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Leone Film Group thrives after IPO 

  Leone Film Group (LFG), the company founded by spaghetti-Western legend Sergio Leone, is  
expanding following a successful stock-market flotation in December. LFG belongs to the children of 
Leone, who died in 1989. The IPO, which sold a 25% stake on the AIM stock exchange at Milan’s 
Borsa Italiana, gave LFG a valuation of about €75m. Since then, it has already clinched a major deal 
with Lionsgate and its Summit Entertainment subsidiary, distributor of Hollywood hit movies like the 
Twilight series, the Hunger Games franchises, and The Expendables films. LFG is using the pro-
ceeds of about €16.3m to boost its access to big-budget Hollywood movies to distribute in Italy. It 
already owns a library of 400 Italian and international titles, plus Leone’s iconic Westerns like The 
Good, The Bad and the Ugly, A Fistful of Dollars, For a Few Dollars More and Once Upon a Time in 
the West. In the recent months, it has begun handling the Italian releases of DreamWorks Studios 
titles like Need for Speed, The Fifth Estate, plus the Oscar-nominated Wolf of Wall Street and Ron 
Howard’s Rush.  

Production finally comes to 
life for $100m Warcraft movie  

  Production of Warcraft, the fantasy epic 
based on Blizzard Entertainment’s Warcraft 
video-games series and the online role-playing 
game World of Warcraft, has finally started. 
The US$100m-plus movie is scheduled for a 
2016 release by Universal Pictures. Duncan 
Jones, famous for his small-budget sci-fi hits 
Moon and Source-Code (as well as being  
David Bowie’s son), is directing. Co-produced 
by US independent studio Legendary Pictures, 
plans for the movie adaptation have been  
doing the rounds since 2006.  

$5.9m Kickstarter fund flies 
Veronica Mars from TV to film 

  Veronica Mars, a cult US young-adult TV 
detective TV series cancelled in 2007, has 
been revived as a movie thanks to US$5.9m 
raised via crowd-funding website Kickstarter. 
Scheduled to premiere in the cinemas in 
March, Veronica Mars the movie continues 
where the TV series ended after three  
seasons. It had been on the now defunct UPN 
broadcast network and then The CW for the 
last season. The Thousand Dollar Tan Line 
novel based on the movie is published by  
Vintage Books.  

  New Zealand government has made  
tax-incentive concessions for the next three 
movies of Avatar, the 3D epic by James  
Cameron, to be shot in the country where it is 
expected to boost the economy with US$400m
-plus in businesses; *The Weinstein Company 
has formed a movie-TV-live theatre partner-
ship with Miramax Films, currently owned by 
Filmyard Holdings and previously owned by 
Harvey and Bob Weinstein; *Paramount  
Animation is to release its first feature film, the 
sequel SpongeBob SquarePants 2, in  
February 2015.  

  Indian director Sanal Kumar Sasi-
dharan and Indian-US actor Prakash Bare 
used Kochi-based crowd-funding platform 
Springr to raise 30 lakh (US$49,116) for the 
movie Oraalppokkam. The 120-minute drama 
will be the first ever Malayalam (an Indian  
dialect) feature made with crowd-sourced 
cash. It is scheduled to be ‘copyleft’ (which 
gives users the freedom to modify the content) 
five years after release. Springr itself recently 
clinched 3.5 lakh (US$5,730) in a one-year 
interest-free loan from international non-profit 
investment organisation The Indus  
Entrepreneurs.  

Shorts: Avatar in NZ; Miramax, 
Weinstein deal; Paramount 

Crowd-sourced site Springr 
spurs first Indian dialect film 
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BBC Worldwide bets £200m on content 

  BBC Worldwide (BBCW), the commercial division of the UK public broadcaster, is to invest £200m 
in premium content in its 2014/2015 financial year. The figure excludes the budget for the production 
division BBC Television. BBCW has historically operated as a profit-and-loss venture by licensing the 
BBC brands. But it has started investing in original content that has not necessarily debuted on the 
BBC’s UK channels, as well as funding original BBC-branded TV channels and digital services. New 
BBCW entertainment channels include BBC Brit, a network offering premium factual entertainment 
aimed at male audiences. BBC Earth, a BBCW joint venture with the BBC’s Natural History Unit, will 
start as a block dedicated to natural history and wildlife shows on BBC America. Additionally, plans 
will be considered to make BBC Earth a stand-alone service online for bbc.co.uk and bbc.com. BBC 
First will focus on offering the best of British drama (not just the BBC’s) abroad, starting with Australi-
an pay-TV platform Foxtel from August. BBCW CEO Tim Davie told the Broadcast Press Guild that 
“British led drama has never been in a stronger position than now,” referring to international hits like 
Sherlock and Dr Who. Top end drama production in the UK can cost between £500,000 and £1m an 
episode; this compares with US$4.5m an episode of CSI: Crime Scene Investigation, the CBS series 
in the US. The 10-episode first season of Game of Thrones, the popular fantasy drama on US  
subscription-funded HBO network reportedly cost US$50m-$60m.  

Discovery Communications 
races to buy Eurosport stake  

  US factual-programme corporation  
Discovery Communications now owns a 51% 
majority stake in cable-and-satellite distributed 
Eurosport, Europe’s leading sport-TV network 
in 54 countries. Owner TF1 had already sold 
20% to Discovery in December 2012 for an 
estimated €170m, giving Eurosport a €902m 
valuation. This deal excludes Eurosport in 
France. Discovery’s entry into the sports-rights 
business fits its remit to be the leading factual-
entertainment producer/distributor worldwide. 
Discovery still owns 20% of TF1 channels TV 
Breizh, Histoire, Ushuaia TV and Stylia.  

StudioCanal, Red Production 
seal Anglo-French deal 

  StudioCanal, the international feature-film 
investment and distribution subsidiary of 
French media company Canal+ Group, has 
grabbed a majority stake in UK independent 
Red Production Company. Red is famous for 
award-winning and ratings-hit shows like Last 
Tango in Halifax (on the UK’s BBC One  
network and the US’ PBS), Queer As Folk, 
and Scott & Bailey. The move continues the 
trend of feature-film companies starting to  
depend on TV revenues. StudioCanal is an 
investor in Tandem, the German events-
drama/mini-series producer.  

  TV production and distribution conglomerate 
FremantleMedia, a subsidiary of German  
media group Bertelsmann, has acquired a 51% 
stake in Danish production company Miso 
Film. It has the option to buy the remaining 
shares later on; *Sony Pictures Entertainment 
aims to save US$250m by shifting more of its 
movie budgets into major TV dramas; 
*Acclaimed UK producer Sally Woodward 
Gentle has snapped up major drama commis-
sions from British public broadcaster BBC for 
her new production firm Sid Gentle Films.  

  TV networks with their own intellectual 
properties are hot as Canadian production 
group DHX Media pays an estimated 
US$170m in cash to buy the networks Family, 
Disney XD, plus the French and English-
language editions of Disney Junior from Bell 
Media. This comes shortly before UK commer-
cial network ITV sold its 6.79% stake in  
Scottish regional channel STV for £7.55m last  
December. In the same month, European 
magazine-publishing giant Axel Springer 
bought its first TV network N24, the German 
news channel.  

Shorts: FremantleMedia; Sony 
Pictures; Sid Gentle Films 

DHX Media injects $170m into 
buying Canadian TV networks  
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Music adds £3.5bn a year to UK wealth 
  The UK music business has made it a mission to ensure government policies about the industry, 
especially those designed to encourage investments, are based on realistic data. The Economic 
Contribution of the Core UK Music Industry was published in December 2013 by UK Music, the  
umbrella organization for the related trade associations. It has pinned down the music sector’s  
financial value to the national economy. The sector, including artists, labels, music publishing and the  
digital-music services, contributed £3.5bn to the national GDP (gross domestic product) in 2012 – the 
period covered by the report. Musicians, songwriters, composers and lyricists generated £1.6bn that 
year. Live music, including concerts, festivals and venue operations, earned £662m, while recorded 
music generated another £634m. Music publishing followed with £402m, while “music representa-
tives” such as royalty-collection societies brought in £151m, and music producers and recording  
studios reported £80m. Of the total, 40% (£1.4bn) came from the industry’s exports, which include 
the sale and use of UK-made music overseas. The report aims to prove music creativity should not 
be dismissed as inconsequential compared to the nation’s other sectors like finance and agriculture.  

BMG grows into Benelux with 
€40m Talpa Music acquisition 

  Germany’s BMG, the international music-
rights subsidiary of German media conglomer-
ate Bertelsmann, has bought Talpa Music 
Holding for a reported €40m. The Benelux 
music-publishing company specialising in 
electronic dance music brings to BMG more 
than 37,000 songs and the administration of 
rights to 500,000-plus songs. They include 
songs by mega-stars Beyonce and Rihanna. 
The Dutch operation of BMG, now the world’s 
fourth biggest publisher and valued at about 
€1bn, will merge with Talpa to create a new 
entity called BMG Talpa Music.  

Queen of Pop Madonna reigns 
supreme in earnings ranking 

  Music icon Madonna was the highest earn-
ing musician in 2013, collecting US$125m in 
revenues from recordings, concert tours and 
merchandise, according to Forbes magazine. 
Based on data from June 2012 to June 2013, 
Lady Gaga came second with US$80m in 
earnings. The two were followed by US rock 
band Bon Jovi (US$79m), US country-music 
idol Toby Keith (US$65m), and British rock 
band Coldplay (US$64m). The other Top 10 
earners were Bruce Springsteen, Justin 
Bieber, Taylor Swift, Elton John and Beyoncé.  

  The Sunburst Fender Stratocaster played 
by rock legend Bob Dylan at the controversial 
1956 Newport Folk Festival, in the US state of 
Rhode Island, has been sold for a record 
US$965,000 at a Christie’s auction. It was sold 
by the family of Vic Quinto, who used to work 
for Dylan’s then management, to an unknown 
buyer. Experts had estimated the guitar would 
sell for about US$500,000. The previous  
record-breaking guitar sold at auction was Eric 
Clapton’s Fender for US$959,000 in 2004. 

  Almost 90% of investments made in the US 
music industry in 2013 went into ventures that 
would be described as traditional music  
companies, according to Billboard magazine. 
About 31.5% of the US$2.4bn traced by the 
US music publication was invested in the  
record label/publisher/management category. 
This was headlined by Warner Music Group’s 
acquisition of Parlophone Label Group and 
Nettwerk Music Group. That was followed by 
19.5% in concert-promotion companies, main-
ly SFX Entertainment’s stock-exchange listing, 
which raised US$260m.  

Guitar touched by Bob Dylan’s 
hands valued at nearly $1m 

‘Traditional music’ remains  
siren to investors’ ears  
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Candy Crush King rules in $7bn+ IPO  

  King Digital Entertainment, the UK-Swedish international social and mobile-games developer, 
floated on the New York Stock Exchange on 25 March. Famous for the colourfully addictive Candy 
Crush Saga game, King hoped to raise US$500m from the IPO, after analysts valued the company at 
US$7.6bn at one point. The profitable firm offers more than 180 digital games in 14 languages via its 
website, social-media platform Facebook and on mobile devices. The freemium-funded Candy Crush 
Saga, downloaded 500,000-plus times, was named by US apps-analytics firm App Annie as 2013’s 
most popular smartphone app. It generates an estimated US$900,000 daily. King says its titles  
attract more than 12 billion game plays monthly. Launched in 2012, it is Candy Crush Saga that has 
been propelling the size of King’s financial fortunes since. Revenues come from subscriptions for 
upgrading games and social-media advertising. According to Reuters, the company that launched in 
August 2003 generated a staggering US$1.9bn in 2013. But King (which is registered as Midasplayer 
Ltd in Dublin, Ireland) saw its share price drop shortly after the IPO. It is regularly compared with 
Zynga, the social media-games darling that saw its fortunes plummet after the 2011 IPO. King is  
accused of being a one-trick pony with Candy Crush. But it insists other popular titles, like Bubble 
Witch Saga and Pet Rescue Saga, will help sustain future success.  

DraftKings gifted with $24m 
in new round of investment 

  DraftKings, the Boston-based online  
fantasy-sports (basketball, hockey, American 
football, and baseball) developer, has raised 
US$24m in a recent round of funding. The 
round was led by Redpoint Ventures and  
involved BDS Ventures, Atlas Venture and 
GGV Capital.  Launched in only 2012, 
DraftKings’ mission is to make online fantasy-
sports leagues more attractive to play than the 
offline versions. It is popular for also settling its 
cash prizes on the same day. It paid out more 
than US$50m in prizes in 2013.  

RocketJump raises nearly $1m 
to finish High School trilogy 

  RocketJump, maker of Video Game High 
School (the popular web action-thriller series 
about students who study only video games), 
has raised nearly US$1m via crowd-funding to 
shoot the series’ third and final season. The 
US$900,157, donated by fans and pledgers on 
the Indiegogo website, exceeds the original 
US$750,000 goal. Created originally on 
YouTube by Freddie Wong and his partner 
Matt Arnold, Video Game High School boasts 
64 million-plus views. It is available on online-
games networks, DVD, Blu-Ray, iTunes, and 
video-streaming platform Netflix. 

  Publisher Warner Bros Interactive Enter-
tainment (WBIE) and UK-based subsidiary TT 
Games are bringing out Lego The Hobbit, an 
action-adventure game based on Peter  
Jackson’s first two movies from epic The  
Hobbit trilogy for next-generation consoles, 
including Xbox One; *Kabam, the international 
multiplayer social-games developer in which 
WBIE has a strategic stake, is expanding into 
South Korea; * WBIE plans to use savings 
made from job cuts at subsidiary Turbine
(creator of online game Infinite Crisis) to invest 
in new games ventures.  

  History, the TV-network subsidiary of media 
group A+E Networks UK, is entering the 
games market with The Great Martian Wars, a 
mobile game for Apple devices iPad, iPhone 
and iPod. The freemium title, available on  
other mobile operating systems this year,  
re-enacts the First World War in an imaginary 
future where the Earth is forced to defend  
itself from invasion by Martians. History UK, its 
Canadian counterpart, Entertainment One, 
and TV-production firm Impossible Pictures 
jointly commissioned the game from Canadian 
developer Secret Location.  

Shorts: Lego, Kabam, Turbine, 
and Warner Bros Interactive  

TV network History moves  
into mobile games business 
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Merlin charms DreamWorks, Rovio 

  UK-based Merlin Entertainments, the world’s second biggest attractions operator after Walt Disney 
Company, has sealed international deals with three major entertainment brands. The agreements are 
with Hollywood studio DreamWorks Animation; Finnish mobile-games group Rovio Entertainment; 
and Sentosa Development Corporation, the pan-Asian leisure group. They come shortly after 
Merlin’s IPO on the London Stock Exchange in November 2013, which gave the group a £3.5bn  
valuation. Shrek’s Far Far Away Adventure is the name of a new Merlin “midway attraction” franchise 
based on DreamWorks’ Shrek movies. The Shrek attractions will roll out in six major cities over the 
next nine years, starting with London in 2015. In May this year, the company is scheduled to open 
the world’s first Angry Birds 4D Experience. Based on Rovio’s popular Angry Birds games, the attrac-
tion will be located at UK theme park Thorpe Park. The custom-built 4D theatre will include a short 
3D movie plus special physical effects to simulate different environment conditions to give the  
audience an immersive experience of what they see on the screen. Also, Merlin has joined forces 
with Sentosa to make a “multi-million” investment to bring the Madame Tussauds waxworks museum 
to Singapore, and relaunch the 30-year-old Images of Singapore attraction. Merlin’s 2013 revenues 
jumped nearly 11% to £1.19bn. 

NBCUniversal waves wand to 
boost Harry Potter theme park 

  Hollywood studio NBCUniversal hopes to 
boost the number of visitors to its profitable 
attraction The Wizarding World of Harry Potter 
at the Universal Orlando Resort in Florida by 
adding a new area called Diagon Alley this 
summer. Based on the best-selling Harry  
Potter books, the new Diagon Alley will include 
a new dark-ride steel roller coaster called  
Harry Potter and the Escape from Gringotts. 
As the Wizarding World stretches across two 
theme parks (Universal Studios Florida and 
Islands of Adventure), NBCU hopes to sell 
more two-park tickets to visitors.  

Live Nation now manages U2 
and Madonna after acquisition 

  The world’s biggest concert promoter Live 
Nation Entertainment, which is quoted on the 
New York Stock Exchange, has absorbed two 
very powerful artist management companies: 
Principle Management, whose clients include 
Irish rock band U2, and Maverick, whose  
roster includes queen of pop Madonna. U2 
and Madonna are among the world’s best-
selling concert acts. Live Nation has also 
formed a joint venture called Live Nation  
Marketing Partnerships Asia with Parallel  
Contemporary Music to exploit sponsorship 
opportunities for live-music acts in Asia.  

  The Nasdaq-quoted SFX Entertainment, the 
electronic-dance music (EDM) events  
promoter, has been expanding with a series of 
international acquisitions, including US-based 
Electric Zoo Festival organiser Made Event, 
and German EDM promoter i-Motion; *Live Aid 
impresario Harvey Goldsmith and business 
partner Jim Baggott at Artist Promotion  
Management have co-launched TLF, an  
international live-events service provider, with 
UK events producer Sevens7; *Heavy metal 
legend Motorhead are to launch Motorboat, 
their first cruise festival later this year.  

  Azoff MSG Entertainment, the joint venture 
between US rock-stars manager Irving Azoff 
and New York-based venues operator  
Madison Square Garden, now owns 50% of 
Pop2Life (P2L), an experiential-marketing 
agency. P2L specialises in “branded-
entertainment events”. It will use the funds and 
AMSGE resources to expand its business of 
creating out-of-home entertainment and  
extravaganzas for marketing campaigns. Its 
clients include major US media companies 
such as MTV Networks and radio-and-outdoor 
advertising giant Clear Channel, says  
Billboard magazine. 

Shorts:  SFX events; Harvey 
Goldsmith; Motorhead cruises 

Manager to rock stars Azoff  
invests in experiential agency 
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Global sports rights rocket in value 

  The value of live and broadcast sports rights rocketed in 2013 and will continue to do so in the next 
four years. The global premium-sports broadcast business is forecast to generate £16bn by the end 
of 2014, a 14% increase from 2013. The figures, supplied by business consultancy Deloitte, are 
based on only the top-end annual sports events. About 75% of the revenues will come from  
American football’s NFL, baseball’s MLB, and hockey’s NHL leagues in the US; the premier soccer 
leagues in England, France, Germany, Spain and Italy, and the UEFA pan-European Champions 
League soccer tournament, the report says. Deloitte’s annual Football Money League, the 2012-2013 
ranking based soccer clubs’ annual turnover, places Spain’s La Liga club Real Madrid at the top. The 
top 20 soccer clubs generated €5.4bn (+8%) combined during the same period. After Real came  
another Spanish club Barcelona with €482.6m. Germany’s Bayern Munich (€431.2m) was in third 
place. UK team Manchester United fell to fourth (€423.8m), with Paris Saint-German (PSG) ranked 
fifth (€398.8m). PSG’s turnover rose the highest at 81%. PricewaterhouseCoopers (PwC) predicts 
total US sports sector will generate US$67.7bn in 2017 from media rights, tickets, sponsorship and 
merchandise. This represents a compounded annual growth rate of 4.8% from 2013. The average 
growth rate was 0.8% from 2008 to 2012. 

Breakdown of Sochi Olympics’ 
‘most expensive’ $50bn cost  

  Costing about US$50bn, Russia’s recent 
Sochi Winter Olympic and Paralympic Games 
has been described as “the most expensive in 
history”. The Bolshoy Ice Dome cost 
US$302.9m; Coastal Olympic Village: 
US$778m; Rail-Highway Link: US$9.4bn; 
Krasnaya Polyana Train Station: Undisclosed; 
Iceberg Skating Palace: US$277.7m; Fisht 
Olympic Stadium: US$778.7m; Russki Gorki 
Jumping Centre: US$265m; and Rosa Khutor 
Alpine Resort: US$2.6bn. The original budget 
was US$12bn. The 2010 Games in Vancouver 
cost US$6.4bn; the budget for the 2002 Salt 
Lake City-hosted Games was only US$2bn.  

Indian Premier League spends 
£3m+ for 3 top stars in auction  

  Like international soccer and the US’  
National Football League, the Indian Premier 
League’s (IPL) elite cricket championship is 
disclosing its players’ financial value. In  
February, former England player Kevin  
Pietersen was acquired by IPL team Delhi 
Daredevils for £880,000. The Daredevils did 
so by matching an original bid from rival  
Deccan Chargers in the IPL auction. The 
Daredevils also paid £1.2m for Dinesh Karthik, 
the Indian wicketkeeper-batsman. The Royal 
Challengers Bangalore made the highest bid 
with £1.45m for Yuvraj Singh, the international 
all-rounder.  

  David Beckham, the England international 
soccer celebrity, has confirmed plans to use 
private cash to invest in a Major League  
Soccer franchise and a stadium in Miami with 
players sourced internationally; *Austria is on 
the 2014 Formula 1 Grand Prix calendar after 
a nine-year absence, during which time the 
Red Bull Ring circuit was refurbished; *The 
Libyan government is paying Swedish 
SKr500m (€57m) to Swedish second-tier 
(Superettan) league soccer club Ostersund to 
train 60 young Libyan players from March to 
November.  

  Liverpool FC, one of the hottest soccer 
clubs in the lucrative English Premier League, 
has clinched its first sponsorship deal from 
India with smartphone maker Xolo. The deal 
will give Xolo handset owners in India, where 
Liverpool FC is the second most popular 
brand after the Indian Premier League cricket 
competition, exclusive Liverpool-related con-
tent and merchandise. Indian Liverpool fans 
will also get the chance to see matches and 
meet their idols in the UK.  

Shorts: David Beckham; Grand 
Prix in Austria; Superettan 

Xolo sponsors Liverpool soccer 
club to call superfans in India  
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Japan’s top big brands worth $119bn 

  The value of Japan’s leading 30 brands with global operations rose nearly 6% in 2013, compared 
to 2012, according to a 2104 report by Interbrand, the international brand consultancy. Despite the 
mixed results of Prime Minister Shinzo Abe and his Abenomics plans to end Japan’s stagnated  
economy with fiscal stimulus, the country’s Top 30 global brands jumped 5.8% in value to 
US$119.9bn. Valuation criteria include the company’s existing and future financial strength, plus  
results of brand messages covering the year ending 31 December 2013. Car maker Toyota topped 
the global ranking with a 17% increase in brand value to US$35.3bn. Rival Honda followed at No.2 
with a 7% rise to US$18.5bn. Nissan rose 25% (US$6.2bn) to No.5, while Lexus gained 7% 
(US$2.7bn) at No.8. Other Top 10 global brands, mostly consumer-electronic goods makers, lost 
value. They were Canon, Sony, Toshiba and Canon. Panasonic rose only 1% to US$5.8bn. For do-
mestic-focused brand owners, their Top 30’s combined brand value rose 10.4% to US$59.6bn in the 
2014 ranking. The sectors that dominated the Top 10 are telecommunications, financial services and 
retail. Although its value fell 2% to US$10.6bn, telecoms giant NTT DoCoMo ruled at No.1. In second 
place was financial services group MUFG (US$6.5bn), followed by telecoms company Softbank, 
which rose the highest (25%) to No.3 with a US$6.4bn value. Another robust performer is Rakuten, 
Japan’s biggest e-commerce operator. It grew 20% to No.8 this year from No.10 in 2013. 

Blue Focus friends with We 
Are Social after $30m takeover 

  Blue Focus, the Shenzhen Stock Exchange-
quoted Chinese marketing group, has  
embarked on its international expansion with 
the acquisition of We Are Social, the UK-
based international social-media marketing 
agency. Blue Focus is paying We Are Social’s 
owners US$30m followed by payments based 
on company performance in the next three 
years. The move sees another major foreign 
acquisition by an Asian marketing company. 
The biggest to date is Japanese advertising 
group Dentsu’s US$5bn purchase of UK  
media agency Aegis in 2012. 

WPP spending spree continues 
in Russia and Japan 

  WPP Group (see this issue’s Creative  
Corporate) has been on a spending spree in 
emerging markets. It bought an 80% majority 
stake in WVI, a joint venture media-investment 
agency in Russia, in January. WPP’s Russian 
business generates about US$300m annually. 
In the same month, it agreed to acquire a  
majority stake in ad agency Marketeers  
Vietnam Company, which is headquartered in 
Ho Chi Ming City. The fast-growth Vietnamese 
market currently brings US$65m in annual 
revenues to the WPP empire.  

  Ad agency network DraftFCB Worldwide, 
part of the world’s fourth largest marketing 
operation Interpublic Group of Companies, 
has taken over the UK independent ad agency 
Inferno. In addition to being part of the consoli-
dation taking place in the global ad sector, the 
deal sees DraftFCB’s UK office benefit from 
Inferno’s reputation for being among the best 
at technogy-advertising creativity. This has 
contributed to its status as one of the UK  
government’s “Tier 1” 10 agencies.  

  New York-based Authentic Brands Group 
(ABG) paid about US$125m-plus for the  
intellectual-property (IP) of Elvis Presley, the  
legendary “King of Rock ‘n’ Roll”. ABG  
acquired the rights from CORE Media Group, 
which had the licences from the family-owned 
Elvis Presley Enterprises. ABG will generate 
revenue from exploiting Presley’s image, 
name, likeness and content (including music, 
movies, TV shows, photos). ABG, whose other 
celebrity brands include Marilyn Monroe, will 
jointly operate Graceland, the tourist attraction 
at Presley’s home in Memphis, Tennessee.  

DraftFCB heats up business in 
UK and buys Inferno 

Elvis Presley brands valued at 
$125m in rights acquisitions 
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Designers steering new bike concepts 
  Architects and designers are turning their hands to the future of bicycle design to cope better with 
the world’s increasingly congested urban areas. Foster + Partners, the practice of British ‘starchitect’ 
Sir Norman Foster, has joined Exterior Architects, and UK transport consultancy Space Syntax to 
design a “cycling utopia” for safer cycling in London. Called SkyCycle, the project will comprise a 
220km network of elevated cycle paths that follow the city’s railway lines. The proposal, which would 
need local authority permission, comes as 14 cyclists died in road accidents in 2013 alone. London’s 
overcrowded roads have become notorious accidents involving cyclists. Cycling, however, is a popu-
lar consumer leisure and sport activity. It is also considered more environmentally friendly than motor 
vehicles. Research group NPD Data says €38.5bn was spent on 132 million units of bikes, spare 
parts, and accessories at retail worldwide in 2012. The French city of Bordeaux is testing The Pibal, a 
bicycle/scooter hybrid designed by Philippe Starck and motor manufacturer Peugeot. Last year,  
German design studio Designaffairs unveiled the Clarity Bike, a bike with extremely lightweight but 
robust frame made from Trivex, material normally used for helicopter windscreens. Meanwhile,  
Amsterdam-based practice Pedalfactory has started shipping its Sandwichbikes. With a retail price of 
€799-€999, the frame is made from weather-proofed beech plywood, aluminium cylinders and stain-
less steel wheel spokes delivered in a flat-pack box and assembled in less than 45 minutes.  

HOK unveils its talents with 
uber World Expo 2020 deal 

  HOK, the London-based design-and-
architecture conglomerate, has won the  
contract to design the master plan for the 
World Expo 2020 in Dubai. It is the first Middle 
East host city in the World Expo’s 150-year-
old history. The other major finalist for the  
contract was Zaha Hadid Architects. A World 
Expo extravaganza highlights the host city’s  
contributions to global culture, economy and 
industry. It can also be a major tourists’ hub. In 
all, some 73 million people visited Expo 2010 
in Shanghai, which had more than 240  
countries participating.  

Downtown Miami rising up in  
$406m museum regeneration 

  Ambitions to regenerate Downtown Miami 
with a museum park have started with the 
opening of the new US$131m Perez Art  
Museum Miami in the Bicentennial Park on the 
Biscayne Bay coastline in December 2013. It 
was designed by Switzerland’s Herzog & de 
Meuron. The regeneration’s completion is 
scheduled for 2015 when the adjacent new 
US$275m Patricia and Philip Frost Museum of 
Science opens. New York-headquartered 
Grimshaw designed the science museum.  

  Investment in architectural work grew for 
the UK, Belgian and German architecture 
houses in 2013. The figures, from Rotterdam-
based Arch-Vision and based on surveys 
among 1,600 firms in eight European coun-
tries, reported that 60% of UK architects saw 
orders boosted during 2013’s third quarter, the 
best performance since the 2008 economic 
slump. A third in Germany reported increased 
business, and the Belgian market has  
experienced positive growth. This compares 
with the growth decline in the Netherlands, 
France, Spain and Italy. 

  Frank Gehry, the US/Canadian ‘starchitect’, 
has won the commission to build what will be 
Berlin’s tallest residential tower when finished. 
Construction of the €250m 39-storey, 150-
metre tall skyscraper with 39 apartments and 
a spa among its facilities begins next year. 
Located at Alexanderplatz square and near 
the Fernsehturm TV tower, the building will 
also feature a hotel. The work was commis-
sioned by US-headquartered international real
-estate company Hines. Other finalists bidding 
against Gehry included David Chipperfield 
Architects and Adjaye Associates.  

Commissions boosted for major 
European practices in 2013 

Frank Gehry’s high-end design  
for Berlin’s tallest skyscraper 
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Amazon competing in publishing deals 

  Amazon.com, pioneering e-bookseller and maker of the world’s best-selling e-book reader The 
Kindle, has been hiking its investment in book publishing. The Amazon Publishing division snapped 
up the UK and German rights to The Thief Taker, Cath Quinn’s 17th-century historical thriller, follow-
ing a four-way bid against “three major publishers”. The novel will be published under Amazon’s 
Thomas Mercer imprint. It signalled that Amazon, which spent the last two years collecting its 15  
imprints via acquisitions and takeovers, wants its brand’s growth to influence international book  
publishing too. Speaking to Thebookseller.com, Amazon said it had “paid a significant advance” and 
offered “generous digital royalty rates” to Quinn. London-based literary agency Sheil Land Associates 
closed the deal for Quinn, previously a self-published author. Amazon has also announced that  
author Helen Bryan had become the second author to sell 1 million copies of Amazon-published titles 
worldwide. The 1 million units cover sales of War Brides (published in 2012) and The Sisterhood 
(2013) in print, audio and e-books delivered to Amazon’s Kindle. She joins Oliver Potzsch, who 
crossed the 1 million-units threshold with his Hangman’s Daughter series last year.  

Macmillan expands investment 
in movies based on its titles  

  Macmillan Entertainment, the New York-
based movie-adaptation division of Macmillan 
Publishers, is expanding to include all titles. 
Until recently, that unit had focused only the 
titles published by Macmillan’s Thomas Dunne 
Books imprint. Currently in production is  
Reviver, the Sean Patrick thriller being  
produced by Legendary Pictures; and Seal 
Team 666, Weston Ochse’s novel, is being 
developed by Hollywood studio MGM. 
*Meanwhile, Hollywood studio DreamWorks 
Animation is setting up its own book-
publishing division DreamWorks Press. 

Publishers blooming from film, 
TV adaptations this year 

  TV and film adaptations premiering in 2014 
include Jonathan Strange & Mr Norrell 
(Bloomsbury) by Susanna Clarke for a BBC 
co-production; The Terror (Hachette) by Dan 
Simmons and executive produced by Scott 
Free for US cable network AMC; Richelle 
Mead’s Vampire Academy (Penguin) as a 
Weinstein Company-distributed movie; Diana 
Gabaldon’s historical romance novel Outlander 
(Random House) as TV series for US cable 
network Starz; US subscription cable channel 
HBO has TV rights to The Leftovers by Tom 
Perrotta (Macmillan); Tom Hanks to produce 
The Ocean at the End of the Lane 
(HarperCollins), film of bestseller by UK  
author Neil Gaiman. 

  The Bay Psalm Book, one of 11 surviving 
first-ever printed books in the US, has sold for 
a record US$14.2m at Sotheby’s; *US pay-TV 
network HBO founder Charles Dolan and The 
Time Traveler’s Wife novelist Audrey  
Niffenneger have invested in e-bookstore Zola, 
which has US$5.1m in new funds; *Simon & 
Schuster has world rights to a autobiography 
by former Sex Pistol Johnny Rotten (John 
Lydon); *Design guru Terence Conran has  
written a book on interior design for Octopus 
Publishing Group. 

  Hild, the 2013 historical novel set in 17th-
century Britain and written by UK/US novelist 
Nicola Griffith, is going to be the first hardback 
book published by “digital-first” publisher 
Blackfriars. The UK hardback rights were  
acquired by Little, Brown Book Group from US
-based Farrar, Straus & Giroux, which  
published the title in the US last November. 
Blackfriars brings out the UK edition in the  
e-book format in April, followed by the  
hardback in July.  

Shorts: Johnny Rotten; Bay 
Psalm Book; Terence Conran  

Digital-books publisher turns a 
page into its first hardbacks 
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L’Oreal buys back €6.5bn in shares 

  L’Oreal’s plans to take more control over its beauty-and-luxury business in 2014 became clearer 
after it bought back 8% of the stake owned by Swiss food conglomerate Nestle for €6.5bn in  
February. In a rather complex arrangement, L’Oreal’s buy-back will be paid for with the €3.4bn in 
cash plus another €3.1bn (including debts) generated from L’Oreal selling its 50% stake in their  
Galderma skincare joint venture. The deal, therefore, sees Nestle’s capital in L’Oreal slashed to 
23.29% from 29.4%, while shares of France’s Bettencourt Meyer family (which controls L’Oreal) will 
grow to 33.31% from 30.6%. Nestle insists its remaining 23% stake in L’Oreal is for the long term. 
But the move to sell some of the original interest it acquired in L’Oreal 40 years ago has loosened 
one of Europe’s strongest and longest entrepreneurial partnerships. Nestle is reported to be using 
the proceeds of the L’Oreal shares sale to boost ambitions to grow its nutrition and well-being  
businesses. Meanwhile, L’Oreal has formed an exclusive partnership with Evolva Holding, the  
Switzerland-based international biotech company. The joint-research agreement is part of L’Oreal’s  
ongoing mission to broaden its portfolio of new cosmetic ingredients. The 2013 revenue for L’Oreal, 
listed on the Euronext Paris stock exchange, jumped 5% to €22.98bn.  

Index Ventures’ $21m is in the 
bag for Cambridge Satchel  

  Swiss/UK venture-capital group Index  
Ventures has invested US$21m in Cambridge 
Satchel Company, the UK-based maker of 
fashionable handmade leather satchel bags. 
The cash from Index Ventures, which has a 
track record for backing successful online 
fashion stores Net-A-Porter and ASOS, will be 
used to boost management appointments and 
the e-commerce infrastructure. Already in 100 
countries, the Cambridge Satchel Company 
hopes to expand in the major economies 
where it is already present and into new 
emerging markets like China. 

Capital Group is financial  
saviour to stressed Lululemon 

  Capital Group, the giant investment firm, 
has hiked its stake in Lululemon to 11% (for 
12.7 million shares) from 5% via its subsidiary 
Capital Research Global Investors. Capital 
Group’s move signals a vote of confidence in 
Canada-based Lululemon, which creates and 
sells workout apparel. It had recently been 
plagued with financial woes, including an  
embarrassing recall of yoga attire last year. 
But, according to fashionmag.com, Lululemon 
has reorganised itself and business is set to 
be back on track by this year’s end. 

  The House of Enrique Iglesias is a new  
fragrance-manufacturing company co-founded 
by Spanish-American singer Enrique Iglesias 
and global cosmetics group Coty to target 
emerging markets like Brazil; *Hollywood  
actress Zooey Deschanel and label designer 
Tommy Hilfiger have jointly launched a collec-
tion of dresses called To Zooey, from Tommy; 
Venture-capital firm Sandbridge Capital has 
acquired a stake in 10 Crosby Derek Lam, the 
label co-founded by Tod’s former creative  
director Derek Lam; *Private-investment firm 
TPG Growth now majority owns US cosmetics 
group ELF Cosmetics. 

  Kering, the French fashion and luxury-
goods conglomerate, is hiking its interests in 
new independent brands with its latest invest-
ment in the business of designer Tomas 
Maier, who specialises in knitwear and swim-
wear. The stake in brands developed by 
Maier, currently also creative director at Italian 
luxury house Bottega Veneta, will be used to 
expand his current two stores and product 
line. Kering’s other recent investments in  
independent designers have been in the UK’s 
Christopher Kane and New York-based  
Altuzarra (MTF Issue18).  

Shorts: Enrique Iglesias; Zooey 
Deschanel; Derek Lam; ELF 

Luxury group Kering grows 
empire with more acquisitions 
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Christie’s starts 2014 breaking records  

  The auction world has been reporting some record-breaking sales of creative works, kicking off 
2014 with the auction of high-end impressionist, modern and surrealist art at Christie’s London  
offices. On 4 February, buyers made bids valued at £177m, exceeding the £113m-£163m  
pre-auction estimates. Although a collection of works by Spain’s Joan Miro, valued at about £30m, 
had to be pulled out of the February 2014 auction because of legal wrangles, Juan Gris’ 1915  
painting Nature Morte a la Nappe a Carreaux came off with the auction’s highest price of £35m. The 
Art Newspaper said this was the first time the work had gone on sale at an auction and the price was 
a “new world record…for the artist and for any Cubist work”. Gris’ painting was part of a Swiss collec-
tion that fetched £57m that day. The sales represented a healthy start to the year for Christie’s,  
especially after reporting US$7.13bn in revenues in 2013. Last year, Christie’s sold Three Studies of 
Lucian Freud, a 1969 triptych painting, for a record-breaking US$142.4m. The pre-auction estimate 
was US$85m. It beat the 2012 record-breaking price for Edvard Munch’s The Scream (US$119.9m) 
at rival Sotheby’s. *Meanwhile, US-based Heritage Auctions, which specialises in collectibles and 
collector’s items, sold the oldest comic book cover featuring superhero Superman (Action Comics 
Issue 15 in 1939) for US$286,600. 

National Gallery in UK invests 
in first major US artwork 

  George Bellows’ Men of the Docks is to be 
the first major US work of art acquired by  
London’s National Gallery. The US$25.5m 
paid for the work, painted in 1912 and  
unveiled in its new home this February, came 
from private donations and the Paul Getty 
Fund, according to The Art Newspaper. Until 
now, the National Gallery has displayed only 
European art works. The painting was sold by 
the US-based Maier Museum of Art at  
Randolph College.  

Scotland home to £5m world’s 
biggest horse sculptures 

Kelpies, described as the “world’s largest 
pair of equine sculptures”, has been unveiled 
in Scotland. Created by figurative sculptor 
Andy Scott, the £5m 30-metre high, 600-tonne 
horses’ heads made from steel stand central 
to The Helix, a £49m 350-hectare regenerated 
land where the Forth and Clyde Canal join the 
Carron river. The Kelpies, which opens to the 
public this year, are financed by the UK’s Big 
Lottery Fund, local authority Falkirk Council 
and Scottish Canals (which manages  
Scotland’s waterways).  

  The Detroit Institute of Arts (DIA) has  
disclosed plans to raise more than US$100m 
to retain publicly owned art collections in the 
US’ most populated city, which was declared  
bankrupt last year. The proceeds, to be raised 
in the next 20 years, will also be used to  
contribute to the city’s pension funds. The  
DIA’s fund raising will be added to the 
US$350m pledged by Michigan state’s  
governor, and US$370m from 10 local and 
national art foundations. 

  The second edition of the Made in LA  
biennial, which kicks off on 15 June, has hiked 
the value of the Mohn Award (considered one 
of the world’s most generous visual-arts cash 
prizes) by $50,000 to US$150,000 in total. 
Winner of the US$100,000 first prize will be 
selected by a jury of industry thought leaders, 
followed by a US$25,000 prize for “career 
achievement” plus another US$25,000 for 
“favourite artist” selected online by the public. 
The biennial is organised by Los Angeles’ 
Hammer Museum.  

Beleaguered Detroit art house 
to raise $100m in 20 years 

Made in LA Mohn Award hikes 
value of prizes to $150,000 
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Pirates steal $227m using ads illegally 

  A report that showed that rights owners are losing about US$227m a year from advertising sold on 
illegal websites should be reminding brand owners that they are duty bound to know where their  
digital advertising campaigns are placed. Called Good Money Gone Bad: Digital Thieves and the  
Hijacking of the Online Ad Business, the report illustrates how rogue website owners earn millions of 
dollars from ads sold around content stolen from rights holders. Most of the websites studied fea-
tured unauthorised music, movies, TV shows and other creative content. The top 30 most visited of 
these sites earn an average of US$4m annually. Some, especially the BitTorrent-powered and illegal 
peer-to-peer sites can earn more than US$6m each a year. The 80%-94% profit margins made by 
such sites are from income that should be going to content creators. “These ad-supported rip-off 
websites are just a small sample of the sites that are profiting from theft,” said Tom Galvin, executive 
director at Digital Citizens Alliance, the US-based research organisation that commissioned the  
report. “Let’s be clear, the quarter of a billion dollars that these sites make from ads in a year is a 
huge sum, but it’s only a fraction of the financial losses inflicted on the creative economy.” But the 
situation also triggers the question about why do ads of premium and secondary legal brand owners 
end up on these content-theft sites. At least 30% of the biggest website thieves examined for the  
report featured top premium-brand advertising.  

19 Recordings, Sony in legal 
dispute over American Idol TV  

  19 Recordings, the entertainment company 
that created hit reality-TV franchise American 
Idol, is suing major music label Sony Music 
Entertainment for fraud, withholding royalties 
and other allegations in a US$10m lawsuit. 
Filed at the New York federal court, the lawsuit 
follows 19’s auditing of Sony’s finances as part 
of their deal to offer recording contracts to 
American Idol stars. The dispute also raised 
questions about whether streamed music  
constitutes a sale or a transmission, with the 
former paying less in royalties.  

Hollywood writer sues CBS’ 
Showtime for Ray Donovan 

  Hollywood scriptwriter Brian A Larsen has 
filed a lawsuit against Showtime, CBS Corpo-
ration’s premium pay-TV network, for allegedly 
stealing his ideas to create the channel’s hit 
crime-drama series Ray Donovan. At Los  
Angeles’ superior court, Larsen claims the TV 
series is based on The Swissman, a treatment 
he says he registered with the Writers Guild of 
America and later discussed with Showtime 
executives in 2010. He is demanding  
damages and trial by jury, among other  
compensations. The Mark Gordon Company 
produces Ray Donovan.  

The Southern District of Florida district court 
has ordered the company behind popular  
infringing cyberlocker Hotfile to pay US$80m 
in damages to the Motion Picture Association 
of America; *Rights owners’ organisations  
successfully got search engine giant Google to 
remove 200 million-plus infringing links from 
its search listings in 2013; *A New York judge 
has ruled the “fair use” provision makes it legal 
for Google Books to scan the text of the 
world’s books as long as it shows only short 
excerpts in search results.  

  The world’s collecting societies, represent-
ing composers and music publishers, collected 
€7.8bn royalties during 2012, a 2% increase 
from 2011. The figures, published in the most 
recent Global Economic Survey by the  
societies’ umbrella organisation CISAC, are 
based on data supplied by 227 societies in 
120 countries. Of the total royalties collected, 
87% was music-related. Although only 4% 
came from royalties paid for the digital use of 
creators’ works, the amount (€301m) was 7% 
more than 2011.  

Shorts: Hotfile’s case; Google 
take-downs; Google Books 

CISAC: Almost €8bn collected 
in royalties during 2012 
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A Country Profile 
Denmark 

Officially declared the world’s happiest country in 2013, 
Denmark has been killing the TV market with some gory but brilliant crime  

dramas; the Lego Movie is a box-office sensation; and the economy appears to 
be on the up;  for one of the world’s smallest countries, the Nordic nation has 

several  big things going for it    

consumer confidence was returning for the 
first time since 2011. 
  A European Commission report forecasts 
that the country’s gross domestic product 
(GDP) will grow 1.7% this year and 1.8% in 
2015 from 0.3% in 2014. 
  Giant retail bank Sydbank is confident that 
the country’s largest 22 companies, including 
shipping group Maersk, wind-turbine manufac-
turer Vestas and brewery giant Carlsberg, will 
see their combined profits jump 30% by the 
end of 2014. 
  Denmark has one of the most generous state
-welfare systems. Despite being hurt by the 
last global recession, unemployment is below 
the European Union’s (EU) 10.9% average. 
With a highly educated population, the nation 
also has one of the world’s highest minimum 
wage rates. And the average household  
income is US$24,682 a year, higher than the 
US$23,047 average for the 34 countries in the 
OECD (Organisation for Economic  
Cooperation and Development).  
  It lays claim to having “corruption-free” gov-
ernmental, cultural, and corporate leaders. 
Transparency International ranked Denmark 
the world’s least corrupt country in 2013. 
  Life expectancy and the OECD’s Better Life 
Index indicate the nation is officially one of the 
world’s happiest countries. Although, it is 
worth bearing in mind that this happy nation 
also produced some of the goriest and twisted 
Nordic Noir TV series (the award-winning The 
Killing and The Bridge). It is also home to the 
movie realism pioneered by Dogme 95, which 
includes the pessimism-laden award-winning 
film Melancholia. 
  Happiness also comes at a price in economic 
terms, it seems. Eurostat, the European  
Commission research division, concluded last 
year that Denmark’s food and beverages are 
among the EU’s highest, a massive 43%  
higher than the average food and drink prices 
in the other 26 EU markets.  
  Denmark is equally admired for the liberal 
way it embraces diversity,     cont...Page 17  

Northern Europe’s smallest country, in terms 
of geographical size (if you exclude its histori-
cally sovereign links with nearby Greenland), 
Denmark is an influential powerhouse for  
media and entertainment (M&E).  
  The country’s M&E sector is equally small  
in terms of global revenues. It generated a 
little more than US$8bn in 2012, is expected to 
bring in about US$8.4bn this year and is  
predicted to earn US$9.5bn annually before 
2018, according to data analysed by  
PricewaterhouseCoopers (PwC). In compari-
son, total US revenues are forecast to reach 
more than US$630bn by 2017. 
  As this report will show, the small size has 
not stopped Danish creative talent from  
making an impact as an exporter in the global 
businesses of music, film, design, fashion and, 
certainly most recently, TV entertainment. 
 
The state 
Although officially known as the Kingdom of 
Denmark, the royal role of the monarchy is 
now mainly ceremonial. The current Queen 
Margrethe II came to the throne in 1972,  
making her Denmark’s first female monarch. 
  As a democratic state, the country is ruled by 
an elected government. The current Prime 
Minister Helle Thorning-Schmidt came into 
power in 2011. Thorning-Schmidt, Denmark’s 
first female prime minister, leads a left-wing 
coalition of the Danish Social Liberal Party, the 
Social Democrats and the Socialist People’s 
Party.  The next general election is scheduled 
for September 2015. 
  Denmark is a member of the Nordic region 
(with Sweden, Norway, Finland and Iceland). It 
is also a member of the European Union even 
though it rejected the euro currency following a 
2000 referendum. The local currency is the 
Danish Krone.  
  Like most of the world’s developed countries, 
Denmark was hit very badly by the 2008  
global recession. But a turnaround is taking 
place. By mid-2013, the government’s Statis-
tics Denmark department had gauged that 
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REPORT 
DENMARK - FACTS & FIGURES 

 
 
 
 
 
POPULATION:           5.7 million* 
GDP PER CAPITA:         US$56.870 
INTERNET USERS (2012):        5.1 million 
TV HOMES (2012) :         2.3 million 
PAY-TV SUBSCRIPTIONS(2012):       2.7 million 
MOBILE PHONE SUBSCRIPTIONS (2013):       8.2 million 
SMARTPHONE USERS (2013):         5.4 million 
BROADBAND CONNECTIONS (2012):      4.99 million 
FACEBOOK USERS (2013):        3.1 million 
VALUE OF MUSIC INDUSTRY (2012):       US$79.3m 
VALUE OF ADVERTISING SPEND (2012)      US$2.4bn 
 
 
 
CURRENCY EXCHANGE RATE (March 2014): 
DKK100 = £11.20; US$18.50; €13.40 
 
ORGANISATIONS TO KNOW:-  
Dansk Oplagskontrol (Danish Audit Bureau of Circulation) 
TNS Gallup (TV audience measurement) 
Danish Architecture Centre 
Danish Association of Film Critics 
Danish Business Authority (Telecommunications sector) 
Danish Fashion Institute 
Danish Film Academy 
Danish Film Institute 
Danish Competition and Consumer Authority 
Danish Musicians Union 
The Danish Publishers Association (Books) 
The Danish Safer Internet Centre 
Dansk Live 
Finanstilsynet (Financial Services Authority) 
IFPI Denmark 
International Game Developers Association (Denmark chapter) 
KODA (royalties-collection society) 
Kreativitet & Kommunikation (Marketing agencies’ association) 
MEDIA Desk Denmark (EU film, TV and cinema organisation) 
Ministry of Culture 
Ministry of Science, Innovation and Higher Education 
Motion Picture Licensing Corporation 
Music Export Danmark 
Nordic Music Export 
Nordisk Film & TV Fond 
Radio and Television Board (Broadcast regulator) 
Technical University of Denmark 
Visit Denmark (Tourism) 
 
 
 
 
Source: The Economist; Internet World Stats; ZenithOptimedia; Marketresearch.com;  
Socialbakers.com; eMarketer; IDC; comScore; IFPI Denmark; IAB Denmark; eMarketer 
 
Notes: *excluding Faroe Islands and Greenland for this report’s purposes 
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which comes at a price as well. Copenhagen 
includes a former military barracks that  
became an autonomous district called  
Freetown Christiana. It is more or less a self-
governing community with its own rules and 
culture, and independent of the national  
government. A large number of Christiana’s 
residents are the disenfranchised, homeless 
and those who felt life in Copenhagen was too 
clinical and restrictive. Christiana’s history  
includes the legal trade of the cannabis  
recreational drug. But matters got out of hand 
and cannabis sale became illegal in 2004.  
  Another controversial incident occurred in 
2006 when a satirical cartoon sketch of the 
Muhammad prophet by Kurt Westergaard was 
published in the Jyllands-Posten (JP) national 
daily newspaper. It triggered a series of  
Muslim mass protests worldwide and led to 
Westergaard receiving several death threats.    
Several men were arrested for attempting to 
attack the JP’s offices, attempted murder  
and terrorism. 
  On the world stage, Denmark is renowned for 
its strong advocacy for environmental protec-
tion. It was the first country to introduce an 
environmental law designed to protect natural 
surroundings and nature from damage caused 
by human and industrial activities. Today, it is 
the largest exporter of wind turbines.  
  While its anti-pollution track record has been 
questioned, that has not stopped Denmark 
and Copenhagen from being popular with  
tourists internationally. 
  Physical and cultural landmarks include the 
Little Mermaid sculpture, the expressionist 
Grundtvig Church, the Rundetarn (Round 
Tower) in Copenhagen, and the Legoland 
theme park in Billund.  
  Future landmarks in the pipeline include 
Skidome Denmark, which will be the world’s 
biggest indoor-and-outdoor ski dome; it will be 
located in the city of Randers. It was designed 
by Danish architect firm CEBRA for Danish 
travel agency Danski, although the opening 
date is yet to be disclosed.  
  The Lego House, a leisure centre designed 
to look like it has been built with Lego bricks, is 
being designed by Danish architect practice 
BIG. Construction is scheduled to begin this 
year for a 2016 completion. It will be located in 
Billund, where toy manufacturer Lego is  
headquartered.  
 
Media and entertainment 
The combination of economic prosperity and 
the small population of 5.6 million means the 
adoption of popular media types tends to be 
quick. From print media to broadcast TV, and 
from the Internet to smartphones, penetration  

 tends to be very high. Internet penetration is 
more than 90%, mobile-phone reach exceeds 
142%, and about 50% of the adult population 
have smartphones. 
  According to media-research company  
eMarketer, the number of registered social-
media network subscribers will grow to 3.8 
million by 2017 from 2.9 million in 2012.  
  Data from by analytics firm SocialBakers.com 
indicates the most popular media brands using 
Facebook include Bonderoven, the reality-TV 
show set on a farm and aired on public  
broadcast network DR2; the reality-TV singing 
contest The Voice on TV2; TV 2’s news  
programme; plus the newspapers Politiken, 
BT, and JP.  
  Entertainment brands with a large following 
on Facebook include the movies Twilight (for 
young adults) and Lars von Trier’s Nympho-
maniac, as well as Bonderoven. Additionally, 
Danes have embraced photo-sharing network 
Instagram on a large scale.  
  TV2’s Breaking News programme, the  
Berlingske newspaper, and youth-TV channel 
MTV Denmark are among the media brands 
talked about frequently on Twitter. 
  Entertainment brands with significant Twitter 
followers include Caroline Wozniacki, the  
former World No.1 women’s tennis champion; 
Peter Schmeichel, the popular retired football 
player; the Aarhus-based games developer 
Kiloo Games; and MovieStarPlanet.com, the 
social game developed by a Copenhagen-
based company with the same name.  
  The video content getting most views on 
YouTube are by the Walt Disney Company, 
record label Parlophone Music Denmark and 
Living Smart TV, the online channel devoted to 
consumer technology and electronic gadgets.  
 
Television 
Just when the world had adjusted to the dark 
world of unpredictable crimes in Swedish TV 
thriller Wallander, the Danes took Nordic-noir 
TV to a new level with The Killing.  
  Called Forbrydelsen locally, the three-season 
police procedural crime drama originally  
debuted in 2007.  
  Produced by public broadcaster DR, the  
sub-titled version was sold abroad and  
gradually worked its way into TV audience’s 
homes in the UK (on the BBC4 network),  
Germany and the Netherlands. It started with a 
cult following before it became a hit in Britain 
and another 120 countries.  
  US cable-TV network AMC (maker of another 
cult series Mad Men) produced and aired an 
American remake called The Killing. In 2012, 
book publisher Macmillan brought out a novel 
based on the first series. The hit helped propel  
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the international profile of Danish actors Sofie 
Gabrol (the series’ leading star) and Nikolaj 
Lie Kaas. 
  The Bridge (Broen), co-financed by DR and 
its Swedish counterpart SVT, is another crime 
thriller set in Denmark. It is believed to b 
e the first ever TV series jointly produced and 
funded by Denmark and Sweden. Featuring 
some seriously twisted criminals and eccentric 
investigators, The Bridge caught the world’s 
attention and been sold to 134 countries.  
  Borgen, the suspense-filled political drama 
about Denmark’s first female prime minister, is 
renowned for more than its storylines and 
plots about relentless political ambition.  
Originally aired in 2010, it was followed by a 
real-life election in 2011 when the nation did 
bring to power its first female prime minister. 
And, in addition to international sales, a  
remake by UK-based BBC Worldwide and US 
subscription channel HBO is in the pipeline. 
  Denmark’s creativity and skills in TV produc-
tion have never been questioned. The busi-
ness itself, however, has been facing chal-
lenges. As in most matured TV markets, TV 
advertising revenues fell after 2008 but has 
started to grow again slowly. It fell to 
US$393m in 2010 and is forecast to grow at 
an annual compound rate of more than 3.5% 
for the next five years, based on different  
research results.  
  Experts have noted that the market is  
saturated with the traditional terrestrial  
networks and a growing number of pay-TV 
services. They have been competing for  
increasingly expensive sports rights at a time 
when the once struggling advertising sector is 
trying to regain its health. 
  Analogue switch-off took place in 2009  
enabling the existing networks to launch extra 
channels via digital-terrestrial signals.  
  DR (Danmarks Radio) and TV 2 are both 
state-owned and operated. DR, which is  
licence-fee funded and operates the two  
biggest networks by audience reach, owns the 
flagship DR 1 and DR 2, plus niche digital 
channels like DR Ramasjang for pre-school 
kids, DR Ultra (for primary-school age kids) 
and DR K for culture shows. DR also has four 
FM radio stations and nine DAB (digital audio 
broadcasting) channels.  
  Controversy has arisen over whether DR still 
deserves to be financed by the compulsory 
licence fees householders have to pay. At 
DKK2,436 annually, the fees generate more 
than DKK4.3bn a year for the broadcaster.  
Danish media reports state that DKK3.7bn 
goes to DR, with the remainder for TV 2’s  
regional stations, the Danish Film Institute and 
national radio station Radio24syv.  

 Radio24syv, a 24-hour radio service available 
on FM, online, mobile, DAB and downloadable 
podcasts, includes Berlingske Media and  
marketing agency the People Group among  
its shareholders. 
  However, DR’s commercial-TV rivals feel 
they are placed at a significant disadvantage 
having to earn the private investments made 
into their enterprises, while DR is effectively 
100% supported by the state.  
  Moreover, the public broadcaster can use the 
very same funds to produce high-quality  
internationally popular programmes, especially 
expensive dramas like Borgen and The Killing. 
Additionally, it is using the same financial  
resources to develop digital brands that  
compete against the online editions of the  
national and regional newspapers, as well as 
setting up internet-distributed OTT and VOD 
platforms against the new generation of digital
-TV operators like YouSee.  
  Opponents have suggested that DR’s broad-
cast services be converted into subscription-
funded models, an argument that has been 
proposed for the UK’s BBC, the world’s largest 
public broadcaster.  
  But supporters argue that, as long as  
consumers in their respective countries are 
happy with the public service provided, a 
backlash with unforeseen intensity might be 
triggered as commercial services might not 
necessarily be able to offer a much better  
alternative service. 
  TV 2 used to be supported by both advertis-
ing and licence fees, but is now an advertising
-only public broadcaster. The commercials are 
allowed only in-between programmes, not  
during the shows.  
  TV2 2’s niche digital-terrestrial channels  
include TV 2 Zulu (youth/young adults), TV 2 
Charlie (mostly imported shows), TV 2 Sputnik 
(online pay-per-view), plus branded channels 
dedicated to movies, sports and news. TV 2 
and its regional channels also receive funding 
via government “loans”.  
 
TV: Commercial competition 
Modern Times Group, the Swedish media 
conglomerate, owns the Nordic-wide satellite-
delivered pay-TV service Viasat. In addition to 
several Viasat-branded specialist channels for 
movies, family entertainment, factual  
entertainment, history, sports and real-life 
crime shows, it operates the free-to-air TV3 
channel, which airs several imported shows. 
The subset channel TV3+ focuses on comedy 
shows, while TV3 Puls covers lifestyle and 
sports programmes.  
  SBS Discovery Media was formed in 2013 
when US factual-entertainment media group 

REPORT 



 

19 

Discovery Communications bought cable-and-
satellite TV service SBS Nordic from German 
media company ProSiebenSat.1 Media. This 
brought Kanal 4 (women), Kanal 5 (movies, 
US drama, sports), 6’eren (men), and 7’eren 
(a music channel also known as The Voice TV 
Danmark) to Discovery’s international stable. 
Kanal 4 and Kanal 5 are transmitted from  
London, a move made by previous owners in 
the past to circumvent some of Denmark’s 
strict rules on advertising. Also, localised  
editions of Discovery’s international channels 
are available in the SBS platform.   
  C More Entertainment, another network 
operator, is a joint venture of TV4 Group (part 
of the Swedish diversified media operation 
Bonnier) and Norwegian telecommunications 
company Telenor. C More Entertainment’s 
strength lies in its portfolio of major (but not 
necessarily top-flight) international sports 
rights. They include soccer’s UEFA Europa 
League tournament, the Eredivisie top-league 
games, Major League Soccer from the US, 
plus games and events from some of Europe’s 
biggest clubs (Real Madrid, Arsenal, Milan and 
Barcelona). There are also some tennis grand 
slams; plus US’ NBA basketball; IndyCar and 
Formula 3 motor-racing.  
  Exclusive rights to movies from Hollywood 
and other international studios (StudioCanal 
and Zentropa) give the C More service an 
edge in the highly competitive market.  
 
TV: Fragmentation 
In addition to being spoilt for choice in terms of 
the number of domestic and international TV 
networks and shows available, the growing 
number of TV distribution platforms is frag-
menting a market that was already delicately 
balanced.  
  Although Denmark has 2.3 million pay-TV 
homes, there are an estimated 2.7 million pay-
TV subscribers. And each delivery platform, 
apart from Boxer and Viasat, are offering  
either triple-play (TV, broadband, fixed teleph-
ony) or quadruple-play (plus mobile) services.  
  The country’s biggest telecoms companies 
have used their telephony networks to enter 
the entertainment business, especially via  
cable TV and mobile video. Based on 2012 
figures, the country’s largest telecoms group 
TDC (Tele-Danmark Communications) has 
2.19 million mobile subscribers.  
  Norway-originated Telenor has about 2  
million. TeliaSonera has 1.3 million, followed 
by the 3 Network (Hi3G Denmark) with 
844,000. All four have started offering the high
-speed next-generation   Norway-originated 
Telenor has about 2 million. TeliaSonera has 
1.3 million, followed by the 3 Network (Hi3G  

Denmark) with 844,000. All four have started 
offering the high-speed next-generation 4G 
services. A price war has started among them, 
leading industry observers to fear that 4G 
might start as a loss-leader for poaching  
customers from the rivals. 
  The vast majority of the free-to-air and  
encrypted TV networks are available via cable 
TV. The largest cable operator is YouSee, a 
subsidiary of the telecoms giant TDC. It has 
1.4 million multi-screen subscribers who can 
receive 100 channels on TV, smartphones, 
laptops and tablets. It had lost 10,000  
subscribers from 1.17 million at the end of 
2012 to 1.16 million at the end of last year.  
  Ironically, subscribers to TDC’s own IPTV 
(closed telecommunications-delivered service) 
platforms and the low-cost Fullrate triple-play 
service grew by 9,000 subscribers combined. 
Its video-on-demand (VOD) service has also 
been growing and currently stands about 4.5 
million subscribers from about 1.8 million at 
the start of 2012. 
  TDC rival Stofa, which has more than 
375,000 cable-TV subscribers, and 200,000 
broadband Internet customers, was sold by 
private-equity firm Ratos to telecoms group 
Syd Energi (SE) for DKK1.9bn in 2012. 
  There is also competition from Boxer, a pay-
TV digital terrestrial TV (DTT) platform. A  
subsidiary of Sweden’s Teracom, Boxer has 
almost 400,000 subscribers.  
  Satellite direct-to-home services are offered 
by Viasat and Canal Digital. The latter is part 
of Norway’s Telenor business, and it offers 
pay-TV and broadband Internet services. It 
functions only as a content distributor and 
does not own anyway programme channels.  
  But it has the exclusive rights to distribute C 
More Entertainment networks, Germany’s 
ProSiebenSat.1 channels, Eurosport and BBC 
Worldwide channels in Denmark, and non-
exclusive deals to deliver Swedish public 
broadcaster’s SVT, Denmark’s TV 2 and the 
National Geographic Channel. The number of 
non-exclusive deals is growing as network 
rights owners realise that all the distribution 
platforms are gaining traction in terms of  
audience reach.  
  Waoo, the fiber-optic IPTV network, is in 
270,000 Danish TV homes. In January last 
year, it struck a deal that allowed Netflix, the 
Internet-distributed film and TV OTT (over-the-
top) service, to stream its on-demand network 
via Waoo set-top-boxes.  
  However, Netflix will control its billing directly 
with the customers. Moreover, to see Netflix’ 
shows, Waoo customers need to reconfigure 
the STB first so that it uploads the Netflix client 
software that makes viewing possible.  
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Reportedly, Netflix insists on this to ensure  
the content is not vulnerable to any hacking  
or piracy. 
  Netflix’ presence has intensified the competi-
tion as rival streaming VOD services, such as 
HBO Nordic, SBS’s nuTV, TV3’s 3Play, TV 2 
Play from TV 2 and DR’s own Catch-up ser-
vice, target the same viewers’ eyeballs.  
  A study by comScore in July 2013 reported 
that Denmark had the biggest number of  
subscribers for streaming and download-
movie services compared to the other three 
Nordic markets (Norway, Sweden and  
Finland). The report implied that Netflix’  
presence in the region had introduced an  
alternative form of film and TV consumption 
that resonated with consumers spoilt for 
choice. However, the move by Lovefilm (now 
renamed Amazon Prime Instant Video) to 
close business in the region indicates the 
competition for subscribers’ money is fierce.  
  YouSee, also feeling embattled by the arrival 
the new digital-entertainment players, has  
responded to complaints from regulators who 
believe the pricing models for most of the pay-
TV packages are too cumbersome. Consum-
ers are forced to pay for channels they will 
never watch. 
  In October 2011, YouSee launched an a-la-
carte service in response. Based on 70  
channels at the time, consumers can choose 
to create customised bouquets of channels 
based on their preferences. The pricing 
ranged from DKK10-DKK40 a month. The  
industry believes more pay-TV platforms will 
be offering a-la-carte services that allow  
customers to subscribe to packages with only 
the handful of channels they want to watch.  
 
Feature film 
The Top 10 Danish films in 2013 were led by 
The Keeper of Lost Causes, a thriller directed 
by Mikkel Norgaard, starring Nikolaj Lie Kaas 
(from The Killing TV drama) and Fares Fares. 
It was followed by The Hunt, directed by 
Thomas Vinterberg and the Danish entry for 
the 2014 Oscar awards. My Sister’s Kids in 
Africa (Marlow de Mardt), All for Two (Rasmus 
Heide) and Sex, Drugs and Taxation 
(Christoffer Boe) were the remainder in the 
Top 5. Zentropa and Nordisk Films, subsidiar-
ies of the Egmont media group, co-produced 
both The Hunt and The Keeper of Lost  
Causes. The country’s biggest film distributors 
include Nordisk Film, SF/FC and UIP.  
 
Film: the cinema 
There are about 157 cinema theatres, includ-
ing 19 multiplexes, with a 405 screens alto-
gether in Denmark. The average ticket price 

is €10.45, including VAT. Although the total 
number of cinema tickets sold in 2013 fell 
slightly, to 13.5 million from 13.6 million in 
2012, the market share for Danish-made  
movies rose to 30% (from 29%). That amount-
ed to the sale of 4.07 million cinema tickets.  
  The market share for US movies in 2013 was 
56%, followed by European films with 12% 
and the rest of the world with 1%. The healthy 
Danish market share is expected to continue 
in 2014.  
  In the “winter holiday” period, which covers 
the three weekends during 6-23 February, 
1.245 million cinema tickets were sold, and 
51% were for Danish-produced movies,  
according to FAFID, the Danish Film  
Distributors Association. The most popular 
features during the period were the comedy 
Reunion 2 – The Funeral, directed by Mikkel 
Serup; and Father of Four – The Return of 
Uncle Sofus, helmed by Giacomo Campeotto.  
  As one of Europe’s most innovative filmmak-
ing countries, Denmark maintains high esteem 
on the international map. In addition to the 
local talent, financial and marketing support 
from public organisations has been significant. 
They include the Ministry of Culture’s Danish 
Film Institute (DFI), the Nordic Film Council, 
European Film Promotion, the Bodil Awards 
and the Robert Awards (considered Den-
mark’s equivalent to the Oscars). 
 
Film: Funding 
The DFI’s funding system is based on  
four-year cycles. DFI allocated DKK2.1bn 
(€281m) to the last cycle, which covers 2011 
to 2014. It includes a DKK100m (€13.4m)  
increase in the support for feature-film  
productions. In all, the DFI spent €63m in 
2013 alone, with €39m allocated to the  
production and development for 22 movies.  
  The DFI estimates that the average budget 
for a Danish feature film is €28m, to which it 
offers an average of 36% in subsidies.  
  The system is also designed to support up to 
nine co-productions a year, plus up to six doc-
umentaries and shorts annually. Additionally, 
each cinema theatre is receiving DKK200,000 
for digitising its projectors and screens. 
  The annual Nordic Council Film Prize, 
launched in 2002 to raise awareness of 
filmmaking within the Nordic region, awarded 
DKK350,000 to the 2013 winner – Danish  
director Thomas Vinterberg for The Hunt.  
Another Danish director, Ruben Ostlund, also 
won it in 2012 for the movie Play. Previous 
Danish winners include Lars von Trier (for  
Antichrist) and Peter Shonau Fog for The Art 
of Crying.  The Hunt was also the centre of 
attention at the Danish Film Academy’s 2014  
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Robert Awards. It snapped up seven wins, 
including those for the Best Film, Best  
Director, while the ubiquitous Mads Mikkelsen 
won the Best Actor gong.  
  Mikkelsen’s portfolio of starring roles in  
international productions include NBC’s TV 
psychological thriller Hannibal, plus a string of 
movies (The Three Musketeers, Valhalla  
Rising, James Bond’s Casino Royale, Michael 
Kohlhaas, A Royal Affairs, and Coco Channel 
& Igor Stravinsky). Next for Mikkelsen is The 
Salvation, a star-studded Western co-funded 
by Zentropa Productions, Nordisk Films, Spier 
Films, European Film Bonds, and Forward 
Films. It is scheduled for release this year. 
 
Film: History 
Denmark’s healthy film industry is borne from 
a legacy that started in 1896, when the  
country installed its first cinema screens. 
There are the works of internationally  
acclaimed Danish directors, including the 
ground-breaking creations of Carl Th 
(Theodor) Dreyer (from 1920s to the 1960s) 
plus Oscar winners like Billie August (Pelle the 
Conqueror), Gabriel Axel (Babette’s Feast), 
and Susanne Bier (In a Better World).  
  Today, Nicolas Winding Refn is heaped with 
praise for his crime trilogy Pusher (1996)  
followed by acclaimed global box-office hits 
Drive (2011) and Only God Forgives (2013).  
  At the 2014 Oscar awards ceremony, Helium 
won the Best Live Action Short for director 
Anders Walter and M&M Productions. M&M 
Productions also won the same category in 
1999, 2003 and 2010. 
  However, no analysis of the Danish film  
industry would be complete without the  
mention of Lars von Trier and the Dogme 95 
movement he co-founded with Vinterberg (in 
1995). The Dogme premise is entrenched in 
realism, embraces minimalism and shuns  
special effects and any movie-making trickery.  
  That plus the abolition of censorship since 
the 1960s enabled the Dogme producers to 
create some of the most uncompromising 
movies in modern times. Although part of the 
Dogme manifesto emphasises that the direc-
tors must not be credited, it ended up making 
the careers of von Trier and Vinterberg. Other 
directors belonging to the movement include 
Soren Kragh-Jacobsen and Kristian Levring.  
  The Idiots, The Celebration, Italian for  
Beginners and Resin are among the high-
profile films made with Dogme 95 rules. Von 
Trier, in particular, seems unable to put a foot 
wrong in his works. Breaking the Waves, 
Dancer in the Dark, Dogville, Antichrist,  
Melancholia and, the most recent, Nympho-
maniac have attracted the participation of 

some of the world’s biggest movie stars.  
  Nicole Kidman, Lauren Bacall and James 
Caan (Dogville); Kirsten Dunst, Charlotte 
Gainsbourg and Kiefer Sutherland 
(Melancholia); Willem Dafoe (Antichrist); Bjork 
and Catherine Deneuve (Dancer in the Dark); 
Breaking the Waves (Emily Watson); and Shia 
LeBeouf, Christian Slater and Uma Thurman 
(Nymphomaniac). Dafoe, Gainsbourg and 
Stellan Skarsgard have appeared in more than 
one von Trier film.  
  His movies have strong cult followings and 
are constantly admired by critics. International 
movie festivals and awards ceremonies  
always have time for von Trier movies. He has 
won or been nominated for any film honour 
you can think of, except the Oscars and  
Golden Globes in the US.  
  But he never seems to reach the acme of 
walking off with an Oscar or the Golden Globe. 
If he has ever been interested in them, he did 
not help his cause at the 2011 Cannes Film 
Festival. He started rambling about how he 
understood Hitler at the event, attracting the 
opprobrium of the international film industry. 
He later apologised, and then retracted the 
apology later.  
  The Danish Film Institute declares 2011 as 
one of the best years in Danish film history. 
Susanne Bier won the Best Foreign Film  
category at the Oscars. Kirsten Dunst won the 
Best Actress category at the Cannes Film  
Festival for her Melancholia role, while Refn 
picked up the Best Director gong. At Berlin’s  
European Film Awards, Mads Mikkelsen,  
Melancholia, Susanne Bier and production 
designer Jette Lehman were winners. 
 
Film: Festivals 
The country’s film festivals are held mainly in 
Copenhagen. They include the CPH PIX  
Feature Film Festival, the CPH DOX Docu-
mentary Film Festival; and the BUSTER Film 
Festival for Children and Youth. The CPH 
DOX in particular is said to have helped create 
a new generation of risk-taking documentary 
feature makers.  
  Influenced by controversial US director  
Michael Moore and the work at the National 
Film School, Danish documentary producers 
have made a name for themselves by applying 
editing and narration techniques traditionally 
associated with fiction films. Celebrated  
Danish documentary directors include Michael 
Madsen, Phie Ambo, Janus Metz, and Lise 
Lense-Moller. 
 
Print media 
Newspapers and magazines account for a  
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significant share of Denmark’s media  
revenues. Although that share is declining as 
digital media, online services and mobile  
entertainment disrupt the traditional infrastruc-
ture, the share remains too big to dismiss.  
  While the print media sector is forecast to 
drop to US$1.3bn in 2017 from US$1.5bn in 
2012, according to PwC data, TV advertising 
and subscriptions combined will grow to 
US$2.1bn from US$1.9bn during the same 
period. At about US$888m, the revenue gap 
between print and TV more than doubles in 
TV’s favour.  
  Publisher Berlingske Media says Denmark’s 
newspapers, both paid-for and free national 
and local titles, brought in revenues of about 
€1bn (US$1.4bn) in 2012, a 5.2% drop from 
the previous year, but higher than PwC’s  
estimates.  
  However, the major Danish print-media  
companies are diversifying their assets in  
response. Even privately owned Egmont, the 
Copenhagen-headquartered Nordic media 
conglomerate, derives most of its profits from 
TV 2, its broadcast subsidiary in Norway; from 
its film production-and-distribution business at 
Nordisk Film and Zentropa; from its cinema 
chains in Denmark and Norway; and its  
licensing rights to distribute Sony PlayStation 
games in the Nordic market.  
  Having said that, Egmont Publishing brings 
out more than 100 weekly and monthly  
magazines reaching more than 9 million  
readers in print and online in Scandinavia. Its 
popular children’s titles include Thomas & 
Friends, and Hello Kitty. The leading consum-
er titles for grown-ups include Euroman,  
Hjemmet, and ALT for Damerne. The  
magazines, for adults and children, are also 
distributed online and as mobile apps. 
  Magazines represent 40% of Egmont’s total 
revenues. Egmont Publishing’s fell to €660m 
in the 2013 financial year from €687m, and the 
operating profit also dropped to €40m from 
€55m. The company attributed the decrease 
to costs incurred from restructuring the  
division and magazine acquisitions from 
Schibsted, the Norway-based Scandinavian 
media company.  
  The largest newspaper publishers are  
Berlingske Media (a subsidiary of loss-making 
UK-based Mecom) and JP/Politikens  
Forlagshus. Berlingske Media owns two  
national dailies: the tabloids Berlingske 
(Denmark’s oldest newspaper) and BT, and a 
weekly called Weekendavisen. An illustration 
of its diversification strategy is seen in the 
more than 60 websites, 37 mobile websites  
and apps, and eight online TV channels. It 
also has interests in radio, a photo agency, an 

advertising agency and a digital-media  
analytics firm. JP/Politikens Forlagshus owns 
the broadsheet Jyllands-Posten and Politiken, 
the national daily newspapers.  
 
Video games 
To encourage the development of games 
aimed at children and youth, the Ministry of 
Culture and the Ministry of Economic and 
Business Affairs jointly allocated DKK20m to 
the video-games sector during the 2011-2014 
period. This represented an increase from the 
DKK12m fund granted in the previous four-
year period.  
  Made-in-Denmark video games need an  
international market. Domestic consumption 
alone, while robust, will not generate enough 
revenue for the local games developers.  
  IO Interactive is famous for the Hitman  
franchise. It was initially published by Eidos 
Interactive, which then became part of  
Japanese company Square Enix, IO  
Interactive’s parent company. Hitman 6, the 
next in the series, is scheduled for release 
later this year. The Danish government cites 
IO Interactive as one of the country’s biggest 
exporters. Other big Danish developers are 
Kiloo Games and MovieStarPlanet.com. 
  However, IO Interactive is the exception. 
Several potential rivals have fallen by the  
wayside. The Watchmen series, based on the 
cult graphic novel by Alan Moore, was made 
by Copenhagen-based Deadline Games A/S 
for publisher Warner Bros Games. But  
Deadline Games is now out of business. 
  Members of the Danish chapter of the  
International Game Developers Association 
are mostly communities and networks. They 
are formed by games-development enthusi-
asts seeking ways to collaborate with like-
minded people. 
 
Books 
Denmark’s contribution to international  
literature is pretty spectacular. Iconic authors 
include Hans Christian Andersen, a  
multi-faceted talent but most famous for his 
fairy tales; philosopher and father of  
existentialism Soren Kierkegaard; author of 
Pelle the Conqueror Martin Andersen Nexo; 
Nobel Prize winner Johannes V Jensen; Karen 
Blixen (also known as Isak Dinesen); the  
tragic Tove Ditlevsen; and, more recently,  
Peter Hoeg and the prolific Jussi Adler-Olsen. 
  The sale of consumer and educational books 
is growing, although at a less than 1% annual 
rate. Egmont Books, a sister company to  
Egmont Publishing (see Print media above), 
owns Norway’s biggest book publisher  
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Cappelen Damm, and Lindhardt og Ringhof, 
Denmark’s second biggest book publisher  
after Gyldendal. Revenues dropped to €137m 
in the 2013 financial year from €139m while 
operating profit rose to €8m from €7m.  
  Egmont Books expanded in 2013 by buying 
Forlaget Per Kofod, which has a roster that 
includes US authors Paul Auster and Siri 
Hustvedt. Alinea, one of the biggest Nordic 
textbook publishers, belongs to Egmont Books 
too. The publisher has been investing in online 
sales and e-book publishing, and reported a 
30% growth in revenues from that side of the 
business.  
  Gyldendal, which is quoted on the Nasdaq 
Nordic OMX exchange, is Denmark’s oldest 
and biggest book-publishing house.  
  Just as Egmont is consolidating its book-
publishing business with acquisitions, so is 
Gyldendal. In 2013, it bought Borgen Forlags, 
which specialises in Danish and foreign non-
fiction, literature and textbooks. Gyldendal  
reported that 2013 revenues and profits  
remained flat compared to the previous year. 
Revenues came to DKK859m last year from 
DKK856m, while earnings before tax stayed 
virtually the same at DKK55m. It predicts  
pre-tax profit will stay the same for 2014 while 
revenues fall to DKK846m.  
 
Books: Pricing 
Statistics Denmark, the government depart-
ment, says more than 16,000 book titles were 
published in 2012. 
  An enduring topic of debate is the pricing of 
books. Pricing was deregulated in 2001, allow-
ing retailers to set whatever price points they 
wanted. Several supermarkets used that  
liberalisation to turn books into loss leaders 
that undermined profitability for independent 
sellers and publishers. The situation has also 
reduced quality and diversity in books, the  
deregulation’s detractors say.  
  The number of brick-and-mortar bookstores 
decreased to 338 by early 2013 from 423 in 
2000. In 2012 alone, 18 stores were shut 
down. It does not help that Denmark has one 
of the EU’s highest book VAT tax rates at 
25%. The Danish Publishers Association, the 
Danish Booksellers Association, the Danish 
Writers Association and the Danish Authors’ 
Society joined forces to ask the Ministry of 
Culture to re-introduce fixed retail prices. They 
argue that EU regulations allow member 
states to permit fixed prices on new books for 
temporary periods of time to allow investors 
the opportunity to recoup costs. 
  But their opponents, including Denmark’s 
competition authority, counters that liberalisa-
tion of prices is not to blame for the slump in  

book-publishing income. In fact, they argue, 
liberalisation has enabled more people to buy 
books. And, in Denmark, a country where the 
majority of citizens are at least bi-lingual as 
well as English-speakers, book reading  
remains a popular pastime.  
  The industry is waiting to see how the  
government responds to the two sides of the 
debate. 
 
E-books  
Printed books have continued to be popular in 
Denmark despite the growth of digital books 
as an international business. Amazon.com is 
selling books online and e-books in the Nordic 
markets. But, in some ways, the country is not 
big enough to cope with several competing  
e-book retailers. Instead, the concept of  
borrowing e-books (a public e-book library, if 
you will) appears to be catching on.  
  Another model is the format being tested is 
one that functions the way Spotify lends music 
to subscribers in return for a monthly subscrip-
tion fee. 
  e-Reolen.dk was conceived in 2011 by the 
country’s regional public libraries and financed 
by the Development Pool of Culture Agency. 
The books can be read on downloadable apps 
on iOS and Android smartphones and tablets. 
The technology is not compatible with  
Amazon’s Kindle e-book readers. The e-
Reolen.dk file becomes encrypted once the 
borrowing period is up.  
  For every book borrowed, the relevant library 
pays the publisher DKK18.5 for new books, 
and DKK10.5 for titles older than a year.  
There is also a ‘Buy’ button for subscribers 
who want to purchase to keep. The project 
has been a hit with consumers.  
  It launched with 1,800 titles from more than 
50 Danish book publishers. More local and 
international publishers later joined the e-
Reolen initiative that allowed consumers to 
borrow as many as five e-books a month for a 
limited period of time for free. 
  But some publishers fear this could lead to a 
further slump in their book sales. E-books  
account for only 2%-3% of total books sales, 
compared to 30% in other developed markets 
such as the US. Dedicated commercial  
e-booksellers like mibook.dk complain that 
public institutions like libraries have no  
business entering a sector open to commercial 
market forces.  
  The major publishers, including the UK’s 
Penguin, Gyldendal and Lindhardt og Ringhof, 
broke away from eReolen in 2012 to form  
e-BIB.dk. It allows a book title to be borrowed 
only four times maximum. After that, the library 
must re-apply for the lending rights again.  
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 Two start-ups are challenging the existing 
system. Mobifo, which raised an undisclosed 
amount in early-stage funding in 2013, has 
launched a subscription-funded commercial 
model for DKK99 a month.  
  Riidr, which is co-funded by Norwegian  
publisher Schibsted, has been offering a more 
straightforward e-books retail business since 
being founded in 2010. By mid-2013, Riidr had 
11,000 Danish-language e-book titles, 
470,000 English-language titles and 2,000 
audio-books.  
  It has also added a monthly-subscription  
service to the business for DKK69 a month. Its 
titles can be read on devices with its iOS and 
Android apps. The major publishers are  
contributing titles to both services. 
 
Advertising 
eMarketer, the US international media-
research company, predicts advertisers’ spend 
on media in Denmark will grow to US$2.5bn in 
2016 from US$2.4bn in 2012. In contrast, local 
ad-agency trade organisation Kreativitet & 
Kommunikation calculates that ad spend 
reached only US$610m in 2013’s first three 
quarters. By any standard, that is a much 
smaller figure than eMarketer’s projections. 
  Advertisers’ confidence has yet to return to 
its peak after they slashed their budgets in 
response to 2008’s global economic crisis. 
Among the established regional ad agencies 
are pan-Nordic agency Creuna. Also doing 
business in the sector are Zupa Recommend-
ed, Kunde & Co, Robert/Boisen & Like-
minded, diversified- marketing agency Radius 
Kommunikation, digital ad agency Konstella-
tion, LEAD Agency, and Jangaard, Mark & Ko. 
Jangaard, Mark & Ko, LEAD and Radius were 
among 2013’s Cannes Lions winners.  
  The global advertising conglomerates have 
offices in Denmark. Those that are part of 
WPP Group’s agency networks include 
AdPeople Worldwide, Grey Advertising,  
Halbye Kaag JWT, Wunderman and Millward 
Brown. Saatchi & Saatchi Denmark and  
Publicis Reputation are part of Publicis 
Groupe. IPG subsidiaries include IUM, part of 
the McCann Erickson network, while DDB  
Copenhagen is one of the agencies flying the 
flag for Omnicom Media Group.  
  The biggest brand owners are some of the 
world’s biggest multinationals. Shipping group 
Maersk, beer maker Carlsberg, games  
developer IO Interactive, food manufacturer 
Arla, biotech group Novozymes, shoe  
manufacturer Ecco, watchmaker Bering,  
pharmaceutical corporation Novo Nordisk and 
toy manufacturer Lego.  

  As brand owners, the Lego Group is the one 
everyone is watching at the moment. The 
company that began in 1930 as a maker of 
wooden-brick toys, followed by the familiar 
injection-moulded plastic versions, saw  
revenues soar 10 9% to DKK25.4bn in the 
2013 financial year. Profits jumped 9% to 
DKK6.12bn but it represented a drop from the 
35% leap reported in 2012.  
  The Billund-headquartered company, which 
has extended its core toy business (it has  
produced more than 560 billion lego bricks 
and parts) into theme parks  in Denmark, the 
UK, Germany, Malaysia and the US, expects 
profit to shoot up again this year in response 
to big demand in China.  
  Future Legoland resorts are being planned 
for Dubailand in United Arab Emirates, Japan 
and South Korea.  
  There are more than 90 Lego stand-alone 
stores and retail outlets worldwide. More than 
50 video games have been developed as well 
as board games; there is a social-media  
section in the Lego.com website. Merchandise 
includes children’s apparel, books and  
magazines.  
  Now, the company that was named Toy of 
the Century by Fortune magazine in 2000 has 
gone to Hollywood and co-produced The Lego 
Movie with Warner Bros and other internation-
al studios. The comedy movie, featuring  
characters built out of Lego bricks, cost 
US$60m to make and earned US$391m in 
three months from ticket sales alone.  
  Still privately owned, the Lego Group is now 
the world’s second biggest toy maker after 
Barbie-doll manufacturer Mattel and ahead of 
Hasbro in terms of revenue. But Mattel must 
be feeling the heat from the competition.  
According to media reports, Mattel has agreed 
to buy Mega Brands, the Canada-based  
construction-toy manufacturer and direct Lego 
competitor, for a reported US$407.5m. 
 
Music 
The Eurovision Song Contest, one of the 
world’s biggest music-talent competitions, 
takes place in Denmark this year.  
  Copenhagen was elected the host city after 
Emmelie de Forest won the 2013 edition for 
Denmark. 
  Organised by the European Broadcasting 
Union, it will be watched by more than 170 
million viewers in 40-plus countries worldwide 
are expected to tune in to watch the grand 
finale at the B&W Hallerne. 
  While the host city, in this case Copenhagen, 
benefits from €20 million generated for the 
local economy, plus about €100 million in  
advertising and sponsorships, it is not clear  
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how the contest profits the country’s music 
industry. De Forest’s entry Only Teardrops led 
to an album contract of the same name at the 
Universal Music label, although the single was 
released by Sony Music. The single reached 
No. 1 in Denmark in the official Tracklisten 
sales chart.  
  It was also No.1 in Finland on the Official 
Download Chart, in Sweden and Greece, and 
the Top 10 in most European countries. The 
album got to No. 4 in the Hitlisten chart, but 
sales were low everywhere else.  
  Yet, relatively speaking, the general recorded
-music industry appears to be healthy in terms 
of sales. 
In a report commissioned by a group of  
Danish music-industry associations,  
consultancy group Ramboll concluded that the 
country’s music business contributed 
DKK6.4bn to the nation’s economy in 2012. 
  That year, sales of recorded music and 
streamed music, music used in TV and radio 
plus the related businesses generated about 
DKK2.6bn for the Danish economy. Interna-
tional sales and use of Danish music in public 
venues brought in DKK500m, more than  
double the 2011 revenues.  
  The report was commissioned by recorded-
music trade body IFPI Denmark, live-music 
trade association Dansk Live, royalties-
collecting societies KODA, Gramex as well as 
Music Export Denmark (MXD). 
  IFPI Denmark, the Danish affiliate of the 
global music-industry trade organisation IFPI, 
states that recorded sales alone brought in 
DKK429m in 2013, a 5% increase from 2012. 
Streaming music accounted for 39.6% of the 
total, downloads representing another 25.1%, 
while physical CD and vinyl sales were about 
33% altogether.  
  The growth in total sales would be good 
news for the industry. It had been declining 
since 2008, a reflection of the state of the 
global market. Consequently, the increase in 
2013 still does not take the sector back to 
2009, when it reported sales valued at 
DKK535m.  
  Digital sales (streaming and downloads), 
however, have grown every year since 2009. 
Music industry executives are confident that 
digital sales will soon grow fast enough to 
compensate for the decline in physical sales. 
  The share of digital music in the total Danish 
market is expected to pass 50% in the next 
couple of years influenced by the positive 
growth in streaming music in nearby Sweden.  
Spotify, the world’s fastest growing and  
biggest streaming-music service, originated  
in Sweden.  
  Danish music was rocking the international  

sales charts in the 1990s. Artists like pop band 
Aqua (famous for the song Barbie Girl), rock 
duo The Raveonettes, and alternative-rock 
group Mew started making a mark in the 
1990s and early 2000s.  
  Fallulah, Agnes Obel, Medina, Oh Land, and 
Tina Dickow are among a growing number of 
female singer/songwriters and performers 
gaining traction at home and/or abroad.  
  More established acts include rock star 
Thomas Helmig, and Michael Learns to Rock, 
a soft-rock band which have a massive follow-
ing in several Asian markets as well. Lars  
Ulrich, drummer of mega metal-rock group 
Metallica, is the first Danish musician to have 
been inducted into the US’ Rock and Roll Hall 
of Fame. 
  Other current-generation best-selling Danish 
artists include Marie Key, Rasmus Seebach, 
cleverly named electro-pop band When the 
Saints Go Machine and dance-pop band  
Alphabeat. 
  International covers of Danish recordings 
have included Sha-la-la-la, originally by glam 
rockers The Walkers and remade by Dutch 
electro-pop band Vengaboys; Superstar,  
originally recorded by Christine Milton became 
a best-seller for UK R&B singer Jamelia; while 
British singer Shayne Ward’s cover of No 
Promises became a hit after it was originally 
recorded by Danish singer Bryan Rice. 
  On the international stage is also  
Trentemoller, a popular electronic-dance  
music DJ. And the works of Jesper Kyd, the 
composer, can be found on several  
international video-game titles, including  
Assassin’s Creed, which has sold more than 
60 million copies in the series.  
  The sale of more than 7 million tickets for 
concerts, festivals and other live-music events 
yielded about DKK1.2bn in 2012, the Ramboll 
report says. Another DKK2.2bn came from the 
food and beverages sold at these live events. 
 
Live entertainment 
Denmark is home to Roskilde Festival, thought 
to be the second biggest in Europe after the 
UK’s Glastonbury Festival. Originally founded 
in 1971, it can hold a crowd-capacity of be-
tween 70,000 and 100,000.  
  Among the international acts that have per-
formed at Roskilde are U2, Kings of Leon, Bob 
Dylan, Daft Punk, PJ Harvey, Rihanna, Neil 
Young and Black Sabbath. The line-up for  
2014 includes Arctic Monkeys, Kasabian, Out-
kast, Damon Albarn, Haim and Trentemoller. 
  Other music festivals are the Skanderborg 
Festival, the Copenhagen Jazz Festival, club-
music festival Distortion, and Spot Festival,  
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which has gained a reputation for showcasing 
the stars of tomorrow, especially emerging 
acts from the Nordic region. 
 
Theme parks 
Resident in Denmark are theme parks and 
attractions that bring in domestic and interna-
tional tourists. 
  A large number of tourists, who spent 
DKK33.8bn in Denmark during 2012, visit 
parks such as Tivoli Gardens, Bakken,  
Legoland Billund, Djurs Sommerland, and  
Lalandia Billund. Tivoli Gardens was the fifth 
most visited theme park in Europe in 2012, 
based on the most recent figures from  
consultancy AECOM. The number of visitors 
rose 1.8% to 4 million that year. Legoland  
Billund was ranked 15th with 1.66 million  
visitors (a 3.1% jump from 2011). 
  KIRKBI, the family-owned company that  
controls the Lego Group, is a major investor in 
Merlin Entertainments, the world’s second-
biggest attractions owner/operator after the 
Walt Disney Company. 
 
Fashion/Design 
In the fashion business, one of the most  
famous household names is Helena  
Christensen, the Danish supermodel and  
photographer. But Copenhagen is equally  
positioned as one of the biggest fashion  
centres worldwide. 
  Government figures show the fashion sector 
generated DKK38.6bn in 2012, 59% of which 
was generated by exports. Export revenues 
are expected to grow higher for 2013 too. The 
three leading export markets are the UK,  
Germany and Norway.  
  The Copenhagen Fashion Week, next taking 
place in August 2014, is a highlight on the  
international calendar. 
  Among the Danish designers and designer 
labels making a regular impact there and  
overseas are Munthe plus Simonsen, Day  
Birger et Mikkelsen, Mads Norgaard, Rutzou, 
Ivan Grundhal, Noir and By Malene Birger.  
  Others make sustainable and socially-
responsible practices a part of their branding. 
These include Katvig, Trash-Couture, AIAYU, 
Maria Glaesel, and Resecond.  
  Some have become billionaires in the  
industry. Anders Hoch Povlsen, CEO/owner of 
US$3.2bn global fashion retail company  
Bestseller, is himself worth US$1.2bn. 
 
Technology 
Denmark is considered one of the world’s 
most connected countries. At 40%, fixed-line 
broadband penetration is among the highest.  

  Yet, most of the developments in the high-
speed Internet application is for consumers, 
especially for their media and entertainment 
consumption.  
  The technology start-up sector, however, is 
growing. Issuu, the digital-technology  
company that has helped several aspiring  
media companies to publish high-end  
magazines without needing exorbitant printing 
presses and glossy paper, originates from 
Denmark. Although the headquarters are now 
in Palo Alto, California, Issuu was co-founded 
in Denmark by Michael Hansen and Ruben 
Bjerg Hansen, who is currently a board  
member too.  
The international office is in Copenhagen. The 
company says 15 million publications are  
using its digital-publishing technology. 
  Atomico, the investment fund set up Skype 
co-founder Niklas Zenstrom, is an investor in 
Ge.tt. It is a file-sharing publishing tool de-
signed to enable collaborators to publish  
content while working together at the same 
time. Everplaces has been described as the 
Pinterest for travellers. It came out of Beta 
mode in 2012.  
  As in most cities embracing technology as a 
potential source of future economic resources, 
Copenhagen and sister metropolises are 
home to tech workspaces, meetups, boot 
camps and accelerators. Examples are Con-
nect Denmark, and Founders’ House. 
  Some of the new start-up tech that the media 
seem excited about are software-rental app 
roozz.com, the keep-fit app endomondo.com 
and customer-review website Trustpilot.com. 
 
Copyright 
Denmark is signatory to multilateral interna-
tional copyright treaties. The TRIP Agreement 
adopted globally in 1994, the WIPO Copyright 
Treaty (1996), and the WIPO Performance 
and Phonograms Treaty (1996) are some of 
the most recent.  
  The country also signed the controversial 
2011 ACTA (Anti-Counterfeiting Trade Agree-
ment). Detractors argued that its loopholes 
would effectively enable states to censor the 
Internet. There were demonstrations in various 
countries, including Denmark. However, in 
July 2012, the European Parliament rejected 
it. This meant EU member states, including 
Denmark, could not adopt ACTA provisions, at 
least not in the way they originally stood.  
  Despite being a sister Nordic country of  
Sweden, Danish consumers have not been as 
anti-copyright as their Swedish counterparts. 
After all, Sweden is home to The Pirate Bay, 
the notorious website that enabled the illegal 
use of peer-to-peer file-sharing technology for  
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for stealing people’s copyright works.  
  Although lawsuits led to the convictions of 
Pirate Bay’s operators and the fact that sever-
al Internet service providers worldwide have 
agreed to block access to the website, proxy 
servers are still used by supporters. 
  Also, Sweden is the native birth place of the 
first Pirate Party (Piratpartiet), a political move-
ment that advocates the liberalisation of exist-
ing copyright laws to make it easier for people 
to share copyrighted works. But some support-
ers interpret that to mean that copyright 
abuse, under existing laws, should be per-
missable. 
  Pirate Bay nor the Pirate Party seem to have 
made any damaging traction in Denmark. 
However, Danish regulators are adopting 
some of the anti-piracy stance adopted in 
Sweden and internationally.  

  Hints were first seen in 2011 when Djuma 
Soundsystem were fined a hefty DKK1m for 
using 10 seconds of a Turkish jazz track as a 
looped sample but without permission. The 
Danish court’s ruling and the involvement of 
local copyright organisation KODA in the  
debate sent the message that copyright in-
fringement would not be tolerated in Denmark. 
  Rigsadvokaten, the Danish public prosecu-
tion office, has arranged for each police district 
to have a police officer dedicated to copyright-
infringement cases. The fraud squad is also 
expected to take copyright violation and  
counterfeit cases more seriously than they 
have traditionally done. While critics,  
enterprises and copyright owners admit the 
move is an improvement, they are urging the 
authorities to set up a whole department  
devoted to anti-piracy crimes.  MTF 
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implications of POG’s emergence. In the first 
place, the planned unification of the two compet-
itors took the industry, including him, by sur-
prise. He predicts mass defections by POG’s 
clients due to conflict of interests as advertisers’ 
rival business at Publicis and Omnicom clash 
when placed under the same roof.  
  He has hinted that POG will be too big for its 
own good in terms of effectiveness of service. 
And he told the Harvard Business Review  
magazine that, in an industry increasingly rely-
ing on digital media, data gathering and technol-
ogy, multinationals like Omnicom and Publicis 
are no longer where the real competition lies. 
Instead, it is media-research, marketing-insights 
and data-gathering giants like Nielsen in the US 
and GfK in Germany and their data-technology 
skills that he wants to challenge. 
  But are we to seriously presume that Omnicom 
and Publicis joined forces without considering 
these potential cracks in their ambitions’ founda-
tion? 
 
Historical data 
Long before search-engine giant Google 
astounded the media sector with its US$1.65bn 
acquisition of the then little known YouTube in 
2006, and Facebook’s US$1bn confounding 
purchase of photo-sharing start-up Instagram, 
Martin Sorrell similarly grabbed the attention of 
the global media and advertising business. 
  Only two years after investing in the publicly-
listed wire-shopping basket maker (seriously?) 
called Wire & Plastic Products (WPP) Plc in 
1985, Sorrell used it to start his empire building. 
  WPP pounced on iconic US advertising agency 
J Walter Thompson Group (JWT) in 1987. A 
year later, WPP floated on the US’ Nasdaq 
stock exchange. The following year, it bought 
The Ogilvy Group, which included the Ogilvy & 
Mather Advertising Worldwide agency network 
said to have inspired hit TV drama Mad Men.  
  Between then and today, it has been one fear-
less acquisition after another. The venerable 
Young & Rubicam (Y&R) Group was snapped 
up in 2000, and the Grey Global Group in 2005, 
with a listing on the London Stock Exchange 
along the way in 1998. 
  There have been organic launches, including 
global media-buying, planning and research  

 Is Sir Martin Sorrell in denial? Or will 2014 be 
the year when the British CEO of WPP Group, 
the world’s leading diversified advertising  
conglomerate, confirms he is a wizard at a  
company that will never disappear from the No.1 
spot held for several years in a row? 
  In addition to the movie and TV-production  
industries, the global advertising business is a 
beacon that attracts most of the world’s audio-
visual creative talent. WPP is home to a lot of 
that talent.  
  Since founding the company in 1985, after  
establishing his credentials as finance director at 
the 1970s’ maverick ad agency Saatchi & 
Saatchi, Sorrell has turned WPP into a formida-
ble force feared and revered by rivals, advertis-
ers and the media companies that need its  
clients’ marketing budgets. 
  WPP is powerful, so powerful British media 
mogul Richard Desmond last year claimed 
GroupM, the WPP-owned media-investment 
agency, pressures broadcasters into doing 
things GroupM’s non-negotiable way.  
  But such public criticism is rare. Today, WPP is 
at the top of its game. It has won that accolade 
thanks to a spate of audacious acquisitions and 
strategic launches. This has gained the compa-
ny some of the most influential advertising and 
marketing agencies, media-buying companies, 
consumer and media-research operations and, 
increasingly, digital-media marketing specialists. 
 
Bigger competition looms 
But US-based Omnicom Media Group and 
French conglomerate Publicis Groupe, respec-
tively the world’s second and third biggest  
advertising groups, are to merge their global 
operations. When completed, the merger will 
topple WPP from the top spot. 
  Following regulators’ approval, the merger 
scheduled to take place during the third quarter 
of this year will create the world’s biggest adver-
tising corporation called Publicis Omnicom 
Group (with the unfortunate acronym POG). It 
will have a market capitalisation of US$35bn. By 
comparison, WPP’s current market capitalisation 
has ranged from US$22bn and US$29.4bn,  
depending on currency fluctuation. 
  Based on media reports and interviews, Sorrell 
has been rather dismissive of the potential   
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operator MindShare in 1997 and the internation-
al ad agency network Red Cell. However, buying 
and developing agency brands have been 
WPP’s strength. That has triggered the following 
question: should the behemoth created from the 
Publicis/Omnicom merger receive regulatory go-
ahead, is there an acquisition prey in WPP’s 
sights to propel it back to the No. 1 spot? 
 
WPP today 
The group’s network of agencies has been  
developing specialist skills as the global media 
market evolves with the Internet and other  
digital media. In addition to providing clients  
with traditional and digital-media advertising  
and marketing campaigns, WPP companies  
also offer PR and public-affairs services,  
branding-and-identity services, health-care  
communications, shopper-and-retail marketing,   
data analytics, advertising-technology services, 
promotion marketing, plus branded content 
(entertainment paid for by advertisers). 
 
Finance and figures 
WPP has offices or presence in 110 countries 
worldwide. It generated £11bn (US$18.4bn) in 
revenues in the year ending 31 December 2013, 
a 6.2% increase from 2012. Pre-tax profit leaped 
nearly 11% to £1.46bn during the same period. 
Billings (agencies’ charges to clients) reached a 
hefty £46bn.  
  Sorrell will be pleased with the annual results. 
In media interviews, he said 2012 was a very 
good year, and 2013 had a good start. He is 
confident that the company’s good fortune, the 
result of creative talent, hard work and strategic 
investments globally, will continue as long as it 
sticks to the following strategies. 
  The edifice stands on four strategies:  
geographic, digital, Big Data and technology, 
and what he calls ‘horizontality’ (a strategy that 
encourages all WPP offices to collaborate wher-
ever and whenever it makes sense to do so).  
 
Creative value 
The creativity in the ad campaigns produced and 
media used by WPP agencies has been recog-
nised by the global industry.  
  It has been feted as the Holding Company of 
the Year three years in a row at the Cannes  
Lions International Festival of Creativity, an  
honour that acknowledges the most creatively 
effective advertising conglomerate. The Cannes 
Lions trophies are the most coveted awards.  
  Also, in 2013, WPP’s Ogilvy & Mather agency 
network became the first to win more than 100 
Lions, while Ogilvy Sao Paulo in Brazil was 
named Ad Agency of the Year. Forty WPP  
companies walked away with a Lions award for  

the work done for clients like Dove, Harvey 
Nichols, the British Heart Foundation,  
Kimberley Clark, Nike, the Coca-Cola Company 
and DirecTV.  
 
Future strategy: geographic  
Geographically speaking, WPP is relying on 
business in fast-growth emerging markets. They 
comprise the BRIC (Brazil, Russia, India, China) 
markets, and the “Next 11” territories 
(Bangladesh, Egypt, Indonesia, 
Iran, Mexico, Nigeria, Pakistan, the Philip-
pines, Turkey, South Korea, and Vietnam).  
  They account for about one-third of the 
US$90bn global investment in media that WPP 
manages for its clients. The US accounts for 
another third of clients’ media investment, while 
Western Europe represents another third.  
Although growth has slowed in the developed 
regions, they still prop up the whole WPP edifice 
and will continue to do so in the long term. 
  In terms of revenues, growth is predicted for 
businesses done in Asia, Latin America, Central 
and Eastern Europe, plus the Middle East.  
  They currently comprise a third of the reve-
nues, and the ambition is for those regions to 
represent between 35%-45% in the next three 
to five years. 
  Of the 54 to 62 acquisitions (depending on 
what you read) concluded in 2013 and 2014 so 
far, more than US$400m has been spent on 
digital-advertising ventures in developing  
economies.   Y&R snapped up a majority stake 
in Turkish digital creative agency CS Reklam 
Hizmetleri Sanayi Ve Ticaret; JWT has taken 
over digital creative marketing firm Lemon Sky 
(Poland); and snapped up 80% of the WVI 
Group, a joint-venture media-investment  
operation (Russia). Giant media-buying  
subsidiary GroupM, a subsidiary, has taken a 
majority of Vietnam-based ClickMedia while 
WPP itself become a majority shareholder in 
Marketeers Vietnam Company. 
  WPP’s US subsidiary tenthavenue now  
controls Jupicorp Proprietary, which operates 
mobile marketing and activation agency TMARC 
in South Africa. The 30% share of Richard  
Attias & Associates, an international events  
organiser, gives WPP access to events  
management and sponsorship in the Middle 
East. Last October, WPP digital-marketing 
agency VML (part of Y&R) snapped up digital-
marketing firm IM2.0 in China (WPP’s third  
biggest region by revenue after the US and 
Western Europe). 
  It is not all purchases in the emerging markets 
as demonstrated by the organic launch of Y&R 
Indochina to offer dedicated marketing services 
to domestic and international marketers in the 
region, which covers Vietnam, Cambodia, Laos  



 

30 

FEATURE 
and Myanmar. Myanmar, formerly known as 
Burma, recently opened up its market to  
outside trade. 
  The goal for the biggest markets, including the 
US and Western Europe, is to develop the  
businesses organically, with the odd acquisition 
or two still taking place. Recently, the German 
digital-media specialist Plista was bought via 
GroupM (Germany); while US-based digital-
content marketing agency Percolate sold a  
minority stake to WPP. 
  Additionally, Sorrell see them as long-term  
prospects because marketers continue to be 
“exceptionally cautious”, he told The New York 
Times. Uncertainty about the underlying stability 
of the global economy prevails and unpredicta-
ble events such as the Russia-Rest of the World 
conflict in Ukraine have been dampening  
investment confidence. 
 
Future strategy: media investment  
WPP is meeting the radical technological 
changes to media head on. Digital technology 
has fragmented the international media  
landscape. Clients are being forced to figure out 
the most effective media platforms to invest their 
brand-marketing budgets in. They turn to media-
investment management agencies (formerly 
known as the media buying-and-planning  
agencies) to determine which media channels 
are most relevant for their campaigns. 
  Compared to the days of a couple of TV  
channels, print media and radio in most  
countries, the options are exhaustingly too 
many today.  
  They range from traditional TV, print media, 
radio, and billboards to banner and display ads 
on websites, social media, mobile networks, 
multi-channel networks, search engines, video-
sharing platforms, multi-channel networks, web 
portals, and branded entertainment. 
  Via the GroupM subsidiary, WPP offers adver-
tisers a line-up of traditional-media and digital-
media investment specialists.  
  They include MindShare (media investment), 
MEC (media investment), Maxus (media  
investment; digital marketing; search-engine 
advertising and optimisation; data analytics), 
MediaCom (media investment; search-engine 
marketing; social marketing; analytics), IEG 
(sponsorship), Kinetic (traditional and digital out-
of-home ads), Outrider (search-engine market-
ing and search optimisation), Agency M (mobile 
advertising) and QUISMA (real-time and adap-
tive online advertising).  
  The ability to buy online-advertising space in 
real time, by bidding against other advertisers 
for what online publishers are selling in terms of 
targeted audience and budget, has become big 
business. In December 2013, WPP announced   

that it owns the “world’s largest programmatic 
media and technology platform” after the merger 
of two subsidiaries, ad-exchange service Xaxis 
and ad network 24/7, to serve US$750m’s worth 
of targeted digital media to advertisers globally. 
  For those questioning whether this web of  
subsidiaries creates duplications of media-
investment skills: they are necessary for  
preventing the same agency from handling the 
media needs of rival marketers in the same  
marketing company. 
 
Future strategy: digital media 
What remains unclear in WPP’s strategy is 
whether the US$90bn “media investment”  
handled for clients includes campaigns placed 
on only digital-media and social-media  
platforms. What is clear is Sorrell’s emphasis on 
‘digital’ as one of the group’s core strategies to 
help advertisers and other clients navigate their 
brands creatively on the disruptive digital-media 
and technology terrain. 
  Among WPP’s portfolio of digital acquisitions 
(directly or through subsidiary WPP Digital) in 
2013 are Poland-based Lemon Sky, Hong Kong
-based digital consultancy Designercity, UK  
social-TV analytics agency SecondSync, digital-
technology agency Crystal Semantics, and, 
most recently, US digital-content agency Perco-
late. WPP has also owned VML, one of the first 
agencies to integrate online and offline media 
successfully in marketing campaigns, since 
2001. VML, which is part of the Y&R Group 
agency network, has itself been growing via ac-
quisitions. In 2013, it added China’s IM2.0, US 
digital-marketing agency Biggs Gilmore Com-
munications and South African digital agency 
NATIVE to its stable. 
  The biggest digital investment to date has 
been AKQA, the award-winning innovation 
agency WPP bought in 2012. AKQA was de-
scribed as “the world’s biggest independent digi-
tal agency” before the acquisition was complet-
ed. WPP bought the 80% stake then owned by 
private-equity group General Atlantic.  
  The deal gave AKQA an estimated value of 
US$540m. It also intensified the competition 
between WPP and rival Publicis, which until 
then had prided itself as owner of the world’s 
largest digital-agency network.  
  A few months after WPP’s AKQA acquisition, 
Publicis snapped up LBi, a digital agency  
quoted on the Amsterdam stock exchange, for 
€416m. Last year, Publicis merged LBi with its 
other major digital asset Digitas to create  
DigitasLBi to compete against AKQA. 
  This heady rivalry is also being driven by 
WPP’s ambitions to make digital-related market-
ing account for about 45%-50% of its revenues 
in the next five years.   
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  But the role of the rapidly evolving digital  
technology and the Internet has been confusing. 
While no one doubts they are essential to the 
advertising business’ future, the reality is that 
the sector is going through a transitional phase 
and advertising companies are still on a learning 
curve. To cover its tracks and ensure the  
company is firmly entrenched in the burgeoning 
new digital business, subsidiary WPP Digital 
and its investment arm WPP Ventures have 
made some interesting strategic investments.  
 
Future strategy: content creation 
To understand how content will be created for 
the digital-media consumers of tomorrow, WPP 
Digital has been investing in next-generation 
and maverick content creators.  
  At a time when content marketing and branded 
entertainment (for which advertisers pay for  
editorial articles, web series, or product place-
ments) are increasingly critical to marketing 
strategies, it makes sense to have access to the 
skills of content creators.  
  WPP is an investor in California-based  
Fullscreen, a multi-channel network (MCN)  
described as a next-generation mini production 
studio that creates and commissions YouTube-
distributed original web series and shows.  
Fullscreen receives more than 3 billion monthly 
views for its channels combined. The market is 
getting increasingly competitive as MCNs  
compete for a greater share of the growing digi-
tal-advertising revenue to invest in high-quality 
content that online viewers are now demanding. 
  SFX Entertainment has ambitions to be the 
world’s biggest electronic dance-music (EDM) 
festivals, concerts and nightclubs organiser. It 
listed on the US’ Nasdaq stock exchange in  
October 2013. It has been boosting its portfolio 
by acquiring several high-profile EDM events 
and will appeal to WPP for the way it sells its 
youth-audience brands to sponsors. 
  A stake in Muzy takes WPP into the world of 
mobile-distributed social blogging and photo-
sharing. In its first ever publicly declared invest-
ment, WPP Ventures led the US$4.4m round of 
funding in Muzy in June 2013.  
  Canada-originated VICE Media kicked off as a 
maverick counter-culture magazine publisher in 
1994. It has since become a global youth-
focused multi-media venture that has used the 
Internet to expand into TV and film production, 
music label, books and magazine publishing. 
  Several of its online concepts have turned into 
conventional TV shows on US cable networks 
HBO and MTV. WPP bought its minority stake in 
2011. By the time the Rupert Murdoch-
controlled 21st Century Fox invested US$70m 
for a 5% stake in August 2013, VICE Media was 
valued at about US$1.4bn.  

Movies and video games 
WPP was among the first private-equity inves-
tors in The Weinstein Company (TWC), the 
“mini-major” movie studio/book publisher. It was 
co-founded by movie moguls Harvey and Bob 
Weinstein, who originally set up the award-
winning Miramax Films, which became a subsid-
iary of The Walt Disney Company before being 
sold to private investors (Filmyard Holdings) in 
2010. 
  Since launching in 2005, the prolific TWC has 
produced several award-winning and critically 
acclaimed box-office hits. They include Golden 
Globe-nominated Mrs Potter (2006), the Oscar 
and BAFTA-winning Vicky Cristina Barcelona 
(2008), Quentin Tarantino’s multi-award winner 
Inglorious Basterds (2009), Oscar/BAFTA win-
ner The King’s Speech (2010), BAFTA winner A 
Single Man (2009), Silver Linings Playbook 
(2012), the awards-laden Django Unchained 
(2012), The Butler (2013) and Philomena 
(2013). 
  WPP has been a bit more cautious about the 
video-games market, which remains a specialist 
field despite generating global revenues to 
match the movie industry. But the company is 
testing the water with a strategic stake in Wild 
Tangent, the US-based online video-games dis-
tribution network featuring titles licensed by 
Sony Pictures, Viacom and Disney. Wild Tan-
gent also features in-game advertising. In addi-
tion, there is a minority stake in Shanghai-based 
InGame Ad/IGA Ltd, an agency specialising in 
the distribution of in-game advertisements to 
online and mobile games. 
 
Content marketing  
Content marketing treats the content (from an 
article in a digital magazine to an online web 
series) as a media-distribution platform in its 
own right. In addition to acquiring stakes in new-
media content creators, WPP is raising the bar 
in-house to develop, produce and fund high-end 
its own content for brand-owner clients to adopt 
and adapt for their branded-entertainment mar-
keting messages. 
  The North-American arm of media-investment 
subsidiary Maxus appointed Lori Greene, whose 
has worked at BBC America and magazine-
publishing giant Time Inc previously, to the new-
ly created job of content director. Her job is to 
develop content ideas that will enable the cli-
ents’ message to stand out in the overcrowded 
Internet and noisy media landscape. 
  Maxus Partnerships, the branded-
entertainment division, hooked up with Sky  
Media, the advertising and sponsorship-sales 
division at UK satellite broadcaster BSkyB, and 
the National Geographic Channel (NGC) UK in 
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January to create a one-year seven-figure  
sponsorship campaign for Chrysler’s auto-
vehicle brand Jeep Grand Cherokee. The  
package includes producing a multi-platform 
series of short-form documentaries, hosted by 
NGC UK presenter Tim Shaw, to highlight the 
Cherokee’s strongest points. 
  In February came another imaginative branded
-content deal. In association with Hollywood-
studios supported Hulu, one of the next-
generation video-on-demand streaming  
platforms, GroupM Entertainment (part of the 
GroupM media-investment agency network) is 
co-producing a factual series. Called My Side of 
the Sky, it is created by Sarah Feeley, the  
acclaimed US documentary filmmaker and  
former Sony Pictures Entertainment executive.  
  The series follows the ambitions of a group of 
young student athletes with Olympic Games-
standard ambitions at the Oregon-based  
Windells Academy. The weekly half-hour  
episodes will be associated with a brand with 
similar drives and aspirations. 
 
Future strategy: data & technology  
Currently, about US$4.5bn of WPP’s revenues 
is derived from services that involve consumer-
insight, data analytics, data-investment man-
agement and market research. What used to be 
called consumer research and surveys have 
been replaced by “consumer insight” during the 
Noughties Web 2.0 era dominated by social-
media networks.  
  In the next-generation Web 3.0 era, technology 
is predicted to have developed to such an  
extent that the Internet’s web browser develops 
a quasi-artificial intelligence that ‘learns’ the 
consumers’ preferences and habits every time 
they click a link to a website or click to interact 
with the content.     
  Pressure is growing to process and analyse 
the data collected to learn how people find  
content on digital media and the Internet, how 
they use that content, and whether they see the 
advertising generated around it. 
  That technology able to do so needs Big Data. 
This involves gathering zillions of personal infor-
mation from consumers’ usage of digital media, 
understanding its context to create better  
services compared to what competitors are  
offering potential and existing customers.  
  Over the years, WPP has invested millions of 
dollars into buying agencies and expertise that 
focus on how brands perform in their respective 
markets, who their consumers are, where new 
ones will come from, how the clients and end 
customers use media, and how consumers  
respond to creativity in campaigns.  
  The WPP subsidiaries entrenched in the Big 
Data business include Millward Brown, Kantar,   

Sirius Marketing & Social Research, TAM Media 
Research in India, global media-research firm 
TNS, and New York-based The Data Alliance. 
Their research and analytics results and find-
ings are supplied to clients in real time and  
historic data via digital dashboards. 
  It is has been active in developing its skills in 
“programmatic media”. This includes expertise 
in automated and managed ad networks and ad 
exchanges. WPP companies build an inventory 
of online and mobile publishers’ websites featur-
ing content that attracts a large numbers of  
relevant audiences to match a client list of  
advertisers who will pay to reach the relevant 
digital consumers. 
  Programmatic media is part of the digital  
advertising that research firm eMarketer predicts 
exceeded US$102bn in 2012. It will represent 
20% of total ad expenditure worldwide. eMarket-
er predicts the digital-ad spend will reach 
US$163bn by 2016. 
  As revenues from digital advertising (including 
banners, display, search, mobile) grow, owning 
proprietary technology that uses Big Data to 
offer increasingly accurate audience targeting 
becomes imperative to gain market-share  
advantage. These WPP companies’ achieve-
ments in-house are not enough.  
  The group has formed an alliance with 
DataSift, the US/UK company that gathers,  
aggregates and filters digital data to give mean-
ing to Big Data’s digital zeroes and ones. 
 
  WPP has also created a partnership with Twit-
ter, the microblogging social-media network with 
about 250 million active users. Twitter, which 
has been raising its profile among TV-media 
companies and advertisers, has been courting 
broadcasters, ad agencies and advertisers to 
explore the potential of the second-screen for-
mat and social TV. This uses technology to 
track the conversations consumers are having 
on social platforms like Twitter and Facebook 
about brands. 
  Through the subsidiary Data Alliance, every 
single WPP company is able to access an  
aggregation of social-media data (including 
Twitter’s) that DataSift is handling. That set-up 
also prevents duplication among the WPP  
companies, who will then apply the social data 
supplied for their individual use. 
 
Horizontality and other issues 
When asked about the potential downside of 
operating such an overwhelmingly large but  
diverse marketing corporation, Sorrell has  
responded that there is no problem, thanks to 
“horizontality”. Horizontality is centre to the 
group’s overall ethos, Sorrell has said. It aims to 
encourage the group to use the best people, 
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insight and intelligence, no matter which  
subsidiary, division or country they are based in, 
to work on client projects. 
  With 3,000 offices in 110 territories employing 
175,000 (including associates), WPP has an 
ample portfolio of skills to choose from for its 
horizontality objective. 
  However, that very same pick-and-mix  
approach to the creative side of the business 
could be a core weakness. WPP is overseeing 
nearly 8,800 subsidiaries, each of which is  
attempting to adopt the fast-changing media 
during one of its most revolutionary phases in 
history. Competition among the group might 
draw out the best in employees; it might also 
make them to lose focus as they strive to  
survive in the constantly evolving business.  
  The hunger to have presence in as many  
media-and-marketing strands as possible  
internationally does not necessarily result in 
healthy diversification. The consumers known 
as Generation X, Y, Z are beasts that need  
constant feeding with media, communications 
and entertainment.  
  They can also be very fussy about what is on 
offer and no one seems to have come up with 
the set menu that ever satisfies them. Mean-
while, the insatiable Internet is constantly  
consuming all new applications. It demands  
innovation continuously. 
   But Sorrell is defiant about his ambitions for 
his corporation. Media articles, about the future 
of media, constantly hold him up as an oracle 
with all the answers. 
  Although Sorrell is coping with aplomb, that is 
a lot for one person to take on. Furthermore, 
there are no signs that he has a definite succes-
sor to the WPP kingdom’s crown should circum-
stance force his retirement.  
  Shareholders’ determination to refuse the  
remuneration he felt he deserved in 2012 hinted 
that his reign is vulnerable after all.  

  He did pull the rabbit out from his magician’s 
hat again when shareholders, with certain con-
ditions, later approved the staggering 50% in-
crease for a pay packet valued at £17.6m.  
  It did not stop some analysts from pointing out 
that a significant minority (26%) of the share-
holders did not back his reward. But the boss 
did not fail to remind everyone how he has  
taken a wire-shopping basket maker and built 
the world’s largest advertising and marketing 
corporation. And he will keep reminding them. 
  Although Sorrell is coping with aplomb, that is 
a lot for one person to take on. Furthermore, 
there are no signs that he has a definite  
successor to the WPP kingdom’s crown should 
circumstance force his retirement.  
  Shareholders’ determination to refuse the  
remuneration he felt he deserved in 2012 hinted 
that his reign is vulnerable after all. He did pull 
the rabbit out from his magician’s hat again 
when shareholders, with certain conditions, later 
approved the staggering 50% increase for a pay 
packet valued at £17.6m.  
  It did not stop some analysts from pointing out 
that a significant minority (26%) of the share-
holders did not back his reward.  
  But the boss did not fail to remind everyone 
how he has taken a wire-shopping basket mak-
er and built the world’s largest advertising and 
marketing corporation. And he will keep remind-
ing them.   
  At the Creative Services Summit organised by 
the UK government in 2012, Sorrell quipped that 
he is regularly described as a “bean counter” 
only interested in adding up the cash, when he 
is in fact a highly creative person. To prove he 
knows where WPP should be heading, it might 
be about time he pulled the creative rabbit out of 
the magician’s hat and declare a strategy that 
confirms he is not in denial, that he is not basing 
WPP’s future solely on his dismissal of what the 
competitors are doing. MTF 
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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 | 
festival highlights New York City as a 
filmmaker’s paradise 
Details: www.tribecafilm.com 
 
Copenhagen: Copenhagen Fashion Summit 
23-24 April 2014 
@: Copenhagen Opera House 
Organised by: Danish Fashion Institute 
About: The worlds of fashion and luxury 
gather to debate social and environmental 
responsibilities 
Details: www.copenhagenfashionsummit.com 
 
New York: Digital Content NewFronts 
28 April - 8 May 2014 
@: New York City 
Organised by: IAB 
About: Where the US’ leading digital and 
online publishers show off this year’s 
inventory to advertisers 
Details: www.iab.net 
 
London: Music 4.5 Music & Sport 
29 April 2014 
@: Clifford’s Inn 
Organised by: 2Pears 
About: Music and sports have plenty in  
common: live shows, ticketing,  fan base,  
merchandising, broadcast rights; what can 
they learn from each other with new tech? 
Details: www.music4point5.com 
 
Austin: X Games 
15-18 May 2014 
@: Circuit of the Americas (Texas) 
Organised by: ESPN 
About: The iconic extreme-sports event 
Details: http://xgames.espn.go.com  

Seattle: Seattle International Film Festival 
15 May-8 June 2014 
@: SIFF Cinema Uptown; other venues 
Organised by: SIFF 
About: 40th anniversary of an event  
attracting filmmakers from 70+ countries  
Details: www.siff.net 
 
London: Clerkenwell Design Week 
20 - 22 May 2014 
@: Various local showrooms 
Organised by: Media 10 
About: The creative hub for the international  
design sector expecting 50,000-plus attendees   
Details: ww.clerkenwelldesignweek.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: www.tileweb.org/index.html 
 
London: Advertising Week Europe 
31 March - 4 April 2014 
@: BAFTA 
Organised by: AdvertisingWeekEurope 
About: Second year for the ultimate in  
networking for the bright, brightest and  
innovative thought leaders in Europe’s media 
and advertising attending 115 events 
Details: www.advertisingweek.eu 
 
London: Cloud Gaming Europe 
7-8 April 2014 
@: Victoria Park Plaza Hotel 
Organised by: Video Gaming Intelligence 
About: Learn how cloud technology will 
enhance the playability, monetisation and 
growth in the online-games business 
Details: www.videogamesintelligence.com 
 
Cannes: MIPTV 
7-10 April 2014 
@: Palais des Festivals 
Organised by: Reed MIDEM 
About: International market and creative  
forum for multi-screen and platform content 
Details: www.miptv.com 
 
London: Music TechPitch 4.5 
8 April 2014 
@: Ernst & Young 
Organised by: 2Pears 
About: Highly respected start-up pitching 
contestfor music-tech developers 
Details: www.4pt5.co.uk/music.html 
 
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 
Details: www.TCM.com 
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Spielberg (Austria): Formula 1 Grand Prix 
22 June 2014 
@: Red Bull Ring 
Organised by: Formula One Group 
About: The world’s biggest motor-racing com-
petition returns to Austria after ten years 
Details: www.formula1.com 
 
London: Music 4.5 IP & Licensing 
25 June 2014 
@: Clifford’s Inn 
Organised by: 2Pears 
About: Debate about the challenges of online 
song licensing in an era when rights owners are 
competing against free music on the web  
Details: www.music4point5.com 
 
London: Film4 Summer Screen 
August 2014 (Dates to be confirmed) 
@: Somerset House 
Organised by: Channel Four  Television 
About: London’s premier open-air cinema  
Details: www.somersethouse.org.uk 
 
Edinburgh: International Book Festival 
9-25 August 2014 
@: Charlotte Square Gardens 
Organised by: Edinburgh Int’l Book Festival 
About: For authors, writers and their fans  
Details: www.edbookfest.co.uk 
 
Cologne: Gamescom 
13-17 August 2014 
@: Koelnmesse 
Organised by: BIU 
About: The mega event for interactive  
games and entertainment 
Details: www.gamescom-cologne.com 
 
Chiba: Tokyo Game Show 
18-21 September 2014 
@: Makuhari Messe 
Organised by: Japan International Contents 
Festival 
About: Ultimate showcase for new releases by 
Japanese and international games creators 
Details: expo.nikkeibp.co.jp/tgs/2014/exhibition/ 
 
Cannes: MIPCOM 
13-16 October 2014 
@: Palais des Festivals 
Organised by: Reed MIDEM 
About: Renowned international entertainment-
content trade show and networking platform 
Details: www.mipcom.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 
 
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 photography works  
Details: www.worldphoto.org 
 
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 arts exhibition 
and competition  
Details: www.kunstwerk-carlshuette.de/en/ 
 
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 

Los Angeles: Made in LA 2014 
15 June 2014 
@: The Hammer Museum, Westwood 
Organised by: Hammer Museum 
About: 35 emerging artists and collectives 
based in Los Angeles get recognition and vie 
for US$150,000 in cash prizes 
Details: www.hammer.ucla.edu  
 
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, ad agencies and media 
Details: www.canneslions.com 
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CREATIVE 
aNALYSIS 

 
The value of  

Entertainment and Technology  
Creativity 

on Wall Street 2013 

In the kingdom of stock markets, media-and-entertainment (M&E) content is still one 
of the reigning monarchs.  
 
  So, the soaring value of digital-media technology shares of late has propelled fears 
that it is at the expense of the M&E sectors. Stock-exchange shares issued for tech  
giants Twitter (NYSE), Facebook (Nasdaq), Google (Nasdaq), Amazon.com 
(Nasdaq) and Apple (Nasdaq), which have been massive disrupters of the TV, mov-
ies, and music industries, have injected drama in the staid world of finance by defying 
logic. For example, Twitter, the microblogging platform that launched in 2006, is still 
not profitable. But its New York Stock Exchange (NYSE) shares give the 140-character 
digital wonder a whopping US$30bn valuation. The tech companies’ spirited approach to 
how music and other entertainment should be delivered to fans has contributed to the 
enviable growth of their own shares’ value (Chart 2). 
 
  In response, the leading multi-billion dollar M&E corporations scuttle and scurry 
around at the rate of knots to adopt the latest digital technology. If they don’t, they 
dread their business of creating music, TV shows, movies, books, games, design, 
among other creative industries, will grind to a halt. But evidence indicates otherwise.  
 
  The M&E industries, which are forecast by PricewaterhouseCoopers to generate 
US$2.2 trillion in revenues globally by 2017, continue to adopt new technologies as well 
as create new intellectual properties. Without the M&E gang, it is arguably the digital-
tech giants that will have nothing of long-term value for their inventions to distribute. 
The share performances of creative-content behemoths such as Time Warner, Walt  
Disney Company, Viacom, and CBS Corp in the year from January 2013 to January 
2014 (Chart 1) confirm this.  

  Their share prices have more than doubled in the past 10 years, despite it being a  
period during which the tech brands have dominated the public’s imagination. The 
growth rate of the M&E shares’ value can match those of their tech counterparts. It 
proves that if the content is right, consumers will pay, irrespective of the distribution 
device. Stock markets are mostly about perception, but perception backed by substance  
and stability even when the global economy has suffered as it has since the 2007-2008-
2009 financial crash. 
 
Creative content remains king  
The international M&E sectors’ business has proven to be substantial. Hollywood stocks 
ended 2013 on a high note, according to the Hollywood Reporter. It noted the  
spectacular performance of shares issued by CBS Corp, Viacom, Disney, Time Warner, 
21st Century Fox, NBCUniversal owner Comcast Corporation, Lionsgate, DreamWorks 
Animation, and Sony Corp, an electronics-goods manufacturing behemoth that includes 
Sony Filmed Entertainment, Sony Pictures Television and Sony Music Entertainment.  

FEATURE 
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Source: The selected companies. Notes: Vivendi’s share price is converted from euros into dollars. 
Prices quoted: for the close of 27 January of cited year. 

Source: The selected companies. Notes: Twitter’s IPO was in 2013; Facebook’s IPO was in 2012 
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  The rise, boosted by investment in existing audio-visual hits and new shows,  
confirmed content is among the best assets to hold, especially when you own the  
intellectual property. Sports coverage by Disney’s cable network ESPN is a regular  
feature in the US’ weekly top programme ratings. Subsidiaries Marvel Studios and the 
ABC network have seen Disney clinch exclusive multi-year deals to produce original 
shows for giant video-streaming platform Netflix and its global 40 million subscribers.  
 
  Marvel Studios is hoping to repeat the sensational international box-office hits like the 
Iron Man, Thor, and Captain America franchises with new Marvel Comics super-hero  
action movies in 2016. Even Marvel co-productions such as the Spider-Man and X-Men 
series have led to packed cinema theatres worldwide. A Slashfilm.com article estimates 
that Marvel movies earn an average of US$620m a film. And the acquisition of Lucasfilm 
has also brought the lucrative Star Wars franchise to the Disney stable.  

  Additionally, Disney’s US$10bn investment in theme parks worldwide, where  
attendance figures shot up 2% last year, means it is a winner in the aggressively  
competitive out-of-home entertainment sector.  

  All eyes are now on Time Warner as its gears up to give Marvel a run for its money at 
the cinema. The Batman vs. Superman actioner based on the DC Comics super-hero 
titles that Time Warner owns is due for theatrical release in 2016. 

  US TV network CBS’ award-winning ratings-busting shows (NCIS; The Mentalist; The 
Big Bang Theory; The Good Wife and Elementary) have lifted the value of parent  
company CBS Corp. Viacom, which like CBS Corp is majority controlled by mogul 
Sumner Redstone, is building on already successful brands such as the shows on  
international networks Nickelodeon, MTV and Comedy Central. It has pledged to spend 
up to US$200m each on a series of acquisitions this year, plus launch an Internet-
delivered cable-TV platform. Other ambitions include turning Brad Pitt’s World War Z 
zombie movie into a franchise.  

  Although Comcast is frequently associated with its cable-TV platforms, it owns Holly-
wood film and TV studio NBCUniversal, which reported a 5.7% hike in revenues for 
2013, and that is despite not having the rights to the Super Bowl and the Olympic 
Games as it did the year before. 

The music slump conundrum 
One riddle that still needs resolving is the value of music as recorded-music’s sale  
continues to decline. However, Vivendi, which owns Universal Music Group, concert-
promotion giant Live Nation and digital music-radio service Pandora have seen their 
stock market valuation rise.  
 
  The struggling Sony Corp owns major record label Sony Music Entertainment. If its 
star has waned recently, it has been due to its technology business, which has not 
caught up with the inventive disruption caused by Apple, Amazon and Facebook.  

Tech stocks content to need content 
In terms of value per share, the tech companies outdo their creative-content counter-
parts (Chart 2). The pressures on the tech giants, however, include the need to be 
constantly innovative and developing new digital-tech products to maintain their fast 
growth rate. It is no longer enough to be repeating what they are good at. Yet, how 
long can they maintain the accelerated boom? 
 
  Apple, inventor of the online iTunes store, is the world’s most valuable company by 
market capitalisation at US$495bn. For the first quarter of its current fiscal year (the 
three months ending 31 December 2013), Apple reported its strongest earnings.  
Revenues rose 5.7% to US$57.6bn compared to the same period in 2012; net earnings  
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  Revenues rose 5.7% to US$57.6bn compared to the same period in 2012; net  
earnings remained the same. It also sold an enviable 51 million units of the iPhone 
smartphones. But because it fell short of the 55 million analysts predicted and as the 
company has not introduced anything as pioneering as the iPhone or the iPad in a while, 
the share price plummeted almost 8% the day after the announcement.  
 
  Bookseller/publisher giant Amazon.com reported net sales of US$74.45bn in the  
financial year ending 31 December 2013, a 22% increase compared to US$61.09bn in 
2012. Operating income shot up 10% to US$745m from US$676m the year before. This 
positive piece of news, however, did not stop Amazon’s shares from falling immediately 
after the results were published on 30 January 2014. Analysts had expected fourth-
quarter revenues to reach US$26bn. Since it manufactured the Amazon Kindle, the  
fastest-selling e-book reading device, in 2007, the company has not introduced  
anything as ground-breaking.  
 
  Facebook, on the other hand, is currently the darling of investors. It had a dismal IPO 
in May 2012, mainly because analysts believed its record-breaking US$104bn valuation 
was due to over-priced shares. By August 2013, the share price had dropped almost 
50% as industry observers wondered if Facebook’s almost 1 billion registered desktop 
users would follow the social-media network to mobile devices.  
 
  Its full-year revenues rose 55% to US$7.87bn in 2013, and when it emerged that  
mobile advertising accounted for 53% of the fourth quarter revenues (up from 23% for 
the same period in 2012), the investment community went wild. The share price shot 
up, hiking the company’s valuation to US$150bn. Facebook’s good fortune encouraged 
more share purchases for Twitter, which only listed in November 2013 and includes  
mobile ads among its strategy for future profits.  
 
  But just as tech conglomerates like Twitter and Facebook are depending on advertising 
content to boost their wealth, Amazon is doing likewise. In addition to its existing port-
folio of book publishing, books, music and video e-commerce, it is in talks with TV  
networks about licensing their service for its own new online pay-TV platform.  
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  And the 14% revenue increase to US$24.52bn in the second quarter (ending 31  
December 2013) of Microsoft’s fiscal year has been attributed to the robust sales of 
theXbox consoles, which would have been buoyed by the sales of the Xbox games. The  
company has also touted the Xbox One, its new-generation games console, as home 
entertainment centre that will distribute original video-productions, including a series 
created with Hollywood director Steven Spielberg. 
 
The uncertainty of being a hybrid 
Hybrid stocks (Chart 3) belong to companies positioned as being both media and tech 
companies (as opposed to focusing on one or the other).  
 
  Yahoo!, which began as a US search engine in the 1990s and became a leading global 
web portal, has spent the past five years spending millions on original video content for 
Yahoo! Screen. This has been followed by an acquisition spree of tech start-ups ordered 
by current CEO Marissa Mayer. That strategy has not propelled Yahoo! back to its peak 
market valuation of US$128bn in 2000. More than 18 months after Mayer’s appoint-
ment, Yahoo!’s market valuation remains a comparatively lowly US$39bn. 

  Controversial US investor activist Dan Loeb, who has been instrumental in using his 
Third Point hedge fund’s stake in Yahoo! to turn it around, has equally been a thorn in 
the side of Sony Corp. Loeb, whose Third Point is also a Sony shareholder, is demanding 
that the entertainment division be spun off into a separate publicly quoted company.  
He might have a point. Sony’s valuation slumped to US$17bn in January having lost 
$100bn since 2000. Even Vivendi, having agreed to sell its technology-dependent video 
games business Activision Blizzard to the management, has pledged to separate its tele-
communications business from its core content assets (Universal Music and Canal+ 
Group) to reclaim more value. 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.  
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