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TV stars Jem, Shaun get cinema lights 

  The movie business is looking to TV brands for future releases. Among the most talked about is 
Jem and the Holograms, a live-action adaptation of the cult kids TV series of the same name.  
Production began in April. Directed by Jon M Chu (Step Up 2: The Streets; Justin Bieber: Never Say 
Never; and GI Joe: Retaliation), the youth-targeted feature film is being co-produced by Scooter 
Braun Films (owned by Justin Bieber’s management firm) and Blumhouse Productions (creator of the 
Paranormal Activity franchise). The film industry has been losing talent to the TV sector as the latter’s 
more flexible format and the enhanced quality of multi-device screens receive more investment. Jem 
and the Holograms has attracted actors from US TV hit shows. It stars Aubrey Peeples, who is  
currently in the country-music drama series Nashville. Jem and the Holograms originated as a range 
of toys created by Hasbro, which then developed into a popular 1980s animation TV series. Another 
young-viewers’ hit TV series moving to the cinema screen is Shaun the Sheep, the stop-motion  
animation series created by Aardman Animations, the UK company behind the Wallace and Gromit 
franchise. It is being distributed by StudioCanal and is scheduled for a 2015 release. The very  
popular original TV series has been sold to broadcasters in 170-plus territories and countries.  

DMG valued at $970m for  
Chinese stock-exchange listing 

  DMG, the US/China-based film company 
known for co-producing Hollywood titles like 
Looper and Iron Man 3 (2013’s highest  
grossing movie), has applied to list on the 
Shenzhen Stock Exchange. The move will 
value the company at about US$970m. The 
strategy to file for the initial public offering 
(IPO), in the restrictive Chinese market,  
involves a reverse takeover of a Beijing meat-
processing company called Sichuan Gaojin 
Food. DMG considers it the fastest method 
because China has clamped down on IPOs in 
recent years. 

Sony Pictures nabs $200m co-
funding deal for blockbusters 

  Sony Pictures Entertainment, which has 
been attacked by shareholder/investor activist 
Daniel Loeb for failing to using its revenues 
more efficiently, has snatched a US$200m co-
funding deal that will finance deficit potential 
blockbuster films in the pipeline. They include 
The Equalizer (with Denzil Washington), Fury 
(Brad Pitt), and Inferno, based on the Dan 
Brown novel. The cash is from Citigroup and 
LStar Capital, the financing arm of Texas-
based real-estate investment fund Lone Star. 
It is Lone Star’s first foray into entertainment.  

  Jane Got a Gun, the Relativity Media thriller 
stalled after initial director Lynne Ramsay 
walked out on the project, has got a February 
2015 release date; *About 10 international 
TV/movie productions could be made in  
Norway if tax incentives were introduced, an 
Oslo Economics report commissioned by the 
ministry of culture says; *Fickle Fish Films, a 
production company co-owned by Hunger 
Games author Stephenie Meyer, has acquired 
the movie rights to Not a Drop To Drink by 
debut novelist Mindy McGinnis.  

  Screen Australia, the country’s movie-
industry finance body, has awarded grants 
totalling A$550,000 to support 16 new feature 
films in its most recent funding round. Eleven 
of the 16 are new projects, while the remaining 
five are ongoing ones. Highlights include a 
feature by See Saw Films based on Mulan, 
the female Chinese warrior (who was also the 
subject of a 1998 Disney animation movie); 
and a new comedy called Madams by  
Stephan Elliot and Sheridan Jobbins, who 
wrote Easy Virtue, the Jessica Biel starrer 
based on the Noel Coward play. 

Shorts: Jane finally gets a gun; 
Norway tax credit; Fickle Fish 

Sixteen new features awarded 
A$500,000 by Screen Australia  
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Broadcasters snap up YouTube MCNs 
  Traditional TV broadcasters and movie studios have fallen in love with MCNs, the online multi-
channel networks distributed via the Google-owned video-sharing platform YouTube. The Walt  
Disney Company, which owns a Hollywood studio, US TV broadcaster ABC and cable sports  
channel ESPN, has agreed to buy Maker Studios, a leading MCN for US$500m, plus another 
US$450m based on the company’s future performance. Maker Studios claims about 380 million 
YouTube subscribers and 5.5 billion monthly views. It recently launched Maker.tv, a non-YouTube 
online entertainment platform.  Hollywood studio Warner Bros has led an US$18m round of invest-
ment in Machinima, the US video-games influenced YouTube MCN and online TV channel with 11 
million subscribers. Other participants in the round, which took place in March, were existing inves-
tors Redpoint Ventures, MK Capital and search-engine giant Google. Meanwhile, AwesomenessTV, 
which was acquired by Hollywood studio DreamWorks Animation in 2013 (MTF Issue15), is expand-
ing via acquisition as well. It has bought Big Frame, an MCN known for developing YouTube talent 
and advertiser-funded brand entertainment, in a deal worth US$15m. In Germany, broadcast giant 
ProSiebenSat.1 Media snapped up 20% of Collective Digital Studio (CDS), the MCN famous for the 
now iconic Video Game High School online series, for an “eight-figure” sum, says Variety magazine.  
And Canal+, the pay-TV subsidiary of French media conglomerate Vivendi, has added Studio Bagel, 
described as the first French YouTube comedy network, to its fold by buying a 60% stake.  

Games rivals PlayStation, 
Xbox order original TV shows 

  PlayStation Network, the online distribution 
platform for Sony PlayStation video games, 
has commissioned its first original TV series. 
Called Powers, the 10-part, one-hour crime 
show is based on the popular comic books by 
US writer Brian Michael Bendis and artist  
Michael Avon Oeming. The producer is Sony 
Pictures Television. Meanwhile, Microsoft 
Xbox, PlayStation’s rival games brand, is for 
the first time working with a UK TV broadcast-
er (Channel 4) to commission an original  
series, the remake of Swedish sci-fi series 
Real Humans.  

Big Brother creator Endemol 
expands drama ambitions 

  Endemol, the multinational TV-production 
group famous for reality-TV franchise Big 
Brother, has purchased UK drama-production 
company Artists Studio. The transaction, for 
an undisclosed sum, continues Endemol’s am-
bitions to be a multi-genre entertainment outfit. 
The acquisition also includes Far Moor Media, 
a production-services firm co-owned by Artists 
Studio co-founders Justin Thomson-Glover 
and Patrick Irwin. Meanwhile, production 
group FremantleMedia (a Bertelsmann subsid-
iary) has snatched a 75% stake in 495 Produc-
tions, the US-based maker of MTV’s hit reality-
TV series Jersey Shore. 

  Rapidly growing Canadian group DHX  
Media has paid about C$33m for Epitome  
Pictures, which is famous for the cult teen-TV 
franchise Degrassi; *The first ever made-for-
TV dramas based on best-sellers by Southern 
African novelist Wilbur Smith are to be made 
by UK production firm Corona Pictures and 
content-selling group FremantleMedia Interna-
tional. The three dramas are based on Smith’s 
The Courtney novels; *US TV executives Dan 
Angel and Tom Mazza have partnered with 
funding company Larrikin Entertainment to 
form a new Los Angeles-based venture  
EveryWhere Studios.  

  An initiative led by the New York Television 
Festival (NYTVF) is awarding a US$45,000 
prize to the winner of the festival’s 2014  
Independent Pilot Competition for the best US-
UK co-production script. The scheme is  
NYTVF’s first international co-production 
scheme to discover next-generation independ-
ent producers. The competition’s deadline is 
27 June. Other partners in the venture are UK 
TV network Channel 4, US entertainment  
studio Lionsgate, and Sea To Sky Entertain-
ment. More details at http://nytvf.com/
documents/NYTVF2014_PR2-18-14.pdf 

Shorts: DHX Media; Wilbur 
Smith; EveryWhere Studios 

NYTVF launches contest for 
new co-production talent 
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Two classical icons launch digital labels 
  Sir Simon Rattle and Daniel Barenboim, legendary conductors, are spearheading the creation of 
two new dedicated orchestral labels. Berliner Philharmoniker (Berlin Philharmonic), where Rattle has 
been chief conductor since 2002, has launched Berliner Philharmoniker Recordings (BPR). The  
orchestra already streams 30 of its live-video performances a year via its Digital Concert Hall (a  
virtual concert venue launched online in 2008). The new BPR label hopes to make those perfor-
mances even more accessible by releasing them as recordings. Although the Philharmonic records 
with Universal Music Group’s (UMG) Deutsche Grammophon and will continue to record with other 
labels depending on the artists they work with, BPR opens a separate avenue dedicated to what  
Rattle and the Berlin Philharmonic specifically want to release. Meanwhile, in April, launched Peral 
Music, a new digital label and an imprint of UMG. Peral Music recordings will be released in the  
Mastered-for-iTunes format. The label will bring out his works as a pianist, chamber musician and as 
conductor of the Staatskapelle Berlin, the Berlin State Opera’s orchestra. Additionally, it will release 
works by the West-Eastern Divan Orchestra, the Spain-based orchestra Barenboim helped set up for 
young musicians from the conflict-ridden Middle East countries. Frank Gehry, the acclaimed  
Canadian/US architect, has designed a Berlin-based concert hall for the Barenboim-Said Academy 
for the West-Eastern Divan Orchestra’s young musicians.  

Computer giant Dell places 
personal stake in Kobalt Music 

  Kobalt Music Group, the international label-
services and music-publishing company, has 
snagged a “significant growth capital” from 
Michael Dell, who co-founded US computer 
manufacturer Dell Corporation. The deal went 
through Dell’s private-investment company 
MSD Capital. MSD Capital also bought shares 
from European firm SPARKS Ventures, an 
existing investor. Kobalt’s roster of clients  
includes some of the world’s most valuable 
music acts and songwriters. Kobalt’s other key 
assets include the proprietary technology  
employed to collect and distribute digital-music 
royalties directly to clients.  

Led Zeppelin’s Plant signs a 
whole lotta love for Nonesuch 

  Robert Plant, the front man of UK legendary 
rock group Led Zeppelin, has signed a solo 
recording agreement with US-based classical/
folk/jazz label Nonesuch Records, part of 
Warner Music Group. The deal’s first studio 
album, featuring his band Sensational Shape 
Shifters, is scheduled for release later this 
year. Since Led Zeppelin split up in 1980, 
Plant’s career choices have been varied. In 
addition to a few Led Zeppelin reunions, 
Plant’s 2007 duet album with Alison Krauss, 
Raising Sand, collected six Grammy Awards.  

  Japanese music star Yoshiki has written the 
theme song Hero for Japanese animation 
movie Saint Seiya: Legend of Sanctuary.  
Produced by Toei Animation and scheduled 
for a 21 June premiere in Japan, the movie is 
based on the hit manga-comic series pub-
lished during 1985-1990. The TV animation 
version was sold to more than 80 countries. 
Yoshiki, a solo artist as well as lead singer of 
heavy metal band X Japan, is performing Hero 
during an international tour from April.  

  The UK government continues its  
investment in independent labels and  
emerging British talent with a £250,000 fund-
ing for supporting the international superstars 
of tomorrow. The move is the second round of 
UK Music Export Growth Scheme (MEGS), 
which helps small and medium-sized labels 
and new artists raise their profiles overseas. 
The artists, from all over Britain and specialis-
ing in all kinds of genres, include Julia Biel. 
MEGS is also supported by UK trade body 
BPI. The first MEGS round was in February.  

Japanese star serenades Saint 
Seiya movie with theme song  

UK’s Music Export Growth 
pours £250,000 into new acts 
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Selling spree by Disney, Sony, Zynga 
  The Walt Disney Company, Sony Corp and Zynga are selling slow-performing games to firms that 
feel they can still inject plenty of life into them. Disney has sold three social-games titles from 
Playdom, its struggling games-development subsidiary, to California-based social-games publisher 
RockYou. The titles are Gardens of Time, which is played on Facebook and Apple’s iOS devices; the 
fashion-themed City Girl is played on Facebook, while Words of Wonder is a Facebook/iOS product. 
Currently, the three have about 4 million registered players who will be able to continue to enjoy them 
thanks to RockYou, which has about 75 million registered users for its own games portfolio. Sony 
Corp, the financially troubled media-and-entertainment empire, has sold its 8.25% share in Square 
Enix, the Japanese developer/publisher, for US$150m. According to the Hollywood Reporter, this 
gave Sony a US$47m profit based on the price paid in 2001. The buyer is SMBC Nikko Securities, 
the Japanese asset-management firm. Sony’s flagship PlayStation brand, which includes the rapidly 
selling PlayStation 4 console (7 million-plus units already sold since the 15 November launch) is not 
affected. Meanwhile, US social-games group Zynga is healing its financial woes selling YoVille, its 
simulated social-city game, to Canadian start-up developer Big Viking for an undisclosed sum. It will 
be renamed YoWorld. Zynga remains the world’s biggest social-games developer with more than 
230 million monthly active users despite the slump in its Nasdaq stock-exchange valuation.  

Investment in games zooms to 
$5bn in first 2014 quarter  

  Investment in games content is accelerat-
ing. Investors spent more than US$5bn on 
related mergers and acquisitions during the 
first quarter of 2014, more than the US$5.6bn 
spent in the whole of 2013, according to Digi-
Capital’s most recent Global Games Invest-
ment Review. The major 2014 investments 
include Zynga’s US$527m acquisition of  
Natural Motion, the UK-based mobile-games 
and animation developer; Facebook’s US$2bn 
purchase of Oculus VR; plus Tencent’s 
US$500m for 28% of CJ Games in Asia.  
Digi-Capital predicts more mobile-games  
acquisitions in 2014.  

Sony’s TV unit fights its way 
into games sector with swords  

  Sony Pictures Television (SPT), the  
TV-production and distribution arm of  
multinational Sony Corp, has developed its 
first original mobile game Suits and Swords. 
Suits and Swords mixes role-playing games 
with the strategy of blackjack card games. It is 
part of SPT’s ambition to create more original 
non-TV intellectual property. Until now, its  
mobile-games creations have been extensions 
of existing TV-content brands like Jeopardy 
and Wheel of Fortune. The Suits & Swords 
apps are on Google Play, App Store and  
Amazon Appstore.  

  Epic Games, games creator and owner of 
widespread games-development technology 
Unreal Engine, has unveiled plans for three 
new titles. Fornite, the first off the production 
line, is described as a free-to-play sandbox 
survival game scheduled for release later this 
year. It is designed to showcase the highlights 
of the new Unreal Engine 4. Epic Games is 
partly owned by Chinese digital tech-and-
media giant Tencent Holdings. In January 
2014, Microsoft bought the franchise rights to 
Epic’s military-science game Gears of War.  

  Mail.Ru, Russia’s biggest e-commerce  
platform with 100 million-plus registered users, 
has launched MyGames, a new online-games 
developer. The first four titles due this year 
include the action-based massively multiplayer 
online (MMO) title Armored Warfare, which is 
being developed by US-based Obsidian  
Entertainment; Skyforge, a next-generation 
MMO PC game jointly created with Obsidian; 
and the racing MMO World of Speed, which is 
co-developed with UK-based Slightly Mad  
Studios. MyGames is part of My.com, 
Mail.Ru’s “communitainment” website, which 
melds communications and entertainment. 

Epic Games develops titles to 
show off latest Unreal Engine 

E-commerce giant Mail.Ru logs 
into online-games investment 
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The Disneyland of food to open in 2015 
  Investments in theme parks to boost their respective economies via tourism are taking place in 
Italy and Spain, two of the eurozone’s most fiscally embattled regions. The Italian city of Bologna has 
partnered with international food enterprise Eataly to launch Fico Eataly World, which is described as 
the “Disneyland of Food”. Scheduled to open in November 2015, Eataly World will cost an estimated 
€40m for only the development phase. It will be situated on land currently occupied by unused ware-
houses and be paid for by a public-private partnership fund. The fund is being managed by Italian 
real-estate fund-management firm Prelios SGR. The Wall Street Journal reports that Prelios SGR 
hopes to raise €400m to finance the global franchise the investors hope Eataly World will eventually 
become. The 20-acre park will include restaurants, food stores and attractions that highlight the chain 
of Italy’s food-and-drinks business. Tamburi Investment Partners, an independent Italian investment 
bank, has bought a 20% stake in Eataly itself for €120m from Eatinvest, the investment vehicle for 
the family of Oscar Farinetti, Eataly’s founder. Elsewhere, Ferrari, the giant Italian car manufacturer 
and Formula 1 Grand Prix champion, has joined forces with Spanish theme-park owner PortAventura 
Entertainment to launch the US$100m theme park Ferrari Land. Dedicated to all things automotive 
and the Ferrari brand, it will be located in the PortAventura park and set to open in 2016. It will be 
similar to the Ferrari World Abu Dhabi in the United Arab Emirates. 

SFX purchases Perryscope to 
oversee merchandise business 

  Nasdaq-listed international electronic dance
-music (EDM) promoter SFX Entertainment 
has bought merchandise specialist Perryscope 
Productions. The move will enable SFX to 
streamline its licensing-and-merchandising 
strategies across its growing number of music 
festivals and events. These include EDM 
events like Belgium’s Tomorrowland; US-
based Electric Zoo; the Brazil-originated Rock 
in Rio festival series, and Creamfields Austral-
ia. Perryscope has handled merchandise for 
major rock stars like The Rolling Stones, and 
theatrical events like Spider-Man: Turn Off the 
Dark, and Yo Gabba Gabba! Live!  

eBay ticketing agency StubHub 
funds its first US concerts  

  StubHub, the secondary-ticketing agency  
belonging to online-auction giant eBay, is  
investing in the live-gigs business in the US. 
Called the Next Stage Concert Series, it kicks 
off with concerts by up-and-coming music acts 
at venues with 300 to 600-seat capacity. The 
shows take place from April to October in Los 
Angeles, Boston, Nashville, San Francisco 
and New York. The move is bold. Live-
concerts behemoth Live Nation Entertainment 
owns the massive international ticketing  
company Ticketmaster, which is a primary-
ticketing vendor.  

  Dollywood, the US theme-park operation  
co-owned by country-music legend Dolly  
Parton and Herschend Family Entertainment, 
is investing US$300m into a 10-year  
expansion plan; *The licensing division of  
Hollywood film/TV studio 21st Century Fox and 
Resorts World Genting are investing 
US$300m into the first ever 20th Century Fox 
theme park in Malaysia for a 2016 launch; *UK 
wildlife-TV icon Sir David Attenborough is 
supporting plans for Jurassica, the £85m  
outdoor fossils attraction in England’s Dorset 
region set for a 2019 opening.  

  Construction has begun on the long-
delayed Robot Land, the world’s first theme 
park devoted to robots (like the movies West-
world in 1973 and I, Robot in 2004?). Located 
in Incheon, South Korea, the estimated 
US$625m park is scheduled to open in 2015. 
It will feature robotic-themed rides, exhibitions, 
shops, restaurants, plus a related research-
and-development laboratory. Also expected is 
a Robocop attraction, based on the Hollywood 
movie. The venture is being backed by the 
national and local governments, plus private 
investment.  

Shorts: David Attenborough; 
Dollywood; 21st Century Fox 

Robots to invade South Korea 
at new $625m theme park  
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New funds help Italy’s top soccer clubs 

  Italian top-division soccer is benefiting from the largesse of investors. A minority stake in the  
privately owned Serie A club AS Roma has been sold to Starwood Capital Group, the US private-
investment company. The undisclosed fund will be used to convert an old racetrack (Tor di Valle) and 
the surrounding land near Rome into Stadio della Roma, one of Europe’s biggest stadiums. It will 
have a seated capacity of 52,000, expandable to 60,000. Scheduled to be completed in time for the 
soccer 2016-17 season, it will also have hospitality facilities, a restaurant, offices, retail outlets, and 
sports-related services. The stadium itself will be used for music and other entertainment events as 
well. In return for its investment, Starwood expands its international real-estate property business. 
Also in Italy, TV broadcaster Gruppo Mediaset has borrowed €700m to help pay for the rights to the 
UEFA Champions League, Europe’s biggest soccer tournament. The lenders are Italian banks 
UniCredit Group and Intesa Sanpaolo, and France’s BNL-BNP Paribas. The loans ensure Mediaset 
retains exclusive live-broadcast rights to the 2015-16, 2016-17 and 2017-18 seasons. Mediaset is 
also expected to bid for the rights to the Serie A premier-league games for the same three seasons. 
Former Italian prime minister Silvio Berlusconi owns Mediaset and Serie A club AC Milan.  

Brevet Capital sponsors 
Stealth sports agency launch 

  Cash from private-equity house Brevet  
Capital Management has enabled US sports-
management services company Stealth SME 
(sports, media, entertainment) to revamp its 
operation via the acquisition of independent 
sports agencies. They are Dutt Sports  
Services, The Sloan Sports Group, 
LifeSports Management, Crimson Market-
ing Group, Envision Sports Agency, and 
Cenergy Marketing and Communication. 
Combined, they form a new sports agency 
(Stealth Sports), a media/marketing agency, 
and a consultancy unit. They represent  
athletes from the US major sports leagues.  

Soccer body FIFA boosts cash 
in time for Brazil World Cup 

  FIFA, the global soccer governing body, 
expects its 2014 cash reserves to grow faster 
than 2013 should this year’s troubled FIFA 
World Cup event in Brazil take place without 
serious hitches. Sportbusiness.com reports 
that FIFA increased cash reserves to 
US$1.432bn thanks to a US$72m surplus from 
last year. Revenue sources from 2013 include 
FIFA events (US$1.22bn), media rights 
(US$630m), marketing rights (US$413m),  
licensing (US$26m), and hospitality 
(US$47m). The rest of 2013 revenues came 
from deals linked to the 2014 World Cup.  

  The Japanese Basketball Association (JBA) 
is revamping the professional men’s league 
structure with the launch of the new P League, 
which kicks off in the 2016-17 season.  The P 
League will house the very top teams. It will be 
served by teams competing for promotion from 
two new lower divisions. The A League will be 
for teams belonging to professional associa-
tions, while the B League will host all the non-
professional clubs. Currently, the JBA hosts 
only two divisions: JBL Division 1 and JBL2.  

  Amaury Sport Organisation (ASO), the 
French organiser of the Tour de France race, 
is seeking to enter UK cycling sports.  It has 
signed a Memorandum of Understanding with 
UK governing body British Cycling and the  
Welcome to Yorkshire Tourism Agency. The 
UK’s Yorkshire region won the bid to be this 
year’s Tour de France Grand Depart on 5-6 
July. And ASO feels wants to exploit that to 
develop a scalable British national cycling 
event. British Cycling’s membership soared 
50% to 75,000 in 2013.  

Japan shoots a slam dunk for 
new men’s basketball leagues 

Tour de France organiser seeks 
entry into the UK circuit 
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Publicis, Omnicom mega merger fails 

  The merger ambitions of US-based Omnicom Media Group and France’s Publicis Groupe, respec-
tively the world’s second and third largest advertising conglomerate, hit a roadblock and died on 9 
May. The two announced their planned merger in the summer of 2013, and gave the impression the 
fusion was a given. Combined, the newly formed Publicis Omnicom Group (POG) would have 
become the No. 1 advertising multinational valued at more than US$35bn. In so doing, it would have 
overtaken the current leader, UK-based WPP Group. But WPP CEO Sir Martin Sorrell had been  
dismissive of his rivals’ planned 50-50 mega merger (MTF Issue19). He had a point. In a press  
release issued towards the end of April, Publicis highlighted that the POG pact faced complex  
obstacles. Although POG is officially registered in the Netherlands, it still needed to qualify for certain 
tax provisions there, in France and in the UK for the merger to gain the full benefits. Meanwhile, POG 
was still waiting to hear whether it complied with China’s competition rules. US and EU anti-trust  
regulators had given their blessing. Even if the legal and tax hurdles did not exist, joining the two 
companies’ different businesses beckoned more challenges. These included merging the two  
corporations’ different cultures, while slashing jobs to avoid unnecessary duplication. Meanwhile,  
Financial Times reported that professional and legal fees spent so far had amounted to US$60m.  

Expenditure on global ads to 
shoot up 5.5% in 2014 

  Expenditure on advertising will grow to 
US$537bn by the end of 2014, according to 
data published by ZenithOptimedia, the  
international media-investment agency. That is 
a 5.5% increase from last year. The report 
also predicts global ad spend will increase 
5.8% in 2015 followed by a 6.1% leap in 2016. 
The 2014 growth will be spurred by the Sochi 
Winter Olympic Games, the pending FIFA 
World Cup soccer event in Brazil, plus the US 
mid-term general election. 

US cable group TBS promises 
advertisers fast social-TV ads  

  Turner Broadcasting System (TBS), owner 
of US cable-TV networks, has launched Real 
Time Now, a division for advertisers seeking 
fast-turnaround real-time social-TV. As  
AdAge.com says, using digital real-time  
marketing to deliver a brand’s message is  
possible with social media. But TV spots take 
time to create. TBS is offering to deliver brand  
messages melding both formats within 24-48 
hours, especially messages that can be linked 
to breaking trends, news and major events. It 
is on US cable networks TNT and TBS first.  

  Colombian singing superstar Shakira has 
formed an international marketing partnership 
with mega-selling probiotic yogurt brand  
Activia in its “first ever integrated global  
communication campaign”. Called Dare to 
Feel Good, the campaign will use her high-
profile and, let’s face it, sexy image to promote 
Activia’s digestive-health properties in 50-plus 
countries. The campaign, by Spanish ad  
agency Vinizius Young & Rubicam Barcelona, 
kicked off in March. It is supported by a  
dedicated global website and YouTube videos.  

  Access to the vast number of data-analytic 
tools encouraged Canadian digital-market 
agency Twist Image Multimedia Inc to agree to 
the takeover by UK-based WPP Group (MTF 
Issue19), the No.1 advertising and media-
marketing multinational conglomerate. Twist 
Image specialises in developing marketing 
campaigns distributed via social media, mo-
bile, interactive platforms and original content 
production. Twist Image will be able to offer 
clients more global services. *Meanwhile, 
WPP media-buying subsidiary GroupM has 
snapped up a majority of AMVG (Aerodon), 
the Turkish mobile-media agency.  

Colombian star Shakira fronts 
first integrated Activia ads 

WPP’s acquisition ambitions 
heads straight for Twist Image 
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Chipperfield draws Nobel design prize 
  One of history’s greatest supporters of culture and scientific innovation is getting a major  
makeover by UK-based David Chipperfield Architects. Its German office has won the competition to 
design the new headquarters for the Nobel Prize. The new home will be called Nobelhuset (Nobel 
Centre), and a special company called Nobelhuset AB has been set up to oversee its design and 
construction. The centre, which is scheduled for a 2018 opening, will also be supported by the  
Swedish state and Stockholm’s local authority. The construction will be financed by private donations 
and is expected to cost SKr1.2bn (US$184m). The Swedish/Norwegian Nobel Prize is arguably the 
ultimate honour for some of life’s greatest achievements (in literature, physics, chemistry, medicine 
and for peace). It is funded and organised by the private enterprise Nobel Foundation. It will feature 
an events venue, exhibition space, education facilities for school kids and be a place where the  
general public can interact with the Nobel brand and its promotion for cultural innovation, science 
and peace. Currently, its premises are situated on different locations. There is a Nobel Peace  
Centre, designed by London’s David Adjaye Associates, in Oslo, Norway. The Nobel Foundation, the 
Nobel Museum and Nobel Prize Centre are in different parts of Stockholm. The new Nobelhuset will 
function as the core of these different institutions. The other finalists competing against Chipperfield 
were two Swedish practices Wingardh Arkitektkontor, and Johan Celsing Arkitektkontor.  

Largest airport terminal under 
one roof in Istanbul by 2019 

  A team of top-flight architecture firms, led by 
London-headquartered international practice  
Grimshaw Architects, has been commissioned 
to design the “world’s largest airport-terminal 
complex under one roof” in Istanbul. The first 
construction phase, scheduled to complete in 
2019, will support 90 million passengers  
annually. The 1 million sqm terminal will  
ultimately carry 150 million passengers a year 
when the total four phases are finished. The 
airport will have six runways. The design team 
includes Oslo-based Nordic Office of Architec-
ture and London’s Haptic Architects.  

Wright & Wright wins olde  
Geffrye Museum £14m revamp 

  London-based Wright & Wright Architects is 
to lead the design team for the £14m redevel-
opment of the city’s 100-year-old Geffrye  
Museum. The attraction, which focuses on 
how the English home, interior décor and  
gardens have evolved over time, is part of a 
400-year-old establishment. The new design 
aims to bring it into the 21st century with a new 
gallery, café and conference facilities to  
accommodate the growing number of visitors. 
It currently receives 110,000 annually.  

  Shigeru Ban, winner of the 2014 prestigious 
Pritzker Architecture Prize, has designed an 
expanded Aspen Art Museum in Colorado; it 
opens in August; *Virgin Group owner  
Richard Branson has launched Virgin Build-
ings, which will design a series of environmen-
tally friendly skyscrapers around the world to 
commemorate iconic moments in the compa-
ny’s history, such as a balloon-shaped tower 
for his 1998 round-the-world balloon flight; 
*Rem Koolhaas’ OMA practice has clinched 
the contract for the new Berlin headquarters of 
German multi-media giant Axel Springer.  

  UK-based Niall McLaughlin Architects and 
landscape designer Kim Wilkie have jointly 
won the contract to redesign the grounds of 
one of London’s biggest tourist attractions – 
the Natural History Museum. The other final-
ists for the Civic Realm Competition included 
UK-based Stanton Williams Architects, and 
Denmark’s BIG. The museum, with 5 million-
plus visitors annually, is part of a protected 
1880 listed building. The new additions will 
include a modern café and exhibition space in 
the basement, plus a research garden at 
ground level. 

Shorts: Shigeru Ban; Richard 
Branson; Rem Koolhaas 

UK’s Natural History Museum 
to receive a modern facelift 
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Harlequin accepts News Corp’s C$455m  

  News Corp, Rupert Murdoch’s mostly print-media business that split away from the TV-and-movies 
division (21st Century Fox) last year, has agreed to purchase Harlequin Enterprises for C$455m. It is 
its second biggest acquisition since the separation. The Canada-based Harlequin specialises in 
women’s fiction. It publishes more than 110 titles a month by 1,300-plus authors in 34 languages; 
they have sold in more than 102 territories worldwide. The seller is Torstar Corporation, the  
Canadian media group and book publisher quoted on the Toronto Stock Exchange. The completion 
of sale will follow due diligence being carried out. Harlequin will join the Canadian arm of News 
Corp’s existing book-publishing unit HarperCollins Publishers in Toronto. Currently, 99% of Harper-
Collins titles are in the English language, while 40% of Harlequin titles originate from non-English 
speaking markets. The acquisition will help push News Corp’s total book-publishing enterprise into 
more emerging markets. Although News Corp’s newspaper business is bleeding financial, like most 
of the newspaper sector in developed markets, paying for Harlequins was not a problem. The 
Nasdaq-quoted company has a cash hoard of US$2.6bn, which it gained following the split from 21st 
Century Fox. Its first acquisition was the US$25m paid for Storyful, the Ireland-based online-news 
aggregator, in December 2013.  

The return of the Star Wars 
graphic novels to Marvel  

  Marvel Comics, a subsidiary of entertain-
ment empire The Walt Disney Company, has 
clinched the exclusive licensing rights to  
develop and publish a new generation of  
comics/graphic novels based on the Star Wars
-movie franchise. The deal begins in 2015. 
This is Star Wars’ second agreement with 
Marvel Comics. Lucasfilm, which owns the 
rights (and is also a Disney subsidiary) first 
gave Marvel Comics the contract during 1977-
1991. Then, Dark Horse Comics published all 
Star Wars comics for the next 20 years.  

Hodder & Stoughton ‘first to 
pay’ for website contributors 

  UK-based Hodder & Stoughton, an imprint 
of the Hachette publishing conglomerate, says 
its sci-fi/fantasy web portal Hodderspace is the 
“first UK publisher’s website” to agree to pay 
for contributors’ content. Hodderspace started 
as an experimental social-media hub for  
fanatics of sci-fi/fantasy books in 2012. This 
was followed by a dedicated website in June 
2013. The decision to pay contributors might 
also be an acknowledgement by a major rights 
owner that all creators of quality content de-
serve compensation. 

  Mervyn King, the former governor of the 
Bank of England, is writing his memoirs for 
Little, Brown Book Group, a subsidiary of 
Hachette UK. As head of the country’s central 
bank, the UK’s fate during the 2008 crisis  
depended on agreements and disagreements 
he had with the government’s Treasury  
department. *Several European publishing 
houses are bidding for the rights to Made in 
Sweden, a crime caper written by Swedish 
writers Stefan Thunberg and Anders Roslund. 
Salomonsson Agency is handling the rights.  

  Amazon.com CEO/founder Jeff Bezos is 
among a group of investors who committed 
US$12m to Insider Business, the online  
business-and-technology magazine run by 
controversial former equity analyst Henry 
Blodget. The cash is for additional editorial, 
advertising and research jobs, and expansion 
into the UK. Business Insider receives about 
23 million unique visitors monthly. *Meanwhile, 
Amazon.com has acquired ComiXology, the 
leading digital-distribution platform for online 
comics outside Asia, where the manga genre 
dominates.  

Shorts: Ex-Bank of England 
governor; Stefan Thunberg 

Amazon chief Bezos leads $12m 
funding for Business Insider 
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Blackstone’s €210m gem for Versace 
  Blackstone Group, the US private-equity conglomerate, appears to have made a good bet with its 
€210m investment in Versace, the luxury-designer label copied by rivals ever since it hit the runway 
headlines in the 1970s. The investment for a 20% stake, made in February, gives Versace a capitali-
sation value of about €1bn. According to media reports, €150m of Blackstone’s investment was fresh 
cash, while the remaining €60m was used to purchase shares from GIVI Holding, the Versace family 
business. Before Blackstone’s involvement, the family’s wholly-owned company was shared between 
Santo Versace (30%), his sister Donatella (20%), with the remainder 50% belonging to Allegra, the 
niece of the late company’s founder Gianni Versace, who was murdered in 1997. Blackstone says 
the funds will be used to enhance business at existing Versace retail outlets and new stores in the 
emerging economies. Versace has already spent €24m on retail and e-commerce expansion in 2013. 
The Blackstone funding will also be used to grow Versus Versace, the company’s diffusion-line prod-
ucts that includes more economically priced watches, accessories and fragrances. For the 2013 fi-
nancial year, Versace saw revenues leap 17% to €479.2m; net profit rose 28% to €10.9m, while op-
erating profit soared 60% to €71m.  

Eurazeo spends €285m on 10% 
of designer label Desigual 

  Eurazeo, the France-based private-
investment firm, has snapped up 10% of 
Desigual, the Barcelona-based Spanish  
designer label. The €285m investment gives 
Desigual a capital value of €2.7bn. Desigual, 
which has 405 retail outlets in 109 markets, 
will use the new funds to expand international-
ly. Meanwhile Eurazeo, which targets fashion 
brands in Europe and emerging countries, 
collected about €270m in December 2013 
from the oversubscribed initial public offering 
of Italian fashion house Moncler. It listed on 
Milan’s stock exchange Borsa Italiana.  

Chinese beauty e-commerce  
service seeks $400m in US IPO 

  China’s Jumei International Holding Ltd, 
which operates the beauty products and  
perfume e-commerce website, has filed for an 
initial public offering to raise US$400m on a 
US stock exchange. US venture-capital com-
pany Sequoia Capital injected US$10m into 
Jumei in 2011 and currently has a 19% stake. 
Jumei hopes to use the proceeds to develop 
the company’s capital infrastructure. It is 
among China’s Top 20 e-commerce websites. 
China’s e-commerce market’s estimated value 
is US$180bn this year, US research group 
eMarketer says.  

  UK private-equity group BlueGem Capital 
Partners sells an “undisclosed” stake in  
London luxury department store Liberty, which 
reported a 7% hike in revenues for last fiscal 
year; *UK online fashion retailer Boohoo.com 
listed on the AIM stock exchange in March to 
raise £300m, valuing the company at £850m 
shortly after the listing; *Better Capital  
invested £7.5m in UK fashion brand Jaeger in 
March; *Italian women’s fashion brand Twin-
Set is scheduled for a 2016 IPO, says 70% 
owner private-equity group Carlyle.  

  Pelican, the Canadian investment fund of 
entrepreneur Bernard Mariette, has joined 
forces with a group of investors to snatch a 
majority stake in Coalision, the active-
women’s apparel manufacturer. The other  
investors include family members of Hermes, 
the French luxury-goods maker; and Canada’s 
largest union-backed fund Fonds de Solidarite 
FTQ. Coalision owns women’s yoga-attire 
brand Lole. The minority (estimated 30%) 
shareholders include the founders and Visual 
Lole Kilmer, which used to be majority owner. 

Shorts: Liberty; Boohoo.com 
lists on AIM; Jaeger; Twin-Set 

Apparel maker Coalision falls 
into arms of private investors 
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€100m investment clouds Arles festival  
  Funding drama is affecting Les Rencontres d’Arles, the prestigious annual photography festival 
held in France’s Provence region. Its new director is Sam Stourdze, currently director of Switzer-
land’s largest photography museum Musee de l’Elysee. He is the first museum director to get a job 
that has traditionally gone to photographers. Now in its 45th year, the festival welcomed more than 
96,000 visitors last year. Stourdze’s joins as serious investment is brought to the event and its 
sprawling surroundings. He is replacing Francois Hebel, who is resigning after 13 years in the job 
and following his alleged disagreements with Maja Hoffmann. Heir to the Swiss pharmaceutical giant 
Roche Holding, Hoffmann has paid the local government a reported €100m for the whole site via her 
LUMA Foundation for media and creative arts. She wants to convert the industrial site housing the 
festival into one of France’s biggest art centres. To do so, however, means slashing down the festi-
val’s current size. The profession is waiting to see how Stourdze negotiates the new state of affairs. 
The festival’s current popularity is attributed to Hebel, who has turned it around from near bankruptcy 
in 2001. He took advantage of empty industrial ‘ateliers’ (warehouses, artists’ studios) nearby and 
turned them into about 50 exhibition spaces open to the public. The resulting exposure has helped 
kick start the careers of several photographers.  

Online art goes under virtual 
hammer for $3.6bn in 2018 

  The value of online art trade will soar to 
US$3.6bn in 2018, more than double the 
US$1.6bn in 2013, says a report by Hiscox, 
the Bermuda-headquartered art specialist  
insurance group. The value was only 
US$870m in 2012. However, at about 2.4%, 
online art sales accounts for a tiny share of the 
estimated US$65bn global market. 
*Meanwhile, French art-trading platform My 
Art Invest opened its London division. For a 
minimum of £5, art lovers can buy shares in 
artworks and benefit from the sales’ profits.  

London’s V&A exalts maverick 
fashion icon McQueen 

  London’s Victoria and Albert Museum is 
treating fashion as art with plans to host a 
2015 retrospective of the haute-couture works 
by Alexander McQueen, the UK fashion  
designer who died in 2010 at the age of 40. It 
also hopes to emulate the success of Savage 
Beauty. That was the name given to the  
Alexander McQueen retrospective held by 
New York’s Metropolitan Museum of Art in 
2011. It was organised by the Met’s Costume 
Institute and attracted 8,000 visitors daily.  

  The six finalists for the UK’s 2014 Museum 
of the Year are as follows: the Ditchling  
Museum of Art + Craft in East Sussex,  
Hayward Gallery in London, Mary Rose  
Museum in Portsmouth, the Sainsbury Centre 
for Visual Arts in Norwich, Tate Britain in  
London, and Yorkshire Sculpture Park in north 
England. The winner of the grand prize of 
£100,000 will be announced on 9 July. The 
annual competition aims to find the most  
innovative British museum.  

  “Technical details” are among the reasons 
given for the further delay to open the  
refurbished Musee Picasso, the Paris-based 
museum holding a massive collection of art-
work (5,000-plus) by the cubist icon. The  
museum, scheduled to reopen in June after 
four years, is now expected to launch late this 
year. The state-run museum paid €51.4m for 
the renovation and redesign by French archi-
tect Jean-Francois Bodin. This has doubled 
the space for art exhibitions and added a café, 
auditorium and education space.  

Winner of UK’s 2014 Museum 
of the Year unveiled in July 

€51m makeover for Picasso 
Museum delayed again 
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Pinterest social media ad in legal gaffe 

  In the US, a social-media marketing campaign is legally obliged to disclose if anyone will benefit 
financially from endorsing the brand, including consumers. That was the ruling by the US’ Federal 
Trade Commission (FTC) earlier this year. The issue cropped up following a legal case involving Pin-
terest, the photo-sharing social-media network, in a campaign for high-end shoe retailer Cole Haan. 
The company’s Wandering Sole Pinterest Contest offered a prize of worth US$1,000 to the creator of 
the best Pinterest board featuring five images of Cole Haan shoes. Every image ‘pinned’ on the 
board had to be accompanied by the hashtag #WanderingSole. The FTC interpreted the Federal 
Trade Commission Act’s Section 5 to mean that ‘hashtagged’ pins amounted to an endorsement of 
the brand, even though the participants were ordinary consumers (as opposed to a celebrity’s status 
being used to influence sales). The US$1,000 prize on offer is seen as the financial incentive for their 
endorsement of the brand. However, since this was the first time the subject had come to the FTC’s 
attention, it decided not to enforce any penalty against Cole Haan. The FTC’s decision is expected to 
affect marketers and advertisers integrating social media in their campaigns. Cole Haan was bought 
by private-equity firm Apax Partners from sports-apparel maker Nike in 2012 (MTF Issue12).  

EU court clarifies brand rights 
infringement via e-commerce 

  The European Union’s Court of Justice 
(CoJ) has ruled that counterfeit goods  
bought on a website situated outside the  
region infringe the brand owner’s intellectual- 
property rights the moment the goods are  
received in the EU. In the Blomqvist v. Rolex 
case, the website selling the fake watch was  
in Hong Kong. The Danish buyer sued when 
customs authorities destroyed the watch. The 
CoJ said the purchase and receipt breached 
the EU’s Information Society Directive, Trade 
Marks Directive and Community Trade Mark 
Regulation.  

Film star Franco in legal spat 
over Ham on Rye movie rights 

  Hollywood actor James Franco is being 
sued by writer Cyril Humphris for infringing his 
motion-picture rights to Ham on Rye, the 1982 
iconic American coming-of-age novel by 
Charles Bukowski. Allegedly, a 2009 agree-
ment that saw Humphris give Franco the rights 
to develop a movie adaptation ended in  
November 2010. Humphris now wants an  
injunction and damages. Franco and his  
production company Rabbit Bandini  
Productions have completed a movie, but they 
claim it is not an adaptation.  

  British rock star Paul Weller has won 
£10,000 in damages against UK-based  
Associated Newspapers for publishing  
paparazzi photographs of his children and 
identifying them on the website Mail Online in 
2012. London’s High Court ruled in April that 
Associated Newspapers, part of UK-based 
DMG Media and publisher of British newspa-
per Daily Mail, breached the Data Protection 
Act and misused private information. The  
article and photos could not be justified  
because of Weller’s fame alone. Associated  
Newspapers is appealing against the decision.  

  Rock superstar Prince confounded the  
industry in April when his estranged US record 
company Warner Bros agreed to give him 
back the master rights to all his recordings at 
the label. The rights cover recordings from 
1978 to 1996, when they went their separate 
ways, says Billboard magazine. The artist has 
also signed a new deal with Warner Bros  
reportedly. He took advantage of the US 1976 
Copyright Act that offers artists the option to 
reclaim their master recordings after 35 years.  

Rock star Paul Weller wins 
£100,000 for privacy breach  

Prince shows sign o’ the times 
by winning back master rights 

COPYRIGHT 



 

15 

joiz:  
THE Q&A SESSIONS  

 
The Zurich-headquartered multi-platform social-TV service  

is not depending on only music to keep young audiences  
jubilant and joyful. Interviews, cookery, fashion and social issues are 

among the topics  featured in its line-up of interactive content.  
The format is drawing in advertisers.  

It could be because the targeted youth is not only a viewer  
but also a contributor.  

Zurich-based joiz Group is the start-up 
media venture that could show long-
established TV networks why they 
should embrace interactive social TV - or 
quietly fade away. 
  Conceived in 2010 by co-founder/CEO 
Alexander Mazzara and business partner 
Christoph Buerge, joiz launched in  
German-speaking Switzerland in 2011, 
followed by Germany in the summer of 
2013. Today, joiz is already in more 
than 36 million TV homes in both  

markets combined. 
  Financed by European venture-capital 
group Creathor Venture and private  
nvestors, joiz is available as an online 
live-streaming and on-demand service 
via its website. It is also on the Zattoo 
Internet-TV platform.    
  Additionally, it can be accessed on  
Internet-delivered IPTV platforms oper-
ated by telecoms groups Swisscom in 
Switzerland and Deutsche Telekom’s  

Entertain service in Germany. 
  Cable-and-satellite distribution is on 
Kabel Deutschland and Unitymedia 
Kabel BW in Germany and UPC Cable-
comm in Switzerland. And for the  
targeted young audience (between 15 
and 34 years old mostly), joiz is on  
mobile apps. The company is now  
seeking investors to take the currently 
German-speaking concept international. 
  Its vision melds, merges, mingles and 
mixes TV as we know it with the web, 

social media, mobile platforms,  
video-game formats, e-commerce 
and instant-messaging services like 
WhatsApp. Viewer participation is 
part of the format: it calls its audi-
ence “viewsers” because they both 
view and use content. 
  Additionally, it applies proprietary 
technology to enable advertisers 
and brand owners to measure the 
cross-platform audience of  
sponsored shows, branded enter-
tainment and TV commercials in 
real time.  
  “We believe we offer something 
unique,” Mazzara says. “From 
scratch, we decided to be very  

interactive. The audience could be part 
of the show. We had a chance to do 
something different with live broadcast, 
but that needed technology and human 
editors who can tell stories with trans-
media narratives that could be online, 
on TV and on any digital platform.”  
  joiz does not care for boxed-in descrip-
tions like TV channel, YouTube multi-
channel networks, digital platform, or 
multi-platform TV.          Cont...page ?? 

FEATURE 

CEO/co–founder 
Alexander Mazzara   
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joiz producers, presenters,  

and guest personalities  
interact live in the studio 
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Interactive and branded: joiz-
produced live content and branded 

entertainment with MINI and 
Coke in the studio, on devices 
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While the service offers an element of 
each, it focuses on getting the content 
right and making audience-participation 
key to its viability, let alone its success. 
  “With traditional TV, you don’t have 
any connection with the audience at 
home. Or you need a cable or satellite 
operator as the middle man. Therefore, 
you don’t know who is watching. In the 
digital environment, this has changed. 
The viewer would have registered to 
watch, and we analyse this for advertis-
ers in real time.” 
  Its “viewsers” are encouraged to create 
their own profiles on the joiz website, 
from where they can contribute to the 
on-air content. 
  joiz entertainment content ranges from 
daily news, talk shows, factual series 
and quiz shows to cookery, travel and 
fashion. Interactivity sees viewers  
contribute to the on-screen proceedings 
via live tweets, Facebook chats, and  
instant-messaging.  
  On live Skype interviews, fans appear 
on-screen and can be seen by friends 
conversing with their favourite artists in 
the production studio. 
  The set-up has enticed high-profile  
celebrities to visit Living Room, one of 
the flagship shows. They include inter-
national music stars Bruno Mars, Selena 
Gomez, One Direction, Rita Ora, Thirty 
Seconds to Mars, and the legendary rock 
group Led Zeppelin’s Jimmy Page.  
  Local stars who have graced the sofas 
in the Berlin and Zurich joiz studios in-
clude rap artist Kool Savas, pop star 
Maxim and the indie group Abby in  
Germany, as well as Swiss artists such 
as singer-songwriter Adrian Stern and 
soul singer Stefanie Heinzmann.  
  And local politicians appealing to youth 
votes have participated in joiz debates 
on relevant social issues.  
  The branded-entertainment element 
plus the growing traction among young 
consumers have, in turn, caught the  
attention of high-profile brand owners 
for advertising and sponsorships. Soft-
drinks giant Coca-Cola, iPad’s maker  
Apple, sports-apparel group Adidas, car 
maker Mini, fast-food chain McDonald’s 
and fashion retailer H&M have appeared 
on joiz’ multi-device screens with their 
brand messages. 
  To measure the interactivity of brands’  

multi-platform campaigns, joiz has  
developed a dedicated “Red Button” 
technology, which features a symbol 
that appears on-screen during ads for 
viewsers to click on. 
  A competition launched with auto  
manufacturers Mini and SEAT, in  
Switzerland and Germany respectively, 
led to audiences getting the chance to 
win a car for a whole year. The three-
week campaign in Switzerland, for  
example, resulted in more than 11,000 
Red-Button clicks and hundreds of  
registrations for test drives. 
  Another competition with Swiss super-
market Migros, which offered to pay for 
the winner’s rent for a whole year,  
generated 20 million-plus on-screen 
“touch points” by joiz viewers as they 
watched original video content joiz  
created for Migros’ website. Migros  
renewed the campaign. 
  With Coke, joiz took the branded-
entertainment to a new level with live 
outdoor entertainment. It produced a 
seven-hour live show directly linked to 
the Coke Live Festival of Happiness  
concert in October 2013. This took place 
in front of 700,000 spectators at Berlin’s 
Brandenburg Gate. 
  In addition to the gig, the show  
featured a live karaoke competition, 
Coke product placements, a TV commer-
cial, branded-video content, plus a social
-media Share A Coke campaign backed 
by celebrities. Such enterprise led to the 
nomination for the Swiss Economic  
Forum Award in 2013.   
  Forward going, however, the company 
is pinning its strategy on its patent-
pending Red Button app technology. 
Once the Red Button symbol appears on 
air, it signals to the viewer that extra 
exclusive content can be accessed via 
the smartphone or tablet through the 
downloaded Red Button app. And the 
same technology makes all related  
activities measurable.  
  From his Zurich headquarters, CEO 
Mazzara takes time out to tell MTF what 
joiz can offer investors seeking to be 
part of the multi-device screen-based 
entertainment for youths of today,  
tomorrow and beyond. 
 
MTF: Joiz is seamlessly integrating 
TV with the web, social media and  

FEATURE 
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mobile platforms; how unique is 
that today when Viacom's MTV and 
YouTube networks like Awesome-
nessTV claim to be offering similar 
entertainment formats to today's 
young Millennial viewers? 
 
Mazzara: I strongly believe in the accel-
eration of change (taking place in TV). 
We’re at the tipping point where mobile 
and social media are very strong. In the 
old world, it is all about eyeballs, and 
the marketer pays for people who have 
seen their advertisements. But, in the 
future, it will be how much people en-
gage with the commercial or the digital 
ad. It doesn’t matter how many people 
have seen the ad, it is the click-through 
rates that is important and that’s where 
we are.  
 
MTF: You offer branded entertain-
ment and product placement; how 
do you ensure that the line between 
advertising and editorial does not 
get blurred? Or does that not matter 
anymore? 
 
Mazzara: In the future, the users have 
control. They choose when and what 
they want to see. They have a large 
number of choices, different channels, 
gadgets, live, non-live; in the middle is 
always the content. If the content is 
good, you will find the right audience.  
 
MTF: You say the network uses the 
“most advanced technology devel-
opments” to serve its young  
audiences. In what way does this 
make joiz different? 
 
Mazzara: We have developed a strong 
back-end system to connect all the TV 
and the digital channels. The customer-
relationship-management tool allocates 
all the connected data to address people 
about their interests and connect them 
with advertisers. We invented a partici-
pation tool, especially for TV where  
people can be engaging. For example, 
we have a show called Thank God It’s 
Friday. Viewers send us something, such 
as a photo shot at a night club, on  
Instagram on their mobile and we show 
it immediately live on TV.  
 

MTF: To what extent do you use  
data analytics to place right content 
in front of the right viewers? 
 
Mazzara: There are many online analyt-
ic tools out there, but there’s none that 
we find adequate for cross-platform to 
measure TV, online, mobile and social 
media, not one that can measure all 
that. Our system allows advertisers to 
analyse the cross-platform reach,  
especially with product placements. This 
is what we offer because no one has it. 
We also use Google Analytics and  
(German TV audience-measurement 
firm) GfK for classic TV metrics. 
 
MTF: For international expansion, 
what are the company’s plans?  
 
Mazzara: We are now in Germany, 
where we have been for several months. 
But we are already discussing joint  
ventures with potential partners in other 
countries, or expansion as a franchise. 
We have been approached by different 
media conglomerates that already have 
their own TV channels; they wanted to 
know if it would be possible to license 
our technology. 
 
MTF: Are the on-air tweets edited 
before they are shown in case 
someone says something offensive; 
how is it monitored in real time?  
 
Mazzara: We produce 90% of the con-
tent ourselves. However, there is always 
an editor-in-chief to put things live on 
air. We get between 10,000 and 20,000 
questions per hour, and the editor picks 
out the right five to 10 to broadcast.  
We have a team of about 25 people 
working constantly and that is growing. 
We look for very open-minded capable 
people who can think in new ways. 
  
MTF: And how about youth enter-
tainment the next 10 years? 
 
Mazzara: It is no longer a one-direction 
communication with the audience; peo-
ple today are used to having a dialogue, 
not a monologue. On the technical side, 
we have the right experienced people to 
take us to the next 10 years. MTF 
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jubilant and joyful at the Coke 
Festival of Happiness 2013: 
joiz takes its multi-platform  

entertainment to the live stage 

 

PROMOTION 

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. 

For advertising, sponsorship and advertorial opportunities:  
Please contact details for all enquiries:  

Email: jaykaymedia@btinternet.com or info@jaykaymediainc.com 
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 THE CREATIVE CORPORATE 

PROFILE 
Discovery Communications, US/Global 

Discovery Communications, the US-based 
Nasdaq–quoted media and entertainment multi-
national with a capitalisation value of about 
US$27bn (as of April 2014). 
  Rivals from the 1980s US mass-market cable-
TV sector include, in today’s reincarnation,  
Viacom with a US$37bn valuation, CBS  
Corporation (US$35bn), Time Warner 
(US$59bn) and Walt Disney Company 
(US$139bn). 
  It looks as if Discovery Communications,  
arguably the fastest growing of the bunch, is 
ready to match their scope in terms of valuation.  
  It is doing so by retaining its legacy as the 
leading owner of international documentary  
content and also by diversifying into scripted 
shows, premiums sports entertainment, and free
-to-air (FTA) broadcast services.  
  In 2014, as its international division celebrates 
its 25th birthday, it plans to make those  
ambitions even more entrenched. 
 
Global conglomerate 
Its strategy has had a solid start this year. Reve-
nues for the fiscal year ending 31 December 
2013 delivered US$5.54bn, a 23% leap from 
2012. Revenues from the US business rose 7% 
to US$2.95bn, while revenues from international 
jumped 51% to US$2.5bn during the same peri-
od.  
  Net income rose to US$1.06bn from 
US$954m. Free cash flow amounted to 
US$1.2bn by the end of 2013, soaring by 14% 
from the 2012 fiscal year. The 2014 first quarter 
figures will be released on 6 May.  
  The multinational group is thought to be the 
world’s biggest pay-TV network. It comprises 
200 satellite and cable-distributed TV networks 
reaching more than 2 billion cumulative sub-
scribers in 220-plus countries and territories. 
The flagship TV networks are Discovery Chan-
nel, the wildlife-themed Animal Planet, and the 
female-lifestyle oriented TLC.  
  In the US, in addition to the local editions of the 
three flagship channels, there are more niche 
channels that include Science Channel, Investi-
gation Discovery, Destination America, Velocity 
(for car fanatics) and American Heroes Channel. 
Each one reaches between 48 million and 96 
million US homes.  

Klondike is a three-part miniseries co-produced 
by Scott Free Productions, the film/TV company 
co-owned by Ridley Scott. He is the British-born 
Hollywood director famous for gripping block-
buster movies Alien, Gladiator, Blade Runner 
and Thelma & Louise. 
  For Scott, who executive produced Klondike, 
the production of such a scripted historical  
thriller was nothing new.  
  For the co-producer, documentary pay-TV  
network Discovery Channel, a brand whose 
DNA is embedded in non-fiction programming, it 
was more than a novelty. 
  Klondike is the first ever original fictional drama 
series it had commissioned since the  
documentary network was launched as the  
Appalachian Community Network in 1972 before 
being renamed Discovery Channel in 1985.  
Discovery Channel also premiered Klondike in 
the US this January. In May, the group took the  
drama interests further and joined forces with 
Liberty Global to acquire UK multi-genre and 
drama mega producer All3Media for a reported 
£550m from private-equity group Permira. 
  During the 1980s, US cable TV was positioned 
as a sub-standard rival of the general-
entertainment broadcast giants of the day: ABC, 
CBS and NBC.  Discovery was given short 
shrift. A channel devoted to documentaries, a 
programme genre once associated with only the 
ultra-serious and educational, does not bring 
mass-market success immediately to mind.  
  It was not as sexy cable rivals like youth music 
network MTV; it did not have the gravitas of 
news channel CNN; it had no obvious target like 
the kids-focused Cartoon Network. 
  Discovery started as a worthy solitary niche 
documentary channel. It seemed to be aimed at 
everyone, but appealed to no one in particular. 
Programmes on wildlife, natural history, history, 
popular science and technology have been the 
mainstay since.  
  But, more recently, it has extended into the 
more fun stuff - reality TV, docu-fiction and 
pseudo investigative research into unusual  
occurrences. Hit shows include the annual 
Shark Week; the science-entertainment series 
MythBusters; and Deadliest Catch (the series 
following real-life challenges and dangers on the 
high seas). Today, Discovery Channel has ex-
ploded in size. It is part of a conglomerate called  
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  Three US-based joint-venture networks are 
OWN: Oprah Winfrey Network (with the US chat
-show queen’s own company Harpo); The Hub 
Network, the kids-targeted network co-owned 
with toy manufacturing group Hasbro; and 3net, 
the world’s only 24-hour 3D TV channel (with 
Sony Corporation and IMAX, the large-screen 
cinema operator).  
  Outside the US, Discovery Communications’ 
business is operated by the 25-year-old Discov-
ery Networks International (DNI). It oversees 46 
localised editions of the channels (mostly  
Discovery Channel, TLC and Animal Planet 
brands) in 45 different languages with the  
majority available in the high-definition format.  
  Each local channel usually features some of 
the US English-language original shows comple-
mented by locally made programmes and  
acquired content. The regional headquarters are 
in London, Warsaw, Singapore and Miami. 
  Discovery Studios is the dedicated content-
production division that creates original  
documentaries and non-fiction shows for TV and 
digital-media distribution. 
  Discovery Communications’ other subsidiaries 
include Discovery Digital Media, which creates 
online and mobile content linked to the original 
TV shows. It has been joined by Revision3, a 
YouTube multi-channel network (MCN) with 23 
million monthly unique viewers that Discovery 
acquired in 2012.  
  The digital-content division is Discovery  
Communications’ move to be part of the  
accelerating Internet and mobile-distributed  
media-and-entertainment business. But the 
company’s executives emphasise that traditional 
TV remains the focus while digital continues to 
be experimental. 
  There are also Discovery Enterprises  
International, for selling and licensing Discovery 
brands and programmes worldwide; Discovery 
Education, which is aimed at schools and other 
academic institutions; as well as Discovery 
Commerce, a direct-to-consumer e-commerce 
service that sells merchandise and toys.  
 
In rude health 
Such a healthy business, especially one that is 
listed on the stock exchange, cannot afford to be 
seen to be inactive. Shareholders expect their 
money to be constantly working.  
  But CEO Zaslav has made it clear that invest-
ments strategy will not be haphazard. They will 
be thought through before any financial commit-
ments are made. But the resulting acquisitions 
to date have been adventurous.  
  Discovery Communications has been ramping 
up the size of its business with acquisitions 
since 2011, when it bought Betty, the UK  
independent production company. 

Acquisitions 
Discovery Communications says the US market 
is saturated in terms of expanding the reach of 
its TV networks. So, despite having had some 
presence outside the US for 25 years, the  
international market represents the biggest 
room for growth.  
  The biggest acquisition abroad so far is SBS 
Nordic, which it bought from Germany’s  
ProSiebenSat.1 Media, for €1.25bn in 2013. 
Now called SBS Discovery Media, it operates 
about 20 TV services in Sweden, Norway,  
Denmark and Finland.  
  They include the Nordic advertising and  
subscription-funded digital channels: Kanal 4, 
Kanal 5, 6’eren, 7’eren in Denmark (MTF Is-
sue20); Kanal 5, Kanal 9 and Kanal 11 in  
Sweden (MTF Issue10); TVNorge, FEM, MAX 
and VOX in Norway; TV5 and Kutonen in  
Finland (MTF Issue6)); radio stations; online-TV 
channels and websites. 
  Additionally, SBS Discovery Media now  
includes the localised editions of Discovery’s 
own pay-TV channels. 
 
Sports entertainment 
Discovery Communications had the internation-
al media scratching its multiple heads wonder-
ing why it bought 20% of the pan-European  
service Eurosport, Europe’s biggest pay-TV 
sports network, in 2012. Presumably, it is be-
cause sports programming is factual. The group 
has since agreed to increase its stake to 51% in 
the sports service available in 20 languages in 
113 million homes in 54 countries.  
  The remaining 49% belongs to the owner TF1, 
France’s biggest commercial-TV group. TF1 has 
also retained its majority 80% in the local  
Eurosport France until January 2015, when the 
arrangement will be open to renegotiation.  
 Explaining the shift, analysts predict that the 
additional revenues from Eurosport will for the 
first time make Discovery Communications’  
international business bigger than the domestic 
operation in terms of revenue. 
  Whatever the truth might be, Zaslav recently 
told an audience at London’s 2014 FT Digital 
Media conference that Eurosport in Europe is 
bigger than ESPN, now a Disney subsidiary, is 
in the US.  
  Bearing in mind that by virtue of size, Europe 
has a population of 733 million while the US 
population is 316 million 
(www.worldpopulationstatistics.com), Zaslav’s 
claim is understandable. But Europe is multi-
lingual, multi-cultural and multi-territorial. This 
raises the bar for the amount of work required in 
terms of content, commerce, and cost. 
  And it is going to be even more expensive as 
the company has expressed wishes to use  
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Eurosport to compete for the rights to premium 
sports events, such as Europe’s premier-league 
soccer tournaments.  
  The original Eurosport has offshoots such as 
Eurosport 2, for niche, alternative and specialist 
sports, Eurosport HD, and Eurosport Asia-
Pacific in 16 markets in that region, plus the 
global Eurosportnews channel.  
  Furthermore, it has one of the most visited 
specialist web portals, receiving more than 23 
million unique visitors monthly. The website is 
available in 11 languages and has co-branded 
sites in the UK, Germany, Spain and Italy with 
Yahoo!, the US global web-portal group.  
  Effectively, Eurosport supplies Yahoo!’s online 
sports news in those markets. The website fea-
tures the Eurosport Player, which transmits live 
and recorded action online. It allows Eurosport 
to compete for digital rights to sports events.  
  Until now, Eurosport has fought for pan-
European rights to some major international 
sports events. They include World Tennis Day 
2014, the 2014-2016 FIM Motocross World 
Championship, the UEFA Women’s Champions 
League, and the Women’s Bundesliga in  
Germany. It dedicated 280 hours of live and 
studio coverage to the Tour de France cycling 
race last summer, and has appointed former 
Tour de France and World Championships  
winner Greg LeMond to be the network’s new 
global ambassador.  
  But, apart from the Men’s English Premier 
League in only Romania, Eurosport has never 
gone after the live rights to top-level sports. With 
Discovery Communications’ financial resources, 
that might now be possible starting with joint 
bids with other media groups. 
   
Content creator 
The Discovery Studios subsidiary is dedicated 
to creating original documentaries and non-
fiction shows for TV and digital-media distribu-
tion. Currently, it produces about 120 hours of 
original programmes yearly. The remaining 
shows are usually bought or licensed. The  
digital content linked to the channels is part of 
the Discovery Digital Media division.  
  Discovery Communications wants to own more 
of the content it delivers audiences. In 2011, it 
bought UK independent Betty, which was al-
ready producing the format show Freaky Eaters 
for Discovery. This was followed in 2014 by the 
purchase of Raw, another UK independent that 
made Discovery’s Gold Rush series. So far, 
both continue to operate as autonomous enter-
prises.  
  In 2012, the group turned its attention to origi-
nal online-video content and paid US$35m for 
Revision3, the US-based YouTube factual 
MCN. Revision3, now part of the Discovery  

Digital Networks (a unit of Discovery Digital  
Media), has a cult following and 80 million 
monthly views for shows like Tekzilla, HD Nation 
and Tech Assassin - Reloaded.  
  In 2013, Discovery bought a series of YouTube 
channels created and hosted by the award-
winning US presenter Philip DeFranco and  
added it to Revision3. DeFranco’s YouTube 
channels combined have more than 6 million 
subscribers.  
  The buying spree continued in April this year 
with investment in DogTV, a US network  
devoted to programmes made for dogs and their 
owners. It currently reaches more than 40  
million US households who are among the  
animal lovers spending a reported US$55bn a 
year on their pets. 
 
Joint ventures 
The most daring joint venture undertaken by 
Discovery Communications must be OWN: 
Oprah Winfrey Network. Inspired by the US’ 
leading chat-show queen, Discovery supplied 
the money in the form of a loan. Apparently, 
there is still US$508m outstanding. 
  Currently available in 85 million US homes, 
OWN had a tough start after its 2011 launch. 
The ratings were low. It looked as if Winfrey’s 
fans could handle a long-running talk show  
centred on her, and even a print magazine 
about all things Oprah-inspired, but not a TV 
network that seemed to be all about Oprah.  
  There has been a positive turnaround, Zaslav 
has said. In July 2013, he announced that OWN 
had “turned cash-flow positive”, ahead of predic-
tions. Although no details have been given, 
Zaslav intimated the company is now confident 
of getting back the OWN loan, thanks to the 
higher audience ratings that allows for higher 
advertising rates plus higher carriage and sub-
scription fees from cable operators. 
  The Hub Network, the joint venture with 
Hasbro, replaced Discovery Kids in 2010 and is 
in 73 million homes. The children’s entertain-
ment network does not seem to have raised any 
concerns for Discovery, investors or analysts. It 
recently launched its first ever mobile app and is 
to launch a new series based on Kid President, 
the YouTube show with 1.2 million subscribers.  
  Also uncontroversial is 3net, the world’s only 
24-hour 3D network which celebrated its third 
birthday in February 2014. Sister company 3net 
Studios produces original 3D content for both 
3net and third-party networks worldwide.  
  It is currently a US-only operation in a market 
where more than 25 million have a 3D TV set. 
The challenge to overcome would be whether 
viewers want to wear 3D glasses to watch 3D 
screen entertainment at home, or whether  
Discovery and its joint-venture partners are  
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prepared to wait for the right technology to 
come along. 
 
Free-to-air TV networks 
The subscription-funded pay-TV format has 
been the bedrock of everything Discovery 
stands for. But it has been investing in advertis-
ing-financed free-to-air terrestrial platforms  
outside the US, where it feels it has exhausted 
any significant growth in the cable market. 
  But it feels there is more room for growth, in 
Europe and the Middle East especially, where it 
will use the most suitable distribution platform to 
access the most viewers. SBS Discovery Media 
includes FTA channels in the Nordic region.  
  Discovery Communications now has general-
entertainment FTA stakes in Italy (Switchover 
Media), as well as in Germany, Spain and the 
UK (with the male-oriented factual channels 
DMax). In April, it introduced its German edition 
of the TLC network as a free-to-air service. 
  In the Middle East, the Cairo/Dubai-based  
Takhayal Entertainment is now part of the  
Discovery domain. The media company, with 
presence in 14 countries in the region, is in TV, 
book publishing and digital media. Its flagship 
brand is Fatafeat, the leading FTA Arab-
speaking food channel. It also comes with a pro-
duction studio that creates up to 200 hours of 
new entertainment yearly, and a library of 700-
plus hours of programming.  
  Discovery Communications and BSkyB, the 
Rupert Murdoch-controlled UK satellite-TV com-
pany, were rumoured to be hooking up to bid for 
Channel 5, Britain’s fifth terrestrial TV network. 
The deal, apparently, fell through.  
  Had it gone ahead, the investment would have 
given Discovery significant influence in the  
British TV market, one of the world’s most  
lucrative. Channel 5’s owner, media tycoon 
Richard Desmond, is reportedly seeking more 
than £400m for the network, while the Discovery
-BSkyB offer is said to have been between 
£250m-£300m. 
 
The scripted advantage  
So how does a scripted miniseries like Klondike 

fit into the non-fiction foundation of everything 
Discovery stands for?  
  Discovery has invested in scripted content  
before, but they were one-offs. The Challenger, 
based on the tragic explosion of NASA’s  
Challenger space shuttle in 1986 and starring 
Hollywood actor William Hurt, is a TV movie co-
produced by Discovery’s Science Channel and 
the BBC, the UK public broadcaster.  
  Although most of the content on OWN are  
interviews, lifestyle shows and factual entertain-
ment, it has commissioned scripted fiction from  
Tyler Perry, the prolific independent film/TV  
producers. The soap opera The Haves and the 
Have Nots, by Tyler Perry Studios, has been a 
critical and audience success.  
  The Single Moms Club, a series based on  
Perry’s movie of the same name, has also been 
commissioned by OWN. 
  The advantage of scripted entertainment is 
that it does not age as quickly as time-sensitive 
documentaries do, and the future business in 
TV and related entertainment will stem from 
owning intellectual property that has a long shelf 
life. 
 
The future 
On many levels, Discovery Communications 
seems ready to move on to become a “broader” 
media and entertainment company.  
  First, founder/former CEO and current chair-
man John Hendricks is officially retiring from the 
company this May.  
  Second, David Zaslav, CEO since 2008, saw 
his own stock, rise in the sector. He collected 
US$33.3m in salary last year. His stock-options 
award rose to US$22.5m from US$15.8m in 
2012. He gained an extra US$85.3m in 2013 by 
exercising stock options and vested shares from 
previous years.  
  Finally, John Malone, chairman of cable-TV 
group Liberty Media (MTF Issue No13) has  
given Zaslav the first refusal to purchase his 
29% stake in Discovery Communications. It is 
worth an estimated US$500m.   
  We can expect Zaslav to be key to Discovery’s 
future in a way no one ever imagined.  MTF 
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The French Have a Song For It  
By Chris White  

Music Journalist and Recording Music Consultant 
 

French dance-music outfit Daft Punk may have got us raving all night at clubs worldwide; but as 
Charles Aznavour celebrates his 90th birthday, we unveil the amazing English-language classics that 

were originally born in France and contributed to pop music history.  
Did you know David Bowie almost recorded My Way before Frank Sinatra?  

It’s enough to leave you a bout de souffle! 

To quote the title of a now largely-forgotten London West End stage musical, The French Have A 
Song For It. And there can surely be no disputing that some of the most-popular and best-loved  
English-language hit recordings of the last half century have started their life as Les Chansons  
Francaises, a fact of musical life not always recognised by an unsuspecting general public.  
  My Way, Let It Be Me, What Now My Love and Charles Aznavour’s chart-topping She are just four 
of the French songs that have broken down international musical barriers, albeit with anglicised lyrics 
and new titles. 
  The iconic Charles Aznavour’s sell-out concert at London’s Royal Albert Hall on 1 June 2014, one 
of the celebrations surrounding his 90th birthday, will bring back into focus the importance of French 
music within the international music industry. 
  No slouch at writing songs, he is responsible for composing several hundred titles during a career 
that has spanned over 60 years. Aznavour’s international hits include She, (with English lyrics by 
former Daily Mail show business journalist/theatre critic Herbert Kretzmer), which reached No.1 in 
the UK in 1974 and gave him the accolade of being the first French performer to top the UK charts. 
  The song was later successfully revived by Elvis Costello and featured in the soundtrack of the 
smash-hit movie Notting Hill. Other Aznavour songs with appeal that has crossed international 
boundaries include (Dance In) The Old Fashioned Way, and Yesterday When I Was Young (Hier 
Encore), the latter covered by a diversity of artists including Barbra Streisand, Shirley Bassey, Glen 
Campbell and Dusty Springfield. 
  Arguably the most successful French performer/songwriter, however, in terms of international hits, 
must be Aznavour’s contemporary, the former Francois Silly, who is better known in the world of 
popular music as Gilbert Becaud. 
 
Edith Piaf lover Becaud 
Originally a musical protégé and (rumoured) lover of the legendary French chanteuse Edith Piaf, Be-
caud’s first international hit song came with The Day The Rains Came (Le Jour Ou La Pluie  
Viendra), a million-seller for American singer Jane Morgan in 1959. 
  Better remembered, however, is What Now My Love (Et Maintenant), with English lyrics supplied by 
Carl Sigman. It was originally a 1962 hit for the ultimate singing diva (Dame) Shirley Bassey, and 
subsequently recorded by a multitude of legendary artists including Judy Garland, Elvis Presley, 
Sonny & Cher, Frank Sinatra, Andy Williams, Barbra Streisand, Bobby Darin and Herb Alpert. 
  Becaud also secured another international success with Let It Be Me (Je T’Appartiens), a huge 
transatlantic hit for the Everly Brothers in 1961 and subsequently covered by a multitude of names, 
including Bob Dylan, Nina Simone, Elvis Presley, Willie Nelson, James Brown, Sam & Dave, and 
Jerry Butler. Another one was It Must Be Him (Seul Sur Son Etoile) with English lyrics by Mack  
David, which was a mid-1960s smash hit for Vikki Carr and reached both the US and UK Top 10. 
  In 1980, Becaud teamed up with Neil Diamond to compose Love on the Rocks, performed by  
Diamond in his movie The Jazz Singer, which is based on the life of Al Jolson. Ironically, in his own 
right, Becaud only chalked up one UK hit single, A Little Love and Understanding (Un Peu D’Amour 
Et D’Amitie), with English lyrics courtesy of Decca Records A&R boss Marcel Stellman; it reached 
the Top 10 in 1975. 
 
Trenet and Beyond the Sea 
The French music-hall star Charles Trenet also made significant contributions to the international 
music scene via two of his self-penned songs that have become recognised as song standards. La 
Mer reputedly lay in a drawer for three years before Trenet got around to recording it. 
  It was also a massive hit for French ‘heartthrob’ singer and actor Yves Montand. Significantly, Bob-
by Darin took it to the top of the US pop charts – albeit with its anglicised title Beyond the Sea - in the 
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early 1960s and Trenet’s song enjoyed a new lease of life when revived by George Benson some 
two decades later. It was also performed by Kevin Spacey in the movie Beyond the Sea: The Bobby 
Darin Story. 
  Trenet subsequently composed Que Reste-t-il De Nos Amours?, which is now better known as I 
Wish You Love, a ballad recorded by Sinatra, Dean Martin, Nat King Cole, Natalie Cole, Rod Stewart 
and Michael Buble no less.  
  And so the list of French song classics continues ... the Edith Piaf classic Hymne A L’Amour, which 
she wrote in the immediate aftermath of the death of her married lover, the boxing champion Marcel 
Cerdan who died in a plane crash, became better known internationally as If You Love Me. 
  Other Piaf recordings whose appeal crossed musical barriers include Non, Je Ne Regrette Rien (No 
Regrets), Milord (a British hit for Frankie Vaughan), La Vie en Rose (Take Me to Your Heart Again) 
and, most notably, Les Feuilles Mortes composed by Joseph Kosma and Jacques Prevert. The last, 
when supplied with English lyrics by the legendary American songwriter Johnny Mercer, became  
better known worldwide as Autumn Leaves, a song standard recorded by Sinatra, Nat King Cole, Jo 
Stafford, Eve Cassidy and even guitar virtuoso Eric Clapton, among a plethora of international artists. 
 
My Way - From Bowie to Sinatra 
The one song that started life in France and has become possibly the best-known to have emerged 
from the country has to be Comme d’Habitude. It was penned by the late French pop idol Claude 
Francois (Cloclo to his French fans), composer Jacques Revaux and lyricist Gilles Thibaut in 1967. 
  When US singer/composer Paul Anka heard Francois’ recording of the song during a holiday break 
in the south of France, he negotiated the English-language rights to the song and wrote a new set of 
lyrics. The result, My Way (released in 1969) became Frank Sinatra’s theme song. It spent almost 
two and a half years in the UK charts, climbing to number 5. 
  Ironically, in his native US, My Way struggled to top the Billboard Hot 100 for Sinatra (it got to 
No.27). Since then, My Way has been recorded by a multitude of artists – no less than three cover 
versions also charted in the UK (by Elvis Presley, Sid Vicious of The Sex Pistols, and Welsh singing 
diva Dorothy Squires) while other recordings of the song have been made by Robbie Williams, The 
Gipsy Kings (with Joan Baez providing vocals), Julio Iglesias, Jay-Z, Luciano Pavarotti, Nina Simone, 
Tom Jones and Shirley Bassey. 
  Interestingly, a then-unknown David Bowie had actually got to Comme d’Habitude first and wrote 
his own lyrics to the melody in 1968, under the title Even A Fool Learns To Love. Bowie recorded the 
song with Mick Ronson and Rick Wakeman but, following a dispute with the producer, it was not  
released, (although it has since resurfaced on a CD re-issue). In an apparent act of retaliation, Bowie 
composed Life on Mars?, recognised as an all-time record classic. 
 
Sacha Distel’s Good Life 
Another French song standard that has enjoyed international success is La Belle Vie, originally 
penned by the late Sacha Distel in 1962 and which became better known as The Good Life when 
Jack Reardon added English lyrics. Apart from Distel’s own recording of the song, The Good Life 
was a Top 30 hit both sides of the Atlantic for Tony Bennett.  
  It was also reprised by Bennett on his recent Duets CD when he was joined by Billy Joel. Distel’s 
song has also been covered by Frank Sinatra, Petula Clark, Sarah Vaughan, Buddy Greco, Sammy 
Davis Jnr, Dionne Warwick, Bobby Darin, Sarah Vaughan, Duke Ellington and Julie London. 
 
Les Miserables   
And not to be ignored is the stage musical-turned-movie Les Miserables, based on Victor Hugo’s 
powerful novel and with a musical score by Alain Boublil and Claude-Michel Schonberg. The show 
had a low-key run in France but became a smash hit in London where it is still running 26 years after 
its first night. Britain’s Got Talent contestant Susan Boyle shot to international fame with her record-
ing of I Dreamed a Dream, and the musical also gave birth to Bring Him Home and Empty Chairs at 
Empty Tables. Herbert Kretzmer (translator of Aznavour’s She) wrote Les Miserables’ English lyrics 
and, as he once commented, it has more than provided him with a pension for life. 
 
Brel - the Francophone Belgian 
And where is Jacques Brel in this compendium of French songs that became international hits? The 
fact is that Brel was born in Belgium, although many people associate him with France. That said,  
Brel’s songs were popularised in the UK by the great Scott Walker in the late 1960s and early 1970s,  
and his best-remembered number remains Ne Me Quitte Pas (If You Go Away), recorded by just  
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every top ballad singer of the day, including Streisand, Bassey, Springfield, Alison Moyet, Nina  
Simone, Frank Sinatra and, of course, Scott Walker. Written in French, many of Brel’s classics were 
given English lyrics by US composer Rod McKuen. MTF 
 

_____________ 
 
Footnote: According to Sacem, the French royalties-collection organisation, revenues 
from French repertoire overseas reached €80m in 2013. Although it represented a 2.3% 
drop from 2012, it amounts to a 3% increase during the past five years. The organisa-
tion adds that the catalogue of Francophone songs it represents is the second largest 
exported repertoire after Anglo-American repertoire.  
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This article was written by Chris White,  
a long-established and respected music 

journalist and recording-music consultant. 
Based in London, White’s experience  

includes a long stint as talent editor at UK 
trade magazine Music Week; his work has 
also been published in US music-industry 

‘bible’ Billboard, Music & Media, and the 
Reed MIDEM  magazines in Cannes. He is 

writing a book about the UK entertainment  
sector during the 1970s and 1980s. 
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MTF Diary 
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: ww.labiennale.org 
 
Los Angeles: Electronic Entertainment  
Expo 
10-12 June 2014 
@: Los Angeles Convention Center 
Organised by: Entertainment Software Assn 
About: For everything there is to know about 
the video and computer-games sector 
Details: www.e3expo.com 
 

Cannes: Lions Health 
13-14 June 2014 
@: Palais des Festivals, Cannes 
Organised by: Lions Festivals 
About: Inaugural offshoot of flagship  
Cannes Lions event dedicated to healthcare  
marketing and communications  
Details: www.canneslions.com 
 
 
Budelsdorf: NordArt 2014 
14 June-12 October 2014 
@: Carlshutte (Germany) 
Organised by: Kunstwerk Carlshutte 
About: Nearly 2,500 artists from 90 countries 
take part in this international arts exhibition 
and competition  
Details: www.kunstwerk-carlshuette.de/en/ 
 
 
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 

 

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: www.clerkenwelldesignweek.com 
 
Hay-on-Wye: Hay Festival 
22 May-1 June 2014 
@: Various venues, Hay-on-Wye, Wales 
Organised by: Hay Festival of Literature  
& the Arts 
About: the UK literature festival once  
described as ‘the Woodstock of the mind’ 
Details: www.hayfestival.com 

Vienna: 2014 Media Summit 
28 May 2014 
@: InterContinental Hotel 
Organised by: Eurovision/EBU 
About: the international gathering of media 
executives debating the innovation in the  
future of media 
 Details: www.2014mediasummit.com 

New York: BookExpo America 
29-31 May 2014 
@: Javits Center 
Organised by: Reed Exhibitions 
About: the US’ leading book-publishing  
trade fair 
Details: www.bookexpoamerica.com 
 
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: ww.worldphoto.org 
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MTF Diary 
Cologne: Gamescom 
13-17 August 2014 
@: Koelnmesse 
Organised by: BIU 
About: The mega event for interactive  
games and entertainment 
Details: www.gamescom-cologne.com 
 
Edinburgh: International TV Festival 
21-23 August 2014 
@: Edinburgh International Conference 
Centre 
Organised by: The Guardian 
About: top UK TV broadcast and  
production decision makers gather 
to debate the  industry’s future  
Details: www.geitf.co.uk 

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 
 
New York: New York Television Festival 
20-25 October 2014 
@: Various venues in Manhattan 
Organised by: NYTVF 
About: annual get-together of the US and, in-
creasingly, international independent TV pro-
duction sector, plus the popular  
Independent Pilot Competition  
Details: www.nytvf.com 

Paris: LeWeb 
9-11 December 2014 
@: Eurosites Les Docks 
Organised by: Reed MIDEM 
About: Europe’s leading digital-tech and  
innovation gathering  
Details: http://paris.leweb.co 
 

Spielberg (Austria): Formula 1 Grand Prix 
22 June 2014 
@: Red Bull Ring 
Organised by: Formula One Group 
About: The world’s biggest motor-racing 
competition returns to Austria after ten years 
Details: www.formula1.com 
 
Prague: NATPE Europe 
23-26 June 2014 
@: Hilton Prague Hotel 
Organised by: NATPE 
About: European edition of the leading US 
TV market and conference 
Details: www.natpe.com/europe 

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 
 
Munich: International Film Festival 
27 June - 5 July 2014 
@: Gasteig Festival Center 
Organised by: Internationale Munchner 
Filmwochen GmbH 
About: Germany’s second biggest summer 
film festival after the Berlinale  
Details: www.filmfest-muenchen.de 
 
Berlin: Bread & Butter 
8-10 July 2014 
@: Airport Berlin-Templehof 
Organised by: BREAD & BUTTER GmbH 
About: One of the most talked about  
trade shows for international designer  
labels and brands 
Details: www.breadandbutter.com 

London: Film4 Summer Screen 
7-20 August 2014  
@: 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 
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DOLLAR 
BLAST 

 
Investor Spotlight  

Barry Shrier 
 

Liquity 

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

________ 
 

London-based Liquity is on a quest to help privately held companies unlock finance 
tied up in their stocks and shares that, for contractual reasons, no one can access  
easily. This could apply to any type of company, including record labels, fashion-design 
houses, film-production firms, or book-publishing ventures. 
  Serial entrepreneur and Liquity founder Barry Shrier estimates that £300bn is confined 
to such “frozen shares” in private companies in the UK alone. And while Liquity is not a 
stock exchange, it is similar to one in its mission. 
  The members-only online platform helps unlisted, unquoted companies loosen up 
those privately held shares to improve the liquidity (cash flow) in their businesses  
without losing management control. It also enables shareholders to exit without having 
to sell the whole enterprise first.  
  Aimed at private companies, shareholders, institutional investors, venture-capital firms 
and private equity firms, Liquity is the marketplace that matches cash-rich investors 
with shareholders with stakes to sell. 
  “Currently, no easy mechanism exists for this demand. Every private company has its 
own unique rules. So we at Liquity streamline the management of such transactions,” 
Shrier says. “And from my first-hand experience, if a company is successful and high-
growth, there will always be investors that want to buy to get in.”  
  Investors and shareholders have the option of bringing in accountants or brokers to 
handle such transactions, Shrier says, but there is no independent middle ground should 
friction emerge. “We can manage that whole process for the company’s directors. We 
streamline the procedure and save you money. We charge the seller 5% (of the  
proceeds), which is an international standard.”   
  Based in the swanky Canary Wharf, one of London’s two financial districts, Liquity is 
the only business offering this peer-to-peer service.  
  Shrier launched the company in 2013 with £150,000 through the UK government’s tax 
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incentive scheme SEIS (Seed Enterprise Investment Scheme) plus finance from  
international private investors. He had realised how shareholders in successful private 
companies or investors seeking new avenues for their spare cash became frustrated  
because no marketplace existed to enable investors to find the right sellers.  
  So, in what circumstances would Liquity be needed?  
*Key shareholders might want to sell their stake in your company. That could leave the 
company vulnerable to the whims of the new, but unknown, shareholder.  
*The founders’ original vision might be compromised by the sale, leaving them  
unwilling to help the shareholder to sell.  
*The sale’s proceeds will go with the exiting shareholder, not back into the company.  
*News of the sale might leave the impression that all is not well and devalue the  
company’s brand – awkward should that happen during a time of fund raising.  
  Liquity’s concept is not a waste of time. Private investors are constantly searching for 
new vehicles to back, a gamble that paid off handsomely for those who invested in  
Facebook (MTF Issue8) or Pixar (MTF Issue17), former start-ups that made good. 
  Shrier’s own credentials include making millions from selling his own clean-tech  
venture Liberty Electric Cars, which specialises in developing technologies for electric 
cars and other vehicles. He is ploughing the knowledge gained back into next-
generation start-ups and private companies. 
  His advice to creative companies looking for investment: “In every industry, whether 
you are making movies, TV shows or making bread, some become profitable and some 
become failures. To be successful, you need to bring talent that makes people want to 
buy your product or services and enable you to make a profit. Whether that happens 
online or in a brick-and-mortar store, you need to build a team and have to be prepared 
to pay that team well to stay motivated.”  
 
  In this issue of MTF’s Billion Dollar Blast, Shrier explains that his fictional $1bn 
would be spent on, among others, works of art by cultural revolutionaries and life-
changing rebels in their own life time. Quentin Tarantino’s movies, the music of The 
Rolling Stones and Eminem, video game Grand Theft Auto, and Plato’s Republic would 
be among those benefitting. Somehow, it is heart-warming to see him, a tech entrepre-
neur, declare the Internet his ultimate luxury item.  
 
Movies: The most famous film of all time, Casablanca (1942) - I recently saw it for 
the 20th time. It has some of the greatest actors in the history of cinema (Humphrey 
Bogart; Ingrid Bergman; Claude Rains; Paul Henreid; Peter Lorre; Sydney Greenstreet). 
The Wolf of Wall Street (2013) - you know, I never pegged Leonardo DiCaprio as a 
great comic actor. He is just great here. Everyone loves Quentin Tarantino for Reser-
voir Dogs (1992), and I thought Kill Bill (2003/2004) was mind-numbingly boring. But 
Django Unchained (2012) was magnificent. I salute him for highlighting one of the 
blackest pictures in US history.  
 
Musical Recording: I like a lot of JS (Johann Sebastian) Bach but as I grew up in 
the 1970s and 1980s, I love a lot of rock music by The Rolling Stones and Pink Floyd 
too. I even listen to Eminem’s hip hop; I like the fact that it is about being angry and 
rebellious. 
  
Live Entertainment: (US) stand-up comic and actor Chris Rock on stage. 
 
Television Show: The guys (Trey Parker and Matt Stone) behind (adult animation se-
ries) South Park are geniuses and I thought their movie Team America (2004) was 
brilliant. I thought 24 (real-time crime drama that premiered on US Fox TV network in 
2001) and the first series of House of Cards (US political drama that premiered on on-
demand streaming service Netflix in 2013) were just terrific.  
 
Sport Event: Any racing event and the Olympic Games.  
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Video Game: Grand Theft Auto, the hit video-games series developed and published 
by Rockstar Games (a subsidiary of the Nasdaq-quoted Take-Two Interactive)  
  
Advertising/Marketing Campaign: 1984 by ad agency Chiat/Day (the iconic award-
winning TV commercial for Apple’s ground-breaking Macintosh computer that literally 
exploded its way into tech history when first aired in December 1983). 
 
Work of (fine) Art: Rothko Room at London’s Tate Modern, the exhibition dedicated 
to US artist Mark Rothko, famous for his abstract expressionist works. 
  
Book: The Republic (the best-known work by Plato, the Ancient Greek philosopher/
mathematician, and also considered one of history’s most intellectually influential 
books).  
 
Luxury Item: Access to the Internet. 
 
ABOUT BARRY SHRIER: Shrier is a serial entrepreneur with a successful track record 
in launching new businesses that solve commercial needs with leading-edge innova-
tions. Shrier ran the European mobile-payments business Paybox for Deutsche Bank. He 
was the founder and CEO, then chairman of The Liberty Electric Cars group of compa-
nies. Shrier launched the world’s first zero-emission high performance SUV and grew 
Liberty into a multi-million business with global blue-chip customers, including UPS, 
Lockheed Martin, Tesco, FedEx, McLaren and the British government. In June 2012, he 
sold Liberty Electric Cars to Green Automotive, with the founding investors earning over 
90% CAGR. Shrier has an MSc in philosophy from the London School of Economics, and 
a BA in Politics from the US’ Middlebury College in Vermont. 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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