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South Park, Angry Birds shoot movies 
  Two animation brands that became global hits despite starting on digital-only media and bypass-
ing traditional channels are triggering investments in major movie ventures. Matt Stone and Trey  
Parker, creators of popular TV animation comedy South Park, are launching a US$300m production 
studio called Important Studios. The Raine Group, the investment bank, paid US$60m for about 20% 
of the venture. Among Important Studios’ first projects will be the movie version of The Book of  
Mormon, the Broadway musical co-written by Stone and Parker. Their majority share of the hefty 
US$300m will come from the proceeds of South Park, which first aired on the now Viacom-owned 
Comedy Central channel in the US. The two creators own the rights to South Park and to the multi-
award winning The Book of Mormon, both of which have generated millions from royalties, ticket 
sales and the soundtrack’s recording. The pilot of South Park made history as one of the first online 
viral videos, and the series’ cult following has 44 million Facebook fans. Rovio, the Finnish start-up 
that has seen its mobile-app game Angry Birds become a multi-million global entertainment brand 
with more than 1 billion downloads, has announced plans to produce a movie scheduled for a 2016 
release. Rovio is planning to bypass traditional TV broadcasters to launch its own Angry Birds series. 

US dynamo Legendary raises 
$443m to hike productions 

  Finance group Waddell & Reed Financial 
has helped US powerhouse Legendary  
Entertainment raise US$443m for future  
production in traditional and digital movies. 
The deal boosts the amount Legendary raised 
to US$720m-plus in the last year. Legendary’s 
investors include Google executive chairman 
Eric Schmidt’s Tomorrow Ventures, Accel 
Partners (Facebook; Rovio), and Thiel Capital 
(Facebook; PayPal). Its co-production with 
Hollywood’s Warner Bros includes The  
Hangover Part III and Man of Steel. Its own 
projects include the movie adaptation of video 
game Warcraft.  

Nicholas Cage takes revenge in  
new Hannibal Classics thriller  

  US-based Hannibal Classics, which funds 
and distributes movies with budgets starting at 
US$17m, has signed up Hollywood  
actor Nicholas Cage to star in action-revenge 
thriller Tokarev. Co-produced with digital-film 
producer North By Northwest Entertainment, 
shooting of the film kicks off in May. The  
director is Spanish rising star Paco Cabezas; 
and the cinematographer is Andrzej Sekula 
(Pulp Fiction; Reservoir Dogs). Other pending 
Hannibal Classics projects include its first 3D 
animation Ratchet & Clank, and adaptation of 
Sony PlayStation game Resistance.  

  The UK’s Pinewood Studios has submitted 
revised plans to the local authority, the South 
Buckinghamshire district council, for its 
US$316m-plus expansion. The goal is to add 
another 1 million square feet in production, 
studio and stage facilities to the 76-year-old 
Pinewood, home to the James Bond franchise, 
Superman films and Maleficent, the sci-fi thrill-
er starring Angelina Jolie and scheduled for a 
2014 release. Although popular with movie 
makers, Pinewood is feeling the pressure of 
growing competition from film locations and 
studios abroad.  

  Divergent, a movie based on the young-
adult sci-fi novel by Veronica Roth, is  
expected to create US$30m worth of business 
in Chicago when it becomes the first feature 
film shot at Cinespace Chicago Film Studios 
(a subsidiary of the Toronto original). Shooting 
begins in April. The city invested US$5m in the 
studio, built in 2011, to capitalise on Chicago’s 
popularity as a movie location. The film indus-
try spent US$161m in 2010 and US$154m in 
2011 in Chicago’s state of Illinois.  

Pinewood Studios re-submits 
$316m expansion plans  

Sci-fi film Divergent to direct 
$30m to Chicago economy 
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News Corp’s $1bn digital-video spend 

  News Corp, which will be split into two stand-alone operations later this year, has announced 
plans to invest US$1bn in digitally distributed video content. The print-media business, including 
book publisher (HarperCollins) and newspapers (including the London Times and the Wall Street 
Journal) will be separated from the more lucrative movie and TV business. The print operation will 
still be called News Corp while the movie-and-TV empire will be called Fox Group. But it is the new 
print-centric News Corp that is benefiting from the US$1bn video-content investment. Multi-platform 
media technology enables print businesses to use the Internet to distribute video based on their  
intellectual properties. These could include online series based on HarperCollins titles or the acquisi-
tion of video rights, such as sport highlights, that will appeal to the newspapers’ readers. News Corp 
is already rumoured to be thinking of hiking the budget to US$3bn once the strategy established. 
German rival Bertelsmann (see MTF Issue12) is selling shares in its subsidiary RTL Group, Europe’s 
biggest TV company, to raise €2bn to invest in new digital-media assets. These include digital-
distribution platforms and new content concepts, including multi-platform videos based on titles 
published by Random House, its book-publishing subsidiary  

Comcast sole owner of  
NBCUniversal for $18bn 

  US entertainment group Comcast Corp has 
agreed to buy the 49% interest it does not own 
in the NBCUniversal joint venture from partner 
GE in a US$18.1bn deal. It is paying with 
mostly cash, debt and some shares. GE is 
gaining US$16.7bn from the sale to Comcast, 
which will now wholly own NBCU. It is also 
selling its offices in the prestigious Rocker-
feller Center for US$1.4bn. GE, the conglom-
erate that originally bought NBC in 1986, 
wants to exit entertainment.  

Socially-aware Participant  
Media enters cable TV business 

  Participant Media, the film/TV-production 
company and investor, is to launch its own 
cable TV channel this year. Known for creating 
or investing in movies with a social message, 
Participant says the new network is aimed at 
the Millennial generation born in the digital 
age. It hopes to reach 40 million US homes. 
Participant invested in the 2013 Oscar-
nominated Lincoln, and The Help, which was 
also nominated last year and picked up the 
Best Supporting Actress award.  

  Discovery Communications is to buy SBS 
Nordic, including 12 TV channels in Sweden, 
Denmark, Finland and Norway, from  
Germany’s ProSieben.Sat1 Media for 
US$1.7bn. *Sweden’s Modern Times Group 
has acquired the remaining 49% it did not own 
in TV 2 Sport, a joint venture with Danish pub-
lic broadcaster TV 2 Denmark. *Canada-
based Entertainment One has received  
regulatory approval for its US$225m takeover 
of producer/distributor Alliance Films. 

  Global acclaim for its remake of The House 
of Cards, the BBC political thriller, appears to 
have spurred streaming-movies platform  
Netflix to invest in more original content. It 
spent US$100m on The House of Cards, 
which stars Hollywood heavyweight Kevin 
Spacey, and has David Fincher directing two 
episodes. It is also making history by premier-
ing all 13 episodes on the same day. Netflix 
reportedly wants to raise US$400m and use a 
significant portion of it to continue investing in 
original shows.  

Shorts: Discovery/SBS Nordic; 
MTG/TV2 Sport; eOne/Alliance 

House of Cards buoys Netflix 
to back more original shows 
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Universal sells Parlophone, Beatles stay 
  Universal Music Group (UMG) hit the floor running at the start of 2013 as it announced the sale of 
Parlophone Label Group to major-label rival Warner Music Group (WMG) for £487m. Pending US 
and European regulatory approval, the deal is expected to be completed later this year. Parlophone 
Label Group is a subsidiary of EMI Group, another UMG major-label rival. But it is now part of UMG, 
which took over EMI Group for £1.2bn in September. European Commission regulators approved the 
EMI acquisition as long as UMG sold one-third of the combined entity. By buying Parlophone Label 
Group, which includes the Parlophone and Chrysalis label imprints, WMG will boost its roster with 
international hit-making acts such as Coldplay, Kylie Minogue, Tina Turner, and artist/producers 
Danger Mouse and DJ/producer David Guetta. The Parlophone Label Group catalogues retained by 
UMG include recordings by The Beatles (with Parlophone) and Robbie Williams (with Chrysalis).  
UMG and its parent company, France-based Vivendi, were advised by Goldman Sachs and Bank of 
America Merrill Lynch. UMG’s sister corporation Universal Music Group Publishing (UMPG) has 
snatched two new licensing agreements with Maker Studios and Fullscreen, two up-and-coming next
-generation YouTube channel producers. They have almost 4 billion combined monthly views. The 
deal gives their video producers permission to use copyrighted music belonging to UMGP, including 
cover versions, as soundtracks.  

BMG pays £137m for new  
assets, including Sanctuary 

  BMG Rights Management, the joint venture 
of German media conglomerate Bertelsmann 
and private-equity giant KKR, is paying £40m 
for Sanctuary Records. Universal Music Group 
is selling Sanctuary following its takeover of 
EMI Group. The acquisition gives BMG the 
rights to 170,000-plus master recordings from 
top-flight acts like The Kinks, Motorhead, The 
Sex Pistols and Bob Marley. In December, 
BMG snapped up Mute Records from UMG for 
a reported £7m, and the Virgin Music Publish-
ing catalogue for about £90m from Sony/ATV 
Music Publishing.  

Warner Music reaches deal to 
share Parlophone with indies 

  Warner Music Group (WMG) has agreed to 
sell a certain portion of its assets to Europe’s 
independent music companies should the  
European Commission approve its acquisition 
of Parlophone Label Group from Universal 
Music Group. Merlin, the global digital-rights 
agency representing more than 14,000  
independent labels and distributors, and  
European trade body IMPALA have clinched a 
ground-breaking deal with WMG to redress 
the growing imbalance between the major  
labels’ share of the global music market and 
the independents’ stake.  

  Larry Marcus, managing director of San 
Francisco-based Walden Venture Capital, has 
been appointed advisor to Toronto-based  
LyricFind, the digital-lyrics service provider, 
after making a personal investment in the 
company. *Sylvia Rhone, former chairman/
CEO of Elektra Entertainment Group subsidi-
ary of Warner Music Group, has launched 
Vested in Culture, a joint-venture label with 
Sony Music Entertainment’s Epic Records.  

  US private-equity firm Rizvi Traverse Man-
agement has agreed to pay a reported 
US$600m for 75% of SESAC, the US music-
performance rights and royalties-collecting 
society. The seller is a consortium that  
includes hedge fund Och-Ziff Capital Manage-
ment and investment bank Allen & Co. SESAC 
represents the rights of best-selling artists like 
Bob Dylan, hip-hop star (and Alicia Keys’  
husband) Swizz Beatz, and Neil Diamond.  

Shorts: LyricFind; Sylvia 
Rhone’s Vested in Culture  

Private equity injects $600m 
into US rights firm SESAC  
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New funds set sights on mobile games  

  This year should see a spate of newly launched mobile games as three high-profile investment 
funds are set up to finance new potential hit titles. The New York Stock Exchange-quoted GameStop 
Corp, a video-games developer/ retailer and its online-games portal Kongregate have set up a 
US$10m fund to support emerging mobile-games developers. The Kongregate Mobile Developers 
scheme aims to fund independent creators of free-to-play games. These will be promoted on the 
Kongregate portal (which reaches 50 million players), on GameStop mobile apps, and at 
GameStop’s 6,500 physical retail outlets in 15 countries and online store. GREE, the Japanese mo-
bile-games developer/publisher has launched the US$10m GREE Partners Fund to finance a group 
of next-generation developers requiring US$1m-plus. GREE cited MonkeyFun, the San Francisco-
based developer it bought for US$3m in December, as an example of the sustainable partnerships it 
is seeking. NTT DoCoMo, Japan’s leading mobile operator, has unveiled its new US$109m venture 
fund for start-up apps developers. The fund offers seed financing (up to US$23,000 each), office 
space plus business advice. Mobile-games developers are expected to be among the fund’s media/
content category. DoCoMo is also using its US subsidiary DoCoMo Capital to invest in 500 Startups, 
the early-stage investor collaborating with DoCoMo to help the fund’s participants access the US.  

Disney does aggressive in 
games buying spree 

  The Walt Disney Company stepped up its 
commitment to video games with Disney  
Infinity, which launches in June. Playable on 
Nintendo, Microsoft and Sony PlayStation  
consoles, Disney Infinity has storylines featur-
ing characters from Disney and Pixar box-
office successes like The Incredibles, Pirates 
of the Caribbean, and the new Wreck-It Ralph. 
Characters from Marvel Entertainment and 
Star Wars, Disney’s most recent multi-billion 
acquisitions, might be added in the future.  
Disney is also buying Studio Ex, the South 
Korean multi-player games developer.  

Games report: investment fell 
in 2012 while quantity rose 

  The number of investments in the games’ 
sector in 2012 rose compared to the previous 
year while their combined value fell, says  
research by GamesBeat, part of investment-
information service VentureBeat.  The value of 
investments plummeted 42% to US$901.3m 
from US$1.54bn in 2011, while the number of 
investments rose 29% to 188. The value of the 
top five deals came to US$283.5m, led by the 
US$92m Japan’s DeNa invested in Tokyo-
based Cygames, which has 20 million-plus 
users globally. 

  Treyarch, a unit of games-publishing giant 
Activision Blizzard, and rival Microsoft’s Xbox 
have stumped up US$1m in prize money for 
the Call of Duty: Black Ops II e-sports tourna-
ment being held in California on 5-7 April. The 
first prize is estimated to be US$400,000. The 
organisers, including the Major League  
Gaming (MLG) and Electronic Sports League, 
will host 32 4-person multiplayer finalists bat-
tling it out on Xbox 360 systems. The event 
will be streamed live on MLG’s online channel. 

  Mobile-phone manufacturing giant  
Samsung Group is partnering with Chillingo, 
the UK-based mobile-games unit of US games
-publisher Electronic Arts, to offer edgier 
games on its app store. The move is part of 
100% Indie, a Samsung initiative to support 
mobile-games creators. Participants, who will 
have their work published by Chillingo and 
sold via Samsung’s app store, will collect 
100% of their revenues in the first six months. 
Afterwards, Samsung gets 10% and ultimately 
30% after two years.  

Activision + Xbox gift $1m  
bonanza in Call of Duty e-sport 

Samsung offers 1oo% revenue 
to developers for its apps store 
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Live Nation, AEG rivalry heats up in UK  

  Live Nation and AEG Live, the two rival giant live-concert promoters, will turbo-charge activities in 
London this year. Live Nation has clinched an exclusive agreement to host gigs and festivals, featur-
ing mega acts like Bruce Springsteen, Emeli Sande and Justin Timberlake,  at the Queen Elizabeth 
Olympic Park and Stadium starting July. Two Live Nation festivals, the Hard Rock Calling (1-2 July) 
and Barclaycard Wireless Festival (12-13 July), will be the first mega events held at the park and  
stadium after the 2012 London Summer Olympic Games they were built for. Several gigs will also be 
played at the main stadium from July, including other entertainment events on 27-28 July to celebrate 
the Games’ first anniversary. The shows are part of the £292m strategy conceived by the London 
mayor’s London Legacy Development Corporation to ensure a commercial future for the East  
London venue. Wireless was held in central London’s Hyde Park from 2005 to 2012, apart from 2006 
and 2007. The Live Nation-Hyde Park arrangement ended, however, after complaints about noise 
from nearby residents. *Meanwhile, AEG Live has won the contract to host six summer concerts  
annually at Hyde Park, following a five-year deal with the park’s operator The Royal Parks. 

Elton John headlines opening 
of new arena in north England 

  The new Leeds Arena, in the north England 
metropolis, is scheduled to open on 4 Septem-
ber with singing star Elton John performing his 
only indoor UK date in 2013. Designed by  
international sports-architecture specialist 
Populous, the £60m 13,500-capacity enter-
tainment-and-sports arena is said to be the 
first in the UK to be fan-shaped (as opposed to 
horseshoe-shaped). The structure aims to  
improve the sight-lines for all spectators. The 
venue’s owner is Leeds City Council and the 
operator will be SMG Europe.  

Germany’s Europa-Park marks 
biggest annual investment 

  The family-owned Europa-Park, Europe’s 
second biggest theme-park resort after  
Disneyland Paris, says the biggest volume of 
annual investment in the park’s 38-year  
history, took place last year. It spent €60m on 
the new Wodan – Timburcoaster wooden 
rollercoaster and the new themed hotel Bell 
Rock. Another €100m is being invested in the 
resort’s new water park, for which no opening 
date has been announced. For the first time, 
the park received more than 4.5 million visitors 
last year.  
 

  The electronic dance-music division of MA-
MA & Co is changing its name from the Angel 
Music Group to GlobalGathering Group. MA-
MA was formed after a management buyout 
from the financially troubled HMV retail giant 
(MTF Issue12). The newly named group will 
operate the following UK and international 
dance-music events, GlobalGathering, God-
skitchen, FutureGods and Ec-lectricity, and 
extend their international reach in the next two 
years. MAMA now wholly owns London’s 
Lovebox festival founded by UK DJs Andy 
Cato and Tom Findlay.  

  Ealing Council, the west London local  
authority, has contracted out the £100m  
construction of a two-acre mixed-use cinema 
complex, to Land Securities (LandSec). Ealing 
has been without a cinema complex since the 
old Forum Picture Palace shut in 2008.  The 
council hopes the new multi-media district will 
form joint initiatives with the nearby iconic  
Ealing Film Studios. LandSec has also paid 
£112m to control the X-Leisure Unit Trust, 
which finances the UK-based X-Leisure chain 
of entertainment centres.  

MAMA’s UK live-dance group  
relaunches for global growth 

London council seals £100m for 
new Ealing cinema complex 
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Regulators tie down rising soccer wages 

  European soccer regulators are clamping down on the amount football clubs invest in players’ 
wages. The affluent English Premier League (EPL) wants to implement salary-cost controls. The  
details will be voted on by its board of directors in April. The EPL hopes to end the practice where 
soccer clubs misuse the billions earned from broadcast-rights revenue for buying the best players in 
the world and paying exorbitant wages. That has seen some clubs seeking bankruptcy protection 
even though successful on the pitch. Any club breaching the new rules could have points deducted, 
affecting their standing in the EPL’s competition ranking. From the next season starting August 2013, 
any club that makes a loss of £105m-plus combined during three seasons has to provide evidence of 
secured funds for the following three seasons. Clubs will also be restricted on the amount they can 
take from the centralised broadcast revenues for players’ salaries. The EPL expects to earn a record 
£5bn-plus from overseas TV deals for the next three seasons including 2015-16). Domestic-TV rights 
have already yielded £3bn-plus from UK satellite pay-TV giant BSkyB and telecoms group BT. 
UEFA, Europe’s soccer governing body, is applying similar controls via its Financial Fair Play rules, 
which came into effect in the season ending last year. And from July, the Spanish Football League 
and the Spanish Sports Council say they can refuse to register a player if deemed too expensive. 

Dubai bank’s £52m saves  
English soccer club Leeds Utd 

  GFH Capital, a Dubai-based investment 
bank, has bought the UK soccer club Leeds 
United for a reported £52m. The complete 
takeover comes after a partial acquisition last 
November, when GFH took 33% of the team’s 
shares. The seller is Ken Bates, the team’s 
chairman. Bates’ replacement is expected to 
be announced at the end of the current soccer 
season in May. Leeds, once dominant in  
English football, is in the Football League 
Championship, the second division after the 
English Premier League. 

King of Clay Rafa Nadal volleys 
for new sports agency launch 

  Rafael Nadal, the 11-time Grand Slam  
tennis champion, is launching his own sports-
talent and management agency in a joint ven-
ture with his agent Carlos Costa. The new, still 
unnamed, agency plans to represent athletes 
from all kinds of sports. The venture will also 
organise sports events. Nadal, who had not 
played professional tennis for seven months 
until February due to injury, has parted ways 
from management company IMG. He earned 
US$25m from endorsements alone last year, 
according to Forbes magazine.  

  Portuguese wireless carrier Portugal  
Telecom (PT) is injecting €21m into a new 
joint venture called Sport TV, which is awaiting 
the approval of the AdC, the Portuguese com-
petition authority. The investment gives PT 
25% in Sport TV, which merges Sport TV  
Portugal (the country’s biggest pay-TV sports 
service), multi-platform content producer 
Sportinveste Multimedia (SIMM), and sports-
rights company Publicidade de Portugal e  
Televisao SA (PPTV). SIMM will have 50% of 
the new company while media company Zon 
Multimedia will have the other 25%.  

  The financially struggling state-controlled 
Nurburgring GmbH is to continue hosting the 
German leg of this year’s Formula 1 Grand 
Prix races. The tournament kicks off on 15 
March with the German race taking place 5-7 
July. Also, Sportbusiness.com reports, a group 
of North American investors are backing a 
budding F1 team called Scorpion Racing to 
replace HRT, the near bankrupt Spanish team. 
Scorpion Racing is reportedly seeking to buy 
HRT’s assets, including its slot in F1 races.  

Portugal Telecom backs sports 
TV service with €21m injection 

Troubled German track stays 
on F1 2013 calendar 

SPORT 



Female singing stars prop global brands 

 Global brand owners have turned to the hottest US female singing stars to inject more fizz into 
their brand-building strategies. In a reportedly US$50m multi-year deal with the increasingly unstop-
pable Beyoncé, Pepsi has asked the star to be its global ambassador starting this year. The agree-
ment, with Beyonce’s creative company Parkwood Entertainment, will see the two collaborating on 
still unspecified creative projects. Pepsi hopes to capitalise on the singer’s formidable influence in 
show business. She, admittedly, mimed the US national anthem at President Barack Obama’s  
second inauguration and headlined the entertainment at this year’s Super Bowl, the globally watched 
American football game.  She has sold more than 75 million units of her recordings globally, and won 
29 Grammy Awards and  MTV Music Video Awards. Pepsi’s fierce rival Coca-Cola Company has 
invited country-music star Taylor Swift to perform a similar ambassadorial role for its Diet Coke. 
Swift, who was Billboard magazine’s No. 1 Money Maker in 2012, is one of the few US country-music 
singers to have made an impact outside the genre. *Meanwhile, 14 Grammy-awards winner Alicia 
Keys is the new global creative director at BlackBerry, the smartphone brand. BlackBerry’s owner 
RIM hopes Keys will help boost its recovery after the recent slump in sales. BlackBerry, one of the 
first ever smartphones, operates a digital-music service called BBM Music. 

Don’t leave home without 
AmEx’ new cable-TV channel 

  American Express (AmEx), the global credit
-card owner, has embarked on “the largest  
advanced TV campaign to date” by launching 
its own cable-and-satellite TV network.  
Powered by US technology company Bright-
Line with media agency Mindshare, the AMEX 
Channel is an interactive service already avail-
able in 50 million US homes. It is targeted at 
existing and potential AmEx card customers, 
and will act as a “brand hub” featuring AmEx-
branded and funded content. Its video-on-
demand format is accessible via Internet-
connected TV sets (see MTF Issue4). 

Publicis restructures digital 
arm with Digital, LBi merger 

  France-based Publicis Groupe is consoli-
dating its digital-media empire by merging two 
subsidiaries, Digitas and LBi, to form a new 
enlarged international network called  
DigitasLBi. In the US, LBi will merge with  
social-media agency MRY. Publicis, which has  
acquired several interactive agencies (like  
Razorfish; Rosetta; Rokkan) over the years, 
paid US$1.3bn for Digitas in 2007. It then paid 
€416m (US$558m) for Amsterdam-based LBi 
last year. LBi will delist from NYSE Euronext 
Amsterdam’s stock exchange 7 March.  

  IPG Mediabrands Australia, part of the US-
based advertising conglomerate Interpublic 
Group, has bought Sydney-based mobile-
marketing service provider Mnet Mobile for an 
undisclosed sum. Mnet Mobile has offices in 
several Australian cities and Los Angeles. The 
acquisition is part of IPG Mediabrands’ ambi-
tions to enhance the mobile-advertising  
services offered to its clients, which include 
the Australian government, Microsoft and auto 
brand Hyundai. Informa Telecoms & Media 
predicts mobile-app ads alone will yield more 
than US$12bn globally this year.  

  The US$3.7bn private-equity buyout of 
NASDAQ-listed Focus Media Holdings,  
China’s biggest interactive lifestyle-marketing 
agency, is expected to be completed by the 
middle of this year. US-based Carlyle Group 
led a consortium of buyers that included Asian 
private-equity firms FountainVest Partners, 
CITIC Capital and China Everbright. Fosun 
International, the Shanghai-based privately 
held conglomerate that already had shares in 
Focus Media, and Focus Media’s founder/
CEO Jason Jiang are also part of the  
acquisition team. 

Mediabrands’ Mnet acquisition 
points to growth in mobile ads 

Mega $3.7bn agency buyout  
focuses attention on China 
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Buildings going where no man has gone 
  A series of contentious but ambitious structures are taking architecture to new levels, literally, 
around the world. Sky City, the US$628m 220-storey super skyscraper in Changsha city in the  
Chinese province of Hunan, will become the world’s tallest building when completed next month 
(March). It would have taken only 90 days, says China-based construction firm/owner Broad Sustain-
able Building. The record-breaking time is apparently possible because of the modular earthquake-
resistant steel structures being used by. Each modular capsule comes with pre-installed electricity 
wiring, ducts and plumbing. The Rock Stadium, which will be built into the rocky side of a mountain 
in the United Arab Emirates, is being designed by architects at Lebanese practice MZ Architects. The 
40,000-seater is being compared to Ancient-Greek theatres that were built into hillsides. At 
200,000sqm in size, the multi-sport stadium will be sunken into the side of the Jebel Hafeet volcanic 
mountain just outside of Al Ain, the UAE’s fourth largest city. The construction’s feasibility is still  
being debated, but the design is admired for the environmentally friendly use of the natural near-
desert surroundings. Russian architect venture Arch Group has joined forces with oligarch Leonid 
Chernikov to launch the first SleepBox Hotel, affordable sleeping pods for travellers needing  
affordable overnight rest. The four-floor modular structure next to the grand Belorussky railway  
station is made out of plastic and aluminium pods and contains all basic amenities.  

Digging begins for Snohetta’s 
$555m SF MOMA design 

  Construction of the US$555m extension to 
the San Francisco Museum of Modern Art 
(SFMOMA), based on the designs of Norwe-
gian company Snohetta, kicks off this year. 
Snohetta beat stiff competition, including  
Adjaye Associates and Foster + Partners.  
The expansion will add an extra 78,000sqft of  
indoor space and 70,000sqft outdoors to the 
existing 225,000sqft. The collection of art  
donated by Don Fisher, founder of retail chain 
GAP, will be installed in the new extension. 

New 9/11 Trade Center towers 
US skies again for $3.8bn  

New York City’s One World Trade Center, 
part of the new complex replacing the World 
Trade Center destroyed by terrorists on 11 
September 2001, is scheduled to be the US’ 
tallest building when completed later this year. 
At 1,776ft tall, it will be the third tallest  
worldwide. The US$3.8bn 104-storey super 
skyscraper is the result of design by Polish  
architect Daniel Libeskind and US-born David 
Childs, and development by Silverstein  
Properties. The nearby September 11  
museum opens in September.  

The Water Discus, the world’s largest under-
water hotel, has been designed by Polish 
company Deep Ocean Technology with Swiss 
consultancy BIG INVEST. Scheduled to be 
built in Dubai, the design is centred on two 
‘starship’-like discs. One, 30 feet below the 
sea surface, will feature 21 hotel rooms, a bar 
and diving facilities. The other disc will be  
suspended above water. A central shaft with 
stairs and lifts connects the two. The modular 
structure makes the hotel transferable.  

 International architects’ firm Populous and 
French practice Atelier 2/3/4 have been com-
missioned to design the new €600m stadium 
for the French Rugby Federation. It should be 
ready for 2017. The 82,000-capacity venue 
will be located on a 133-hectare site at Evry 
Centre-Essonne, about 25km south of Paris. 
The architect firms won the contract for the 
multi-use concept they proposed. Also, the 
FFR argues that it is cheaper than leasing the 
Stade de France stadium at €25m a game.  

The Water Discus - world’s  
biggest underwater hotel 

Populous, Atelier 2/3/4 snap 
up €600m rugby stadium deal 

ARCHITECTURE/DESIGN 



Ebook publishers fight for global rights 

  Is e-book only publishing going mainstream? Is it being adopted by the established traditional pub-
lishing houses? The questions crop up as RosettaBooks, the independent New York-based e-book 
specialist, opens an office in London. The expansion into Europe is part of a strategy to acquire not 
only unassigned UK and US e-book-only rights from UK agents but to also compete for the global 
English-language rights in other countries. The company has about 500 e-book titles in its catalogue. 
Its biggest scoop last year was to clinch the global digital rights to the 40 volumes of Sir Winston 
Churchill’s writings from UK-based Curtis Brown Group. The e-book rights to his works  
became available for the first time last year. Such credentials, plus the e-book rights to renowned 
and revered authors like Kurt Vonnegut, Sir Arthur C Clarke, Aldous Huxley, Theodore Dreiser and 
Philip K Dick ensure RosettaBooks has rights to in-demand classics. The UK arm of Danish publish-
ing empire Egmont Group is launching Red Shed, a non-fiction imprint targeted at young readers 
with plans for e-book and apps-only titles. The first Red Shed titles are expected in 2014. Meanwhile, 
Apple’s iTunes online store has launched a section devoted to self-published e-book authors. Called 
Breakout Books, it is devoted to authors who have published their own writings via Apple’s 
iBookstore. Breakout Books aims to pick iBookstore’s best-sellers and give them extra promotion. 

Angry Birds producer chooses 
Puffin to publish kids titles 

  Puffin, the children’s books unit of UK  
publisher Penguin Book, has nabbed the  
global English-language rights (apart from 
North America) to books based on Angry 
Birds, the world’s best-selling mobile-game 
created by Finland’s Rovio Entertainment. The 
first four titles from the three-year agreement 
come out in July. They include The Mystery of 
the Green Bird. The deal is a coup for Puffin 
as Rovio likes to retain its brand-extension 
activities in-house, and already has its own 
publishing, movie and TV production divisions.  

Vogue dances its way into Thai 
glossy magazine market 

  Glossy magazine conglomerate Conde Nast 
has launched a Thai edition of Vogue with  
local publisher called Serendipity Media Co 
Ltd. The new title, which came out in January, 
represents the 20th international edition of 
Vogue, the fashion industry’s bible for the  
affluent. The number of Thai millionaires is 
expected to grow by 35% between 2010 and 
2015, Fashionmag.com says. The country 
also hosts two annual fashion weeks. But the 
launch was criticised as inappropriate in a 
market where poverty is rife.  

  The New York Times company has 
launched an initiative called timeSpace to  
invest in media start-ups. It will function as an 
incubator for early-stage companies seeking 
financing to develop their enterprises. The 
estimated five successful applicants, prefera-
bly based in New York, will be invited to spend 
four months at the august US newspaper. 
They will be encouraged to work with the  
journalists and executives at the Times, which 
has been striving to remain relevant in the 
tech-driven digital age.  

  Jeff Vespa, the US entertainment-industry 
photographer, film producer and the Sundance 
Film Festival’s official snapper, has launched a 
high-end multi-platform fashion, entertainment 
and photography magazine called Verge. It is 
on the www.ver-ge.com website and should 
not be mistaken for the UK’s Verge magazine. 
Vespa’s publication focuses on up-and-coming 
talent in fashion. It is said to be rare for being 
an online magazine featuring original fashion 
shoots, which are normally the preserve of 
glossy print titles.  

New York Times seeks next-
generation skills via start-ups 

New digital  magazine Verge 
displays fresh fashion talent 
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Tory Burch IPO speculation intensifies 

  Speculation that Tory Burch, the high-end US fashion label owned by the designer of the same 
name, is to be listed on the stock exchange this year has intensified. The initial public offering (IPO) 
is considered a certainty now that the bitter legal dispute between Burch and her ex-husband Chris 
Burch has been settled. An IPO would make Tory Burch, a 28.3% shareholder, a billionaire, says 
Forbes magazine. The legal wrangle between the former business and married partners kicked off in 
2011 when Chris Burch, still a 28.3% shareholder in Tory Burch, opened C Wonder, his own store. 
He was thrown off the Tory Burch board of directors because C Wonder’s design and branding  
strategy were allegedly similar to the Tory Burch look but cheaper. He sued, her company counter-
sued. The resulting stalemate prevented Tory Burch from go-ahead with future strategies, including 
the possible IPO. Chris Burch has sold a reported 50% of his stake (via JCB Investments ) to US 
philanthropist Chuck Feeney’s General Atlantic, and BDT Capital Partners, giving Tory Burch an  
estimated US$3.3bn value (based on US-based PrivCo Media’s research). This leaves Tory Burch 
the company and founder free to proceed with future plans. Tory Burch apparel and accessories are 
sold in more than 1,000 department stores, boutiques and other retail outlets worldwide. 

PPR grabs 51% share of British 
wunderkind Christopher Kane 

  France-based PPR, the global luxury goods, 
sports apparel, and fashion-retail empire, has 
bought a 51% stake in Christopher Kane, the 
fashion label founded by Kane and his sister 
Tammy in 2006. PPR, which already owns or 
controls Yves Saint Laurent, the Gucci Group, 
Balenciaga, Stella McCartney, Alexander 
McQueen, and the Puma sports brand, plans 
to help Christopher Kane develop to the next 
level in its brand strategy. This includes open-
ing a stand-alone store.  

After Umbro, Iconix goes after 
Buffalo David for $76.5m 

  Iconix Brand Group, the US management 
company that licenses fashion brands to retail-
ers, has paid US$76.5m in cash for a 51% 
share in the Canada-originated Buffalo David 
Bitton. The majority stake in Buffalo David  
Bitton, which makes expensive denim apparel 
and sportswear, was bought from parent com-
pany Buffalo International. The move comes 
just after the Nasdaq-quoted Iconix snapped 
up the Umbro sports-clothing brand for 
US$225m from Nike (MTF Issue12). In the 
US, Iconix also owns brands like Candie’s, 
Starter and Danskin.  

  Storm Model Management, the modelling  
agency that discovered Kate Moss, has 
launched its own online channel to discover 
the next new catwalk faces of 2013. Called 
#IAMSTORM, the platform was created by UK
-based multi-platform producer Spirit Digital 
Media. Via a Facebook page, the platform will 
host an online contest inviting aspiring models 
to submit their details. The winners will be  
announced in April. The contest will be accom-
panied by a series of original web video  
content about the search. It will be produced 
by Spirit, and be streamed online.  

  French investment firms Eurazeo, PAI  
Partners and Wendel Investissement, London-
based CVC Capital Partners, plus US-based 
KKR and The Carlyle Group are among the 
private investors interested in acquiring 
Groupe SMCP, French manufacturer of chic 
luxury fashion. The seller is L Capital, an  
investment vehicle belonging to luxury good 
giant LVMH, which is seeking an exit. L  
Capital snapped up shares in SMCP, which 
owns the Maje, Sandro and Claudie Pierlot 
brands, in 2010. L Capital and the family-
owned Florac own 51% of SMCP.  

Storm agency launches web 
channel for modelling contest 

Investors flock to snap up 
LVMH’S SMCP fashion brands  
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Banksy street art  theft redefines value 

  The unpredictable art of valuing artworks was highlighted this month after the recent demand to 
remove Slave Labour (Bunting Boy), a stencilled mural by the legendary but secretive graffiti-artist 
Banksy, from a sale by Fine Art Auctions (FAA) in Miami. The art, of a small boy slaving over an old 
sewing machine to make buntings of the UK Union Jack flag, appeared on the side of a Poundland 
discount store in north London last May. But the graffiti, which had become a tourist attraction,  
disappeared mid-February. It ended up at the Miami auction with a guided price of US$700,000. The 
ensuing outrage within the North London community in Haringey, the accusation of theft, the mystery 
surrounding the alleged culprit’s identity, and the FAA’s decision to consider withdrawing the sale will 
raise questions about the value of art. In this case, who owns it, since Banksy remains unidentified? 
Was the financial value affected by the local community’s attachment to it? Will the local councillor’s 
media campaign for its return to Britain boost the value even more? Those questions should one day 
be answered by Skate’s Art Market Research. Based on Forbes magazine’s Kathryn Tully’s analysis 
of Skate’s 2012 Annual Report, the top three artists to have had the most repeat sales (in private and 
at auction) in 2012 were Andy Warhol, Jean-Michel Basquiat and Gerhard Richter. And the three to 
have had the most sales at auction were Richter, Picasso and Warhol.  

Artists equate tapestry knots 
to digital-photography pixels 

  Photo-realism tapestry is the new trend 
taken up by top-flight artists. Using digitally 
operated weaving looms, UK artist Marc Quinn 
has produced The Creation of History, a series 
of tapestries based on Kerim Okten’s pivotal 
shot of a masked hooded man near a car in 
flames during the 2011 London riots. US artist 
Chuck Close has been creating tapestries 
based on Polaroids, including one of US  
president Barack Obama. They follow Craig 
Horsfield, who has been exhibiting photo-
realistic tapestries for years. 

Old-time London gallery closes 
but opens valuable archives 

  The 200-year-old Agnew’s Gallery, London’s 
oldest family-run art gallery, is blaming tech-
nology developments as a key reason for the 
company’s closure on 30 April. It is now  
seeking a buyer for what is thought to be one 
of the most comprehensive art-dealing ar-
chives and records. Current chairman Julian 
Agnew has told the media that technology 
means you need to be either a multinational 
auction house like Sotheby’s or Christie’s or 
online. Medium-sized enterprises on brick-and
-mortar premises would struggle to compete. 

  The 150th anniversary of the London Under-
ground subway, which includes some of the 
oldest  subway stations ever built, is being 
celebrated with Labyrinth, its largest ever  
commission of art. Starting February, UK artist 
Mark Wallinger is creating 270 different Laby-
rinth-themed artworks to be installed in each 
of the subway’s 270 stations. Each Labyrinth 
artwork will be in black and white on a 
600sqmm enamel panel. Installation in all 270 
stations is expected to be completed by this 
summer’s end.  

  UNESCO, the United Nation’s culture-
preservation agency, has embarked on a 
campaign to raise US$11m to rescue historical 
sites and ancient manuscripts destroyed in the 
war-torn West African state of Mali. The manu-
scripts feature some of the world’s oldest  
historical records, some dating back as far as 
the 13th century. An estimated 2,000 were  
destroyed in violent clashes that engulfed 
north Mali, including the ancient city of  
Timbuktu. Some of the city’s ancient mausole-
ums were also ruined. 

London subway’s labyrinth  
drawn in mega art commission 

UNESCO in $11m mission to 
rescue war-torn Mali antiques 
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EU to tighten social-media privacy rules 

  Social-media networks and other Internet-connected multi-platform services should be taking note 
of the European Union’s (EU) proposed General Data Protection Regulation (GDPR). Currently being 
discussed by the European Parliament, the European Commission (EC) and the council of ministers 
for the EU’s 27 states, the draft version of the GDPR is by German MEP Jan Philipp Albrecht. Taking 
the required legislative procedures into account, the finalised GDPR is not expected to be adopted 
before 2014. The proposals in Albrecht’s report include the following: Non-European individuals, 
companies or organisations gathering digitally delivered personal data should apply the GDPR when 
offering free or paid-for goods or services in the EU; using the data to build individuals’ profiles is  
prohibited unless the individual has given permission; the products of hardware and software produc-
ers must include provisions for privacy by default. The draft GDPR was published in January. Its goal 
is to replace the EU’s outdated 1995 Data Protection Directive. That came into effect long before 
consumers’ privacy became a sensitive issue as more people volunteer personal information on  
social-media and cloud-computing services. Moreover, the EU data-protection laws vary from country 
to country. The GDPR aims to harmonise the 27 states’ laws to give the EU an advantage in the fast 
growing global e-commerce business.  

Media require permission  
before using Twitter photos 

  A US district court ruled in January that 
French news agency Agence France-Presse 
infringed freelance photographer David  
Morel’s copyright when it failed to seek  
permission before publishing his Twitter photo-
graphs of the 2010 Haitian earthquake. The 
Washington Post and Getty Images are also 
defendants. The lawsuit was originally filed in 
2011. Morel is expected to win up to US$1.4m 
in damages, and not the US$44m he is report-
ed to be asking for. Twitter’s users retain the 
rights to content they upload. 

Ray Charles Foundation to  
appeal against singer’s kids 

  The Ray Charles Foundation, set up the by 
late US blues and soul-music icon, is to ap-
peal against a US District Court ruling in  
January that allows the artist’s children to  
reclaim the copyright to his catalogue of 
songs. The court’s decision will slash the 
amount the foundation controls for its charity 
work. Charles, who died in 2004, left a 
US$500,000 trust to each of his children as 
long as they did not contest the will.  

  The complexity of assigning rights for the 
use of music on digital platforms appears to be 
taking its toll on US music-publishing busi-
ness. Universal Music Publishing Group 
(UMPG) is to stop using ASCAP and BMI, the 
US rights-management societies, to negotiate 
the rates charged for licensing its music for 
online advertising, movie soundtracks and 
other digital uses. UMPG’s move comes after 
rival Sony/ATV made a similar exit for its cata-
logues. They are now free to negotiate directly 
with digital-music services. 

  The heirs of George Gershwin are suing 
Warner Music Group for US$15m minimum for 
underpaying royalties and the misuse of the 
legendary American composer’s works. The 
lawsuit, filed at the New York State Court in 
January, alleges that the music company’s 
publishing arm, in particular, was sloppy in 
how it licensed Gershwin’s compositions in the 
US and overseas, and careless about the au-
diting the royalties. Gershwin, whose songs 
include the still popular Porgy & Bess and 
Rhapsody, died in 1937. 

Giant music publishers choose 
to license digital users directly 

Gershwin descendants sue 
Warner Music for US$15m 
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A Country Profile 
The Netherlands 

It might be tempting not to take the Dutch creative businesses  
seriously, thanks to the country’s liberal lifestyle and legal recreational drugs. 

But the highly digitally savvy nation is home 
to some of the most astute international creative enterprises 

authority legislate its own laws on recreational-
drugs sale. 
 
Creative reputation 
Mention the words “Dutch”, “the Netherlands”, 
or “Holland” and people immediately think of 
Vincent van Gogh, the uncrowned king of 19th-
century post-impressionist art; 17th-century 
painters Rembrandt and Johannes Vermeer; 
Anne Frank: The Diary of a Young Girl, a  
classic still hailed as a quintessential portrait of 
Nazi persecution during World War II. 
  The government’s most recent statistics 
show that more than 5% of all companies are 
in the creative sectors, which represent about 
3% of the total economy. In 2009, the govern-
ment-backed Dutch Design Fashion Architec-
ture (DutchDFA) was launched to promote the 
country’s creative businesses abroad.  
  The four-year initiative, which ended last 
year, set up showcases at trade fairs in  
Turkey, China, India and Germany to display 
the best in Dutch business practices. The 
DutchDFA is lobbying for a continuation of the 
project, which it says has been effective in 
generating overseas business. 
  The Netherlands and Malta are to host the 
2018 European Capital of Culture. Each of the 
two countries will submit a list of potentially 
suitable cities or regional candidates, from 
which the Council of the European Union will 
choose the winner. The Dutch candidates are 
Utrecht, The Hague, Eindhoven, Maastricht, 
and Leeuwarden.  
  The potential benefits of being a European 
Capital of Culture include a boost to its  
creative sectors, its international profile, the 
tourism business, plus long-term socio-
economic gains. 
  The Netherlands is already a hub of cultural 
activities and businesses. Amsterdam is argu-
ably the world capital of electronic-dance  
music, while Dutch actors and directors have 
been extremely successful in Hollywood. 
  They include Paul Verhoeven, the prolific 
director of RoboCop, Basic Instinct and Total  

The Netherlands, one of the most developed 
economies, is a land of contradictions.  
  On the one hand, its open-mind liberal poli-
cies mean controversial cannabis-smoking, 
abortion, prostitution, and euthanasia are  
legal, albeit under certain conditions.  
  On the other, the country is home to some  
of the world’s most powerful judiciary institu-
tions: the International Court of Justice, the 
International Criminal Court and the  
Permanent Court of Arbitration.  
  Queen Beatrix’ decision to abdicate after 33 
years on the throne, so that her son Prince 
Willem-Alexander can rule the House of  
Orange (the Dutch monarchy) from 30 April, is 
considered to be nothing less than a highly 
civilised transition of power.  
  Yet, this is the same country that saw the 
public assassination of filmmaker Theo van 
Gogh, the great grand-nephew of Vincent, in 
2004. He was shot and stabbed in Amsterdam 
by Mohammed Bouyeri, a Dutch Muslim, for 
allegedly offending Islam with Submission, a 
film about violence against women.  
  Bouyeri’s crime outraged a country where the 
extreme right-wing, anti-immigration political 
party PVV (the Party for Freedom) is the third 
largest in Parliament, but is also home to more 
than 1 million Muslim citizens.  
  That sense of conflict and ambiguities within 
the local culture and policies would have 
emerged again on 1 January had a new law 
about who can and cannot smoke cannabis 
legally been adopted last year.  
 The government had introduced a legislative 
bill to give only local residents the permits  
required to smoke cannabis freely in the  
special “coffee houses”.  
  Numerous protests followed. Local district 
authorities in particular argued that a signifi-
cant number of tourists visit the country  
because of its liberal stance on recreational 
drugs. The new law threatened the tourism 
industry, they argued.  
  The government has scrapped the bill and 
replaced it with one that proposes each local 
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Recall fame. Action thrillers Twister, Speed 
and Lara Croft Tomb Raider: The Cradle of 
Life were made by Jan de Bont. He also co-
produced the Tom Cruise starrer Minority  
Report, and was the cinematographer on such 
box-office hits as The Hunt for Red October, 
Flatliners, Basic Instinct and Lethal Weapon 3. 
  Famous Dutch actors include Famke 
Janssen (James Bond’s GoldenEye; X-Men 
series); Rutger Hauer (Blade Runner; The 
Hitcher; Batman Begins); Jeroen Krabbe 
(Ocean’s Twelve; James Bond’s The Living 
Daylights; King of the Hill); and Rebecca  
Romijn (The X-Men series). 
  In popular music, violinist, conductor, com-
poser Andre Rieu is among today’s most suc-
cessful crossover classical musicians. His  
Johann Strauss Orchestra, famous for its re-
laxed and even light-hearted approach during 
its popular live performances, is among the 
world’s best-selling recorded-music acts.  
  Dutch artists have not made that much of an 
impact on the international rock-and-pop  
scene. But they seemed to have arrived with 
the emergence of electronic-dance music, 
which has seen DJ/producers such as Tiesto 
and Armin van Buuren achieve global domina-
tion in that field.  
 
The government 
The current ruling coalition government is led 
by Prime Minister Mark Rutte. He is the leader 
of the People’s Party for Freedom and Democ-
racy (VVD in Dutch), which is described as 
Conservative-Liberal. Under Rutte’s leader-
ship, the VVD was the opposition party in 
2006. It then came into power in 2010, making 
him the first Liberal prime minister in 92 years. 
The party won the most votes during an  
enforced general election last year. It had 
been forced into resigning following bitter  
disagreements in parliament about its austerity 
measures. Its coalition partner is the PvdA 
(Labour) party. 
  Like several European Union states, the 
Netherlands has seen its economy hurt by the 
Eurozone debt crisis. Although the govern-
ment’s austerity solution was accepted after 
the 2012 re-election, the local creative indus-
tries have been critical about the resulting cuts 
in state subsidies.  
  However, industry observers note that the 
country is renowned for its entrepreneurialism, 
a well-educated multi-lingual population and a 
business sector that is at ease working in the 
global market. 
 
International business hub 
With a population of just under 17 million, the  

Netherlands is a small country. But it is a  
formidable international business centre. The 
nation’s success in controlling its flood-prone 
low-lying geography has led to technological 
developments that have been exported . 
  In the 2012 Global Economic Competitive-
ness chart compiled by the World Economic 
Forum, the Netherlands ranked No. 5, after 
Switzerland, Singapore, Finland and Sweden, 
and ahead of the Germany (6th), US (7th) and 
the UK (8th). The ranking depicts the strength 
of a country’s business culture in terms of 
productivity, efficiency and stability. 
  In the 2012 World Globalisation Index  
compiled by accountancy group Ernst & 
Young, the Netherlands reached No. 6,  
based on international trade and investment in 
the country.  
  Amsterdam is said to be the 12th best city in 
the Mercer 2012 Quality of Living survey, 
which focuses on a city’s standard of living. 
And for business travel, Airport Schiphol was 
voted the International Airport of the Year 
2012 by CAPA (the Centre of Aviation). 
  And to top these achievements, no one can 
say the Dutch business community does not 
know how to have fun. As the Economist  
magazine points out, this June will see the 
international RoboCup competitions, including 
the robot-soccer games, taking place at  
Eindhoven. The contest was launched to  
promote advances and original creativity in 
robotics and artificial intelligence.  
 
Media and entertainment 
A recent estimate of the value of the Dutch 
media and entertainment businesses indi-
cates, their combined revenues will grow to 
about €17.5bn in 2015 from €15bn in 2011, 
based on PricewaterhouseCoopers’ Entertain-
ment & Media Outlook 2011-2015 report. 
  The total forecast for 2015 is based on  
advertising revenues of €4.4bn-plus, in  
addition to the consumer spend that will  
generate a little more than €13.2bn at a  
growth rate of 3.7%.  
The sectors covered are television, music, 
filmed entertainment, radio, newspapers,  
consumer magazines, the Internet, consumer 
and text books, professional books, business-
information publications, trade magazines, 
trade shows and video games. 
 
Media 
The leading Dutch media groups include the 
Mecom, Telegraaf Media Group (TMG), De 
Persgroep Nederland, the Dutch operation of 
Luxembourg-based RTL Group, the Dutch 
business of Finnish media giant Sanoma,  
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Talpa Media and Liberty Global (part of US-
based Liberty Media).  
  In general, the Dutch media have a reputa-
tion for producing high-quality content. A  
well-educated population expects quality  
media and entertainment in its home market. 
Thanks to the popularity of Big Brother and 
The Voice TV shows, which originated in the 
country and have been exported to several 
countries worldwide, the Dutch TV-format 
business equally thrives.  
 
Media controversy and cannibalism 
But the media market also knows how to 
cause consternation, even by the standards of 
a country known for its liberal policies. A reali-
ty-TV show called Guinea Pigs, on the free-to-
air BNN public-broadcast network, featured 
cannibalism live on air late 2011 - although no 
one was prosecuted. 
  The editor of Jackie, a girls’ magazine  
published by Gijrath Media Group, was forced 
to resign in 2011 after she approved the  
publication of a racially offensive article about 
singing star Rihanna. Her resignation was  
triggered, not so much by the article, but by 
her apparent indifferent response to the  
outrage it caused internationally, including the 
singer’s bitter complaint. 
  And the shock tactics of TMG-owned blog 
website GeenStijl is universally panned for 
being distasteful to every right-thinking person. 
 
Print media 
According to the Mecom Group, the British 
company with Dutch subsidiaries, advertising 
and cover price generated €1.54m for the 
Dutch newspaper business in 2011. Advertis-
ing within the paid-for newspapers alone  
generated €451m. 
  Like print media in most developed markets, 
the sector in the Netherlands has been  
struggling against the encroaching tide of free 
digital content. Circulation of national and  
regional newspapers and consumer  
magazines is gradually declining.  
  Circulation of paid-for newspapers in 2011 
fell by an average of 2.9% compared to 2010, 
while newspaper advertising slumped 12% 
during the same period. 
  TMG publishes De Telegraaf, the Amsterdam
-based six-days-a-week national broadsheet 
newspaper with a circulation of about 700,000. 
It has been accused of being sensationalist in 
its editorial. TMG accounts for about 29% of 
the total paid-for and free newspaper market 
in terms of ad revenues and circulation.  
  But like most traditional newspaper publish-
ers, TMG is diversifying. It owns a free  
newspaper called Sp!ts, it has a small stake in  

the national news agency Algemeen  
Nederlands Persbureau as well as the  
German TV company ProSieben.Sat1Media 
Group. It also owns the controversial extreme-
right blog website GeenStijl, which has been 
accused of xenophobia and racism and 
caused much offence. Other TMG media 
brands are Hyves, the leading Dutch social-
media platform, weekly celebrity gossip  
magazine Prive, and car magazine Autovisie, 
among others. 
  The Dutch division of the Mecom Group, the 
struggling UK London Stock Exchange-listed 
media company, has a 27% market share. 
The Dutch operation includes Wegener, which 
publishes local daily newspapers and free 
newspapers. Wegener, which Mecom wholly 
owns, represents more than 50% of Mecom’s 
profits and revenues. In February, Mecom  
appointed Susan Duinhoven to be Wegener’s 
executive chairman/CEO. The former  
managing director of travel group Thomas 
Cook Group’s online divisions replaces Trul 
Velgaard. Mecom’s other Dutch assets is the 
regional-newspaper publisher LMG. 
  Originating from Flemish-speaking Belgium, 
De Persgroep represents 20% of the Dutch 
newspaper market. It publishes Rotterdam-
based Algemeen Dagblad, a national daily 
with a circulation of about 400,000; plus de 
Volkskrant, a “centrist-tabloid” daily with a  
circulation of about 265,000. Also on De 
Persgroep’s books is NRC Handelsblad, an 
evening daily with a 241,986 circulation, which 
is complemented by nrc.next, a morning  
edition with a circulation of about 75,000. Het 
Parool and Trouw are another two Persgroep 
dailies. The Dutch business of Sanoma Media, 
the Finland-based pan-European media 
group, holds a portfolio of 70 different consum-
er and specialist magazine titles in a country 
where, it says, about 456 million copies of 
magazines are sold a year.  
  Some of its most best-selling titles include 
AutoWeek, Libelle and Veronica magazines. 
Sanoma remains committed to print maga-
zines, despite the Netherlands being one of 
the world’s most digital-friendly countries. Last 
summer, it launched Fab magazine, a new 
glossy monthly aimed at women over 35.  
 
Digital-media investments 
However, via the SanomaVentures investment 
division launched in April to invest in media, 
entertainment and education start-ups,  
Sanoma Media Netherlands has started  
acquiring stakes in digital companies and 
brands. In January, it hiked its 25% share in 
multi-national e-commerce website Fash-
ionchick to 55%. In 2012, it   cont….page 19 
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 THE NETHERLANDS — FACTS & FIGURES 
  
 
POPULATION:          16.8 million 
GDP PER CAPITA:         US$48,280 
 
INTERNET USERS (2012):       15.5 million 
FIXED BROADBAND USERS (2012):      6.6 million 
TV HOMES (2012):         7.7 million 
CINEMA SCREENS (2012):       789 
MOBILE PHONE SUBSCRIBERS (2012):      21.2 million 
SMARTPHONE USERS (2012):        7 million 
TABLET USERS (2012):        4.3 million  
 
 
FACEBOOK USERS (2011):       6.6 million    
HYVES USERS - Local social-media network(2011):   7.6 million  
TWITTER USERS (2011):         3.2 million 
YOUTUBE  USERS (2011):       6.9 million 
LINKEDIN USERS (2011):        3.1 million 
 
VALUE OF MUSIC INDUSTRY (2011):      €205.3m   
  
 
VALUE OF ADVERTISING SPEND (2010)    €3.7bn 
 
CURRENCY EXCHANGE RATE: 
€100 = £86.98; US$131.8; CNY (Renminbi)828.25 
 
 
ORGANISATIONS TO KNOW:- 
EYE Film Institute Netherlands 
Netherlands Film Fund 
Dutch Cinema Exhibitors’ Association (NVB) 
NVPI (Association of Entertainment Industries)) 
De Dutch Fashion Foundation 
The Royal Institute of Dutch Architects 
DutchDFA (architecture, fashion, design) 
Premsela (Platform Design & Fashion) 
NL Agency/Holland Trade (international trade) 
Association of Dutch Advertisers (BvA) 
Buma/Stemra (royalties collecting society) 
Buma Cultuur 
BREIN Foundation 
Ministry of Education, Culture and Science 
Ministry of Economic Affairs 
Dutch Games Association 
  
Sources: Internet World Stats;  EYE Film Institute Netherlands; NVPI; Statistics  
Netherlands; comScore MMX; Expatica.com; De Dutch Fashion Foundation; Deloitte; 
Mecom.com; TMG’s Mobile Information; Monitor; International Video Federation; Cinema 
Digitaal; Telecompaper 

REPORT 



 

19 

invested in a goods-exchange website called 
Peerby; and a mobile-couple app called 
Scoupy, among others. This year, it also 
bought shares in VirtuaGym, an online fitness 
platform for those who like to exercise at 
home. It is available online and on apps and 
has 2.5 million registered users.   
  Last October, as the Dutch publisher Playboy 
and Marie Claire magazines, Sanoma  
experimented with video-in-print multi-platform 
distribution. Using the Vidipri four-page insert 
inside special editions of both magazines, 
readers could watch a small LCD screen  
integrated into the page.  
  The screen offered videos from Horizon TV, 
the multi-platform entertainment centre availa-
ble from cable operator UPC Netherlands that 
enables subscribers to access content on any 
digitally connected device anytime, anywhere. 
  The Vidipri screen inserted inside the  
Sanoma magazines enabled readers to watch 
videos repeatedly the moment they opened 
that page. The screen could be recharged to 
allow readers to upload other online videos or 
user-generated content. It is not clear whether 
Sanoma plans to repeat the experiment as a 
standard practice for its magazines. But it 
demonstrated the company’s determination to 
innovate in the increasingly uncertain print-
media space. 
 
Television 
There are almost 8 million TV homes in the 
Netherlands. An estimated 80% of the TV  
subscribers are connected to digital terrestrial, 
digital cable or digital satellite TV services. 
Cable networks are connected to nearly 60% 
of TV homes. And the Dutch Bureau of Statis-
tics says 20% of TV homes have an Internet-
connected TV set. Penetration of IPTV, TV 
services distributed via closed telecommunica-
tions networks, is predicted to grow to 9% of 
TV homes in 2015 from 5.5% in 2011,  
according to ZenithOptimedia.  
  Data from marketresearch.com indicate  
revenues from Dutch TV (analogue and digital 
cable, satellite, and terrestrial) will slow down 
between 2010 and 2015. Income from adver-
tising, subscription and the taxpayers’ licences 
will rise to US$4.4bn by the end of 2015 from 
US$3.7bn in 2010. But the annual growth rate 
will gradually slow down to 3.5% from 2010 to 
2015 compared to 3.7% from 2006 to 2010. 
  The deceleration could be attributed to the 
austerity programme that the current govern-
ment wants to implement to slash the national 
debt. However, it has not stopped the Dutch 
market from being one of the world’s busiest in 
terms of TV production and distribution. 

  The organisation overseeing the public 
broadcast sector is the NPO. It serves 12 
broadcasting associations, including AVRO, 
TROS, the controversial and youth-oriented 
BNN, and VARA.  The associations produce 
programmes for the three main public-
broadcast channels: Nederland 1 (news,  
current affairs, sport), Nederland 2(culture and 
entertainment) and Nederland 3 (youth  
entertainment). They also create content for 
12 digital terrestrial channels, including 101 
TV (youth), Best 24 (entertainment), Journaal 
24 (round-the-clock news) and Zapp 24 (kids 
and family audiences).  
  The key domestic commercial broadcasters 
are RTL Netherlands (part of Germany-based 
Bertelsmann’s subsidiary RTL Group). It  
operates the RTL 4 (the most popular national 
commercial channel), RTL 5 (with mostly US-
originated shows), RTL 7 (targeted at mostly 
adult males with its action films, reality TV and 
sports) and RTL 8 (a mixture of reruns, chat 
shows and film). 
  The commercial channels SBS 6 (family  
entertainment), Veronica (male viewers) and 
NET5 (female-oriented) belong to SBS Broad-
casting, a joint venture of Sanoma (67%) and 
Talpa Media (33%). Sanoma and Talpa  
acquired the three channels plus two accom-
panying TV-listings magazines (Totaal TV and 
Veronica) from Germany’s ProSieben.Sat1 
Media in 2011. Via the cable and satellite net-
works, Dutch viewers have access to several 
international programmes from Viacom Inter-
national Media Network, Discovery Communi-
cations, Turner Broadcasting System and The 
Walt Disney Company. 
  Another Dutch TV and entertainment compa-
ny to keep an eye on is Imagine Nation, which 
was co-founded by former Sony Picture  
Television boss Kees Abrahams and interna-
tional award-winning theatre producer Robin 
de Levita. Imagine Nation plans to use their 
combined experiences in global entertainment 
to develop new intellectual properties. 
  The Netherlands accounts for a significant 
portion of the business at Liberty Global, the 
international arm of US entertainment  
conglomerate Liberty Media. Liberty Global’s  
European media-and-content production  
operation is called Chellomedia.  
  Chello Benelux is headquartered in Amster-
dam and is a major supplier of pay-TV net-
works serving the Dutch cable and satellite-TV 
platforms. Chello Benelux networks include a 
variety of Dutch and international movie  
channels under the Film1 brand; niche-sports 
entertainment on the Sport1 channels; and the 
Dutch Weather Channel (Weer en Verkeer). 
  UPC Netherlands, another Liberty Global   
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subsidiary, is the second largest cable opera-
tor after Ziggo. UPC Netherlands carries 200 
standard and HD TV channels, and 100-plus 
radio stations. Its services include interactive 
TV, a catch-up TV service, and video-on-
demand; it is also an Internet and telephone 
service provider.  
  CanalDigitaal, a direct-to-home satellite-TV 
service, is also available but mostly in areas 
without access to cable TV. Its parent compa-
ny is Luxembourg-based M7 Group. 
 
Talpa Media Group 
John de Mol, owner of TV and content produc-
tion group Talpa Media, is a legend within the 
international-TV community. He appears to be 
a one-man juggernaut when it comes to  
original content creativity.  
  He co-founded TV-content production group 
Endemol with Joop van den Ende in 1994. 
The company, with subsidiaries and interests 
in more than 23 countries, hit the jackpot when 
it created the format for the Big Brother reality-
TV series. That premiered in 1999 on the  
Veronica TV channel. 
  The Big Brother format has been sold to 
more than 70 countries. Another Endemol  
creation is game show Deal or No Deal, which 
has been localised for more than 100  
countries. Other internationally famous En-
demol shows include Wipeout, Ready Steady 
Cook and Changing Rooms.  
  De Mol and van den Ende sold Endemol to 
Spanish telecommunications conglomerate 
Telefonica for €5.5bn in 2000. Endemol’s  
convoluted history includes its partial listing on 
the Euronext stock exchange in 2005, a delist-
ing in 2007, and expansion via acquisitions. 
Then, John de Mol became a shareholder in 
Endemol once again when his Cyrte invest-
ment firm acquired a stake in the company.  
  Since 2010, Endemol has been struggling 
under a burden of debt, reported to be more 
than US$4bn by 2011.  In 2012, the company 
agreed to a restructuring that reduced the debt 
to about €500m. In August 2012, News Corp 
subsidiary Fox International Channels helped 
is the financial woes when it agreed to buy 
51% of Eredivisie Media & Marketing (EMM) in 
a reportedly €1bn deal.  
EMM was formed in 2008 by Endemol and the 
18 clubs belonging to the Dutch first-division 
soccer league to acquire and manage the 
league’s media rights.  
  De Mol himself has been focusing on Talpa 
Media, another media venture that develops 
and creates programme formats for TV and 
multi-media distribution platforms. It was 
founded in 2004, after de Mol and his busi-
ness partner sold Endemol.  

  The original, called The Voice of Holland and 
its offshoot The Voice Kids are aired on the 
RTL 4 channel. Talpa Media launched a US 
subsidiary in December to explore and exploit 
the massive US TV market, where The Voice 
is on the NBC network. Talpa’s other media 
activities include its 33% share in the SBS 
Broadcasting company.  
  Cyrte, Talpa’s investment firm, is now majori-
ty owned by institutional investment company 
Delta Lloyd, which is listed on the NYSE Eu-
ronext stock exchange and manages about 
€77bn worth of assets.  
  Cyrte has linked up with Shanghai-based Puji 
Capital to explore opportunities in the Chinese 
media and entertainment market. In addition to 
its shares in Endemol, Cyrte has stakes in  
Zodiak Media Group, an independent global 
creative company managing 45 production 
companies worldwide. Another asset is  
Exclusive Media Group, which includes the 
UK’s iconic Hammer Films production studio. 
Its strategy is to produce up four films a year. 
 
Digital infrastructure 
Dutch consumers are profuse consumers of 
digital media and entertainment. PwC’s 2011-
2016 report on Entertainment & Media Outlook 
expects digital media and entertainment in 
2016 to account for 37.5% of the total in the 
Netherlands, from a 28% share of the total in 
2011. About 15.5 million of the 16.8 million 
population are online, according to Internet 
World Stats.  
  And more than 85% had used mobile hand-
sets and devices to access the Internet in 
2012. An estimated 80% went shopping on the 
Internet the year before. 
  The OECD (Organisation for Economic  
Co-operation and Development) includes the 
Netherlands in the two countries with the most 
broadband subscriptions per 100 citizens.  
  And the country has one of the fastest con-
nection speeds. And the Dutch government 
recently raised more than the €3.8bn 
(US$5bn) from the auction of the Netherlands’ 
4G licenses on 31 October. 
  The leading Internet service providers tend to 
be triple-play operators offering cable TV,  
Internet and/or voice-telephone services, or a 
bundle of all three. 
  They include the Euronext-quoted Ziggo, 
which is majority controlled by Zesko Holding, 
an investment vehicle for private-equity firms 
Cinven and Warburg Pincus.  
  Ziggo has more than 1.8 million broadband-
Internet customers, about 1 million fixed-
telephony subscribers, 3 million-plus digital 
and analogue cable-TV subscribers and about 
900,000 subscribe to its triple-play packages. 
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The KPN connection 
  Rival KPN, a pan-European service and a 
triple-play service provider, is the biggest fixed
-line telephone operator in the country.  
  Originally a state-owned operation, KPN is 
trying to maintain its status as the top  
domestic brand. 
  Its competition includes cable operators 
such as Ziggo and UPC (the second biggest 
cable-delivered Internet/TV operator), and 
wireless carriers such as the German-
originated T-Mobile, Sweden’s Tele2 and the 
local operation of UK operator Vodafone.  
  KPN paid what now appears to be a costly 
€1.35bn for the spectrum and licences  
required to offer ultra-speed 4G mobile  
Internet services.  
  And it hopes to stem its financial troubles by 
raising €4bn from offering new shares.  
  It is easy to understand why the telecom  
operators are prepared to pay hefty amounts 
to stay connected to their customers.  
  By 2011, Statistics Netherlands says, more 
than 50% of the Dutch population was using 
social media regularly.  
  The leading social-media network is Hyves, a 
subsidiary of the Telegraaf Media Group 
(TMG). Hyves has between 5 million and 7 
million registered users, depending on who 
you are reading.  
  However, media-measurement company 
comScore states that Hyves’ subscription 
numbers are waning, while the fast-growing 
social-media behemoth Facebook threatens to 
steal Hyves’ No.1 spot in the home market. 
  In terms of quantity, according to French  
social-media analytical firm Semiocast, the US 
had the most Twitter accounts (107.7 million), 
while Netherlands ranked 17th with about 5 
million early last year.  
  In terms of quality, the Netherlands “is the 
most active country on Twitter”. 
  In a survey taken between 1 September and 
30 November 2011, Semiocast calculated that 
that 33% of all Twitter account holders in the 
Netherlands tweeted at least once, compared 
with 30% in Japan, 29% in Spain and 28% of 
all Twitter users in the US. 
  And a survey by international media agency 
ZenithOptimedia measuring the most digital 
media-friendly nations in Western Europe  
reports that the Netherlands will top the rank-
ing in 2015 with an average penetration of 
65%, up from the No. 3 spot in 2012 when it 
had an average 35% penetration.  
  The survey is based on each country’s  
adoption of smartphones, computer tablets 
and Internet-delivered IPTV services.  
 

Filmed entertainment 
On the global landscape, the Dutch film  
industry is small but influential. The Interna-
tional Film Festival Rotterdam (in January/
February); Holland Animation Film Festival in 
Utrecht (in March); the Netherlands Film  
Festival also in Utrecht (in September/
October); and the International Documentary 
Film Festival Amsterdam (in November) are 
among the world’s most visited industry 
events. The Rotterdam film festival’s competi-
tion for emerging talent includes a €15,000 
cash prize each for three winners. 
  From its most recent figures in 2011, the 
Netherlands Film Fund (Het Nederlands Film-
fonds) noted that the share of domestic-made 
movies released in the country has been 
growing. They accounted for 22.4% of the 
market in 2011 compared to 13.5% in 2007 
and 15.9% in 2010. The share of Hollywood 
movies, by comparison fell to 63% in 2011 
from 73% in 2010. 
  But signs of the hurt caused by domestic 
economic-austerity programmes were  
beginning to show. In 2011, 31 Dutch films 
were shot abroad compared to the 24 made in 
the country. The top Dutch movies acclaimed 
on the international festival circuit included 
Brownian Movement by Circe Films and  
directed by Nanouk Leopold; My Grandpa the 
Bankrobber by Lemming Film and made by 
Ineke Houtman; and Black Butterflies, an IDTV 
Film/Riba Film co-production with Paula van 
der Oest as director.  
  According to the Hollywood Reporter, total 
cinema box-office receipts rose to €245.5m in 
2012 from €240m the year before. Cinemas 
sold 30.6 million tickets, representing a record 
in more than 30 years. 
  The country’s 789 cinema screens have 
been converted from traditional analogue 
projectors to digital, spurred by the Cinema 
Digitaal initiative.  
The Cinema Digitaal initiative was a public-
private venture funded by the government, the 
Dutch Cinema Exhibitors Association, the 
Dutch Film Distributors’ Association, the  
Netherlands Film Fund plus other not-for-profit 
organisations and commercial companies 
such as the local offices of Hollywood’s  
distributors. The digital projectors enable  
cinema theatres to show more movies. The 
majority of the digital-cinema installations, at 
506 screens, were by London-based Arts  
Alliance Media.  
  Dutch movies that have recently been mak-
ing an impression include The Family Way, 
the only domestic production to make the Top 
10 box-office receipts last year. It is a romantic 
comedy directed by Joram Lursen and  
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produced by Topkapi Films.  
  Kauwboy, a drama about the life-changing 
experiences of a 10 year old, was selected to 
be the Dutch entry for this year’s Best Foreign 
Language Oscar nominee. It has won awards 
at the Berlin International Film Festival, the 
Dutch Film Festival and the European Film 
Awards. It is directed by Boudewijn Koole. The 
Resurrection of a Bastard by Guido van Driel 
opened this year’s Rotterdam Film Festival 
and was nominated for the event’s Hivos Tiger 
Awards for up-and-coming talent. 
 
Film: government funds 
The Dutch movie industry is highly subsidised. 
Local film development, productions and  
distribution receive most of their finances from 
the Netherlands Film Fund, the government 
agency. The Fund’s 2013 budget is €27.32m. 
EU-based producers and distributors can  
apply for assistance.  
  The organisation also encourages co-
productions between local and foreign  
companies. It has set aside €7.75m of the total 
budget to help productions aimed at the  
commercial market and with 70% of their own 
budgets already in place. At least 30% of each 
production’s finances must be commercially 
sourced, such as advance sales to  
broadcasters and distributors. 
  In 2012, however, the industry complained  
to the government that its economic cuts 
threatened the sector. They argued that it was 
forcing talented filmmakers to go abroad  
instead of using domestic facilities. 
  The Film Fund’s €27m budget mentioned 
earlier represents a significant drop from the 
€37.4m it set aside for subsidies in 2011.  
  That year, filmmakers could also source 
funds from another €29m-plus via other  
government-subsidy initiatives.  
  The Netherlands is also one of the few  
European markets not to offer filmmakers  
subsidies in the form of tax credits.  
  This, detractors say, is another reason why 
producers are forced to go overseas to make 
movies. As one parliamentarian pointed out, 
even nearby but smaller Belgium offers tax 
incentives. Consequently, the country lost the 
€14m spent by Dutch producers overseas.  
  Last October, lobbyists and parliamentarians 
urged the government to host an industry 
summit that would give a platform to actors, 
rights owners, filmmakers and the associated 
organisations to debate the issues and come 
up with solutions. 
  The Film Fund points out Dutch producers 
have access to European Union grants for co-
productions, distribution and sales support and 
content development.  

Games 
The growing use of next-generation  
technology in console, online and mobile video 
games should have encouraged the Dutch 
government to support the local games-
development sector. There were 160 dedicat-
ed games companies in 2011 compared with 
100 in 2006.  
  The majority of local games developers are 
in Amsterdam and Utrecht. The latter city is 
home to the Dutch Game Garden, a venture 
co-funded by the city of Utrecht and the Euro-
pean Regional Development Fund to offer 
budding games makers the facilities and office 
space to accelerate their start-up businesses. 
  HKU (the Utrecht School of the Arts) offered 
the first Master’s degree in games design and 
development in 2000. Around that time, local 
developers like Eindhoven-based Zylom (PC-
based casual games) and Spil Games (free 
online casual games) were among the first 
successful global social-games brands. 
  Zylom is now part of US-based GameHouse, 
a RealNetworks subsidiary. Spil Games’ 
online platform has 130 million unique visitors 
a month. Overlord by Delft-based Triumph 
Studios is considered a classic. And Killzone, 
by Sony Computer Entertainment’s Amster-
dam-based subsidiary Guerrilla Games, has a 
serious cult following.  
    But the Eurozone economic crisis and the 
government’s move to reduce the national  
deficit via budget cuts will not help the local 
games business, which would have liked the 
relatively generous subsidised support offered 
in countries like Canada. 
  By 2011, console games accounted for half 
of the Dutch industry, which at €400m was tiny 
compared to the €19bn value in the US. It is 
still less than the value of the markets in  
Germany, UK and France, which are about 
€5bn each. Console games declined in sales 
by 7% to €229m in 2011 (source: NVPI). But 
sales via consoles are expected to pick up 
when next-generation consoles are launched 
this and next year.  
  The remaining 50% of the Dutch industry is 
divided among social, mobile, portal, multi-
player online and PC games. Social and  
mobile games’ tiny share of the industry 
is attributed to their late introduction by Hyves, 
the country’s biggest social-media network.  
  This year, figures supplied by Deloitte and 
PwC conclude that the Dutch market’s value 
will be between €660m and €800m. The  
growing social and mobile games business, 
thanks to the fast adoption of smartphones 
and tablets, is expected to be accelerated by 
the ultra-speed next-generation 4G mobile 
Internet networks in development.  
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  Japan-based DeNa, one of the world’s  
largest games portals, made its first entry into 
the European market when its subsidiary 
ngmoco bought Amsterdam-based games de-
veloper and designer Rough Cookie in 2011. 
Rough Cookie specialises in mobile games for 
devices using Google’s Android, Apple’s iOS 
and the Windows Phone 7 operating systems. 
 
Music 
The major music labels (Universal Music 
Group/EMI Music, Warner Music Group and 
Sony Music Entertainment) have subsidiaries 
in the Netherlands. 
  The local independent sector is small. 
Among the leading Dutch independent music 
companies with significant overseas business-
es are CNR Music International, Imagem Mu-
sic, Mascot Label Group Europe, dance-music 
label Spinnin’ Records and Talpa Music. 
  Last year, the independent sector launched 
its first Dutch Independent Label Market,  
inviting local and overseas labels to come and 
sell their wares and memorabilia at a specially 
set up outdoor venue.  
  The Dutch music market remains a relatively 
robust one within the global sector. Although 
revenues from the global music industry have 
continuously fallen during the last decade, the 
Netherlands has stayed in the Top 12.  
  According to the last figures supplied by  
international trade body IFPI, the Dutch mar-
ket generated US$240m in 2011. 
  In local currency, recent data from Dutch en-
tertainment trade association NVPI state that 
total music sales (digital, CDs and vinyl) yield-
ed €205.3m in 2011, a 6.3% decrease from 
the year before. 
  The domestic trend, in fact, mirrors the state 
of the international sector, which has seen 
sales of digital music soar but not fast enough 
to keep up with the decline of physical sales. 
  In 2011, the Dutch sales of physical albums, 
which generated €160.9m, fell 9.2%, while 
physical singles collapsed by 28%. Digital- 
album sales rose nearly 39% but to only 
€16.4m. Digital sales’ small share of the mar-
ket is rather surprising considering how digital-
savvy Dutch consumers are. Moreover, the 
Netherlands has one of the biggest European 
markets for digital-music services.  
  Consumers are served by more than 30 digi-
tal downloads and streaming-music websites. 
In addition to international services like 7dig-
ital, iTunes, Spotify, Last.fm, Vodafone and 
YouTube, there are local services like Down-
loadmusic.nl, MSN Muziek Downloads, and 
Freerecordshop.nl.  
  However, the Dutch parliament has voted not 
to declare unauthorised downloads as piracy,  

which that has caused concern among the 
intellectual-property community and rights 
owners (see Copyright below). 
 
Electronic music raves 
The dance-music sector contributed €587m to 
the Dutch economy in 2011, according to a 
study by EVAR Advisory Services for Dutch 
royalties-collecting society BUMA/Stemra, and 
Dutch electronic music-and-dance events 
(3,000-plus spectators) accounted for about 
€137m. Some €254m has been coming from 
dance events headlined by Dutch DJs and 
music producers, including €53m-plus from 
their work overseas. Globally, the report esti-
mated dance-music events generated about 
€2.7bn last year.  
 
Advertising 
Accountancy group PwC has forecast that  
advertising spend in the Netherlands will grow 
to about €4.4bn in 2015 from €3.7bn in 2010.  
  The Netherlands is home to some of the 
world’s biggest brand owners. Its biggest  
advertiser (and the world’s second biggest 
global marketer after Procter & Gamble) is the 
Anglo-Dutch consumer-goods giant Unilever.    
  The company, which reported revenues of 
€51bn in 2012, spends about €3bn a year  
on marketing, including advertising and  
promotion. Other global Dutch marketers  
include oil group Royal Dutch Shell,  
electronics-goods maker Philips, alcohol  
beverage Heineken, financial services and 
banking group ABN Amro, and KLM Royal 
Dutch Airlines.  
  Data from the Interactive Advertising Bureau 
(IAB) indicates that advertisers spent €1bn on 
digital advertising in 2011 in the Netherlands. 
This represented a 12% increase from 2010. 
But the slow economic climate is expected to 
decelerate the growth rate to 7.7% when the 
2012 figures are calculated. Online display 
advertising in 2011 received €336m in adver-
tising spend, an 11% jump. But online ads 
served by automated-trading systems saw the 
fastest revenue growth (36% to €121m). 
 
Ad agencies 
The four big advertising groups have interests 
and/or subsidiaries in the Netherlands. WPP 
Group’s local operations include Mindshare 
Netherlands and Y&R Group Netherlands. 
Publicis Dialog, part of France’s Publicis 
Groupe, handles Publicis’ campaigns in the 
Benelux region. And last September, Publicis 
acquired LBi, the international independent 
Dutch interactive agency, for €416m. Publicis 
is merging LBi’s non-US operations with  
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another interactive subsidiary Digitas (see 
Ads & Marketing news page).  
  IPG Mediabrands, part of the InterPublic 
Group, launched its Benelux office in the Neth-
erlands in July 2012 to handle media-buying 
activities in the region. Tribal DDB Amster-
dam, which is part of the interactive-agency 
network belonging to the Omnicom Group, 
won the prestigious Eurobest Interactive 
Agency of the Year in 2011. 
  Lemz and N = 5 are among the next-
generation of independent agencies making a 
mark for themselves. Creative agency 180 
Amsterdam has made an impact on the busi-
ness internationally. In addition to LBi, local 
interactive agencies of note include Achtung!, 
Internet Bureau and Clockwork. 
 
Fashion 
The Dutch fashion industry, promoted by the 
Dutch Fashion Foundation (DFF), and has 
embarked on several projects to raise aware-
ness of its contribution to the domestic econo-
my and exports. The fashion industry accounts 
for nearly 75% of the 800 company members 
of MODINT, the trade association for fashion, 
interior design and textiles. The combined  
annual turnover of MODINT’s total members 
comes to more than €9bn.  
  The DFF supports many fashion events that 
include the twice-a-year Amsterdam Interna-
tional Fashion Week.  
  The one-month long annual festival called 
Arnhem Mode Biennale (described by Vogue 
as “the fashion event you’ve never heard of”), 
which promotes maverick concepts in design, 
had international labels like Jil Sander and 
Christopher Kane participating.  
  The Streetlab Amsterdam highlights trends in 
street fashion, while the Dutch Fashion 
Awards raises awareness of the up-and-
coming talented designers. Although not  
included among the Grand Slam of fashion-
design cities (Milan, Paris, London and New 
York), Amsterdam’s reputation has won the 
respect of the international industry. Estab-
lished Dutch designers include a Lady Gaga 
favourite Jan Taminiau, who has also dressed 
members of the Dutch royal family.  
  Viktor & Rolf, the brand name for the crea-
tions of Viktor Horsting and his business part-
ner Rolf Snoeren, is hailed for its innovative 
products, which range from haute couture to 
fragrance. The company has its own branded 
boutique shops, featured in art exhibitions, 
been the subject of books, and won numerous 
international awards. Among the celebrities 
that have appeared at the duo’s collections 
are movie actress Tilda Swinton and singer 
Rufus Wainwright.  

  Also on the fashion map are Antoine Peters, 
Addy van den Krommenacker, Olcay Gulsen, 
Iris van Herpen, and Ted Noten. 
  Fashion retail is a major business that is at-
tracting the attention of investors. Last Decem-
ber, multinational umbrella fashion company 
Veldhoven Group agreed to buy DEPT, the 
Dutch womenswear brand. Although head-
quartered in Switzerland, Veldhoven’s crea-
tive, marketing and communications divisions 
are in Amsterdam, where the company  
operates the NONO, Sandwich, Stills and 
Turnover fashion brands.  
  From July, the group plans to spin off Stills, a 
high-end women’s fashion brand, into an  
autonomous operation. Stills will also have its 
own retail outlets in Amsterdam, the Belgian 
city of Antwerp, and open a concession inside 
Harvey Nichols department store at London’s 
affluent and fashionable Knightsbridge district. 
It is also hoping to find a buyer for NONO by 
this year’s end.  
 
Architecture 
Amsterdam’s 17th and 18th-century canal-side 
houses are part and parcel of the Netherlands’ 
national image. The country’s architectural 
landscape, however, is more varied as seen in 
the more than 50,000 listed buildings and 
monuments.  
  Yet, a generation of post-war architects have 
introduced an adventurous streak into the 
country’s architectural style. Even though he is 
almost 70, Rem Koolhaas is the poster child of 
Dutch architecture. He is the co-founder of the 
Rotterdam-based practice The Office for Met-
ropolitan Architecture (OMA).  
  His works and theories are studied at  
academic institutions, including Harvard  
University, where he is a professor specialis-
ing in the Practice of Architecture and Urban 
Design. He was the winner of the coveted 
Pritzker Prize in 2008, establishing his  
credentials as a visionary.  
  His designs, based on his unorthodox views 
as an urban theorist, can be seen in the 
Kunsthal in Rotterdam, the Netherlands Dance 
Theater in The Hague, the Netherlands  
Embassy in Berlin, the Shenzhen Stock  
Exchange in China, the audacious CCTV 
Headquarters in Beijing, and the Taipei  
Performing Arts Centre, which is scheduled for 
completion in 2015. 
  Other established architects include Jo  
Coenen, Wim Quist and the late Aldo van 
Eyck. Rotterdam-based West 8, Claus en 
Kaan Architecten and Meyer en Van Schooten 
in Amsterdam, represent some of today’s  
internationally renowned Dutch architecture.  
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  According to Statistics Netherlands, nearly all 
Dutch architecture firms are small-to-medium 
size enterprises or self-employed. About 10% 
have international commissions, with nearby 
Belgium and Luxembourg supplying a signifi-
cant portion of the foreign work. 
 
Out-of-home entertainment 
Live entertainment is big business in the Dutch 
metropolises. International artists touring the 
country will have used the country’s best-
known live venues.  
  In Amsterdam, there is the rock-music venue 
Paradiso. The city is also host to Culture Park 
Westergasfabriek, a converted former gas 
house, and the 17,000-seater Ziggo Dome. 
Rotterdam offers rock music at Rotown,  
orchestral music at De Doelen, cabarets at De 
Unie, and dance music at Corso Rotterdam. 
Then, there is 1,550-capacity pop venue 
Effenaar in Eindhoven. 
  The largest sports-and-entertainment stadi-
ums include the 100,000-capacity venue/
racing track TT Circuit Assen; Amsterdam  
Arena (52,960-capacity); Rotterdam’s Stadion 
Feijenoord (51,180); Gelredome in Arnhem 
(29,600); the multi-use venue F.Blankers-
Koen Stadion at the city of Hengelo (25,000); 
and Utrecht-based Stadion Galgenwaard 
(24,428). 
  The Netherlands is home to Amsterdam 
Dance Event (ADE), described as the “world’s 
biggest club festival for electronic music”.  
Every October, the event occupies 52 venues 
in Amsterdam that are frequented by 130,000 
fans from around the world. 
  Other live events dedicated to the music 
business are ADE Next, an international forum 
for discovering up-and-coming DJs, produc-
ers, and artist managers. Eurosonic  
Nooderslag, which takes place every January, 
is devoted to extending opportunities for artists 
from one European market to neighbouring 
European countries. Buma Rotterdam Beats is 
for promoting urban music, while Dutch Jazz 
Day kicks of a series of jazz events such as 
the North Sea Jazz Festival.  
 

Theme parks 
The Netherlands is not renowned for theme 
parks targeted at an international audience. 
Although they receive some international visi-
tors, Dolfinarium Harderwijk, Hellendoorn 
Avonturenpark, Het Land van Ooit, and Walibi 
World are targeted at Dutch families. 
  The Efteling, on the other hand, is consid-
ered Europe’s fourth largest theme park by 
visitor numbers. It is located in the 
Kaatsheuvel village, and had 4 million visitors 

in 2011; a similar number of guests is forecast 
for 2012. Although more than 90% of the  
visitors are Dutch, tourists from south  
England, Belgium and Germany are regular 
attendees. Launched in 1952, before the first 
Disney theme park (in 1955), the Efteling is 
centred on themed attractions (myths, fairy 
tales, national folklore), as opposed to being 
rides and rollercoaster-centric. 
  Among the themed attractions are the Fairy 
Tale Forest, the Haunted Castle, the Pagode 
observation tower, the experiential House of 
the Five Senses, the Aquanura musical water 
fountain, and the 4D film PandaVision, which 
is sponsored by the World Wildlife Fund to 
raise awareness of endangered species. 
  The Efteling’s few rides include the Bird Rok 
rollercoaster, the Flying Dutchman water 
coaster, plus George and the Dragon racing 
wooden rollercoaster. Court of Hearts, a new 
€42.5m fantasy dark ride designed by Vekoma 
Rides Manufacturing, a Dutch rollercoaster 
creator, is scheduled for a 2015 launch. It will 
be the park’s most expensive ride to date. 
  The park’s 160-acre site is surrounded by 
woods, forests and natural grassland and that 
ambience has influenced the park’s rural look 
and feel. The attractions and rides are en-
closed by trees, rocks, rivers and lakes. The 
Efteling Nature Park Foundation, the park’s 
operator, has made it its mission to ensure the 
park does not end up looking like an artificially 
created community. 
  The Efteling brand has been extended to off-
shoot services, including a nearby golf course, 
a stage theatre, a hotel, a radio station and a 
nature park, which are all revenue-generating 
enterprises. 
 
Copyright 
The Dutch Copyright Act (Auteurswet) was 
originally adopted in 1912. Like copyright  
legislation in other European Union states, the 
Dutch law has been amended on many  
occasions to comply with pan-European  
directives. They aim to protect the rights of 
literary, artistic and scientific creators, and  
ensure they are fairly compensated when  
their intellectual-property (IP) is used by third 
parties. The Netherlands is a signatory to the 
international copyright treaties, including the 
1886 Berne Convention, the 1952 Universal 
Right Convention, the 1996 WIPO Copyright 
Treaty and WIPO Performances and Phono-
grams Treaty, plus TRIPS (the Agreement on 
Trade-Related Aspects of Intellectual Property 
Rights). The copyright law, however, has been 
challenged by several developments in  
technology, specifically the Internet and other 
digital-media technology.  
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This has caused critics to attack a new Dutch 
legislation that allows the downloading of  
content without seeking the creators’  
permission. It came into effect on 1 January.  
  Instead, the law will impose a tax levy up to 
€5.00 each on the prices of digital-media  
storage devices, including smartphones,  
tablets, digital-music players, and set-top  
boxes. The levy’s proceeds will be used to 
compensate rights owners for losing  
remuneration every time a person downloads 
content, including music, movies, and TV 
shows, without paying. 
  The new legislation is seen as a blow to  
copyright owners and their representatives, 
who believe it is a government’s duty to  
protect their rights via legislation. The  
parliament argued that since there seemed to 
be no current viable system for preventing 
more than one-third of the nation from  
accessing pirated content, imposing the levy 
was the most practical solution. 
 The copyright act has also been tested, in 
particular, by Google, the search-engine giant. 
Rights owners have argued that the billions of 
dollars it earns in revenues are on the back of 
using other people’s work without authorisa 
tion or permission on the Google website and,  

by default, encouraging online piracy.  
  BUMA/Stemra, the Dutch royalties-collecting 
society, and BREIN, the government-
sponsored anti-piracy organisation, have  
demanded that Google increase the number of 
notice and take-down requests sent to anyone 
using the search-engine website to infringe 
copyright. In February, BREIN asked Google 
to increase that number to 40,000 a day from 
the current 10,000 a day that Google says is 
feasible and practical. 
  The act is continually being tested. A teacher 
was convicted in January for giving students 
access to PDF copies of answers to a mathe-
matics book via hyperlinks on his own website. 
The court of appeal ruled that although the 
teacher was guilty of encouraging the  
unauthorised use of the answers, creating the 
hyperlinks was not a crime.  
  Then, in the same month, the District Court 
of Rotterdam ruled that although a man had 
admitted illegally uploading 5,000 e-books on 
to the BitTorrent file-sharing website, he could 
not be prosecuted under criminal law. BREIN, 
which brought the case, should have resorted 
to civil law, the court ruled. And since BREIN 
only filed a criminal case, the defendant could 
not be convicted. MTF 
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Hide&Seek:  
THE Q&A SESSIONS  

 
The digital games industry is influencing the future of 

other screen-based media and entertainment. This UK/US 
games designer does not stop there. It combines 21st-century apps 

with old fashioned outdoors games to create a new type of hybrid that  
is winning over corporate and consumer fans 

Not many companies can say they 
created digital games that made an  
ancient building come to life by enabling 
it to literally “feel”, “smell”, “see” and 
“listen to” the visitors inside. But  
London/New York-based Hide&Seek can.  
  A dynamic games designer, Hide&Seek 
was founded by Alex Fleetwood, one of 
the company’s directors, in 2007, when 
“mobile apps” would probably have 
sounded like terminology for muscular 
diseases.  
  Hide&Seek’s unique proposition then 
was to meld digi-
tal-games design 
and physical play 
in public places. 
That approach 
remains effective 
today. It was 
among the first 
content producers 
to focus on games 
that appealed to 
people’s desire to 
socialise with one 
another while 
having fun solving 
the puzzle within 
a game together. 
The problem-
solving games 
were also ‘mobile’, in that they can be 
played anyway. 
  The company started out with a 
“festival of social games and playful ex-
periences” along London’s South Bank 
entertainment district. This involved de-
veloping fun concepts and inviting peo-
ple to gather and play, not on a 
smartphone, tablet, computer or con-
sole, but in open spaces. One festival 
involved 12,000 people playing together  

 in the streets of Edinburgh, Scotland, 
on a New Year’s Day. 
  The company has extended that urban-
gaming experience to branded content, 
and transmedia projects, including the 
interactive opera house mentioned earli-
er. Called The Building Is…, that gaming 
experience took place last summer when 
Hide&Seek helped inject life into La 
Gaite Lyrique, a Paris-based 19th-
century opera theatre that had been 
turned into a modern-day digital arts 
and music centre.  

The building  
became a dynam-
ic living edifice 
that could 
“listen”, “feel”, 
“smell”, and “see” 
the visitors, 
thanks to digital 
games that had 
been embedded 
into its walls, en-
abling users to 
interact with the 
building. 
  Also included in 
Hide&Seek’s  
portfolio are 
transmedia  
projects for UK 

digital-TV channel Film4, advertising 
agency Wieden + Kennedy and Holly-
wood producer Warner Bros. It produced 
221B, a two-player digital game co-
developed with AKQA, the digital-
marketing agency acquired last year by 
advertising giant WPP Group for 
US$540m. The client, Hollywood studio 
Warner Bros, used the game to promote 
the then newly released Sherlock 
Holmes movie in 2009.   cont...page ?? 
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Gaming and physical play 
interact at Hide&Seek says 

Mark Sorrell 



 

28 

FEATURE 

Elementary, my 
friends 

 
Hide&Seek creates problem-solving  

games to help the ace Victorian  
detective crack his latest case. 

221B 
 

The logical game designed  
to promote  

Sherlock Holmes, the movie  
 

Photos: Courtesy of Hide&Seek 
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Touch 
me! 

Feel me! 

Smell me! 

See me! 

 
The Building Is… 

 
La  Gaite Lyrique opera 
house, Paris, is brought 

to life by Hide&Seek 
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  With Wieden + Kennedy, UK/Russian 
artificial-intelligence developer Existor 
and the consumer-goods division of 
Sony Corp, Hide&Seek came up with the 
espionage-themed text-based online 
game called The British Intelligence  
Officer Exam. It was used to publicise  
Skyfall, the new James Bond movie, be-
tween October and December last year. 
  Hide&Seek has turned its hands to 
game formats for the serious and 
“thought-provoking”. It has created  
mobile games for London’s Royal Opera 
House. It also designed a game called 
Dreams of Your Life, which asked play-
ers about their experiences of friendship 
and isolation. It accompanied Dreams of 
a Life, the 2011 hard-hitting drama-
documentary based on the true story of 
Joyce Vincent, a 38-year-old whose 
skeleton remained undiscovered for 
three years in her North London studio. 
The film was made by British director 
Carol Morley and produced by Film4. 
  Next month (March), Hide&Seek’s  
inspired team will set up a crowd-
funding campaign on Kickstarter, the 
crowd-sourcing website for raising cash 
for creative projects. 
  It plans to use the money for a new 
smartphone app called Tiny Games. The 
app will offer suggestions for hundreds 
of games with simple rules that players 
can amuse themselves with wherever 
they happen to be, whomever they  
happen to be with, and in whatever  
circumstances. Unlike most of the works 
on Hide&Seek’s portfolio, which are  
created for clients, Tiny Games will be 
among a growing number targeted  
directly to fans. 
  Mark Sorrell, development director 
at Hide&Seek, emphasises that “we 
are not ‘multi-platform’. We are platform 
agnostic. Platforms to us represent a 
specific set of opportunities and re-
straints, but our design principles are 
inherently about problem solving, not 
platforms. To put it another way, people 
play games, not technology.” 
  In the continuously disrupted digital-
entertainment business, Hide&Seek 
demonstrates why knowing how to  
create fun by solving problems might 
make the difference between making a 
living and dying in obscurity.      
  

  In this issue’s Creative Q&A, Sorrell 
tells MTF why producing original problem
-solving games requires an understand-
ing of human behaviour, why media 
owners and advertisers could benefit 
from understanding neuroscience and 
cognitive behaviour, and why video  
audience-measurement remains in the 
Dark Ages. 
 
MTF: What was it about Hide&Seek 
that made you want to work there? 
 
Sorrell: Margaret Robertson 
(Hide&Seek’s managing director) is an 
old, old friend and someone I respect 
massively, so for both of us, the chance 
to work together is something we’ve 
wanted to do for ages. When the oppor-
tunity to do so presented itself, it was 
hard to say no. Hide&Seek is dedicated 
to ‘inventing new kinds of play’ and that 
is an incredibly worthy and exciting aim 
for a company to have. I love the chal-
lenge and possibility of having game de-
signers solve seemingly unconnected 
problems, and it is something 
Hide&Seek gives me the chance to ex-
plore. Also, I am a firm believer that 
games are a massively under ex-
plored area. They are so fundamental to 
the way the human brain works; they 
(along with toys) are basically the art 
arm of psychology. Behavioural econom-
ics, neuroscience, game theory 
and cognitive behavioural therapy are a 
few areas that have an incredible 
amount of overlap with game and toy 
design, and they are young and thriving 
areas. Having game designers solve 
your problems is a great idea and you 
can come to some crazily innovative and 
effective solutions that you would not 
reach any other way.  
  
MTF: What are the immediate chal-
lenges that come to mind compared 
to the traditional way of building an 
audience for old-media TV content? 
 
Sorrell: Traditionally, there were a 
small number of media outlets. That 
meant a small number of places in which 
a message could be put and hence a 
huge amount of power in the hands of 
those who controlled those spaces.  
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Now, there are a huge number of media 
outlets. Many of them are user-curated 
to some degree so, there is an even big-
ger number of controllers of this huge 
number of outlets. To build an audience 
today requires an understanding of a 
greater number of media outlets for the 
message, as well as the luck that is im-
plicit in getting the users/controllers of 
those channels to get on board with 
your message. As such, size and money 
count for less, while luck, intuition and 
broad understanding and insights count 
for more. 
 
MTF: At a time when audiences are 
also users of the content, which 
they then share with family, friends 
and the rest of the world via social 
media, what do content creators 
have to bear in mind? 
 
Sorrell: They don’t HAVE to do any-
thing. In fact, knowing when NOT to act 
is one of the most valuable skills tradi-
tional media creators and marketers can 
have. Social media is a new avenue for 
an ancient behaviour - sharing infor-
mation. We share information for a huge 
number of reasons. If we share valuable 
information, for monetary value, emo-
tional draw, humour and insight, it will 
increase our social status. This has  
always been true, but social media  
amplifies this effect. The question, 
therefore, for media creators and  
marketers is this: ‘Are we creating  
valuable information and, if so, how can 
we expose it?’ It means understanding 
how people will want to share your  
content and information and making 
that as easy as possible. A classic failure 
in this regard is the lack of provision for 
digital downloading of TV content. The 
TV show Louis (comedy drama on US TV 
network FX) has not been legally availa-
ble until recently in the UK, despite the 
fourth season being in production in the 
US. But the glowing reviews have al-
ways been available, and money that 
could and should have gone to FX and 
(show’s creator) Louis CK has instead 
gone to the Pirate Bay (file-sharing web-
site used for copyright infringement).  
 
MTF: How does technology make it 
possible to measure an audience  

that could be watching video con-
tent anytime, anywhere, anyhow? 
 
Sorrell: Advertisers have access to 
more data than ever, but it remains  
incomplete and will likely continue to be 
incomplete. Further, the data they do 
have only shows that an advertisement 
was delivered, not that anyone actually 
watched it. With today’s technology, 
they can find out not just who watched 
their content, but exactly who they are. 
That is because the technology for 
measuring who watches which official 
channels on Internet-enabled devices is 
commonly available. The interesting part 
is the problems that have not yet been 
solved. Firstly, because video requires 
no interaction whatsoever once it is set 
in motion, it has a serious problem with 
tracking attention. Sure, my TV is on 
and my IPTV might be able to say that I 
am watching this show for exactly this 
long, but it cannot define what “WATCH” 
actually means. A game producer like 
Valve Corporation, maker of the Half-
Life online games and owner of the 
Steam games-distribution platform, can 
access incredible quantity of data on  
exactly how its content is being interact-
ed with. It can disclose how far people 
get in a game. It tells us where they die 
and which weapons they use. Video  
cannot hope to get that same level of 
data as things stand, as there are no 
interactions to track. Secondly, only  
official views can be tracked on video. If 
I download a video, who knows how 
many times I watch it? And if I am 
downloading from an unofficial source, 
that tracking becomes even harder.  
 
MTF: How can that audience grow 
and scale - considering the competi-
tion from other forms of media and 
entertainment for their attention? 
 
Sorrell: By using the other forms of  
media! If people fall in love with a story 
or a world, they will often want to con-
nect with it more frequently and in 
deeper ways. So once you have an audi-
ence, you need to work out whether 
they are interested in your world or your 
format. If they like the format, make 
more shows! They like the exact thing 
they are being offered, so just give  
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more. If, however, they are interested in 
your world or your story, you can spread 
that throughout other media forms - 
gaming, books, comics, - and they will 
surely follow you there. Creating a great 
world is surely the biggest prize, with 
ways to exploit it basically limitless, as 
companies such as Disney and Mind 
Candy (MTF Issue10) are amply 
demonstrating. 
 
MTF: Considering banks are notori-
ous for dismissing aspiring record-
label owners or fashion designers 
for being in frivolous vocations, 
while they embrace burgeoning TV-
production companies, would a  
 

venture like Hide&Seek easily find 
private investors today? 
 
Sorrell: Investors will look at specific 
teams, business models and businesses. 
I think an innovative fashion label or 
record label with a great team and a 
great business model could get funding. 
Investors care about money and risk 
and little else. 
 
MTF: How should the intellectual 
property of creations be protected?  
 
Sorrell: I think we would see piracy as 
a problem that requires innovating  
rather than legislating out of.  MTF 
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PROFILE 
Liberty Media, US/Global 

satellite-TV platform. But what Malone is known 
for is the way he seeks out ventures that have 
long-term potential but need his money to get 
there, giving him more control over their future 
strategies. 
 
Liberty US investments 
Whatever might be said about him, Malone’s 
companies appear to do well for his investors. 
He selects large-scale operations that are  
managed for sustainability.  
  In the three months ended 30 September 
2012, net earnings reached US$1.3bn com-
pared to US$377m during the same period in 
2011. There is the infuriatingly complicated 
strategy of spinning off one subsidiary, merge it 
with another, form another company and report-
edly get tax breaks out of it. 
  But the core brands of Liberty Media’s are long
-term assets that have become recognisable at 
the time of their acquisition or have become so 
shortly after their acquisition. 
  
Television 
The TV service, described as video entertain-
ment, includes not only subscription-funded 
channels but also video-on-demand and catch-
up TV services. Liberty Media offers its content 
anytime, anywhere on any Internet-connected 
device, digital platform as well as traditional  
cable-networks. 
  The key Liberty Media TV brand is the publicly 
quoted Starz (NASDAQ). It comprises the Starz 
Channels, a group of US subscription-funded 
pay-TV channels led by its two premium brands 
Starz and Encore. They have 21 million and 34 
million US customers respectively. There is also 
the MoviePlex network of movie channels.  
  The Starz Distribution division sells Starz 
Channels content and programmes to other TV 
operators, website operators and DVD distribu-
tors internationally. And the Starz Animation 
subsidiary produces original animation  
programmes and movies to sell as well. 
 
Music 
Liberty Media owns 27% of Live Nation Enter-
tainment, the world’s biggest concerts, ticketing 
and artists-management group. Quoted on the  

The only way to describe Liberty Media Corp is 
to say “John C Malone”. Gregory Maffei might 
be Liberty Media’s president/CEO, and Mike 
Fries is CEO of Liberty Global, the company’s 
international division.  
  But everyone, from media commentators to 
analysts, always refers to John Malone, chair-
man of the very steady empire-building Liberty 
Media. He has been described as acquisitive 
and combative, with nicknames that range from 
Darth Vader to Swamp Alligator.  
  But that has not diminished the corporation’s 
reputation as a leading player in the media-and-
entertainment field. And, according to the  
London Daily Telegraph newspaper, the septua-
genarian Malone is the man acclaimed for  
developing the solid cable-TV infrastructure 
found in the US today. 
  The multi-billion dollar US media mogul has a 
knack of getting a lot of media attention while 
remaining a non-celebrity you are unlikely to 
recognise in the street.  
  Yet, the Colorado-headquartered Liberty Media 
empire, listed on the US’ NASDAQ stock  
exchange, is very much a 21st-century multi-
territory multi-platform operation with interests in 
the US, Europe and Latin America. Liberty  
Media, a media, entertainment and communica-
tions behemoth, is very much a MediaTainment 
Finance kind of company. 
   Valued at an estimated US$12bn, it has  
investments in movies, TV shows and networks, 
live-music promotion, cable-TV platforms,  
telecommunications networks, the biggest  
satellite radio network, sports entertainment, 
books retail, plus a host of online interactive-
media services.  
  Moreover, the conglomerate has small but not 
insignificant shares in rival media-and-
entertainment juggernauts, including Time 
Warner (with its mega Hollywood assets), AOL, 
and MTV’s parent company Viacom, spreading 
Malone’s influence further globally.  
  In fact, at one point, Liberty Media was the  
second biggest shareholder in the Rupert  
Murdoch-controlled News Corp. Although both 
are apparently on friendly terms with each other, 
a wary Murdoch still came to an agreement that 
saw Malone give up his News Corp shares in 
2006 for shares in DirecTV, the US’ biggest  
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New York Stock Exchange, Live Nation organis-
es more than 20,000 shows and tours world-
wide via the Live Nation Concerts unit. It  
represents more than 2,000 artists, including 
most of the multi-selling singing acts. Currently, 
it is handling shows by superstars Beyoncé, 
Bruce Springsteen, Rihanna, emerging act 
Lianne La Havas, and family entertainers Cirque 
du Soleil and Harlem Globetrotters. 
  Live Nation’s Ticketmaster.com is the pioneer-
ing online-ticketing service with 26 million 
unique visitors a month. And Front Line  
Management Group is a major artist-
management operation that manages the inter-
ests of 250 music acts. They include the Eagles, 
Christine Aguilera, Seal and Aerosmith.  
  For the year ended 31 December 2011, Live 
Nation’s revenues grew 6.3% to US$5.4bn. 
Concert revenues alone accounted for 
US$3.5bn. Adjusted operated income shot up 
20.7% to US$438m. Media analysts predict a 
hike in revenues for 2012 to an estimated 
US$5.7bn. But the group, which is virtually one 
of only two global corporations of its kind in the 
entertainment industry, is said to be struggling 
as live entertainment is a highly capital-intensive 
type of business.  
  Liberty Media’s other music related subsidiary 
is North America-based SiriusXM Radio, the 
world’s biggest satellite-delivered radio service. 
It features a significant amount of music content 
on its more than 135 channels. 
  They also offer talk radio, entertainment  
channels, niche-sports stations plus channels 
dedicated to the weather and traffic to 23.9  
million customers. As well as the home, the  
service is accessible via the Internet, mobile 
phones, cars, and computers on land and sea. 
Subscription rates range from US$14.49 a 
month to US$199.00 a year. 
  SiriusXM’s unique selling point is that it is  
commercials-free for which its subscribers pay a 
monthly fee. Among its predominantly US celeb-
rity show hosts are Oprah Winfrey, Bruce 
Springsteen, Martha Stewart, and the king of 
shock jocks Howard Stern. Some of the Catholic  
Channel is broadcast from the Vatican. 
  Also quoted on NASDAQ, SiriusXM’s revenues 
rose 13% to US$3.4bn in 2012, with earnings 
before interests and taxes reaching US$920m, 
a 26% increase. It is sitting on US$709m in 
cash. But it is competing against the growing 
number of freemium online music services, such 
as Spotify and Pandora, which offers packages 
that include free advertising-funded editions.  
  Other Liberty Media creative-industry invest-
ments include 17% in US book-retail group 
Barnes & Noble; 100% of how-to books publish-
er Leisure Arts; 3% of US cable-TV group 
Crown Media Holdings; 67% of US factual- 

producer MacNeil/Lehrer Productions; 1% each 
in global media corporations Viacom Inc, Time 
Warner Inc and cable-TV group Time Warner 
Cable.  
  There is a 7% share in Kroenke Arena Compa-
ny, which operates the Pepsi Center, the multi-
purpose venue with a capacity that ranges from 
19,155 to 21,000, depending on the activity. 
Liberty Media wholly owns the Major League 
Baseball team Atlanta Braves. 
 
Telecommunications and technology 
In addition to a 1% stake in Sprint Next Corp, 
the US wireless carrier with more than 55 million 
customers, there is a tiny stake in broadband 
Internet service CenturyLink, a 16% share in 
global mobile-content developer Mobile Stream, 
and it wholly owns TruePosition, a location-
based technology provider. 
 
Investment firms 
Liberty Media is also on the lookout for invest-
ment opportunities outside its own businesses. 
The 29% share in private-equity firm Liberty  
Associated Partners plus the 37% in private-
investment venture Associated Partners. Then, 
there is the 5% stake in Ideiasnet, the Brazilian 
venture-capital firm specialising in development-
stage investment opportunities.  
International investments 
By the time Liberty Global, the international arm 
of Liberty Media, completes its US$16bn acqui-
sition of UK cable-TV group Virgin Media, it will 
be operating in 14 countries, serving 25 million 
subscribers outside the US.  
  Liberty Global is one of the world’s biggest  
cable operators, offering cable-delivered video 
and TV entertainment, telephones services and 
broadband Internet. It generated revenues of 
US$10.3bn in the 2012 financial year with  
operating income jumping 9% to US$2bn.  
  A total of 19.8 million cable-TV and communi-
cations customers (apart from the UK) sub-
scribed to 18.3 million video-entertainment and 
media services in 2012; there were 9.2 million 
broadband-Internet subscriptions; and 7.3 mil-
lion telephone subscribers. 
  In addition to the UK, Liberty Global’s major 
European markets are the Netherlands (see 
this issue’s Country Profile, page 15), Ger-
many, Belgium and Switzerland. They account 
for about 80% of Liberty Global’s business. 
  It has a 58.4% share of Belgium cable operator 
Telenet Group. In Germany, it controls the  
Cologne-based cable-TV and communications 
network Unitymedia, which earned more than 
€1bn in revenues in 2011. It was merged with 
the smaller Heidelberg-based Kabel BW last 
year and the new Unitymedia Kabel BW is  
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connected to more than 12.5 million homes. It 
bought Kabel BW for €3.16bn in 2011. 
  Liberty Global’s biggest cable-TV platform 
brand is UPC, which is in the Netherlands, 
Czech Republic, Austria, Hungary, Ireland,  
Switzerland, Poland, Romania and Slovakia.  
  The Latin American cable-communications 
platforms are VTR GlobalCom (VTA Banda  
Ancha), which is located in Chile and 80%-
owned by Liberty Global, while Liberty  
Cablevision of Puerto Rico is wholly owned. 
  The European content and TV-production  
division is called Chellomedia.Chellomedia also 
oversees two Latin American operations.  
  MGM Latin America is a joint venture with 
MGM Networks, which includes the movie-
classics channel MGM Channel and local  
service Casa Club TV.  
  The majority-owned Argentina-based Pramer 
SCA is a Spanish-language TV-entertainment 
producer and distributor. 
 
The Virgin Media bride 
In a 2011 statement to investors, Liberty Media 
said: “In 2012, we will continue to seek invest-
ment opportunities that provide attractive re-
turns.” And the company did not disappoint. 
  Liberty Global wooed and won Virgin Media in 
the UK this month (February).  
  The acquisition came as a surprise to the  
media industry as Liberty Global had been  
predicted to seek to boost its European portfolio 
in Germany.  
  Instead, it paid for Virgin Media with cash and 
shares, valuing the company at more than 
US$23bn. With the deal comes one of Europe’s 
biggest media markets with a significant digital-
media penetration.  
  About 80% of UK homes have mobile phones, 
plus a similar penetration rate for Internet ac-
cess. Rumour has it that the move will prompt 
Liberty Global to register its headquarters in the 
UK instead of the US, and lead to a possible 
European stock-exchange listing. 
  
SiriusXM 
In January, Liberty Media gained more than a 
50% stake in SiriusXM. The company had  
effectively rescued Sirius from bankruptcy in 
2009 in return for preferred stocks.  
  Those preferred stocks were converted into 
shares, taking Liberty Media’s stake to over the 
50% mark. It means the Federal Communica-
tions Commission, US regulator, will give its 
approval to Liberty Media’s ambitions to take 
over SiriusXM.  
  Once that is achieved, industry observers  
predict Malone would want to extract more val-
ue out of SiriusXM by spinning it off into a  

separate entity and launched on the stock ex-
change. 
 
Live Nation 
In December, Liberty Media boosted its inter-
ests in Live Nation Entertainment to more than 
26% by buying the shares belonging to Irving 
Azoff, Live Nation’s chairman. As at SiriusXM, 
Liberty Media has become the biggest individual 
shareholder at Live Nation. 
 
Starz and the future 
Starz was part of Liberty Media until it was spun 
off into a separate quoted entity on NASDAQ in 
January. Since then, it has been valued at 
US$2bn on its own. Liberty Media’s share in 
Live Nation is reported to be worth about 
US$400m. The value of its SiriusXM interests is 
expected to grow to more than US$6bn.  
  Liberty Media’s next moves are expected to 
see the corporation Media create more value 
out of its existing portfolio and turn more of the 
assets into dividends for investors. Starz is likely 
to receive some more tweaking as its subscrip-
tion-funded channels compete against more 
successful competitors HBO and Showtime. 
Whatever the fate of Liberty Media’s current 
investments, the story of John Malone’s aggres-
sive ambitions is far from over. MTF 
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New York: Fashion and Technology 
Until 8 May 2013 
@: Fashion & Textile History Gallery  
Organised by: Fashion Institute of  
Technology 
About: The influences of advances in  
technology on fashion 
Details: www.fitnyc.edu 
 
New York: African Art, New York, and the 
Avant Garde 
Until 2 September 2013 
@: Metropolitan Museum of Art 
Organised by: Metropolitan Museum of Art 
About: African/modern art imported into 
New York from Belgium and French colonies 
Details: http://www.metmuseum.org 
 
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 
 
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 
 
Bangkok: International Fashion Fair 
13-15 March 2013 
@: IMPACT Muang Thong Thani 
Organised by:  
About: World fashion and leather goods sale 
Details: www.biffandbil.com 
 
Berlin: Digital Innovators’ Summit 
18-19 March 2013 
@: Deutsche Telekom Conference Center 
Organised by: FIPP; VDZ; emediaSF 
About: Digital media and technology innova-
tors conference 
Details: http://innovators-summit.com 
 
Bologna: Children’s Book Fair 
25-28 March 2013 
@: Bologna Fair Centre 
Organised by: BolognaFiere 
About: The who’s who in international kids’ 
book and multi-media publishing 
Details: www.bookfair.bolognafiere.it 
 
 

New York: The AIPAD Photography Show 
 4-7 April 2013 
@: Park Avenue Armory, NYC 
Organised by: The Association of  
International 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: Unique event for architects and crea-
tors of tomorrow’s media/TV entertainment  
Details: www.mipcube.com 
 
Cannes: MIPTV 
8-11 April 2013 
@: Palais des Festivals 
Organised by: Reed-MIDEM 
About: 50th anniversary of biggest global TV 
and media entertainment gathering 
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  

Sydney: Fashion Week Australia 
8-12 April 2013 
@: Carriageworks 
Organised by: IMG Worldwide 
About: Runway shows, haute-couture,  
displays from the top designer labels  
Details: http://australia.mbfashionweek.com 
 
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 
 
London: Music 4.5 – Image Copyright… 
the new debate, the new boundaries of 
music licensing 
14 May 2013 
@: Lewis Silkin, Chancery Lane, EC4 
Organised by: 2Pears 
About: Debate about the complexities in  
music copyright and licensing 
Details: www.music4point5.com 
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 New York: BookExpo America 
29 May to 1 June 2013 
@: Javits Center, NYC 
Organised by: Reed Exhibitions 
About: The US’ largest  book-publishing 
gathering for selling and buying rights 
Details: www.bookexpoamerica.com 
 
Brussels: Rose d’Or Awards 
30 May 2013 
@: The Square 
Organised by: The EBU-Eurovision 
About: The prestigious international TV-
talent awards ceremony moves to Brussels 
Details: www.rosedor.com 
 
Venice: Art Biennale 
1 June-24 November 2013 
@: Various venues, including the Giardini 
and the Arsenale 
Organised by: La Biennale 
About: The prestigious international art  
exhibition 
Details: www.labiennale.org 
 
Singapore: The Future of Ideas,  
Innovation & Creativity 
3-7 June 2013 
@: TBA 
Organised by: Ludvik + Partners 
About: Event on the 21st-century business 
model of crowd-sourcing and crowd-funding 
Details: www.crowdsourcingweek.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 
 
Wimbledon: The Championships  
24 June to 7 July 2013 
@: The Grounds; south-west London 
Organised by: All-England Lawn Tennis Club 
About: The UK leg of the four Grand Slams; 
he only one still played on grass. 
Details: www.wimbledon.com/en_GB/index.html 

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 

Cologne: GDC Europe 
19-21 August 2013 
@: Congress-Centrum Ost Koelnmesse 
Organised by: UMB Technology 
About: A leading networking event and con-
ference for games developers in Europe 
Details: www.gdceurope.com 
 
London: Music 4.5 – Smart Radio 2 
24 September 2013 
@: Lewis Silkin, Chancery Lane, EC4 
Organised by: 2Pears 
About: How the collection of data is adding 
new value to music radio online 
Details: www.music4point5.com 
 
Cannes: MIPCOM 2013 
7-10 October 2013 
@: Palais des Festivals 
Organised by: Reed MIDEM 
About: International forum for creators and 
vendors of multi-platform entertainment 
Details: www.mipcom.com 
 
Frankfurt: Book Fair 
9-13 October 2013 
@: Messegelande 
Organised by: Frankfurter Buchmesse 
About: Biggest trade fair on international 
book publishing, rights sale and licensing 
Details:  www.book-fair.com 
 
Amsterdam: Amsterdam Dance Event 
16-20 October 2013 
@: Various venues in the city 
Organised by: ADE Foundation/BUMA  
About: The 18th edition of the quintessential 
dance-music festival and conference 
Details: www.amsterdam-dance-event.nl 
 
London: Frieze London 
17-20 October 2013 
@: Pop-up venue in Regent’s Park 
Organised by: Frieze 
About: 170 contemporary-art galleries 
worldwide exhibit and sell latest works 
Details: http://friezelondon.com 
 
London: Music 4.5 – The Rise of Video, 
Video Fuelling the Music Business Model 
26 November 2013 
@: Lewis Silkin, Chancery Lane, EC4 
Organised by: 2Pears 
About: Using videos to retain live-music 
fans’ loyalty and drive ticket sales 
Details: www.music4point5.com 
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BILLION  
DOLLAR 
BLAST 

 
Investor Spotlight  

Maurice Samuel 
 

PRS for   
Music 

 In each issue of MTF, an investor, entrepreneur or economist specialising in the  
media, entertainment and the cultural arts and related technologies, is invited to go on 
a Creative Spending Spree. In this fantasy column, they have access to a fictional US$1 
billion to spend on ten categories of the arts and entertainment business, explaining 
why they believe the works’ creativity and genius deserve attention. 

________ 
 

In the business of generating and protecting income for creators in entertainment, 
Maurice Samuel is a rare breed. As the new chief economist at the UK’s PRS for 
Music, he is one of a very few in the world to have been hired in-house, full-time by a 
collecting society, the national music-licensing and royalties-collecting organisation.  
And there are more than 230 copyright societies in 121 countries belonging to CISAC, 
the umbrella organisation. 
  PRS for Music has to do more than just collect royalties for its 95,000 members of 
songwriters, composers and music publishers in a digitally savvy country like the UK. In 
2011, it distributed more than £557m in revenues to its members. It administers their 
rights, provides licences to end users of their music (from TV commercials to back-
ground music in bars), monitors the use of their copyright, and ensures that copyright 
gets enforced.  
  Furthermore, as Samuel points out, the Internet is creating new challenges in supply-
ing these services. There is pressure to reduce the cost of the rights’ administration, 
pressure to issue licences for new business models, and pressure to protect copyright 
from illegal Internet activity, which has been losing millions in potential revenues for  
copyright owners. 
  “Having an in-house economist is like having someone in the crow’s nest on a ship, 
who is trying to look all around the ship and the outside environment into which the 
ship is sailing,” Samuel says about his role. “I am here to make sense of that environ-
ment and join the dots for other members of the crew, the various PRS for Music  
departments.” He continues: “My role includes identifying opportunities and threats and 
making better use of the information out there for us to make informed decisions, so 
that the bundle of services we provide our members, and the administration of their 
rights are implemented more effectively. That way, we can license more uses of music 
in new ways to bring in more money.” 
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 One key challenge! The digital-media conglomerates that use their billions to try and 
persuade national and international regulators, such as the European Commission, to 
relax copyright legislation. Their argument is that restrictive laws slow down the  
development of new businesses. The collecting societies’ response is to gather evidence-
based counter arguments to fight the rights owners’ cause.  
  For that reason, “it is increasingly important to have economists with skills to  
assimilate and make sense of the information out there,” Samuel declares. 
  As he prepares to immerse himself deeper into his new responsibilities, Samuel takes 
some downtime to tell MTF about the creative works he enjoys in his spare time and his  
leisure indulgences, if money were no object.  

___________ 
 

Movies 
“Zelary, the 2003 Czech movie, the poignant drama about people terrorised in Nazi-
occupied Europe during World War II; and Departures, the 2008 Japanese film (which 
won the 2009 Best Foreign Language Film at the Oscars); the theme is death but what 
it teaches about human beings is enlightening.” 
 
Music 
“I love all types of international music. But one of the best sources of music discovery 
for me is the Womad (the World of Music, Art and Dance) festival co-founded by Peter 
Gabriel in 1980; I am also a fan of the music by Habib Koité, the Senegal singer-
songwriter/guitarist.” 
 
Live Entertainment 
“After the carnivals in Brazil and Trinidad, the Carnaval de Santa Cruz de Telerife is 
probably the best in the world. I have been attending every year for about five years. 
For more than a week, tens of thousands of people fill the streets wearing creatively  
designed masks and costumes, playing all kinds of music. Another brilliant celebration is 
the Nine Mornings Festival in (the Caribbean island of) St Vincent. During the nine 
mornings before Christmas, all the islanders, from babies to the elderly, head to  
Kingstown at 4 o’clock in the morning to dance, sing, and take part in competitions. 
Then after about three hours of revelry, people go home and get ready for work.” 
 
Television Show 
“Anything factual appeals to me. I am currently watching Brain Doctors, the series fol-
lowing neurosurgeons, on BBC Two. And the rich variety the iPlayer, the BBC catch-up 
TV service, has to offer. It’s amazing how it enables us to time-shift our lives.” 
 
Sport Event 
“I have attended The Grand National (arguably the most popular national horse race 
among the general British population) for many years. I have also been to other race 
meetings in this country, in New York, and in Paris. But the Grand National is my  
favourite. The crowds are fun, the jokes are good natured, and, as for the betting, I 
never leave with more money than I came with.”  
 

Video Game 
“I have never played, and never even tried to play.” 
 
Advertising/Marketing Campaign 
“The Compare the Meerkat TV campaign for the UK price-comparison website  
comparethemarket.com: I love the meerkat characters, their voices and the way they 
have been made to be almost human.”  
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Work of (fine) Art 
“I have always collected hand-crafted objects made from natural wood, stone, animal 
bone during travels to Central and South America and the Caribbean, especially Cuba. 
These are unique, complete one-offs that will never be mass-produced. Even before 
buying them, I love watching the craftsmen polishing and perfecting their works.” 

Books 
“After reading one novel by Samuel Selvon, the author from Trinidad, I just had to 
read the others. He wrote about the people who came to Britain from the Caribbean. He 
captured that first generation of Caribbean immigrants. They were the people who used 
to visit my parents at home when I was young and I can still relate to that. The writings 
of Edgar Mittelholzer, who is from Guyana, accurately describe life in that country. 
And I don’t want to forget A Thousand Nights and One Night (the mythical tales also 
known as the Arabian Nights). 
 
Luxury Item 
“I am not really into spending money on myself, but I have spent money travelling. 
Travelling to the Galapagos Islands can be rather expensive, and I have been twice. But 
it has been worth every penny.” 
 
ABOUT MAURICE SAMUEL: London-based Maurice Samuel is the recently appointed 
chief economist of UK collecting society PRS for Music. Samuel was educated at the 
School of Oriental and African Studies (SOAS), London University, where he received a 
First Class Honours degree in Economics with Geography, and at King’s College, Cam-
bridge University, where he took a Master of Philosophy in Economics. Samuel has 
worked for a wide range of public and private sector organisations, including the UK 
government’s HM Treasury, the Office of Fair Trading, the London Stock Exchange and, 
most recently, British Telecom, where his analysis of customer churn proved pivotal in 
helping BT to secure deregulation in its residential retail markets. MTF 
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