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Movie option sparks $2m book advance 
  City on Fire is about to make history as a US$2m literary sensation that was picked up for a major 
movie production before it had even found a book publisher. Written by US first-time novelist Garth 
Risk Hallberg, City on Fire is set during the July 1977 electricity blackout in New York that resulted in 
looting, arson and uncontrollable mayhem. However, before the work found a publisher, Hollywood 
producer Scott Rudin snatched the movie rights in October. Rudin, co-producer of the 2010 Oscar-
winning Facebook-themed The Social Network and the recent Tom Hanks starrer Captain Phillips, 
and his team read the book overnight. He used his own discretionary funds to option the rights, say 
the Hollywood Reporter. Whether Rudin’s decision influenced the US publishers remains unclear. 
But The New York Times disclosed that a two-day bidding battle among 10 publishers followed a 
month later. Alfred A Knopf won by offering an advance of almost US$2m for the 900-page opus. No 
movie-production or book-publication date has been announced. Rudin is renowned for his  
preference for producing literary adaptations. *Meanwhile, US-UK film production/funding group  
Exclusive Media has united with New York-based media fund Da Vinci Media Ventures to produce 
the first biopic of Keith Moon, the wild crazy drummer who lived fast and died young as a member of 
the legendary rock band The Who.  

WikiLeaks’ Assange co-funds 
film on El Salvador gang wars 

  Julian Assange, controversial founder of 
the WikiLeaks website, is co-producing The  
Engineer, a multi-platform documentary  
feature about gang warfare in El Salvador. 
The film examines how gangs formed in  
California embark on murders in El Salvador. 
Assange’s firm, notorious for leaking secret 
government documents to the general public, 
is making the film with UK-based Guerrilla  
Pictures. Assange is currently unable to leave 
London’s Ecuadorian embassy where he 
seeks diplomatic protection from attempts to 
arrest him on alleged sexual-assault charges.  

UK’s Goldcrest to fully finance 
Ovredal’s Jane Doe horror film 

  Goldcrest, the UK film producer, distributor 
and investor, has agreed to cover the full fund-
ing for horror film The Autopsy of Jane Doe, 
the first English-language movie from  
Norwegian director/writer Andre Ovredal. The 
funding will be handled by the Goldcrest  
Capital Partners subsidiary. The Hollywood 
Reporter says the move represents  
Goldcrest’s return to fully financing features. 
Production is set to kick off at the end of this 
year. Ovredal is famous for The Troll Hunter, 
the internationally acclaimed dark fantasy.  

  An official pact between Brazil and South 
Korea to promote co-productions between the 
two countries was signed at the Sao Paulo 
International Film Festival in October. An  
official from the Korean Film Council (KOFIC) 
and a representative from Ancine (Brazilian 
National Cinema Agency) stood in for the two 
countries. The agreement aims to pave the 
way for their respective governments to sign a 
statutory co-production treaty to help their  
national producers benefit from the two  
markets’ filmmaking resources.  

  BermanBraun, the feature-film and TV  
production company, has been appointed to 
help relaunch Moviefone, the movie portal 
owned by digital-media group AOL. Mobile 
accessibility will be at the forefront of the web-
site AOL bought in 1999 for movie fans to tap 
into for film listings and other related infor-
mation. BermanBraun’s credentials for the job 
stems from various popular US websites it has 
created, including the celebrity site  
Wonderwall designed for Microsoft’s MSN.  

Brazil and South Korea enter 
into co-production treaty 
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Netflix hikes role as serious TV creator 
  The Internet-delivered TV network Netflix has clinched an exclusive original live-action program-
ming deal with superheroes creator Marvel Television that takes its challenge against traditional-TV 
services to a new level. With 40 million subscribers in 40 countries, Netflix was originally positioned 
as a platform that distributed other production companies’ licensed shows. It is now commissioning 
original entertainment from Marvel Television, which is part of The Walt Disney Company’s Marvel 
Entertainment unit and a sister company to Marvel Comics, creator of superheroes like Spider-Man, 
Iron Man, the X-Men, The Fantastic Four and Hulk. It will produce four original 13-episode serials 
scheduled to premiere in 2015. They will be based on four Marvel characters: Daredevil, Jessica 
Jones, Iron Fist and Luke Cage. The four serials will supported with an event mini-series based on 
The Defenders, who are formed when the normally self-reliant superheroes join forces against a 
common foe. The shows will be produced with ABC Television Studios, another Disney subsidiary. 
Netflix’ status in TV entertainment is rising. As well as the Emmy Awards-nominated political drama 
House of Cards, comedy series Arrested Development and horror serial Hemlock Grove, Netflix’  
other direct investments have been critically acclaimed. They include Orange Is The New Black and 
TURBO: F.A.S.T., an animated series co-produced with DreamWorks Animation. *Meanwhile, US 
cable-TV channel AMC Networks is paying €750m for Chellomedia, the international-content  
subsidiary of US cable-TV conglomerate Liberty Media (MTF Issue13). And French media group  
Vivendi is to buy out Lagardere’s 20% share in pay-TV service Canal+ France for €1.02bn.  

Sweden’s Modern Times takes 
over NICE for €84m  

  Modern Times Group (MTG), the Swedish 
TV-entertainment giant and broadcaster, has 
grabbed an 86.8% majority stake in pan-
Nordic production studio NICE Entertainment 
(MTF Issue9) for €84.4m. The seller is Cap-
Man Group, the Helsinki-based European  
private-equity fund. NICE’s management and 
employees remain minority shareholders. 
NICE will merge with MTG’s production arm 
MTG Studios. NICE brings to MTG several hit 
format shows like Babes on the Bus, a feature
-film production arm, and a branded-
entertainment event management venture.  

Sony Pictures soars into space 
with new reality contest 

  Sony Pictures Television (SPT) is going 
where no TV-entertainment production crew 
has gone before with Milky Way Mission, the 
first ever TV-show format in which the winners 
are sent into space as trained astronauts. SPT 
has partnered with Dutch independent produc-
tion groups Tuvalu Media and Simpel Media. 
They will work with Amsterdam-based Space 
Expedition Corporation, which launches a  
civilian space-travel business in 2014 and will 
provide seats for Milky Way Mission winners. 
The first commission comes from Dutch 
broadcaster Nederland 1.  

  FremantleMedia, the mega production sub-
sidiary of German media conglomerate  
Bertelsmann (MTF Issue12), is extending its 
reach in online entertainment by netting a  
minority stake in online-only network Divimove. 
Berlin-based Divimove operates more than 
950 YouTube channels with 150 million-plus 
monthly views. Its association with Fremantle, 
creator of global hits like The X Factor and the 
Idol music-talent shows, will boost Divimove’s 
standing to compete against Base79 and Mak-
er Studios, YouTube  
networks gaining tractions as TV brands.  

  Sean Combs, the US music-and-fashion  
entrepreneur formerly known as rapper P  
Diddy, has launched Revolt TV, a multi-
platform TV service positioned as the “ESPN 
of music”. The service, which went live in  
October, focuses on music videos and break-
ing news about artists and the industry. It aims 
to roll out across cable and satellite platforms, 
starting with the US’ Time Warner Cable and 
Comcast, plus it’s a live-streaming website. A 
dedicated production studio will open early 
next year.  

FremantleMedia nabs YouTube 
network Divimove  

Rapper ‘P Diddy’ launches new 
music channel Revolt TV 
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Google’s $5m in major new music firm 
  Google has invested a reported US$5m in 300, the name of the new 21st-century music-led  
entertainment venture from former Warner Music Group (WMG) top executive Lyor Cohen. Record-
ings released by the venture will be distributed via Atlantic Records Group, a WMG subsidiary. The 
other investors, according to Billboard magazine, include New York-based private-equity firm  
Columbus Nova; Israeli-born hedge-fund billionaire Noam Gottesman’s TOMS Capital; Andres Santo 
Domingo, part of Colombia’s wealthy Santo Domingo dynasty and co-founder of US independent 
label (and renowned vinyl specialist) Kemado Records; plus another former WMG executive Alex 
Zubillaga. Cohen, however, comes with credible credentials and experience. In September 2012, he 
resigned from his job as chairman/CEO of WMG North America after 12 years at the group. Access 
Industries (MTF Issue7), the conglomerate owned by the Soviet Russian-born Leonard Blavatnik, 
had taken over WMG (MTF Issue9) the previous year. He led the pioneering and financially success-
ful urban-music company now known as the Island Def Jam Recording Group (a Universal Music 
Group subsidiary). It means Cohen has worked with hip-hop/rap hitmakers like Jay-Z, Kanye West 
and Ludacris. His brief later expanded to include a wider variety of artists, from pop/country singer 
Elvis Costello to thrash-metal band Slayer. Zubillaga’s participation will be welcome. Since leaving 
WMG, he has become a noted investor in start-ups, including Chartbeat (website and blogs  
analytics), FanBridge (social-media management), and Viki, the streaming-TV platform.  

DJ supremo DeadMau5 enters 
partnership with AstralWerks 

  DeadMau5, the Canadian electronic-dance 
music (EDM) DJ, has snatched an agreement 
with New York-based EDM label AstralWerks, 
which includes Swedish House Mafia and The 
Chemical Brothers on its roster. The deal was 
made with mau5trap, Deadmau5’s own label. 
Although mau5trap will continue to release its 
own recordings, Astralwerks will distribute a 
significant number. Deadmau5’s first Astral-
werks album is scheduled for a November 
release. The new partnership ends the deal 
mau5trap had with Capitol Records.  

New $4m Taylor Swift centre 
to inspire music education 

  Taylor Swift, the US Grammy-award  
winning country-pop singer-songwriter, has 
opened the $4m Taylor Swift Education  
Centre as part of the Country Music Hall of 
Fame and Museum in Nashville. The centre, 
which aims to boost the museum’s education 
facilities seven-fold, offers classroom lessons 
and an instruments room for aspiring musi-
cians to practice. Swift and the museum are 
also discussing contributions she could make, 
such as hosting Q&A sessions for students.  

  Shakira, the Colombian singing superstar, 
has been appointed “T-Mobile collaborator” in 
a global partnership deal with the US telecom-
munications group. As part of the multi-year 
partnership, T-Mobile will contribute to the 
marketing campaigns promoting Shakira’s 
future releases to its 44 million customers. It 
will also host events, possibly live concerts, to 
encourage engagement with Shakira’s fans. 
The launch of the partnership started on 10 
October, when Shakira performed at a free gig 
at Bryant Park, New York.  

  New York-based independent music  
publisher Downtown Music Publishing is now 
the US administrator of five Beatles singles: 
Love Me Do; Please Please Me; P.S. I Love 
You; Ask Me Why; and Free As A Bird.  
Universal Music Publishing Group had the 
administration rights before, but John  
Lennon’s estate used the US Copyright Act’s 
provisions for copyright termination to regain 
licensing rights. As Billboard magazine points 
out, rights to most songs written together by 
Lennon and Paul McCartney are with Sony/
ATV Music Publishing.  

Pop songstress Shakira is new  
T-Mobile ‘collaborator’ 

PS: Downtown Music loves 
new rights to Beatles singles 
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Google’s Ingress conspiracy out soon 
  The date of 14 December will see the official launch of Google’s Ingress, an MMO (massively  
multiplayer online) video game that melds social media, augmented reality (AR) and location-based 
technology. Developed by its subsidiary Niantic Labs, the free-to-play Ingress has been in some kind 
of test mode since November 2012 and attracted a cult following during that period. It is down-
loadable via the Google Play online marketplace and playable on any digital device using Google’s 
Android operating system, including the wearable Google Glass currently in development. The game 
has been in open beta since October. Players of the conspiracy-themed sci-fi game require the  
Android app, AR software and Google Maps. They must be physically near designated real-life land-
marks that are linked to the AR element. And they must be prepared to compete against each other 
as individuals and as teams. According to VentureBeat.com’s GamesBeat website, the test app has 
been downloaded 1 million-plus times; related live events have taken place in 80 cities; and players 
travel to other countries to participate in Ingress’ Operation #13MAGNUS international tour. A 
YouTube channel transmits regular fictional news and offers problem-solving clues. Ingress confirms 
Google’s ambitions to be a major player in social media as the game encourages sharing and  
communication among participants. It is similar to Nokia’s attempt to meld AR and mobile games with 
its handsets in 2010. It partnered with Hollywood producer Tim Kring to create the game Conspiracy 
for Good, which combined live events, gameplay and mobile gaming in London’s streets. 

Shanghai Oriental Pearl’s new 
20% stake in Firewall’s creator 

  Chinese entertainment company Shanghai 
Oriental Pearl Culture Development Company 
now owns 20.01% of California-based games 
creator Red 5 Studios. It paid a reported 
US$24m to The9 Limited, the China-based 
online games operator, for its stake. The9, 
which remains the majority shareholder, 
bought Red 5 Studios in 2010. Red 5’s most 
successful game is the free-to-play massively 
multiplayer online title Firefall. Shanghai  
Oriental Pearl’s acquisition is said to give 
Firefall a US$100m valuation on paper. 

EA’s big legal bill delays new 
US college-sports investments 

  Games-publishing group EA (Electronic 
Arts) will not release an American college  
football game for the first time next year. The 
decision follows a bitter lawsuit filed by former 
and existing US student athletes against the 
NCAA (National Collegiate Athletic Associa-
tion), which organises American college 
sports. The litigation’s settlement has forced 
EA to pay “tens of millions” of dollars to the 
plaintiffs. They accused the NCAA of allowing 
their likeness and images to be exploited by 
games developers without permission.  

  Random House Digital, the e-books and  
mobile subsidiary of book-publishing group 
Penguin Random House, has released its first 
physics-based mobile game Catch the Berry. 
The title was developed with sister company 
Smashing Ideas, the US/UK-based digital-
experience and engagement agency. The iOS 
game, which challenges players up to 80  
different levels, is available on Apple’s App 
Store. *Private-equity fund New Horizon  
Capital led the US$50m Series D round of 
funding for Chukong Technologies, the mobile
-games developer and service provider.  

  Capcom, the Japanese video-games  
publisher renowned for hits like Resident Evil 
and the popular global fighting franchise Street  
Fighter, took to Twitter to hint that it is working 
on a new game. Venturebeat.com’s 
GamesBeat reported that Capcom advertised 
for a games programmer and a designer on 
the micro-blogging social network. However, 
there are no more details yet apart from the 
tweets posted by Street Fighter producer 
Yoshinori Ono.  

Shorts: Random House Digital; 
Chukong Technologies 
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London Stock Exchange loves Merlin 
  Merlin Entertainments is proving that investors love out-of-home live entertainment following the 
success of its listing on the London Stock Exchange (LSE) on 8 November. Reuters reported the 
shares’ value leaped 12% as soon as trading began. Media reports also indicated the initial public 
offering (IPO) was oversubscribed by nine times the expected number of applications. Merlin, the 
world’s second biggest attractions operator after The Walt Disney Company, made 30% of its stocks 
available to institutional and individual investors via the LSE to raise £957m gross for the company 
and the co-owners who sold some stock. The company, which operates several theme parks, includ-
ing Legoland, the London Eye Ferris wheel, and the Madame Tussauds waxworks museum, will col-
lect £165m from the sum raised to help slash debts. Other beneficiaries are co-owners CVC Capital 
Partners (which now owns 13.1%); Blackstone Group (22.6%); and Kirkbi A/S (29.9%), the invest-
ment arm of the Kirk Kristiansen family that controls Denmark’s Lego Group. Management, including 
CEO Nick Varney, own the remainder. Merlin now has a market valuation of about £3.5bn. Future 
plans include opening Madame Tussauds Beijing in partnership with development group SOHO  
China next year. UK public broadcaster BBC’s kids channel Cbeebies is licensing its brand to Merlin 
to create a Cbeebies Land attraction at the UK Alton Towers theme park for next spring.  

China’s Dalian Wanda Group 
drops $6bn into new resort 

  Dalian Wanda Group (DWG), the Chinese 
multi-billion dollar entertainment-real estate 
conglomerate, has unveiled plans to build a 
US$5.9bn 296-acre cultural tourism city that 
will include some of the world’s largest theme 
parks. Additionally, the resort will have 3D  
cinemas, an extreme-sports centre, plus a row 
of hotels, bars and shops. DWG is building a 
US$8.3bn movie studio complex in Qingdao, 
Eastern China. Meanwhile, The Walt Disney 
Company is building a potential rival resort, 
the US$5bn Shanghai Disney Resort, which is 
scheduled to open in  2015.  

Viacom extends Nickelodeon 
Land investment to Spain 

  Nickelodeon, the international kids’ TV 
network owned by Viacom, has hooked up 
with Spanish theme-park operator Parque de 
Attracciones de Madrid to launch Nickelodeon 
Land, the first one in Spain. There are other 
Nickelodeon Lands in the US, Australia, and 
the UK. The Spanish version is scheduled to 
open in spring 2014. It will include interactive 
rides, live shows, restaurants and shops with 
famous Nickelodeon brands like SpongeBob 
SquarePants and Dora the Explorer.  

  Paris Saint-Germain (PSG), the successful 
French soccer club owned by Al-Jazeera par-
ent company Qatar Investment Authority (MTF 
Issue14), has won permission to develop its 
Parc des Princes stadium for €75m. It will  
expand the venue’s capacity to 60,000 from 
the current 48,712. *Russia’s Ministry of  
Economic Development is reportedly planning 
to slash the construction budget for seven new 
stadia ahead of the 2018 FIFA World Cup  
taking place in the country. The US$448m for 
each stadium is being slashed to US$386m.  

  The musical version of cult book and movie 
American Psycho has successfully turned to 
Kickstarter, the crowd-funding website, to 
raise extra funds before opening at London’s 
Almeida Theatre in December. Co-produced 
by Headlong Theatre and the 325-capacity 
Almeida, the show about the serial-killing 
wealthy entrepreneur needed US$150,000 to 
meet its deficit. It has raised US$154,929 to 
complement funds already received from  
donors and the English Art Council. The show 
is scheduled to run from 3 December until 25 
January 2014.  

Shorts: Paris Saint-Germain; 
Russia’s 2018 World Cup 
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F1 value exposed to Ecclestone’s woes 
  The value of the Formula One (F1) Grand Prix championship is in danger of slipping as Bernie  
Ecclestone, the individual dominant force within the giant global motorsports event, is bombarded 
with finance-related mishaps. He is currently embroiled in a bitter lawsuit at London’s High Court. He 
is accused of bribery by Constantin Medien (CM), the German media group that formerly had invest-
ment rights in Formula One Group. CM is demanding US$100m in damages, the amount it claims it 
lost after Ecclestone fixed the US$820m sale of German state bank BayernLB’s 47% stake in F1 to 
private-equity group CVC Capital Partners. The sale, in 2005, was coordinated by Gerhard  
Gribkowsky, a BayernLB senior risk officer. He claims he was paid US$44m by Ecclestone, his  
company Bambino Holdings and Ecclestone’s family trust to ensure the sale to CVC. CM says that 
manipulation slashed the value of its stake. Ecclestone denies the allegations but admits to paying 
£10m to Gribkowsky, who was allegedly blackmailing him. Gribkowsky was sentenced to eight years 
imprisonment this year after being found guilty of corruption and breach of fiduciary duty during the 
sale. Ecclestone’s trial for alleged illegal payments to Gribkowsky, however, is on-going.   
Ecclestone’s other headache is the forced cancelation of next year’s F1 race in India. Jaypee Sports 
International, which owns the Buddh International Circuit just outside New Delhi, has been losing 
money on the expensive US$40m annual licence fee paid to host the race. And plans to hold the 
competition in the US state New Jersey and New Mexico have also been postponed.  

Indonesia’s Erick Thohir now 
Inter Milan’s majority owner 

  Indonesian investment group International 
Sports Capital has hooked 70% of Inter Milan, 
the popular Italian soccer team, for €250m. 
Led by entrepreneur Erick Thohir, International 
Sports Capital will own 35% of the club. Inter 
Milan’s CEO Massimo Moratti retains 30%, 
and Thohir’s business colleagues Rosan 
Roselani and Handy Soetedjo control the rest. 
Inter Milan, valued at more than US$400m by 
Forbes, joins Thohir’s other sports assets: US 
Major League Soccer club DC United and 
NBA basketball team Philadelphia 76ers.  

Real Madrid’s €541m debts  
covered by healthy income 

  Real Madrid, currently ranked as the 
world’s wealthiest soccer club by the Deloitte 
Football Money League, is burdened with 
debts amounting to €541m. The debt’s size 
has been confirmed by the Spanish Football 
League (LFP), the governing body, says 
Sportbusiness.com. The LFP’s soccer-club 
members reportedly owe $3.6bn combined. 
Although the organisation has publicly stated 
Real Madrid’s income is enough to deal with 
its debts, it has embarked on an initiative to 
slash the league’s total debts to €2bn by 2017.  

  The National Basketball Association (NBA), 
the game’s US governing body, has joined 
forces with retired Chinese player Yao Ming to 
launch the first NBA Yao School in Beijing 
next February. The institution will offer  
after-school basketball activities for kids. *DSK 
Shivajians, the Indian soccer club and I-
League second-division squad, has joined 
forces with England’s Liverpool FC to launch a 
soccer academy in India’s Pune region. The 
academy, which launches next January, will 
offer training and other facilities to young  
soccer enthusiasts.  

  US Major League Baseball (MLB) team LA 
Dodgers is to launch a regional team-TV  
channel SportsNet LA early next year. It is part 
of a deal with Time Warner Cable (TW Cable) 
and follows the acquisition of the struggling LA 
Dodgers last year by investment fund  
Guggenheim Baseball Partners. While LA 
Dodgers owns the channel, TW Cable will  
offer guaranteed payments of US$6bn-plus for 
exclusive media rights. TW Cable will collect 
profits after costs and any other LA Dodgers 
obligations are met.  

Shorts: NBA/Yao Ming; DSK 
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Publicis, Omnicom merger on track 
  The controversial planned merger of France’s Publicis Groupe and the US-based Omnicom 
Group, already mega ad-agency conglomerates in their own right, looks set to get the go-ahead from 
regulators worldwide. It has received approval in the US, arguably the most important market, after 
the necessary review period under the 1976 Hart-Scott-Rodino Antitrust Improvements Act ended on 
1 November. Additionally, watchdogs in South Korea, South Africa, Canada, Turkey and India have 
also said yes to the deal. Authorisation from authorities in about 40 ad territories, including the EU’s 
European Commission, China’s Ministry of Commerce MOFCOM and Brazil, is crucial if the merger’s 
closure is to be on schedule during the first quarter of 2014.The new holding company’s headquar-
ters will be in the Netherlands, while operations will be led from Paris and New York still, says a 
Bloomberg report. Uniting the two powerhouses to create an entity with an estimated market valua-
tion of US$35bn has raised questions among regulators, competitors and Publicis and Omnicom’s 
respective advertiser clients. In response, Publicis and Omnicom set up an “integration planning” 
committee to analyse the requirements for a smooth transition. Publicis and Omnicom say the  
proposed merger was inspired by developments in digital advertising, where owning technology and 
vast amounts of data has disrupted the traditional model. Publicis subsidiary MediaVest is spending 
an unprecedented “tens of millions of dollars” on Google’s digital platforms,over the next year.  

Music media firm LoveLive 
ready for £20m from investors 

  Ynon Kreiz, executive chairman of YouTube 
network Maker Studios; Pierre Andurand, 
founder of venture-capital group Andurand 
Capital; and Jorg Mohaupt, head of technolo-
gy, media and telecoms at Access Industries 
(Warner Music Group’s owner) are among 
high-profile investors injecting £1.7m into 
Lovelive, the UK music-media firm bringing 
brands and artists together. The funds will be 
used for international expansion and acquiring 
digital rights. The £1.7m is a taster for the 
£20m Lovelive seeks to raise via private equity 
later this year.  

Associated Press’ sponsored  
articles is part of new strategy 

  Associated Press, the US-based global 
news agency, is breaking tradition to start  
offering sponsored news stories from early 
next year. The sponsored articles represent a 
significant departure for the 167-year-old not-
for-profit company that has championed the 
breaking and investigative stories syndicated 
to traditional-media companies and online-
news websites. Although 80%-plus of its  
revenues comes from its subscribers, revenue 
growth is declining. It hopes online and mobile
-delivered articles paid for by advertisers and 
sponsors will help fill the deficit.  

  Aegis Media, the UK media-planning,  
buying and analytics agency acquired by  
Japanese agency giant Dentsu (MTF Issue15) 
last year, snapped up Chinese digital agency 
Trio Digital Integrated in September. This 
comes after Aegis also bought Beijing Wonder 
Advertising Company, the digital-media plan-
ning and buying agency in April; *The grow-
ing importance of pharmaceutical, health, and 
wellbeing brands will be highlighted separately 
for the first time at the 2014 Cannes Interna-
tional Festival of Creativity, where the Lions 
Health awards will launch next year.  

  UK conglomerate WPP Group bought  
Chinese digital agency IM2.0 in October. The 
acquisition was made via VML, the Kansas-
based digital-agency network owned by WPP 
subsidiary Young & Rubicam. The Beijing and 
Shanghai-based IM2.0 will join VML’s other 
Asian agencies in India, Indonesia, Japan and 
Singapore. Its clients include international 
brand owners such as Mondelez (formerly 
Kraft Foods), computer maker Dell, and Chi-
nese consumer-electronics group Haier.  
However, the association with VML is  
expected to broaden IM2.0’s global reach. 

Shorts: Aegis Media/Trio  
Digital; Cannes Health Lions 
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Gehry drawn to London power station 
  Frank Gehry, the legendary Canadian-American ‘starchitect’ behind Spain’s iconic Guggenheim 
Museum Bilbao, has agreed to work on the redevelopment of Battersea Power Station, the London 
historical urban landmark. Built in the 1930s, this electricity generator was a coal-fuelled Art-Deco 
“brick-cathedral” with four imposing chimney towers. Today, they are considered a heritage to be 
preserved by some and an eyesore by others. It was shut down in 1983 and the local government 
has been wondering what to do with the neglected “largest brick building in Europe” and its 15 acres 
of land ever since. A group of Malaysian investors, led by property-developer SP Setia Berhad, paid 
£400m for the building and has embarked on a £8bn redevelopment. Reconstruction, plus the  
addition of a nearby new subway train station and the area’s regeneration, is expected to be  
completed by 2017. Gehry is joining London’s Foster + Partners to design what has been described 
as an 8-acre gateway to the total redevelopment.  Details have yet to be disclosed. The overall  
master plan for Battersea Power Station is being organised by New York-based Rafael Vinoly  
Architects PC (RVAPC), which created the controversial 20 Fenchurch Street (also known as the 
Walkie-Talkie) in London. RVAPC has appointed London-based architect firm Wilkinson Eyre to  
design the total redevelopment.  

City council gives thumbs up 
to Apple’s new $5bn Campus 2 

  Foster + Partners’ design for Apple  
Campus 2, the US$5bn 260,000 sq m glass 
and steel ring-shaped building for tech giant 
Apple Inc, is expected to receive planning  
permission from the Cupertino City Council. 
Completion of construction is due in 2016. The 
city council’s go-ahead comes after the  
planning commission also showed the green 
light. In addition to research-and-development  
facilities, Apple’s second headquarters will 
include a 1,000-capacity auditorium, parkland 
in the centre and exterior surroundings, plus a 
fitness centre. 

UK TV presenter raises record 
£1.9m via Crowdcube website 

  HAB Housing Limited, a commercial  
housing-development venture led by UK TV 
presenter Kevin McCloud, raised a record 
£1.9m-plus on Crowdcube, the equity crowd-
funding website. The amount collected by 
HAB (Happiness Architecture Beauty) is said 
to be largest ever in equity crowd-funding.  
Unlike Kickstarter, which requests donations in 
return for gifts, Crowdcube donors receive a 
stake in the company. Dezeen.com reports 
that HAB attracted 650 pledges committing 
between £100 and £150,000 each. McCloud 
presents UK TV series Grand Design.  

  Munich-based architecture studio HENN 
has sealed the deal to design the 280-metre 
Cenke Tower in the city of Taiyuan in the 
Shanxi province, northern China. The planning 
for the construction is scheduled to start  
between 2014 and 2015. The skyscraper will 
feature a hotel at the very top. There will be 
retail and leisure at the basement, plus offices 
in-between. The client is the development 
group Cenke Group.  

  Thomas Heatherwick, the architecture/
designer famous for the London 2012 Olym-
pics cauldron, is inundated with transport-
related commissions. He is to design two new 
stations on a 125-mile underground rail exten-
sion in Beijing. The commission could in-
crease to 20 stations, say media reports.  
Additionally, he has offered his services for the 
new stations being planned for the London 
Underground Northern Line. Heatherwick, who 
redesigned London’s iconic double-decker red 
buses, is currently creating a garden bridge to 
cross the River Thames. 

HENN wins contract to build 
new Chinese skyscraper 

Star designer  Heatherwick 
rolls with on-the-go projects 
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HarperCollins plays transmedia TAPE 
  HarperCollins is entering the transmedia space with TAPE, which is scheduled for a February 
2014 publication in hardback and e-book formats to start with. The story, which centres on the  
traditional cassette tape, will also be available as a multi-platform transmedia narrative. It is expected 
to be accompanied by an app that allows its targeted young readers to interact with the original story 
and additional content. Set in 1993, a young boy records his hopes and fears on an old magnetic-
tape cassette. Ten years later, in digitally oriented 2013, the tape is discovered by a young girl who 
makes a connection with the boy when she attempts to listen to the recording. TAPE is the debut 
novel by Steven Camden, a British spoken-word poet also known as Polarbear. He was represented 
by literary agent Cathryn Summerhayes at William Morris Endeavor Entertainment. She sold the 
world rights in all languages to TAPE, plus another as yet untitled novel, to HarperCollins. 
*Meanwhile, Puffin Books, an imprint of Penguin Children’s Books, has snapped up the publishing 
rights to Disney Infinity, the new multi-console toy/video game from The Walt Disney Company.  
Disney has been hoping Infinity will boost revenues in its hitherto lacklustre Disney Interactive  
division (MTF Issue17). And it looks like Puffin, which starts rolling out titles from March 2014, has 
attached itself on to a good thing. By mid-October, Infinity had sold more than 1 million units  
worldwide. At a hefty US$75 each, Infinity is officially a hit for Disney. 

Penguin Random House gains 
100% of Penguin India 

  Penguin Random House, formed from the 
mega merger of Penguin Books and Random 
House (MTF Issue11) completed in July, is 
now the sole owner of Penguin Books India. 
The company needed to buy out minority 
shareholder Ananda Publishers Private Ltd to 
gain 100% ownership. Penguin Random 
House bought the remaining 45% this October 
and the business will now be called Penguin 
Random House India. Before the merger, Pen-
guin Publishing had a 55% stake in Penguin 
India, which launched in 1985.  

John McEnroe can be very  
serious with new memoir 

  US tennis superstar John McEnroe is to 
publish his second memoirs with Little, Brown 
in the US and Orion Publishing Group, which 
have snatched the world English-language 
rights. The hardback edition and e-book  
versions of the still untitled book are sched-
uled for a September 2014 publication. It is 
based on the psychological challenge of  
re-inventing himself as a former global tennis 
champion who becomes an elder statesman of 
the game and respected commentator. 
Hachette Audio has the audiobook rights.  

  No Adult Supervision Required: How To 
Build Successful 21st Century Companies is 
the new book by former Google CEO and  
current executive chairman Eric Schmidt and 
his colleague Jonathan Rosenberg. It has 
been acquired by Business Plus, part of 
Hachette Book Group. Publication is sched-
uled for autumn 2014. *New York-based not-
for-profit publisher Archipelago Books has 
raised US$21,907 via crowdfunding website 
Kickstarter to print a special edition of My 
Struggle: Book One by award-winning  
Norwegian author Karl Ove Knausgaard.  

  Beatles’ drummer Ringo Starr has clinched 
a deal with Simon & Schuster (S&S) Chil-
dren’s Books to write a picture-book version of 
Octupus’s Garden, the 1969 Beatles song 
written by Starr under his real name Richard 
Starkey. S&S bought the book-publishing 
world rights to the song from Universal Music 
Group. The book, in the form of a hardback 
and an audio CD, is published in the UK in 
October. The UK paperback and North Ameri-
can launches are scheduled for next year.  

Shorts: Google’s Eric Schmidt; 
Karl Ove Knausgaard 

Ringo Starr to pen Octupus’s 
Garden picture book for kids 
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Kering invests to prop up brand value 
  Despite changing its corporate brand name to Kering in June, the French luxury-brands giant  
formerly known as PPR (Pinault-Printemps-Redoute) has been investing in new talent, media devel-
opment and its own struggling properties to stabilise its business’ value. Kering, which trades on the 
Euronext stock exchange, is paying an undisclosed amount for a minority stake in Altuzarra, a  
designer label launched by French/American Joseph Altuzarra in 2008. He won the much coveted 
CFDA Swarovski Award for Womenswear Design in 2012 and the CFDA/Vogue Fashion Fund Award 
the year before. Altuzarra hopes to benefit from Kering’s expertise in nurturing small independent 
brands like Christopher Kane, Stella McCartney and Alexander McQueen into global businesses. His 
previous experiences include stints at Proenza Schouler and Givenchy. To support its new branding, 
Kering launched a new online magazine called K in October. Although it will feature news of Kering’s 
product and corporate developments, K will also publish lifestyle articles that sync with its brands’ 
messages. To focus on its successful properties, however, Kering is still seeking a buyer for La  
Redoute, its struggling online/mail-order retail operation. Despite being France’s largest online/mail-
order store, La Redoute is losing money. And until Kering finds a willing buyer, it has been forced to 
inject €300m to sustain the business. US private-equity group HIG Capital, French real-estate  
company Altarea Cogedim and UK investment firm OpCapita are reportedly among potential buyers.  

UK Griggs family seeks £300m 
for the Dr Martens boots brand 

  The UK family-owned R Griggs company is 
in talks with private-equity group Permira 
about selling the Dr Martens footwear brand 
for a reported £300m. Griggs had turned down 
a £200m offer for the brand, loved by young 
music celebrities like Miley Cyrus, last year. 
Additionally, the buyer must pay royalties for 
every unit of the now iconic boot sold. Dr  
Martens has come a long way since the 1970s 
and 1980s, when it was associated with  
thuggery and soccer hooliganism.  

Hip-hop prince Lil Wayne takes 
25% of France’s Wize & Ope 

  US hip-hop icon Lil Wayne now owns 25% 
of French sports-and-fashion watch designer 
Wize & Ope. In return, the singer will be US 
ambassador for the brand that began as comic
-book characters drawn by founder Victor  
Louzon. Wayne’s management company The 
Blueprint Group helped negotiate the deal, 
which is expected to push the brand in the US 
and Asian markets. Billboard magazine says 
Wize & Ope has sold more than 200,000 units 
of its watches in the last two years.  

  Victoria Beckham, the fashion label belong-
ing to former member of pop ground Spice 
Girls, has opened her first retail outlet. It will 
be in Dover Street in London’s Mayfair district, 
where it is scheduled to open for business 
early 2014. *Stitch Fix, the San Francisco-
based online fashion retailer, has secured 
US$12m in new funds to develop its  
personalised-styling services. *Bonmarche 
Holdings, the women’s retail group targeting 
over 50-year-olds, is to list on the UK stock 
exchange AIM.  

  Richemont, the Swiss luxury group, has 
changed its mind about finding a buyer for the 
financially struggling high-end fashion and 
travel-goods brand Lancel. It has been  
approached by private-equity firms, but only 
UK-based Change Capital Partners  made a 
non-binding offer. Swire, the Hong Kong-
headquartered conglomerate, is reportedly 
seeking a partner to make a similar bid for the 
troubled brand. But Richemont, which is seek-
ing to focus on its watch-and-jewellery  
businesses, says it is unhappy with the prices 
offered so far.  

Shorts: Victoria Beckham; 
Stitch Fix; Bonmarche 

Richemont wavers about  
selling Lancel subsidiary 
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MEPs demand new Copyright Directive 
  A group of MEPs (Members of European Parliament) are taking advantage of changes in EU  
government next year to lobby for a much needed revamp of the region’s copyright legislation in the 
digital age. They fear the 2001 European Copyright Directive (also known as the Information Society 
Directive) is woefully out of date. It came into effect when the Internet was still in its relative infancy, 
and long before the launch of Facebook (2004); Twitter (2006); Spotify (2006); the iPhone (2007), 
iPad (2010), and the almost universal availability of Wi-Fi signals and mobile apps. These have  
radically disrupted the way consumers and businesses apply the Internet. The protesting MEPs are 
demanding that the copyright directive and other related legislation be changed to reflect the current 
and potential future use of digital media and technology. This includes increased consumer interac-
tivity, data mining for businesses and a greater acceptance of peer-to-peer filing sharing for personal 
use. The campaigners are led by controversial Pirate Party MEP Amelia Andersdotter, whose party’s 
core principle is a more liberal regulation of the Internet although it has also been accused of sup-
porting online piracy; Democrats 66 MEP Marietje Schaake; and Pawel Zalewski, of the European 
Conservatives and Reformists Group. The opportunity to kick start possible copyright-law reforms 
could come in January, when the six-monthly rotating European Commission presidency goes to 
Greece. There is also a European Parliament election in May. *Meanwhile, the EU directive amend-
ment that extended the period of protection for sound-recordings to 70 years from 50 years came into 
effect in the UK on 1 November.  

MPAA’s hunt for IsoHunt leads 
to $110m legal victory 

  IsoHunt, the popular peer-to-peer Bit-
Torrent search engine, is no more. It has been 
forced to shut down after succumbing to  
litigation originally filed by Hollywood studio 
organisation the Motion Picture Association of 
America (MPAA) in 2006. The US$110m  
settlement that IsoHunt founder Gary Fung 
has agreed to pay is expected to bankrupt the 
company. IsoHunt can reportedly pay between 
US$2m-US$4m only. The site was closed  
almost immediately to prevent IsoHunt  
supporters from making back-up copies of 
existing files.  

YouTube-MP3 converter loses 
legal fight for ripping off MP3s 

  The YouTube-MP3, the Germany-based 
YouTube-ripping service, has lost a court case 
filed by German music industry trade body 
BVMI. YouTube-MP3 specialises in converting 
YouTube music videos into downloadable 
MP3 music files. Since its servers also store 
the MP3 files for future downloads, BVMI  
argued in the Hamburg District Court this 
meant unauthorised distribution as well,  
Torrentfreak.com says. The industry has been 
chasing YouTube-MP3, with 30 million month-
ly visits, after YouTube parent company 
Google started legal proceedings last year. 

  Luxury goods maker the Gucci Group, via 
French multinational parent company Kering 
(formerly known as PPR), has won 
US$144.2m in damages against a group of 
counterfeiters. A Southern Florida district court 
also ordered the defendants to give up the 
more than 150 false but professionally Gucci-
branded website domains, via which they sold 
forged Gucci goods. Gucci originally filed the 
lawsuit in May this year.  

  Sony Music Entertainment has dragged in-
flight entertainment into the copyright-
infringement debate. It is suing the US’ United 
Airlines (UA) for alleged copyright abuse and 
has filed for injunctions demanding the airline 
cease entertaining passengers with music and 
videos by Sony and affiliate labels. In New 
York federal court documents, UA allegedly 
transmitted Sony Music content in the air with-
out permission. But since co-defendant rights-
management company Rightcom informed 
Sony after the fact to acquire the necessary 
licence, is the lawsuit necessary? 

Gucci wins $144m damages in 
counterfeit court case 

Sony Music flies into legal suit 
against United Airlines 

COPYRIGHT 
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Holition:  
THE Q&A SESSIONS  

 

A London-based agency is quietly working with  
some of the world’s biggest luxury brands to introduce  

their world to digital high-tech that enables posh customers  
to try on expensive clothing and jewellery before  

getting out their credit cards.  
MTF learns how Holition plans to be at the forefront of  

serving the luxury-retail sector of the future. 

Ultra-luxury brands and retailers 
might promise you style, elegance and 
class, if you have the cash; but it cannot 
guarantee them. 
  London-based digital design creative 
agency Holition offers the closest thing 
to the guarantee thanks to its bespoke 
in-house developed technology. It  
provides consumers the means to “try 
on” the virtual version of luxury clothes, 
jewellery and, soon, make-up, to see 
whether they have 
the look and style 
before deciding 
whether to make 
the purchase. 
  Holition believes  
consumers from 
all backgrounds, 
not just the mass-
market youth, are 
getting tech-
savvy, thanks to 
the proliferation of 
digital mobile  
devices. In  
response, the 
agency has  
developed a soft-
ware system that 
blends augmented 
-reality imagery, 
stereoscopic 3D 
digital experiences,  
interactive mobile and holographic  
animation with e-commerce in a  
sophisticated way.  
  It is taking luxury retail into a future, 
where digitally converged media is ubiq-
uitous and where the super-rich will  

happily shop online. Moreover, these 
wealthy customers and aspiring ones will 
be offered the same exclusive service 
they expect at luxury brick-and-mortar 
stores that are prepared to close their 
doors to the general public so that the 
affluent can shop in relative privacy. 
  Examples of international high-end 
brands working with Holition include 
footwear group Vans, watch brand  
Tissot, Japanese casual-wear fashion 

company Uniqlo, 
luxury-fashion line 
Atelier Mayer, 
women’s wear 
brand Hemyca, 
French jewellery 
house Boucheron, 
the world’s biggest 
luxury brand own-
ers Richemont, 
LVMH, Swatch 
Group and the 
Gucci Group, plus 
retail giants De 
Beers Jewellery, 
Asprey plus  
Garrard & Co.  
“Holition is about 
digital craftsman-
ship and creating 
bespoke solutions 
for brands. We  

apply never-used-before ground-
breaking software, which enable shop-
pers to ‘try on’ jewellery and clothing 
using 3D technology,” Holition CEO  
Jonathan Chippindale says. “We start 
with the brand’s strategy, we apply our 
creativity and then we develop and  

FEATURE 

Holition CEO Jonathan  
Chippindale 
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create the appropriate technology. The 
‘digitally aware’ brands understand the 
benefits of using this technology and 
now want to take it to the next stage.”  
  Holition’s path to where it is today 
started in 2009 when Lynne Murray, the 
company’s brand director, took part in a 
collaboration between London jewellery 
firm Holts Lapidary and Birmingham City 
University School of Jewellery to create 
the jewellery shop of the future. 
  The end result included innovative 
software that enabled shoppers to ‘try 
on’ jewellery and clothing using 3D 
technology. Holition was launched as a 
spinoff from Holts. It aims to use the 
company’s technological vision to tell a 
brand’s story to the consumer. With a 
combination of in-house staff and out-
side consultants, Holition’s team of  
creative and innovators include  
marketers, retail experts, digital  
strategists, producers, developers, aug-
mented-reality specialists, 3D designers, 
2D artists and futurists.  
  Additionally, the company offers large-
scale holographic 3D installations that 
can add theatrical magic to a brand’s 
message. This could be seen at the 
menswear brand Alfred Dunhill’s fall/
winter collection at the Shanghai New 
International Expo Centre in 2012. 
  An audience of about 5,000 were  
entertained to a holographic installation 
featuring real-life catwalk models inside 
a virtual giant snow globe. Inside the 
globe, technology simulated Britain’s 
four seasons, including winter snow fall.  
  Similar technology was spectacularly 
used by Holition to ‘resurrect’ Renato 
Russo, the Brazilian rock star who died 
in 1996. Combining high-tech software 
and the 19th-century illusion technique 
called Pepper’s Ghost, a holographic  
version of Russo ‘performed’ live in front 
of 50,000 at stadium in Brasilia. 
  Retailers and brand owners, take note. 
Holition promises more of the same for 
the brand marketing, digital retail and 
branded entertainment of tomorrow. 
 
  In this issue of MTF’s Q&A, Chippin-
dale discusses why luxury brand owners 
need digital technology to make busi-
ness relevant to their future customers;  
he explains how emerging markets are 
home to some of its most ardent clients;  

and he offers insights into how to focus 
on tomorrow’s commercial concepts  
using the technologies of today. 
 
MTF: What specific experience made 
you realise that the Holition concept 
is a viable commercial venture? 
 
Chippindale: Holition is not purely a 
commercial venture.  We are continuing 
to explore the ways in which luxury 
brands are able to integrate emerging 
technologies into their strategies as well 
as talk to their customers at the same 
time. It’s about focusing on the different 
ranges of technology. For us it’s about a 
journey of discovery and with the  
technology being so new it is important 
that both clients and the consumer feel  
comfortable with the application. It’s an 
on-going journey. The challenge for us is 
the ability to generate scale, to develop 
and create by the hundreds or thou-
sands, something we are on the verge of 
achieving. The future is very promising 
and certainly the major brands we are 
working with think so too. It is probably 
too early on in the journey to articulate 
exactly what it is but there is clearly 
something there.  
 
MTF: Who are Holition’s targeted  
clients? And is the company aiming 
at only luxury brands? 
 
Chippindale: Holition’s strength stems 
from the breadth of its extensive luxury 
background. We have come from a  
non-technology retail environment with 
years of luxury brand experience. As 
such we have sat on the clients’ side 
of the table and, therefore, completely  
understand the needs and objectives 
of a luxury brand. Having started at  
the upper end of retail and worked 
closely with those brands, it has given 
us an element of trust among our  
luxury colleagues. To some extent  
augmented reality was viewed as a  
gimmick and adopted by low-cost 
brands doing low-cost products, but 
having earned the trust of the luxury 
companies, we were able to persuade 
them to work with us. Consequently, we 
are now in a position to push down and 
are currently talking to a number of high 
street brands.             Cont… page 22 
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Renato Russo: 
The late Brazilian rock 
superstar comes back to 
life to sing to his fans—

courtesy of Holition  
production techniques 

PHOTOS: COURTESY OF HOLITION 
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How about trying it on: Boucheron ring 

How about trying it on: Forevermark 

How about trying it on: 3D Tissot Watch  

PHOTOS: COURTESY OF HOLITION 
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Put a 3D ring on it: Georg Jensen 

Night and Day in one globe: 
Alfred Dunhill’s holoscopic stage in China 

These shoes were made for trying on: Vans in 3D 

PHOTOS: COURTESY OF HOLITION 
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MTF: Who are the type of customers 
that your clients are hoping to reach 
with digital media and technology, 
and what are the average budget 
sizes involved in the campaigns you 
create for them? 
 
Chippindale: The consumer is more 
interested in technology than ever and 
mobile devices are making a massive 
impact.  There is substantial evidence to 
show that a luxury brand’s consumers 
are not techie teenagers.  In the UK 
alone, the Christmas 2011 period saw 
6.8 million new tablet/smartphone acti-
vations; 20% of web visits were to the 
Top 150 retail websites and 50% of 
spend came via mobile phones. In 2011, 
11% of people in the US had iPads. In 
2012, it is expected that iPad users will 
rise by over 90% to 53.2 million. A cou-
ple of years ago the number of people in 
the UK with a tablet (primarily iPads) 
was around 5% (of the total population), 
which increased to 18% last year and is 
likely to increase to 24% in 2013. 
Smartphones now outsell standard  
mobile phones. The continuing growth in 
this area means that people are looking 
for new and rewarding content. 
 
MTF: How is Holition responding to 
the growing penetration of digital 
technology among consumers?  

Chippindale: Holition is not just about 
creating apps for mobiles and providing 
e-commerce solutions – we are very 
passionate about the retail and in-store 
experience.  For us it is also about  
engaging people in-store and creating 
retail theatre. The pace at which  
businesses and brands are leveraging 
technology is dramatically rising. Luxury 
brands, particularly the fashion industry, 
recognise the impact technology has on 
the retail environment and are respond-
ing by incorporating digital to the store 
experience in various ways. Clients are 
starting to understand the difference 
between the online and in-store experi-
ence and are aware that more people 
are buying via their mobile devices, 
whether inside or outside the store.  
 
MTF: The creative work done for 
your clients belongs to them; but is 

the technology behind the work also 
proprietorial to them? 
 
Chippindale: The technology is proprie-
tary to Holition and we generally patent 
the majority of the solutions created.  
Most of the projects that Holition  
handles have never been created before 
as we are developing and using the very 
latest cutting-edge technology. As such, 
we need to protect our work and apply 
for patents. Holition grants a licence to 
clients which allow them to operate the 
technology. 
 
MTF: Is the average Holition client 
digital-technology savvy or does the 
company have to train them to use 
the technology in-house? 
 
Chippindale: Around two or three years 
ago, clients were not digitally savvy and 
they needed to be educated. Digital 
managers didn’t exist but now there has 
been a rapid change with in-house  
digital departments and digital agencies 
being part of a brand’s company  
structure. In fact, one of our first clients, 
watchmakers Tissot, was probably one 
of the first companies to recognise the 
importance of digital and understood  
the potential of emerging technologies. 
Now brands are increasingly sophisticat-
ed, integrating digital solutions into their 
marketing strategies. They are starting 
to weave all the components of  
digitalisation into one communications 
campaign. 
 
MTF: Can you give examples of the 
different uses of technology for the 
high-end brands you work with; and 
did you learn anything from what 
you did from them?  
 
Chippindale: Holition is evolving all the 
time. We began as a company creating 
3D virtual-reality applications that  
allowed customers to “try on” luxury 
goods such as diamonds, jewellery and 
watches. As we explored the boundaries 
of the technology, we were able to ex-
tend this to (Vans) shoes, (Uniqlo)  
jackets, (Triumph) lingerie, lipsticks and 
make-up (currently in progress), and 
are continuously looking to see where  
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We create mobile applications for fash-
ion houses such as Hemyca and Atelier 
Myer. We created a stereoscopic 3D film 
for De Beers Jewellers, which was dis-
played in the window of the Isetan  
department store in Tokyo. 
 
MTF: A Bloomberg TV interview in 
May that featured Holition and  
Moynat, a Paris-based retailer of 
luxury goods in exclusively one 
brick-and-mortar store, implied not 
all luxury-goods brands can be sold 
on digital e-commerce platforms, no 
matter how slick and beautiful. How 
do you respond?  

Chippindale: I disagree. A brand may 
choose not to sell online but they could 
do if they wished to.  For example, we 
worked with French luxury jeweller, 
Boucheron, who used our technology to 
allow their customers to “try on” magnif-
icent watches and fine jewellery through 
their website. At the launch of its app 
site, web traffic rose 50% and still runs 
a healthy 10% up year on year; 8% of 
visitors to the site downloaded the app 
and tried on the rings. Most important to 
Boucheron was that it was able to re-
main true to its heritage of provenance, 
craftsmanship and tradition whilst using 
innovative technology to talk to its cus-
tomers. In fact, Boucheron told me that 
one of their most important clients only 
buys online. Brands are recognising the 
need to blend the online experience with 
the in-store shopping experience. In-
store, you want to see, smell, feel, 
touch.  Online you can offer narrative 
marketing – telling the story of the 
brands, its craftsmanship, heritage and 
products. Ultimately, you need both.  
 
MTF: Which of the IP (intellectual 
property) has long-term value: the 
design’s creativity or the technology 
that drives it digitally? 
 
Chippindale: Technology has the long-
term value. Creativity is always evolving 
– people’s tastes and styles change.  If 
you take the example of a car, the  
aesthetics may change (body shape,  
fixtures and fittings), but the underlying 
technology or engine remains more or 
less the same. It is about creative use  

of technology.  Holition constantly push-
es to explore the boundaries of creativi-
ty but creativity also needs radical shifts 
in innovation to keep it fresh and for-
ward thinking.   
 
MTF: Following your holographic live 
events in China for Dunhill and  
Brazil for the Renato Russo stadium 
concert, do you see the emerging 
markets as being more adventurous 
in using new digital for marketing 
brands? 
 
Chippindale: The current growth in 
confidence in the UK economy and 
the excitement of British design in the 
emerging territories has kick started a 
new spurt of opportunity for Holition. It 
is for us, as a digital design creative 
agency, to fully understand the need for 
our platforms in those territories and 
how to apply them in the right way. 
Every emerging market is different and 
the growth in these regions dictates that 
Holition has to push the boundaries of 
innovation and creativity. At present, it 
is typically the global brands (with larger 
budgets) who can afford to be adven-
turous and roll out to the emerging  
markets. The Dunhill hologram concept, 
whilst being launched in China, was  
developed in the UK. We are frequently 
approached from all corners of the 
globe, India, Australia, Vietnam, and 
more so in Brazil, who have good ideas 
but generally there is little money to 
take it further. This will change.  
 
MTF: What are Holition’s long-term 
ambitions? 

Chippindale: When technology shifts 
from being a commercial platform to a 
merchandising one and brands really 
maximise the benefits of technology to 
increase sales. I think as people get 
more and more used to augmented real-
ity, interactive mobile, websites, and 3D 
imagery, and stop talking about aug-
mented reality, then that will be great 
progress. It is an incredibly exciting in-
dustry; there are no rules or handbooks.  
We are creating the future today and 
why we at Holition are so passionate 
about doing it. MTF 
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MTF Diary 
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 
 
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 
 
San Francisco: TEDWomen2013 
5 December 2013 
@: SFJAZZ Center 
Organised by: TED Conferences 
About: A celebration of the role women play 
in technology and arts innovation 
Details: www.ted.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 

 

London: London Art Fair 
15-19 January 2014 
@: Business Design Centre 
Organised by: Upper Street Events 
About: An Aladdin’s cave of Modern British 
and contemporary art 
Details: www.londonartfair.co.uk 
 
Park City: 2014 Sundance Film Festival 
16-26 January 2014 
@: Park City Marriott 
Organised by: Sundance Institute 
About: Robert Redford-inspired showcase of 
new cutting-edge independent movies 
Details: www.sundance.org 
 
Los Angeles: 56th Grammy Awards 
26 January 2014 
@: Staples Center 
Organised by: National Academy of 
Recording Arts & Sciences 
About: The biggest annual music-industry 
event in the US 
Details: www.grammy.org  

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

London: London Fashion Week 
13-18 February 2014 
@: Somerset House 
Organised by: British Fashion Council 
About: One of the four Grand Slams (New 
York, Paris, and Milan) in fashion calendar 
Details: www.londonfashionweek.co.uk  

Milan: Milan Fashion Week 
19-25 February 2014 
@: Various venues 
Organised by: Camera Nazionale della  
Moda Italiana 
About: The womenswear autumn/winter  
collection struts its stuff 
Details: www.cameramoda.it 
 
London: ILMC 
7-9 March 2014 
@: Royal Garden Hotel 
Organised by: International Live Music  
Conference 
About: The biggest global convention for 
concert promoters and booking agents  
Details: www.ilmc.com/  
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MTF Diary 
Seattle: Seattle International Film Festival 
15 May-8 June 2014 
@: SIFF Cinema Uptown; other venues 
Organised by: SIFF 
About: 40th anniversary of event that attracts 
all types of filmmakers from 70+ countries  
Details: www.siff.net 
 
London: Sony World Photography  
Exhibition 2014 
7-29 June 2014 
@: Grand Hall, Albert Dock 
Organised by: Sony 
About: Exhibition to support the Sony World 
Photography Awards, casting the spotlight on 
the most eye-catching works of photography  
Details: www.worldphoto.org 
 
Cannes: Lions Health 
13-14 June 2014 
@: Palais des Festivals, Cannes 
Organised by: Lions Festivals 
About: Inaugural offshoot of flagship  
Cannes Lions event dedicated to healthcare  
marketing and communications  
Details: www.canneslions.com 

Budelsdorf: NordArt 2014 
14 June-12 October 2014 
@: Carlshutte (Germany) 
Organised by: Kunstwerk Carlshutte 
About: Nearly 2,500 artists from 90 countries 
take part in this international competition 
and exhibition  
Details: www.kunstwerk-carlshuette.de/en/ 

Cannes: 61th Cannes Lions International  
Festival of Creatvity 
15-21 June 2014 
@: Palais des Festivals, Cannes 
Organised by: Lions Festivals;  
i2i Events Group 
About: Largest networking event for global 
advertisers and ad agencies 
Details: www.canneslions.com 

Venice: Venice Architecture Biennale 2014 
7 June-23 November 2014 
@: The Giardini; The Arsenale; other venues 
Organised by: La Biennale 
About: 14th international exhibition for  
discovering the new, innovative and daring in 
architectural design 
Details: www.labiennale.org 
 
  

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

Vancouver: TED2014 -The Next Chapter 
17-21 March 2014 
@: The Vancouver Convention Centre 
Organised by: TED Conferences 
About: 30th anniversary of pioneering series 
of talks on tech, entertainment and design 
innovation and a look at the next 30 years 
Details: www.ted.com 
 
London: TILEzone London 
26 March 2014 
@: London Transport Museum 
Organised by: Andrich International 
About: A series of panels, seminars and  
debates on developments in the theme-park 
and attractions-design business 
Details: http://sxsw.com/  

London: The London Book Fair 
8-10 April 2014 
@: Earls Court Exhibition Centre 
Organised by: Reed Exhibitions 
About: Next to Frankfurt, the most  
authoritative book rights-negotiations hub 
Details: wwwlondonbookfair.co.uk 

Los Angeles: TCM Classic Film Festival 
10-13 April 2014 
@: Hollywood Roosevelt Hotel 
Organised by: Turner Entertainment  
Networks 
About: Showcase of Hollywood movie classics; 
this year’s theme: Family in the Movies 
Details: www.TCM.com 
 
New York: Tribeca Film Festival 
16-27April 2014 
@: Various venues in Lower Manhattan 
Organised by: Tribeca Enterprises 
About: Co-founded by Robert De Niro, this 
event continues to highlight New York as a 
filmmaker’s paradise 
Details: www.tribecafilm.com 
 
Austin: X Games 
15-18 May 2014 
@: Circuit of the Americas (Texas) 
Organised by: ESPN 
About: The iconic extreme-sports show 
moves to Austin for the first time after  
almost a decade in Los Angeles 
Details: http://xgames.espn.go.com  
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Investor Spotlight  

Julio Fraile 
 

GD  
Entertainment 

Fund 

  In each issue of MTF, an investor or entrepreneur specialising in the media,  
entertainment, the cultural arts and related technologies, is invited to go on a  
‘Creative Spending Spree’. The spotlight rests on Julio Fraile, of GD Entertainment  
Fund, in this edition. 

________ 
 
Television remains the dominant form of in-home entertainment, despite the forceful 
emergence of multiplatform and mobile media, and new boutique investment firm GD 
Entertainment Fund (GDEF) wants a piece that audio-visual action. 
  Online-and-multiplatform video has become one of the fastest growing content  
categories on the Internet because it makes TV content available anytime, anywhere. 
This has inspired the Luxembourg-based GDEF to seek intellectual properties in TV, film 
and games for medium to long-term investments. 
  The group’s earnestness was demonstrated in Cannes this October when its two 
founders Julio Fraile and Jesus Adrian, the joint CEOs and general managing partners, 
attended the annual TV and film-dedicated trade event MIPCOM with a high eight-figure 
multi-million fund in search of new production talent.  
  The firm has already clinched a major deal with Imira Entertainment, a Spanish youth-
entertainment production group. Imira possesses a portfolio of shows “with global  
appeal, long shelf life and multimedia capacity,” the specific credentials GDEF seeks. 
The fund has provided Imira with co-production finance for already established pro-
grammes like Lucky Fred, and the development of new titles. 
  But why the commitment to TV and film shortly after a global recession that has seen 
entertainment and media budgets slashed and advertising expenditure decline? 
  “Investors are moving beyond traditional avenues of investment, and the film and TV 
industries are becoming increasingly more attractive prospects due to the additional 
revenue streams provided by online platforms and digital potential of these properties,” 
Fraile explains. “We are open to all genres and formats across film, television and  
gaming, and we continue to see a wealth of creative talent which can be harnessed with 
strategic financing and execution.”  
  This edition of MTF Billion Dollar Blast sees Fraile take some time out to mull over 
how he would spend his fictional US$1bn. Action drama ranks high in his tastes  
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as he selects Hollywood star Steve McQueen movies, plus the high-speed thrills in  
fictional and real-life motor-racing to include in his BDB portfolio. And it looks like he 
would love to accompany members of the world’s most famous rock ‘n’ roll band to see 
top-end soccer matches, followed by a chat about possible Holy Grail conspiracy  
theories over a bottle of good vintage wine. 
 
Movies: 
Steve McQueen is one of the golden boys of classic action cinema a generation of 
young men grew up admiring, and he had the perfect combination of a daredevil nature 
with panache, so any film starring him would be a natural choice. The recent release 
Rush, following the story of Formula 1 (F1) at its heady peak, captures a similar feeling 
of facing thrill and would be a fantastic investment. It has the element of danger along 
with a really compelling rivalry, along with some of the most incredible racetrack foot-
age ever used in a film.  
 
Musical Recording: 
Anything by The Rolling Stones. They are living legends who have maintained  
popularity from the 1960s and are still headlining the Glastonbury (festival) in their  
sixties. They certainly have the appreciating return we look for in all our investments.  
 
Live Entertainment: 
The final tour of The Rolling Stones. You can’t top the best, and the day these rockers 
announce they are going on the road for the last time will be momentous. There’s  
nobody who wouldn’t want tickets to that show. Their last outing as a group will be a 
global phenomenon.  
 
Television Show: 
A live action remake of the original Hanna-Barbera series Scooby Doo, Where are 
You? for tween audiences. A fun, fantasy ‘CSI’ aimed at kids, with the added modern 
capability of CGI (computer-generated imagery) to make the monsters and ghosts come 
to life. The group of mystery solving teens are a great bunch of characters which would 
still work in a small town suburban setting today as well as it did 40 years ago.  
 
Sport Event: 
It would have to be the Monaco Grand Prix. It is the iconic F1 racing event, so much 
so that while the other host cities pay around an estimated US$28m-US$31.2m, Monaco 
pays absolutely nothing to welcome the greats of the track. So the billion would go on 
the most flash, glittering Grand Prix yet!  
 
Video Game: 
Definitely the FIFA game series, they are constantly innovating, and football is univer-
sal, global and cross-generational. It is also particularly strong in Spanish Europe and 
Latin America, especially as something that cuts through a class or wealth divide and is 
accessible to and enjoyed by a spectrum of communities.  
 
Advertising/Marketing Campaign: 
Coca-Cola is one of the most recognised brands of all time, and one of the highlights of 
its marketing campaigns over the years, in my opinion, is the ‘Teach the World to 
Sing’ short. I think that captured a zeitgeist and a really global moment that anyone of 
that generation will remember even now.  
 
Work of (fine) Art: 
For this, I would donate to the Museo del Prado to use on restorations of archived 
Spanish works, and to add to its collection of local artists. The visual artists’ artwork of  
a country is integral to its national identity, and I feel that it is something which should  
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be made available to the Spanish and international public as much as possible.  
 
Book: 
Dan Brown’s The Da Vinci Code, a worldwide sensation and an undeniable page 
turner. Along with his other titles, this has spawned a profitable movie franchise as well 
as restoring classic artworks and buildings in the public imagination.  
 
Luxury Item: 
Stakes  in have outperformed gold in global stock-market indices recently, so a solid 
investment in a few crates of a good vintage red – 1966 Bordeaux from the Do-
maine de la Romanee-Conti Romanee-Conti Grand Cru.  
 
ABOUT JULIO FRAILE: The joint CEO and general managing partner of GD Entertain-
ment Fund has an established background in realising investment opportunities across a 
range of industries. Initially graduating university with a degree in civil engineering, 
Fraile quickly moved into the financial sector, spending over 12 years designing and  
developing successful investment models for various international funds.  He has 
worked for the past six years with GD Investment Funds (GDIF) across its various  
portfolios in a range of sectors including energy, infrastructure, and hospitality,  
consistently defining best practice and drawing on his wealth of experience and financial 
acumen to ensure each project maximises its potential. Fraile now jointly heads up 
GDIF’s specialist entertainment subsidiary, GD Entertainment Fund, with co-CEO and 
general managing partner, Jesús Adrián, financing and developing a boutique range of 
projects across television, film, and gaming. MTF 
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TechMutiny (www.jaykaymediainc.com) 
The free quality quarterly newsletter that keeps track of technology breaking the boundaries 
surrounding traditional media and content platforms, and the technologists making a difference. 
 
News Analysis covers tech activities in the international media,  entertainment and creative businesses.  
 
Disruption Directory lists technology products that have been announced or developed for specific 
creative sectors.  
 
Numbers That Count  features statistics illustrating technology’s influence on media and entertainment’ s 
evolution.  
 
Start-ups’ Standpoint gives emerging technology-service providers a platform to state the differences 
they hope to make and the challenge of fulfilling those ambitions.  
 
TechMutiny is a sister publication of  MediaTainment Finance (www.mediatainmentfinance.com), 
the business journal that covers financial investments in the international media and entertainment industries. 
  

TechMutiny readers: 
Media, entertainment and tech decision makers seeking a snapshot of the new technology developments 
catapulting the creative businesses further into the 21st century.  

 
For advertising, sponsorship and advertorial opportunities:  

Please contact details for all enquiries:  
Email: jaykaymedia@btinternet.com or info@jaykaymediainc.com 
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