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$8bn investment in Orient’s Hollywood  

  Emerging countries’ investments in filmmaking have been boosted by recent developments 
worth billions in China, Russia and Brazil. The RMB50bn (US$8.1bn) Oriental Movie Metropolis, a 
production hub being planned for a 2016 launch in China, is expected to capitalise on the country’s 
predicted status as the biggest movie market by revenues by 2023. Tycoon Wang Jialing, whose  
Dalian Wanda Group Corporation bought the US’ second biggest cinema chain AMC Entertainment 
this summer, is building a new 376-hectare complex with 20 production studios in the city of Qing-
dao. It is being dubbed the “Hollywood of the Orient”. It plans to commission more than 100 movies 
annually, including 30 foreign productions. The Russian government’s Cinema Fund is for the first 
time including refundable subsidies as part of the US$172m annual grants awarded to leading local 
filmmakers. For a share of the fund, the applicants had to pitch their concepts in August. Of the  
successful 26 film ideas submitted by top production houses, 13 received US$97m in non-refundable 
finance. The remainder are partly or totally refundable, or will have to return funds from future profits. 
Meanwhile, the Brazilian telecommunications agency ANATEL is demanding online-streaming movie 
services such Netflix to pay taxes on revenues generated from shows distributed via their digital  
platforms, the way their cable-and-satellite pay-TV counterparts do.  

Warner Bros lures Harry  
Potter author for more magic  

  Hollywood studio Warner Bros Entertain-
ment (WBE) has hired UK billion-dollar Harry 
Potter author JK Rowling to script a series of 
wizards and witches-themed movies. Although 
not featuring the original main Harry Potter 
characters, the new movies will be based on a 
spin-off called Fantastic Beasts and Where to 
Find Them that Rowling wrote, and will have 
similar topics. WBE hopes they will emulate 
the success of the Harry Potter movies, which 
generated about US$8bn in global box-office 
ticket sales.  

Actress Alice Braga behind 1st 
Brazilian transmedia feature 

  Los Braga, the multi-media production  
company of Brazilian movie star Alice Braga, 
is co-producing Brazil’s first feature film  
supported by online transmedia content. 
Called Latitudes, the venture started with a 
series of short webisodes on YouTube in  
August. It was accompanied by an eight-part, 
22-minute docu-fiction TV series on cable  
network TNT Brazil. The date for the theatrical
-movie version is unknown. The productions, 
by Los Braga and co-producer House Ent, are 
supported by brands like Heineken, Procter & 
Gamble and Fiat.  

  Three major film funds with a combined  
value of US$1bn-plus have launched in China. 
China-based CMM Intelligence reports that 
Dalian Wanda Group, the international  
conglomerate, has set up a US$400m fund for 
domestic and international co-productions  
following deals with Sony Pictures and Walt 
Disney Company. Investment firm Hony  
Capital (Beijing) and Shanghai Media Group 
have created a US$490m film-and-TV fund. 
While wealth-management group Noah and 
Bona Film Group co-own a US$162m fund.  

  Eisei Gekijo, the cable-TV channel owned 
by Japanese studio Shochiku Company, is  
investing in a series of movies by Japan’s  
acclaimed directors. One is by Shuichi Okita, 
who is making a road movie with a twist called 
Going To See the Waterfall. And, in his first 
feature in five years, the award-winning  
Ryosuke Hashiguchi’s project has the working 
title The Lovers. As part of Eisei Gekijo’s  
initiative, both films will use unknown actors 
and are scheduled for a 2014 release.  

Dalian Wanda $400m chest 
among 3 new Chinese funds 

Japanese cable network backs 
new independent films 

FILM    



New GDEF fund seeks global content IP 
  Luxembourg-based GD Entertainment Fund (GDEF), a new champion of the international creative
-TV industry, opened for business in September. The first TV-production firm to benefit from the 
closed boutique-investment operation is Spanish company Imira Entertainment. The GDEF is co-
financing four original Imira productions starting with the second season of Lucky Fred, a 104-part, 
12-minute kids’ animation series co-produced with Spanish regional public broadcaster Televisio de 
Catalunya, Italy’s RAI Fiction, Irish animation house Telegael and Jamaica-based GSW Animation. It 
hopes to repeat the success of Lucky Fred’s first season, which is available to TV viewers in 165  
territories. The series is accompanied by a geo-localised app that enables the young audience to 
interact with the show. Production has started for Lucky Fred and Bat Pat, a 52-part, 11-minute  
animation co-produced with Italy’s Atlantyca, Malaysian’s Inspidea Animation Studios, among others. 
The fund, managed by GD Entertainment Fund Management and parent company GD Investment 
Fund, also plans to boost the budget for Imira’s two other projects: Escape Hockey, which allows 
young viewers to interact with the content via video games; and the teen-oriented 3D computer-
generated imagery animation Mondo Yan. GDEF’s joint CEO/managing partners Jesus Adrian and 
Julio Fraile emphasize they are offering medium to long-term investments for original multi-platform 
TV and concepts with intellectual properties that can be exploited globally.  

YouTube-centric Maker  
Studios pays $36m for Blip  

  Maker Studios, the ad-funded YouTube 
multi-channel network propped up with a 
US$36m funding led by Time Warner Invest-
ment (MTF Issue12) last December, has 
agreed to acquire New York-based Blip  
Networks. Blip creates and distributes original 
and third-party productions on a wide variety 
of digital platforms, including YouTube, 
iTunes, Google TV, Yahoo! Screen, Xbox Live 
and Roku. Blip’s acquisition is expected to 
complement the 260 million-plus subscribers 
and more than 4 billion monthly video views 
Maker Studios has but only on YouTube.  

Tastemade snaps up $10m for  
its hot online cookery videos 

  Raine Ventures, part of the The Raine 
Group media-and-tech investment bank 
backed by Hollywood and Silicon Valley stars, 
has led a US$10m Series B round of funding 
in Tastemade, a YouTube food-themed multi-
channel network. The cash, which includes 
extra funds from the Series A investor 
Redpoint Ventures, comes a year after Los 
Angeles-based Tastemade’s launch. *London/
Los Angeles production group Content Media 
has bought 50% of Aito Media, the Finnish 
factual-content producer. 

  Canadian independent content production, 
and rights-licensing firm DHX Media is paying 
£17.4m in cash for Ragdoll Worldwide,  
producer of the hit kids brand Teletubbies. The 
seller is BBC Worldwide, the commercial arm 
of the UK public broadcaster; *France-
headquartered TV-entertainment producer 
Banijay is expanding into drama production 
after buying Spain-based DLO Producciones; 
*US-based TV-and-film streaming giant Netflix 
is in talks with The Weinstein Company and 
Electus to invest in a nine-part series about 
legendary 13th-century explorer Marco Polo.  

  US documentary TV network Discovery 
Channel and its sister company Discovery 
Networks International (DNI) have set up the 
US$500,000 Global Landmark Development 
Fund to invest in next-generation factual  
content. Discovery Channel and its interna-
tional editions want to commission more non-
fiction shows by third-party independent  
producers specialising in a wide range of 
themes, from history, natural history to adven-
ture and science. Interested producers seek-
ing funds should contact Discovery Channel’s 
Andrew Jackson and Julian Bellamy at DNI.  

Shorts: DHX Media/BBC 
Worldwide; Banijay; Netflix... 

Discovery Channel creates new 
$500,000 fund for development 

TELEVISION 



‘Artists make savvy business partners’ 
  The lack of respect for recording artists in the music business threatens to make them more  
vulnerable to illegitimate users of their copyrighted works, declared Crispin Hunt at this year’s annual  
general meeting for UK industry trade body BPI. As co-CEO of Featured Artists Coalition (FAC), 
which campaigns for the protection of artists’ rights, Hunt announced plans to launch an FAC charter 
that highlights artists’ rights later this year during his keynote speech. The organisation’s  
members include chart toppers like Florence and the Machine, Ceelo Green and Lana Del Rey. But 
artists’ status in Britain needs to be improved, said Hunt, who is a successful songwriter/producer. 
He attacked music pirates such as New Zealand-based Kim Dotcom for using the free music on the 
Internet as an excuse to abuse artists’ rights: “The ethers have all of our songs floating around in 
them; songs that we are now being told are valueless by self-proclaimed revolutionary freedom fight-
ers posing as Robin Hood… and, in the case of chubby Che Guevara Kim Dotcom, hell bent on  
furthering his own corpulent interests.” But labels must also treat music acts as the business partners 
they are. Artists are increasingly business savvy, Hunt stated. “True, most are incredibly lucky to be 
given the investment that the industry affords and I don’t know of a single musician who would not 
sell his grandmother into slavery for the chance to sing to 10,000 people a night …. but without their 
creativity, their ideas, there is nothing to sell. There will be no innovation, no evolution of music.”  

European DJs rule in Forbes 
2013 Electronic Cash King list 

  Scottish DJ Calvin Harris, who signed a two
-year contract to play 70-plus shows at Las 
Vegas nightclub/restaurant Hakkasan earlier 
this year, was the highest paid DJ in the year 
to August 2013 when he earned US$46m. The 
second highest was Dutch DJ Tiesto, who  
collected US$32m, followed by France’s David 
Guetta (US$30m). European DJs dominated 
Forbes’ Electronic Cash King ranking as  
Swedish House Mafia claimed fourth place 
(US$25m), while compatriot Avicii came 6th 
(US$20m). The highest ranked North Ameri-
can was Canada’s Deadmau5 with US$21m.  

Steinway pianos play sweet 
music for $512m takeover 

  The competition to own Steinway Musical 
Instruments, which is quoted on the New York 
Stock Exchange, heated up in August when 
investment firm Paulson & Co agreed to buy 
the concert-piano maker for US$512m.  
Steinway’s acceptance killed the previous 
US$438m offer from US private-equity firm 
Kohlberg & Co (MTF Issue16). Paulson’s  
proposal was US$5.00 a share more than 
Kohlberg’s. Steinway will consequently pay 
Kohlberg about US$6.7m in compensation for 
terminating their agreement. The deal closed 
in September following regulatory approvals.  

  Extreme Music, the music-production  
unit at Sony/ATV Music Publishing, has 
formed a joint venture called The Bleeding 
Fingers Custom Music Shop with German 
movie-score composer Hans Zimmer and his 
business partner Steve Kofsky; *Jerry Green-
berg, former president of Warner Music 
Group’s Atlantic Records, has launched a new 
dance-music label Pacific Electronic Music 
with Ibiza-based duo DJs Aristofreeks;  
Warner Music Group says it is “actively” 
seeking more acquisitions after completing its 
takeover of Parlophone Label Group recently.  

  US hip-hop/rap label Cash Money Records 
has formed a multi-million dollar joint venture 
with Chase Records, an imprint of Republic 
Records, to release the debut album of teen 
singer Austin Mahone. Cash and Republic are 
part of Universal Music Group. *Magna 
Group, the New York-based entertainment 
investment firm, has set up a music division 
that is already working with Israeli singer, 
model and Hollywood actress Sarai Givaty. 
Magna is investing in Givaty’s second studio 
EP, the supporting music videos plus the  
distribution and marketing.  

Shorts: Hans Zimmer; new-
label launch; Warner Music…   

Cash Money Records in multi-
million deal for emerging acts 

MUSIC 



Grand Theft Auto V breaks all records 

  Grand Theft Auto V (GTA V), described as the last major game in terms of sales to be released 
before next-generation consoles hit retail shelves, has turned into a more valuable brand than the 
most recent record-breaker Call of Duty: Black Ops II. Developed by New York-based developer/
publisher Rockstar Games (a subsidiary of Nasdaq-quoted Take-Two Interactive Software), GTA V is 
the latest in the ultra-violent but popular Grand Theft Auto series. It generated US$1bn in sales  
internationally in only three days and US$800m in 24 hours. This makes GTA V the fastest selling 
entertainment release of all time, surpassing Activision Publishing’s (MTF Issue16) Black Ops II, 
which snared US$500m in 24 hours, US$800m in the first eight days but took 15 days to hit the 
US$1bn mark. Blockbuster Hollywood movies Avatar and The Avengers took 19 days to gross 
US$19bn. Take Two’s CEO Strauss Zelnick, former president/CEO of major record-label BMG Enter-
tainment and ex-president of Hollywood studio 20th Century Fox, is using past experiences to  
develop the GTA. For the first time, the GTA soundtrack is featuring original compositions by veteran 
German electronic act Tangerine Dream and US rapper Oh No, among other composers. Scenes 
featuring radio music used licensed repertoire. The soundtrack, called The Music of Grand Theft  
Auto V, is available in a three-volume compilation album sold via the iTunes online music store.  

RealNetworks bets $15.6m on 
social-gambling brand Slingo 

  RealNetworks, the US digital-technology 
company and owner of Rhapsody streaming-
music service, has nabbed online social-
gambling games developer Slingo for 
US$15.6m. According to online magazine 
GamesBeat, Slingo will be incorporated into 
RealNetworks' GameHouse division. Slingo, 
which has collected US$1bn-plus from players 
since its 1995 launch, will be used to enter the 
US’ US$5.5bn social-games sector and work 
with the US$35bn real-money gambling  
ector. Slingo slot machines are played at  
major US casinos.  

Mega Man creator collects 
$2.5m for  Kickstarter project 

  Keiji Inafune, co-creator of Capcom’s  
biggest games franchise Mega Man, raised 
nearly US$2.5m on crowd-funding website  
Kickstarter in September for a side-scrolling 
game called Mighty No. 9. The original target 
was US$900,000, enough to finance Mighty 
No. 9 for a 2015 launch on Windows PC. But 
with the extra cash, Inafune and his team at 
Comcept will also make the game console-
friendly. US games-talent agency Digital  
Development Management is coordinating the 
publishing, production, marketing and  
commercialisation strategies.  

  French games developer/publisher Ubisoft 
Entertainment has snatched the Spanish  
business of Digital Chocolate, the financially 
troubled mobile-games specialist famous for 
past hits like Tornado Mania and Tower Bloxx, 
for an undisclosed sum. Ubisoft now owns the 
rights to games like MMA Pro Fighter and  
Army Attack, plus the technology created at 
Digital Chocolate’s Barcelona office. The fate 
of Digital Chocolate, which TechCrunch says 
has used at least US$55m of investors’ cash, 
remains unclear, especially after shutting its 
Helsinki office recently.  

  MogoTXT, the sports social-games develop-
er, whizzed past its US$75,000 target to raise 
funds for Gridiron Thunder via the crowd-
fundraising website Kickstarter. Described as 
arcade-style American football-themed,  
Gridiron Thunder had attracted more than 110 
backers pledging US$78,000-plus by 25  
August, 14 days ahead of the deadline. 
MogoTXT says the game, playable on Google 
Android handsets, Apple iOS devices and 
Ouya mini consoles, will be immersive. It is 
expected to be available this autumn.  

Beleaguered Digital Chocolate 
sells Spanish office to Ubisoft 

MogoTXT’s Gridiron Thunder 
gains $78,000 via Kickstarter 
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Live-entertainment giants vie for cash 
  Live music is proving to be big business following decisions by major US entertainment-promotion 
groups The Madison Square Garden (MSG) Company and SFX Entertainment. In September, the 
Nasdaq-quoted MSG Company announced a new multi-million dollar joint venture with US talent-
management legend Irving Azoff. Called Azoff MSG Entertainment, the new company will be backed 
by MSG’s US$125m investment for a 50% stake. MSG will also add a US$50m credit facility to run 
the operation. Azoff MSG Entertainment will create shows and manage talent for today’s increasingly 
digitally oriented business. It will have four divisions: Irving Azoff’s company Azoff Music Manage-
ment (managing music stars like Christina Aguilera, Van Halen and The Eagles); a TV production 
unit to televise live events; a 90% stake in a music-publishing venture to exploit global music rights; 
and 50% of New York-based digital-media and marketing agency Digital Brands Architects. Azoff will 
be the new company’s chairman/CEO and an MSG advisor. The MSG-Azoff news comes as US live-
entertainment mogul Robert Sillerman prepares to raise US$200m on Nasdaq for his global  
electronic-dance music (EDM) promoter SFX Entertainment. This gives SFX a US$1.1bn valuation. 
The cash will go towards the US$1bn acquisitions needed to make SFX a market leader in the  
estimated US$4.5bn global EDM business. Forbes magazine says SFX has already spent about 
US$500m on buying EDM events that lured 2.8 million fans last year.  

Iconic LA venue The Forum  
to get $76.5m facelift 

  Madison Square Garden Company, the 
NASDAQ-listed US entertainment company, is 
to spend US$76.5m upgrading the Los  
Angeles-based arena The Forum, which it  
acquired for US$23.5m last year. The  
revamped venue, which will have a capacity of 
between 8,000 and 17,500, will re-open next 
January with shows by iconic rock band The 
Eagles. In its heyday, The Forum hosted 
shows by legends like Elvis Presley, The  
Rolling Stones and Bruce Springsteen. It will 
compete against Los Angeles’ leading  
entertainment venue Staples Center.  

Merlin Entertainments enters 
Turkey acquiring an aquarium  

  Merlin Entertainments, the world’s second 
biggest visitor-attractions operator after The 
Walt Disney Company, has bought Turkuazoo, 
the Istanbul-based aquarium for an  
undisclosed sum. The seller is Dutch marine-
entertainment group Global Aquariums. The 
private equity-backed Merlin, valued at £2bn-
plus, will upgrade Turkuazoo to become one 
of its “Midway Operating” attractions. It will join 
Merlin’s global aquarium brand Sea Life, 
which already receives 14 million visitors  
annually. Turkuazoo will also be the  
company’s first operation in Turkey.  

  Simon Hammerstein, owner of risqué  
theatre/nightclub The Box and grandson of 
legendary musicals songwriter/producer Oscar 
Hammerstein II, is expanding his fiefdom in 
November with the launch of Diamond Horse-
shoe, an even larger event brand. Described 
as a “genre-blending nighclub/restaurant/
opera house”, it will be located near New York 
City’s Times Square. The Box, currently in 
New York and London, is to open in Paris. 
*US pop star Britney Spears has a US$15m 
two-year deal to perform 48 shows at Las  
Vegas-based Planet Hollywood.  

  Europa-Park, Germany’s biggest theme 
park, has joined forces with French movie  
director Luc Besson to open Arthur – In the 
Minimoys Kingdom, its “largest indoor  
attraction”, in the summer of 2014. Based on 
Arthur and the Invisibles, a trilogy of  
animation/live action movies Besson produced 
and directed, the enchanted forest-themed 
attraction is said to be Europa-Park’s most 
complicated. It is set under a 15-metre high 
dome and features a dark ride, a free-fall  
tower, a slide, plus eating and shopping areas. 

Controversial Hammerstein 
unveils burlesque opera house 

Theme park and film director 
unveil new invisible attraction 
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Real Madrid takes, gives costly players 
  European soccer reached fever pitch this summer when Gareth Bale, the Welsh winger for Lon-
don’s Tottenham Hotspur (Spurs), transferred to Spain’s Real Madrid, currently the world’s richest 
soccer club. Before the transfer, the bid for the popular award-winning player grew so intense, he 
was being hailed as the world’s most expensive player. Media speculation indicates Real Madrid paid 
€91m-€100m. If the latter, Bale becomes the highest-paid footballer and breaks the €94m record Re-
al Madrid paid for Portuguese Cristiano Ronaldo, its other star player, in 2009. Qualifying for Europe-
an competitions, especially the UEFA Champions League, can make the difference to soccer teams’ 
fate. It boosts their share of the billions the media pay for broadcast and digital rights. Consequently, 
clubs have been offering significant sums for the best goal-scorers available. Bale’s expensive move 
was followed shortly by news that Real Madrid midfielder Mesut Ozil, the German player, had been 
acquired for €50m by Spurs’ London rival Arsenal Football Club (a record for Arsenal). Meanwhile, in 
the boxing ring, US welterweight champion Floyd Mayweather Jr picked up a ground-breaking 
US$41.5m for winning his WBC and WBA welterweight bout against Saul Alvarez on 14 September 
at Las Vegas’ MGM Grand Garden Arena. And Forbes ranked Spain’s Fernando Alonso 2013’s high-
est-paid Formula 1 Grand Prix driver with US$30m annually.  

Bollywood star seeks Kolkata 
franchise at new soccer league 

  Shah Rukh Khan, one of Bollywood’s global 
stars, is reportedly entering the soccer busi-
ness. He is bidding for the Kolkata franchise in 
a new league called IMG-Reliance, which is 
being planned by the US sports-and-
entertainment agency IMG and Indian  
conglomerate Reliance. IMG-Reliance has 
formed a 15-year deal with the All India  
Football Federation to revamp Indian soccer 
events. The new league’s first season starts 
next year. Khan is already an investor in the 
Kolkata Knight Riders, the Premier League 
cricket team.  

Victorious Tokyo snatches bid  
to host 2020 Olympics 

  Tokyo has won the bid to host the 2020 
Summer Olympic Games. The Japanese  
capital beat Istanbul and Madrid for the  
accolade following votes by the International 
Olympic Committee (IOC) in Buenos Aires. 
Tokyo was the overwhelming favourite in the 
last round of voting, clinching 60 votes versus 
36 against. Tokyo’s biggest fear was whether 
the IOC had serious reservations about the 
fallout of the 2011 Fukushima Daiichi nuclear 
disaster.  Prime Minister Shinzo Abe assured 
the IOC it would have no impact. 

  Saudi Arabia’s Prince Abdullah bin Mosaad 
bin Abdulaziz Al Saud has acquired 50% of 
Sheffield United, the UK’s Premier League 
One soccer club, for an unknown sum; 
*Hollywood actor Gerard Butler bought 
shares in Jamaica Tallawahs, the Caribbean 
Premier League cricket franchise; *US  
basketball hero Shaquille O’Neal is now a 
shareholder in Sacramento Kings, a National 
Basketball Association team; *Wimbledon 
tennis champion Andy Murray has set up 
management firm 77 in a joint venture with 
showbiz impresario Simon Fuller.  

  Canadian Hollywood actress and pin-up 
Pamela Anderson, famous for her starring role 
in the beach action TV drama Baywatch, is the 
co-owner of a new motor-racing team called 
Race Alliance. The drivers are ex-Formula 1 
Grand Prix’ Vitantonio Liuzzi and Mathias  
Lauda, son of F1 legend Niki Lauda. It is  
taking part halfway through this year’s FIA GT 
Series. In 2014, Race Alliance will be in the 
full FIA GT and other motor-racing events, 
including the US’ NASCAR.  

Shorts: Sheffield United; 
Gerard Butler; Shaquille…  

Baywatch’s Pamela Anderson 
shifts gear to be car-racing boss 
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Tech tops most valuable brands chart 
    The global media-and-entertainment brands performed poorly in Interbrand’s 2013 Best Global 
Brands ranking, which was topped by technology darling and iPad maker Apple Inc with a value of 
US$98.3bn. In the annual listing’s 13-year history, a technology brand has been ranked No.1 for the 
first time. The list had been ruled by beverage giant Coca-Cola Company since the study launched in 
2000. The best-performing media-and-entertainment brand in Interbrand’s chart is The Walt Disney 
Company. But it had dropped from 12th place last year to No.13 in 2013 with a valuation of 
US$28.1bn. Disney is also the only traditional entertainment conglomerate in the Top 40. Other 
brands from the creative industries include Louis Vuitton, the most valuable fashion/luxury brand on 
the list with a value of US$28.9bn and ranked No. 18. It was followed by Swedish fashion-retail giant 
H&M at No.21 (US$18.2bn), Spain’s Zara at No.36 (US$10.8bn), Italy-originated Gucci at No.38 
(US$10.2bn) and French cosmetics giant L’Oreal at No.39 (US$9.9bn). Technology brands dominat-
ed the Top 10. After chart topper Apple, Google rose from No.4 last year to this year’s No.2 and  
valued at US$93.3bn. Tech veteran IBM is at No.4 with a US$78.8bn valuation. The other Top 10 
tech brands are Microsoft (at No.5); Samsung (at No.8); and Intel (at No.9). Apart from Intel, the  
value of every brand in the Top 10 rose from 2012. At No. 52, the Facebook brand jumped the fast-
est in chart. Interbrand’s valuations are based on financial performances, the brand’s impact on  
consumers’ lives, and its influence on the company’s earnings. 

Pinterest takes a second stab 
at monetisation mission 

  Pinterest, the photo-sharing and online 
scrapbook website, is making a second  
attempt at monetising brands on its platform. It 
is inviting advertisers to buy ‘pins’ that blend in 
with the registered users’ own collection of 
images. CEO Ben Silbermann has promised 
Pinterest’s 46 million users the “promoted 
pins” will be transparent. The company  
attempted to use affiliate-marketing to sell ads 
last year, but it backfired after users protested 
about lack of transparency. Pinterest raised 
US$200m in a new round of funding in  
February, giving it a valuation of US$2.5bn.  

The force is with Starbucks as 
George Lucas invests $10m 

  The Starbucks brand received a boost in 
August when GWL Living Trust, the invest-
ment entity owned by retired movie mogul and 
Star Wars creator George Lucas, invested 
US$10m in the uber coffee company. The  
investment was filed with the US’ Securities 
and Exchange Commission by Mellody Hob-
son, president of US-based Ariel Investments, 
a Starbucks board member, and Lucas’ wife. 
Seattle-based Nasdaq-quoted Starbucks, with 
a US$43.2bn market-capitalisation value, also 
saw chairman Howard Schultz raise US$31m 
from share sales in August.  

  Maria Sharapova, the World No.3 tennis 
ace, caused a stir before pulling out of the US 
Open tournament, when she proposed chang-
ing her surname legally to Sugarpova. The 
stunt was a move to promote the brand of  
confectionery she owns with the same name. 
She would have changed her name back after 
the event ended, but a chronic shoulder injury 
forced the Russian player to withdraw from the 
competition. Sharapova has sold nearly 2  
million units of the Sugarpova candy. 

  Publicis Groupe, the French advertising-
agency giant, has added London-based Poke 
to its portfolio of digital-marketing agencies 
that includes the network DigitalLBi and  
Razorfish (MTF Issue13). Reports state  
Publicis paid an estimated US$20m to Poke’s 
owners, including ad agency Mother and the 
four founders. Poke, a mobile, social-media 
and e-commerce marketing specialist, will  
be part of Publicis’ UK operations. Poke’s New 
York office will relaunch as Makeable, an inde-
pendent digital-innovation agency. Publicis is 
merging with US rival Omnicom Group.  

Maria Sharapova tried new 
name Sugarpova for her candy  

Agency Poke joins Publicis’ 
digital line-up in $20m deal 
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Hadid frontrunner for Iraqi museum 
   Starchitect Zaha Hadid is reported to be the frontrunner to design a new US$1bn Iraqi museum. It 
will house the national treasures saved from the looting triggered by the US-led 2003multinational 
invasion that ousted the late dictator president Sadaam Hussein. The Iraqi-born British Hadid is said 
to have been approached by the country’s Ministry of Tourism and Antiquities to draw the plans for 
the west Baghdad-based new museum. It will be on the site of the former Al-Muthana Airport. It will 
house the remaining collections of priceless artefacts and antiquities currently stored at the Iraq  
Museum. The latter, which had been closed until February because of the lootings, will then be used 
for educational and research purposes. UK-based Museums Journal reports that the new museum 
will also be supported with nearby facilities for hotels, a library and retail outlets. The completion date 
has not been disclosed. But next year is expected to see the opening of a library-museum being  
developed by the British Museum and Iraq’s State Board for Antiquities and Heritage. Located in 
Basra, it will be set next to an artificial lake. *Meanwhile, Hadid’s work on the new Serpentine Sack-
ler Gallery in London was unveiled in September. Designed to complement London’s popular Ser-
pentine Gallery for contemporary arts, it is Hadid’s first ever permanent public building.  

Coop Himmelb(l)au wins cool 
Deep Pit Ice resort contract 

  Coop Himmelb(l)au, the Austrian architect 
practice, has snared the commission to  
convert a disused cement-mining quarry in 
China into the Deep Pit Ice and Snow World, a 
large-scale leisure resort and waterpark. The 
ambitious 120,000 sq m attraction, based near 
Changsha (Hunan province’s capital city), will 
be built across the quarry pit and a nearby 
lake. It will feature a 60-metre waterfall that 
plunges into the quarry from a swimming pool, 
a five-star hotel, an indoor ski slope, a  
restaurant and shopping area.  

Sou Fujimoto to inject new life 
into Miami Design District 

  Sou Fujimoto, the acclaimed Japanese  
architect who designed this year’s temporary 
art pavilion for London’s prestigious  
Serpentine Gallery, is to create a “mixed-use” 
17,000 sq ft retail building in Florida’s Miami 
Design District. It is scheduled for a 2014  
completion. The two-storey building will use 
Fujimoto’s natural environment-inspired light 
structures to produce an area that melds “art, 
commerce and community”. The Miami Design 
District, a high-retail area, belongs to a  
partnership in which luxury-brands  
conglomerate LVMH has interests.  

  Picasso’s last home is on the market for a 
hefty US$220m. Called Mas de Notre-Dame 
du Vie, the three-building, 35-room villa with a 
swimming pool, tennis court and massive  
gardens, is in Mougins, just north of Cannes, 
south of France. It was occupied by Picasso 
during the last 12 years of his life. The current 
owner, an unidentified Belgian art dealer, 
bought it five years ago for about US$16m.  

  Green Roof Consultancy, the UK green-
roof architecture-and-design firm, has unveiled 
London’s biggest vertical garden. On the side 
of Rubens at the Palace, a hotel located in the 
Victoria district, the 35,000 sq m green “living 
wall” features more than 10,000 pollinator 
plants. They attract  birds, bees and butterflies 
to major city centres. The garden is irrigated 
by the collection of rainwater in storage tanks 
on the hotel’s roof. The design aims to  
decrease urban pollution and surface flooding.  

The most expensive Picasso 
could be his old $220m home 

Green Roof grows London’s  
eco-friendliest vertical garden  
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Amazon.com enters graphic-novels race 

  Investment in graphic novels is the new story being told in publishing. Amazon.com, the e-
commerce giant, continues to extend its creative-sectors’ portfolio with the launch of Jet City Comics, 
a graphic-novels and comics imprint. Among Jet Citys’ roster of authors are sci-fi writer Hugh Howey, 
sci-fi and cyberpunk writer Neal Stephenson, and George RR Martin, author of epic fantasy A Song 
of Ice and Fire (which was adapted into HBO’s blockbuster TV series Game of Thrones). The first of 
Jet City comics and graphic novels start coming out this autumn through to early next year.  
Amazon’s venture into graphic-novels territory came shortly before Pegasus Entertainment Holdings, 
the Hong Kong-based film-production company, moved to buy a 40% share of graphic-novels  
publisher Jade Dynasty Group for HK$60m (US$7.74m) in August.  Jade Dynasty’s JD Comics  
subsidiary has published Chinese-language versions of Japanese manga titles like Tokyo D and Full 
Metal Alchemist. Pegasus also has a first-look deal to adapt JD Comics titles into films, reports Film 
Business Asia magazine. And US-based IDW Publishing is about to make history by licensing the 
rights to turn Fear and Loathing in Las Vegas, the novel by late gonzo journalist Hunter S Thompson, 
into a graphic novel.  

Ukraine’s $60.5m war chest to   
rescue embattled publishers 

  Ukraine’s government is to invest 
UAH500m (US$60.5m) in the country’s  
flagging book-publishing business in a four-
year initiative starting 2014. The cash will be 
spent on national media to promote book 
reading, to support bookstores and to market 
local authors and publishers at international 
book fairs. In a market where 90% of the 
books are supplied by Russian publishers, the 
government is also considering imposing a 5% 
levy on imported books and a 50% quota for 
domestic books at bookstores.  

Forbes Top 10 authors see 2013 
combined earnings jump 25%  

  Forbes’10 highest-earning authors in 2013, 
led by the UK’s Fifty Shades of Grey writer EL 
James, collected an estimated US$408m  
combined. That is a 25% increase from 
Forbes’ 2012 Top 10 earners (US$326m). 
Covering earnings between June 2012 and 
June 2013, this year’s list saw EL James 
(published by Random House) amass 
US$95m, followed by James Patterson at  
Little, Brown & Co (US$91m), Hunger Games 
authoress Suzanne Collins (US$55m), plus 
US right-wing news commentator Bill O’Reilly 
(Henry Holt & Co/US$28m).  

  US sci-fi author Steven Charles Gould has 
been commissioned to write four novels based 
on Avatar (the highest grossing film of all time) 
and its planned three sequels by the movies’ 
Oscar-winning Hollywood director/producer 
James Cameron; *US independent publisher 
Two Dollar Radio has launched a small-
budget (US$7,000-US$10,000) movie division; 
*Random House’s Vintage Classics and car 
manufacturer Bentley Motors are issuing a 
limited-edition of Casino Royale, Ian Fleming’s 
first James Bond novel, at £750 each for the 
book’s 60th anniversary. 

  21st Century Fox, the newly created multi-
media, film and TV spinoff of Rupert  
Murdoch’s News Corporation, has snapped up 
5% of magazine-and-digital content publisher 
VICE Media for US$70m. The deal values 
VICE Media, famous for its free provocative 
youth magazine VICE, at US$1.4bn. VICE 
Media, which now includes movie/TV produc-
tion, a music label and YouTube channel, is 
majority owned by its founders. Another 25% 
belongs to a consortium (MTF Issue2) led by 
WPP Group, The Raine Group, and media 
investor Tom Freston. 

Shorts: Avatar the movie; Two 
Dollar Radio; Casino Royale…  

Rupert Murdoch takes a risk 
and snatches 5% of risqué VICE 
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Marc Jacobs might go in LVMH revamp 
  Luxury-goods conglomerate LVMH is overhauling its business at a time when subsidiary Louis 
Vuitton (MTF Issue11) is in danger of losing its position as the world’s most valuable luxury-brand 
owner. According to the 2013 BrandZ Top 100 report by Millward Brown Optimor, Louis Vuitton  
remains the world’s leading luxury brand valued at US$22.7bn. However, that represents a 12% drop 
from 2012. Its competitors Gucci and Prada saw their value soar 48% to US$12.7bn and 63% to 
US$9.45bn respectively. LVMH, whose share value is affected by Louis Vuitton’s performance,  
attributes the wane to the 5%-6% growth of annual revenues after several years of double-digit 
growth. Europe’s luxury-goods ventures have grown at an average rate of 17% this year, reports 
online fashion-business magazine FMAG. Despite helping to boost Louis Vuitton’s fortunes since 
joining the company 16 years ago, creative director Marc Jacobs is reportedly being let go. His  
contract is not expected to be renewed in October. It seems his bosses believe Jacobs’ recent strate-
gies have not kept up with changes, especially in the fast-growing Asian market, relied too much on 
the bags business, while the leather-goods segment needs a drastic revamp. LVMH is also absorb-
ing new blood into the fold. It has snapped up a majority stake in London-based Nicholas Kirkwood, a 
luxury-shoe design firm with own-brand retail outlets in London, New York and Las Vegas. UK  
designer label JW Anderson is now part of the LVMH empire too, having sold a minority stake.  

L’Oreal unveils $843m to buy 
China’s top facial-mask maker 

  French cosmetics giant L’Oreal has agreed 
to buy Guangzhou-based Magic Holding  
International, China’s largest facial-mask  
manufacturer, for HK$6.54bn (US$843m). 
Reuters says L’Oreal is expected to use its 
own cash reserves and a €650m BNP Paris 
credit facility to fund the takeover of the Hong 
Kong Stock Exchange-quoted Magic Holding. 
Should the Chinese Ministry of Commerce 
approve the deal, Magic Holding will go  
private. And L’Oreal would have made  
significant inroads in the country’s US$15bn 
skincare sector.  

Richemont makes $25m bid to 
conquer Indian luxury market 

  Richemont, the Swiss luxury-goods and 
fashion retailer and manufacturer, has been in 
talks with regulators about spending US$25m 
opening a chain of wholly owned single-brand 
stores in India. The owner of the Cartier 
watches, Montblanc pens and watches, and 
the Chloe International fashion brand is seek-
ing clarification on India’s current foreign direct
-investment rules. These indicate that foreign 
retailers might not be able to sell sub-brands 
(products that do not include the Richemont 
name) in single-brand stores.  

  French luxury-brand colossus LVMH will 
not contest the €8m penalty imposed by stock-
exchange regulator AMF for not fully  
disclosing the stake it was building in rival  
Hermes International, which now stands at 
23.1%. The AMF ruled that LVMH has been 
acquiring its Hermes shares by stealth since 
2010, using tactics that enabled it to avoid the 
required disclosures and with an 
“opportunistic” bid to buy. LVMH, which  
recently bid €2bn for 80% of Italy’s Loro Piana, 
still denies the charge.  

  Swedish fashion-retail giant H&M Hennes 
& Mauritz has embarked on an expansion 
spree in rapidly growing developing markets. 
The company is to open a full-concept flagship 
store in 2015 in the South African metropolis 
Johannesburg, its first in sub-Sahara Africa. 
The news comes after the group made its  
Lithuanian entrance in the capital Vilnius,  
followed shortly by its launch in Serbia during 
August. In the developed economy of the US, 
however, H&M has moved into e-commerce 
with its first online store. 

LVMH accepts €8m slap on the 
wrist for alleged Hermes bid 

H&M takes first giant steps  
into South Africa, E Europe 
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Rare Turin shroud photos on auction 
    An auction of rare photographs, including those of the famed Holy Shroud of Turin that is  
supposed to have been Jesus Christ’s burial cloth, is being held in November at Paris auction house 
Ader Nordmann. The shroud photos plus other historical 19th and 20th-century images are part of a 
collection belonging to the Institut Catholique de Paris, a privately owned university that opened in 
1875. It hopes to use the auction’s proceeds, expected to be €750,000-plus, to refurbish the campus 
and its curriculum. The sets of Turin-shroud photographs are valued at up to €30,000 combined, 
while 45 19th-century images of ancient Latin American ruins (by French archaeologist Claude-
Joseph Desire-Charnay) are expected to fetch up to €300,000. In the UK, London’s Science  
Museum has embarked on a series of initiatives using photography for educational purposes. It has 
joined forces with the UK’s National Media Museum in Bradford to launch a £4.5m new gallery called 
Media Space where the museum’s National Photography Collection is used to explore the relation-
ship between photography, science, art and technology. Among Media Space’s first exhibitions are 
works by British Magnum photographer Martin Parr and another acclaimed photographer Tony Ray-
Jones. *Meanwhile, French movie star Isabelle Huppert is curating an exhibition of the works by 
iconic US photographer Robert Mapplethorpe at Salzburg-based Galerie Thaddaeus Ropac to  
celebrate the gallery’s 30th anniversary. 

Foundation to propose $180m 
new home for German art 

  The Prussian Cultural Heritage Foundation, 
the German-state organisation designed to 
protect the country’s cultural legacy, is to  
present a US$180m proposal for building a 
new institution to house 20th-century art. It  
will be in Berlin’s Kulturforum art-museums’  
districts. The presentation, during a board 
meeting in December, addresses a decades-
long problem of finding a home for 20th-
century art, which has no permanent home or 
is locked up in storage. The new museum is 
expected to be near the Neue Nationalgalerie.  

Christie’s clinches its first  
independent auction in China 

  Giant auction house Christie’s has complet-
ed its first independent sale on mainland  
China. The company shifted contemporary art, 
jewellery and wine valued at RMB154m 
(US$25m) from 191 online, phone and on-site 
bidders. Works sold include Hommes Assis, 
the first Picasso sold at auction in China, art 
by Indonesia’s I Nyoman Masriadi and  
Chinese painter Cai Guo-Qiang. Christie’s 
won its licence to operate independently in 
China in March. 

  Kodak Eastman Company, the pioneering 
firm that brought photography to the masses 
from late 19th century, has emerged from the 
US Chapter 11 bankruptcy protection (MTF 
Issue15). It is now a business-to-business 
“imaging specialist” offering services in com-
mercial printing and packaging. Its traditional 
businesses, including the manufacturing and 
sale of document scanners, photography  
paper, 105,000 photo booths, theme-park  
souvenir photographs, and camera film, was 
sold to its employees’ UK-based pension 
scheme and its new division Kodak Alaris.  

  Simon Lee, the UK contemporary-art dealer, 
is opening a new showroom in New York City, 
following the Hong Kong-based gallery 
launched last year. Lee’s clients include  
several in New York, such as photographer 
Sherrie Levine, installation artist Valerie 
Snobeck, and post-conceptual artist  
Christopher Wool. Lee tells the media that the 
new New York outpost will not be a public-
viewing gallery but a hub for New York-based 
clients to store their work before exhibitions 
and for European clients’ meetings. 

Kodak rises out of bankruptcy 
ashes into ‘imaging specialist’ 

London art dealer Simon Lee 
expands into New York 
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Disney litigates against tribute show  
  The Walt Disney Company is legally clamping down on Pennsylvania-based Entertainment Thea-
tre Group, which is trading as American Music Theatre (AMT) for its latest show Broadway: Now & 
Forever. The two-hour 15-minute tribute to theatre musicals has dancers and singers performing 40 
songs from 17 musicals, including Disney classic Mary Poppins plus the contemporary The Lion King 
and Spider Man: Turn off the Dark.  On 24 September, Disney sued AMT at Pennsylvania’s district 
court. It accuses AMT of recreating scenes from its musicals without authorisation, and infringing its 
copyright and trademark. It is seeking a jury trial for a reported US$4.95m in damages including a 
share of the show’s profits. Court papers state Disney filed for a jury trial because AMT failed to heed 
warnings to stop the show. Disney’s co-plaintiffs include UK-based Cameron Mackintosh, Disney 
subsidiary Marvel Characters, licensing agency Music Theatre International, and music publisher 
Wonderland Music Company. Another popular consumer brand involved in a copyright case is the 
song Happy Birthday. US music publisher Warner/Chappell says it owns the song. But two film  
producers have filed separate class-action lawsuits at the California and New York district courts  
insisting the song should be in the public domain by now. The cases were triggered by Warner/
Chappell’s US$1,500 fee for sync rights for the song. Should the plaintiffs win, the music-publishing 
giant is in danger of paying back millions to users of the world’s most popular song. 

US’ SoundExchange sues Sirius 
for $100m in royalties dispute 

  SoundExchange, the digital-copyright  
organisation, has filed a lawsuit demanding up 
to US$100m from Sirius XM Radio, the US 
satellite-delivered radio service, for allegedly 
underpaying the amount of royalties due. The 
number of Sirius XM’s paying subscribers 
grew to 24 million from 17 million from 2007 to 
2012. But the case, filed at a US District Court, 
accuses Sirius XM of paying between 10%-
15% less during that period. It applied royalty 
rates for pre-1972 recordings, which were not 
protected by federal law.  

Anti-piracy body MUSO  
muscles in on Russia’s VK.com  

  MUSO, the anti-piracy organisation located 
in London and Los Angeles, has made inroads 
in Russia’s notorious copyright-infringement 
market by sealing a pact with VK.com. The 
latter, formerly known as VKontakte, is  
Europe’s biggest social-media network after 
Facebook. However, it has been attacked by 
global music-industry body IFPI for creating a 
business valued between US$1.5bn-US$3bn 
by selling advertising around unauthorised 
copyrighted content. With MUSO’s technology, 
rights owners can take down illegal websites 
featured on VK.com with a one-click facility.  

UK independent recording label Ministry of 
Sound is suing music-streaming service  
Spotify,  alleging that fans’ playlists based on 
its compilation albums infringed its copyright; 
*a New York federal judge has ruled record  
labels can sue video-sharing website Vimeo 
for copyright violation; *the German federal 
court has declared Swiss cyberlocker  
RapidShare is obliged to block third-party 
websites linked to copyrighted content on its 
platform; *the Motion Picture Association of 
America won its battle against Panama-based 
cyberlocker Hotfile, which was found guilty for 
the first time in a US court.  

  C3S (Cultural Commons Collection Society) 
has passed the minimum threshold needed for 
raising €200,000 to create an alternative to the 
powerful German royalties-collecting society 
GEMA.C3S is using the Startnext.de crowd-
funding website to raise cash to finance an 
operation designed to offer rights owners a 
more flexible option that challenges GEMA’s 
monopoly. It has already raised €120,485, 
surpassing the minimum €50,000 needed to 
be viable. The media authority of Germany’s 
North Rhine-Westphalia state has pledged to 
match the €200,000 goal, if it is achieved.  

Shorts: Ministry of Sound; 
RapidShare; MPAA/Hotfile…  

New copyright challenger to 
GEMA monopoly in Germany 

COPYRIGHT 
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Creative Forum 
TV Gastronomy 

 
The mouth-watering scrumptious but potentially cut-throat business  

of culinary creativity on international TV  
Part 1: Analysis—How TV cookery shows have gone from tepid to hot 

Part 2: Interview—Food Network explains why TV cuisine is such a sweet business to be in 

millions on TV screens, YouTube and 
mobile handsets are living out their own 
Shakespearean angsts in public. 
  In what seemed like overnight, UK  
gastronomic goddess Nigella Lawson 
filed for divorce after being allegedly 
strangled and having her nose poked by 
Charles Saatchi, her advertising and art 
tycoon husband, in public this summer. 
  No one thought twice about the name 
Paul Hollywood until he fronted the  
masterful reality show The Great British 
Bake Off on UK public broadcaster BBC. 
As soon as the show became an audi-
ence-ratings hit, Mr Hollywood’s marital 
woes were poked, pried and sliced up for 
all to consume in tabloid newspapers. 
  In the September issue of Vanity Fair 
magazine, media commentator James 
Wolcott observed how other celebrity 
chefs and cooks, such as the American 
personalities Paula Deen, Martha  
Stewart and Guy Fieri, have had their 
fingers burnt in the kitchen known as 
real life.  
  Their personal, private and professional 
disasters are hitting the front pages of 
traditional press and the top spots of 
Twitter feeds not just because they are 
celebrity chefs, but also because their 
almost legendary status has led to brand 
endorsements worth millions and  
millions and millions. 
  Mix the ingredients of food, fame and 
affluence and you have a recipe for me-
dia fodder. Yet, blend those same ele-
ments to create dishes that appeal to TV 
viewers, and you have a satisfying me-
dia-and-entertainment business. 
  
Cook, chef and culinary stars 
Jamie Oliver, Rachael Ray, Delia Smith, 
Hugh Fearnley-Whittingstall, Gordon 
Ramsay, Andy Bates, Wolfgang Puck,  

PART 1—Analysis 

If Shakespeare were alive today, he 
would have satiated us with a cauldron 
full of food metaphors, if the ever rising 
number of TV cookery shows, celebrity 
chefs, renowned restaurateurs and  
gastronomic media magnets is anything 
to go by. 
  Take his uproarious pantomime Twelfth 
Night’s “If music be the food of love, 
play on...”; or “It is meat and drink to 
me to see a clown” in the cross-gender 
comedy As You Like It; or the broccoli-
eyed Iago’s prediction of Othello’s down-
fall: “The food that to him now is as  
luscious as locusts shall be to him  
shortly as bitter as coloquintida”. 
  From the 1963 Albert Finney movie 
Tom Jones, through 91/2 Weeks and 
Like Water for Chocolate, to When Sally 
Met Harry, eating scenes in movies have 
been known to make a difference  
between a famous or infamous  
international box-office hit. 
  The English-language’s greatest ever 
playwright and risqué movie directors 
know how food imageries can reel an 
audience in and keep them hooked. 

Cook, chef and culinary gossip 
Well, today’s creators of TV shows are 
reeling in audiences with entertainment 
centred on real recipes, hot kitchens and 
mouth-watering cream cakes. So much 
so, the celebrity cooks being watched by 
millions on TV screens, YouTube and 
mobile handsets are living out their own 
Shakespearean angsts in public. 
Well, today’s creators of TV shows are 
reeling in audiences with entertainment 
centred on real recipes, hot kitchens and 
mouth-watering cream cakes. So much 
so, the celebrity cooks being watched by  
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Adam Richman, Anna Olson and Heston 
Blumenthal in the UK and the US, and 
Japan’s Hiroyuki Sakai, French-born  
Cyril Lignac and Alain Ducasse, Kenyan 
Kiran Jethwa, South African Jenny  
Morris, Indian chef Reza Mahammad, 
and Danish personality Rene Redzepi are 
as famous as movie stars. 
  They are among the growing number 
of personalities fronting up-scale  
cookery shows, including TV formats,  
in-studio contests and street entertain-
ment. These include the high-end  
productions of MasterChef, Come  
Dine with Me, Hell’s Kitchen, Nigella 
Feasts, and Nigellissima, Chopped, Iron 
Chef, Diners, Drive-Ins and Dives,  
Barefoot Contessa, and Tales from the 
Bush Larder. 
  Some travel TV programmes cannot 
avoid the culinary adventures that come 
with overseas expeditions. For a flavour 
of such fare, tune into Spice Trip, The 
Layover, Gourmet Escapes with Massimo 
Capra, Rustic Adventures and the appro-
priately named Feasts.  
 

Hungry investors 
The days when TV cuisine amounted to 
cheap productions that filled daytime 
airtime have faded away. That alone can 
explain why today’s serious investors 
love on-screen food entertainment. 
  Jamie Oliver recently snapped up a 
£6m deal to design the menus for food 
eaten by the fans and executives at the 
England’s Manchester City Football Club. 
Merchant bank Raine, financed by a host 
of Hollywood stars and Silicon Valley hot 
shots, is leading a US$10m round of  
investment in Tastemade, an interna-
tional network of TV-cooking shows on 
YouTube.  
  But Scripps Networks Interactive 
(SNI), the US lifestyle-focused media 
group, and its subsidiary Scripps  
Networks International have proven that 
dedicating more than one TV channel to 
food manufacturing, cooking, prepara-
tion, health, entertainment, dining and 
eating can be healthy enterprise. 
 
Scripps’ recipe for success 
The Tennessee-headquartered SNI is a 
diversified (TV, radio, print media, and 
digital media) group that completely or 

partly owns a host of advertising-funded 
pay-TV channels that includes the Food 
Network-branded channels in the US (it 
owns a 69% stake with another 30% 
belonging to the Tribune Company). 
Food Network is also in Europe and Asia 
(via Scripps Networks International) and 
Canada (where Shaw Media is the  
majority owner and SNI has 29%). 
  In the US, the 20-year-old Food  
Network’s most successful TV shows  
include Chopped, Iron Chef America, 
and Restaurant Impossible. The service 
is in 100 million US homes. 
  Outside the US, Food Network is avail-
able in more than 100 million EMEA and 
Asia-Pacific homes. 
  Other SNI lifestyle channels in the US 
include the homes-and-gardens themed 
HGTV, Travel Channel (65% owned), 
DIY Channel and country-music service 
Great American Country. 
  Outside the US, SNI’s Scripps Networks 
International is still a young business in 
terms of revenue share. Last year, it  
accounted for only 2% of the revenues. 
But it is growing, as illustrated by the 
US$100m-plus paid for the UK-
originated and independently owned 
Travel Channel International (it had 
nothing to do with the US-based Travel 
Channel). Travel Channel International 
is in more than 130 territories via cable, 
satellite and IPTV platforms.  
  Another international lifestyle channel 
is Fine Living, which is in more than 80 
countries. 
  The TV services are supported by 
brand extensions on digital media  
platforms, including websites, broad-
band-distributed video channels, social-
media pages and e-commerce.  
  The food-themed websites 
(www.foodnetwork.com, 
www.cookingchanneltv.com, 
www.food.com) garner 440 million 
monthly page views.  The shows with 
mobile apps include Food Network’s In 
the Kitchen, as well as The Layover, 
which is on the Travel Channel network. 
  In addition, there is a Food Network 
magazine (a 50-50 joint venture with 
Heart Corporation) and, in the form of 
live experiences, the Food Network 
Kitchen eatery at Florida’s Fort Lauder-
dale International Airport. The Food  
Network Kitchen can    Cont...page 21 
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FEATURE:Food Network Menu   

Andy Bates: Scotch Eggs 

Adam Richman: Great American Dish  

Jenny Morris: Saharan Stuffed Peppers 



 

18 

Reza Mahammad: Lamb Rogan Josh 

Andy Bates: Yorkshire Roast Beef 

Andy Bates: Chicken & Ham Christmas Pie 

FEATURE:Food Network Menu   
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Andy Bates: Bedfordshire Clanger 

Anna Olson: Key Lime Cheesecake 

Andy Bates: Milk Choc Tart 

FEATURE:Food Network Menu   
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Anna Olson:  Vanilla Bean Crème Brulee 

Reza Mahammad: Panna Cotta 

Anna Olson: Floral Cupcake Frostings 

Anna Olson: Floral Strawberry Shortcake Trifles 

FEATURE:Food Network Menu   
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can also be found at some US stadiums 
and there are plans to extend the  
concept to other domestic and  
international airports. SNI content is 
sold as TV shows and online  
programmes internationally to third-
party broadcasters or Internet services 
by London-based Passion Distribution.  
 
Scripps’ numbers adding up 
The food-related businesses at SNI, 
which is quoted on the New York Stock 
Exchange, look well-fed. Last year, Food 
Network-branded TV channels, their 
online sister services and the licensed 
products globally accounted for the  
biggest single share (36%) of the  
revenues at SNI. 
  SNI generated US$2.3bn in the 2012 
fiscal year ended 31 December, an 
11.3% jump from the previous year. Net 
income soared almost 48% to 
US$849.7m during the same period. In 
the six months ended 30 June, revenues 
from the Food Network-branded assets 
rose 3.7% to US$432.8m. 
  London-based Nick Thorogood, Scripps 
Networks International’s senior vice 
president, content and marketing for the 
UK and EMEA (Europe, Middle East and 
Africa), says: “There is an international 
market for the TV programmes in areas 
outside our own broadcast territories 
and there is also the ability to make our 
brands more famous sometimes by  
having selected shows broadcast by  
other partners.” Then he adds: “But you 
have to build a big and deep fan base 
because the cost of bringing any of 
these to market is so huge.” 

~~~~~~ 

 
PART 2—Interview  
Scripps’ Thorogood explains why the  
investment is worthwhile and TV cook-
ing, as an international business, rocks. 
 
Hot TV chefs’ qualifications 
“People believe anyone who can cook 
and have a camera pointed at them can 
be a TV chef. No, they can’t. About 10% 
of people should never ever go in front 
of the camera. They don’t work, they 
look wrong, they look uncomfortable 

and they lose the ability to both cook 
and talk about what they are doing. 
  “I think about 3% of people have 
something so magical and exceptional 
that they are a once-in-a-lifetime find. 
We tend to refer to them as the chefs 
you know by just one name, whether it 
is a Nigella, or a Gordon, or a Jamie (in 
the UK). As we know with presenters, 
cameras can just turn the magic on 
some people. So, that’s 3% at the top.”    
  He dismisses the 10% at the bottom 
who are not worth considering at all for 
the job. 
  “There’s about another 17% at the  
top who are just better than average 
and they are the people who tend to 
have one-off series or work with  
someone else in long-form specials.    
  “They have something more; they 
have a passion, knowledge, experience; 
there is something that lifts them up 
above the average.  
  “And that leaves about 70% of people 
who, to be honest with you, I think sit in 
the middle. They know what they are 
doing but they just aren’t able to hold 
the whole half-hour or hour-long show 
on their own. It’s just that extra layer of 
magic that the camera sometimes adds 
to people and sometimes doesn’t.”  
 
What Food Network wants 
“Sometimes, we’re looking for people 
because of their age, or their type of 
cooking; sometimes, we want someone 
who is more of a home chef or a restau-
rant chef, a food writer or a cookery-
book author; or someone who is used to 
being out in the field. 
  “We developed Andy Bates (presenter 
of Andy Bates Street Feasts, and the 
new Andy Bates Brazilian Street Feasts) 
because we were really keen to look at 
what was happening to the street-food 
revolution. Here were people who were-
n’t necessarily able to set up or afford 
running a restaurant on their own, but 
found a way to cook for the masses and 
get out there in the field and demon-
strate their skill and passion.”  
 

The latest trends 
“The food that our chefs cook reflects 
the trend that we’re seeing happening in 
the home, with people’s expectations,  
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diets, passions and interests. 
  “In the UK, for example, we have a 
love for Indian food. If you go abroad to 
the US, on the other hand, it’s an 
emerging food culture. If you go to 
South Africa, there is a fusion of Indian 
food because you have the influence of 
the huge Cape Malay population, plus 
the feed-in from the traditional  
Germanic and Dutch food dishes.  
Coupled with the flavours of Africa from 
the local population, you get some really 
different foods. 
  “Food Network was keen to explore 
African food in the UK, because the  
produce is starting to come into our  
supermarkets. People are, therefore, 
prepared to try new and different things. 
  “You couldn’t imagine seeing a sweet 
potato in the UK supermarket even five 
years ago. Now you can go to a small 
supermarket and it will be there. That 
influences the TV chefs we bring on.  
  “Next, we believe there is going to be a 
big trend in South American cooking. 
That will reflect a lot of the global events 
coming up, such as the Brazilian World 
Cup (2014) and Olympics (2016). And 
you’re starting to see that in London 
with restaurants like Ceviche opening, 
and Lima. And if we find the right chefs 
to reflect those stories, that is important 
to us.” 
 
Economy + food = baking2 

“One of the biggest changes that we’ve 
seen in the past four to five years is the 
re-emergence of baking. I believe that 
all of the stuff that enters the popular 
culture is a direct result of the political 
situation that we’re in. If you think 
about where food was about 10 years 
ago in the UK, when we were coming 
out of the New Labour’s boom time for 
the world economy, people were inter-
ested in high-end cuisine, in Heston  
Blumenthal and the Michelin-starred 
foods and all that went with it.  
  “Since going through the (recent) 
banking crisis, one of the things that 
we’re seeing is the excitement and  
enthusiasm for blue-collar food. Baking 
is the real reflection of how we’ve been 
left in this recent financial crisis. We’re 
no longer spending money on fancy 
nouvelle cuisine and big dinners out.  

  “So people want to show their love in 
the home and will do it by re-touching 
and re-routing themselves back to that 
role of baking the artisan. Food is closely 
linked to so many of our emotions as 
human beings; and a natural gift for 
showing love is to make a cake for 
someone on a special occasion. 
  “Baking has shifted from that extraor-
dinary practical activity that tells you 
what you need to do. Instead, it now 
offers all the accessories, the embellish-
ments, and all the added-value fun.  
 “If you went into a supermarket two 
years ago, and you looked at the baking 
shelf, you’d have seen flour, sugar, 
maybe three or four food colourings, 
and the baking counter would probably 
have been a metre wide. If you go in 
now, it will be three metres wide. That 
shelf has become a destination.”  
 
TV cooking as a business 
“In terms of investment, we have to 
know whether we’re catching the wave 
of those trends coming next. Our  
challenge is how to keep riding that 
wave. Like the South American trend, 
that’s worth taking a risk for by getting 
out there and making a series out of it 
because we think people would be  
interested in that.  
 “Viewers also want quality and value 
and we have to find that balance. Quali-
ty has always been there but people 
have not necessarily valued it. 
  “In most developed countries, we used 
to have all kinds of daytime food shows, 
which were seen as a very cheap way to 
fill airtime. But the programming had a 
universal truth: we all need to eat. From 
shows like Ready Steady Cook, which 
was about making several shows for a 
very cost-effective amount of money, to 
Chopped, which is a huge budget all-
time peak entertainment show shot with 
nine cameras over 14 hours. The scale is 
extraordinary, exciting and dynamic.”  
 
Why Scripps is fulfilled 
“What Food Network has done so bril-
liantly, especially in the US, is to under-
stand that here is something that is in-
teresting to a lot of people. And we try 
to replicate those values internationally.    
  “The next goal is to give it those  
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peak-time entertainment values, treat it 
with that level of respect that you  
expect from any kind of large-scale  
programme, and deliver the very best 
quality programme it can be. 
  “We’re never there to tell our viewer 
that they can’t cook; we’re there to try 
to bring a little bit of inspiration that 
they can add to their own cooking.  
  “We also have a responsibility to show 
the best practice in terms of how food is 
prepared. It’s about ensuring our chefs 
don’t put their fingers in the food, lick 
them and then put their fingers back in.  
  “We issue our producers with a set of 
production guidelines, including guide-
lines on food hygiene, what we are pre-
pared to show on screen and what we’re 
not. Health and safety is hugely im-
portant within that.  
  “We try to work with as many talented  

people as we can to see if they might be 
suitable and you normally know quite 
quickly. Take Andy Bates, for example; 
his passion for street food makes him so 
watchable. Yet, we took our time to 
build him and his relationship with the 
viewer. 
  “We did a series of three-minute shorts 
with him, then we did another series of 
three minute shorts with him, and then 
we did another. After we’d done several 
of those, we got him on our channel be-
cause we were ready to start doing long-
form shows with him, and we’ve had 
viewers excited by him ever since. 
  “I think what Food Network brought, in 
the US and internationally, is a proper 
respect for just how to do food program-
ming well Just because it is food pro-
gramming doesn’t mean it has to be 
cheap.”  MTF  
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PROFILE 
Pixar Animation Studios, US/global 

spin-off from Pixar’s Cars).  
  Circle 7 Animation, Disney’s attempt at setting 
up its own CGI (computer-generated imagery) 
animation division to produce sequels for Pixar 
hits, collapsed as a business in 2006, only two 
years after its launch. 
 
Show us Pixar’s money 
An analysis of Disney’s corporate filing at the 
US’ Securities and Exchange Commission 
(SEC) shows that the parent company treats 
Pixar as one of its many recently acquired as-
sets, which include Marvel Entertainment, India-
based UTV Software Communications and  
Lucasfilm, creator of the multi-billion Star Wars 
franchise.  
  In the 10-K annual report or fiscal earnings 
press releases, detailed information of Pixar’s 
contribution is never highlighted. If Disney does 
not want any of its bought subsidiaries to eclipse 
the Disney name as a brand, then it is in danger 
of failing miserably with Pixar.  
 
Why Pixar rules 
At the time of buying Pixar, Disney was also 
battling DreamWorks Animation, the phenome-
nally successful animation studio co-founded in 
1994 by CEO Jeffrey Katzenberg with Steven 
Spielberg and music-industry mogul David  
Geffen. Despite being much younger, Dream-
Works Animation treated its venture as being on 
a par with the legendary veteran Disney and 
proved to be a formidable adversary in cinema 
theatres, on TV screens and DVD discs. 
  DreamWorks Animation has released 27  
movies, including hit franchises like Shrek,  
Madagascar, and Kung Fu Panda, since hitting 
the cinema screens with Antz in 1998. By the 
time Puss in Boots, its 23rd movie, was  
released in 2011, DreamWorks’ total global 
gross box-office revenues had reached 
US$8.9bn, according to The-numbers.com. 
  Yet, Pixar productions’ average box-office  
returns per movie are calculated to be 
US$604.6m compared to DreamWorks Anima-
tion’s US$445m. More than 70% of Pixar  
releases (Monsters, Inc, Finding Nemo, The 
Incredibles, Ratatouille, WALL-E, Up, Toy Story 
3, Cars 2, Brave, and Monsters University)  

As a brand, Hollywood animation powerhouse 
Pixar might be better off without its parent  
company The Walt Disney Company, the 
world’s biggest media-and-entertainment group 
by revenue. 
  Disney snapped up Pixar from the late Steve 
Jobs, founder/CEO of the digital-tech empire 
Apple Inc, for US$7.4bn in May 2006. With the 
acquisition came Pixar’s unique animation skills 
and creative technology that Disney wanted to 
own. More than seven years later, Pixar still 
feels like an autonomous brand and entity that 
could walk away from its owner and still survive. 
  Disney, meanwhile, has benefited from Pixar’s 
box-office magic. According to Box Office Mojo, 
Pixar had delivered US$8.6bn in global gross 
box-office receipts by September this year  
during the release of its most recent fare  
Monsters University.  
  The 14 Pixar movies released since the first 
one, Toy Story, in 1995 were made on a  
combined budget of US$1.95bn, just over 22% 
of the total box-office revenues. All the financial 
and creative benefits Pixar brought went to  
Disney after the acquisition in 2006.  
 
Why Mickey needed Woody 
At the time, however, the House of Mouse’s two 
original movie-and-TV animation subsidiaries 
were flagging. Walt Disney Animation Studios 
(WDAS), which was founded by Walt Disney 
himself in 1923 and is the original home of Mick-
ey Mouse, Donald Duck, Goofy, Snow White 
and the Seven Dwarves, and its direct-to-video 
sister operation Disneytoon Studios were feeling 
the heat of the aggressively competitive rival 
DreamWorks Animation.  
  Since Pixar’s launch in 1995, Box Office Mojo 
estimates WDAS has yielded US$5.4bn in box-
office receipts from 20 animation feature films, 
from Pocahontas to last November’s release 
Wreck-It Ralph.  
  It is difficult to make comparisons with reve-
nues from the mostly direct-to-videos produced 
by Disneytoon Studios. But of the 58 Disneytoon 
Studios titles released since 1995, only nine 
received some kind of theatrical release. They 
include A Goofy Movie (1995); The Tigger Movie 
(2000), Return to Never Land (2002), The Jun-
gle Book 2 (2003) and this year’s Planes (a  



 

25 

FEATURE 
generate between half a billion dollars and 1 
billion dollars each in box-office terms. This has 
made Pixar animation king at the cinema. 
  Already graced with 26 Oscars, five Golden 
Globes and three Grammy Awards, Pixar is not 
slowing down. Pending productions include The 
Good Dinosaur, Finding Dory, plus Inside Out, 
which are coming out between 2014 and 2016.  
Another ‘Untitled’ four films are also in the works 
for release between 2017 and 2018. 
   
Pixar’s history 
Long before the late Steve Jobs ended up  
owning Pixar, the animation studio originated as 
part of the computer section at George Lucas’  
Lucasfilm, the film studio that created the Star 
Wars series and is today also a Disney  
subsidiary.  
  The computer division was launched in 1975 or 
1979, depending on whom you read, and led by 
a New York Institute of Technology (NYIT)  
computer scientist Ed Catmull.  
  Jobs, who had recently resigned from his  
company Apple Inc, arrived on the scene in 
1986 by investing US$10m in what was then a 
spinoff from Lucasfilm’s computer division. That 
spinoff became a new venture called Pixar. The 
first US$5 million was spent operating the  
business, with the other US$5m used for  
licensing the exclusive rights to the animation 
technology needed from Lucasfilm.  
  Pixar started out manufacturing computer-
imagery tech systems to clients that included 
military establishments, medical institutions and 
Walt Disney Studios. With Disney, Pixar  
developed a host of bespoke software systems 
called Computer Animation Production System 
(CAPS). CAPS was designed to digitise the ink-
and-paint processes traditionally used in  
Disney’s animation department.  
  Jobs initially owned 70% of Pixar with the  
remaining 30% belonging to the management. 
But the continuous input of cash (a reported 
US$50m in total) needed to keep the enterprise 
going led to Jobs owning 100%.  
  Pixar continued to struggle financially until it 
started making an impact in the TV-commercials 
sector with work done by its software program-
mers and animation team. The software division 
had also invented a high-end digital visual-
effects technology called PhotoRealistic Render-
Man that was getting industry attention.  
  The animation activities were led by John 
Lasseter, a former Disney employee who had 
been working at Lucasfilm when he followed the 
team that left to launch Pixar. 
   
Movie friction, not fiction 
Client Disney then offered Pixar a US$26m deal  

to produce three animation feature films. The 
first, Toy Story in 1995, was made with a 
US$30m budget and ended up selling 
US$362m in box-office tickets globally. That 
year, Pixar was floated on the US’ Nasdaq stock 
exchange with Steve Jobs as CEO.  
 
Pixar’s independent DNA 
It was not long before Pixar’s streak of inde-
pendence began to emerge. Toy Story 2, the 
sequel, was initially going to be a direct-to-video 
movie and hence not part of the three-picture 
deal signed with Disney. After Disney decided 
the 1999 US$90m budget movie was good 
enough for theatrical distribution, it earned 
US$485m at the box office.  
  It was around this time that tension between 
Pixar and Disney first emerged publicly. Its beef 
with Disney was this. It had conceived and  
produced Toy Story 2 while Disney took on  
marketing and distribution duties. The two com-
panies shared the production costs and profits, 
but Disney was the exclusive copyright owner to 
Toy Story, the sequels (currently two) and the 
brand. And, according to Hollywood tradition, 
Disney collected a separate distribution fee as 
well. As far as Pixar was concerned, all this 
made Toy Story 2 part of the three-picture deal. 
Disney disagreed. 
  An unhappy Pixar demanded a more equitable 
contract. The resulting clash between Jobs, by 
then the 50.1% shareholder of the publicly  
quoted Pixar, and Disney’s then CEO/chairman 
Michael Eisner created friction.  
  After Eisner left in 2005, negotiations  
continued with the new Disney CEO Bob Iger. 
Jobs insisted that Pixar’s movies step out of the  
Disney’s traditional theatrical-release cycle in 
November. Instead, it preferred summer  
releases so that the autumn period be used to 
promote the DVDs for the holiday seasons. 
  Shortly after, possibly to rein in this potentially 
lucrative business partner, Disney offered to buy 
Pixar for more than US$7bn in stocks. Jobs  
became Disney’s biggest individual shareholder 
with a 7.1% stake (bigger than the almost 1% 
held by Roy E Disney, nephew of Disney  
founder Walt Disney). Lasseter, Pixar’s  
executive vice president, became chief creative 
officer of both Pixar and Disney’s WDAS, while 
Ed Catmull was made president of Pixar and 
WDAS. Despite being part of Disney, Pixar has 
continued to operate autonomously with its own 
headquarters in Emeryville, California and  
corporate culture. 
 
Pixar creativity; Disney cash  
In a recent Fast Company magazine article, 
John Lasseter recalled a conversation he had  
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with the founder of Apple Inc: “Steve Jobs was 
kind of waxing poetically about things and he 
said, ‘You know, at Apple when we make a 
computer, what’s the lifespan of it? Maybe three 
years. In five years, it’s a doorstop. Technology 
moves so fast. If you do your job right with Toy 
Story, this thing could last forever.’” 
  Since Jobs’ death in 2011, the Pixar brand has 
grown stronger, with no hint that it cannot thrive 
without Disney.  
  On the other hand, Pixar cannot deny Disney’s 
financial might. In addition to Steve Jobs’ invest-
ment during its early years, the financially 
strapped Pixar benefited from the glory that 
came with having Disney as a client of its  
computer-graphics technology and, later, as its 
parent company. 
 
The price to pay 
Pixar’ achievements in producing the most  
lucrative on-screen family entertainment come 
at a price. Its popularity among consumers has 
already made the Pixar brand tabloid-
newspaper fodder with media eyes focused on 
missteps or vulnerability.  
  Here are a couple. Brenda Chapman was  
unexpectedly removed as director of the Scot-
tish-themed fantasy animation Brave, even 
though she came up with the concept, gave  
Pixar its first traditional-fairy story and first  
female director. The reason given for taking her 
off the movie was “creative differences”.  
  But she and Mark Andrews, her replacement, 
won an Oscar for the Best Animated Feature 
Film of the Year. This, therefore, begs the  
question: How could Pixar have hired a director 
who had already won plaudits for directing 
DreamWorks Animation’s US$70m The Prince 
of Egypt (which raked in US$218.6m in ticket 
sales) and then claimed the appointment was a 
mistake? 
  In August, the same fate befell Bob Peterson, 
who has worked on virtually all Pixar’s hits and 
co-directed the company’s Oscar-winning Up, 
the 11th highest-grossing film of all time. 
  Peterson has been removed from the editing 
stage of The Good Dinosaur, which he  
conceived, created and directed and was set for 
a 2014 release.  
  In a 30 August article, Los Angeles Times  
noted that Pixar also changed directors mid-
stream during the production of the films  
Ratatouille and Cars 2.  
  To be fair, the article does note the sometimes 
insurmountable challenges that accompany the 
production of animation feature films, which take 
longer, require more people, demand more 
technical skills and can easily cost more to  
complete than live-action features.  

  Additionally, Pixar recently hit the headlines for 
changing the plot of Finding Dory, the sequel to 
blockbuster animation Finding Nemo. Finding 
Dory’s happy ending at a waterpark is said to 
have sparked fears of a backlash after Pixar’s 
creative team saw Blackfish, an acclaimed doc-
umentary that is highly critical of SeaWorld, the 
water park that controversially keeps killer 
whales in captivity for entertainment purposes. 
  Lasseter is admired for the high standards that 
he demands, especially in the films’ storylines. 
Those standards have been maintained even 
though Pixar has brought out one movie every 
year since Cars in 2006. By Hollywood  
standards, is that enough? It is competing 
against DreamWorks, which has released 16 
films since 2006.  
  Maintaining Lasseter’s quality yardstick while 
keeping an eye on the competition, year after 
year, cannot be easy. 
 Disney’s original movies-division reported it had 
made a comparatively poor US$244.8m at the 
global box office from the new US$250m-
budgeted Lone Ranger live-action movie.  
  That alone appears to have triggered the break
-up of the partnership between Disney and  
Hollywood producer Jerry Bruckheimer, even 
though his Pirates of the Caribbean and  
National Treasure franchises have made billions 
for Disney via its distribution subsidiary  
Touchstone Pictures. 
  How is Pixar going to avoid creativity fatigue, if 
it is to sustain its current obligations to Disney? 
The release of The Good Dinosaur has been 
postponed from May 2014 to November 2015, 
while Finding Dory has been delayed to June 
2016 from November 2015.  
  Although that is nothing extraordinary for the 
Hollywood way of doing business, it definitely 
means that Disney will have to wait another 
year for the revenues those two movies could 
have been bringing in. 
Is the creative sensibility at Pixar in danger of 
crumbling under commercial demands? Would 
Lasseter’s team prefer to work in a boutique 
environment or do they love the perks of being 
employed by the sprawling Disney fiefdom? 
 
Theme parks 
Bear in mind that it is not only the movies that 
generate income for Disney from the Pixar 
brands. Lasseter is also principal creative  
advisor to Walt Disney Imagineering, where he 
is responsible for the creative work devoted to 
developing Disney-branded theme parks. In 
fact, Lasseter has earned a strong cult following 
in the theme-park industry for bringing what they 
see as a much needed edge to Disney’s parks 
and attractions. 
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  These include Pixar Place at Disney’s Holly-
wood Studios inside the Walt Disney World  
Resort; the Buzz Lightyear attractions at the 
Magic Kingdom Park in Florida, Disneyland in 
California, Hong Kong Disneyland, and Disney-
land Park (Paris); Monsters, Inc Ride Go & Seek 
in Tokyo Disneyland; The Seas with Nemo & 
Friends at Epcot in Walt Disney World, Florida; 
A Bug’s Land and Cars Land at Disney Califor-
nia Adventure; Toy Story Playland in Paris and 
Hong Kong, plus the US$150m Ratatouille 
Kitchen Calamity dark ride (MTF Issue16) next 
year. You get the picture. 
 
Video games 
There are multi-consoles games based on the 
Cars franchise, The Incredibles, Monsters, Inc, 
and Toy Story available from games-publishing 
houses Activision Publishing and THQ. Most of 
them have been typical games-licensing deals. 
  Matters took an interesting turn when Disney 
decided to create Disney Infinity, its biggest  
video game to date via its games-development 
subsidiary Avalanche Software. Launched in 
August, Infinity cost a reported US$100m-plus 
to produce. 
  In a first for the Disney Interactive Studios 
games subsidiary, Infinity melds the video-
games format with physical toys. In another first, 
its narrative is set in a universe featuring char-
acters from a wide variety of both Pixar and  
Disney movies, from Woody and Buzz Lightyear 
in Toy Story to Captain Jack Sparrow in Pirates 
of the Caribbean. Previous Disney games were 
devoted to individual characters or brands, not a 
mixture. 
  Lasseter has gone public about his initial  
scepticism about Infinity. He is quoted by Fast 
Company magazine as saying: “Every Pixar 
movie we create is a unique world and our  
characters live in it. They have their own 
rules…” As Pixar’s owner, Disney wanted to 
change the rules with Infinity by melding their 
different brands in one environment.  
 
Pixar’s value to Disney 
Analysts report Infinity’s sales have been brisk 
and healthy enough to keep Activision,  
publisher of the similar but very popular  
Skylanders games, on its toes.  
  The toys and games industries are keen to see 
how Infinity performs in the long term, especially 
as a package can cost as much as US$75 each, 
excluding the additions designed to keep up the 
interests of the targeted young consumers.  
  Analysts have yet to work out whether Infinity 
as a concept would have appealed to today’s 
young audiences without the Pixar characters.  
  But they have started to ask whether the  

US$7.4bn paid for Pixar has really benefited 
Disney’s overall valuation. Seven years after 
buying Pixar, the company has yielded just over 
US$5bn after tax from the box office, broadcast-
TV advertising, online videos, pay-TV  
subscriptions; DVD and merchandise sales, for 
Disney, according to a recent Reuters analysis.  
  The costs required to maintain the superior 
standards Pixar has brought to Disney’s differ-
ent divisions means it will take a while before its 
shareholders collect what they spent. Disney 
CEO Bob Iger, however, likes getting into  
projects for the long haul. Talent like Pixar’s  
always pay off, but in the long term. The  
question is whether Pixar will miss its independ-
ence, be tempted to get Up and move away to 
Infinity and Beyond. MTF  
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MTF Diary 
Boston: Fashion Week  
27 September - 5 October 2013 
@: Various venues 
Organised by: Boston Fashion Week 
About: 20th anniversary of the fashion  
event in the city that defied terrorism  
earlier this year; the show must go on 
Details: www.bostonfashionweek.com 

Berlin: BMW Berlin Marathon 
29 September 2013 
@: Brandenburg Gate 
Organised by: SCC Events 
About: 40,000 participants expected for the 
40th anniversary of the road race with the 
most marathon world records 
Details: http://www.bmw-berlin-marathon.com/en/ 

Singapore: World Architecture Festival 
2-4 October 2013 
@: Marina Bay Sands 
Organised by: i2iEvents Group 
About: World’s largest festival celebrating  
creativity in architecture 
Details: www.worldarchitecturefestival.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: The biggest gathering of international 
book publishing, rights sale and licensing 
Details: www.book-fair.com 
 

London: BFI London Film Festival 
9-20 October 2013 
@: BFI Southbank and other venues 
Organised by: British Film Institute 
About: The 57th edition of the UK’s largest 
film event for the public 
Details: www.bfi.org.uk/lff 
 

San Diego: The Art of Photography Show  
12 October-17 November 2013 
@: The San Diego Art Institute 
Organised by: Reed Exhibitions 
About: International exhibition of  
photography art 
Details: www.artofphotographyshow.com 

Dubai: Fashion Forward (Season 2) 
15-18 October 2013 
@: Madinat Jumeriah Dubai 
Organised by: BRAG 
About: A region-wide initiative to boost and 
sustain the Middle East’s fashion industry  
Details: http://www.fashionforward.ae 

New York: CMJ 2013 Music Marathon 
15-19 October 2013 
@: Various venues 
Organised by: CMJ Holdings 
About: Arguably New York’s most talked 
about showcase for new music talent 
Details: www.cmj.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 world-
wide exhibit and sell latest works 
Details: http://friezelondon.com 

Oxford: Gathering 2013 
19 October 2013 
@: Venues in and around Cowley Road 
Organised by: Frieze 
About: Catch up with 40-plus of the most  
exciting emerging acts within 24 hours 
Details: http://gatheringfestival.tumblr.com/  

Santa Monica: Festival Supreme 
19 October 2013 
@:Santa Monica Pier, California 
Organised by: US rock band Tenacious D 
About: Hollywood comic actor/rock musician 
Jack Black co-hosts new comedy and music fest 
Details: http://festivalsupreme.com 
 
London: Easy Money? The Convention 
22 October 2013 
@: The Portico Rooms, Somerset House 
Organised by: MusicTank 
About: How the collection of data is making a 
adding new value to music radio online 
Details: www.musictank.co.uk  
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London: Hello My Name is Paul Smith 
15 November 2013 
@: Design Museum 
Organised by: Curator Donna Loveday 
About: A tribute to one of Britain’s most 
revered fashion designers 
Details: http://designmuseum.org/  

Orlando: IAAPA Attractions Expo 
18-22 November 2013 
@: Orange County Convention Center 
Organised by: IAAPA 
About: The biggest trade show for theme 
parks and other attractions businesses 
Details: www.IAAPA.org 
 
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 
 
Lisbon: Eurobest 
4-6 December 2013 
@: Patio da Gale 
Organised by: Lions Festivals 
About: Festival and awards ceremony  
celebrating the best in European creativity  
Details: www.eurobest.com 
 
Paris: IP Summit 
9-11 December 2013 
@:Chambre de Commerce et de  
l’Industrie Paris (Chamber of Commerce) 
Organised by: Premier Cercle 
About: Eighth edition of pan-European  
convention on intellectual property  
Details: www.premiercercle.com 

Cannes: Midem 
1-4 February 2014 
@: Palais des Festivals 
Organised by: Reed-MIDEM 
About: The only place to do real music  
business at the international level  
Details: www.midem.com 

Austin: SXSW Music Film Interactive 
7-16 March 2014 
@: Austin Convention Center, Texas 
Organised by: SXSW LLC 
About: The must-attend event for the next-
generation content creators  
Details: http://sxsw.com/  

Reykjavik: Iceland Airwaves 2013 
30 October-3 November 2013 
@: Center Hotel Plaza and various venues 
Organised by: DISCOP Organization 
About: Iceland’s biggest music festival show-
casing new talent under the Arctic skies 
Details: http://icelandairwaves.is/  

New York: ad:tech  
6-7 November 2013 
@: Jacob K Javits Convention Center 
Organised by: Ad:Tech North America 
About: The city’s key digital-marketing event 
and home to the Industry Achievement Award 
Details: http://na.ad-tech.com/ny/  

Johannesburg: DISCOP Africa 
6-8 November 2013 
@:Sandton Convention Centre 
Organised by: DISCOP Organization 
About: Fast growing event for Africa’s audio-
visual content producers and distributors 
Details: www.discop.com 

 
Shanghai: China Shanghai International 
Children’s Book Fair  
7-10 November 2013 
@: To be announced 
Organised by: Reed Exhibitions 
About: State-approved event on kids’ comics, 
animation, film and games 
Details: www.ccbookfair.com 

Anaheim: BlizzCon 
8-9 Novevmber 2013 
@: Anaheim Convention Center 
Organised by: Blizzard Entertainment 
About: Global gaming community celebrate 
the Warcraft, StarCraft and Diablo brands 
Details: www.blizzcon.com 

Paris: World Fashion Week 
11-18 November 2013 
@: Parc du Champs de Mars 
Organised by: To be announced 
About: Inaugural event promoting global 
fashion business and social responsibility 
Details: www.wfoi.org 
 
Rotterdam: Rotterdam Beats 
14-16 November 2013 
@: Various venues, including Bird Jazz Club 
Organised by: Buma Cultuur 
About: Global festival for lovers and creators 
of urban bass and beats 
Details: http://2013.buma-rotterdam-beats.nl/ 
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 Why Are Music Streaming  
Services Ignoring Google? 

By Marcus Taylor   
Venture Harbour (www.ventureharbour.com) 

  For years, it’s puzzled me why the major music streaming services, such as Rdio, Spotify, and 
Deezer, have ignored Google as a source of potential users.  Each month, there are approximately 
25,000,000 music download related searches made in Google, and yet all of the major streaming 
services either gate their content off from being found in search engines, or make it incredibly hard 
for Google to index and rank it.  
 
Below are some popular music related search terms, along with how many times they’re searched 
for per month in Google.   
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It’s reported that Spotify have 24m active users. That’s less than the total number of searches 
Google receive for “music download” queries in one month. With such a high demand of people 
going to Google in search of music, surely this is something that streaming services should be  
taking seriously? 
 
Having posed this question to some of the streaming services, their responses come down to the 
following: 

 
1. Music streaming is focused on social discovery, not search discovery.  

 
2. When their platforms were built, SEO wasn’t taken into account, and now  
     it’s “too late” to change. 

 
3. There may be potential licensing issues with indexing content in territories 
     that the service does not own licenses for. 

 
They were not aware of the magnitude of this opportunity. 

 
I can agree that focusing on social discovery makes sense. But neglecting search discovery at the 
expense of this is, in my opinion, a huge mistake. In many cases, social discovery leads to someone 
searching for a song. Social and search should be symbiotic. 
 
The three remaining reasons suggest a lack of insight. To say it’s ‘too late to change’ is a poor  
excuse when the opportunity at stake could not only bring in millions of extra visitors, but also help to 
solve the issue around Google’s unethical positioning of illegal download results in search results.  
 
Google’s music search results are currently no man’s land 
This is not just a marketing opportunity for the streaming services to jump on. As Google’s search 
results page are essentially no man’s land (no major streaming service has claimed the opportunity), 
Google is forced to serve up the most relevant second best result, which currently looks like this: 
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The UK government has tried to pressure Google into ranking legal download results above illegal 
results, but if the legal music streaming services aren’t built to enable this on a technical level, how 
are Google supposed to list them? Well, one solution would be to build their own platform, of course.  
 
Google has made no secret of the fact that they want Google Play Music All Access (GPMAA) to  
appear prominently in the search results. GPMAA has marked up its song pages with Schema.org 
structured data, which serves the purpose of making pages stand out and contain extra information 
in the search results. Below is an example of a GPMAA search results with structured data being 
shown. 

 
 
Do Google really want to build a Spotify rival? 
I don’t think so. In Google revenue terms, music streaming is not a particularly profitable industry to 
expand into. Google’s previous acquisitions include insurance, property, and credit cards. All of 
which are enormously profitable in comparison to music. So why is Google going after music? 
 
In my opinion, GPMAA is about improving Google Search and preparing the infrastructure for Goog-
le’s future ventures in social products. Over the next few years, Google will likely be pushing Glass 
and Google+ harder and harder. Google already seem to be making moves to integrate music more 
heavily into their social products, so I suspect GPMAA has a role to play in improving these products, 
and reducing Google’s need to rely on third parties for content sharing via their social products.  
 
What next for the streaming services? 
The opportunity is open to any one of the major streaming services right now, and I suspect that 
whoever takes it the most seriously will win the search land-grab over the long term.  MTF  
 

This article was written by Marcus Taylor,  
founder of  Venture Harbour, a London-based  

international digital  marketing agency specialising  
in helping brands in the entertainment  industry  

increase their visibility online. The company’s  
clients have included Mobile Roadie,  

PledgeMusic, Mixcloud, Fair Share  
Music, EmuBands and Stereoboard. 

 
@MarcusATaylor 

 
www.ventureharbour.com 
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