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Mickey Mouse snaps up Darth Vader 

  George Lucas became an even wealthier media-and-entertainment mogul on 30 October when he 
unveiled plans to sell Lucasfilm, creator of the Star Wars franchise, to the Walt Disney Company for 
US$4.05bn. Since Lucas is Lucasfilm’s sole owner, the cash and shares offered by Disney are solely 
his. In addition to the existing six Star Wars movies, one of the biggest entertainment franchises in 
history, the Lucasfilm portfolio includes the hit Indiana Jones franchise, special-effects studio Indus-
trial Light & Magic, audio-effects company Skywalker Sound, and LucasArts, the computer-games 
publisher famous for Lego Star Wars. LucasArts recently joined forces with Rovio Entertainment, the 
Finnish mobile-games and entertainment group, to create an Angry Birds: Stars Wars game. 
  Movie producer Kathleen Kennedy will be Lucasfilm’s new CEO. The transaction, when completed, 
also expands the Disney brand’s value to possibly more than US$90bn. The first Star Wars film from 
Disney is scheduled for 2015. In terms of intellectual-property assets and revenues, Disney’s busi-
ness has soared in the last six years following its US$7.4bn acquisition of Pixar, the animation studio 
co-owned by the late Apple founder Steve Jobs, in 2006. Disney then bought Marvel Entertainment, 
famous for the legendary super-heroes comics, in 2009. 

Former Disney CEO Eisner 
back on movie-making trail 

    Michael Eisner, once Hollywood’s most 
powerful man as The Walt Disney Company’s 
CEO, has returned to feature-film and TV 
production in a multi-year deal with Universal 
Pictures. Since quitting Disney in 2005, Eisner 
has invested in mostly Internet-distributed 
content via The Tornante Company, which he 
co-owns with Chicago-based private-equity 
firm Dearborn Partners. Media reports indicate 
Tornante is seeking to raise US$800m to pro-
duce up to eight movies and scripted-TV 
shows annually. Tornante’s output is expected 
to be distributed by Universal Pictures.  

Finnish heavy-metal band 
Nightwish releases movie 

  Imaginaerum, a US$3.7m movie produced 
by Nightwish, the Finnish metal band, and 
based on their recent studio album of the 
same name, is released on 23 November. The 
musical fantasy written by Tuomas Holo-
painen, Nightwish’s front man, took five years 
to produce. The soundtrack was composed by 
Petri Alanko, who rewrote the album’s tracks 
specifically with a feature film in mind. Alanko 
is known for his video-games soundtracks. 
Nightwish has sold more than 8 million units of 
singles and albums worldwide. 

  UK publicly quoted film, TV production and 
finance group Content Media Corporation and 
Preferred Content, the Los Angeles independ-
ent film company, have formed a joint venture 
called Preferred Film & TV (PFT). The new 
company will develop and produce content for 
film, TV and digital platforms. PFT’s first title is 
supernatural thriller Mr Jones, which is in post-
production. * Meanwhile, India and Spain 
have signed a bilateral treaty, entitling Indian 
films shot in Spain to the benefits given to lo-
cal productions and vice versa. 

  Good Films, the UK independent production 
company owned by acclaimed British producer 
Miriam Segal, has set up a tax-efficient opera-
tion to attract US$155m in funding for six 
movies. The budgets range from US$13m-
US$55m.The films will be developed at Good 
Films’ sister company George Films with 
private capital raised via the UK government’s 
Enterprise Investment Scheme, which is 
designed to encourage investment in the crea-
tive industries. The shooting schedule rolls out 
from this year until 2015.  

Shorts: Content launches joint 
venture; India/Spain pact 

UK producer Miriam Segal 
strikes investment gold 
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New 3net Studios eyes growth of 3D TV  

  Sony Corporation, Discovery Communications and IMAX Corporation’s commitment to growing 
the number of quality 3D content available was confirmed with the launch of 3net Studios in October. 
3net Studios is a subsidiary of 3net, a US-based round-the-clock 3D-programming TV network 
launched by the three in February 2011. Currently, transmitted on only US satellite platform DirecTV, 
3net is still at the early stages of the 3DTV business. 3net Studios, located in Sony Pictures’ Los 
Angeles headquarters and Discovery’s Maryland, head office, aims to boost the size of original 
“native” 3D content for the emerging 3DTV sets, computers, smartphones and tablets. The pro-
grammes will be for 3net and the growing number of 3D channels worldwide. Space, Marksmen and 
Daydream are some of the first titles on 3net Studios’ development and production slate. Ever since 
Avatar, the James Cameron-directed sci-fi 3D movie, became the highest grossing film of all time 
with US$2.7bn in cinema-ticket receipts, 3DTV entertainment has caught the industry’s imagination. 
There are more than 30 channels worldwide dedicated wholly or partly to 3D, including the UK’s Sky 
3D on the satellite-delivered BSkyB platform and Walt Disney’s ESPN 3D in the US. Last year, 
European pay-TV service Canal Plus clinched a licence to broadcast a 3D channel in Poland.  

Imagine Nation has visions for 
second screen in cinema 

  Imagine Nation, the new global TV, film, 
live-entertainment venture co-founded by 
former Sony Pictures Television executive 
Kees Abrahams, has made two significant 
investments since its October launch. It has 
launched 2CFilm, a new venture that plans to 
use new digital media to revolutionise con-
sumers’ cinema-going experience via second-
screen social-media mobile devices. 2CFilm’s 
launch comes shortly after Imagine Nation 
snapped up 50% of Absolutely Independent, 
the Dutch production company specialising in 
TV-format shows. 

YouTube unveils second round 
funds for online TV channels 

  YouTube, Google’s video-sharing website, 
is determined to challenge traditional broad-
casters as it announces a new round of fund-
ing for its Original Channel Initiative, reports 
Advertising Age. The initiative began last year 
with YouTube’s US$100m investment in 100 
newly created US TV-like channels for trans-
mission on its website. The producers range 
from celebrities like Ashton Kutcher to tradi-
tional programme makers. Funds for another 
60 European channels was announced this 
October. Only the cost-effective channels get 
US$1m-US$5m each in the new round. 

  US investment firms Guggenheim Partners, 
and Mosaic Media Investment Partners, plus 
Peter Gruber’s Mandalay Entertainment , 
bought Dick Clark Productions (famous for the 
Golden Globe Awards and So You Think You 
Can Dance), for a reported US$370m from 
RedZone Capital Management. * Canada’s 
Entertainment One has agreed to buy distribu-
tion/production giant Alliance Films for 
C$225m from Goldman Sachs’ GS Capital 
Partners and Investissement Quebec. * 
France’s The Banijay Group has acquired a 
majority of Australia’s  Screentime.  

  Cable and satellite-delivered multi-channel 
broadcasters like BSkyB, Discovery Networks, 
Fox International Channels, Turner Broadcast-
ing and NBCUniversal spent £623m in UK-
made content in 2011, a 31% increase from 
2010, says an Oliver & Ohlbaum Associates 
report for the UK’s Commercial Broadcasters 
Association. UKTV, the cable-and-satellite 
network jointly owned by BBC Worldwide, the 
public broadcaster’s commercial arm, and US-
based Scripps Networks Interactive, recently 
announced it has boosted its investments in 
new content to £100m annually.  

Shorts: Alliance Films; Dick 
Clark Productions; Banijay 

Multi-channel networks hike 
cash flow into UK content 

TELEVISION 



Universal promises investments in EMI 
  Max Hole, COO at the international division of Universal Music Group (UMG) says his company 
plans to reinstate the multi-label structure that had been removed at EMI Music, which UMG recently 
got regulatory approval to buy for US$1.9bn. At a media conference on 12 November, Hole ex-
plained that UMG operates labels with separate profit-and-loss (P&L) centres that competed against 
each other internally. Although EMI operates different labels, their P&L had been centralised, a situa-
tion that UMG plans to reverse, he added. His comment comes after MTF saw a memo, in which 
UMG pledges to invest heavily to boost the struggling EMI’s fortunes. In the memo, UMG CEO/
chairman Lucian Grainge says: “Our plan…is to invest in the company, to remove the uncertainty of 
its recent history, and to reinvigorate its legacy.” The document features phrases such as 
“commitment to invest in growth”; and “commitment to talent acquisition, musical and technological 
innovation”. UMG’s EMI acquisition gives it about a 40% market share in the US, the world’s biggest 
music market. It was sold by US investment giant Citigroup, after previous owner, private-equity firm 
Terra Firma Capital Partners, defaulted on its loan. The European Commission gave its approval on 
condition that UMG sell some EMI labels. There are now only three multi-national major labels: 
UMG, Sony Music Entertainment and Warner Music Group (see MTF Issue9).  

Warner Music refinances for a 
more secure future  

  Warner Music Group (WMG) has re-
financed its business to ensure a more secure 
future. Billboard magazine’s analysis indicates 
WMG’s annual interest payments will fall by 
US$43m via new loan agreements. It recently 
clinched US$600m in senior secured term 
loans with 5.25% in annual interest; another 
US$500m in senior notes (6% interest); plus 
€175m in senior notes (6.25% interest). The 
loans mature between 2018 and 2021. WMG, 
a subsidiary of US-Russian magnate Len 
Blavatnik’s conglomerate Access Industries, 
plans to start repaying the principal early.  

Dance music brightens Dutch 
economy to the tune of €587m  

  The dance-music sector contributes €587m 
annually to the Dutch economy, according to a 
study by EVAR Advisory Services for Dutch 
royalties-collecting society BUMA/Stemra, 
ADE and Dutch electronic music-and-dance 
entertainment firm ID&T. Revenues generated 
at large festivals and dance events (3,000-plus 
spectators) accounted for about €137m. Some 
€254m came from dance events headlined by 
Dutch DJs and music producers, including 
€53m-plus from their work overseas. Globally, 
the report estimated dance-music events gen-
erated about €2.7bn last year.  

  Yamaha Corporation of America, the US’ 
biggest musical-instruments manufacturer, 
has launched a full service record label to sign 
up emerging and established recording artists. 
Among the first acts signed to the new Yama-
ha Entertainment Group of America label is 
London-based rock band Leogun, whose first 
album is scheduled for release in February 
2013. Yamaha, which includes Elton John 
among its biggest customers, says the new 
label’s goal is to “record, produce, brand, 
publish, license, market, publicize and sell 
original audio and video content”.   

  The global record companies spent 
US$4.5bn on A&R, the division devoted to 
discovering and developing artists, and the 
necessary marketing campaigns in 2011, said 
international music-industry trade group IFPI 
in its new Investing in Music report. Of that 
amount, US$2.7bn was spent on A&R alone, 
slightly less than the US$2.8bn spent in 2008. 
It can cost up to US$1.4m to break an artist in 
a major country. Major labels have 5,000 art-
ists on their roster, while independents have 
tens of thousands.  

Music-instruments giant  
Yamaha launches label 

Record labels commit $4.5bn to 
new talent/marketing in 2011 
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$100m raised for Hollywood museum  
    Star architects Renzo Piano and Zoltan Pali have won the contract to design the US$250m 
Academy Museum of Motion Pictures, the first US museum totally dedicated to the history and future 
development of Hollywood and the international movie business. Commissioned by the Academy of 
Motion Picture Arts and Sciences (AMPAS), the organisation behind the Oscar movie awards, this 
new 300,000sqft non-profit facility is scheduled to open in 2016. It will be located on the Los Angeles 
County Museum of Art’s campus inside a landmark building that used to be the May Company 
department store. The museum’s overall theme will be the melding of the arts and technology. 
Visitors will learn about the industry’s history and developments taking it forward in the digital 21st 
century. The museum’s content will be curated from 140,000 movies, 10 million photographs, 42,000 
original movie posters, plus thousands of production illustrations, costumes, props and production 
equipment. The committee set up to raise the US$250m are led by chairman Bob Iger, The Walt 
Disney Company’s chairman/CEO, and co-chaired by actors Annette Bening and Tom Hanks. They 
have received US$100m in pledges from donors that include the Hollywood studios, AMPAS’ past 
and present members, media groups, brand owners and entertainment technology manufacturers.  

Moscow bags rights to tallest 
buildings in Europe 

  The Moscow-based 506-metre tall 
Federation Tower Complex, designed by 
German architecture firm NPS Tchoban Voss, 
will be Europe’s tallest building when finished 
in 2013. It belongs to property-development 
firm Mirax (now part of the Potok group) and 
will be located in the new Moscow Internation-
al Business Centre. It will surpass Moscow’s 
338-metre Mercury City, currently Europe’s 
tallest but is still uncompleted. They end the 
reign of London’s 310-metre The Shard by 
Renzo Piano. Mercury City’s architects are 
Frank Williams and Mikhail Posokhin.   

French architect leads race for 
prestigious Chinese museum 

  French architect Jean Nouvel is thought to 
be the frontrunner to win the contract for the 
new headquarters attached to the prestigious 
National Art Museum of China (NAMOC). 
The new 1.3 million square-feet structure is 
scheduled to finish in 2015. It will be located 
next to the US$423m Beijing ‘Bird’s Nest’ 
Olympic Stadium by Switzerland’s Herzog & 
de Meuron. Nouvel’s rivals are the award- 
winning British architect Zaha Hadid and US-
Canadian Frank Gehry, who were among the 
120-plus architects worldwide that applied for 
the assignment  

  CEBRA, the Denmark-based architecture 
studio, has designed what will be the world’s 
biggest ski dome. Called Skidome Denmark 
and envisioned for travel agency Danski, it will 
be located in Randers, Denmark’s sixth largest 
city on the Jutland peninsula. The 100,000sqm 
Alps-like structure will include six indoor and 
two outdoor ski slopes (each about 3km long), 
a freestyle park, plus hotels, restaurants, 
shops, plus skateboarding and BMX facilities. 
The ski slopes will be on three arches that 
interconnect over the River Gudenaen flowing 
through Randers. 

  Simon Woodroffe, the British designer 
famous for introducing Japanese fast food to 
the UK with Yo! Sushi restaurants, and com-
pact airport hotel rooms with Yotel, is entering 
the residential-design business with Yo! 
Home. Currently at the prototype stage, Yo! 
Home is a small-scale efficiently furnished 
apartment that combines theatre scene-
changing technology and Japanese sliding 
screens. Its single 80sqm space functions as a 
sitting room, bedroom, dining room and 
kitchen thanks to carefully foldable domestic 
appliances, and a drop-down cinema screen.  

Danish travel agency mulls 
design for biggest ski dome 

Yo! Sushi fast-food founder 
tests urban-homes market 
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Defrauded Broadway show’s $100m suit 

  A New York State Supreme Court case, in which the accused is said to have “faked lives, faked 
companies and even staged a faked death”, could be the plot a Broadway drama. It is, in fact, a true 
story about a former stockbroker who allegedly lied about finding investors for a US$14m musical 
based on Daphne du Maurier’s 1938 gothic novel Rebecca. Now, the show’s producers are suing 
Mark Hotton, formerly at Oppenheimer & Co, and his wife Sheri, for US$100m-plus in damages. 
  He had, supposedly, found four overseas investors to put up the US$4.5m needed to take the show 
to Broadway at the Broadhurst Theatre. He had also, allegedly, pledged to secure a US$1.1m loan 
for the producers Ben Sprecher and Louise Forlenza. In return, Sprecher/Forlenza Productions is 
said to have paid him US$32,000-US$60,000 for fees and expenses. But, according to court papers, 
neither the investors nor the loan existed. Hotton, who was arrested in October, is now charged with 
two counts of ‘wire fraud’, a US federal crime that carries a prison sentence of up to 20 years. Conse-
quently, the show’s future and the cash already committed by genuine investors are now uncertain. 
Sprecher and Forlenza are liable for all debts should the show collapse.  

AEG on the block for $10bn by 
billionaire owner Anschutz  

  Anschutz Entertainment Group (AEG), the 
live entertainment-to-sports company and the 
world’s second biggest concert promoter, is up 
for sale for a reported US$7bn-US$10bn. 
Private-equity giant Blackstone Group, itself 
an investor in entertainment brands like UK 
attractions company Merlin Entertainments 
Group (MTF Issue3), will negotiate the sale. 
AEG’s global assets include lucrative venues 
such as London’s O2 Arena and Los Angeles’ 
Staples Center; US sports teams like soccer’s 
LA Galaxy, and basketball’s LA Lakers, plus 
music events like the Coachella festival. 

Developments for $300m New 
Orleans WW II museum 

  Private donations, US Department of 
Defence grant and Boeing sponsorship are 
part of the US$300m being spent on expand-
ing New Orleans’ National WWII Museum in 
memory of the US’s contribution to World War 
II. When completed in 2015, the 12-year-old 
museum will have a six-acre campus plus 
several exhibition areas for weaponry and air-
craft, among other attractions. * Meanwhile, 
the US$30m attraction Ocean Wonders: 
Sharks! is one of several exhibits at the 
US$150m renovated New York Aquarium, 
which is due to be completed in 2015.  

  Property-development firm London Resort 
Company Holdings and Hollywood studio 
Paramount Pictures are to launch a £2bn UK-
based Paramount theme park for a 2018 
opening. It will be located on Kent’s Swans-
combe Peninsula. It will have rides based on 
Paramount films like Tom Cruise’s Mission: 
Impossible, plus Europe’s biggest indoor 
waterpark. *Meanwhile, a US$1bn holiday 
resort and theme park centred on Spain’s Real 
Madrid, one of the world’s most affluent soccer 
clubs, launches in 2015 at Gulf Arab state 
United Arab Emirates.  

  The first waterpark themed around the 
Cartoon Network, the kids-TV service pro-
duced by Time Warner’s Turner Broadcasting 
System, opens in 2013 at Bang Saray, near 
Pattaya City in Thailand. Called Cartoon 
Network Amazone and furnished with Amazon
-Forest designs, the park will feature water 
rides based on the network’s most popular 
animation series, including Ben 10, The 
Powerpuff Girls and The Amazing World of 
Gumball. Jointly developed with Thai company 
Amazon Falls Co Ltd, the new park is 
 expected to attract 800,000 visitors annually.  

Shorts: Paramount park in UK; 
Real Madrid park in UAE 

Cartoon Network waterpark 
splashes into Thailand  
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Random Penguin’s disruptive merger  

Is digital media forcing traditional book publishers to follow their music-industry counterparts to 
consolidate further? UK-based Penguin Group, a subsidiary of media-and-education conglomerate 
Pearson, and Random House, part of the German media giant Bertelsmann, agreed to merge in 
October. The newly merged company is called Penguin Random House. Random House, which 
includes famous American novelists Judith Krantz, John Grisham and British celebrity chef Nigella 
Lawson on its roster, will own 53%. The remaining 47% goes to Penguin. It is not clear what the 
enlarged company’s global market share will be. The move reduces the number of the “Big Six” book
-publishing majors to five, the other four being Simon & Schuster (a CBS Corporation subsidiary), 
HarperCollins Publishers (a News Corporation subsidiary), France’s Hachette Livre (part of 
Lagardere) and MacMillan Publishers (with Germany’s Georg von Holtzbrinck Publishing). It means 
one less publishing major for writers to depend on. The industry blames the decreasing prices of the 
increasingly popular e-books, triggered by online-retail giant Amazon (MTF Issue10). Amazon sells 
e-books at low prices to lure customers to buy its Kindle e-readers. The global music industry is also 
consolidating after Universal Music Group bought rival EMI Music (Music News page 5).  

Hodder & Stoughton gets 
romantic with Love Story  

  Hodder & Stoughton, the UK publisher that 
recently split into two divisions, has acquired 
the British and Commonwealth rights to the 
novels by Erich Segal, the US author famous 
for writing the 1970 classic romantic novel 
Love Story and the screenplay for the Beatles 
movie Yellow Submarine. Love Story also 
became a US$2.2m movie that generated 
US$136m-plus at the box office. A new edition 
of Love Story comes out next February for 
Valentine’s Day. UK literary agency Andrew 
Nurnburg Associates sold the rights.  

Faber enters brave new apps 
world for Arcadia novel 

  Arcadia, a new novel by Iain Pears, UK 
art historian and detective novelist, is being 
written and edited with the 21st-century digital-
ly savvy reader in mind. It is to be published 
as a mobile app by the UK’s Faber & Faber in 
the autumn of 2013, before the print and e-
book versions come out the following year. 
Arcadia’s interactive format means it can be 
read in several different ways. The publisher’s 
Faber Digital division has already released 
app versions of TS Elliot’s The Waste Land 
and The Sonnets by William Shakespeare.  

  Damien Echols, one of the “West Memphis 
Three” teenagers who spent 18 years at the 
US penal system’s Death Row, is to publish 
his memoir Life after Death, with British 
independent publisher Atlantic Books. It is 
scheduled for a June 2013 publication. Echols 
was sentenced to death in 1993 for allegedly 
killing a group of very young boys in the state 
of Arkansas. His two accomplices received life 
sentences. Echols was still on Death Row 
when all three were released in 2011 following 
intense campaigns by several celebrities.  

  Sony Computer Entertainment Europe 
(SCEE) has released Wonderbook: Book of 
Spells, the first title from the series of 
interactive books it is launching with Harry 
Potter author JK Rowling and her Pottermore 
website. Using the Sony PlayStation 3 game 
console, the console’s Move wireless control-
ler, a PlayStation Eye camera and an app, 
users can make the book come to life on the 
TV screen attached to the console. More 
Wonderbook titles are coming out in 2013, 
including one based on BBC TV programme 
Walking with Dinosaurs.  

Death Row survivor snaps up 
publication deal after release 

JK Rowling’s Wonderbook 
promises interactive magic  
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Microsoft spends $1bn on new Windows 

  Microsoft is spending a cool US$1bn on its global marketing campaign for Windows 8, its latest 
operating system for PCs, smartphones and tablets. The campaign kicked off on 25 October and 
continues until early next year. It encompasses the branding of Surface, the new PC/tablet that 
represents Microsoft’s first foray into manufacturing its own hardware. Surface is Microsoft’s long-
awaited challenge to Apple’s best-selling iPad. The campaign, centred on the theme that this is 
Windows “re-imagined”, will include four TV spots in 42 countries. Emerging music acts, like US surf-
pop band Best Coast and Australian singer-songwriter Lenka, provide the commercials’ soundtracks. 
The media also include billboard posters, online banner ads, print and multi-platform branded enter-
tainment. The creative ad agencies were led by US-based CP+B (Crispin, Porter + Bogusky), JWT 
for Latin America and JWT China for Asia. In the US, the ads also included 39 digital billboard signs 
on New York’s Times Square, said to be the biggest use of Times Square’s neon-lit surroundings. 
The Windows 8 software will be available in 140 territories. But it will be Windows RT, the version 
used in Surface, which the technology world is watching. Microsoft has also unveiled Xbox Music, a 
digital-music service competing against Apple’s iTunes.  

L’Oreal dives into Xbox Live to 
reach games-loving girls 

  Cosmetics giant L’Oreal has chosen the 
radical medium of Xbox LIVE, Microsoft’s 
online network for video and computer-games 
players using its Xbox 360 console, to market 
its first beauty-and-style app. The Next Level 
app is targeted at young women interested in 
the latest beauty-and-style trends and enables 
them to interact with video content, share tips 
and make brand purchases with virtual curren-
cies on Xbox LIVE. Research shows about 
40% of Xbox’ 20 million users are female.  

Emerging markets lead $525bn  
spend by advertisers in 2012 

  Increasing expenditure on media in emerg-
ing markets will boost advertisers’ global 
spend to US$525bn by next year’s end, a 
4.6% increase from 2012, predicts global 
media agency ZenithOptimedia. Advertising 
spend in Eastern/Central Europe will grow 
7.4%, Asia-Pacific (except Japan) will see an 
8.2% jump, while advertisers’ expenditure in 
Latin America will leap by 10.1%. In terms of 
media type, Internet ad spend will be the fast-
est growing. Its share of global ad spend will 
grow to 21.4% in 2014 from 17.8% this year. 

  Lady Gaga’s manager Troy Carter, who 
owns angel-investment fund AF Square, has 
joined forces with fashion photographer Terry 
Richardson, to launch a new flavoured-water 
beverage called Pop Water. * Evian, Danone 
Group’s mineral-water brand, has teamed up 
with fashion-design queen Diane von Fursten-
berg to design limited editions of the product in 
2013. * In addition to awarding the US$5m 
Grand Prize for the US edition of reality show 
The X Factor, beverages giant PepsiCo will 
feature the winner’s first music video on the 
TV broadcast of next year’s Grammy Awards.  

  AKQA, the digital-marketing agency WPP 
Group recently agreed to buy for US$540m, is 
opening an office in Tokyo, bringing its inter-
national reach to 11 markets. AKQA wants a 
physical presence in Japan to exploit the local 
technological developments more effectively 
for clients, while giving its Japanese clients 
access to its international expertise. The first 
two clients are Nike and Nissan. * Meanwhile, 
Face, a strategic social-media research agen-
cy, is adding offices in Hong Kong and Singa-
pore to its New York and London hubs.  

Shorts: Lady Gaga manager 
Troy Carter; Evian; Pepsi 

Digital agency AKQA enters 
Japan to adopt local tech skills 
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Canada pension fund zooms to MotoGP 

  Motorsports rights’ value got a major boost when Canada Pension Plan Investment Board 
(CPPIB) paid a reported €400m for a 39% share in Dorna Sports, the Spanish rights owner of the 
MotoGP motorcycling championship. Officially called the FIM Road Racing World Championship 
Grand Prix MotoGP, it is the leading international motorcycling- race event. The deal is scheduled to 
be completed before the year’s end. Dorna, which has the global commercial rights until 2036, has 
also just been made the organiser of the Superbike World Championship (SBKWC) from 2013. Until 
now, the SBKWC had been organised by Infront Sports & Media, the Switzerland-based sport-events 
marketing agency. Infront will handle the marketing duties for both the MotoGP and SBKWC. The 
streamlining of Dorna and Infront’s respective roles was arranged by their owner Bridgepoint, the pan
-European private-equity firm. Experts say the more transparent use of the two agencies’ resources 
would have made Dorna more attractive to a major investor like CPPIB, which will benefit from the 
broadcasting rights, other media rights, plus advertising and sponsorship deals. Meanwhile, CPPIB, 
which manages funds valued at more than US$165bn, has also arranged a US$400m loan to Formu-
la One Group, which handles the commercial rights for Formula One Grand Prix motor-racing events.  

New TV players score big with 
English Premier League rights 

  The demand for the English Premier 
League (EPL) broadcast and commercial 
rights continues to grow. US media giant 
NBCUniversal, NBC TV network’s owner, paid 
an estimated US$250m for exclusive US-
media rights starting with the 2013-14 season 
for three years. It beat sports network Walt 
Disney’s ESPN and News Corp’s Fox Broad-
casting. And, since the EPL’s 1992 launch, 
telecoms group BT’s video-on-demand sports 
channel is the first media venture to snatch 
live UK rights to the EPL’s top games from 
satellite-TV rival Sky Sports in a £738m deal.  

Revamped split of revenues 
among top Italian football 

  The way Italy’s top soccer league Serie A 
splits media revenues is to be tweaked slightly 
for three seasons starting this year. Media 
reports state that the League secured €840m 
in media rights for the 2012-13 season, plus 
an additional €17m next season, and another 
€23m in 2014-15. But, as part of the 2008 
“Melandri” law, changes include giving extra 
income to clubs that finish in the Top 10 in the 
next two seasons, while €30m is set aside for 
the three clubs relegated to the lower Serie B.  

  LOCOG, the 2012 London Organising  
Committee of the Olympic and Paralympic 
Games, says its staging of the 2012 Summer 
Olympic Games will break even. In a presen-
tation to the city’s governing body the London 
Assembly, LOCOG CEO Paul Deighton said 
the event generated £2.4bn in revenues. UK 
sponsorship yielded £746m; the sale of almost 
11 million tickets generated £659m; the Inter-
national Olympic Committee donated £609m; 
£111m came from a Paralympic grant; £85m 
from licensing and merchandising, plus 
another £200m from a variety of sources.  

  Sports-apparel giant Nike has sold its soc-
cer-brand subsidiary Umbro to NASDAQ-
quoted brand-management company Iconix 
Brand Group for a reported US$225m. The 
transaction is thought to be loss-making for 
Nike, which bought Umbro for about £285m 
(US$452m) in 2008. Umbro will now be part of 
Iconix’ portfolio, which includes the iconic 
comic-strip brand Peanuts (Iconix owns 80% 
of the holding company Peanuts Worldwide) 
and Rocawear, the fashion brand co-owned 
with US rap star Jay-Z.  

London Olympics body LOCOG 
claims 2012 Games broke even 

Nike unloads Umbro into 
Iconix stable in $225m deal 
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Gree gains growth from spending spree 

  Global ambitions to have 1 billion users stepped up a notch for Gree International, the Japanese 
mobile-games publisher, when it agreed to buy Japan-based Pokelabo, a first-party mobile-social 
games developer, for Yen13.8bn (US$173m) in cash. Japanese games giant Sega owned 19% of 
Pokelabo, which is famous for titles like Mystic Monsters and Clan Battle of Fate, while US-Asian 
venture-capital company DCM had a 20% stake. The deal, announced in October, is part of Gree’s 
aggressive push to be global market leader in mobile games. It has a market-capitalisation value of 
US$4bn-plus. Games publishers predict a decline in revenues following Japanese regulators’ ban 
against incentivising players to gamble. So, overseas expansion also seemed inevitable. On 5 Octo-
ber, Gree announced partnerships with four North American independent developers, who will have 
access to the Gree Platform app-development kit and Gree’s international distribution infrastructure. 
They include US-based Fifth Column Game and Canadian studio Fathom Interactive. Those deals 
came shortly after the acquisition of App Ant Studios, a San Francisco-based mobile-gaming start-
up. Earlier this year, Gree paid US$210m for US mobile-social games company Funzio. In June, it 
snapped up Paprika Lab, a South Korean developer. It now has offices in London, Amsterdam, 
Dubai, Beijing, Singapore, Vancouver and Sao Paulo.  

Nexon heats up rivalry in Asia 
by buying gloops for $459m 

  Nexon, the South Korean free-to-play 
games publisher has paid Yen36.5bn 
(US$459m) for gloops, the Tokyo-based mo-
bile-games developer. Gloops’ titles, including 
Warriors of Odin and Japan Pro Baseball Card 
Battle, are distributed via  Mobage, the mobile 
platform belonging to Japan-based DeNA. The 
acquisition aims to boost Nexon’s portfolio 
while increasing the number of users and the 
international reach for gloops games. Future 
Mobage-distributed titles are being targeted at 
mobile-games users in Europe, North Ameri-
ca, China and South Korea.  

Mobile games maker Pixowl 
sees $1.2m in angels’ purse 

  Pixowl, the San Francisco-based mobile-
games developer, has raised US$1.2m in 
seed funding via AngelList, the San Francisco 
start-up incubator. The move has brought in 
new investors such as Pymar Venture and 500 
Startups. The new funds will be used to 
develop more titles and extend Pixowl’s exist-
ing brands, including the highly popular 
Doodle Grub arcade game, to other forms of 
media and entertainment like books and toys. 
With 10 million registered users served by 
offices in the US, France and Argentina, there 
is potential for international growth.  

  Japanese mobile-games developer/
publisher DeNa has bought Cygames, the de-
veloper known for the global free trading-card 
game Rage of Bahamut, for US$93m. The 
agreement values Cygames at more than 
US$460m. * Linden Lab, the digital-media 
company famous for creating the pioneering 
virtual world Second Life, has entered the 
mobile-apps development business with the 
launch of Patterns, a 3D sandbox-building 
game. The company is releasing more mobile-
games apps this year, including its first tablet 
app Creatorverse. 

  Hollywood studio Warner Bros Entertain-
ment has hired Kabam, the San Francisco-
headquartered massively multiplayer social 
games developer/publisher, to create games 
based on the trilogy of The Hobbit movies 
being directed by Peter Jackson (of The Lord 
of the Rings fame). The first two games are 
free-to-play multiplayer strategy games; they 
are The Hobbit: Kingdoms of Middle-earth for 
mobile, and The Hobbit: Armies of the Third 
Age for web browsers. The trilogy’s first film, 
The Hobbit: An Unexpected Journey, is 
released on 14 December.  

Shorts: Japan’s DeNa spends 
$93m; Second Life’s first games 

Warner Bros welcomes The 
Hobbit with new Kabam games 
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Emerging designers visit District MTV 

  Emerging fashion designers look set to have a platform dedicated to their achievements via 
District MTV, a new international online fashion show. It was launched in October by Viacom 
International Media Networks (VIMN), which operates global multi-channel TV networks like MTV 
and Comedy Central. VIMN says District MTV combines MTV’s access to the latest in music enter-
tainment and global fashion trends. It is aimed at 18 to 34-year-olds and is delivered in English, 
French, Spanish, Italian and German. A mobile edition kicks off later this year followed by a roll-out 
into more countries. District MTV is VIMN’s first platform dedicated to the blend of fashion, style and 
music. Content will range from fashion/music material from MTV’s programmes, a look at celebrities’ 
stylists at work to profiling up-and-coming designers and covering fashion shows. “MTV’s fans are 
style-savvy and music-obsessed,” Melanie Hick, District MTV’s editor-in-chief, tells MTF. “With the 
world of music and fashion colliding the way it is, the two are becoming ever more synonymous with 
each other, hence VIMN’s decision to launch a multiplatform destination which embraces both 
seamlessly.”  Philip O’Ferrall, senior VP at VIMN, Digital, adds: “Music needs fashion and fashion 
needs music. The performer who delivers the best look and sound wins.” 

Struggling Esprit spirits lifted 
by shares re-issue lifeline 

Michael Ying, a former senior executive at 
Esprit Holdings, the struggling Germany/Hong 
Kong-based international fashion retailer, has 
acquired a 5.99% stake for HK$271m 
(US$35m). The move comes after Esprit, 
whose main international rival is US-based 
GAP Inc and Japan-based Uniqlo owner Fast 
Retailing, announced plans to revive its for-
tunes by reissuing new shares for US$677m 
as a start. Esprit’s market value has slumped 
from US$20bn at its peak to US$2.7bn. Media 
reports indicate it needs US$2.3bn to relaunch 
everything, including the brand and stores.  

More JP Morgan cash fires up 
Rocket Internet’s  e-fashion  

  US bank JP Morgan Asset Management has 
added Zalora to its investment portfolio of 
fashion-related e-commerce brands built by 
Rocket Internet, the start-up vehicle owned by 
German sibling entrepreneurs Alexander, 
Marc and Oliver Samwer. Singapore-based 
Zalora is a Southeast Asian online store. 
Other Internet Rocket ventures co-funded by 
JP Morgan are Brazil-based Dafiti; Europe-
wide Zalando, the Russian site Lamoda, 
South Africa’s Zando, Australia-based The 
Iconic and Asian service Lazada. JP Morgan’s 
investments range from US$20m-US$100m. 

  Scandal has rocked Italy’s Marzotto Group, 
which once owned Valentino Fashion Group 
(VFG), after it was said to be linked to a group 
of people charged with tax evasion in Italy. In 
November, Italian tax officials confiscated 
assets worth €65m from individuals connected 
to the fashion-and-textiles pioneering family. 
They are alleged to have failed to pay €200m 
in taxes linked to the Marzotto Group’s sale of 
VFG to private-equity group Permira (see 
MTF10) in 2007. Tax avoidance is said to 
have cost Italy €120bn.  

  Italian footwear-manufacturing giant Geox, 
famous for products made from innovative 
technological textiles, is to open 400 stores in 
China between now and 2017. In an exclusive 
partnership deal with Riqing Enterprise, the 
Chinese retail specialist, Geox will open 30 
stores in Hong Kong and Macau by 2014. Its 
plans also include 100 outlets in Beijing and 
Shanghai by 2016. Geox opened its Chinese-
territory headquarters in Shanghai in March to 
prepare for this extensive expansion strategy.  

Former Valentino owner 
Marzotto in tax-evasion probe 

Geox footwear maker takes 
giant step into China retail 
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Kodak must sell patents to avoid ruin 

  The embattled Eastman Kodak Company (Kodak), the pioneering photography giant that has seen 
its business demolished by the emergence of mobile-phone cameras and other digital-image  
devices, could be saved from bankruptcy thanks to a US$793m bailout by creditors. But that solution 
comes at a heavy price: Kodak must sell all its technology patents for no less than US$500m. If 
achieved, Kodak looks set to emerge from Chapter 11, the US legal facility that gives bankrupt 
companies time to restructure their business, during the first half of 2013. It originally filed for Chapter 
11 protection in January. The US$793m financing combines new loans and the restructuring of exist-
ing debts. The lenders include US investment firms Centerbridge Partners, GSO Capital Partners, 
and UBS. Now, the company has to sell its 1,100 technology patents for digital-camera equipment, 
digital photo frames, digital printing, photo booths and other materials. Ironically, in 2011, the US’ 
International Trade Commission ruled that neither Apple nor Research in Motion, maker of the Black-
Berry smartphone, violated Kodak’s patents. Experts are speculating that Apple and its rivals might 
bid to buy them. * Meanwhile, Sony Corp is now the biggest single shareholder in its scandal-ridden 
rival Olympus, the struggling photography-equipment manufacturer, after paying US$645m for an 
11.5% stake.  

New London art fair to make  
photography art accessible 

  The new Photo Art Fair, aimed at selling 
affordable photography of all types, launches 
in next on 2-6 May next year. Featuring 
about 2,000 works by 200 international 
photographers, the event will enable collectors 
to buy directly from the owners (as opposed to 
going through a gallery) for prices that range 
from £500 to £150,000. It is organised by 
UK-based Intelligent Collecting, which hosts 
a series of workshops to identify the best 
photography art available in the marketplace. 
The venue is the cavernous warehouse-like 
Sorting Office in London. 

Rare National Geographic 
photos in first ever auction 

  The National Geographic Society is for the 
first time releasing 240 photographic works 
and illustrations dating as far back as the 
1800s from its archives of 11.5 million photos 
and images for auction. Called The National 
Geographic Collection: The Art of Exploration, 
the 6 December auction is expected to raise 
US$3m or more at Christie’s in New York. 
The proceeds will be used to preserve the 
remaining collection and invest in emerging 
photographers, artists and explorers.  

  London’s Tate Modern gallery of modern 
and contemporary art, arguably the world’s 
most visited gallery, has set up two new 
acquisition committees: one to focus on art-
works originating from South Asian countries; 
and the other to centre on buying art from 
Russia and Eastern Europe. The gallery, with 
a remit to curate art from as wide a geograph-
ical reach as possible, is also developing 
relationships with counterparts in the Middle 
East, Latin America and other parts of Asia.  

  Auction house colossus Sotheby’s broke 
all records for the amount spent on any cate-
gory of art when bidders spent US$375.1m in 
one night on 13 November. The most sought 
after works included Mark Rothko’s No.1 
(Royal Red and Blue), which fetched more 
than US$75m. It had been expected to sell for 
US$35m-US$50m. (Untitled) Pope, a version 
of UK artist Francis Bacon’s screaming Pope 
Paintings, was snapped up for US$29.8m. It 
fetched US$75,000 when it last appeared at 
Sotheby’s in 1975. 

UK’s Tate Modern reaches for 
Asian and Eastern Europe art 

Sotheby’s breaks record in  
contemporary art sales 

PHOTOGRAPHY/ART 



EU adopts orphan works directive 

  The European Commission’s Council of Ministers voted to adopt the Orphan Works Directive on 4 
October. This new European Union-wide legislation permits users to digitise orphan works, which are 
copyrighted works with owners who cannot be found or identified. The new directive becomes law 
when published in the European Commission’s (EC) Official Journal of the European Union (EU). 
Then, each of the EU’s 27 member states have up to two years to incorporate the directive into their 
respective local laws. An orphan status in one state applies to the rest of EU. Until now, making a 
digital copy of an orphan work, especially if there is no evidence to show attempts have been made 
to find the owner, constitutes infringement. With the new law, works given the ‘orphan’ status must 
have been printed, published or broadcast in an EU country. Once digitised, the works will be 
available for not-profit usage. They can be used by public organisations and broadcasters, as long as 
every attempt is made to find the still missing rights holder. These public bodies must also demon-
strate that using the work is in the public’s interest. The information will be filed in a planned central 
database. The original rights owners can terminate the orphan status any time.  

US rights body shows penalties  
for repeat online offenders 

  The US’ Center for Copyright Information 
(CCI) has disclosed plans for its graduated-
response regulation to penalise repeat copy-
right infringers who use peer-to-peer file 
sharing. The Copyright Alert System allows 
rights owners to ask Internet service providers 
(ISP) to send notices asking infringers to 
cease stealing their copyright. A six-stage 
system includes sending infringers a warning, 
followed by material explaining the benefits of 
legitimate digital services. It ends with a tem-
porary slowdown of their Internet connections. 
Total disconnection is not included.  

Endemol loses French appeal 
in TV-format legal dilemma  

  The Paris Court of Appeal has rejected 
claims by Endemol France, part of the reality-
TV production group and Big Brother creator 
Endemol, that rival ALJ Productions’ show 
called Dilemme copied significant elements of 
Endemol France’s shows Loft Story and 
Secret Story. The judge also concluded that 
former Endemol France executive Alexia 
Laroche-Joubert has broken no Endemol 
agreements since becoming head of ALJ 
Productions. Endemol France must now give 
back the €1m that the Paris Commercial Court 
ordered ALJ to pay in an earlier hearing.  

  International auction house Christie’s is 
suing Chinese rival Chritrs Group in Hong 
Kong’s High Court for trademark infringement 
and misleading Christie’s clients because both 
names have similar Chinese pronunciations. 
* Publisher Harlequin Books and Harlequin 
Enterprises have filed a motion in the US 
District Court for the Southern District of New 
York to reject claims by authors that the 3%-
4% of the cover price they get in royalties is 
unfair because it is less than the 50% of net 
receipts they should be receiving.  

  Sweden’s Supreme Court has rejected a 
plea by Peter Sunde, one of the four convicted 
“Pirate Bay” defendants, to avoid jail by having 
a retrial. Sunde and three other colleagues 
were found guilty in 2009 for using their rogue 
BitTorrent website, The Pirate Bay, to 
encourage copyright infringement. They 
received one year’s imprisonment each and 
were ordered to pay SKr30m in fines. Sunde 
has now filed for a hearing at the European 
Court of Human Rights. 

Shorts: Christie’s v. Chritrs; 
Harlequin royalties spat 
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A Country Profile 
South Korea 

The Asian dragon’s contribution to global creativity has 
 exploded in unexpected ways. The Gangnam Style video by Korean singer 

 PSY has gained more than 600 million YouTube views. Samsung is taking a 
painful  bite out of Apple’s invincible dominance in smartphones and tablets.  

And K-pop is kicking ass. Makes you wonder, what’s next? 

neighbouring Asian countries to Western 
markets. In terms of the global economy, 
China and India’s ascendency as super-
emerging markets might have cast a shadow 
on South Korea’s previous status as Asia’s 
most powerful economy after Japan. 
  Politically, it remains a powerful ally of the 
Western markets, especially the US. In the 
media and entertainment sectors, however, 
South Korean achievements have started to 
beam a light that cannot be ignored. 
   
The country 
Although a democracy and the world’s 15th 
largest economy, South Korea is one of the 
world’s most powerful military states with the 
11th biggest defence budget.  
  South Korea has focused a significant portion 
of its economic resources on protecting its 
borders because, historically, it has been the 
victim of several invasions from neighbouring 
countries. It has also been vulnerable to the on
-going hostile relationship with communist 
‘sister’ country North Korea, since the 1950-
1953 Korean War. 
  Since officially becoming a democracy in 
1987, it has developed strong political ties with 
the US. The relationship was cemented with 
the KORUS FTA (Korean-US Free Trade 
Agreement), which came into effect in March 
this year, significantly opening up international 
trade between the two countries. 
  Depending extensively on the export of 
goods, South Korean companies have 
traditionally invested in the manufacture of 
cars, electronic goods, electrical appliances, 
transport vehicles, among other industrial 
items. It relies on its chaebol system, a 
business culture where sectors are ruled by 
powerful multinational conglomerates with 
wealthy bosses who are said to be the 
country’s real rulers. 
    For example, on its own, Samsung Group, 
the biggest conglomerate, generated revenues 
of more than US$247bn in 2011. The power 
wielded by these conglomerates’ bosses has  

South Korea, one of Asia’s roaring dragon 
economies, is having a greater impact on the 
global media-and-entertainment industries 
than world could have once imagined.  
  Hollywood blockbuster movies such as the 
Oscar-winning The Departed and The Lake 
House are adaptions of South Korean origi-
nals. Spike Lee is remaking Old Boy, consid-
ered one of cinema’s exceptional works of art, 
for a 2013 release.  
  Numerous have watched TV programmes, 
music videos and movies on Samsung Elec-
tronics TV sets, laptops and, now, tablets and 
smartphones.  
  The Walt Disney Company, DreamWorks 
Animation and other Hollywood producers turn 
to South Korean talent for some of their most 
inspiring animation features. And as one of the 
first countries to have 100% penetration of the 
Internet, broadband and mobile platforms, 
South Korea has become the place to watch to 
observe how digital-media and entertainment 
are evolving. 
  In recent months, however, the country’s 
contribution to global creativity, entertainment 
and digital technology has exploded.  
  Gangnam Style, a hip-hop recording that 
originally appeared to be sung tongue-in-
cheek by a South Korean artist who was 
virtually unknown outside his home market, 
has garnered more than 600 million YouTube 
views. It is topping music-sales charts world-
wide. PSY, the said artist, has appeared on 
the cover of Billboard, trade bible for the US-
music industry, which is not known for embrac-
ing non-English language recordings. 
  Who would have thought that the company 
that would take a bite out of Apple’s invincible 
dominance in the smartphone and tablet 
sectors would be Samsung? The bite must be 
hurting; Apple has sued Samsung and the on-
going bitter lawsuit is the subject of frequent 
debates in the international media.  
  The business of producing K-pop, the 
extraordinarily popular local pop-music genre, 
is extending its reach from Korea and the  
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seen law-enforcement authorities reportedly 
ignore their illegal and corrupt activities for 
decades. Times, however, might be changing. 
In August, Kim Seung-youn, chairman of the 
Hanwha Group, a retail-to-finance conglomer-
ate, was convicted of embezzlement and  
sentenced to four years’ imprisonment. 
 
The government 
The president of the Sixth Republic of South 
Korea, as it is officially known today, is Lee 
Myung-bak. He is the country’s 10th president. 
He has been in power since February 2008 
and is expected to go out of office this 
December, when the next presidential election 
takes place. 
  He is a member of the ruling conservative 
Saenuri Party (also known as the Grand 
National Party/GNP). The current front runner 
to replace him is Park Geun-hye, a Saenuri 
Party member who will be the country’s first 
female president, if she gets elected. 
  The Economist predicts her planned “pro-
business” policies could help prop up South 
Korea, which could otherwise see its economy 
slow down after explosive growth in 2010.  
  At the international level, South Korea’s indi-
rect influence is seen via Ban Ki-moon, the 
United Nations’ current secretary-general, who 
is serving his second term until 2016. 
 
Media and entertainment 
In 2011, South Korea’s entertainment-and-
media sectors generated US$38.6bn, accord-
ing to PricewaterhouseCoopers (PwC), the 
giant accountancy firm. It was ranked the 
world’s 10th largest market by revenue. 
  The country had been ninth the year before 
until it was surpassed by super emerging 
BRIC market Brazil.  
  PwC predicts a compound annual growth 
rate (CAGR) of 4.2% for South Korea from 
2012 to 2016, when media-and-entertainment 
revenues will jump from US$40.2bn to 
US$47.5bn. Should PwC’s forecast be right, 
South Korea will remain the 10th biggest mar-
ket in 2016 with a CAGR that is higher than 
most developed markets, including Germany, 
France, Italy, Spain, the UK and Japan. 
  On the global stage, it faces fierce competi-
tion. One the one hand, the No.1 global media
-and-entertainment slot still goes to the US, 
which will have a 5.2% CAGR during the next 
four years to generate US$597.3bn in 2016.    
  On the other hand, higher CAGR growth 
rates will take place in China (12%), Brazil 
(10.6%), Canada (6%) and Australia during 
the same period. 
  Some of the biggest investors in South  

Korea’s media and entertainment sectors 
are in the country’s Forbes Top 40 richest 
 individuals, who are valued at more than 
US$66bn combined.  
  Forbes’ 2012 ranking was led by Lee Kun-
hee, chairman/CEO of the Samsung Group, 
who is worth US$10.8bn.  
  The third richest South Korean is entrepre-
neur Kim Jung-ju, founder of online-games 
giant Nexon. He boosted his fortune late last 
year when Nexon was floated on the Tokyo 
Stock Exchange, raising a reported US$1.2bn. 
Forbes notes that Kim belongs to an emerging 
generation of business people not linked to the 
chaebol conglomerate system.  
  In contrast, Jay Y Lee, Samsung Electronics’ 
COO and the country’s fourth wealthiest 
individual, is Samsung Group boss Lee Kun-
hee’s son and hence a product of that closed 
business culture.  
  Another games mogul is Kim Tack-jin, found-
er of online-games creator NCsoft. He is worth 
US$1.6bn in the Forbes listing. 
 
The Hallyu phenom 
Apart from the investments made by major 
corporations ruled by wealthy industry 
magnates, the creative sectors have been 
influenced by the phenomenon known as 
Hanryu or Hallyu, which means Korean Wave.  
  This is a trend that started in the 1990s, 
where local entrepreneurs built what can be 
described as entertainment factories with pre-
packaged artists that followed certain formula 
to generate hits, especially in the K-pop 
business. Hallyu generates billions of dollars 
for the South Korean economy. 
  While entertainment companies in the West 
nurture and develop an artist’s natural talents, 
Hallyu focuses on young good-looking ambi-
tious acts and aspiring artists. They are trained 
under gruelling schedules at special acade-
mies, encouraged to work hard for many 
years before they are launched into the 
domestic marketplace and then exported to 
neighbouring Asian markets.  
  The K-pop artists and brands created through 
this approach, which has also been called 
“cultural technology”, are now being exported 
to the US and Europe. A group of companies 
dedicated to Hallyu and cultural technology 
are among Korea’s most successful entertain-
ment enterprises.  
  Most entertainment-and-media ventures in 
West tend to specialise in specific disciplines 
such as music, film or books. Their counter-
parts in South Korea operate multi-function 
services under one roof, hence one company 
handles the music and film development, the 
production, the distribution, the artist  
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management, the live entertainment as well as 
the traditional and digital recordings on CDs 
and DVDs.  
  In other words, what is standard in South 
Korea is similar to the ‘360-degrees’ method 
that only started taking roots within the global 
music business. 
  In response to the revenue loss caused by 
dwindling recorded-music sales, entertainment 
companies in the West agreed to continue 
investing in artists but, in return, they would 
share revenues generated from not only their 
recordings, but also their live performances, 
merchandises and other related revenue 
streams. But the deals still centred on music. 
Three high-profile examples of such deals 
were Robbie Williams with EMI Music, plus 
Jay-Z and Madonna at Live Nation. 
  Leading South Korean entertainment groups 
take such agreements for granted, by control-
ling as many rights as possible, including film, 
brand endorsement, games development, TV 
broadcast and production, and book deals. 
In the case of K-pop, some would even argue 
that they also control the young artists’ per-
sonal lives. These entertainment groups also 
tend to be part of massive conglomerates. 
  CJ Entertainment &Media (CJ E&M) is the 
amalgamation of six divisions within CJ Group, 
a conglomerate with interests from the food 
sector, logistics to entertainment.  
  CJ E&M includes Mnet Media, a music 
company that handles the recordings, publish-
ing, live performances, musical productions, 
and the talent-agency booking for its artists. 
  It also owns an entertainment web portal 
called enewsWorld.com. Additionally, there is 
a movie-distribution division called CJ Enter-
tainment, and a TV-broadcasting business. CJ 
E&M’s sister company is CJ CGV, the coun-
try’s largest multiplex cinema chain.  
  The publicly quoted SM Entertainment is one 
of three major local music companies that are 
making significant inroads in the international 
market. Its market capitalisation is worth more 
than US$1bn, according to media reports.  
  It was one of the first companies to market 
the K-pop music genre successfully to other 
Asian countries. In addition to its recording 
label, its subsidiaries include a talent agency, 
a concert-promotion company, and a music-
publishing arm.  
  JYP Entertainment, a music label launched 
by entrepreneur Park Jin-Young in 1996, is 
one of the first South Korean entertainment 
companies to make inroads into the Western 
markets; it has a New York-based office. It is 
also famous for successfully marketing JYP 
artists as brands. As well as being a music 
label, it is an artist-management company  

with a clientele that includes actors, compos-
ers and choreographers. 
  Loen Entertainment is a subsidiary of multi-
national conglomerate SK Group and sister 
company of SK Telecom, which happens to be 
the majority shareholder. Loen started as a 
multi-genre record label.  
  Today, the company operates a label called 
LOEN Tree and a digital-music service provid-
er MelOn, which delivers music to subscribers 
via computers, smartphones, tablets and 
smart-TV sets. Loen also looks after a roster 
of both established Korean recording artists, 
actors and emerging acts. Additionally, Loen 
distributes CDs for third-party record labels. 
  Although music-focused, Seoul-based DSP 
Media handles the production, distribution, the 
marketing, artist-management, talent agency 
for its roster of artists. They include all-girl 
band Kara, whose popularity in Japan led to a 
deal with major label Universal Music Japan. 
  Other leading players in the entertainment 
sphere include music companies Starship En-
tertainment and Brave Entertainment. Play 
Cube Entertainment, a music company that 
has signed a distribution deal with Universal 
Music Korea. US hip-hop singer, producer and 
DJ Swizz Beatz has reached an agreement 
with entertainment group O & Media to pro-
mote K-pop music and artists in the US.  
  
Film 
Film and Television Industries in South Korea, 
a report recently published by UK research 
consultancy Oxford Economics, concludes 
that the two sectors directly added US$6.8bn 
to the country’s economy in 2011. 
  They also sustained more than 67,600 jobs. 
Indirectly, the same two sectors contributed 
US$15.7bn to the economy and supported 
more than 299,000 jobs.  
  The Korean Film Council (KOFIC) reports 
that more than 120 million cinema tickets were 
sold nationally during the first six months of 
this year, a 20% jump from the same period 
last year. 
  Although the reputation of its movie business 
has not matched the impact of the US’ Holly-
wood, India’s Bollywood and even Nigeria’s 
Nollywood, where the local sector has 
effectively introduced a new form of filmed 
entertainment into the global business, South 
Korean filmmakers are among the world’s 
most respected. 
  Park Chan-wook’s US$3m-budget revenge 
thriller Oldboy picked up the Grand Prix at the 
2004 Cannes Film Festival. A US adaptation is 
being directed by Spike Lee for a 2013 re-
lease. Musa, the popular 2001 epic made for 
US$18m, was directed by     Cont… page 19 
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 SOUTH KOREA — FACTS & FIGURES 
  
 
 POPULATION:          49.8 million 
 GDP PER CAPITA:        US$25,010 
 
 INTERNET USERS (2011):       40.3 million 
 FIXED BROADBAND USERS (2012):       18.1 million 
 TV HOMES          19.2 million 
 MOBILE PHONE SUBSCRIBERS (2012):      53.6 million  
 SMARTPHONE USERS (2012):        30 million  
 
 
 
 
 
 
 
 FACEBOOK USERS (2012):       9.4 million  
 CYWORLD USERS (2012):        25 million 
 TWITTER USERS (2012):        3.3 million  
 
 
 VALUE OF MUSIC INDUSTRY (2011):      Won430bn 
 
 VALUE OF ADVERTISING SPEND (2011)     US$10.2bn 
 
 CURRENCY EXCHANGE RATE: 
 KRW (South Korean Won) 100,000 = £57.49; US$91.30; €71.64 

  
 
 
 
 
 
 ORGANISATIONS TO KNOW:- 
 Korean e-Sports Association 
 Korea Advertisers Association 
 
     Ministry of Culture, Sports and Tourism 
     Korean Film Council (KOFIC) 
     Korea Creative Content Agency (KOCCA) 
     Korea Communications Commission 
     Korea Internet Safety Commission 
     Korea Intellectual Property Office 
     Korean Copyright Protectiion Center 
     Korea Music Copyright Association (KOMCA) 
     Korea Broadcasting Advertising Corporation 
     Korean Broadcasting Institute      
     Korea Game Development and  Promotion Institute 
     Korea Digital Media Industry 
     Seoul Business Agency 
 
 Source: The Economist; Internet World Stats; BuddeComm; ZenithOptimedia; 
 CASBAA; Socialbakers.com 
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Kim Seong-soo. The multi-award winning The 
Host, a horror thriller, was directed by Bong 
Joon-ho. The US$11m movie premiered at the 
2006 Cannes Film Festival. It has since gener-
ated more than US$89m in box-office receipts. 
  South Korean directors are also happy to pay 
homage to Western filmmakers as seen in The 
Good, The Bad, The Weird, a 2008 South 
Korean Western obviously influenced by 
Sergio Leone’s spaghetti Western The Good, 
The Bad and The Ugly. The Good, The Bad, 
The Weird, made by Kim Ji-woon with a 
US$10m budget, premiered at the Cannes 
Film Festival, earned more than US$44m in 
box-office and won several international film-
festival awards. The film’s international 
success was seen as representing a tentative 
revival of the South Korean film sector, which 
had been struggling in the home market and 
was virtually ignored overseas. 
  The growth of the Busan International Film 
Festival (BIFF), Asia’s largest film festival, is 
raising South Korea’s profile in the internation-
al movie industry. This year’s edition took 
place 4-13 October and screened more than 
300 films from 75 countries.  
  The festival aims to help South Korean 
filmmakers market their works more effectively 
at home and abroad.  
  Among the most talked about new movies 
this year is gangster film noir Nameless Gang-
ster: Rules of the Time. Directed by Yun Jong-
bin, it has been a domestic box-office hit and 
received international acclaim. A Werewolf 
Boy, by Jo Sung-hee, broke box-office records 
nationally and got a world premiere at the 
Toronto International Film Festival. 
  Meanwhile, Kim Ki-duk’s Pieta, a violent film 
full of allegories, won the Golden Lion at this 
year’s Venice International Film Festival. It is 
the first Korean movie to win that prize. It has 
been sold to more than 20 countries and is the 
South Korean Foreign Language Film entry for 
the 2013 Oscar awards. 
  To top these achievements, a crime-caper 
comedy called The Thieves became the most 
watched movie in the country’s movie history 
after recording 13 million-plus admissions 
since its release this July. 
  BIFF made history this year by introducing its 
first 4D (four dimensional) movie, a Hong 
Kong-China martial-arts co-production called 
Tai Chi Zero. The technology required, called 
4DX, was supplied by Korean entertainment 
company and cinema operator CJ E&M. 4DX 
affects the viewers’ senses by combining the 
depth of 3D visuals and surround-sound with 
scented spray and gyrating seats. This makes 
the audience ‘feel’ most of everything taking 
place on the screen.   

  CJ E&M is rolling out the 4DX technology 
and movies into its CJ CGV cinema chain and 
is also targeting other Asian countries like 
China, Vietnam, and Thailand, to be followed 
by Israel, Brazil, Mexico and the US. 
  The Grand Bell Awards are the local equiva-
lent of the Oscar awards. Gwanghae (also 
known as Masquerade), a costume drama 
directed by Choo Chang-min, won 15 Grand 
Bell categories this year, including Best Film.  
  It is the fifth most watched movie in Korean 
cinema history. However, as the Grand Bell 
awards do not appear to have gained much 
recognition outside the country, they are not 
likely to boost Masquerade’s chances of 
becoming an international hit.  
  KOFIC would like Korean movies to gain as 
much international success as K-pop music 
and has pledged to invest US$150m into 
developing and marketing domestic produc-
tions for international distribution. KOFIC plans 
to encourage foreign filmmakers to use South 
Korean locations and post-production facilities.  
  Rebates for production costs has increased 
to 40% (from 25%) if foreign producers spend 
at least KRW1bn (US$919,202) during 10 
days or more on a TV drama or movie. 
KOFIC would also like to boost international 
co-production deals, especially with China, 
with which it has a Free Trade Agreement.  
 
Television 
There are more than 19 million TV households 
in South Korea while its multichannel cable-TV 
services also reach about 19 million custom-
ers. Analogue switch-off in South Korea is 
completed at the end of this year. Conse-
quently, several of the free-to-air networks are 
already offering digital terrestrial off-shoots. 
  The main free-to-air public-service broad-
casters are the state-owned KBS (Korean 
Broadcasting System) 1TV and KBS 2TV. 
KBS 1TV, the country’s oldest TV network, is 
news-oriented, advertising-free and funded by 
the licence fees charged to households. KBS 
2TV is the ad-funded commercial sister chan-
nel; launched in 1994, it is entertainment-
themed and is home to popular drama series.       
  EBS (Educational Broadcasting 
System) TV is another state-funded service 
targeted at schools and colleges. Its pro-
grammes include international kids’ shows 
such as 20th Century Fox’ The Simpsons; 
Arthur, a co-production by Canada’s Cinar, 9 
Story Entertainment, Cookie Jar Entertainment 
and US public broadcasting service WGBH-
TV; SpongeBob SquarePants, a Nickelodeon 
Animation Studios co-production; and Trans-
formers: Prime by co-producers led by US-
based Hasbro Studios and Japan’s Polygon 
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Pictures, a 3D computer-generated anime 
production house. 
  The oldest commercial network is MBC 
(Munhwa Broadcasting Corporation).  
Although a public-service broadcaster 70% 
controlled by The Foundation of Broadcast 
Culture and 30% owned by the Jung-Su 
Scholarship Foundation, MBC depends on 
advertising. MBC Plus Media, a subsidiary, 
manages MBC’s brand extensions.  
  These include digitally delivered niche 
channels like MBC Music, MBC Drama and 
MBC Life, a factual-TV service. It owns 19 
local TV stations and operates several over-
seas news bureaus in partnerships with global 
news services such as Reuters TV and CNN 
International. iMBC, the broadcaster’s flagship 
website, offers subscription-funded TV shows 
to viewers at home and abroad. 
  It operates MBC America, a 24-hour niche 
cable channel featuring Korean shows with 
English subtitles, to reach US Koreans by  
riding the Korean Wave. MBC America sells 
programmes to TV channels in North, Central 
and South America, as well as the DVDs. 
  The privately owned SBS (Seoul Broadcast-
ing System) is controlled by SBS Media Hold-
ings, with minority shareholders that include 
the National Pension Service of Korea (the 
world’s fourth largest pension fund), and 
independent financial-services group Mirae 
Asset Financial Group. A network of 10 
regional affiliate stations broadcast SBS-TV’s 
nationally distributed content as well as their 
local productions.  
  A subsidiary called SBS Medianet operates a 
host of SBS-branded cable-TV channels. 
These include the 24-hour drama-and-
entertainment service SBS Plus and the 
channels licensed from foreign TV networks 
like SBS-ESPN. SBS MTV and Nickelodeon 
Korea are channels operated via its partner-
ship with US media group Viacom. 
  SBS International reaches the Korean dias-
pora, mostly in the US, Europe, Middle East 
and Africa, via cable-and-satellite delivery.  
  The country’s largest cable-TV platform oper-
ator (and the 10th largest worldwide) is CJ 
Hellovision with 3.3 million subscribers. It 
raised US$267m in October when it floated on 
the Korea Exchange stock market in Novem-
ber. The proceeds will be used to boost 
business investments and reduce debts. CJ 
Hellovision is a subsidiary of conglomerate CJ 
Corp and sister company of CJ Entertainment.    
  The second largest is T-broad (3.2 million 
subscribers).   Another cable-TV company 
C&M Co Ltd, South Korea’s third largest oper-
ator (2.7 million subscribers), is owned by a 
consortium led by Asian private-equity firm 

 MBK Partners. Additionally, C&M provides 
Internet access and telephony services. Last 
year, C&M bought the majority stake of local 
digital-cable TV platforms GS Gangnam 
Broadcasting and GS Ulsan Broadcasting 
from GS Homeshopping, the TV, online and 
catalogue home-shopping provider, for 
KRW382.4bn (US$350.9m) 
  Recent deregulation has seen the govern-
ment allow the free-to-air terrestrial TV 
channels to offer 24-hour programming for the 
first time since TV broadcasting launched in 
South Korea in 1961. While their cable-TV 
counterparts are permitted to transmit pro-
grammes 24-hours a day, KBS, MBC and SBS 
were limited to 19 hours of broadcasting a 
day. This had meant virtually no night-time 
programmes on the terrestrial channels. KBS 
is expected to be the first of the three free-to-
air networks to go 24 hours. 
  Deregulation has opened up competition in 
the pay-TV market to IPTV (Internet-protocol 
TV) services. The IPTV market, which enables 
telecommunications operators to provide TV 
services over the Internet and hence without 
requiring broadcast spectrum, is led by the 
local telecoms giants. KT (Korea Telecom) 
Corporation’s service is Olleh TV; SK Broad-
band operates BTV, and LG U+ owns U+TV. 
Korea Digital Media Industry, the trade organi-
sation, forecasts that the number of IPTV sub-
scribers will grow to more than 6 million by the 
end of this year. 
  Arirang TV, the English-language TV service 
launched in 1999 for expatriates in South Ko-
rea, is a satellite-delivered service that reach-
es nearly 20 million homes in Asia, and about 
330 million viewers in 100 million households 
in 88 territories globally. 
 
Shift in TV landscape 
Constitutional changes in media law in 2008 
ended the monopoly that Korea Broadcast 
Advertising Corporation (KOBACO) had over 
the sale of advertising airtime on state-owned 
TV networks. 
 As a result, the TV industry underwent its 
most radical reform last December. The coun-
try’s national newspaper proprietors were 
allowed to operate free-to-air cable-delivered 
general TV channels for the first time. 
  Four newspaper groups, The Chosun Ilbo, 
The Dong-a Ilbo, JoongAng Ilbo, and the Maeil 
Business Newspaper, and a news agency 
Yonhap News, have permits to operate TV 
stations: their networks are, respectively, TV 
Chosun, Channel A, JTBC, MBN and 
Yonhap’s news Y, a 24-hour channel. 
  They represent the first serious competition 
against the Big Four national networks (KBS 
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TV1, KBS TV2, MBC and SBS). Critics claim 
the move is misleading as these news 
organisations openly support the conservative 
government. These new channels will not 
have to depend on KOBACO to sell their air-
time, although a government-backed agency 
will continue to control airtime sales at the ex-
isting incumbent national TV networks.  
  KOBACO, in turn, was relaunched in 2012 to 
extend its expertise in advertising sales from 
the public-TV networks (KBS TV2 and MBC) 
to emerging digital platforms, including mobile 
advertising and IPTV advertising.  
  The reform of the TV sector is expected to be 
slow. The government is expected to continue 
dictating TV-air advertising rates. The new TV 
channels are likely to offer low airtime rates if 
they are to compete against the still dominant 
government-backed over-the-air terrestrial TV 
channels. 
 
Animation 
South Korea has one of the world’s largest 
animation sectors, after North America and 
Japan. In the TV sector, South Korea is a 
major exporter of traditional and digital-
animation creativity. Specialists offer their 
skills to third-party clients or they produce 
completed TV programmes and movies.  
  Among the leading South Korean animation 
production companies are Iconix Entertain-
ment, which is famous for co-producing the 
kids’ series Pororo the Little Penguin, which 
has been sold to more than 120 countries.  
  Ava Riko Teo is a paper cut-out animation 
series co-produced by Korea’s Character Plan 
with the Seoul Animation Centre and France-
based Moonscoop. 
  Other major players in the South Korean TV-
animation sector are DigiArt Production, Olive 
Studio, DPS Animation, Toonzip Animation 
and Sunwoo Entertainment. 
  Several Hollywood-produced TV shows and 
feature films by The Walt Disney Company 
and DreamWorks Animation rely on South 
Korean animation skills for some of their 
global hits. Kim Sang-jin’s work can be seen in 
Disney’s Tangled and Bolt; DreamWorks’ 
Kung Fu Panda and Kung Fu Panda 2 relied 
on the handiwork of animation director 
Jennifer Yuh.  
  Twentieth Century Fox outsourced much of 
the work on The Simpsons, the longest-
running US animation show, to South Korean 
studios Rough Draft Korea, Sunwoo Entertain-
ment subsidiary Anivision, and AKOM 
(Animation Korea Movie). South Korean ani-
mation movies receiving global attention today 
include Leafie, A Hen into the Wild, a 90-
minute feature film co-produced by Myung 

Films and Odoltogi Studios. Based on the 
children’s novel by Hwang Sun-mi, it is 
currently the biggest grossing South Korean-
made animation movie in the country. 
 
Games 
Brisk business within the South Korean games 
sector contributed to the growing value of the 
global industry, concludes a report by UK 
investment firm Digi-Capital. During the first 
nine months of this year, US$3.6bn was spent 
on 71 mergers and acquisitions in the global 
games business, compared with US$3.4bn 
during the whole of 2011. 
  Demand for mobile, social and massively 
multi-player online games led to the mergers 
and acquisitions in South Korea, China and 
Japan, where online-games growth is outstrip-
ping growth in console games. 
  Although quoted on the Tokyo Stock 
Exchange (TSE), games publisher Nexon 
Corporation originated in South Korea. Its 
headquarters are now in Tokyo but it has sub-
sidiaries in California for the US market, in 
Luxembourg for its European operations, and 
in its native city Seoul.  
  When it was listed on the TSE last year, it 
was the biggest in Korea and the second 
largest  by a tech company globally. Nexon’s 
subsidiaries include NDOORS Corporation, 
which is famous for Atlantic Online, a free 
MMORPG. Neowiz was formed by former 
Nexon employees; it operates a casual-game 
online portal called Pmang. 
  NCsoft, which creates massively multi-player 
online role-playing games, is most famous for 
the fantasy game Aion. It is a global operation 
with offices in the UK, the US, Thailand, 
Taiwan, Japan and China.  
  Signs of potential consolidation emerged in 
June when Nexon became a minority share-
holder in NCsoft after snapping up a 14.7% 
stake for US$687m, according to reports in 
massively.joystiq.com.  
  In May, Nexon controversially boosted its 
share in Gamania, a Taiwan-based interna-
tional online-gaming company, to 33%. Critics 
claim the move hints at a potential hostile 
takeover bid from Nexon. 
  Other major games publishers/developers 
include Com2uS, Korea Exchange-quoted 
Gamevil, Korea Exchange -quoted Webzen, 
and NASDAQ-quoted Gravity. 
  WeMade Entertainment, an online-games 
developer , generates US$20m a month from 
its Legend of Mir 2 in China alone. In an 
increasingly competitive market, NCsoft 
acquired a majority stake in Ntreev Soft, the 
digital-games famous for the golf-themed 
MMORPG called PangYa, from SK Telecom 
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in February this year. The transaction is 
thought to have cost NCsoft KRW108bn 
(US$99m). PwC predicts that the value of the 
total global games sector will grow to 
US$83bn in 2016 from US$59bn in 2011. By 
2013, PwC says, online/mobile games will 
exceed the revenues earned from computer 
and console games.  
  In Asia, online/mobile games surpassed the 
business of computer/console games in 2010. 
Like its neighbouring Asian countries. South 
Korea has thrived on the development of 
online, mobile, casual and social games, 
including massively multiplayer online games.  
  PwC estimates that the revenues generated 
from online/mobile games in South Korea 
grew by US$1.75bn from 2007 to 2011. That 
made South Korea the second fastest growing 
territory for the sector during that period, after 
China (which grew by US$4.7bn) but ahead of 
Japan, which grew by US$1.4bn, and the US 
(by US$1.3bn).  
  PwC forecasts that China is expected to be 
the market leader in Asia-Pacific in five years’ 
time, pushing Japan into second place, fol-
lowed by South Korea. 
 
Games on TV 
MMORPG’s popularity has generated a new 
type of content in the form of gaming competi-
tions on TV. These live online-games match-
es, also known as e-sports and centred mostly 
on strategy games, produce enough suspense 
and entertainment to fill dedicated cable-TV 
channels. The e-sports business was valued 
at US$1.2bn in 2009 from US$250m in 2004. 
  Ongamenet, operated by the country’s pay-
TV giant On-Media (a subsidiary of CJ Group), 
broadcasts video and online-games matches 
and related programmes based on celebrity 
gamers, leagues, and super-leagues players. 
Its rival MBC Game, a subsidiary of MBC Plus 
Media (On-Media’s rival), was shut down in 
January indicating that demand for e-sports 
might be limited to a niche audience. 
  Players vie for supremacy in games like 
SpaceCraft and Warcraft (based on Blizzard 
Entertainment’s franchises) to become 
celebrities earning hundreds of thousands of 
dollars from cash prizes, sponsorship and 
brand endorsements. 
  At its peak, e-sports attracted a variety of 
mostly local brand owners, such as Samsung 
and SK Telecom, as sponsors targeting the 
millions of mostly male teenage and young-
adult players and viewers who play the games 
at home. International brands like Coca-Cola 
and Gillette have made tentative forays in 
e-sports sponsorship. As the Asian online and 
casual-games sectors consolidate, there is a  

high probability that some of the major 
publishers will invest in e-sports to boost their 
brands’ profiles. 
 
Music 
Gangnam Style, by new international music 
sensation PSY (real name Park Jae-sang), 
could easily vie for the accolade of being the 
most played individual track in the history of 
digital-music recordings. It was released in 
July by YG Entertainment in Korea. By early 
November, its video had been viewed more 
than 679 million times on YouTube.  
  PSY is signed to Universal Music Group’s 
Universal Republic and Schoolboy Records 
worldwide sales, apart from South Korea and 
Japan, where YG retains distribution rights. 
Schoolboy Records is part of an entertainment 
venture owned by US music executive Scooter 
Braun, who includes US teen star Justin 
Bieber among his company’s roster. 
  Out of the 47 countries where Gangnam 
Style has been released, it was outside the 
Top 10 in only three, and peaked at No. 1 in 
the vast majority of the remainder. 
  The value of YG’s stock-market shares re-
portedly soared by 50% because of the song’s 
immense global popularity. 
  Like most of his entertainment counterparts, 
PSY is a multi-discipline artist described as 
singer, dancer, producer, songwriter and rap-
per. Although considered part of the K-pop 
phenomenon, he is, at the age of 34, consid-
ered a veteran. 
  K-pop is very much a young artist’s game. It 
has been described by Parallel Media Group, 
a Korean sports marketing, media and events-
management company, as featuring “young 
Korean heartthrob idols with unbelievably 
good looks singing songs with fast catchy 
tunes complete with slick synchronised dance 
moves”. Among the best-selling and best-
known K-pop acts in the international market 
place are Wonder Girls (signed to JYP Enter-
tainment), 2NE1 (YG Entertainment), BIG 
BANG (YG), Girls’ Generation (SM Entertain-
ment), Super Junior (SM), Beast (Cube Enter-
tainment) and Shinee (SM). 
  The contractual relationship between these 
artists and the companies they are signed is 
much more involved than the recording 
contracts signed in the West. The major South 
Korean music companies also function as 
talent agencies, labels, distribution companies, 
music-publishing houses plus any role that will 
help propel their musical charges. 
  They find unsigned performers who are edu-
cated at what are, effectively, show business 
academies. They learn to sing, dance, perform 
and develop as artists following several years  
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of training to a designated formula before they 
are unleashed into the wider entertainment 
world. An analysis of K-pop videos on 
YouTube in 2011 indicated that the number of 
views from the US more than doubled the 
quantity in 2010. 
  Guided by the entertainment groups they are 
signed to, K-pop artists are positioned as 
brands that generate revenues via multiple 
revenue streams, including endorsement 
deals and marketing partnerships formed with 
major brand owners.  
  This strategy is said to have been necessary 
after South Korea, one of the world’s most 
developed digital markets, fell victim to large-
scale digital piracy. 
  Frances Moore, CEO of international music 
trade organisation IFPI, recently spoke about 
Korean music piracy during a conference in 
Moscow. Piracy has been so rife, a developed 
market like South Korea was ranked 23rd in 
the global music market. But the government’s 
anti-piracy measures, including the 
graduated-response strategy of threatening to 
disconnect repeat offenders, have seen South 
Korea leap up the rankings to the 11th largest 
music market. 
  Royalties from digital downloads, however, 
are still minuscule compared to the dwindling 
CD-sales business. CDs are, in fact, sold as 
elaborately designed collectors’ items for fans. 
Subscription-funded streamed-music services 
are becoming very popular.  
  Media analysts say they helped boost 
Korea’s music-industry revenues to US$391m 
in 2011, and to US$3.4bn in the first half of 
2012 alone, according to Billboard magazine. 
According to statistics from the Korean Crea-
tive Content Agency (KOCCA), K-pop music 
and related content generate more than 
US$3bn a year. In 2011, KOCCA figures 
indicate that South Korea earned US$177m 
from exporting music last year, compared to 
just over US$30m in 2009. 
  The leading music services include CJ 
E&M’s music-TV channel Mnet.com, Olleh 
Music (KT Group) and JukeOn (by Neowiz 
Internet) and the biggest is MelOn (also by 
Loen Entertainment/SK Telecom). 
  To recoup their music investments, the 
entertainment companies turn to the mass-
produced live performances and branded 
entertainment K-pop stars are famous for. 
They export their artists and the genre to near-
by Asian countries, including Japan, China, 
Singapore and Taiwan.  
  Once considered too formulaic for the West, 
K-pop has started making an impact in West-
ern Europe and the US. Last year, 2NE1 
played live on New York City’s Time Square.  

They then attend the international advertising 
industry’s Cannes Lions International Festival 
of Creativity this June to perform and discuss 
how the relationship between K-pop and 
brands work. Girls’ Generation have been 
guests on the Late Show with David Letter-
man, the US’ leading TV-chat show. A year 
ago, Billboard magazine launched a sales 
chart dedicated to K-pop. 
 
Advertising 
South Korea has been a Top 10 advertising 
market, by advertising expenditure, for several 
decades. In 2011, according to global 
advertising media agency ZenithOptimedia, 
advertisers spent US$10.2bn in South Korea, 
making it the world’s 10th largest market. It is 
still a fraction of the ad spend in the US, the 
biggest market, where marketers spent 
US$154bn last year.  
  Like most matured developed countries, 
South Korea has seen investment in advertis-
ing decline in response to the global economic 
slump during the past five years. It is not even 
in the Top 10 ad markets by 2014, when it is 
usurped by Russia, ZenithOptimedia predicts. 
  Between 2011 and 2014, South Korea will be 
the 10th fastest growing ad market, with ex-
penditure growing by US$1.7bn during that 
period. That growth rate will be slow compared 
with super-emerging BRIC markets like China, 
where ad spend will grow by US$11.6bn 
during that period, by US$5.4bn in Brazil, and 
by US$4bn in Russia. But South Korea will 
remain healthy. Forward-going, the country 
should benefit from the significant ad spend 
expected during the Winter Olympics that it is 
hosting in 2018.  
  The world’s global marketers include several 
that originate from South Korea. They include 
multinationals such as Samsung Electronics, 
Lotte Group, LG Electronics, Hyundai Motor 
Company, and Amorepacific Corporation, the 
cosmetics group. 
  Cheil Worldwide, the country’s largest adver-
tising agency, used to be so dependent on 
Samsung Electronics, its biggest client, the 
industry assumed it was a wholly owned 
subsidiary. Samsung is a minority shareholder 
with an estimated 15% stake, and Cheil 
operates more than 50 offices and divisions in 
nearly 30 countries. Other Cheil international 
clients are Korea Telecom, CJ Foods, Pizza 
Hut and Baskin Robbins. 
  To position itself as a truly global integrated 
marketing agency, Cheil has embarked on an 
acquisition spree. It agreed to buy McKinney, 
the US independent agency, in July; and it 
snapped up the Shanghai/Hong Kong 
boutique agency Bravo Asia in August.   
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They follow the purchase of a significant inter-
est in UK-based Beattie McGuinness Bungay 
in 2008, in Beijing-based digital agency Open 
Tide China, and a majority stake in US digital 
creative agency Barbarian Group. 
  A minority stake in and strategic alliance with 
French agency Herezie ended in May, when 
Cheil sold back its shares to Herezie’s found-
ers Andrea Stillacci, Luc Wise and Pierre 
Callegari to focus its attention on Cheil’s own 
Paris agency. 
  Cheil, a Top 20 advertising and marketing 
agency worldwide, has ambitions to become a 
global advertising group to rival the Big Four 
multinationals: WPP Group, Publicis Groupe, 
Omnicom Group and the Interpublic Group of 
Companies (IPG). 
  Other leading South Korean marketing agen-
cies include GIIR, which includes HS Ad 
among its divisions. HS Ad has its origins as 
LG Electronics’ in-house agency. Its business 
has made GIIR the country’s second biggest 
agency with a focus on the Asia-Pacific region. 
LG remains a significant (35%) investor in 
GIIR, which operates several other marketing 
agencies including LBest and GIIR America. 
 
Out-of-home - sports 
South Korea is not known for its out-of-home 
live events but it has had its fair share of the 
big international events. For sports, Seoul 
hosted the 1988 Summer Olympic Games. 
South Korea co-hosted the 2002 FIFA World 
Cup football tournament with Japan. Next, the 
nation will be organising the 2018 Winter 
Olympic Games at Pyeongchang. 
  A deal signed in 2006 between Formula 1 
Grand Prix supremo Bernie Ecclestone, his 
Formula One Management company and 
Korea Auto Valley Operation, the local F1 
promoter, saw the South Korean leg of the 
motor-racing tournament first take place in 
2010. The contract could see it take place 
annually until 2021. However, media reports 
state that the race’s Korean organisers have 
complained that the original agreement with 
Ecclestone, whose organisation was paid 
US$264m, is too expensive. Renegotiation 
talks are said to have taken place and the 
South Korean F1 races are still on.  
 
Out-of-home – theme parks 
Even though the two leading theme parks are 
not global brands, they belong to multinational 
conglomerates. Everland Resort is a subsidi-
ary Samsung Everland, a conglomerate that 
belongs to the Samsung Group and includes 
golf courses, hotels, a food-and-beverage 
production and distribution business and real  

estate on its portfolio. Based in the Yongin, in 
the Gyeonggi-do province, Everland Resort is 
the country’s biggest theme park in terms of 
size. It receives more than 6.6 million visitors a 
year. It comprises three resorts: Everland, with 
attractions that include a zoo, several roller 
coasters and rides, a 3D cinema, a rotating 
house, and a safari; the Caribbean Bay water 
park; and the rural theme of Home Bridge. 
  Rival park Lotte World boasts more annual 
visitors at 8 million-plus. Based in Seoul, it is 
part of the Lotte Group that operates the Lotte 
hotel and department store. The park offers a 
wide variety of attractions and entertainment 
aimed at families. They include several rides, 
a luxury hotel, a shopping mall and the world’s 
officially recognised biggest indoor theme park 
called Adventure. In addition, it operates an 
outdoor amusement park called Magic Island.  
  There are now rumours that Hollywood’s 
Universal Studios is planning a Universal 
Studios South Korea theme park for a 2016 
launch. It will be the third Universal Studios 
park in Asia after Universal Studios Japan and 
Universal Studios Singapore.  
  Analysts estimate it will cost nearly US$3bn 
to build, and attract 15 million visitors annually. 
The funding is expected to come from Univer-
sal Parks & Resorts, and several local 
investors. The rides and attractions are more 
than likely to be based on major Universal box
-office hits such as Jurassic Park and Shrek. 
  The world’s “most wired country” is hosting 
what is considered the world’s most wired 
theme park. Called Live Park and created by 
d’strict, a Korean-US venture, it is the world’s 
first fully interactive augmented-reality theme 
park designed.  Could this be the theme park 
of the future? 
  It uses Microsoft’s Kinect technology for its 
65 attractions and games that require the 
visitors to use only their voice and hand 
gestures to interact with the content. 
  Visitors are fitted with RFID (radio frequency 
identification) bracelets so that they can count 
their scores of the interactive games they take 
part in at the end of their visits. 
 Another attraction is the Hologram Theatre. 
Its technologies enable visitors to share what 
they see and their experiences via mobile-text 
messaging by writing their phone numbers 
directly on to the screens.  
 
Digital tech and telecoms 
Once famous for being among the world’s 
biggest exporters of electronic goods, gadgets 
and appliances, South Korea has successfully 
made the transition to becoming a dominant 
force in the digital-technology industries. 
  Realising it had few natural resources for its  
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economy to depend on, South Korea’s govern-
ment pushed a policy to make very citizen 
digitally savvy. Today, South Korea is 
described as the “world’s most wired country”.    
  That policy still continues. Last year, the  
government announced plans to spend 
US$2bn converting all school textbooks into 
computer tablets that access content from 
cloud-computing servers by 2015. 
  South Korea’s population of 50 million 
citizens includes more than 40 million Internet 
users. It is one of the first countries to have 
the number of mobile-phone subscriptions to 
exceed its population size. There are more 
than 53 million mobile-phone subscriptions. At 
30 million, it has one of the world’s highest 
smartphone penetrations. Studies by 
international consulting firm Bain & Company 
conclude that computer-tablet penetration will 
reach 8% by the end of this year, compared to 
a very lowly 1.5% in 2010.  
  The country has the world’s highest average 
Internet-connection speed (15.7 mega-bits per 
second) compared to Japan (10.9 mbps) and 
Hong Kong (9.3 mbps). The average high-
connection speed in the US is about 20 mbps. 
The global average is 2.6 mbps, according to 
data recently published by Akamai. 
  The construction of Digital Media City was 
completed in 2002. It was the world’s first 
“high-tech” city. 
  Its infrastructure, including telephony, com-
munications, entertainment, education, leisure 
facilities and the related businesses are only 
digitally operated. It is financed by the Seoul 
Metropolitan Government. 
  The Digital Media City Landmark Building is 
a futuristic 21st-century structure currently 
under construction and scheduled to be 
completed in 2015. It is being built to house 
nothing but digitally operated interactive 
businesses and services, including offices, 
apartments, cinemas, luxury department 
stores, a convention centre, an aquarium, an 
exhibition space, among other facilities. 
  When finished, this 2,100ft tower designed 
by Chicago-based architecture firm Skidmore, 
Owens & Merrill, will be the world’s second 
tallest building. 
  Unsurprisingly, South Korea can boast about 
being home to, arguably, the world’s first so-
cial-media network. Called Cyworld, it 
launched in 1999, three years before the US-
originated Friendster, the first social-media 
platform to make an impact in the West, and 
long before Mark Zuckerberg introduced 
Facebook in 2004. 
  Cyworld’s parent company, SK Communica-
tions, bought it for US$7.14m in 2003. It  
generates more than US$80 million a year  

from selling virtual goods with its ‘acorns’ 
currency that subscribers actually pay for.  
  Centred on desktop computers, however, 
Cyworld is lagging behind new competitors 
that are designed for Internet-enabled mobile 
devices. It seems unable to hold back the 
rapid growth of Facebook in the country.  
  With an estimated 25 million users, Cyworld 
has more registered users than Facebook’s 9 
million-plus. But, according to local-media re-
ports, the number of Facebook users is grow-
ing while Cyworld’s is decelerating. With fewer 
than 4 million users, Twitter’s reach is relative-
ly small. But its brand awareness among 
South Koreans is rising.  
  SK Communications was hoping to boost 
Cyworld’s slowing revenue growth (from the 
convertible virtual currency) by going global. 
Its detractors, however, fear that might not be 
the solution unless it makes the platform more 
mobile-friendly. 
  Kakao Story is home-grown mobile-centric 
social-media platform and it looks set to 
replace Cyworld as the country’s most popular 
native social network. Launched in 2010 by 
Kakao Inc (Chinese web portal Tencent is an 
investor), Kakao Talk is a free multi-lingual 
mobile text-messaging app that already has 
more than 60 million users.  
  The service, which can be personalised,  
enables its mostly young users to share 
videos, photos and other content, and also 
enables subscribers to find friends with similar 
interests. They have been turned into the 
infrastructure for Kakao Story, making its 
social-media facilities more attractive to users 
of several mobile operating systems, mostly 
Android, but also Apple’s iOS, BlackBerry, 
Microsoft’s Windows Phone, and Bada (for 
Samsung smartphones and tablets). 
  Kakao Talk and Kakao Story have yet to 
report any profits. It is still developing its busi-
ness model, including the launch of its 
‘chocos’ virtual currency, and growing its user 
base. It is unclear whether it plans to appeal to 
advertisers, especially with the free text-
messaging service and the recently started 
free voice calls. 
  Despite Cyworld’s current woes, South 
Korean consumers prefer locally created 
digital services. The most popular web portals 
are SK Communications’ Nate, as well as 
Daum, a privately owned platform founded by 
Daum Communications Corporation.  At one 
point, Daum Communications owned Lycos, a 
pioneering global Internet portal that launched 
in the US. It sold Lycos at a loss to India-
based Ybrand Digital. 
  Google’s search engine does not appear to 
have made a major impact. Naver, with a 70% 
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market share, is the leading search-engine 
portal. It is a subsidiary of Internet content de-
veloper NHN Corporation, which also operates 
Hangame, a leading online-games platform 
with more than 19 million registered users. 
  Blogging sites are popular in South Korea. 
Two of the market-leading blogging services 
are (SK Communications-owned) Egloos, and 
Daum Communications’ Tistory. 
  The digitally saturated culture has inspired 
local entrepreneurs and investors to support 
aspiring digital technology start-ups. This led 
to the launch of SparkLabs in July. Located in 
Gyeonggi-do, the most populated province, 
SparkLabs aims to invest in and accelerate 
the next generation of digital entrepreneurs, 
including those setting up operations covering 
mobile games, e-commerce, digital-media 
companies and other online ventures.  
  The major manufacturers of traditional 
electronic goods are rapidly adapting to the 
digital age.  
  Samsung Group, the largest of the tightly 
controlled conglomerates in South Korea, is 
the world’s biggest computer memory-chip 
manufacturer, the largest flat-screen maker, 
and the largest producer of smartphones.  
  In addition to its significant interests in ship-
building, weapon technology, engineering and 
construction equipment, the Samsung Group 
has stakes in the international music industry, 
advertising business, theme parks and hotel 
resorts. Its flagship subsidiary, Samsung 
Electronics, is valued at US$163bn, according 
to a Reuters report. It is the world’s biggest 
electronics and technology hardware manu-
facturer in terms of sales.  
  At one point, both Samsung and its rival LG 
appeared to have lost their momentum for 
producing hardware for the digital generation. 
Finnish mobile-handset giant Nokia’s bid to be 
an entertainment-content distributor, US-
based Apple’s innovative foray into 
smartphones and tablets, and attempts by 
Japan’s Sony to steal the lead in the emerging 
smart-TV market made them global 
influencers on the market we know today. 
  Samsung, in particular, has been closely 
monitoring their developments, learning from 
their achievements and mistakes, before 
charging in to become a world leader. 
 
Samsung versus Apple 
A bitter rivalry has emerged between US 
computer and technology giant Apple and 
Samsung Electronics over their bid to domi-
nate the rapidly growing smartphone and 
tablet sectors. They are suing each other over 
patent and design infringements. The ensuing 
legal dispute is all the more intriguing as  

Samsung exclusively provides the processing 
chips that Apple needs for its iPad tablets and 
iPhone smartphones. 
  However, that symbiotic relationship did not 
stop Apple from accusing Samsung of stealing 
its design and software patents. In August, a 
US jury awarded Apple US$1.05bn in damag-
es against Samsung for patents infringement 
(MTF Issue10). What caught experts’ attention 
was the verdict’s implication that a tablet’s 
rectangle-with-rounded -corners shape could 
be one company’s sole property.  
  Apple’s request to have Samsung’s Internet-
enabled mobile devices removed from the US 
will be heard in December. 
  Until then, Samsung says it will appeal 
against the infringement verdict, especially as 
the same case in South Korea concluded that 
both companies were guilty, and UK courts 
found in Samsung’s favour. Several billion dol-
lars are at stake as there are still another 50 
cases linked to the lawsuit to be heard around 
the world. 
  In some ways, the dispute between the two 
technology giants can be summed up as 
Apple’s innovative elegance, which has creat-
ed the world’s most valuable brand, versus 
Samsung’s robust efficiency, which is proving 
to be very lucrative by appealing to both high-
end and low-price customers.  
  Since the lawsuit began, Samsung has over-
taken Apple as manufacturer of the world’s 
best-selling Internet-enabled mobile devices, 
the smartphones and tablets. 
  There is an intense battle between Apple’s 
iPhone 4S model and Samsung’s Galaxy S III. 
During the third quarter of 2012, Samsung 
shipped 18 million units of the S III compared 
to 16.2 million units of the iPhone S4. 
  Samsung is expected to maintain its overall 
lead by the year’s end despite the launch of 
Apple’s rapidly selling iPhone 5 and iPad Mini, 
which were released in September and 
November respectively. 
 
Copyright 
Digital piracy, especially illegal peer-to-peer 
(P2P) file-sharing, has damaged much of the 
business of the online content distributed in 
South Korea. Royalties from the online 
distribution of music, TV and movie content 
had virtually disappeared because of rampant 
Internet piracy.  
  Digital music, in particular, was vulnerable to 
‘Webhards’ or ‘Cyberlockers. Unlike the open 
version of P2P file-sharing, Cyberlockers are 
password-protected, making them even more 
difficult for anti-piracy authorities to access. 
  The situation had cheapened the value of the 
local music sector. A digitally downloaded  
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track costs between US$0.11and US$0.52 
each, according to leading industry newsletter 
Music & Copyright. In the US, a downloadable 
track on iTunes costs between US$0.99 and 
US$1.25 each. 
  In 2009, the South Korean government de-
cided to fight online piracy and amended its 
Copyright Act to include the “three strikes” 
provision. This made the country one of the 
world’s first to adopt the “graduated-response” 
policy. This required Internet service providers 
(ISP) to send letters requesting serial digital-
copyright infringers to cease and desist. 
  If they failed to comply, the ISP would slow 
down or cut off Internet access of. 
  The suspension of repeat offenders’ Internet 
access takes place based on the recommen-
dations of the Korean Copyright Commission 
(KCC). First, the KCC will ask the ISP to re-
move the illegal content from the website’s 
server. If the offender persists, the Ministry of 
Culture, Sports and Tourism has the power to 
demand Internet disconnection. The offender’s 
email account, however, cannot be blocked. 
  The legislation’s amendment is said to have  

created a positive environment for investors in 
the country’s creative sectors. 
  International record labels, such as major 
company Universal Music Group has since 
formed partnerships with local entertainment 
companies and become investors in K-pop. 
Universal’s deal with Korean music company 
Cube Entertainment has led to Asia-wide 
success for local K-pop acts 4minute, the girl 
band, and boy band Beast. 
  Local creative companies now have the 
confidence to sue pirates using their works 
without permission. In October, film-production 
company Myung Films filed a copyright-
infringement lawsuit against several individu-
als after its movie Architecture 101 was leaked 
online ahead of the official release.  
  Myung Films’ executives chose to sue the 
defendants in civil litigation (as opposed to a 
criminal one) because they wanted to use the 
case to illustrate the damage online copyright 
theft can cause. 
  Although the movie was a box-office suc-
cess, its unauthorised distribution lost the 
company nearly US$7m in revenues. MTF  
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Nexus Interactive Arts:  
THE Q&A SESSIONS  

 

 
This London-based interactive production house’s creative and 
 technical directors are the club DJs of the audio-visual world.  

But instead of using new tech to revolutionise the way recorded-music is 
performed live, Nexus Interactive Arts’ tech-centric directors break 

boundaries in the art of digital storytelling  

Production houses, at the frontline of 
audio-visual innovation, are always 
dazzling viewers of film, TV, music  
videos and TV commercials with the 
 latest technological gimmicks. 
  At London-based Nexus Interactive 
Arts, a division of leading production 
company and animation studio Nexus 
Productions, technology is no longer a 
stunt. In fact, the more tech-savvy 
Nexus Productions’ di-
rectors are, the more 
they are encouraged to 
work with Nexus 
Interactive Arts to 
come up with awe-
inspiring visual experi-
ences. The end result 
has been some 
mesmerising interac-
tive, multi-media 
campaigns for global 
advertisers like Coca-
Cola, Nike, Intel and 
Honda. 
  Nexus Interactive 
Arts’ tech-centric crea-
tors still serve the marketers and adver-
tising agencies that have traditionally 
used production houses to make award-
winning TV and 
cinema commercials. However, with the 
growth of branded entertainment and 
transmedia, cross-media, multi-media, 
mixed-media content financed by 
advertisers, the company has discovered 
a demand for taking the way brands tell 
their stories to new levels.  
  Some of the works produced at Nexus 
Interactive Arts, which fuses interactive  

technology and art to give birth to radi-
cal creative media, include the following. 
  A giant multi-coloured digital waterfall 
at a shopping mall in Ecuador shifts 
shape the way liquid does when people 
touch it. An animated interactive digital 
installation at a UK museum features a 
host of myriad flying objects emulating 
athletes’ powerful bodies in motion. Pose 

in front of a New York 
digital outdoor 
billboard and you get 
treated like a catwalk 
model because a fash-
ion TV show’s present-
ers on the screen will 
respond with real-time 
‘virtual’ emotions as 
they ‘look’ back at you. 
  The 14-year-old 
parent company Nexus 
Productions continues 
to offer traditional yet 
powerful animated and 
live-action videos, TV 
commercials, and 
shorts. They also 

create, film and TV idents and titles, 
corporate videos, as well as print design 
and graphics to mostly marketers and 
brand owners. Nexus Productions also 
focuses on searching for and nurturing a 
stable of talented creative, visual and 
artistic directors. They know how to use 
video and other conventional audio-
visual media to tell a good yarn that 
sells a brand’s message, develops movie 
sequences and makes singers in music 
videos look heroic. It is three-year-old 
Nexus Interactive Arts,  Cont...page 31 
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Cascada Coca-Cola, 
the digital waterfall 

by  
creative director dQ; 

technical director Memo Akten 
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FORMS 

by director Quayola; 
technical director Memo Akten 
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Project Runway 
Installation 

by director 
Evan Boehm; 

technical director 
Tim Gfrerer 
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Action-packed and explosive web app   
by director Smith & Foulkes,

 

technical directors Graham Holt, Angus Keith Intel: The Chase 
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Coke Music 24hr Session 
with Maroon 5; social-media installa-
tion in a recording studio where fans 
from 139 countries inspired the rock 
band to record a new track 

by interactive directors Hellicar & Lewis 
   executive producer Cedric Gairard 
    lead producer Tim Dillon 
     interactive producer Ulla Winkler 
      broadcast graphics by Evan Boehm 
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however, which is adding a futuristic 
spin to Nexus’ work. It achieves this by 
scouting for interactive-technology 
wizards, creative coders, apps develop-
ers and technical directors who are 
treated like artists in their own right. 
They use their technological ingenu-
ity to help turn a director’s 
apparently outlandish vision into 
mind-blowing experiences for the 
viewer. They are the club DJs of the 
audio-visual world.  
  But instead of using technology to 
change the way recorded-music is 
performed live, Nexus Interactive Arts 
works with tech-centric directors who 
want to break boundaries in the art of 
digital storytelling. 
  Their services are not limited to the 
world of advertising; they are ready to 
work with clients in the worlds of music, 
movies, games, live-entertainment, 
brand entertainment, art galleries, 
architecture, among other creative disci-
plines. These are directors who are 
happy to use the latest technology 
tools, from openFrameworks, 
Arduino, Raspberry Pi to Microsoft’s 
hands-free console-games control-
ler Kinect, to turn the narration of 
audio-visual tales upside-down 
while still making sense and still 
drawing the viewer in. 
  This could be in the form of giant 
installation artworks, interactive videos, 
Website animation, plus Web and mobile 
apps. The award-winning directors, 
animators and executive producers at 
Nexus include the Oscar-nominated 
Smith & Foulkes, another duo Flight-
phase (Karolina Sobecka and James 
George), Fx Goby, Evan Boehm, and dQ 
(Davide Quagliola). 
  Nexus Interactive Arts pairs them with 
technology prodigies, former geeks 
turned professionals, who are able 
to convert the directors’ lateral and 
diagonal way of looking at the world 
into 21st-century media and enter-
tainment. As well as Coke, Nike and the 
global marketers mentioned earlier, 
other brand owners that have used 
Nexus Interactive Arts’ expertise in 
digital-marketing campaigns and 
branded entertainment are US TV 
network Lifetime and US cable-TV 
giant Comcast.  

  Cascada, the Ecuador-based virtual 
waterfall described earlier, is part of 
Coca-Cola’s Innovation Lab initiative for 
developing new forms of entertainment 
to reach consumers. It is a digital instal-
lation art that later toured Latin America 
since its launch last year. It was created 
at Nexus Interactive Arts by director dQ 
with Memo Akten, “a visual artist, 
director, musician, engineer, hacker, 
mad scientist”, on board as the technical 
director. 
  Another Nexus Interactive Arts project 
is Forms, an animated installation that 
mimics the dynamic movements of 
athletes in motion. Located at the UK’s 
National Media Museum, it was part of 
this year’s Cultural Olympiad event 
in Britain. It is another dQ/Memo Akten 
collaboration that picked up high-profile 
media coverage without any PR. 
  Nexus Interactive Arts installed a 
virtual fashion catwalk on the High Line, 
New York City’s elevated linear park, to 
promote the Emmy Award-nominated 
fashion TV show Project Runway for Life-
time TV network. It used human-
tracking technology, which made it seem 
as if the on-screen images of the show’s 
presenters and judges, including super 
model Heidi Glum, were spontaneously 
responding to the passers-by who posed 
in front of the screen. For that, Nexus 
Interactive Arts combined the artistic 
vision of director Evan Boehm and the 
digital techniques of technical director 
Tim Gferer. 
  In addition to these large-scale 
projects, Nexus Interactive Arts also 
applies the digital artistry of its technical 
directors to the development of websites 
and mobile apps. 
  The online version of the TV spot Intel: 
The Chase shows off the capabilities of 
Intel’s latest micro-chip in a live-action/
animation thriller. Here, a female James
-Bond character escapes from the 
clutches of ruthless villains by jumping 
through myriad browser windows. 
   It was directed by Nexus’ Smith & 
Foulkes with the interactivity provided 
by the aptly named El Mysterioso; both 
worked with Intel’s ad agency Venables 
Bells + Partners. 
  Looking into the future, Nexus 
Productions’ founders Chris O’Reilly and 
Charlotte Bovasso encourage the  
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development of directors’ ideas that 
might be considered too ‘out there’ for 
some clients. 
  But, inspired, they are prepared to find 
the cash to develop them, and then offer 
the results to clients to experiment with 
in actual marketing campaigns or video 
entertainment. 
  “At that level, it’s not about selling, it’s 
more to do with getting the concept out 
into the public space,” says Luke Ritch-
ie, Nexus Interactive Arts’ executive 
producer.  
  “Often these projects are more 
interesting than obviously commercial 
projects because they don’t have any 
confines. When the project goes into the 
public space and people love it, they will 
talk about it. And that pushes Nexus and 
Nexus Interactive Arts to get another 
project. Only a small number of 
companies will take that risk. I think 
Nexus does it very well and Nexus 
Interactive Arts was born out of that 
model. There is need for fantastic talent 
in this kind of technical arena but the 
ones who are visual as well as coders 
need to be recognised; hopefully, that is 
part of what we’re doing.” 
                      ______ 
  In this issue’s Creative Q&A, Ritchie 
explains how Nexus and Nexus Interac-
tive Arts work with ad agencies and their 
clients, discusses the role of technology 
in digital storytelling, denounces 
mediocre apps as rubbish, advises 
today’s emerging audio-visual directors 
to learn to code, and believes the pro-
duction business is now in The Third 
Age, where technology makes anything 
seem possible. 
 
MTF: How does Nexus Interactive 
Arts go about developing projects 
for ad agencies? 
 
Ritchie: Our remit is to produce innova-
tive work. Often, with projects of that 
nature, it means creating ‘discovery’ 
budgets for research and development 
(R&D). Sometimes, those are harder to 
get ad agencies to accept because there 
is this scepticism that maybe the con-
cept might not be feasible. But we only 
go into discovery if we have real 
confidence that it’s achievable. 

MTF: What has the R&D process 
taught Nexus Interactive Arts? 
  
Ritchie: I think it’s fair to say 90% of 
our projects are built on openFrame-
works, an open-source creative-coding 
tool kit. Without it, we couldn’t do half 
our projects. So the people who built it 
are now fundamental to our business. 
We’re also adopting Unity, a platform 
that has been used for games in recent 
years. One of the things Unity allows us 
to do is create the kind of interactivity 
associated with games. We already work 
in motion-capture animation using 
Kinect or 3D cameras; now, we’re going 
to combine Unity with Kinect. I believe 
Unity is important for our industry and 
our developers need to embrace it, and 
several of them have started learning 
how to use it. We’ve done some 
Augmented Reality (AR) projects with it, 
demonstrations and prototypes that 
show people what can be done.  Also, by 
combining some of the best visual 
creative people in the world at Nexus 
Productions with what we need to create 
on the interactive side, the two compa-
nies take interaction to a new level. 
  Using new technology in our interactive 
projects means there is a double impact. 
First, you go, “Oh my God! That looks 
stunning”. Then later, comes the “How 
did you do that?” This experience, which 
is tied so closely to the story being told, 
is what delivers that emotional reaction 
every time.  
 
MTF: What is the technology’s role 
within the storytelling in a produc-
tion house’s creative work? 
 
Ritchie: We always try to make sure 
that the technology never leads. Our 
background in storytelling has been 
essential to each experience we create 
and, as I said before, emotional reaction 
is key. We do like people to ask: “How 
did you do that?” But it is always 
secondary to them saying “Wow!” Often, 
we build prototypes (of a technology-
based project) in-house, and when 
someone has an interesting idea or a 
technical director wants to play around 
with it, we try to make sure everything 
works. With the Coca-Cola Innovation 
Lab project, for example, I would never  
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want to sell Coke or any client a bit of 
technology that we had not proven first. 
  
MTF: How do you make sure the 
technology does not overwhelm the 
storytelling? 
 
Ritchie: Story narrative is everything 
for Nexus. When we go live with one of 
our projects, it is Version 2 of something 
that has already been completed. It 
must have a story. I don’t want anyone 
staring at our work thinking about the 
technology. It has got to be the experi-
ence first.  
 
MTF: What budget sizes do Nexus 
Interactive Arts work with and how 
are the budgets kept in check? 
 
Ritchie: When we work with record 
labels wanting music videos, these fall 
into extremely low-budget categories 
costing around £10,000, or even less. 
Some projects go up to a £1m and those 
would be for installations. And the aver-
age for a good commercial interactive 
project is probably around £200,000-
£300,000. When we work with interest-
ing individuals who find a technology 
that amazes them, who learn how to use 
it to break boundaries, we help them 
find funding. It is about us believing in 
that project and then our studio uses 
our producers to make it happen. One of 
our producers, Beccy McCray, works 
specifically in this space with museums 
and art galleries like The Public, West 
Bromwich in London, which recently 
featured (a Kinect-enabled installation 
called) Traces. She doesn’t work with 
large budgets. What she does is work 
with people who go from hacking away 
in their bedsits or tiny studios to being 
represented by Nexus Productions and 
Nexus Interactive Arts. 
 
MTF: Nexus Interactive Arts sees 
itself as a talent agency for sourcing 
innovative technical directors. How 
does that work?  
 
Ritchie: I can’t think of a company that 
is representing technical talent, such as 
creative coders, as creative artists. For 
us, that is essential. There is no point  

representing someone who is purely 
into coding and has absolutely no vision 
for the creative aspects. But the ones 
doing the really interesting stuff are the 
creative-coding people we need to 
represent. Because of how our model 
works, it would be a complete mistake 
not to have those people. But unlike a 
talent agency, we do the production 
too. The build process and the people 
involved, from the producer to the rest 
of the crew, need to support the 
director and the technical director on 
these often ground-breaking projects. 
 
MTF: Why is it a good idea for 
creative directors to become tech 
savvy? 
 
Ritchie: I tell my team that it is worth 
learning even the very basics of HTML 
(the website programming language) or 
something similar; it’s just like learning 
a game. Evan Boehm, one of our  
directors, did computer engineering but 
became keen on motion graphics. Much 
later in his career, he decided to teach 
himself WebGL (to create interactive 2D 
and 3D graphics online), producing a 
prototype because this is what he want-
ed creatively for his next project. That 
was sold as an exclusive to a client and 
now we’re in production on that, which 
should go live soon. He’s now got a  
specialist WebGL team working with 
him. I love that! Although a creative 
director, he can sometimes be a bit like 
a technical director because he knows 
how to use the technology. On another 
level, we could have a project led by a 
creative coder, who would create the 
visual for it before coding it. In the early 
days of Nexus Interactive Arts, we had 
several projects that were technically 
run by one person because at the time 
the people with these skills were rare. 
But it would also be very silly to assume 
that there is something wrong with 
creative pairs collaborating together. 
You could take someone like Fx Goby, 
who would lead the visual and also 
understands the interactive technicali-
ties really well. Then, for example, we 
could bring in (visual artist, technical 
director) Memo Akten. And there is no 
reason why collaborative teams like that 
can’t work well together.  
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MTF: Who owns the rights to these 
innovative works once completed? 
 
Ritchie: The rights always land with us 
at Nexus Interactive Arts. There can be 
unique cases where the ad agency may 
need to own certain things and there 
can always be a discussion among the 
different parties. Sometimes, there is a 
specific request (from even the brand 
owner) as part of the original negotia-
tions. But we don’t give away our source 
codes or our 3D files. This is the way the 
industry has grown.  
 
MTF: What are the creative benefits 
for the director, then? 
  
Ritchie: Our interactive projects could 
not happen without Nexus Interactive 
Arts. Take Evan Boehm, for example. He 
could have a great idea for a project but 
he wouldn’t have the means to get it out 
into the public space. He wouldn’t have 
the finance required, nor would he have 
the means to bring in a team, provide 
for them and support them. When he 
works with us, his projects become a 
‘Nexus project with Evan Boehm’. Equal-
ly, for projects like this, there’s no one 
telling him what he can or cannot do. It 
is all his work. He is in total control. 
 
MTF: If you were approached by a 
newcomer who wanted to be the 
next Evan Boehm, what would you 
expect from them?  
 
Ritchie: We use interns. But to get my 
support, I would like to see personal 
projects that are looking at certain 
frameworks and using tool kits in a 
different way. Devices like Kinect have 
been a great area for growth in interac-
tive hacking. I met a coder, a Unity 
specialist, who is building a video game 
with only a £112 Kinect. I would like to 
see people come to me with things like 
that, especially those with a lot of 
passion in what they do. 

MTF: What does the future hold for 
technology-driven production? 
 
Ritchie: Websites are beginning to ma-
ture, and the app/mobile area is very 
busy, but I feel there are very few good 
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ones out there. Now, the market is 
flooded with rubbish. I get a lot of briefs 
where people say they need a web app 
as well as a mobile app. But there is ab-
solutely no point replicating something 
as a mobile app; it has to live in its own 
right. Sometimes, people want an app 
just to have an app, which makes no 
sense either. 
  
MTF: So, what do you currently find 
exciting? 
 
Ritchie: I feel we’re working in A Third 
Age, which is the age where every-
thing plugs into everything, and 
there are very few limitations any more. 
If you want this table to become a  
device of some sort, all you have to do is 
stick a sensor on it and when I touch the 
table, it could make sounds like a piano, 
or I can project an image on top of it. 
The briefs that we see increasingly do 
not have any limitations. People are 
beginning to realise that a concept 
doesn’t have to be one thing or the 
other; you can plug everything into it. 
Also, the analogue and digital tech-
nologies are beginning to work to-
gether nicely. Where one ends, the 
other can continue. I believe people can 
now think more freely. Toolkits like 
openFrameworks, and new hardware like 
the Arduino and Raspberry Pi allow 
young people with no money to do excit-
ing things, so there’s no reason why 
commercial advertisers cannot start 
adopting more of that. I feel like I’m in a 
really exciting area. I’ve had crazy ideas 
brought to my desk and had producers 
initially tell me this isn’t possible. But 
when we had a closer look, they find it is 
possible. In the past, if you wanted to 
build some wacky installations, you 
needed six months. Now you can create 
them in half that time. Then, there is 3D 
printing, a fascinating growth area 
where small design studios are working 
on the prototypes of physical objects for 
products they plan to sell. It’s been 
growing and it’s entering an interesting 
phase, and the costs are going down. I 
think this is an exciting place that we 
may try to play in somehow. MTF  
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 THE CREATIVE CORPORATE 

PROFILE 
Louis Vuitton, France/Global 

in mid-19th century Paris when the eponymous 
founder felt travelling could be both a luxurious 
but comfortable experience. 
  Since then, it has grown into a global men and 
women’s fashion powerhouse that still includes 
the travel trunks, as well as handbags, shoes, 
jewellery, watches, accessories like belts and 
passport covers, and stationery, all renowned 
for their high-standard detailed craftsmanship. 
  They are available in more than 460 dedicated 
Louis Vuitton retail outlets worldwide, where the 
brand’s image revolves around the travel bags. 
Travel remains a consistent theme in the com-
pany’s other activities, from its fashion shows to 
investments in cultural arts and creative works. 
 
Asian, US and French connection 
Truth to tell, the accelerated growth of the Louis 
Vuitton brand’s value has been spurred by its 
popularity in the emerging Asian markets, 
especially the People’s Republic of China, the 
new superpower. 
  Asia’s aspiring and affluent cannot get enough 
of Louis Vuitton fashion and other luxuries. 
According to London’s Sunday Times Style 
magazine, the Chinese spent £17.5bn 
(US$28bn) on luxury goods last year. Despite 
having had a presence in China since 1992, the 
company opened a new Shanghai-based flag-
ship store this summer. 
  In 2011, Asia (excluding Japan) accounted for 
€6.4bn of the group’s revenue. That makes 
Asia, the group’s biggest single revenue source 
by geographical region, compared to €5.2bn in 
the US, the next biggest market by region. 
  In China alone, Louis Vuitton operates more 
than 50 stores, including nine in Taiwan and 
seven in Hong Kong. The boom in China’s 
economy in recent years has made that emerg-
ing market key to the group’s continued growth 
despite the global economic downturn. 
  However, that dependency on a region, which 
by most standards remains unpredictable eco-
nomically, socially and politically, has prompted 
Louis Vuitton’s parent company LVMH to still 
turn to the US dollar for future security. In June, 
it made its debut in the US bond market, issuing 
US$850m for five years. 
  The interest in a non-euro currency also comes 
at a time when Francois Hollande, the new  

  Louis Vuitton is the world’s most valuable 
luxury brand, and has been so for seven years 
in a row (from 2006 to 2012 inclusive). 
  According to the BrandZ survey by market-
research group Millward Brown, the brand 
famous for its opulent travel bags and Marc 
Jacobs’ drop-dead “delish” fashion designs, is 
worth US$25.9bn.  
  Although not as valuable as computer-to-iPad 
maker Apple, which is the No. 1 brand globally 
with a valuation of US$182bn, France-based 
Louis Vuitton still comes in at No. 21 among the 
world’s leading brands in the 13 industries 
covered by Millward Brown in the BrandZ study. 
  Louis Vuitton accounts for about one-third of 
the more than US$78bn market capitalisation of 
LVMH Moet Hennessy – Louis Vuitton, its 
parent company. 
 
The LVMH mother ship 
Headquartered in Paris, LVMH generated reve-
nues of €23.7bn (US$30.9bn) in 2011, a 16% 
jump from the year before. Net income also 
grew 1% to €3.065bn (US$3.99bn) during the 
same period.  
  Revenues rose 26% to €13bn in the first six 
months of 2012, while net profit soared 28% 
compared to the same period in 2011.  
  LVMH’s other subsidiaries include fashion/
leather-goods brands Donna Koran, Givenchy, 
Kenzo, and Celine; a wines-and-spirits division 
with champagne brands Moet & Chandon, 
Veuve Cliquot and Krug in its portfolio; plus the 
watches-and-jewellery unit that has TAG Heuer 
and Hublot watches among its assets. LVMH, 
which has 3,000 retail outlets globally, also op-
erates department stores such as Paris-based 
Le Bon Marche. 
  LVMH has interests in four of the world’s Top 
10 luxury brands. In addition to Louis Vuitton, 
the other three are the Hennessy cognac, Moet 
& Chandon and Hermes. But, analysts calculate 
that Louis Vuitton accounts for about 75% of 
LVMH’s fashion/leather-goods business, which 
brought in revenues of more than €8.7bn in 
2011, from €7.58bn in 2010. 
 
Have LV - Will Travel 
The signature beige-and-brown Louis Vuitton 
travel trunks with their LV monograms originated 
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president of France, LVMH’s native market, has 
announced austerity measures designed to re-
vive the struggling French economy.  
  Hollande’s super-tax scheme is said to be 
among the toughest in 30 years and threatens to 
drive out the wealthy from the country. Even 
LVMH co-owner tycoon Bernard Arnault (his 
family-owned Groupe Arnault controls LVMH 
parent company Christian Dior) has been public-
ly forced to deny that he is not applying for Bel-
gian citizenship to avoid France’s pending high 
tax rates.  
 
Marc Jacobs 
Money is not the only crutch that the Louis Vuit-
ton brand leans on, however. CEO Yves 
Carcelle and Arnault have been great supporters 
of the arts and other creative works, not only as 
sponsors, but also as direct investors. As Louis 
Vuitton’s artistic director, US fashion designer 
Marc Jacobs is also responsible for the brand’s 
men and women’s fashion collection, the cat-
walk events, advertising campaigns and overall 
artistic vision. 
  Jacobs, famous for wearing skirts, owns his 
own eponymous multinational fashion label, 
which operates various offshoot diffusion lines 
(including the Marc Jacobs Collection, Marc by 
Marc Jacobs and Little Marc Jacobs).  
  But since joining Louis Vuitton in 1997, when 
he introduced the haute-couture maison’s first 
ready-to-wear range, Jacobs has been involved 
in selecting and developing the brand’s overall 
artistic and creative output. 
  His ability to remain faithful to Louis Vuitton’s 
travel theme amid changes in fashion over the 
years was recently seen in his Spring/Summer 
2013 collection this October. The models’ cat-
walk was staged on specially built subway 
escalators and the replica of a steam-locomotive 
train station.  
  Highly revered in the industry, Jacobs was a 
front runner to be creative director at Christian 
Dior when the incumbent John Galliano was 
convicted of anti-Semitism in Paris in 2011. 
Jacobs turned down the job offer. 
 
Art and creativity 
The artistic freedom he has at Louis Vuitton 
could explain that decision. Yet, he is not in a 
position to be reckless with that responsibility. 
Any Louis-Vuitton commissioned works of art 
must align with the exhibiting stores’ architecture 
and design, introduce its customers (and audi-
ence) to new artistic talent, and raise the artists’ 
global profile. 
  His collaborations have been with eminent 
artists such as the late Stephen Sprouse, who 
came up with the graffiti-logo monograms Louis 
Vuitton has used on its products since 2001.  

  Other artists championed by Jacobs for Louis 
Vuitton include avant-garde US artist Robert 
Wilson; Swiss-born, New York-based Ugo Ron-
dinone; Danish-Icelandic sculptor/installation 
artist Olafur Eliasson; Japan’s Takashi 
Murakami; Farhad Moshiri, the first Iranian artist 
to pick up US$1m at an auction; and Nadim 
Karam, urban artist/architect.  
  Artists are also commissioned to design Louis 
Vuitton store fronts. Last year, Almagul Menliba-
yeva did this for the store in Almaty, the biggest 
city in her native Kazakhstan. US street artist/
graffiti writer Retna is painting a mural on the 
store’s façade at the Miami Design District. 
  The works of James Reeve, the London-born, 
France-based photographer, will be on display 
at the store in Marseille, the country’s second 
largest city after Paris and 2013’s European 
Capital of Culture.  
  However, the most recent collaboration to 
have caught the media’s attention was Jacobs’ 
partnership with Yayoi Kusama, the iconic 
Japanese artist. She has created original art-
works for Louis Vuitton display windows interna-
tionally. Famous for the red-and-white polka 
dots in her artwork, the octogenarian was asked 
to come up with original designs for special-
edition Louis Vuitton apparel, bags and 
accessories as well. 
  This year, they were featured in 24 display 
windows at London department store Selfridges, 
plus other stores worldwide. Louis Vuitton also 
sponsored exhibitions of her work at London’s 
Tate Gallery and the Whitney Museum in New 
York. This comes after the company sponsored 
exhibitions focusing on UK artists Graydon 
Perry (the transvestite potter) and Tracey Emin. 
 
Art venues 
The company supports original output by estab-
lished and emerging artists and hosts them at 
Louis Vuitton’s own art galleries. In 2007, it 
opened the Espace Culturel Louis Vuitton in 
Paris. This was followed by a second branded 
exhibition space, Espace Louis Vuitton Tokyo, 
in 2011. Now, renowned architect Frank Gehry 
has been commissioned to design Louis Vuitton 
Foundation for Creation, a €100m museum 
scheduled to open next year despite being origi-
nally announced in 2006. Sometimes, the 
stores’ interiors are used as art venues as 
demonstrated at the 2010 opening of the New 
Bond Street store in London. It displayed works 
by Damien Hirst, George and Gilbert and Jeff 
Koons, among other prominent names.  
 
Advertising campaigns 
The first ever Louis Vuitton TV ad took place in 
February 2008 on global cable-and-satellite TV 
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networks. It also appeared on a chain of cinema 
theatres worldwide. Called The Spirit of Travel, 
the TV commercial centred on Louis Vuitton’s 
favourite theme of travel, underscored with the 
slogan “Where will life take you?”  
  Conceived by WPP Group’s Ogilvy & Mather 
ad agency, the 90-second soft-focused, dream-
like sequence shot in Asia and Europe was di-
rected by award-winning French filmmaker/
multimedia artist Bruno Aveillan. The languid 
background music was supplied by Oscar-
winner Gustavo Santaolalla (Babel; Brokeback 
Mountain), the Argentine film composer. 
  The TV ad spot represented a significant de-
velopment in the company’s marketing strategy, 
which, until then, had used mostly the print 
medium. TV spots had been avoided for alleg-
edly being far too expensive. Yet, in 2011, the 
media reported that Angelina Jolie was sup-
posed to have been paid a cool $10m for her 
participation in a print campaign. 
  Louis Vuitton’s “cinematic”-standard glossy 
photography for the magazine and newspaper 
campaigns had been shot by esteemed French 
photographer Jean Lariviere since the 1970s. 
Sticking to the brand’s travel theme, his photo-
graphs were taken in many countries worldwide. 
  His successor, Annie Leibovitz, continued 
carrying the ‘travel-theme’ baton but her 
campaigns featured such high-profile celebrities 
as Catherine Deneuve, Jolie, Bono, Sean 
Connery, famous astronauts, legendary interna-
tional footballers, multi-medal Olympics 
swimmer Michael Phelps, plus boxing legend 
Muhammad Ali and his grandson. 
 
Digital media’s role 
While the works of arts linked to Louis Vuitton 
evoke elitism and exclusiveness, the high-end 
photography used in its advertising has broad-
ened the brand’s awareness among the very 
wealthy and ordinary consumers via traditional 
media as well as its websites and mobile apps. 
  The company website’s home page is domi-
nated by a multi-media spot, which opens with 
the photograph of Mohammad Ali, his grandson 
and a Louis Vuitton travel bag. 
  But eventually, it opens on to a video of US 
actor/spoken-word artist Yasiin Bey (aka Mos 
Def) and calligrapher Niels Shoe Meulman rein-
terpreting some of Ali’s most famous sayings, 
such as “floats like a butterfly, stings like a bee”. 
The Muhammad Ali content is part of a section 
on the website called Journeys. That section 
also features details of the Journeys Awards, a 
competition inviting budding and professional 
filmmakers to submit three to five-minute shorts 
to the Website. The film’s theme must be based 
on encounters, of any type, made during travel. 
  In partnership with Italian director Luca 

Guadagnino, the contest awards its two winners 
(one for the Jury’s Award and the other for the 
People’s Choice Award) the prize US$25,000 
each. The victors of the 2012 contest, the se-
cond edition, are The Sun and The Moon by 
Yukinori Makabe for the Jury’s Award; Alexis 
Willis’ Share nabbed the People’s Choice. 
  A special Journeys Awards ceremony will be 
held at the Rome Film Festival in November. 
  Bloggers have discovered Louis Vuitton 
Presents: The Little Groom, a series of short 
animations following a young hotel porter, who 
looks like a cross between Tintin and Antoine de 
Saint-Exupery’s Le Petit Prince, and his movie-
like adventures in a series of different cities: 
Rome, Seoul and Singapore. 
  The blogs indicate each edition of The Little 
Groom might coincide with a store opening in 
that city. But that might not necessarily be so. 
Another short, called The Little Groom in Duel in 
the Dust, sees the character playing a cowboy 
in the Wild West. 
  Aware of the growing influence of mobile 
media, Louis Vuitton has launched a free down-
loadable app called Amble. 
  This enables users to take photos, videos and 
notes while in their favourite cities around the 
world. They upload the results on to the Louis-
vuittonamble.com website and the best are se-
lected to create an album of the most inspiring 
city walks that can be accessed by anyone. 
  Celebrities such as former super model Christy 
Turlington, British Hollywood actress Rachel 
Weisz, film director Sofia Coppola, and re-
nowned New Zealand competitive sailor Russell 
Coutts have also made contributions to Amble. 
Additionally, the Website offers downloadable 
dedicated city guides for travellers. 
 
Sport of sailing 
Since 1983, Louis Vuitton has sponsored the 
trials taking place before the America’s Cup, the 
most prestigious sailing event. Those trials lead 
to the Louis Vuitton Cup, as are the branded 
associated regattas. 
  The company’s fashion line include high-end 
water sports and sailing apparel for luxury life 
and travel on the seas, plus branded waterproof 
holdall bags, sun glasses, and watches. 
  
The slow sales to China 
Despite its phenomenal track record as a busi-
ness operation, Louis Vuitton has been affected 
by the current slow global economy. 
   Although parent company LVMH’s revenues 
jumped 22% during the first nine months of 
2012, the company spent a lot of effort defend-
ing its strategy as analysts questioned whether 
it is too dependent on Asia.  
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  The question cropped up because China, 
where the growing number of millionaires and 
upper middle-class consumers spend 
phenomenal amounts of disposable income on 
luxury goods, has seen its economic growth 
slow down. 
  The sale of Louis Vuitton goods is equally 
vulnerable in neighbouring Asian countries 
where Chinese and other wealthy tourists who 
had spent money on designer-branded goods, 
are being cautious with their spending habits.  
  But Louis Vuitton’s confidence in the whole 
Asian region continues.  It opened its first airport 
store in South Korea’s Incheon International 
Airport in 2011. The growing number of tourists 
passing through Incheon is said to have been a 
deciding factor. According to CNNgo.com web-
site, the 550sqm giant store is expected to bring 
in US$65m a year in revenues. 
 
Counterfeit challenge 
Among the methods used by the LVMH group to 
maintain the prestigious value of the Louis Vuit-
ton brand has been its uncompromising stance 
against any form of counterfeiting, piracy or 
fraud against its trademark. 
  Louis Vuitton handbags are among the most 
illegally copied branded goods in the crime 
world. Consumers desiring to be seen with the 
LV logo on their arm have normally not ques-
tioned the authenticity of what they buy in the 
street. 
  But Louis Vuitton showed have far it is 
prepared to go to protect its brand when in 2007 
it won a legal dispute against record label Sony 
BMG and MTV Online. Their crime? A Britney 
Spears video featured a car with a dashboard 
covered in a faux Louis Vuitton design. 
  Since then, the company has been asking US 
courts to order the closure of websites illegally 
using the brand in their domain names, as 
opposed to ordering the websites to stop using 
the domain names. 
  US experts argue this might be illegal as the 
powers Louis Vuitton wants the courts to use is 
similar to clauses in the Stop Online Piracy Act 
(SOPA). This proposed law has been delayed at 
the US Congress following arguments that, 
although it might combat piracy, it will be at the 
expense of freedom of speech.  
  However, the legal dispute that sums up Louis 
Vuitton’s inflexible approach to what it considers 
to be counterfeiting was seen in a 2008 lawsuit 
against Danish art student Nadia Plesner. 
  As part of her Simple Living campaign, which 
attacked Western media for getting their priori-
ties wrong by focusing on celebrities instead of 
humanitarian issues, Plesner sold merchandise, 
including T-shirts, which featured a naked 
starving child carrying a Chihuahua dressed in  

pink and a Louis Vuitton Multicolor Canvas bag. 
It is said to be a parody of socialite Paris 
Hilton’s public image and the media’s obsession 
with her. Louis Vuitton sued Plesner in Paris, 
demanding tens of thousands of euros in dam-
ages, but Plesner continued to use the image. 
  Plesner and Louis Vuitton clashed again in 
2011. The fashion giant sued her for Dafurnica, 
a mural influenced by Picasso’s Guernica that 
she wanted to use to draw attention to the 
genocide in the Sudanese region of Dafur. 
  It included the Simple Living image of the 
hungry child with the Louis Vuitton bag. The 
image was also used in marketing material to 
promote Plesner’s exhibitions. 
  In a move that was highly criticised in various 
quarters, Louis Vuitton sued again, insisting that 
every time the work was shown in public, it 
allegedly infringed its copyright. 
  Plesner chose to fight back on the grounds 
that the lawsuit equally infringed her right to 
freedom of speech and violated her artistic  
freedom. 
  The legal dispute intensified as both sides 
refused to compromise and continued until May 
2011. But a court in The Hague, relying on 
previous European Court of Human Rights 
rulings, quashed previous decisions against 
Plesner and ordered Louis Vuitton to pay for her 
legal costs too. MTF  
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Amsterdam: Diane Arbus 
26 October 2012 - 13 January 2013 
@: Foam Amsterdam 
Organised by: FOAM 
About: Works of iconic US photographer who 
recorded the surreal in real life  
Details: www.foam.org 
 
California: American Film Market 
31 October - 7 November 2012 
@: Fairmount Miramar Hotel, Santa Monica  
Organised by: Independent Film &  
Television Alliance 
About: Biggest US independent movie event 
Details: www.americanfilmmarket.com 
 
Monte Carlo: Monaco Media Forum 
14-16 November 2012  
@: Monte-Carlo Bay Hotel & Resort 
Organised by: Monaco Mediax 
About: Influential European and US leaders 
gather to examine digital media’s four-screen 
world at this invite-only event  
Details:  www.monacomediaforum.org 
 
London: Music 4.5: Social Music 
20 November 2012  
@: Lewis Silkin, 5 Chancery Lane, EC4A 
Organised by: 2Pears 
About: Debates on how social music is revolu-
tionising recommendation, discovery 
Details:  www.music4point5.com/social.html 
 
London: Techpitch 4.5 
27 November 2012  
@: Pinsent Masons, 30 Crown Place, EC2A 
Organised by: 2Pears 
About: A haven for tech and media start-ups, 
investors, plus pitching contest  
Details: www.4pt5.co.uk 
 
Los Angeles: 2013 Artists in Music Awards 
2 December 2012  
@: Whisky A Go Go 
Organised by: LAIN Productions 
About: Nominations to be announced for the  
second edition of emerging US acts’ awards 
ceremony on 8 February 2013  
Details: www.aimusicawards.com 
 
Singapore: ContentAsia Summit 
2-3 December 2012 
@: Hotel Fort Canning, Canning Walk 
Organised by: Pencil Media Pte Ltd 
About: Future of TV programming, TV 
production, content strategy in Asia-Pacific  
Details: ww.contentasiasummit.com 
 
 

MTF Diary 
Paris: LeWeb ‘12 
4-6 December 2012 
@: Eurosites, Les Docks 
Organised by: Geraldine and Loic Lemeur 
About: Europe’s leading Internet and  
networking event 
Details: www.leweb.net 
 
Miami Beach: Art Basel 
6-9 December 2012 
@: Miami Beach Convention Center, US 
Organised by: MCH Swiss Exhibition (Basel) 
About: Biggest art sale in North America 
Details: www.artbaselmiamibeach.com 
 
Kuala Lumpur: Asian Animation Summit 
10-11 December 2012  
@: InterContinental Kuala Lumpur 
Organised by: KidScreen 
About: Launch of new event to showcase 
leading broadcasters’ best new kids’ anima-
tion shows in Asia  
Details: www.asiananimationsummit.com 

Crans Montana: Branded Entertainment 
and Contents Summit 
12-14 December 2012 
@: Crans Montana Ski Resort, Switzerland 
Organised by: Branded Content Marketing 
Association  
About: The inaugural global event devoted to 
branded entertainment and discussions of the 
format’s future  
Details: www.becsummit.com 
 
Hong Kong: Hong Kong Fashion Week 
14-17 January 2013 
@: Hong Kong Convention and  
Exhibition Centre 
Organised by: HKTDC 
About: Asia’s biggest fashion event 
Details: www.hktdc.com/fair/hkfashionweekfw-en/ 
 
London: London Art Fair 
16-20 January 2013 
@: Business Design Centre, N1 
Organised by: Upper Street Events 
About: About 100 galleries present 20th cen-
tury and contemporary works of art 
Details: www.londonartfair.co.uk 
  
Cannes: Midem 
26-29 January 2013 
@: Palais des Festivals 
Organised by: Reed-MIDEM 
About: Bringing together world’s musicians, 
talent, technology experts and brand owners 
Details: www.mipworld.com 
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New York: Fashion Week Fall/Winter 2013 
7-14 February 2013 
@: Lincoln Center, NYC 
Organised by: Council of Fashion Designers 
of America; Mercedes-Benz 
About: The US’ Grand Slam Fashion Week  
Details: www.newyork.mbfashionweek.com 

Los Angeles: Annual Grammy Awards 
10 February 2013 
@: Staples Center  
Organised by: National Academy of 
Recording Arts & Sciences 
About: 55th edition of US’ biggest annual  
music event  
Details: www.grammy.org 
 
Brasov: European Youth Olympic  
Winter Festival  
17-22 February 2013 
@: Poiana Brasov Ski Resort and others 
Organised by: Association of European 
Olympic Committees 
About: Europe’s key youth-sports spectacle 
for athletes 14-18 years old  
Details: www.eyowf2013.ro 
 
Milan: Fashion Week 
19-26 February 2013 
@: Various venues 
Organised by: Camera Nazionale della Moda 
Italiana 
About: The autumn/winter 2013/14 women’s 
collection  
Details: www.cameramoda.it 
 
Brussels: Global Marketer Week 2103 
4-8 March 2013 
@: Le Meridien Brussels, 1000 Bruxelles 
Organised by: World Federation of 
Advertisers 
About: To celebrate the WFA’s 60th birthday 
Details: www.wfanet.org 
 
New York: The AIPAD Photography Show 
 4-7 April 2013 
@: Park Avenue Armory, NYC 
Organised by: The Association of Interna-
tional Photography Art Dealers 
About: Contemporary, modern and vintage 
photography art for sale 
Details: www.aipad.com 
 
Cannes: MIPCube 
 7-11 April 2013 
@: Palais des Festivals 
Organised by: Reed-MIDEM 
About: Gathering of the movers and shakers 
of tomorrow’s media and entertainment 
Details: www.mipworld.com 

Austin, Texas: SXSW  
7-18 March 2013 
@: Austin Convention Center; other venues 
Organised by: SXSW Inc 
About: The world’s most talked about music 
and media conference and festival  
Details: www.sxsw.com 

Cannes: MIPTV 
8-11 April 2013 
@: Palais des Festivals 
Organised by: Reed-MIDEM 
About: Networking among the great, the good 
and innovative in global TV and media 
Details: www.mipworld.com 

London: London Book Fair 
15-17 April 2013 
@: Earls Court Exhibition Centre 
Organised by: Reed Exhibitions 
About: Global event for book rights sales and 
negotiations  
Details: www.londonbookfair.co.uk  

Prague: Urban Popcultures 
12-14 May 2013 
@: Michna Palace 
Organised by: Inter-Disciplinary.Net 
About: 3rd global conference on the impact of 
alternative cultural movements and creative 
trends on urban life 
Details: www.inter-disciplinary.net 
 
New York: BookExpo America 
29 May to 1 June 2013 
@: Javits Center, NYC 
Organised by: Reed Exhibitions 
About: The US’ largest  book-publishing gath-
ering for selling and buying rights 
Details: www.bookexpoamerica.com 
 
Washington DC: World Creators Summit 
4-5 June 2013 
@: Ronald Reagan Center, Washington DC 
Organised by: CISAC 
About: International creators, policy makers 
and industry leaders debate the future and 
protection of creativity in the digital world 
Details: www.creatorssummit.com 
 
Moscow: World Championships in Athletics  
10-18 August 2013 
@: Luzhniki Stadium  
Organised by: IAAF 
About: Leading international athletics events 
featuring the world’s top sports talent 
Details: www.mos2013.org 
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BILLION  
DOLLAR 
BLAST 

 
Investor Spotlight  

Simon Cowell 
 

SyCo  
Entertainment 

  In each issue of MTF, an investor or entrepreneur specialising in the media, enter-
tainment, the cultural arts and related technologies, is invited to go on a ‘Creative 
Spending Spree’. 
 This issue’s fantasy column gets a peep at the value that multi-millionaire Simon 
Cowell, the UK entrepreneur, TV impresario and media mogul, places on the talent that 
have appeared on his reality-TV shows and since become celebrities.  
  Love him or hate him, Cowell’s influence on the state of global TV entertainment  
cannot be dismissed. Got Talent, his reality-TV talent show that has turned total un-
knowns into global superstars, kicked off in the US in 2006.  
  It has since been sold to and adapted into local versions in more than 55 territories, 
from Albania to Vietnam. The format has been watched by more than 460 million view-
ers. The US edition, America’s Got Talent, alone has been sold to 180 countries. In 
terms of reach, this makes the format one of the largest ever TV franchises. Another 
international hit format conceived by him is The X Factor, the TV singing competition.  
 

________ 
 
  Admired and reviled in equal measures for his publicly brazen desire for fame and 
fortune, Simon Cowell is one of international TV’s most powerful decision-makers today.         
Thanks to Got Talent and X Factor’s success, the founder of SyCo Entertainment, a  
production/marketing venture jointly owned with Sony Music Entertainment, is worth 
US$350m, according to London’s Sunday Times Rich List.  
  Although other SyCo TV-entertainment formats, such as American Inventor in the US 
and the UK’s Red or Black? have had mixed receptions, the ever-driven Cowell is pre-
paring for yet another TV series. He has joined forces with Will-i-am, of the Black Eyed 
Peas fame, to announce plans for an X Factor-style contest to find future tech entrepre-
neurs, an on-air competition to discover the next Mark Zuckerberg and Steve Jobs. 
  As we wait for the outcome of that concept, Got Talent remains Cowell’s biggest 
achievement and, apparently, his favourite. “At the moment, for me, Got Talent is the 
most successful format to date. And X Factor is a close second. I like both in different 
ways. They were both turning points in my life,” he says. 
  During a rare interview, MediaTainment Finance discovered Cowell’s five favourite Got 
Talent acts.  
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SIMON COWELL’S TOP FIVE  
GOT TALENT 

 
Susan Boyle: the Scottish Plain Jane with the voice of an angel who still boasts 
the UK’s biggest selling debut album of all time, has had more than 1 billion 
YouTube views of her TV performances, has a massive international following, 
including staunch US fans, and is worth a reported £22m. 
 
Cowell: She was really the first real YouTube phenomenon, not just for us, but for eve-
rybody. She redefined the role the Internet was going to play in the future of our show, 
and she also made me look an idiot on TV (for initially openly underestimating her talent 
on air). MTF 
 
Paul Potts: the former UK city councillor and cell-phone seller won the first 
season of Britain’s Got Talent (2007) with his tenor rendition of Nessun Dor-
ma, from the Puccini opera; several international TV appearances as a per-
former and host later, he is worth an estimated £6m. 
 
Cowell: He was the reason I knew Got Talent was going to be a hit, because I felt it in 
the studio. I wasn’t expecting someone like him to walk in and be that good. I felt 
something in the room that day, something I shall never forget. We, the judges, all 
looked at each other and sneered before he sang, thinking this is going to be horren-
dous. Then he sang Nessun Dorma and it was magical. MTF 
 
Terry Fator: the ventriloquist with more than 100 different voices hails from 
Dallas, Texas; but it was on the America’s Got Talent second season that the 
voice discovered its first mega audience, winning him the US$1m prize; today, 
he headlines shows at Las Vegas’ The Mirage Hotel and Casino, where he 
clinched a staggering US$100m contract. 
 
Cowell: He was broke before. He had once hired a venue for 1,000 people and one per-
son turned up. And, as a last resort, he auditioned for the show and the next thing we 
knew, he gets a US$100m contract. MTF 
 
Pudsey: the dog half of the double act Ashleigh and Pudsey, which won the 
sixth Britain’s Got Talent series (2012), is the first dog-trick act to win the 
show; part Border Collie, the dog has since had an ‘official autobiography’  
published by Little, Brown. 
 
Cowell: He was the winner of our show last year. I’ve always wanted a dancing dog to 
win our competition, and I found one. MTF 
 
Diversity: a young street-dance group from London injected some real-life 
drama into the proceedings of Britain’s Got Talent when it beat Cowell’s No.1 
favourite Susan Boyle during the final of the third season (2009). 
 
Cowell: They were the ones who beat Susan Boyle and then put us on the map to show 
we can compete with the rest of the world in dance. And, they did something I’ve never 
seen before and, frankly, haven’t seen since. It was such a shock on the night when 
they beat Susan. But actually, it was the best thing that happened to us and, in a weird 
way, the best thing that happened to Susan. Youth beat the older market and made the 
show cooler. MTF  
 
Note: Cowell spoke to MediaTainment Finance during an interview for MIPCOM News magazine 
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