend going to be this year?
Demand for premium content will continue. However, SVOD will 

diversify into new genres and new models, such as retaining rights 
for key territories and relinquishing certain windows for distribution 
outside of primary territories to de-risk their content investments. 

What is your New Year’s resolution and why?
To bring more exciting stories to viewers that are aspirational and 

entertaining at the same time. To stay agile and opportunistic in the 
challenging macroeconomic environment and deliver top returns.

What will be the biggest headline in 2023 and why?
Top talent to be at the core of every project; collaboration of 

creatives; and e¢cient execution of budgets, as pressure on margins 
due to inflation needs to be mitigated.

What show are you most looking forward to?
More programmes like Succession (below), with family relationships 

at the core of the storytelling. Also, new shows from Israeli writers 
always surprise us and I would welcome [shows from] a new territory 
that has not been seen before breaking into the global top charts.
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Tim Mutimer, 
CEO, Cineflix Rights

What is the biggest growth area for your 
company this year?

We’ll be launching our own FAST 
channels in 2023. This is a great way 
for us to build revenue from an additional 
window and better understand how audiences 
value our content. Having launched Reginald The Vampire and Last 
King of The Cross in 2022, we’ll also continue to expand our activity 
in the scripted space with The Doll Factory launching at the LA 
Screenings, Good Morning Chuck and another scripted series from 
Buccaneer.

What is the key trend going to be this year? 
As the studios fine tune their business models and focus on making 

DTC platforms profitable, there will be opportunities for distributors 
who can o�er strong content to complement their originals slates. 
Pre-sales and co-productions will become ever more essential in 
greenlighting projects and distributors’ know-how and investment 
will be more important than ever in getting projects greenlit.

Cathy Payne, 
CEO, Banijay Rights

What is the biggest growth area for your 
company this year?

I expect even further growth of our 
catalogue, while our FAST channel 
business will continue to surge as we 
look to increase our number of channels in 
the market. We expect that as FAST matures, there will be a greater 
emphasis on editorial and those channels that can cut through.

What will be the biggest headline in 2023 and why?
The prominence of free-to-air television. For some time now, plenty 

of observers have been saying free-to-air is on the decline, but 2022 
was a year where sports and event television really grew and stood 
up. This will be an important trend in 2023. 

Andrea Scrosati, Group COO 
& CEO Continental Europe, 
Fremantle 

What is the biggest growth area for your 
company this year?

 We will continue to invest and grow 
our core entertainment business, delivering 
to our key linear clients but also leveraging on 
the strong demand for unscripted that we see coming from global 
platforms following the success of shows like Too Hot To Handle. We 
are also growing our film and global documentary capabilities, with 
several new titles delivering in 2023. Finally, an important focus will 

be to further integrate the new companies that joined us in 2022, to 
boost their potential and increase collaboration across the group. 

What is the key trend going to be this year? 
Production and financing models will need to adapt and innovate 

to manage several external factors such as inflation and stock market 
e�ects. We expect to continue to see growth in non-English scripted 
and unscripted productions mainly for streaming platforms, with 
more of a local focus vs global ambition. Potentially, we could see 
more co-productions between Europe and the US, this will also be 
a�ected if there will be indeed a writer’s strike in the US. 

What show(s) are you most looking forward to?
The new seasons of Succession and True Detective (above) are top 

of my watch-list and I am looking forward to many movies starting 
with Christopher Nolan’s Oppenheimer.

Daria Leygonie-Fialko, 
founder & producer of Space 
Production, co-founder of The 
Organisation of Ukrainian 
Producers (OUP)

What is the biggest growth area for your 
company this year?

The biggest growth area of Space lies in co-production. Even 
before 2022, we decided to go beyond the local Ukrainian market 
and conquer Europe. And last year, we were prompted to do this 
even more so by Russia’s war against Ukraine, as a result of which 
the Ukrainian television market collapsed. Now we are entering the 
production of five series together with producers from Italy, France 
and the UK. 

In terms of The OUP, we expect more expansion around our 
documentaries exploring the war in Ukraine. We are also expanding 
our catalogue, with over 10 documentaries in the works.

What will be the biggest headline in 2023 and why?
For me, the biggest headline will be notable documentaries about 

the war in Ukraine, including those by OUP.
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Maaz Sheikh, CEO &
co-founder, StarzPlay

What is the biggest growth area for your 
company this year?

Expansion into Arabic originals is 
going to be the biggest growth area for 
us this year. At StarzPlay, we are always 
looking for improved ways to serve our 
subscribers and we are adjusting our content strategy to better target 
Gen-Z and Millennial Arabs through more scripted mini-series, short-
form content and movies.

What is the key trend going to be in 2023?
Streaming platforms will have to adapt their product experience 

and evolve their content strategy to avoid losing younger audiences to 
TikTok.

What show are you most looking forward to in 2023?
The Lazarus Project (below), a dark thriller about time travel set in 

London.

Kate Beal, founder & CEO,
Woodcut Media

What is the biggest growth area for your 
company this year?

Our focus is on extending the range 
of our factual entertainment o�ering. 
In addition to this, our sales operation 
continues to grow a catalogue of titles covering 
select Woodcut Media productions and an increasing amount of 
third-party content.

What is the key trend going to be this year?
From a content perspective it will be happiness, escapism and how 

to find that elusive pot of gold! The global cost of living crisis means 
that consumers will have a little less money to spend and will most 
likely be watching more TV. When purse strings are tightened, it 
always leads to breakthrough programming ideas and we will see the 
same over the coming year.

James Burstall, 
CEO, Argonon

What is the biggest growth area for your 
company this year?

Our four growth pillars for 2023 
will see us expand our LA hub, develop 
content for the streamers, create IP across 
platforms and build our digital and branded 
business. 

What is the key trend going to be this year?
The overriding trend we will see in 2023 mirrors recent years – 

ever accelerating pace of change. We will see audiences continue to 
fragment to new content platforms, channels and entertainment 
mediums, and for content creators, there will be opportunities to 
exploit IP in these evolving spaces.

What will be the biggest headline in 2023 and why?
The impact of climate change and our imperative to act will 

only grow. Our network partners are setting stringent targets 
to drive change and the onus will fall upon the entire industry 
to tackle this issue collaboratively. This is a huge strategic focus 
across our group.

What show are you most looking forward to?
I am most looking forward to the live action series Nautilus, on 

Disney+. The original Twenty Thousand Leagues Under The Sea was 
an all-time classic.

Lucy Smith, 
entertainment division 
director, RX France

What is the biggest growth area for your 
company this year?

Delivering the irreplaceable in-person 
international markets that no-one else can. 
But even bigger. With MIPTV, MIPCOM 
Cannes and MIP Cancun now all successfully bounced back, we’ll be 
at pre-pandemic levels and beyond, with ambitious plans to make the 
shows even more unmissable in 2023.

What is the key trend going to be this year?
Distribution models will continue to evolve in a fast, fascinating 

and febrile way. No ‘one size fits all’ now… Studios previously 
holding on to rights are clear they’re ‘open for business’, the 
competition for talent has never been so intense, whilst co-production 
and international partnerships are increasingly important. The so-
called ‘norms’ are being rewritten almost daily. That’s an exciting 
backdrop.

What show are you most looking forward to? 
Succession S4.
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Mark Fennessy, founder, 
CCO & chair of Helium

What is the biggest growth area for your 
company this year?

Helium launched with a focus 
on premium scripted and we already 
have two series, with a third close to 
confirmation. Unscripted programming was 
also always going to be a priority, given our track record and history 
in this genre. We now have three series that have been commissioned 
and more coming. 

What is the key trend going to be this year?
Adventure reality is shaping up to be prominent and there are signs 

of a genuine bounce in comedy.

What will be the biggest headline in 2023 and why?
“Apple buys Disney.”

What show are you most looking forward to?
The Australian series of Alone (below), launching on SBS.

Rob Wade, CEO,
Fox Entertainment

What is the biggest growth area for your 
company this year?

On the heels of launching our new 
sales arm, Fox Entertainment Global, at 
MIPCOM, I’m excited about Fox’s return 
to the international arena, particularly as we 
ramp up our slate of owned content with the animated comedies 
Krapopolis and Grimsburg, and single-cam Animal Control.

What is the key trend going to be this year?
It’s more validation than trend, but 2022 was the year that proved 

the resiliency and important role that non-aligned, ad-supported 
media companies have in shaping the global television market. While 
the major shifts the business is experiencing may benefit a select few, 
in 2023 and beyond, it very well may be up to the independents to 
innovate and move the industry forward.

What is your New Year’s resolution and why?
To stop eating chips for breakfast.

What will be the biggest headline in 2023 and why?
Competition for the best creative will always be the constant, but 

in 2023 more than ever, scale will take a back seat as platforms once 
dedicated to subscription models will turn their energies towards ad 
dollars and more broadcast-centric approaches. 

What show are you most looking forward to?
All Creatures Great And Small. 

Lars Hermann, COO,
Apple Tree Productions

What is the biggest growth area for your 
company this year?

Producing content for streamers. The 
year-on-year 11% inflation in Denmark 
from October 2021-22 means budgets 
increase, making financing more di¢cult. 
Streamers are better geared to deal with it than broadcasters. 

What is the key trend going to be this year? 
Streamers will make more and more feature films, that would 

otherwise have been made for the cinema. There is a growing demand 
for new movies alongside the new series to give subscribers that 
alternative.

What will be the biggest headline in 2023 and why?
“European film in crisis”. Streamers are engaging more in feature 

films, competing against cinemas, where attendance is struggling to 
come back up after Covid-19. Seems like an opportunity to me.

What show are you most looking forward to?
The Last Of Us (below). What’s not to like – dystopian sci-fi, Craig 

Mazin (Chernobyl), Pedro Pascal and Bella Ramsey!  TBI
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Talking Turkey

Shahmaran will launch on 

Net�ix later this month

Turkish scripted content has long been a 
hot commodity and the global demand 
for telenovelas and drama series from the 
country has only heated up in recent years.

Turkey is one of the fastest-growing exporters of 
TV series in the world and is second only to the US in 
terms of its global reach, with titles travelling to 152 
countries between 2017 and 2022, according to the 
Istanbul Chamber of Commerce.

This popularity has not gone unnoticed by the global 

streaming services, which are keen to commission and 
acquire local content that will perform well in multiple 
territories, in turn bringing Turkish shows to even 
wider international audiences.

Netflix is among those striding ahead with Turkish 
content, most recently unveiling a slate of four new 
scripted series and a movie, including Idea Films’ Asaf
and Bir Films’ The Town, in November, with more 
than 30 original titles so far produced by the streamer.

This coming year will see further expansion of 

Mark Layton explores the enduring global appeal of Turkish scripted content and talks to top producers, distributors and 
buyers about where lies the greatest demand and latest opportunities
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Netflix’s Turkish slate, as the streamer’s director of 
series for Turkey, Pelin Diştaş, tells TBI.

“We have the highly anticipated series Shahmaran, 
starring Serenay Sarıkaya and Burak Deniz; WWWRF, 
based on Turkish author Perihan Mağden’s iconic 
novel; and Creature, a local adaptation of Mary 
Shelley’s Frankenstein,” Diştaş explains. 

“On the movie front, there’s Last Call To Istanbul, 
which reunites Beren Saat and Kıvanç Tatlıtuğ – one 
of Turkish television’s most beloved couples, as well as 
10 Days Of A Good Man starring Nejat İşler, and Do 
Not Disturb, a dramedy from Cem Yılmaz - these are 
just some of the highlights.”

Global popularity

Netflix has seen a warm reception to Turkish content 
from its subscribers in all corners of the globe, with 
Diştaş highlighting that viewers in “Australia, Brazil, 
Canada, France, India, Mexico, Saudi Arabia, Spain 
and the US” are among the most avid consumers.

This broad appeal isn’t just a streaming 
phenomenon, either. Fatih Aksoy, founder and 
president of Turkish production giant Medyapim, 
which is behind recent titles such as Bir Peri Masali (A 
Fairy Tale), tells TBI that Turkish dramas perform well 
in the Middle East, Latin America, Eastern Europe 
and Central Asia, but adds that Medyapim has also 
recently begun to see growing interest in its content in 
Western Europe, particularly in Spain. 

“I believe this is due to the appeal of the narrative 
style, as well as the cultural similarities between Turkey 
and these territories,” he says, sharing that around 300 
broadcasters from 130 countries now buy Medyapim 
content worldwide, mainly for free-to-air channels and 
SVOD platforms.

Fatma Sapci, head of acquisitions, sales & formats at 
fellow Turkish powerhouse Ay Yapim, the firm behind 
Darmaduman and My Son, also notes increased 
Spanish interest in Turkish shows, as well as strong 
demand in Latin America and MENA. She agrees with 
Aksoy that shows perform well in these regions due 
to cultural similarities, with well-received series often 
going on to be remade locally.

“After the Turkish versions become popular, we are 
increasingly being asked for the format rights to be 
produced as local versions,” reveals Sapci.

While Turkish content has also historically 
performed well in CEE, with particularly strong 
demand from countries including Romania, Croatia, 
and Hungary, its reach is also now extending further 
across APAC. Müge Akar, head of sales for Europe, 
Asia & Africa at Bir Küçük Gün Işığ (A Little 
Sunshine) and Ben Bu Cihana Sığmazam (The Father) 
distributor ATV Distribution, describes Indonesia, 
Pakistan and Bangladesh as “key markets” while 
“Malaysia and India are also on the rise.”

And then in MENA, both Medyapim and Ay Yapim 
have partnered with Saudi-based MBC Group, striking 
a five-year content deal at MIPCOM last year for first 
look and volume agreements, along with plans for 
original content to be produced for the regional market.

Cultural heritage

From all this activity, it is clear that Turkish content 
continues to cross borders, making its appeal to 
global platforms obvious, while Netflix’s Diştaş 

“Turkish series have 
their own unique 

narrative style and 
this style always 
has an audience 

worldwide”
Fatih Aksoy, 
Medyapim
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further highlights Turkey’s “wealth of cultural 
heritage and diversity.”

“That provides excellent inspiration for storytelling 
and as a global service, we can make great stories here 
in Turkey and bring them to the world,” says the exec.

Some of Netflix’s most recent Turkish success 
stories include The Life And Movies Of Ersan 
Kuneri, Another Self, and In Good Hands, all of 
which have been featured the streamer’s Top 10 list in 
multiple countries. 

But this interest goes beyond subscribers enjoying 
the content, says Diştaş. “A study of our members in 
seven countries showed that those watching Turkish 
shows were 2.6 times more likely to make Turkey 
their number one travel destination and 4.6 times 
more likely to learn Turkish. It’s amazing that local 
stories can bring cultures together like this.

“Turkish series have their own unique narrative 

style and this style always has an audience 
worldwide,” expands Medyapim’s Aksoy. “This style 
prioritises feelings rather than events, it focuses more 
on the e«ects the events have on the characters, unlike 
most American series where events take precedence 
over feelings. I believe that is the main reason Turkish 
series do well abroad.”

Genre gains

While Turkish drama in general is proving popular, 
women-centric and family dramas typically continue 
to be the most popular titles globally, with Adını 
Feriha Koydum (The Girl Named Feriha), 
(Mother) and Sadakatsiz (Woman Scorned) among 
Medyapim’s most successful titles being sold to 

international companies.
Aksoy adds that demand for romantic comedies 

has also increased, with Ay Yapim’s Sapci concurring. 
“The romantic dramas with a twist are usually the 

ones doing well abroad,” Sapci says. “We try to vary 
ourselves in the style and art of storytelling, and we 
get good results.”

Yargi (Family Secrets) is Ay Yapim’s latest top-
performing international title, says Sapci, with 
the drama having sold to more than 50 countries, 
including a format adaptation in Greece. 

Meanwhile, Alev Alev (Flames Of Death), an 
adaptation of French broadcaster TF1’s Bazaar 
De Charite, has been distributed to more than 100 
countries and is another top-seller for the firm.

Özlem Özsumbul, head of sales at Madd 
Entertainment, a joint-venture between Medyapim 
and Ay Yapim, which distributes content for both 
production houses, says the “major bricks” that set 
Turkish content apart include high production quality 
and the talents of local actors.

But, harking back to Aksoy’s point about greater 
emotional depth, Özsumbul also adds: “Feelings are 
the most important reason behind the success... of 
Turkish content. 

“As a culture we like to show our feelings clearly 
– when we are angry, happy or sad – you can easily 
understand how we feel from our face. 

“A drop in your eyes or wrinkle in your face shows 
us everything. You do not need to hear even a word 
or sentence, how we look and some close-ups or 
music helps more than words sometimes.”

A gesture may be worth far more than a thousand 
words, after all; it may be worth many thousands of 
viewers and subscribers, all over the world. TBI

Sadakatsiz (top) is one of 

Medyapim’s best-selling 

series, while Yargi (above) is 

Ay Yapim’s top-performing 

international title
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Building out

I f FAST was the US growth story of 2022, the next 12 months 
will go some way to telling us just how far this nascent medium 
can travel globally. While consumption in countries across 
Europe and Latin America, as well as Australia and Canada, is 

surging, it’s growth from a low base. Stateside numbers, as and where 
they are available, are on an altogether di�erent scale.

Take, for example, Blue Ant Media, the Canada-based operator 
of channels including Love Nature, HauntTV and Total Crime and 
HistoryTime. In the US, the combined time spent on these FAST 
entities in 2022 averaged a whopping 527 million minutes per month, 
up 181% on 2021. 

Gaining broader insights across FAST as a whole remains 
tricky and it is an irony that while the shift to streaming allows 
for increasingly granular detail on consumption habits, there was 
arguably more transparency when linear network ratings were 
measured via more prosaic methods. Yet while FAST platforms hold 
much of the data close to their chests, it is clear that for the companies 
stocking them with channels, the potential continues to grow.

So too, however, does the competition. “Many of the US platforms 
now have around 300 channels already, so we’re seeing them become 
pickier,” says Jamie Schouela, Blue Ant’s president of global channels 
& media. “And as they add channels, they want them to bring real 
value, to be unique and to have exclusive content.”

Leaning into lifestyle

These three attributes were part of the reason why Blue Ant splashed 
out back in September to buy the unscripted original series and 
specials of veteran US lifestyle star Mike Holmes, host of DIY 
Network’s Holmes Buys Homes.

The deal saw Blue Ant taking ownership of more than 200 hours 
of programming, including all seasons of Holmes On Homes, 
Holmes Makes It Right and Holmes Inspection.

And the reason, or at least part of it, came down to FAST, and the 
ability to stock an entire channel – Homeful – with his shows.

“It was already a proven catalogue that had numerous ways of 
being monetised, but we brought it first and foremost because we 
knew his fanbase would love it and would find him on Homeful,” 
Schouela says of the US o�ering. 

“That was the driving point, but we also knew there were other 
ways to monetise it – we didn’t say we have to make 30% back from 
this window or 40% from another.”

The deal underscores how FAST strategies are being woven into 
the tapestry of channel operators and distributors, while outside of the 
US, the catalogue has already started being sold into other windows.

Blue Ant Media’s deal for Mike Holmes’ lifestyle shows underlined the bullishness around not just unscripted 
programming, but FAST as a means to deliver it. Jamie Schouela talks to Richard Middleton about the deal, loveable 
pets & his plans for Drag Race expansion

Blue Ant acquired shows from lifestyle expert Mike Holmes last year (above)
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Profits & potential

When it comes to cold, hard cash, it remains unclear 
just how profitable FAST is, even in the US. Schouela 
eschews giving any specifics, but admits FAST is 
“nicely profitable”, adding that he’s “very bullish that 
the space will keep growing around the world.”

Haunt launched in the UK on Samsung, Pluto TV 
and Rakuten in October, while Love Nature has been 
recently rolled out into Australia. “It’s early days, but 
it’s ahead of our expectations,” says Schouela.

The play for now, for both Blue Ant and most 
FAST operators, remains centered on the US however, 
with Schouela admitting he is “careful” about roll-
outs into less mature markets. 

“The strategy is to launch a couple of channels in 
di�erent areas around the world, we see them as our 
scouts. I want at least a brand or two in our primary 
territories to get the data back first-hand, then we 
will make an assessment of how the UK is doing versus 
Australia, or parts of Latin America, for example.

“Even having one or two brands on major platforms can give us a 
sense of those markets. Then we can lean in once things take o�. We 
don’t want to over-invest.”

Dealing in data 

While rights holders worldwide are leaning into FAST, it remains a 
nascent sector. Many platforms have launched their own branded 
channels, providing yet more competition to securing ad dollars, 
while the lack of consumption data can cloud planning. 

“Platforms are starting to lean into their own brands and channels, 
look at Pluto or Samsung or Roku,” Schouela says. 

“With their own channels, they keep 100% of the revenue, so our 
job has been proving to the platforms that our brands can provide 
exclusive content that you can’t get anywhere else. And that they 
deliver from an audience perspective.” 

Data is key to this and Schouela admits it can be “inconsistent” 
depending on the platform – Love Nature is on 14 services in the US. 
But it’s clear that no one really wants 500 channels, he adds. “The 
higher you get, the harder it is to cut through and to find the channels. 

“It’s not good for either us or the channel partner.
“FAST is the wild west, in some ways, it’s still such 

early days. It’s not like pay TV, where you have a 
single currency – Nielsen, for example – and everyone 
is measured in the same way. Each platform reports 
back in some degree, and some are better than others. 

“We’ve made the point that the more you share 
with us, the more helpful it will be for both of us.”

Channel expansion

Yet while data might be hard to come by, the 
revenue from FAST’s US exploits is fuelling further 
investment. It is also pushing Blue Ant into new areas, 
including its first franchise deal on FAST, which will 
see it partnering with World Of Wonder to take the 
international versions of hit format Drag Race onto a 
US-focused channel.

“In Canada, our production company [Blue Ant 
Studios] is behind the local version of Drag Race and it runs 

on Crave,” Schouela says, adding that the US FAST channel 
will o�er the shows’ iterations from Australia, the UK, Italy and 
others. “World Of Wonder owns the rights, it’s their IP, and in the 
US up until now it has gone out on [SVOD] Wow Presents Plus,” he 
explains. “Our partnership will bring the franchise to a channel we’re 
calling Drag Race Universe, which will have all the seasons of all the 
international versions in one place.”

Blue Ant is also launching a Love Nature spin-o�, or “cousin” as 
Schouela puts it, called Love Pets, which again will launch in the US, 
with a further roll-out into the UK potentially on the cards.

There is also talk of more commissioning involving FAST channels, 
or at least building in revenues from the medium on new shows, but 
the key takeaway is how quickly the ecosystem is changing.

“We’ve previously only looked to take rights to shows in Canada 
and put them on our Canadian pay-TV channels, before selling 
worldwide. Now, we’re more nuanced, we’re asking how can we do 
more – keep commissioning for Canadian pay-TV, because they are 
thematically aligned with these brands, but also take FAST licences 
and still look to co-commission and partner with others. It will keep 
evolving but we are definitely thinking about FAST usage as we 
commission content on a global basis, for sure.” TBI

“FAST is the wild 
west, in some ways, 
it’s still such early 

days - it’s not like pay 
TV, where you have 

a single currency 
and everyone is 
measured in the 

same way”
Jamie Schouela , 

Blue Ant
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T he producers of titles such as 
Planet Earth II, Hostile Planet 
and Tiny World are back with 
this new natural history series, 

which explores the incredible ways in 
which life on our planet is impacted by its 
journey around the sun.

“The sun’s rays vary in intensity 
depending on where you are on the planet 
at di�erent times of year. This is what 
causes the seasons, drives the weather 
systems and a�ects nearly all life on Earth.

“It’s a natural rhythm of life, but one 
that hasn’t been explored in blue chip 
natural history before,” reveals series 
producer Seb Illis.

“Rather than divide the episodes into 
habitats - mountains, deserts, jungles etc – 
which is perhaps more conventional, 
A Year On Planet Earth looks at the 
whole world over the course of a year. In 
so doing, we reveal not just the individual 
animal stories but the forces that drive 
them and, crucially, how they are 
connected.”

Presented by Stephen Fry and filmed 
using the latest cutting-edge technologies, 
each episode explores this changing of 
the seasons through the stories of animal 
families, including “crowd pleasers like 
lions, cheetahs, grizzly bears, pandas and 
polar bears” as well as ”lesser-known 

animals like the Tibetan fox and the red 
shanked douc – a kind of monkey only 
found in Vietnam,” shares Illis.

Over the course of the series, cameras 
capture some animal behaviour that Illis 
says has never been seen before, from a 
hammerhead shark predating on a blacktip 
shark o� the coast of Florida to one of his 
personal favourite sequences, featuring a 
rather cunning magnificent riflebird.

“At the equator, there is more or less 
12 hours of sunlight a day all year round. 
With constant rain, there is also plenty of 
food. As a result, the animals that live there 
don’t need to undertake epic migrations or 
adapt to survive extremes of weather. But 
they do need to work harder to compete 
for a mate, so typically that is where you 
find the most amazing courtships. 

“The magnificent riflebird is a type 
of bird of paradise. The males perform 
an amazingly elaborate dance that takes 
many years to learn. We filmed what 
initially appeared to be a female dancing 
back to the male. When we showed the 
footage to the scientists, they concluded 
it was actually a juvenile male in female 
plumage who was learning the adult 
dance by cheating a front row seat! It has 
never been recorded before. It makes for a 
fascinating sequence, but also adds to our 
understanding of these amazing birds.”

Hot Picks

A Year On Planet Earth

From a global natural history show to a docuseries delving into the world 
of dangerous cults, check out the hottest shows heading to market

Top
Pick

Producer: Plimsoll Productions
Distributor: ITV Studios
Broadcaster(s): ITV/ITVX (UK), Fox Nation (US), ARD Group (Germany), Tencent Video (China)
Logline: Cameras follow the stories of animal families over the course of a year to explore how the 
changing seasons impacts the lives of everything on the planet
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Aimed at children aged 
3-6, and with two seasons 
(104 x 11-minutes) already 
pre-sold to broadcasters, 
this animated series follows 
Paula, Billy and Tim as they 
use numbers, counting and 

shapes to transform themselves 
into a fast-response rescue 
team that helps the citizens of 
Numberville. 

“When a citizen of 
Numberville has a counting 
calamity or a shape-sorting 
setback, the three heroes receive 
their emergency call and the 
adventure begins,” shares 
Corey Caplan Sr, director 
of international sales at the 
show’s distributor Guru Studio. 
“Lights flash, sirens ring, the 
playroom transforms and 
Paula, Tim and Billy become 
The Number Squad!”

Each episode teaches pre-
schoolers “key social and 
emotional development themes 
such as sharing, resilience, 
teamwork and friendship” 
wrapped in “fast-paced, funny 
adventures,” explains Caplan 
Sr, who adds that young 
children will “learn and laugh 
along the way, as the 123 
Number Squad saves the day.”

This new 8 x 60-minute 
docuseries digs into the 
magnetic power of criminal 
cult leaders and the dramatic 
investigations that finally 
brought them to justice. 

Each episode takes viewers 
deep inside a di�erent modern-
day cult and meets the 
journalists, law enforcement 
agents and prosecutors who 
gradually built up the cases 
against them.

“Access is key in that all 
contributors are directly 
tied to the cases,” Felicia 
Litovitz, VP of acquisitions for 

North America at the show’s 
distributor, Cineflix Rights, 
tells TBI. “We hear from law 
enforcement and prosecutors 
and witness chilling revelations 
from brave survivors who share 
how they were born or lured 
into the fold, and how they 
ultimately helped bring down 
these nefarious cult leaders.

“Extensive courtroom 
footage of the trials draws the 
viewer deep into the drama and 
reveals the fate of these false 
prophets once and for all.”

The series tackles varied 
crimes ranging from sex 

tra�cking and forced labour, to 
extortion, polygamy, and even 
murder, with Litovitz revealing 
that the series highlights the 
stories of some lesser-known 
cults, including some cases 

where the verdicts have only 
just been announced. These 
“unheard first-hand accounts” 
ensure that “much of the 
information revealed is fresh,” 
adds the exec.

123 Number Squad
Producer: Omens Studios
Distributor: Guru Studio
Broadcaster(s): Sky Kids (UK), Mediacorp (Singapore), Youku (China), Hop 
(Israel), Shahid (MENA)
Logline: Pre-school animation teaching children social and emotional skills 
through fast-paced, number-based adventures

Cult Justice
Producer: Law&Crime Productions
Distributor: Cine�ix Rights
Broadcaster: True Crime Network (US)
Logline: Docuseries delving into the inner workings of dangerous cults, 
hearing from former members and those who helped to end their crimes
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Created by João Emanuel 
Carneiro (Brazil Avenue), this 
Brazilian telenovela follows 
the story of Maíra (Sophie 
Charlotte), who was raised 
believing her mother had died.

However, the truth is Zoé 
(Regina Casé), rejected Maíra 
because she was born with a 
disability. When Zoé returns, 
years later, seeking forgiveness 
following the death of Maíra’s 
father, it is just the beginning of 
the young woman’s strife.

“Maíra falls in love with 
Rafael, but he is engaged to her 
sister, Vanessa, who will spare 
no e�ort to separate the couple.

“Vanessa still has the help of 
Zoé, who is torn between her 
two daughters. But everything 
that Maíra will go through 
will culminate in a desire for 
revenge against those who did 
her wrong,” reveals Angela 
Colla, head of International 
Business at Globo.

“What would be a great 
family reunion turns into a 
whirlwind of lies, discoveries, 
and intrigue,” adds Colla, who 
believes the “universal themes” 
and “agile pace” will win the 
show fans the world over. TBI

Created by UK-based Maverick 
Television, this horror-themed 
reality gameshow format follows 
teams competing for a cash prize 
in a range of creepy locations, 
ranging from a deserted nuclear 
power plant to a haunted house 
and an experimental human 
testing laboratories.  

“In each location, 
contestants are faced with a 
series of scares from both their 
physical environment and the 
‘inhabitants’ that lurk there,” 
reveals format production 
consultant Dug James.

“Radioactive mutants, 

biologically altered zombies and 
pagan cult members lurk round 
every corner and under every 
trapdoor waiting to jump out on 
them,” adds James of the show 
where, every time a contestant 
screams, their prize fund drops.

Those taking part must keep 
their cool as they face tasks 
designed to make them squirm, 
including submitting themselves 
for a lobotomy experiment, 
taking part in a job interview 
with a zombie CEO and locating 
gas masks to save themselves 
from a poisonous cloud.

The show has been piloted 

on BBC Three in the UK and 
was then adapted by All3Media 
Belgium for local streaming 
service Streamz last year, 
where James reveals conestants 
were split between those that 

“reached the end and wanted 
to go back and experience 
the whole challenge straight 
away, and those who vowed 
never again to sleep with their 
bedroom light o�!”

All �e Flowers
Producer: Globo
Distributor: Globo International Distribution
Broadcaster: Globoplay (Brazil)
Logline: A “modern-day fairy tale”  about a young woman whose fresh start 
in Rio de Janeiro is thrown into turmoil by the return of her mother

Don’t Scream
Producer(s): Maverick Television, All3Media Belgium
Distributor: All3Media International
Broadcaster(s): Streamz (Belgium)
Logline: Horror-themed game show format in which contestants must 
keep calm during terrifying tasks, or risk reducing their cash prize fund
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Legal Julian Wilkins

Dealing with IP infringements

In his monthly TBI 
column, consultant 

solicitor Julian Wilkins 
reveals how media 
firms can keep IP 
disputes out of the 

courts to best reach an 
amicable solution 

Julian is a consultant 
solicitor and notary public 
with Eldwick Law, and 
a founding member of 
mediation and arbitration 
practice Q Chambers

They say all publicity is good publicity, but 
not necessarily a court case. Regardless of 
fault, collateral damage including tarnished 
reputations, costs and lost time takes its toll. 

The court room, by its own rules, is the last resort in 
the justice food chain unless urgent action is required, 
such as a significant breach of IP rights or defamation.

Across all types of media, examples abound. 
Recently, a Californian federal court dismissed a 
five-year-old copyright suit claiming Taylor Swift 
copied from a 2001 R&B song for her chart-topping 
hit Shake It O� after the claimant agreed to stop their 
claim. Even Paddington Bear was in the Intellectual 
Property Enterprise Court regarding auditing 
rights and accounting for royalties – Pixdene Ltd v 
Paddington and Company Ltd [2022] EWHC 2765 
(IPEC). Whatever next, estranged royals in Netflix 
shows...

In the aforementioned cases, there may have been 
attempts to resolve matters without trial. Indeed, there 
are various Alternative Dispute Resolution (ADR) 
mechanisms (that’s not a euphemism for Peaky 
Blinders’ customer services) available to try to avert full 
fat litigation. 

For one, many contracts have dispute resolution 
clauses stating that the parties initially negotiate. Where 
possible, this will involve colleagues not involved in the 
circumstances that led to the dispute – they are more at 
arm’s length and dispassionate.

Another approach is mediation, where the 
parties agree to appoint a third-party impartial and 
independent facilitator. The mediator does not impose 
a decision but assists the parties in finding a solution 
by using di�erent techniques, such as reality checking 
and trying to get each party to look at the issues from 
another person’s perspective. 

Further, mediation gives scope beyond the 
immediate issues, for instance if the parties have 
worked together for many years – say, producers and a 
studio. The resolution of the dispute may include more 
favourable working terms in the future.

Mediation is confidential and any settlement can be 
recorded in an agreement enforceable through the courts 
if there is backtracking on the deal. Both the US and 
the UK have been leading exponents on mediation, for 
instance via JAMS (Judicial Arbitration and Mediation 
Services) in the US and CEDR (Centre for E�ective 
Dispute Resolution) in the UK.

A more involved process is arbitration, which 
is akin to a private court where the parties can 
determine the terms upon which an arbitration panel 
conducts the arbitration. The process is confidential 
and the arbitrators are independent and impartial. 
An arbitration award can be enforced in multiple 
jurisdictions, provided the country is a signatory 
to The 1958 Convention on the Recognition and 
Enforcement of Foreign Arbitral Award – useful, for 
instance, in an international copyright dispute.

Other forms of ADR include expert determination, 
whereby the parties appoint an independent person to 
assess the facts and issues. They then make a decision 
which is binding on the parties; likewise, early neutral 
evaluation is similar and can be binding on the parties, 
or otherwise act as a barometer to indicate each party’s 
chance of success if matters went to trial.

There are, of course, specialist organisations within 
our industry, such as FRAPA (The Format Recognition 
and Protection Association), which has a mediation 
service run in conjunction with World Intellectual 
Property Organisation’s (WIPO) arbitration and 
mediation services. You can go direct to WIPO on 
other IP disputes, but FRAPA has carved a niche in 
relation to format protection and dispute resolution.

And this stu� matters. The UK media regulator 
Ofcom, for example, stipulates that communications 
providers o�ering services to people, small businesses 
(up to 10 employees) and not-for-profit organisations 
(where up to 10 individuals work, not including 
volunteers) must be members of an ADR scheme.

Hopefully, disputes are few and far between but 
e�ective use of ADR methods could mean all parties 
can have their marmalade and eat it. TBI
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Last Word Min Lim

Reaching out

“If western 
producers only knew 
where to look, there 

are some hidden 
gems in markets 

across the region”

Min Lim is head of 
production at Malaysia’s 
Double Vision. She is 
executive producer & 
showrunner on dramas 
including the Asian 
adaptation of The Bridge, 
Beautiful World and Liar
Malaysia

“A h salaam and good evening to 
you, my dear friend. Welcome 
to Agrabah, city of mystery… 
of enchantment… and the finest 

merchandise this side of the River Jordan, on sale today!” 
Thus go the opening lines of Aladdin, one of my 

favourite childhood movies. The merchant continues: 
“Come on down, look at this… yes… combination 
hooka and co�ee maker, also makes julienne fries! It 
will not break! Oh... It broke.” 

As we enter 2023 (30 years after the film was 
first released) I can’t help but feel those words still 
characterise much of how the western world still sees 
Asia (South East Asia in particular) today, especially 
when looking for original ideas – both to consume or 
adapt. Many will deny it of course. “Look at the Asian 
wave”, they will say. “We’ve been adapting Asian IP 
since The Magnificent Seven!” 

Yes. From Japan and Korea. But what about South 
East Asia? 

Cue the crickets.  
There is no doubt that our North Asian brethren 

lead the way. Missing out on a Korean format, as 
some western television executives will tell you, is a 
career faux pas that will give you worse nightmares 
than Donald Trump’s NFTs. But Asia is so much more 
than Korea and Japan. And if there’s one thing that we 
can learn from my favourite Disney animation is that 
when it comes to South East Asia, it’s all about finding 
the diamond in the rough. 

If western producers only knew where to look, there 
are some hidden gems (both original IP and formats) 
in markets across the region that are often overlooked. 
We’re talking about shows that have rated through 
the roof in their respective countries and beyond – 
only they’re just not as “sexy” or have failed to grab 
western headlines like those from Korea and Japan. 

Case in point, a little-known Malaysian drama 
– Beautiful World – was the highest rated Chinese-
language show in the year that it was launched on 
Malaysia’s biggest FTA, Media Prima. It was so 
successful that it became the one of the most watched 
shows on Bilibili in China (no mean feat for a show 
made on a shoestring budget that had no known 

stars) until it came to the attention of the producers 
who asked for it to be taken down as it had been 
illegally uploaded. It is a format that can work across 
the world, evidenced by discussions with HBO (and 
subsequently MGM) to remake it before it su�ered 
from the restructures of 2020 and 2022 respectively. 
But nevertheless, it is an example that good South East 
Asian IP exists.

For sure, finding that diamond isn’t easy. South East 
Asian shows are relatively cheaply made, characters 
are generally underdeveloped and the acting – well let’s 
just say that it gives new meaning to the term “drama 
queen”. (I mean, when you make scripted shows for 
less than $15,000 an hour all in, shoot an episode in 
four days and deal with censorship guidelines that will 
make you question the meaning of life, something’s 
got to give!) But, if someone were to look beyond the 
miniscule Asian budgets and the resulting lowered 
production values to the core idea, what they would 
find are compelling plots and storytelling that can 
travel – if given the chance. 

And then, it’s a question of how you make that 
diamond shine. Look at Infernal A�airs from Hong 
Kong. Ask any South East Asian kid growing up in 
the noughties and they will tell you that it was one of 
the greatest films of the decade. And for a movie made 
purely for the Asian market, its adaptation went on 
to earn Martin Scorsese his first Academy Award and 
a Golden Globe for Best Director along with another 
three Oscars, including Best Picture. Scorsese famously 
joked that he won the Oscar after losing out on it five 
times previously because, “this is the first movie I’ve 
done with a plot!” 

 So for territories interested in unique and under-
exploited Asian IP, come and engage us. Don’t sit 
back and make Asia come to you. Unlike much of the 
western world, many of us are still in recovery mode 
and might forego expensive markets like MIPCOM. 
But come to the Asian markets (from Busan to 
Hong Kong to Bangkok) and you will find a thriving 
ecosystem that is just dying to show the rest of the 
world that Asia has a lot more to give than Japan and 
Korea. You might find a dusty old lamp. But then 
again, look where that got Aladdin. TBI
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