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EuropaCorp nabs $600m to triple funds 

  Paris-based EuropaCorp, the European-movie studio founded and 62% owned by French director/
producer Luc Besson, has raised US$600m to finance a new slate of English-language movies.  
Renowned for movie classics like Nikita in 1990, The Fifth Element in 1997, plus the Scarlett  
Johansson starrer Lucy this year, Bresson and his team will use the cash to support distribution and 
marketing too. EuropaCorp and US-based Relativity Media have launched a jointly owned  
distribution operation Relativity EuropaCorp Distribution. A statement said: “The new lines of credit 
include a US$400m senior line of credit with a US$150m accordion to allow for future expansion and 
a US$50m second lien credit facility. At closing, the facilities triple EuropaCorp’s financing ability.” 
Titles scheduled for a 2015 release include Taken 3 and The Transporter Legacy. The quest for new 
cash ensures EuropaCorp retains its independence. Lucy generated US$459m at the box office  
globally. The Transporter Trilogy has generated about US$238m in cinema tickets worldwide. The 
Homesman, starring Tommy Lee Jones and Hilary Swank, competed in the 2014 Cannes Film  
Festival’s Palme d’Or competition. The live action/animation Arthur and the Invisibles has not only 
brought in US$108m, the brand is one of the successful attractions at Europa-Park, Germany’s  
biggest theme park and Europe’s second largest.  

China’s Wanda Group invests 
$1.2bn in its Hollywood HQ 

  Chinese conglomerate Wanda Group is to 
spend US$1.2bn on real estate in Beverly 
Hills, California, to build its US headquarters. 
The group, which belongs to tycoon Wang 
Jianlin, hopes to use the new centre as the 
gateway for boosting its interests in Hollywood 
and to operate a Sino-US cultural exchange 
centred on the movie business.  In the US, 
Wanda already owns AMC Theatres, the US’ 
second biggest cinema chain, bought for 
US$2.6bn in 2012.  

Investors lose $16m fraud suit 
against Paramount’s slate deal 

  Viacom-owned Paramount Studios has 
won a lawsuit filed by four defendants, who 
argued that their companies were misled 
about the prospects of a slate of loss-making 
movies they invested in. A US district judge 
ruled against the four, including Allianz Risk 
Transfer AG, part of the German insurance 
group. They were seeking a return of 
US$16m, plus damages, from the US$40m 
they committed to 10 Paramount movies about 
10 years ago. Their investment was part of a 
US$231m 10-movie slate deal.  

  French film production/distribution compa-
ny StudioCanal has invested in The Picture 
Company, a new film-production venture from 
Andrew Rona and Alex Heineman, formerly 
executives at Silver Pictures. The new compa-
ny will focus on producing commercial movies 
and TV shows. Rona and Heineman gained a 
respected reputation at Silver Pictures for their 
work on X Project, a small-budget comedy that 
became a major hit, and the Liam Neeson  
action drama Non-Stop. Silver Pictures made 
Non-Stop for StudioCanal.  

  Youku Tudou, China’s biggest online video-
sharing platform, is setting up its own film-
production studio called Heyi Film. A 100% 
subsidiary of Youku Tudou, Heyi will develop 
movies for both online and offline distribution. 
The move comes as China, with a film industry 
traditionally hurt by piracy,   increasingly gains 
a wider international audience online for local-
ly made movies. In addition to developing 
movies aimed at cinema audiences, Heyi Film 
also plans to adapt popular online video 
shows for TV and cinema.  

StudioCanal and The Picture 
Company forge new bond 

Video sharing platform Youku 
Toudu sets up film unit 

FILM    



Netflix unveils bumper slate for 2015  
  Netflix, the TV streaming platform famous for making the award-winning drama House of Cards, is 
hiking investments in a slate of high-profile original shows to air from the end of this year. Marco  
Polo, the US$90m series by the Oscar-winning Weinstein Company, debuts on Netflix in December. 
This will be followed by Bloodline, by Sony Pictures Television, next March. Daredevil, the first super-
hero blockbuster from Netflix’ ground-breaking deal with Disney’s Marvel Television and ABC  
Studios, airs next year too. Andy and Lana Wachowski, creators of The Matrix trilogy movies, are 
producing a sci-fi series Sense8 for the platform. Also in the pipeline are Narcos, a series about  
Colombian drug lord Pablo Escobar from Gaumont International Television, plus the US$160m event 
drama series The Crown based on the life of England’s current Queen Elizabeth II. In a deal reported 
to be valued at a record-breaking US$2m per episode, Netflix has also snatched the exclusive 
streaming rights to NBC crime drama series The Blacklist. In August, the company unveiled plans for 
Marseille, its first French-language original drama series. Netflix plans to co-produce Crouching 
Tiger, Hidden Dragon: The Green Legend, the sequel to the Oscar-winning martial arts blockbuster. 
Despite the commitment to original TV and film productions, Netflix is ruffling feathers. Critics in 
France fear it will drag subscribers away from Canal+, the French pay-TV giant that invests in locally 
made movies. And US cinema exhibitors have vowed to boycott the new Crouching Tiger, Hidden 
Dragon if it is streamed on Netflix at the same time as it premieres in IMAX cinema theatres.  

MGM revives United Artists 
brand with new joint ventures 

  Metro-Goldwyn-Mayer Studios (MGM) has 
snagged a 55% stake in two production  
ventures co-owned by uber producers Mark 
Burnett and his wife Roma Downey. One 
Three Media, jointly owned by Burnett, 
Downey and media corporation Hearst  
Entertainment, produces famous reality-TV 
franchises like The Apprentice and The Voice. 
Also, Downey and Burnett own Christian-
themed producer LightWorkers Media. MGM 
will create a new company called United  
Artists Media Group by combining its stake in 
both companies with those of Downey, Burnett 
and Hearst.  

Amazon.com lists The Bible as 
part of new original dramas 

  E-commerce giant Amazon.com (MTF  
Issue No.10) has invested in the development 
of Promised Land, an on-screen drama based 
on the biblical Book of Joshua. It is about the 
leader of the Israelites who, following Moses’ 
death, helped them found their nation.  
Promised Land is joining a slate of Amazon-
commissioned TV dramas. The others include 
The Cosmopolitans (directed by Whit Stillman 
and starring film actor Adam Brody); Hysteria 
(starring BAFTA nominee Mena Suvari); and 
Red Oaks by Hollywood filmmaker Steven 
Soderbergh.  

  US conglomerate Viacom has paid £450m 
to Northern & Shell Media Group for Channel 
5, the UK national terrestrial channel; *Private-
equity firm Veronis Suhler Stevenson has sold 
its majority share in UK-based satellite TV  
service CSC Media Group to Sony Pictures 
Television Networks for US$180m; *British 
Hollywood actor Tom Hardy’s production firm, 
Hardy Son & Baker, has struck a first-look 
deal with Hollywood’s NBCUniversal; *TV  
production giant FremantleMedia North  
America has launched an original digital  
content studio called Tiny Riot!.  

  Hollywood production giant DreamWorks 
Animation and South Korea’s Studio Mir have 
announced the largest ever international joint 
venture deal for a Korean company. The  
Hollywood Reporter says the two companies 
will co-develop and co-produce four series of 
78 episodes each over the next four years on 
an equal basis. Traditionally, South Korean 
animation specialists are commissioned as 
sub-contractors by larger foreign counterparts. 
Studio Mir is famous for The Legend of Korra, 
the animation series on Viacom’s kids network 
Nickelodeon. 

Briefs: Viacom; Sony Pictures; 
Tom Hardy; FremantleMedia 

DreamWorks Animation 50-50 
deal is a boost for Studio Mir 
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Labels spend $4.3bn on artists annually 
Investing in Music, a new report from the global industry trade body IFPI, estimates that record com-
panies invested US$4.3bn in artists and repertoire (A&R), and marketing in 2013. That represents 
27% of the labels’ revenues, compared to 26% in 2011.Of the total amount, US$2.5bn is devoted to 
A&R with the remainder going to marketing. The findings, compiled in association with the interna-
tional independent-labels organisation WIN, also conclude that US$20bn-plus has been invested in 
artists and marketing in the past five years. They break down the costs of developing an artist after a 
contract is signed. Breaking an act in a major market such as the US or the major Western European 
countries can cost between US$500,000 and US$2m. IFPI, which based the figures on data from 
record companies and case studies, breaks down what the money is spent on. An advance payment 
is between US$50,000 and US$350,000.The recording costs range from US$150,000 to 
US$500,000.The cash put aside for producing music videos is about US$50,000-US$300,000, while 
tour support gets between US$50,000 and US$150,000. For the marketing and promotional budget, 
expect to put up US$200,000-US$700,000. When A&R is compared to research and development 
(R&D) in other sectors, it accounted for 16% of the music industry’s total annual revenues. The  
pharmaceutical business invested 14.4% in R&D, while software and computing spent only 9.9%.  

Luxury giant LVMH pours 
$80m into K-Pop stars at YG 

  L Capital Asia, the Singapore-based Asian 
investment arm of luxury-goods giant LVMH, 
has invested a reported US$80m in YG  
Entertainment, the South Korean music and 
entertainment group famous for the country’s 
K-Pop music genre and its biggest star Psy. 
According to Reuters, the investment gives 
YG a valuation of US$735m and its founder, 
Yang Hyun-suk, a personal fortune worth 
US$200m-plus. In addition to Psy, YG’s roster 
of international multi-talented (singing, acting, 
dancing, catwalk modelling) Korean acts in-
clude girl band 2NE1 and boy band Big Bang.  

BMG buys Infectious, Union 
Square to pump up catalogue 

  BMG, the Germany-headquartered interna-
tional music rights-management group and 
publisher, bought London-based Infectious 
Music, one of the UK’s most successful  
independent labels, in September. The deal 
brings with it a roster of hit and acclaimed  
artists, who include Alt-J and These New  
Puritans from the UK, and Australia’s The 
Temper Trap. In November, BMG snapped up 
Union Square Music, another admired  
independent, with its sister publishing  
companies USM Songs and Union Square 
Music Publishing.  

  Spirit Music Group, the independent  
international music publishing group, has 
raised US$50m in new funding from Fortress 
Credit Corporation, part of the Fortress  
Investment Group that manages US$66bn 
worth of assets. Spirit, which is chaired by  
former chairman/CEO of Universal Music  
Publishing Group David Renzer, will use the 
new cash to expand internationally and ac-
quire rights to catalogues plus more publishing 
and master-recording rights. Spirit, which 
owns and manages more than 75,000 songs, 
has raised US$100m-plus since 2012. 

  London-based The Agency Group, the  
music and entertainment booking-talent  
agency, has bought UK-based entertainment 
agency Coalition Talent Agency for an undis-
closed sum. The Coalition Talent Agency 
brings with it a roster of popular UK radio-
music DJs, dance-music DJs, singing acts, TV 
presenters and actors. They include singer 
Pixie Lott, indie rockers The Pigeon  
Detectives, and Game of Thrones actor  
Kristian Nairn. The move comes shortly after 
The Agency Group bought Nashville-based 
country-music talent agency The Bobby  
Roberts Company (MTF Issue No.21). 

Spirit Music Group’s funding 
jumps to $100m with new deal 

UK’s Coalition Talent Agency 
gobbled by The Agency Group 

MUSIC 



Microsoft pays $2.5bn for Minecraft 

  Microsoft officially took over Mojang, the Sweden-based creator of the bestselling Minecraft video 
game, on 6 November for US$2.5bn. The amount is one of the highest ever paid for a game brand, 
but Mojang is profitable. In the 2013 financial year, it generated DKr2.05bn (US$343m) in revenues 
and reported a profit of DKr896m (US$150m). The acquisition confirms Microsoft’s commitment to 
gaming content as opposed to the video-entertainment content that tech rivals like Amazon.com, 
Google and Yahoo! are investing in. Minecraft, the Lego-like building-blocks games, is a console 
(Sony PlayStation and Microsoft’s Xbox) favourite. However, it seamlessly expanded into an app 
blockbuster on Apple’s iOS and Google’s Android smartphones. Since the acquisition, Mojang has 
announced plans for Minecraft: Pocket Edition for Windows Phone. Under the reign of new CEO 
Satya Nadella, Microsoft is under pressure to invest in popular content for its mobile phone division, 
which ballooned in size in April when it bought Nokia’s mobile-handset subsidiary for US$7.2bn. With 
an estimated US$86bn in cash and other money-making assets, Microsoft can afford the prices for 
Nokia and Mojang. As competition within the mobile-distribution and monetisation arenas from Apple, 
Samsung, Google, Twitter and Facebook intensifies, Microsoft is getting prepared. Although some 
would argue that it is doing so a bit late in the day. 

Zynga’s Mark Pincus installs 
new fund for start-ups 

  Mark Pincus, co-founder/chairman of 
NASDAQ-listed Zynga, has launched San 
Francisco-based Superlabs to fund start-ups 
to develop his ideas for future games. Using 
his own money, Pincus has hired engineers to 
work with the start-ups. At the same time, 
Mountain View-based mobile-gaming platform 
Midverse Studios has set up Invest+Publish to 
invest in developers working on existing  
Hollywood franchises or new original ideas. 
Massachusetts-based Disruptor Beam and 
Vancouver’s Imaginary Games are among the 
first developers working with Invest+Publish.  

Finnish developer Next Games 
snatches rival GameWorks 

  Finnish mobile-games developer Next 
Games has acquired Helsinki’s GameWorks. 
The takeover will enable Next Games to com-
pete against Finnish-games titans like Angry 
Birds’ Rovio Entertainment. Backed by cash 
from Finnish business angel Jari Ovaskainen, 
and venture-capital firms IDG Ventures, York 
Ventures and Lowercase Capital, Next Games 
is famous for The Walking Dead franchise, 
based on the horror TV series from AMC Net-
works. Meanwhile IDG’s China-based office 
led the US$1.22m raised in the first-round 
funding for San Francisco-based mobile-
gaming studio Cloudcade.  

iQU, the digital games-marketing company 
based in the Dutch city Haarlem, has acquired 
Munich-based games-analytics company  
HoneyTracks. The real-time games data  
HoneyTracks collects will help iQU’s games-
development and publishing clients monetise 
their creations. Games-analytics company 
Kontagent and marketing firm PlayHaven 
merged to form San Francisco-based Upsight. 
US-based apps developer Tapjoy has bought 
South Korea’s 5Rocks for its in-game market-
ing services. Games-engine developer Unity 
Technologies has taken over US predictive-
analytics company Playnomics.  

  Fullscreen, the YouTube multi-channel  
network (MCN), has bought ScrewAttack, a 
Dallas-based YouTube community targeted at 
gamers, games creators, developers, and 
marketers. Fullscreen, which currently boasts 
365 million subscribers to its network of online 
video channels, plans to position ScrewAttack 
as the flagship content provider for its gaming 
community. ScrewAttack’s YouTube channel 
and website feature original games-related 
editorial, including news, trailers, gameplay 
and social networking. It has almost 2 million 
subscribers and 750 million monthly views.  

Investments in analytics firms 
to empower gaming marketing  

Fullscreen uses ScrewAttack 
to focus on gaming on YouTube  

GAMES 



Disney’s €420m for vexed Euro Disney  

  The US’ Walt Disney Company has agreed to inject €420m into the financially troubled Euro Disney 
SCA, which operates Europe’s biggest theme park Disneyland Paris. Additionally, Disney wants to 
convert €600m of debt into shares in a bid to save the struggling giant amusement park. Listed on 
the Euronext Paris stock exchange, Disney owns 39.78% of Euro Disney. The parent company now 
wants to buy the remaining stake it does not own. This includes the 10% belonging to Saudi Arabia 
prince Al-Waleed bin Talal bin Abdulaziz al Saud, with the remainder traded by other investors.  
Disney’s current cash injection amounts to the fourth debt rescheduling in Euro Disney’s 22 years’ 
history. During that period, it has posted a profit only seven times. In the fiscal year ending 30  
September 2013, it reported a net loss of €78.2m, compared to €100.2m in 2012, and €63.9m in 
2011. The turbulent earnings figures are reflected in the number of visitors to Disneyland Paris: 14.9 
million last year; 16 million in 2012 and 15.6 million the year before that. However, optimistic  
executives have publicly declared that future revenues for the Paris theme park will grow from the 
increasing average amount spent per visitor. *Meanwhile, the US-based Walt Disney Parks &  
Resorts division has agreed to pay US$11.4m to buy Florida’s Mira Lago, a 3,000-acre conservation 
land packed with wildlife. In return, it has requested permission to develop about 350 acres of  
wetlands during the next 20 years.  

Live Nation continues  
conquests in C3 acquisition 

  Live Nation, the world’s biggest live-music 
promoter, has agreed to acquire a 51% stake 
in US festival promoter C3 Presents for 
US$125m. The deal enhances Live Nation’s 
interest in the festival scene where C3 owns 
the Lollapalooza events in the US, Chile,  
Brazil and Argentina, Australia’s Big Day Out, 
and Texas’ Austin City Limits, among other out
-of-home leisure events. C3 also operates an 
artist-management division plus an experien-
tial-marketing agency to offer live-events  
marketing solutions to brand owners. 

New UK tax relief set to propel 
investments in stage shows 

  The number of investors interested in com-
mitting to on-stage theatre productions is  
expected to increase after the UK’s new  
related tax-relief system kicked in from 1  
September. The government will subsidise up 
to 20% of all pre-production costs. Historically, 
the incentive has been available to only movie/
TV productions and, recently, video-games 
development. British theatre is among the 
world’s most respected, but the majority of its 
growing revenue is from a handful of London 
hit shows. The subsidy is expected to encour-
age investment in less commercial shows. 

  KidZania, the Mexico-originated family-
entertainment indoor theme park for kids 
(currently in 16 countries), is coming to the UK 
in a £20m 75,000sqft venture in London; 
*Indian film actress Nandita Das has co-
founded CinePlay, a venture designed to film 
special editions of stage plays to screen in 
cinemas in India and via the Internet for an 
international audience; *To celebrate its 75th 
anniversary, the National Baseball Hall of 
Fame and Museum is launching its first touring 
cinema with big-screen exhibitor IMAX starting 
2016.  

  Concert-promotion goliath Live Nation is 
entering the digital-content production busi-
ness. It has formed a joint venture with VICE 
Media, the youth-targeted multimedia group 
and YouTube multi-channel network, to pro-
duce original content linked to live music. This 
will include short lifestyle documentaries on 
Live Nation touring bands or behind-the-
scenes footage on an artist. Additionally, they 
will launch an international online channel, 
which will distribute the content, next year. 
The same content will also be on VICE’s TV 
shows, websites and mobile apps.  

Briefs: KidZania; CinePlay;  
National Baseball Hall of Fame 

VICE Media enters concerts 
business in Live Nation deal 
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Ex-Microsoft boss’ $2bn basketball asset 

  Steve Ballmer, the former CEO of computer software giant Microsoft, has bought the Los Angeles 
Clippers, the US’ NBA professional basketball team, for US$2bn. The record-breaking price for the 
acquisition, completed in August, took both the sports and computer industries by surprise. It is  
reportedly four times the next highest price paid for a US basketball team. Moreover, it was a compli-
cated transition as the seller, the Sterling Family Trust, was represented by entrepreneurs Donald 
Sterling and his estranged wife Shelly. Donald Sterling refused to sell but Shelly Sterling was legally 
acknowledged as the trust’s representative and she agreed to the sale. The feuding couple were  
effectively forced to sell the basketball team following evidence that the controversial Donal Sterling  
made racist remarks about basketball players, the final straw in a series of bigoted acts reported to 
the NBA for several years. Although Ballmer lives in Seattle, he has vowed to leave the Clippers in 
LA. The Financial Times reported that he could claim back as much as US$1bn in the form of tax 
deductions. The FT learned that a US law that came into effect about 10 years ago allows “active 
owners of (professional) sports franchises” to claim back about half of the price paid “in current 
terms” against taxable income over the following 15 years. 

US magnate pays $1.4bn cash 
for American Football team 

  US multi-billionaire Terry Pegula has 
agreed to buy the Buffalo Bills, the NFL’s 
American Football team, for US$1.4bn in 
cash. The sale was triggered by the death of 
the team’s founder/owner Ralph Wilson at the 
age of 95. It has since emerged that US mogul 
Donald Trump and rock star Jon Bon Jovi also 
made a bid, respectively offering about 
US$900m and US$1.05bn each. The price 
was influenced by the Buffalo Bills’ reputation 
as one of the US’ most popular sport teams.  

Russian oligarch seeking buyer 
for basketball’s Brooklyn Nets 

  Mikhail Prokhorov, the Russian multi-
billionaire, is reportedly in talks with US-based 
international investment firm Guggenheim 
Partners about the potential sale of his 80% 
stake in US basketball team Brooklyn Nets. 
The Nets is an NBA professional team 
Prokhorov took over in 2009 for a nominal 
price. In return, his Onexim Group underwrote 
US$200m of the US$700m needed to finance 
a real estate project that included the Barclays 
Center, a new venue for the Nets with a ca-
pacity of up to 19,000.  

  Access Industries has offered to hike its 
stake in Perform, the online sports-
entertainment platform, to 67.97% in a bid for 
a total takeover; *Bringing the NFL’s American 
football games to London could generate 
£100m annually for the UK, according to  
accountancy group Deloitte; *UK satellite-TV 
platform BSkyB has nabbed a minority stake 
in Whistle Sports, the New York-based 
YouTube network, for US$7m; *US profes-
sional basketball league NBA has partnered 
with sports TV network ESPN to launch an 
online sports channel.  

  The Australian Open tennis grand slam 
tournament has boosted its cash prize by 10% 
to A$36.3m (US$31.45m) for 2015. The  
champions of the Men’s Single and Women’s 
Single will nab A$3m each. The cash increase 
comes as the event unveils the revamped 
Margaret Court Arena for the first time. In 
April, organisers of the Roland Garros French 
Open boosted this year’s total prize by US$4m 
to US$34m. The All England Club lifted  
Wimbledon’s 2014 total prize to US$42m, a 
10.8% jump.  

Briefs: Perform; NFL’s London 
franchise; BSkyB; ESPN 

Cash prizes pile up for tennis 
Grand Slam’s trophies  
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Invigorated Publicis snaps up Sapient 

  Mega deals continue to shake the world of global advertising conglomerates. Publicis Groupe, the 
French giant that failed in its ambitions to become the world’s biggest agency group by merging with 
US rival Omnicom Group (MTF Issue No.21), has just snapped up US-based Sapient for a reported 
US$3.7bn. Publicis is paying with cash and debt. The acquisition of Sapient, a NASDAQ-quoted 
agency, is part of Publicis’ strategy of ensuring 50% of future revenues come from digital advertising. 
It is forming a new network called Publicis-Sapient by adding Sapient’s digital division (SapientNitro) 
to its current group of digital agencies (Rosetta, Razorfish, DigitasLBi). Publicis is now expected to 
meet that goal next year, earlier than the original 2018 target. Meanwhile, arch rival WPP Group is 
also making inroads in digital-media analytics by snapping up a 16.7% stake in US-based global  
research and media measurement company Rentrak. The plan is to meld the data collected from 
Rentrak’s 120 million TV households in 210 US markets with TV-audience measurement figures 

gathered by the US office of WPP subsidiary Kantar Media. 

Turner Duckworth joins  
Publicis roster of design firms 

  French advertising conglomerate Publicis 
Groupe has acquired UK design firm Turner 
Duckworth to add to its Leo Burnett global 
agency network. Publicis, the world’s third 
largest advertising conglomerate, has been 
boosting its design expertise, such as rebrand-
ing and product packaging, for clients. And 
Turner Duckworth has made a name for itself 
for work done for the Coca-Cola Company, UK 
supermarket Waitrose, credit-card company 
Visa and heavy-metal rock band Metallica. 
The acquisition comes after Publicis paid 
C$125m for Canadian design group Nurun.  

VML goes social in China and 
teams up with Teein 

  US-based digital-marketing agency VML 
has agreed to buy Chinese social-media agen-
cy Teein. Teein specialises in social marketing 
and social listening for global brands like  
Danone, Google and Estee Lauder. It has the 
kind of China-focused skills a Western ad 
agency needs considering the restrictions the 
country’s government has imposed on social 
websites like Facebook, YouTube and Twitter. 
In return, Teein will gain from the global  
experience of VML, which is part of WPP 
Group’s international agency network Y&R.  

  WPP’s media-buying subsidiary GroupM 
now owns 49% of Minneapolis-based media  
agency Haworth Marketing + Media; *Groupe 
Telegramme, the French media and entertain-
ment conglomerate, has snapped up a majori-
ty stake in OC Sport, the UK marketing firm 
specialising in sailing and other outdoor 
sports; *Independent global ad-agency  
network Project: Worldwide has taken over 
Los Angeles-based agency Pitch; *WPP-
owned digital agency POSSIBLE has nabbed 
Colorado-based Double Encore, which  
develops Android and iOS mobile apps. 

Infront Sports & Media, the Swiss sports-
events media distribution group, is seeking a 
reported €115m in new loans to expand  
internationally and grow its portfolio of market-
ing services. It also needs funds to pay  
dividends to current owner, Bridgepoint, the 
European private-equity company. Nomura, 
Goldman Sachs and Credit Suisse are the 
investment banks seeking the new investors. 
Controversially, Philippe Blatter, Infront’s  
president/CEO, is the nephew of Sepp Blatter, 
the president of global soccer-governing body 
FIFA, which is an Infront client.  

Briefs: GroupM; OC Sport;  
Project: Worldwide; POSSIBLE 

Infront Sports & Media seeks 
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BIG clinches $2bn Smithsonian revamp 
  BIG (Bjarke Ingels Group), the Danish-US architecture firm, has unveiled its plans for the US$2bn 
overhaul of the 168-year-old Washington DC-based Smithsonian Institution, arguably the world’s 
biggest museum complex. The revamp, scheduled to kick off in 2016, is expected to take up to 20 
years to complete, if there are no public objections. The facelift is required for various reasons,  
including the preservation of an aging architectural structure. However, the various museums func-
tion as separate operations, a situation that has sometimes confused the public about which ones 
belong to the Smithsonian and which ones do not. The Institution’s portfolio of buildings include the 
Smithsonian Castle, which works mostly as the administrative headquarters. Among the other sites 
are the Freer Gallery of Art, the Hirshhon Museum and Sculpture Garden, National Air and Space  
Museum, National Museum of African Art, and the Arthur M Sackler Gallery. Critics have said that 
despite being located in the National Mall, there is no coordinated way for visitors to move from  
museum to another. By the time the renovation is completed, BIG also hopes to have increased the 
gallery areas and the amount of natural light entering the buildings. The Enid A Haupt Garden next to 
the Castle will also be restructured.  

Damien Hirst commissions new 
gallery from  Caruso St John 

  Caruso St John Architects, the firm with  
offices in London and Zurich, has been select-
ed by UK art enfant terrible Damien Hirst to 
design his new Newport Street Gallery in  
London. It is scheduled to open next summer. 
Caruso St John, famous for work done on 
Paris’ Gagosian Gallery, will combine three 
converted heritage-protected warehouses and 
create two new buildings for six exhibition 
spaces housing Hirst’s private art collection. 
This includes works by Jeff Koons, Francis 
Bacon and Sarah Lucas.  

Yoshioka designs London  
flagship store for Issey Miyake 

  Japanese designer/artist Tokujin Yoshioka 
has created the new flagship store in London 
for Issey Miyake, the Japanese fashion de-
signer. Called Issey Miyake London, the store 
is inside an original 465 sqm2 1950s building 
that was stripped out and rebuilt to be the new 
home for Miyake’s fashion collection. Yoshi-
oka also designed the furniture pieces such as 
tables made from glass and coated steel. Until 
now, Yoshioka’s furniture has been available 
in only Japan.  

  Dutch architecture firm UNStudio has  
completed Theatre de Stoep, the 5,800m2 
multi-functional theatre in the town of 
Spijkenisse with a moving ceiling for enhanced 
acoustics; *London’s Zaha Hadid Architects 
has unveiled the design for Cambodia’s Sleuk 
Rith Institute for storing the largest archive of 
genocide-related documents based on the 
Khmer Rouge holocaust; *Canada-based 
5468796 Architecture has won the Future  
Project of the Year at the 2014 World Architec-
ture Festival for its proposed new design for 
the Art Gallery of Greater Victoria. 

  London architecture house Assemble has 
won the contract to design a new £1.8m art 
gallery at Goldsmiths, the art-focused Univer-
sity of London college. It is scheduled to open 
in 2016. Centred on a Grade II-listed convert-
ed bathhouse and its historic water tanks, the 
gallery will be home to the works of UK and 
international artists, plus exhibitions from 
Goldsmiths’ art students. It is part of the  
university’s ambitions to become a significant 
art centre in London. 

Briefs: UNStudio; Zaha Hadid; 
World Architecture Festival 

Assemble wins £1.8m gallery 
deal for London University 
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PRH invests in TV, entertainment, data 

  Tom Weldon, the UK CEO of book-publishing giant Penguin Random House (PRH), has disclosed 
some details about the group’s intellectual property (IP) rights strategy. During his first interview 
since Penguin completed the mega merger with Random House last year, he spoke at The 
Bookseller Futurebook Conference in London on 14 November. He gave some details about Publish-
ing Lab, an innovative-ideas division that meets monthly to brainstorm on suggestions for exploiting 
the company’s IP. The “Lab” concept itself is not novel. Hollywood animation movies giant Pixar and 
tech conglomerates empower employees by having regular meetings to help them develop new  
concepts. But as the biggest player in the still conservative book publishing sector, Penguin Random 
House needs to be seen to be evolving for future readers. “With kids’ books, we are betting on the 
readers of tomorrow. Our competitors are no longer just any publisher, but also Lego, Disney, 
Hasbro. We’re thinking beyond books,” he said. It acquired all rights to the children’s book characters 
Peter Rabbit and friends by Beatrix Potter to co-develop an US$8m 3D animation TV series with 
Brown Bag Films. The series won three Emmy Awards this year. It is doing something similar for The 
Snowman, from the 1978 kids book by Raymond Briggs. “We have money to invest in people and 
experts. There is also an enormous amount of data, so we’ve appointed someone from (accountancy 
firm) KPMG to analyse our data, and use relationship management technology to personalise our 
conversation with readers and authors.” 

Bonnier UK grabs Igloo Books 
for Top 5 spot in Britain 

  The UK arm of Bonnier Publishing, part of 
the Denmark-originated media conglomerate, 
has snapped up rival Igloo Books in its  
ambition to be one of the five biggest  
children’s book publishers in Britain. The  
merger will also create a publishing house 
generating £85m in annual revenue, growing 
to £100m by 2016. Igloo also hopes to benefit 
from Bonnier’s global resources. Meanwhile, 
France-based Hachette Livre has hiked its 
stake in Russian publisher Azbooka-Atticus to 
49% from 25%.  

BuzzFeed stuffed with $50m 
from Andreessen Horowitz 

  Private equity group Andreessen Horowitz 
is to invest US$50m in BuzzFeed, the US-
based international online news magazine 
publisher. The rapidly growing BuzzFeed, 
which has 200-plus employees, says it has a 
global audience of 150 million. It will use the 
funds to grow internationally. It has editions 
aimed at the US, the UK, Australia, Germany, 
Brazil, Spain, France and India. Now it intends 
to have offices in Mexico, India, Japan and 
Germany. 

 Bertelsmann, the German media conglom-
erate and Random House owner, has paid a 
reported US$5m for a stake in iNurture Educa-
tion Solutions, an Indian e-learning company; 
*Simon & Schuster has partnered with kids-TV 
production group The Jim Henson Company 
to publish a series of kids titles based on pre-
school TV series Doozers; *UK literary agency  
Curtis Brown and This Morning, the flagship 
breakfast show on Britain’s ITV network, have 
launched a novel-writing competition with  
representation by a Curtis Brown agent for the 
first prize winner 

  The value of rare comic books continues to 
soar as a good-condition copy of Action  
Comics No.1, which features the first appear-
ance of Superman, was sold via an eBay  
auction for US$3.21m in August. The anony-
mous buyer of the “world’s most valuable  
comic book” was represented by US art dealer 
Metropolis Collectibles/ComicConnect; the 
seller was Pristine Comics. Hollywood actor 
Nicolas Cage held the previous record for a 
US comic when his copy of Action Comics 
No.1 sold for US$2m in 2011.  

Briefs: Bertelsmann; Simon & 
Schuster; Curtis Brown 

First Superman comic book 
rockets to $3.2m in value 
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Jimmy Choo walks tall into IPO launch 

In October, Jimmy Choo made history as the first stand-alone luxury footwear brand to float on the 
stock exchange. It started trading on the London Stock Exchange on 17 October with a market valua-
tion of £545.6m. It had sold 25.9% of the holding company (100.9 million shares) to raise £141m. 
The £545.6m valuation was much lower than the £700m predicted when plans for the initial public 
offering (IPO) were confirmed in September. Turbulence in the global market place had forced  
Germany-based parent company JAB Luxury to price the shares at the low end. JAB Holdings (which 
owns Jimmy Choo after subsidiary Labelux Group bought it in 2011 – MTF Issue No.2) retains a 
70.2% stake in the listed footwear brand. Co-founded in London by Tamara Mellon, formerly the  
accessories director at Vogue magazine, and the real Jimmy Choo, a maker of bespoke luxury 
shoes, the Jimmy Choo brand has since grown internationally and is sold in 170 stores worldwide. 
The newly acquired funds will be used to open new stores, including a new Jimmy Choo retail  
concept, in more countries. China is forecast to be an important market. Some of the popular brand’s 
exclusive lines can cost US$1,000 a pair. Consumers’ awareness grew after it was frequently name-
checked in Hollywood TV shows like Sex and the City. 

Sports apparel giant Adidas 
agrees to €1.5bn share buyback 

German sports-apparel brand Adidas has 
agreed to return up to €1.5bn to shareholders 
in a share buyback scheme starting this year 
until the end of 2017.The scheme will be paid 
with Adidas’ cash reserves. The move aims to 
appease shareholders who are worried about 
their investment because the value of the 
company’s shares has been plummeting this 
year. Adidas scored a global market share of 
10.8% compared to rival Nike’s 15% in 2013, 
according to Euromonitor figures. 

Paul Smith tunes into Led  
Zeppelin and live music  

  To celebrate the nine newly re-mastered 
Led Zeppelin studio albums, the band has 
partnered with British fashion guru Paul Smith 
to bring out limited editions (of 50 each) of 
neck scarves based on the album covers’  
artwork. They are on sale at Paul Smith stores 
and online. Separately, in collaboration with 
UK art-and-culture magazine Beat, emerging 
talent is being invited to perform in Paul Smith 
stores in different cities, including London, 
Paris, Milan and New York, and be styled in 
Paul Smith clothing.  

  A 1925 handcrafted watch called the Henry 
Graves Supercomplication fetched a record 
US$21.3m when sold at a Sotheby’s Switzer-
land auction in November; *Luxury carmaker 
Bugatti has opened its first-ever fashion store 
in London; *Italian fashion retailer OVS is  
expected to snap up a US$1.3bn valuation 
after a 2015 IPO; *US eyewear company  
Marchon is investing €3m to boost its Europe-
an production infrastructure in Italy; *UK pop 
star Robbie Williams is relaunching his Farrell 
Clothing brand in Primark’s European stores. 

  The US division of L’Oreal, the French 
beauty and cosmetics conglomerate, has 
agreed to acquire US multicultural beauty 
brand Carol’s Daughter for an undisclosed 
sum. L’Oreal USA says the acquisition will 
give it an entry in the growing multicultural  
hair-and-beauty sector targeting mostly  
African-Americans, who account for more  
than 40 million of the total US population.  
Carol’s Daughter, founded in 1993, is  
reported to be under bankruptcy protection 
and the acquisition might be the answer to its 
financial problems.  

Briefs: Luxury watch; Bugatti; 
OVS’ IPO; Robbie Williams 

L’Oreal adopts multicultural 
brand Carol’s Daughter in US 
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Price of rock stars’ images shooting up 

  The recent £180,000 sale of the seven photographs taken for The Beatles’ Abbey Road album 
summed up the mounting value of rock music photography for investors. Sold at London’s Blooms-
bury Auctions on 21 November, the bid estimate had been between £50,000 and £70,000. The  
images, including the six not used, were taken by photographer Iain Macmillan in 1969. The selected 
picture of the Fab Four striding across London’s Abbey Road outside the recording studio is now part 
of rock music’s folklore. That plus the rejected six are now financially valuable artworks. There is a 
growing demand for such rare photography outtakes by investors. FT.com has reported how Annie 
Leibovitz’ photo of a naked John Lennon wrapped around Yoko Ono was sold at Sotheby’s for 
£15,420 in February last year. It had been picked up for US$350 in 1984 at the Washington DC-
based Govinda Gallery. Only six months after a devotee paid £5,367 for a Jimi Hendrix portrait by 
Gered Mankowitz, it was valued at £9,781. Increasingly, fine-art collectors are adding rare rock shots 
of Bruce Springsteen, The Rolling Stones, Blondie, Lou Reed, Sex Pistols, Bob Marley, James 
Brown and David Bowie among their collection of artworks and paintings. A 2002 chromogenic print 
of the Stones guitarist Keith Richards by Sante D’Orazio for the cover of Rolling Stone magazine has 
been receiving much media coverage since it emerged it is for sale at Sotheby’s Paris.  

Jasper Johns’ Flag flies a new 
price record at $36m 

  A placemat-sized version of Jasper Johns’ 
celebrated Flag, the 1983 hot-wax painting  
of the US’ Star Spangled Banner flag, was 
sold for a record US$36m at a Sotheby’s  
auction in November. The successful buyer 
was an anonymous individual who made the 
bid by telephone. The price surpassed the 
US$28.6m paid in 2010 for another Flag  
painted during 1960-66. Over the years,  
acclaimed US pop artist Johns painted  
40-plus versions of Flag, which was first  
created in 1954-55.  

Russian oligarch donates 
€500,000 to Rome’s restoration  

  Alisher Usmanov, the Russian billionaire 
famous for his investments in London Premier 
League soccer club Arsenal, is helping fund 
restoration projects in Rome with a €500,000 
donation. The money will be used to repair 
damage to the archaeological 17th-century Hall 
of the Horatii and Curiatii at the Capitoline  
Museums, as well as the 16th-century fountain 
in the Piazza del Quirinale, Italy’s presidential 
palace. In addition to his stake in Arsenal,  
Usmanov has shares in several international 
media and digital-technology ventures.  

  A rare colour portrait miniature of Mozart, 
the young 18th-century classical-music genius, 
is expected to fetch between £200,000 and 
£300,000 when it goes under the auction  
hammer at Sotheby’s this month (November). 
As one of only two known portrait miniatures 
to be owned privately, it is considered excep-
tional. The 4cm-long painting, by an unknown 
artist on ivory, is thought to have belonged to 
Maria Anna Thekla Mozart, a teenage cousin 
and girlfriend. Past reproductions have been in 
only black and white. 

  The group of property developers behind 
TaunusTurm, the new Frankfurt skyscrapers in 
the finance district, have funded a third gallery 
for the city’s Museum of Modern Art (Museum 
Fur Moderne Kunst/MMK). The developers 
have agreed to lease the 2,000m2 space 
called MMK 2 for free during the first 15 years. 
The first exhibition, Boom She Boom, ends in 
June 2015. Jerry Speyer, chairman of New 
York’s Museum of Modern Art, is a partner at 
one of the developers Tishman Speyer. 

Rare Mozart miniature image 
to be valued at up to £300,000 

Frankfurt modern art museum 
supported by skyscraper firm 
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Disney v. Deadmau5 trademark spat 

  The Walt Disney Company is suing Deadmau5, the Canadian electronic-music superstar DJ, in a 
bitter lawsuit over trademarked logos. Disney has filed the suit to stop Deadmau5, real name Joel 
Zimmerman, from registering his “Mau5head” logo as an official trademark. The logo, which looks 
like the face of a sinister mouse with two large ears, can be found on his albums and merchandise. 
He also wears a massive helmet that looks like the logo when performing live. But with a huge fan 
base, Zimmerman wants to exploit the Deadmau5 brand further in the future and has registered the 
trademark in 30 countries, apart from the US. It was after he registered it at the US Trademark Office 
in 2013 that Disney filed for the application to be blocked. The media-and-entertainment behemoth 
argued that the image of the Deadmau5 symbol is too similar to Mickey Mouse. Zimmerman has hit 
back by pointing out the artist Deadmau5 has worked frequently on Disney projects in the past with-
out complaints. Legal experts noted that the Mickey Mouse character should have gone into public 
domain around 2003. Disney, however, lobbied for the US’ Sonny Bono Copyright Term Extension 
Act, which became effective in 1998. That lengthened the copyright protection term for Mickey 
Mouse, but it could fall into public domain in 2019.  

Sued YouTube star Michelle 
Phan countersues 

  Michelle Phan, the US celebrity beauty 
YouTube blogger, is countersuing US music 
companies Ultra Records and Ultra Interna-
tional Music Publishing for declaratory judge-
ments, legal fees and damages. In Septem-
ber, the two music companies sued Phan, who 
developed em Cosmetics for L’Oreal, for using 
their music on her videos without permission. 
They reportedly want US$150,000 per in-
fringement. She says she has evidence that in 
July 2009 the music companies agreed she 
could use their repertoire in exchange for links 
to online stores. 

New UK legislative provision 
says it’s OK to parody artists 

  Parodying the work of artists without their 
consent is no longer considered copyright  
infringement under UK law. From 1 October, 
the new 2014 Copyright and Rights in  
Performances (Quotation & Parody) Regula-
tions incorporated the provisions from the EU 
copyright directive into UK law. This gives  
anyone the right to make fun of another artist, 
a frequent YouTube activity, as long as the 
parody is considered fair, does not compete 
against the original work, and is deemed to be 
genuinely funny. 

  ASCAP, the US royalties-collecting organi-
sation for composers and publishers, has  
appealed to New York’s Second Circuit Court 
against a ruling in March that set the royalties 
paid by streaming-music service Pandora at 
1.85% of annual performance-rights revenue. 
They want a higher rate. Another ruling  
disputed by ASCAP refers to royalties from 
broadcasters and live performances. That  
ruling stated the current blanket-licensing 
agreement applies to all the publishers’ rights 
assigned to ASCAP. Publishers cannot with-
draw part of the rights (for example, digital). 

  A counterfeit lawsuit against China-based 
Alibaba Group Holding, the world’s biggest e-
commerce group, by French luxury group  
Kering has been settled out of court. It ended 
a case that alleged Alibaba encouraged  
merchants on its online marketplace to sell 
fake versions of Kering brands, such as Gucci. 
One vendor sold several thousand units of 
fake US$795 Gucci bags for about US$5 
each. Alibaba, currently listed on the New 
York Stock Exchange, has agreed to protect 
Kering’s intellectual property on its sites.  

ASCAP appeals against  
Pandora royalties ruling  

Luxury group Kering, China’s 
Alibaba settle rights dispute 
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A Country Profile 
China 

Every sector in the world’s almost biggest economy is turning into the largest 
of its kind worldwide, thanks to China’s population size. As global media and 
entertainment corporations in the West vie for a slice of that market, their  

Chinese counterparts appear to be doing even better abroad.  
This is China at its most competitive: watch it bite, roar and grow 

rigorous analysis. 
  There is enough commercial activity on  
mainland China for its economic might to be 
taken seriously. The government’s current 
Five-Year Plan (ending in 2015) aims to shift 
the country’s dependence on exports and  
investment to one driven by domestic consum-
ers’ desire to spend. 
  A country that used to be notorious for  
manufacturing only cheap products and  
pirated ones has seen the disposable income 
of its growing middle class expand.  
  That means more cash to spend on media 
and entertainment. 
 
Media and entertainment 
China is forecast to become a media and  
entertainment (M&E) powerhouse. Pricewater-
houseCoopers (PwC) predicts that by 2018, 
China will surpass Japan as the world’s largest 
M&E market, behind the US. 
  It is one of nine “high-growth” countries  
recognised by PwC in 2014 and is expected to 
generate US$2.7 trillion in revenue from the 
M&E businesses by 2018. 
  In a region where half the population is still 
not Internet-connected, there is plenty of room 
for growth in digital media. But just as there 
are numerous opportunities for foreign and 
domestic businesses, the challenges can also 
be tough.  
  Foreign operators able to form local partner-
ships that understand the domestic culture are 
getting a head start. They will do even better if 
they learn to target the more than 400 mega 
cities effectively (as opposed to treating the 
1.3 billion population as a homogenous mass 
market). 
  This report will examine the opportunities for 
doing business in the creative industries: TV, 
film, print media, music, advertising, out-of-
home entertainment, luxury goods and video 
games.  
  The impact of the Internet on social media, 
mobile media, e-commerce and technology 
innovation is also examined, as well as the 
way those same technologies  Cont...page 17          

In November 2014, Australia sealed what is 
thought to be the biggest ever free trade 
agreement between the People’s Republic of 
China and a Western economy. 
  The deal, given huge headlines in the  
business press, is expected to yield US$130bn 
a year in business for Australia. Although the 
two countries have a robust relationship  
already, this agreement means costs such as 
export taxes and import duties on up to 95%  
of Australian exports will be eliminated over 
time and Chinese exports to Australia such  
as clothes, vehicles and electronics will be 
tariff-free. 
  The deal must also matter to China, as  
President Xi Jinping himself visited Australia to 
clinch a contract that will give China access to 
the masses of natural mineral and agricultural 
resources Australia is blessed with. 
  News like this confirms the impact mainland 
China continues to have on the global econo-
my.  The country might still be ruled by a  
communist government, but its population of 
1.3 billion people and a gradually opening 
market have turned the nation into a super-
power challenging long-established US  
dominance. The population is forecast to 
reach 1.6 billion by 2030 as the government 
thinks about relaxing the one-child policy that 
has been in place since 1979. 
  Already the world’s second-largest economy 
after the US, China reported a gross domestic 
product (GDP) of RMB56.9 trillion (US$9.3 
trillion) in 2013, a 7.7% growth from the year 
before. The US, with a much larger GDP at 
US$16.8 trillion, saw a much slower growth 
rate of only 1.9% (according to Forbes maga-
zine). International Monetary Fund data  
indicates China will be the largest economy by 
the end of 2014.  
  So, although alarmist reports say that China’s 
GDP has slowed down to 7% this year, its 
growth remains stronger than that of many 
other developed economies. But the way the  
country calculates its GDP has been ques-
tioned, as figures from less sophisticated but 
big rural provinces are said to require more  
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POPULATION:           1.34 billion 
GDP PER CAPITA:         US$7,740 
INTERNET USERS (2014):        642 million 
TV HOMES (2013) :         427.4 million 
PAY-TV HOMES (2013):         216 million 
MOBILE PHONE SUBSCRIPTIONS (2013):       1.2 billion 
SMARTPHONE USERS (2013):         700 million 
FIXED BROADBAND CONNECTIONS (2012):     174 million 
 
TOTAL SOCIAL MEDIA USERS (active monthly users):       
QZONE (2014):          645 million   
SINA WEIBO (2014):         167 million 
WEIXIN/WECHAT (2014):        468 million 
QQ (2014):           829 million  
YOUKU TUDOU (2014):         500 million  
         
 
VALUE OF MUSIC INDUSTRY (2013):       US$83m 
VALUE OF ADVERTISING SPEND (2013)      US$41bn 
 
CURRENCY EXCHANGE RATE: 
RMB100 = £10.40; US$16.30; €13.16 
 
ORGANISATIONS TO KNOW:- 
Assets Supervision and Administration Commission 
China Advertising Association 
China Association of National Advertisers 
China Internet Network Information Centre (CNNIC) 
China National Publications Import& Export Group Corporation (CNPIEC) 
China Radio & Television Network (CRTN) 
China Radio, Film And TV Programme Exchange Centre 
CMIC (local record labels organisation) 
General Administration of Press and Publication (GAPP) 
Ministry of Culture National Bureau of Statistics of China 
National Copyright Administration of China 
Ministry of Industry and Information Technology 
Shanghai Municipal Administration of Culture, Radio, Film & TV 
State Administration of Radio, Film and Television (SARFT) 
State Administration of Press, Publication, Radio, Film and Television (SAPPRFT) 
State Internet Information Office 
 
 
 
 
Sources: The Economist; Internet World Stats; ZenithOptimedia; IBOPE Nielsen; Socialbakers.com; 
Umeng; eMarketer; ANATEL; IDC; comScore; China Internet Network Information Centre; 
UNESCO; CCTV; Digital TV Research; CASBAA; China Media Monitor; IFPI  
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have heightened the debate on  censorship 
and copyright piracy in China. 
 
The conglomerates 
The number of major Chinese companies  
influencing the global M&E sectors is increas-
ing. State broadcaster CCTV is arguably one 
of the biggest investors in the rapidly growing 
TV business in Asia and on the African  
continent. It also targets the estimated 50  
million-plus citizens in the Chinese diaspora 
worldwide via the satellite-delivered CCTV 
International. 
  This year, CCTV and Baidu, the Internet  
service giant, entered ZenithOptimedia’s  
Top 30 list of global media groups for the first 
time. Other major domestic media  
organisations with international reach include 
Wanda Dalian Group, Shanghai Media Group, 
Shenzhen Media Group and China  
International Publishing Group.  
  Chinese media companies developed during 
the Internet Age tend to be multi-disciplined 
and multi-functional, with interests in TV, film, 
games, social media, search engines, mobile 
messaging and other content delivery.  
  Once they have the infrastructure, they see 
no reason to be restricted to a specific type  
of service. Shenzhen-based Tencent Hold-
ings, Alibaba Group Holding, Sohu Inc, Sina  
Corporation, Oak Pacific Interactive and 
Shanghai Film Group are prime examples of 
such enterprises. 
  The three biggest telecoms networks – China 
Mobile, China Unicom and China Telecom – 
also have significant interests in digital M&E.  
  Alibaba, which had the largest IPO in the 
world’s history this September, and the Dalian 
Wanda Group own some of the biggest  
entertainment conglomerates in both China 
and the US.  
  Alibaba has been described as Amazon.com, 
eBay and PayPal rolled into one but it is also a 
major investor in digital media and entertain-
ment. Dalian Wanda is creating a movie  
empire expected to rival some of the Holly-
wood studios. 
  From these corporations have emerged 
some of China’s richest individuals and the 
world’s tech billionaires. According to Forbes’ 
2014 ranking of the world’s wealthiest, six of 
the Top 10 most affluent people in China own 
businesses centred on media, entertainment 
and digital media platforms. 
  Heading the pack is Jack Ma, founder and 
executive chairman of Alibaba, with a personal 
treasure chest worth US$19.5bn. He is fol-
lowed by Robin Li, founder, chairman and 
CEO of Baidu (listed on the Hong Kong Stock 
Exchange) with assets valued at US$14.7bn.  

  In third place is Ma Huateng, Tencent’s 
founder, chairman and CEO, with a fortune of 
US$14.4bn. At No. 4 is Dalian Wanda Group’s 
Wang Jianlin, owner and chairman of the  
privately owned conglomerate. He has 
US$13.2bn from his investments in real estate 
and the international movie business. 
  At No. 8 on Forbes’ list is Lei Jun, founder, 
chairman and CEO of private corporation  
Beijing Xiamo Technology Company (aka  
Xiamo). The media and entertainment sectors 
are keeping a close eye on this company, 
which makes affordable smartphones availa-
ble to millions of Chinese consumers. 
  Entrepreneur Liu Qiangdong, worth 
US$7.1bn, is at No.10. The source of his  
prosperity is JD.com (formerly360Buy), an  
e-commerce company after Alibaba’s crown.  
It launched on the NASDAQ stock exchange 
in New York in May to raise US$1.8bn for  
future expansion. 
 
Television 
PwC forecasts that China will become the 
world’s second largest TV market (after the 
US) in 2016, overtaking the UK first, and then 
Germany, in revenue terms. The State  
Administration of Radio, Film and Television 
(SARFT) says the TV broadcast business  
currently generates about RMB112.9bn 
(US$18.4bn) a year. It is one of several vary-
ing figures about the real income generated 
from TV. Other estimates, especially by  
foreign analysts, conclude that the amount  
is double. 
  The country’s biggest TV network operator is 
China Central Television (CCTV), the state 
broadcaster. It controls a network of 37  
channels, 12 of which are paid-for premium 
services. They reach more than 98% of the 
nation’s almost 430 million TV homes, plus 
online and mobile viewers. 
  Apart from CCTV-1, which is China’s oldest 
TV channel offering general entertainment and 
news programmes, the other channels are 
niche services. For example, CCTV-2 is a  
financial news channel, CCTV-3 concentrates 
on the arts, CCTV-5 is sports-focused, and 
CCTV-11 is targeted at opera lovers. CCTV-4 
is described as the “only Chinese-language 
channel” aimed at a global audience.  
  The most popular programmes nationally 
include the variety show The CCTV Spring 
Festival Gala, which can garner as many as 
800 million viewers when aired on China’s 
New Year’s Eve in 2014. It is said to deserve 
its reputation as the “most watched television 
show in the world”. Avenue of Stars, which 
first aired in 2004, is CCTV’s most popular 
talent show.  
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  There are also CCTV niche channels  
dedicated to young viewers, documentaries,  
drama, plus Spanish, French, Russian and 
Arabic speakers.  
  The English-language CCTV-NEWS is devot-
ed to disseminating news from China to the 
rest of the world. It is particularly keen to forge 
relationships with overseas partners. 
  It invested millions in its first broadcast hub 
outside Beijing in the Kenyan capital Nairobi. 
CCTV-9, the documentary channel, has  
established several relationships with foreign 
producers and broadcasters for co-production 
projects. 
  Additionally, the CCTV organisation has set 
up the China Radio, Film and TV Programme 
Exchange Centre to market and sell the rights 
to its vast catalogue of original programmes to 
domestic and foreign broadcast and digital 
platforms. 
  There are about 3,000 TV stations on main-
land China. Most transmit their TV services via 
terrestrial, cable and satellite platforms, de-
pending on whether they are targeting local  
or national audiences.  
  On such a vast geographical landscape, sev-
eral of the stations belong to the province and 
regional governments.  
  After CCTV, the second biggest broadcasting 
TV network is Hunan Broadcasting System, 
which is operated by the Hunan province’s 
government. Others, all state-controlled,  
include Guangxi Television, Hebei Television, 
Hunan Broadcasting System, Jiangsu Broad-
casting Corporation, Fujian Media Group, 
Shenzhen Media Group, and Zhejiang  
Satellite. The Chinese Mandarin-language 
channel Beijing TV uses satellite to reach the 
rest of the mainland, Asia and North America. 
  The state-owned Shanghai Media Group, 
which operates Dragon Satellite Television, 
Ningxia Satellite Television and the kids  
network Toonmax, has had an ongoing part-
nership with the US’ Walt Disney Company for 
15 years. 
  In addition to co-producing movies, such as 
Born in China (scheduled for release in 2016), 
they are also co-producing, marketing and 
distributing TV shows. The agreement is part 
of Disney’s ambitions to make it in China. 
  Several channels from nearby territories, 
such as Tibet, Mongolia, Hong Kong, and 
South Korea, are also available in China. 
  Privately owned TV services are transmitted 
as premium satellite networks. China Enter-
tainment Television is jointly owned by Hong 
Kong-based TOM Group and Time Warner’s 
TBS (Turner Broadcasting System); Phoenix 
Satellite Television Holdings is listed on the 
Hong Kong Stock Exchange; and STAR  

Greater China, part of Rupert Murdoch’s 21st 
Century Fox, operates the Mandarin-language 
Xing Kong Television channel. 
  At the China Content and Broadcasting  
Network conference last year, speakers esti-
mated that 210 million TV homes subscribe to 
cable TV, and 140 million of them receive digi-
tal cable. That means penetration of interac-
tive TV services remains comparatively small. 
Internet-delivered IPTV services offered by the 
telecommunications giants (see the Telecom 
section) will be in only 22.4 million homes by 
2017, according to Broadband TV News. 
  SARFT, the broadcast regulator, has  
declared that all analogue TV broadcast  
signals will be switched off by 2015.  By the 
end of that year, 80% of all cable-TV networks 
will be digital and able to offer subscribers two
-way interactive content as part of the govern-
ment’s Next Generation Broadband initiative. 
  However, competition for TV audiences has 
intensified as technology corporations with 
their vast amount of cash start using the  
Internet to become TV operators too. 
  Because the Internet is not as regulated as 
broadcast TV, entrepreneurs are investing 
billions in online video entertainment. They 
are, effectively, playing the role that cable and 
satellite operators played in the West during 
the 1980s and 1990s – offering content  
owners a pay-TV framework as an alternative 
outlet to the restricted traditional broadcast 
services. Only, this time, cable and satellite 
are part of the traditional operations. 
  The development of fast-growing online-TV 
platforms is happening at a time when reports 
show more than 270 million Chinese consum-
ers watched videos, including full-length 
shows, on mobile in 2013, an 83% increase 
from 2012. 
  Alibaba Group, the e-commerce corporation 
that recently launched the world's biggest IPO 
on the NYSE, and its founder Jack Ma spent 
US$1.22bn for a combined 18.5% stake in 
video-sharing platform YoukuTudou (similar to 
YouTube) earlier this year. Additionally, it  
recently invested US$50m in Peel, a TV-app 
developer. 
  Alibaba’s rival Tencent Holdings has set up a 
venture to convert its catalogue of video 
games into films and TV shows. Leading  
Chinese smartphone manufacturer Xiaomi has 
bought shares in Youku Tudou and in iQiYi,  
a streaming platform operated by search  
engine giant Baidu (Alibaba and Tencent's 
competitor). According to Reuters, these  
Chinese technology giants are paying for  
foreign TV content to boost subscriptions to 
their online services. Alibaba is in talks to  
invest in US Hollywood studio Lionsgate.  
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Youku Tudou, Sohu.com and Tencent have 
spent money on buying about 2,500 seasons 
of TV shows from the US, the UK and South 
Korea. 
  Sohu.com, founded by CEO Charles Zhang, 
is hungry for international TV content to deliver 
to young online-viewing consumers in China. 
Sohu.com records an average of 3 billion 
views daily. Currently, Chinese content  
accounts for 80% of the company’s video  
offerings, with the remainder provided from 
international sources. 
 
TV revenues 
Revenue from subscription TV will jump to 
US$19.7bn in 2018 from US$11.5bn in 2013, 
according to reports by PwC. 
  TV advertising in the middle of TV dramas 
lasting more than 45 minutes has been 
banned since 2012. During the same year, the 
government imposed restrictions on the 
amount of entertainment shows aired on 
broadcast TV, preferring to see more factual 
and non-fiction programmes. 
  This is expected to reduce the amount brand 
owners invest in TV commercials. GroupM 
studies show that TV in China will account for 
47% of all ad spend (RMB525bn/US$85.5bn) 
in the country during 2014. 
  Although TV continues to take the biggest 
share of advertising spend by medium in the 
country, the portion has dropped below the 
50% mark for the first time ever. 
  The restrictions on TV programming and  
advertising have seen ad budgets being  
redirected into the faster growing Internet  
advertising, especially as more TV networks 
set up online versions of their businesses. 
Even CCTV owns the Internet-only China  
Network Television (CNTV), an online multi-
channel platform.  
 
Film 
China is the world’s second biggest cinema 
market after the US. Revenue from ticket 
sales at cinema theatres in China is forecast 
to shoot up 88% to US$5.9bn in 2018 from 
US$3.13bn in 2013. The number of cinema 
ticket buyers is also predicted to jump to 642 
million from 446 million during the same  
period. The predictions are from PwC’s Global 
Entertainment and Media Outlook report  
covering 2014 to 2018. 
  As PwC points out, the 15,000 screens (in 
3,700 theatres) in China is small for the 1 bil-
lion-plus population. In comparison, the US 
has 40,000-plus screens for a population of 
323.7 million. However, it also means there is 
plenty of room for growth in China, where the  

growing number of middle-class consumers is 
prepared to pay to be entertained with high-
end movies at the cinema. 
  Government restrictions and quotas have 
prevented major overseas studios, including 
Hollywood, from making significant inroads 
there. But the government wants domestic to 
producers prosper at home and abroad. 
  Consequently, it is gradually making conces-
sions that have encouraged international  
movie-production companies to form partner-
ships with their Chinese counterparts to enter 
the market. 
  That development in itself has encouraged 
Chinese movie and cinema entrepreneurs to 
raise the standard and quality of their services. 
  The country’s biggest cinema chain Wanda 
Line Cinema, which is 68% owned by the  
Dalian Wanda Group, operates 142 multiplex-
es with 1,247 screens in 73 cities. It is seeking 
to raise more than US$300m on the Shanghai 
Stock Exchange. The Wanda Group also 
owns AMC, the US’ second largest cinema 
chain, which it bought for US$2.6bn in 2012. 
  Tech conglomerate Tencent Holdings has 
launched Movie Plus, an initiative designed to 
make movies from the rights it owns to online 
games, cartoon series and novels. Search 
engine company Baidu has set up iQiYi Pic-
tures, a movie studio planning to invest in both 
Chinese and international film. Alibaba has a 
significant stake in Alibaba Pictures Group 
(formerly China Vision Media Group). 
  The state-owned producer/distributor China 
Film Group Corp (CFG) is planning an IPO to 
raise US$740m. The company, one of China’s 
oldest movie studios, owns a state-of-the-art 
set with 16 soundstages not far from Beijing.  
  Via Warner China Film HG Group, a joint 
venture with Hollywood’s Warner Bros, CFG is 
well connected in the international movie  
business. Among the movies it has backed  
are John Woo’s Red Cliff, Stephen Chow’s 
CJ7, Edward Norton’s The Painted Veil, and 
the 2010 remake of The Karate Kid with Sony  
Pictures Entertainment. It is also investing in 
movies by Paramount Pictures (Marco Polo) 
and Legendary Pictures (Warcraft and  
Seventh Son). 
  Huayi Brothers Media Corp, a multimedia 
group known for its Chinese-movie produc-
tions, recently issued new shares on the 
Shanghai Stock Exchange. This enabled a 
new investment fund controlled by Alibaba’s 
Jack Ma and Tencent to raise their respective 
stakes in the company to 8% each (from about 
4% each). 
  But the real game changer could come from 
the Wanda Group’s owner, Wang Jialin, offi-
cially China’s wealthiest individual. He has    
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announced ambitions to build the headquar-
ters for the company’s international media 
business in Beverly Hills, a US$1.2bn hub to 
rival most Hollywood studios. 
  Jialin hopes to use the US operation to facili-
tate Sino-Hollywood co-productions. This 
should give Wanda Group access to the inter-
national film industry, which it will need to sup-
port major ventures back in China. 
  Another Jialin enterprise is the planned Qing-
dao Oriental Movie Metropolis, a US$4.9bn 
376-hectare private conurbation combining a 
movie studio, TV production facilities and a 
theme park. Located in Qingdao, the coastal 
city in Eastern China, the movie studio will 
host the production of 130 domestic and for-
eign films annually.  The Metropolis will be 
complemented by the planned Qingdao Film 
Festival. Both are scheduled to open in 2017. 
 
Music 
In terms of paid-for music, the world’s three 
biggest recorded music corporations 
(Universal Music Group, Sony Music Enter-
tainment and Warner Music Group) are hungry 
for a piece of China. So are their music  
publishing sister companies, Universal Music 
Publishing Group, Sony/ATV Music Publishing 
and Warner/Chappell Music.  
Historically, they have all had a presence of 
some kind in China, either via direct subsidiar-
ies or local representatives. But times are 
tough in the global music business and piracy-
ridden China is not helping. 
  Global sales of recorded music, traditionally 
the most accessible format for consumers, 
have dropped from about US$40bn in the late 
1990s to US$15.6bn in 2013, the last full-year 
figure published by trade organisation IFPI. 
  In this context, the US$82.6m IFPI reported 
for China last year is woeful for an emerging 
economy with more than 1 billion citizens. 
Sales income rose to US$94.3m in 2012 from 
US$79.1m in 2009 but legitimate sales of 
physical copyrighted recordings (CDs and  
music DVDs) continue to struggle. 
  As The New York Times recently pointed out, 
neighbouring Japan on its own accounts for 
US$3bn from recorded music revenues. 
  CMIC, China’s local music companies’ trade 
body, recently told IFPI that the value of digi-
tally distributed music (downloads and ring-
tones) reached US$4.9bn in 2013. However, 
less than 3% was returned as royalties to 
rights owners. That should amount to more 
than US$100m, an indication of how difficult it 
is, even for IFPI with its major resources, to 
assess what the real value is.  
  PwC is confident that combined with ticket 
sales from live concerts, which are relatively  

easier to control, music sales in total could 
reach US$960m in China by 2017. 
  Should streaming music services like Spotify 
(the world’s largest in terms of paying and non
-paying users), France-originated Deezer and 
US-based Pandora be able to enter the mar-
ket between now and then, music copyright 
owners could expect more revenue sources 
from the country. 
  This is what must have encouraged recent 
moves by the major labels, especially Warner 
Music and Universal Music subsidiary EMI, to 
ramp up their activities in China. 
  Warner Music already has offices in Beijing, 
Hong Kong and Taiwan’s capital, Taipei City. 
In November 2014, it signed a major licensing 
deal allowing the use of the Warner Music  
catalogue on Tencent’s numerous web  
services, including the streaming platform  
QQ Music. 
  With this licensing deal, Warner Music’s  
repertoire, including recordings from major 
international artists such as Bruno Mars, Tinie 
Tempah, James Blunt, Radiohead, Tina 
Turner and David Bowie, will be legally availa-
ble to the 800 million-plus users of Tencent’s 
Messenger, a mobile messaging service. 
  Additionally, in April, Warner agreed to buy 
Gold Typhoon Group, one of the country’s big-
gest independent label companies. The seller 
was the Asian division of Luxembourg-based 
investment house Pacific Capital. 
  With a reported 3.5% of the legal local music 
market, Gold Typhoon manages a catalogue 
of more than 600,000 songs. It has offices in 
Beijing, Chengdu, Shanghai, Guangzhou, 
Hong Kong and Taipei, and contracts with 
leading Asian acts and producers from main-
land China, Taiwan, Malaysia and other Asian 
markets. 
  There are hundreds of unlicensed digital  
music services in China but the crop of legal 
music services is equally growing. 
  High-profile Internet companies like Baidu, 
Tencent, Alibaba, telecoms groups China  
Telecom and China Mobile, plus web portals 
like NetEase offer licensed music and are  
becoming protective about it.  
  Alibaba owns streaming platform Xiami.com; 
Tencent operates a rival streaming channel 
QQ Music and Baidu Music is a mobile app 
formerly called Baidu Ting. 
  Having gone legitimate, this new generation 
of Chinese digital music service providers are 
now as protective of their businesses as their 
Western counterparts have always been. 
  Other Chinese-developed services include 
Douban.com (similar to SoundCloud); Duomi, 
a Chinese subsidiary of US-based electronic 
goods maker Sonos; and Kuwo Music Box  
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(from Beijing-based music technology devel-
oper Kuwo Science and Technology). 
  Google attempted to enter the Chinese digital 
music sector in 2009 but gave up the struggle 
against local piracy in 2012. 
  Copyright infringement litigation killed off 
some illegal services that had once been  
provided by the major players. In 2011, for 
example, Baidu was one of 14 illegal music 
service providers “punished” by the govern-
ment for giving online visitors easy access to 
unlicensed digital music websites and  
downloadable tracks via its search engine. 
  Baidu agreed to remove all the illegal tracks 
from its website and a government clampdown 
led to its MP3 service being blocked in China. 
  Collaborations designed to combat the  
abuse of intellectual property (IP) continued in 
May this year when the UK and Chinese  
creative industries, including the music sector, 
formed the Global Digital Media and Entertain-
ment Alliance. 
  The alliance’s signatories, which include  
Universal Music, Tencent and Xiaomi, agreed 
to promote long-term trade agreements  
between the two countries’ creative industries. 
The pact is expected to yield £2bn worth of 
business in its first year. 
  About 80% of the music available on digital 
services, downloads and streaming, legal and 
illegal, are Chinese-language repertoire.  
Inevitably, the activities of the digital services 
are affecting China’s leading local record  
labels too. 
  They include the state-operated China Rec-
ord Corporation, which owns some of the  
oldest recordings in the country. There is also 
Shanghai Synergy Group, part of the Shang-
hai Media & Entertainment Group that also 
owns the major TV and movie production com-
pany Shanghai Media Group. Huayi Brothers 
Media Group produces music via a label  
subsidiary as well as movies and TV shows.  
  These Chinese music labels and digital  
music distributors are part of the Alliance of 
Digital Music Industry formed in Beijing in 
2011. The organisation was set up to prove to 
local and international copyright officials that a 
genuine effort was being made to counter the 
threat of piracy. 
  The alliance is still said to be in operation, 
but its contribution to anti-piracy measures is 
difficult to measure. 
  Max Hole, chairman and CEO of Universal 
Music’s international division, has constantly 
stated that he is optimistic about the potential 
China offers to the international music  
business. 
  In 2011, he was involved in one of the first 
digital distribution arrangements between  

Baidu and One-Stop China (OSC), a joint  
venture established by Universal Music,  
Warner Music and Sony Music. The arrange-
ment made it easier for Baidu to drop its illegal 
activities and reach authorised deals with the 
foreign record labels. 
  “The Chinese have virtually bypassed the 
business model that we came to rely on so 
effectively in the West and Japan over the 
past 50 years,” Hole said at a Music Matters 
Conference in Singapore in May. “The tradi-
tional model of purchasing musical product, be 
it physical or digital, has never really existed in 
China on any major scale. The market is mov-
ing straight to one where it’s all about securing 
access to tracks. We are in the middle of an 
extraordinary transition and it’s very exciting to 
be part of it.” 
 
Print media  
By virtue of its population size, China has the 
largest newspaper sector by circulation  
volume. More than 130 million copies are  
distributed daily, a figure forecast to grow to 
178 million by 2017 (PwC figures). There are 
an estimated 1,900 newspapers in the coun-
try. In terms of circulation, about 27% are  
dailies, followed by 25% for weeklies, accord-
ing to IBISWorld. 
  Because cover prices are very low, the news-
paper sector has not been decimated as much 
as it has been by online news in the West. The 
newspaper sector is expected to yield 
US$16.6bn in revenues this year. 
  Most titles are government-controlled. They 
include Reference News with about 3 million 
copies sold daily. It is part of the Xinhua News 
Agency, the Communist government’s official 
news service.  
  The People’s Daily has a circulation of about 
2.5 million, making it the largest broadsheet in 
China. The Global Times, a daily tabloid, is the 
People’s Daily’s sister newspaper. The  
English-language China Daily is where the 
government announces news aimed at the 
international audience. 
  Each of the country’s 22 provinces, which 
report to the Communist national government, 
controls a local newspaper. Despite the  
government influence, there are some titles 
that are known for their rebellious stance.  
Examples are the Southern Daily and its sister 
titles, the tabloid Southern Metropolis Daily 
and Southern Weekly (or Southern Weekend).  
  Southern Weekly, with a circulation of about 
1.6 million, is said to be China’s largest weekly 
newspaper. Although published by Guang-
dong’s provincial government, the Metropolis 
Daily and Southern Weekly are known for  
being outspoken in their editorial.  
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  Southern Weekly’s employees staged an anti
-censorship protest outside its offices last 
year. A price has been paid for that defiance. 
This month (November 2014), writer and  
activist Guo Feixuong was in court for having 
joined the demonstrators against media cen-
sorship. He has been charged with “gathering 
crowds to disturb public order”. 
  Other leading newspaper publishers in China 
are Nanfang Media Group, Beijing Daily 
Group, Wenhui-Xinmin United Press Group, 
Shenzhen Press Group, and Guangzhou Daily 
Newspaper Group. 
  Wenhui-Xinmin United Press Group is a  
major publisher of several newspapers,  
including the Shanghai-based Wenhui Bao. It 
is ranked the second biggest newspaper 
group in China. The Guangzhou Daily Group 
prints the nationally distributed Guangzhou 
Daily, with a 1.8 million circulation, 15 local 
and themed newspapers, five magazines and 
two websites. 
  Nanfang Media Group owns the Guangdong 
Twenty-First Century Media Company, which 
publishes mainly business titles. These  
include the daily newspaper 21st Century Busi-
ness Herald, the weekly newspaper Money 
Week, a monthly magazine called 21st Century 
Business Review, and Forbes China. The  
Herald claims a circulation of 762,000.  
Executives and journalists at the Herald and 
its online edition were recently arrested for 
alleged illegal practices, including exhorting 
money from companies seeking to avoid  
negative coverage. 
  Beijing Daily Group publishes 10 titles,  
including Beijing Daily and Beijing Evening 
News, with a combined circulation of 2.3  
million a day for its flagship titles. It uses cor-
respondents in China, Russia, the US, France, 
Belgium and Japan. 
 
Books 
China is ranked as the second biggest book-
publishing market in the world behind the US. 
The lower GDP per capita and archaic distri-
bution and marketing infrastructure for the 
mostly print books have hindered rapid 
growth. However, it is hard to ignore the  
commercial prospects. 
  There are officially 580 publishers in China 
and all are state-owned. Traditionally, they 
have been regulated by the General Admin-
istration of Press and Publication (GAPP).  
But in March 2013, the country’s State Admin-
istration opted to merge GAPP with SARFT, 
the broadcast regulator to create the multifac-
eted SAPPRFT. Industry observers say no 
specific reason was given for the merger but 
they suspect the idea is to encourage media  

conglomerates to consider investments in a 
wider range of industry categories. 
  About 40% of the book publishers are locat-
ed in Beijing, followed by another 7% in 
Shanghai. The remainder are spread sporadi-
cally around the country. Private commercial 
publishers are officially banned, but so-called 
“cultural agencies” effectively have the same 
function. Increasingly, the government-owned 
operations and the private enterprises are  
collaborating with each other.  
  The government publishing houses are learn-
ing to adopt the professional expertise of the 
‘unofficial’ private cultural agencies. In fact, 
some state publishers are investing in their 
private counterparts. And the private publish-
ing firms need their state counterparts for the 
required ISBN, the unique identifier number 
each book title needs for commercial sales.  
  According to a report called Buchinfor-
mationszentrum Biz Peking (the Frankfurt 
Book Fair’s link to the Chinese sector), the 
leading 10 Chinese publishing conglomerates 
are Nanjing-based Jiangsu Phoenix Publishing 
& Media, Hunan Publishing Investment Hold-
ing Group in Changsha, Beijing-based China 
Education Publishing & Media Group, Shan-
dong Publishing Group, Anhui Publishing 
Group, Zhejiang Publishing United Group, 
Jiangxi Publishing Group, Hebei Publishing & 
Media Network, China Publishing Group Corp, 
and Guangdong Publishing Group. 
  Although state-controlled, they are encour-
aged to function as commercial enterprises. 
Jiangsu Phoenix Publishing & Media is on the 
Shanghai Stock Exchange. The top four of the 
10 are reported to be valued at more than 
RMB100bn (US$16.3bn) each. 
  More than 400,000 titles were officially  
published in 2012, the most recent figures 
from SAPPRFT. Nearly 60% were new titles. 
Together, they generated RMB72.4bn 
(US$11.8bn). Education textbooks account for 
almost 60% of the total national sales.  
Children’s and Young Adult books are among 
the fastest growing categories. 
  Foreign publishers are welcome to bring their 
logistics and distribution expertise into the 
country, but not their publishing business.  
This is in a country where every publishing 
project requires the scrutiny and approval of 
government officials. Foreign companies face 
challenges to prove their publications are not 
subversive.  
  Several, including Pearson, Hachette, 
HarperCollins, Springer, Bertelsmann, Oxford 
University Press, Reed Elsevier and McGraw-
Hill have some kind of presence in China. But 
they are mostly through joint ventures, via 
which some publishing activity takes place.  
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  To export books into China, foreign compa-
nies have to work with the China National 
Publications Import& Export Group Corpora-
tion (CNPIEC), the cultural exchange  
organisation. Last year, it co-launched the 
CNP e-Reading platform, which invites  
international academic publishers to upload 
their work for the Chinese market to access.  
It is very much a controlled move, but it gave 
300-plus international publishers an opportuni-
ty to raise their profile in an otherwise difficult 
country to enter. 
 
E-books 
Figures published by People’s Daily showed 
that online books sales (physical and digital) 
rose 30% last year to generate revenues of 
RMB16bn (US$2.6bn). The domestic e-book 
business is still at the nascent stage and  
represents a tiny fraction of total book sales.      
  But a study by research company Enfodesk 
predicts original e-book content alone (as  
opposed to digital versions of existing  
print books) will generate more than US$1bn 
by 2015. 
  The online book retail and publishing busi-
nesses in China are difficult to negotiate. In 
2004, Amazon.com, the pioneering interna-
tional e-book retailer, paid US$75m for Beijing
-based online retailer Joyo.com, then China’s 
biggest online retailer, to gain a foothold in the 
online books retail sector for selling both print 
books and e-books. Joyo.com became  
Amazon.cn. 
  Amazon launched the Kindle, its first e-book 
reader, in the US in 2007. It was not until  
December 2012 that the company started  
selling e-books in China. And it was not until 
June 2013 that the Kindle Fire and other  
versions of the Kindle entered the country. 
  Amazon’s Kindle and e-books are available 
via Amazon.cn. Its biggest competition  
includes Chinese online retailers 
Dangdang.com. Dangdang shares are traded 
on the US stock exchanges NYSE and 
NASDAQ. Another rival is Jingdong Mall, 
which is also known as JD.com and used to 
be called 360Buy. 
  The state’s Xinhua Bookstore, the country’s 
largest chain of brick-and-mortar bookstores, 
does not seem to be fighting too fiercely on 
the digital front. Instead, it has focused on its 
international branches in London, New York, 
San Diego, Hong Kong, and Melbourne. 
    The e-book reader industry in China is quite 
fragmented. Consumers can download apps 
on to their smartphones. Some also use local-
ly made e-readers such as the Tianyibook 
(also known as Skytel), a device distributed by 
telecoms group China Telecom since 2013.   

  While Amazon’s Kindle offered access to 
only 40,000 titles in local dialects that year, 
Tianyibook gave access to 300,000 titles in 
Mandarin and Cantonese. But Hanvon Tech-
nology is the country’s largest e-reader manu-
facturer; it is known for its WISEreader and 
mobile tablets. 
  Research shows Chinese book lovers are 
bypassing the dedicated e-reader device.  
Instead, they prefer mobile apps on 
smartphones and tablets (such as Google’s 
Android devices, and Apple’s iPhone or iPad) 
to purchase and read e-books. 
  With nearly 1 billion mobile subscribers, the 
growth potential appears to be with wireless 
careers. So e-book retailers sell their online 
wares via the telecommunications networks. 
  China Mobile is officially recognised as the 
largest e-book distributor in the country, hence 
rival China Telecom’s determination to offer 
competition. China Unicom, another telecoms 
giant, is also aggressive in the e-books  
distribution business. 
  Acquiring digital-sales rights to books printed 
by the big publishing houses is not easy in a 
business where the government controls what 
is printed. For China’s growing number of self-
published authors the e-book technology has 
been a blessing. 
  Cloudary Corp is a major dedicated e-book 
publisher with more than 6 million titles in its 
catalogue. It reportedly represents more than 
70% of the original literature and novels 
(majority reportedly fantasy and sci-fi)  
produced independently in China. It has 
adopted the Internet as a platform to enter the 
restricted traditional book-publishing industry.  
  Cloudary, part of the Shanda Interactive  
Entertainment, is co-funded by private equity 
from Singapore’s Temasek Holdings and  
investment bank Goldman Sachs. US invest-
ment firm Carlyle Group has acquired a stake 
too. The company has begun exploiting the 
rights to some of its self-published literary  
titles for adaptations in video games, TV 
shows and movies. 
  In November, Cloudary announced plans to 
merge its digital publishing operation with  
Tencent Literature, which belongs to tech  
giant Tencent Holdings. The combined entity 
would be a US$2bn digital literary venture. 
  Other digital publishing operations include 
Fanshu.com, part of the government-
controlled Founder Technology Group. Search 
engine company Baidu, which took a 40% 
stake in Fanshu.com in 2011, expanded its  
e-book portfolio with the acquisition of 
Zongheng e-retailer for RMB191.5m in De-
cember 2013. This added 100,000-plus new  
e-book titles to another Baidu enterprise called  
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Yuedu.Baidu.com. 
  However, international publishers will have 
problems finding space on e-bookstore 
shelves. Several regulatory hurdles make it 
difficult to gain the publishing rights to distrib-
ute and sell in China. 
  
Advertising 
According to global media agency ZenithOpti-
media, brand owners spent US$41bn on  
advertising in China in 2013 via the traditional 
media outlets, including TV, newspapers, 
magazines, outdoor advertising and radio. A 
growing proportion of the ad expenditure came 
from digital media too. 
  Although growth will continue, the rate will 
slow down in line with the national economy. 
State-run broadcaster CCTV has traditionally 
grabbed the biggest chunk of the advertisers’ 
budget annually. Because it reaches the vast 
population nationally, it holds annual auctions 
where advertisers are invited to bid the highest 
prices for the ad spots.  
  In 2013, this generated RMB15.9bn 
(US$2.6bn) from the prime-time slots alone, 
up from RMB14.3bn, according to research 
company Marbridge Consulting. This year, for 
the first time, CCTV has decided not to  
disclose the results of the auction. 
  But industry observers predict a slowdown 
for CCTV’s revenue due to the impact of 
online advertising. Baidu, the search engine 
and Internet service provider, generated  
almost RMB32bn (US$5.2bn) from Internet 
ads in 2013. 
  In all, China is forecast to be among the  
fastest growing ad markets in the coming 
years. Currently, it is the world’s third largest 
after the US and Japan. ZenithOptimedia  
predicts it will overtake Japan to the second 
place slot by 2016. 
  Between the end of 2013 and the end of 
2016, advertising spend in China will have 
grown another US$16bn to yield an estimated 
US$57bn in 2016, ZenithOptimedia says. 
  Another report, This Year, Next Year: China 
Media Forecasts by GroupM, also predicts 
growth with total media advertising jumping 
9.8% to RMB525bn (US$85.5bn) in 2015 from 
RMB473bn (US$77.2bn) in 2013. 
  Whatever the actual figures will be in the next 
few years, TV still accounts for the largest  
single slice of the advertising pie currently. But 
GroupM’s report indicates TV’s dominance 
has started to wane. It will drop below the 50% 
share for the first time to 47% by this year’s 
end. GroupM expects advertisers to spend 
RMB221bn (US$36bn) in 2014. 
  As in several major and emerging econo-
mies, advertising on radio will grow while print  

media ad spend will decrease. A booming  
cinema sector will see investment in big 
screen ads rise at a fast rate, by a compound 
annual growth rate of almost 13% between 
2013 and 2018. But cinema ads have always 
represented a small share compared to other 
media platforms. It is expected to yield 
US$133m in 2018, from US$73m in 2013. 
  Another rapidly growing medium for advertis-
ers is the emerging digital outdoor billboards 
that consumers are increasingly interacting 
with via their mobile apps. China is set to  
become the world’s second-largest outdoor 
digital advertising market by 2017. 
  Online and mobile advertising expenditure 
are going to have a significant effect on the 
market’s future. 
  GroupM notes that online advertising  
exceeded RMB100bn (US$16.3bn) for the first 
time in China in 2013, with growth expected 
be running at a staggering rate of 35% in 2014 
and 33% in 2015. This has made China the 
world’s second-largest online advertising  
market after the US. 
  Another analysis by PwC sees online adver-
tising growing to US$25.6bn by 2015 from 
US$10.05bn in 2012, at an annual compound 
growth rate of 12%-plus. 
  The main platforms carrying the majority of 
online ads are those providing search engines, 
social media and e-commerce. They include 
those operated by staple names like Baidu, 
Alibaba Group and Tencent. 
  Advertisers at home and abroad are eager to 
understand the potential of mobile advertising 
in China, where there are as many mobile 
subscribers as there are number of citizens. 
  Figures from China Internet Watch show that 
the country currently has 1.27 billion mobile 
customers with 480 million 3G users and 30 
million 4G users. 
  And the hundreds of millions of mobile  
subscribers using messaging apps such as 
Tencent’s WeChat, playing mobile games and 
increasingly adopting mobile payment are 
making the wireless platform very attractive  
to marketers. 
  The Internet Advertising Bureau calculates 
that an estimated 71% of Chinese mobile 
phone customers watch full-length videos on 
their handsets (compared to 28% in the US). 
  Analysts foresee a solid foundation for  
mobile ads in China. Although starting from a 
low base, mobile ad spend will deliver 
US$4.1bn in revenues in 2017 from US$2bn in 
2014, according to PwC data.  
 
Ad agencies 
The four leading global advertising multina-
tionals have interests in China. UK-based  
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market leader WPP Group, Omnicom Group in 
the US, France’s Publicis Groupe and another 
US corporation, IPG (Interpublic Group of 
Companies), have had subsidiaries in China 
for several years. Japan’s Dentsu has also 
been ramping up its global activities to include 
China as has Havas in France. 
  Publicis is one of the agency groups commit-
ted to China with offices in Beijing, Guang-
zhou, Shanghai and Hong Kong. It has always 
wanted China to be its second biggest market 
after the US. 
  Omnicom has been US-focused for decades 
but can no longer avoid the importance of  
China. It owns Beijing DDB. But there are 
many, many more opportunities than even the 
industry realises. 
  An Advertising Age story stated that WPP 
owns or has interests in about 50 agencies in 
China with 16,000 employees, which generate 
nearly US$2bn in business annually. About 
40% of its revenues come from Chinese  
companies (as opposed to international 
brands with local offices).  
  In the past couple of years, WPP and  
Publicis in particular have been on a spending 
spree to meet marketers’ demand for greater 
awareness of their brands in the country.  
They are keen on the digital marketing skills 
developing there. Via its subsidiaries, WPP 
recently snapped up social media marketing 
agency Teein and digital marketing agency 
IM2.0; it also owns a network of social media 
analytics agencies via another subsidiary, 
Kantar Media. 
  Into Dentsu’s stable came digital agencies 
Trio and Beijing Wonder Advertising to join its 
traditional office in Beijing. Havas started its 
own digital agency, Socialistic China, to com-
plement its other traditional agencies in Hong 
Kong, Beijing, Shanghai and Guangzhou. 
  Other international agencies committed to 
China are the independently owned Leagas 
Delaney Shanghai; Grey Group China (WPP); 
Ogilvy & Mather (WPP); JWT (WPP); DDB 
China (Omnicom);PHD (Omnicom); Interone 
(Omnicom); Newsum (WPP); and BBH 
(Publicis). 
  Influential local, traditional and digital market-
ing agencies include Charm Communications, 
famous for brokering the spots sold on the 
much in-demand CCTV networks. 
  There are numerous other domestically 
grown agencies: Guangzhou-based Guang-
dong  Advertising Company, A4A, Amber 
Communications, Vitamine and Advocacy. 
Marketing agency Blue Focus has been  
expanding outside China: it recently bought 
We Are Social, the London-based international 
social media marketing agency.  

Brand owners 
China’s expansive economy has inevitably 
attracted the attention of global brand owners 
targeting the growing middle class, their  
increasing disposable income and the widen-
ing appetite for consumer products. 
  Despite having a presence in China since 
1927, soft drinks giant The Coca-Cola Compa-
ny continues to spend heavily on advertising in 
a country where the consumption of its world-
famous fizzy drink is still relatively low. 
  It joins Procter & Gamble, Unilever, KFC and 
Pizza Hut owner Yum Brands as well as  
confectionary giant Mars as the global brand 
owners spending the most in China. 
  Among the domestic players is the food  
division of Zhejiang Dali Technology Compa-
ny, the conglomerate also famous for its  
consumer electronic goods. 
  The Huangzhou Wahaha Group, which has 
interests from a wide variety of consumer 
goods ranging from dairy foods to beverages, 
operates 150 subsidiaries in China. Ting Hsin 
International Group is Taiwanese but it is also 
one of China’s biggest food manufacturers. 
  However, it is the international luxury brands 
that are expected to underpin the long-term 
health of advertising in China. 
  Last year, French beauty and cosmetics  
giant L’Oreal spent US$840m on Magic  
Holdings International, one of the biggest  
companies in China’s US$15bn skincare  
sector. L’Oreal is also one of the five leading 
advertisers in China, which is the third biggest 
cosmetics market worldwide. 
  L’Oreal knows what it is doing. According to 
research by Bain & Co, in 2013, Chinese  
consumers alone accounted for 28% 
(US$84bn) of the global sales of luxury goods 
and brands. L’Oreal’s rival Esteé Lauder,  
carmakers BMW and Mercedes-Benz, and 
high-end fashion brands Dior, Burberry, Coach 
and Louis Vuitton dominate the leading  
international luxury brands that Chinese  
consumers crave.  
  Hong Kong-based conglomerate Chow Tai 
Fook Enterprises is among the handful of 
Asian-originated companies that can compete 
against the multinationals in China. It is  
famous for its jewellery. 
 
Live Entertainment: Music 
Live entertainment, in terms of music and out-
of-home theme parks, is growing in China. 
Both need large audience sizes and China’s 
massive population and the importance of 
family to the culture makes the market an ideal 
target for developers of live shows and spec-
taculars. 
  US-headquartered Live Nation, the world’s  
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biggest concert promoter, has been operating 
in China since 2005. In a joint venture with 
Beijing Gehua Cultural Development Group, a 
subsidiary of Beijing’s municipal government, 
it organised tours for several global acts from 
Bob Dylan to Avril Lavigne. 
  These arrangements are facilitated by the 
fact that several foreign record companies, 
including the major labels Universal Music 
Group, Warner Music Group and Sony Music 
Entertainment, have a physical presence or 
representative in the market. 
  Last year, Live Nation China officially set up 
business in Shanghai to help include Chinese 
cities in the international tours packaged for 
domestic and foreign artists. The Shanghai 
office works with Live Nation Asia in Hong 
Kong. 
  Ticketmaster, now a Live Nation subsidiary, 
has had mix fortunes in China. It first entered 
the market in 2007. It was part of Beijing  
Gehua Ticketmaster Ticketing Company, an 
alliance that included Beijing CSI Ticketing 
Development Company, China Sports Industry 
Group, and Beijing Gehua Cultural Develop-
ment Group. The joint venture was the exclu-
sive ticketing service provider for the Beijing 
Summer Olympic Games in 2008. However, in 
2010, Live Nation took over Ticketmaster  
globally and venture was quietly shut down. 
  Live Nation’s biggest competitor AEG Live 
operates a division called AEG China. It hosts 
major live events in music, sports and other 
out-of-home entertainment. It manages  
sponsored venues such as Shanghai-based 
Mercedes-Benz Arena and the MasterCard 
Center in Beijing. Both have an 18,000  
audience capacity each. And international  
superstars ranging from Beyoncé and Jennifer 
Lopez to Justin Bieber and Metallica have  
performed at the venues.  
  AEG also promotes live spectaculars, such 
as Cirque du Soleil shows. The majority of its 
audience is usually overwhelmingly Chinese. 
The demand from domestic audiences has 
contributed to the Ministry of Culture making 
the application for touring visas easier by  
offering more transparent information on  
its website. 
  Organising concerts and music festivals in 
China are challenging. The logistics for ensur-
ing artists and stage equipment arrive on time 
can be difficult, due mostly to the underdevel-
oped nature of large-scale events in the  
sector. Additionally, the lack of experienced 
personnel can lead to unforeseen disasters. 
 The annual China Music Valley Festival  
started as a Live Nation joint venture with the 
local officials in the Pinggu District in east  
Beijing. It reportedly turned out to be a  

disaster exacerbated by a combination of  
unpredictable weather and difficult travel  
conditions for the performing artists. But this 
year’s edition received positive reviews for 
both the organisation and the line-up that  
included local acts like rock bands Black Pan-
ther, Tang Dynasty, and XTX and pop stars 
Zheng Jun, Zhang Zhenyue, and Yang Kun. 
  The complex geographical landscape means 
touring from city to city has to be by plane  
instead of by road. That can be expensive for 
a band with a large entourage. Several  
Western promoters are using to building 
shows around the venue infrastructure in their 
home markets. That, however, might not 
translate so easily to China. 
  To determine which artists will sell success-
fully, promoters cannot measure authentic  
record sales in piracy-ridden China the way 
they do in the US and Europe. Instead, they 
analyse an artist’s popularity on social-media 
networks. 
 
Live Entertainment: Theme parks  
Family-focused leisure activities are in  
demand in China. Industry research organisa-
tion AECOM predicts that more than US$23bn 
will be spent building 59 more theme parks 
between now and 2020. 
  IBISWorld estimates that the theme and 
amusement parks in China will generate 
US$3bn in revenues in 2014. That is a 9.6% 
growth from 2013. At an average annual 
growth rate of 12% in the past five years, the 
sector’s potential is large. 
  Compared to the US, where The Walt Disney 
Company’s Disney Parks and Resorts,  
Universal Studios Theme Parks, Sea World 
Entertainment, Six Flags Entertainment  
Corporation, and Cedar Fair Entertainment 
Company alone generated US$20bn based on 
ticket sales last year, China’s market is still 
underdeveloped.  
  Of the world’s Top 10 theme park operators, 
only OCT Resorts is from China. Its portfolio of 
leisure parks includes Shenzhen Window of 
the World, a 480,000m2 miniature global vil-
lage packed with replicas of the world’s most 
famous tourist attractions. OCT’s Happy Val-
ley chain of theme parks can be found in 
Shenzhen, Beijing, Chengdu, Shanghai, Wu-
han and Tianjin. Combined they entertain 26 
million visitors a year. 
  The US$3.3bn International Ocean Resort on 
Henquin Island, southern China, includes ma-
rine park Ocean Kingdom. Its Guangzhou-
based Chimelong Water Park was designed 
by Vancouver-headquartered WhiteWater At-
tractions and Toronto-based Forrec. The oper-
ator for both is the privately owned company  
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Chimelong. State-run brands take in the  
Beijing Shijingshan Amusement Park and  
Suzhou Amusement Land in the Jiangsu  
province. The world’s most visited parks  
include those operated, developed and fran-
chised by international conglomerates. And 
Disney plans to repeat its success in China. 
The Shanghai Disney Resort, costing U$4.4bn 
to build, is scheduled to open by 2016. 
  Rival Universal Studios has embarked on a 
competing US$3.3bn 300-acre movie-themed 
park in Beijing. It will be co-owned by  
Universal and the Beijing Shouhuan Cultural 
Tourism Investment Company, a consortium 
of state-owned enterprises. It is scheduled to 
open in 2018. 
  US-based Cedar Fairs, which has focused its 
attention on mostly the US, has also  
expressed ambitions for China. Another  
American operator Six Flags Entertainment 
has joined forces with a land developer to 
build a chain of Six Flags branded parks in 
China. 
  Hollywood movie studio DreamWorks Anima-
tion has invested in DreamCenter, an amuse-
ment complex in Shanghai with attractions 
based on its box-office hit Kung Fu Panda. 
  Dalian Wanda Group, the real estate and 
movie entertainment company belonging to 
China’s richest individual Wang Jialin, is  
investing billions in about five new theme 
parks. They include Wanda City, Treasure 
Gourd Farm, plus ventures in Hefei and Wuxi.    
  Another one is being built as part of Wanda 
Group’s US$4.9bn Qingdao Oriental Movie 
Metropolis.  
  The Fantawild chain of parks owned by  
conglomerate Huaqiang Group is embarking 
on an expansion spree during the next couple 
of years. 
  These developments represent significant 
progress compared to the state of the sector 
as recently as five years ago, when the  
country kick started a chain of several amuse-
ment parks, which then fell into disrepair  
before being completed. One such venture 
was the 250-acre Fushun Dreamworld Theme 
Park designed by US-based Gary Goddard 
Entertainment. That is being revived under a 
new brand name, Hotgo Park.  
 
Video games 
Earlier this year, it was reported that China 
was lifting its ban on imported video game 
consoles. The ban originally came into effect 
in 2000 on the grounds that video games were 
corrupting young minds that should have been 
focusing on their studies. Video games  
featuring sex, drugs, violence and any content 
thought to be offensive to China remain  

officially prohibited. 
  When the 14-year restriction was lifted in 
January, Xbox manufacturer Microsoft was 
among a group of foreign games publishers 
and console makers that started sealing  
alliances with local companies to take  
advantage of the relatively relaxed regime. 
  Closer analysis reveals that the ban’s  
termination is only a temporary measure. 
Moreover, it comes with several conditions. 
The consoles must be manufactured in the 
Shanghai Free Trade Zone (SFTZ) where the 
Communist government allows more open 
business transactions to take place. 
  According to research by China Briefing, 
(foreign-invested) enterprises wishing to make 
and sell video consoles must apply to the 
Shanghai Municipal Administration of Culture, 
Radio, Film & TV for a permit. They estimate 
the application process takes about 20 days.| 
  China Briefing’s analysis also concludes that 
efforts to enter the Chinese games-console 
market legitimately are worthwhile. It values 
the market as the world’s third largest,  
expected to generate about RMB123bn 
(US$20bn) this year. Although more conserva-
tive forecasts from PwC indicate the revenues 
will jump to US$11.4bn in 2017 from US$4bn 
in 2008 and US$7.8bn in 2012. 
  Figures like these encouraged Microsoft to 
form a joint venture with BesTV New Media 
Company, a subsidiary of the Shanghai  
Media Group, in April. Their joint venture  
E-Home Entertainment Development  
Company became SFTZ-registered and was 
the first to import foreign consoles after the 
ban was lifted.  
  During the first week after the 29 September 
launch, only about 100,000 units of the Xbox 
One were sold. According to reports, at 
US$700 each, the device has proven to be 
very expensive for local gamers. It is about 
US$500 in the US. 
  Sony has clinched a similar partnership with 
GoerTek, the Chinese audio and acoustic-
products maker. In May, the Japanese  
entertainment and technology giant also 
formed an alliance with Shanghai Oriental 
Pearl Group, the state-operated multimedia 
company, to manufacture console devices and 
publish games for the PlayStation range,  
including the current PlayStation 4. Sony had 
previously been in China with the PlayStation 
2 but pulled out in 2004 because of the tough 
trading conditions.  
  China-based consumer electronic goods 
maker TCL Multimedia Technology Holdings 
has pledged to make consoles that make it 
possible to play Android-mobile games on 
smart-TV sets. ZTE, the domestic telephone- 
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equipment manufacturer, has also unveiled 
ambitions to enter the games sector. 
  Nintendo has taken tentative steps into the 
mainland with iQue Player, a console devel-
oped with Chinese tech entrepreneur and  
software developer Wei Yen. 
  The main obstacle to their potential pro-
spects is the poor-quality fake but very cheap 
versions of the major console brands.  
Microsoft’s Xbox plus devices by Nintendo 
(from handheld hardware to the remotely  
controlled Wii) and Sony Computer Entertain-
ment (the PlayStation range) are ubiquitous. 
But a substantial proportion is counterfeit. And 
for the genuine articles, the high export duties 
make them too expensive to be attractive to 
the average serious gamers. 
  Due to the ban, the absence of legally  
available consoles created a vacuum in which 
the online and mobile games thrived. This 
trend was also spurred by investments by the 
Chinese tech giants, including Tencent, Baidu, 
and Alibaba. 
  The mobile-games sector alone is forecast 
by China Internet Watch to generate more 
than RMB20bn (US$3.3bn) this year. Growth 
rate is expected to see revenues double to 
more than RMB40bn (US$6.5bn) next year. 
The three leading provinces in terms of the 
number of players are Guangdong, Jiangsu 
and Zhejiang. 
  Other studies by SuperData Research and 
App Annie predict China will overtake the US 
as the world’s biggest mobile games market, 
in terms of revenues and number of download-
ed apps, in the next couple of years. In fact, 
the accelerating growth of mobile games in 
China is expected to stimulate total games 
growth to more than US$100bn globally by 
2017. 
 
Internet technology 
Figures from China Internet Watch show that 
the country currently has 641 million Internet 
customers plus 1.27 billion mobile customers, 
with 480 million 3G users and 30 million 4G 
users. An estimated 81% of mobile users are 
reported to access the Internet via their 
handheld devices.  
  Such figures have made China appealing to 
investors in digital media and entertainment. 
Yet the penetration of desktop and mobile  
Internet remains a fraction of the total popula-
tion. This creates extensive potential for 
growth and those who are filling that gap are 
Chinese business people using the Internet to 
create their own digital media fiefdoms. 
  As mentioned earlier in this report, the Inter-
net has inspired a whole new generation of 
young digital media entrepreneurs.  

  Former schoolteacher Jack Ma founded 
Alibaba Group, the world’s most valuable  
e-commerce website. Robin Li created Baidu, 
China’s answer to Google, while Ma Huateng 
built Tencent into a global media and technol-
ogy conglomerate. 
  A relative newcomer is Lei Jun who has 
made it the mission of his company Xiaomi to 
manufacture cheap smartphones for mass 
online consumption in China. 
  Unlike the technologists in Western coun-
tries, these Chinese digital media magnates 
feel the Internet opens up the market for them 
to provide whatever service they want. 
  So while Google spent years focussing on 
search engines, eBay on online auctions,  
Amazon.com concentrating on online retail, 
Yahoo! enhancing its web portal status and 
Facebook establishing social media, Tencent, 
for example, did not see barriers: it has  
interests in all of those sectors. 
  Tencent offers web portal QQ.com, instant 
messaging via Tencent QQ, multiplayer online 
games on QQ Games, the social-media  
messaging software WeChat, and a Twitter-
like microblogger Tencent Weibo. Tencent is 
also a major investor in video and digital 
games developers. Additionally, it has gained 
a reputation for generating revenues from  
selling virtual goods on its websites, mobile 
apps and gaming services. 
  Alibaba’s e-commerce services are gaining 
traction in the Western economies faster than 
Amazon.com is gaining business in China. In 
addition to launching an IPO on the New York 
Stock Exchange that has given it a stock  
market value of more US$265bn, Alibaba  
successfully raised US$8bn on 21 November 
from its first-ever bond offering. 
  It is certainly the world’s largest online  
marketplace, offering virtual stalls to hundreds 
of small businesses needing Internet  
technology foundations to sell their goods and 
services. It also operates a consumer retail 
service, a web auction site (Taobao), an  
online payment system (Alipay) similar to  
PayPal, and several other retail-related  
digital ventures.  
  In the media and entertainment space,  
Alibaba owns an 18.5% stake in Youku Tudou, 
China’s leading video-streaming platform. The 
company is also the biggest shareholder in the 
movie production firm China Vision Media 
Group, which is listed on the Hong Kong Stock 
Exchange (and is soon to be renamed the 
Alibaba Film Group Company).  
  Additionally, Alibaba is part of the consortium 
that has 20% of Guangzhou-based 21st  
Century Media, which in turn owns a series of 
newsprint titles such as the 21st Century  
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Business Herald, 21st Century Business  
Review, Moneyweek and the Chinese edition 
of Forbes magazine. 
  Several journalists and executives at the 
Herald’s online edition were recently arrested 
for allegedly extorting money from companies 
seeking to list on the stock exchange unless 
they bought advertising in exchange for 
quashing damaging stories. 
  Jack Ma himself has joined forces with a 
group of other media investors to snap up 
20% of Wasu Media Holding, a digital cable 
TV operator, for US$1.05bn. Wasu Media’s 
digital TV division offers multi-platform and 
multi-screen entertainment to its subscribers. 
In March, Wasu Media formed a joint venture 
with US-based Discovery Communications; 
this would see the latter create and buy  
content for Wasu Media’s new documentary 
channel Qiu Suo. 
  The feather in Alibaba’s cap, however, could 
be Yahoo! Inc, the US giant web portal (see 
the Yahoo Inc profile on page 39). 
  Yahoo! owns a significant chunk of Alibaba 
but that portion alone is said to be more valua-
ble than the whole of Yahoo! without that in-
vestment. The rumour within the investment 
community is that Alibaba might use its im-
mense cash reserves and capital valuation to 
buy out Yahoo!. 
  Should that ever happen, Alibaba will have 
access to one of the biggest catalogues of 
digital media, communications and entertain-
ment content in the West. 
  Baidu is another search engine giant that 
operates web portals and digital entertainment 
distributors. It will go down in history as the 
first Chinese company to have successfully 
floated on the US NASDAQ stock exchange. 
  In the entertainment business, it operates the 
Baidu 500, the nationally adopted officially 
ranking of the most downloaded musical  
recordings. It also  runs an online entertain-
ment streaming channel called iQiYi.com 
(featuring celebrity news, TV shows, movies, 
music)  and iQiYi has a production sister  
company in which Xiaomi, the mobile 
smartphone maker, and an affiliated  
fund (Shunwei Capital) have agreed to invest 
US$300m. 
  In the world of media, there is Baidu TV, an 
advertising sales agency and programmatic  
ad exchange platform. On the technology 
front, Baidu owns a cloud storage service 
called Baidu Cloud. 
  Like its rivals, Baidu is also determined to 
have its fingers in technology pies that could 
be feeding future Internet services. In Septem-
ber, it invested US$10m in IndoorAtlas, a 
Finnish start-up specialising in mapping  

technology, and in October, the company  
contributed to a new US$194m Asia venture 
capital fund targeting digital media and other 
tech start-ups in the region. Future strategies 
include ensuring all its services are accessible 
via smartphones internationally. 
  Chinese corporations making an impact in 
the digital search space include Sina Corpora-
tion, Qihoo 360 Technology Company and 
Sohu.com, which launched a search engine 
called Sogou. Tencent paid US$448m for a 
36.5% stake in Sogou in 2013, which then 
merged with Tencent’s own search service 
Soso.com. 
  Meanwhile, US giant Google, although  
restricted by the authorities, is accessed by 
about 40% of the total search engine users, 
when available. 
 
Social media  
Social media is a competitive sector in China. 
While international social media networks like 
Facebook and Twitter are banned from the 
country, locally owned and developed plat-
forms are proliferating. And the social format is 
increasingly being made part of the addictive 
instant messaging services. 
  Sina Corporation’s Sina Weibo social media 
channel reports 167 million monthly active  
users on desktop computers and mobile 
phones, according to China Internet Watch. 
Sina Weibo is 56.9% owned by Sina, while 
Alibaba owns another 33%. It listed on the US’ 
NASDAQ in March this year. 
  Sina Weibo’s bitter rival is Tencent’s mobile-
centred WeChat (also known as Weixin). It is 
currently one of the world’s hottest micro-
blogging platforms: at the end of September 
this year, it boasted more than 468 million 
monthly active users. Tencent’s other social 
media venture Qzone, described as similar to 
Facebook and Tumblr combined, recorded 
645 million monthly active users by the middle 
of 2014. Meanwhile, the company’s instant 
messaging service QQ has more than 829 
million monthly users, which include almost 
180 million simultaneous online users.  
  This makes Tencent potentially the toughest 
competitor for the US’ Facebook, officially the 
biggest single social media platform in the rest 
of the world, with about 1.4 billion registered 
users. Facebook (owner of WhatsApp, which 
had 600 million monthly active users world-
wide by August) is also desperate to enter 
China, where it is banned. 
  Other contenders in the Chinese social me-
dia space include Renren. Once the darling of 
US and Chinese investors and considered the 
biggest rival to Facebook, Renren had less 
than 45 million monthly active users by the  
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middle of this year. 
  Douban is a social network centred on  
people’s lifestyles and hobbies with an  
estimated 200 million monthly visitors. Kaixin 
001, similar to LinkedIn, is aimed at  
professionals. It reported 113 million active 
users in February. Youku Tudou, similar to 
YouTube, was said to have 500 million  
monthly users by August. Jiepang has been 
compared to Foursquare, the search and  
discovery mobile app, while Momo, another 
location-based mobile app, is thought to have 
100 million subscribers. 
  While Facebook, Google and Twitter might 
struggle to gain a foothold in China, LinkedIn, 
the business professionals’ social media  
network, is doing relatively well. 
  Although it already has 4 million China-based 
subscribers to the international edition and 1 
million to the Chinese-language version, it is 
thought that the job-recruitment angle of its 
business has made China’s government less 
wary of it. The company has appointed local 
entrepreneur Derek Shen (founder of  
Nuomi.com) to be the first president of 
LinkedIn China. Its local competitors are  
including Dajie, with 24 million-plus registered 
users, and Tianji, with 18 million subscribers. 
Other career-search rivals include 51job and 
Zhaopin. 
 
Telecoms 
The Internet is accessed in China mainly via 
the country’s three leading telecommunica-
tions companies: China Mobile (799 million 
subscribers, including 285 million 3G and  
4G users); China Unicom (297 million sub-
scribers); and China Telecom (181 million  
customers). In July this year, industry  
experts calculated that the number of mobile 
Internet users exceeded desktop users for the 
first time. 
  What makes the Chinese telecoms sector 
one to watch closely is the fact that they  
provide efficient platforms for media and enter-
tainment content creators to reach consumers.  
  So do the mobile phone makers. Until recent-
ly, the smartphone market in particular had 
been dominated by Lenovo, Samsung and 
Apple’s iPhone. The average price for their 
flagship smartphones are, respectively, 
US$391, US$812, and US$707 each, accord-
ing to figures recently published by FT.com. 
  Then along came start-up company Xiaomi, 
which priced its top end smartphones at about 
US$302. Xiaomi has gone from cornering 3% 
of the national handset market in 2012 to a 
predicted 15% in 2015. 
  Other ventures to keep an eye on within the 
Chinese tech start-up scene include Didi  

Dache (a taxi app similar to the now gigantic 
Uber), Meituan (similar to daily-deals service 
provider Groupon), Momo (social media  
dating app) and Diaping (a crowd-sourced  
review website and app in which Tencent is 
also an investor). 
 
Censorship 
From 19 to 21 November, the Chinese govern-
ment hosted its first World Internet Conference 
in the northern town of Wuzhen. 
  This should have been good news for the 
international media community, which has 
been restricted from using the Internet to grow 
their business in China by its censorship-
loving government. 
  Instead, human rights organisation Amnesty 
International lashed out against the event.  
It accused China’s rulers of using the forum  
to promote its practice of over-controlling the 
Internet. 
  Chinese authorities always insist the Internet 
could be abused by potential terrorists and 
used for spreading harmful propaganda 
against their people. They argue that it is their 
duty to suppress material that might hurt the 
country. 
  Yet, that did not prevent executives from  
Apple, Amazon.com and Microsoft from  
attending the conference, demonstrating how 
important its findings could be to their future 
ambitions. E-commerce and digital media  
conglomerate Alibaba’s boss Jack Ma was 
also a speaker.  
With 600 million-plus Internet users, China is 
crucial to digital media businesses. However, 
several foreign-owned international media  
operations are severely restricted – or banned 
altogether – from doing business in China, as 
recently reported in the TechMutiny Newsletter 
(Issue No. 8). 
  Social media behemoth Facebook, search 
engine giant Google, plus Twitter, Microsoft, 
Apple and entertainment conglomerate News 
Corporation have all felt the brunt of China’s 
heavy-handed control. 
  Facebook has been blocked from China 
since 2009 and several other tech media  
platforms are also prohibited, censored or  
given restricted access to Chinese consumers. 
Most social media postings originating in  
China usually use private networks, not the 
open Internet. 
  In the case of Apple, although its digital  
music playing iPods and iPhones are popular 
in the country and its downloadable music 
store iTunes has a Chinese division, the  
servers distributing it are thought to be in 
Hong Kong. Even international streaming  
music platforms like Sweden’s Spotify and  
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Deezer are not in China, despite the potential 
of competing effectively against pirated music 
sales. 
  Since whistle-blower Edward Snowden  
disclosed the extent to which the US National 
Security Agency worked with tech companies 
to spy on individuals and politicians worldwide, 
China’s distrust of the Internet has deepened. 
  The country’s Ministry of Public Security  
operates the Golden Shield Project (also 
known as the Great Firewall of China) to 
check, block and censor content distributed 
via the Internet. 
  The government of China is sensitive to the 
powerful influence garnered by international 
social media networks: Facebook has more 
than 1 billion monthly active users and Twitter 
has more than 270 million active users, while 
Google+ boasts more than 340 million. 
  China wants to control the impression it 
makes on their subscribers. However,  
companies like Tencent, Baidu and Alibaba 
have global ambitions too and the Chinese 
government is keen for China’s companies to 
do well internationally. 
  There is a feeling that China will gradually 
relax its restrictions but at its own pace. The 
Special Economic Zones set up in cities like 
Shanghai and Shenzhen permit more open 
trading activities. They also prove the country 
has no intention of shutting the door to foreign 
trade. History has also proven that it cannot 
afford to do so. 
  Foreign companies are getting ready to  
respond with investments. Although Google 
halted the operation of its Chinese-language 
search engine Google.cn in 2010 (it refused to 
censor search results as required by the  
government), it has retained offices in Beijing 
to focus on advertising sales and continue its 
R&D requirements.  
  It recently introduced a local edition of 
Google Play, its app store, in the country. Of 
the 1 billion consumers using mobile phones 
powered by Google’s Android operating sys-
tem worldwide, half are thought to be in China. 
 
Copyright 
Copyright abuse is rife in China. Even major 
domestic media, technology and entertain-
ment conglomerates such as search engine 
Baidu, e-book store Dangdang.com and  
video-on-demand platform Xunlei have been 
accused of copyright infringement at one 
point. And yet, they continue to thrive as  
respected businesses.  
  The Copyright Law of the People’s Republic 
of China was adopted in 1990. Yet, the lack of 
enforcement by officials and the ignorance of 
consumers have allowed physical and digital  

 to thrive. At 1.3 billion, the country’s popula-
tion is so large, just a small percentage of  
consumers purchasing fake brands and  
unauthorised copyrighted goods can generate 
millions of dollars for pirates. 
  In the most recent figures supplied by the 
United States International Trade Commission 
(USITC), copyright infringement in China 
alone cost the US more than US$107bn in 
potential export revenue in 2011. The  
International Intellectual Property Alliance 
(IIPA), which is managed by the US Trade 
Representative (USTR), has placed China  
on its Priority Watch List, a ranking that  
shows copyright protection remains woefully 
inadequate. 
  China has reached various pacts with its  
international counterparts to open up bilateral 
trades. It is a member of WIPO (the World  
Intellectual Property Organisation). It is a  
signatory to the global TRIPS (Trade-Related 
Aspects of Intellectual Property Rights)  
agreement and the Berne Convention for the 
Protection of Literary and Artistic Works.  
  The Music Copyright Society of China 
(MCSC) founded in 1992 is the country’s main 
rights managing and royalties collecting  
society, which has bilateral agreements with 
its counterparts worldwide. The MCSC joined 
the International Federation of Reproduction 
Rights Organisation in 2012. 
  This year, the UK’s Copyright Licensing 
Agency embarked on a trade mission to China 
with the UK Intellectual Property Office to  
enter a licensing agreement with the China 
Written Works Copyright Society. This means 
for the first time Chinese print media distribut-
ed in the UK benefits from the protection of the 
British copyright law. 
  With the US, China has forged the Joint 
Commission on Commerce and Trade, the US
-China Film Agreement and, the Strategic and 
Economic Dialogue, among several other  
accords in the past three years. In 2014, the 
two countries extended their Information  
Technology Agreement to remove about US$1 
trillion’s worth of tariffs on a wide variety of 
technology products they sell to each other. 
  The officials in Beijing recognise that the  
creative sectors and their intellectual property 
play a solid role in the country’s economic 
growth. Respecting creators’ rights is key to 
that progress in trade and industry.  
  And as owners of some of China’s biggest 
media and entertainment conglomerates 
(China Film Group; Shanghai Media Group, 
CCTV, China Record Corporation), the  
government hopes to earn extra revenues 
from the export of their intellectual properties. 
  Yet, what the central government is ready to 

REPORT 



 

32 

adopt is not necessarily followed by its equally 
influential provincial administrations.  
  That has made it almost impossible to  
implement national legislation designed to  
protect the creative works of domestic and 
international creators and the remuneration 
they are entitled. 
  One anecdote doing the rounds, for example, 
says there are more fake retail outlets for  
iPhone manufacturing giant Apple than there 
are real ones worldwide. And the fake ver-
sions of branded smartphones, tablets,  
computer, video games, consoles, CDs and 
luxury goods are sold at a fraction of the  
genuine articles’ prices. 
  Camcording, the use of video recorders to 
copy movies off a cinema screen, is also a 
thriving enterprise that Hollywood’s Motion 
Picture Association of America has  
strenuously lobbied against in China. 
  Ultimately, how do legitimate local and  
foreign entertainment content and device mak-
ers compete against that? 
  There have been hints of moves to enforce 
copyright law. Last November, President Xi 
Jinping unveiled several plans that included 
setting up a judicial court devoted to handling 
copyright-infringement cases. This came al-
most three years after the government 
“punished” 14 websites, including search en-
gine Baidu, for allowing their users to access 
unlicensed entertainment and media IP con-
tent. Baidu is now an MCSC member. 
  E-commerce group Alibaba Group has 
reached a settlement with Kering, the French 
luxury-goods company that owns global 
brands like Gucci and Yves Saint Laurent, that 
will ensure fake versions of Kering products 
are not sold on Alibaba’s online marketplaces. 

  Book-publishing companies, like Writers  
Publishing House, have also started to  
recognise authors are entitled to royalties  
from digital-book sales as well as traditional 
print sales. 
  Some interested parties, such as Internet 
conglomerate Sohu.com’s CEO Charles 
Zhang, have gone as far as claiming online 
video piracy has been almost eliminated 
thanks to the government’s tougher stance 
against rights infringement.  
   Since copyright supporters in the major 
economies acknowledge that piracy can never 
be totally eliminated, it is safe to say protection 
will always been needed. 
  The USTR’s IIPA has urged the Chinese 
government to make every effort to encourage 
Internet service providers to block the distribu-
tion of illegal content, prohibit the sale of illegal 
and fake goods online, and penalise rogue 
websites for selling music, movies, TV, soft-
ware and other creative and tech content with-
out the rights owners’ permission. 
  Additionally, law enforcers should cancel the 
commercial licences of traders who break the 
copyright law. Additionally, they should allow 
domestic and foreign rights owners to carry 
out anti-piracy investigations and file for  
compensation in the courts. 
  Although rare, some copyright infringers 
have been found guilty in the courts. The  
penalties have ranged from a one-year prison 
sentence, a fine of RMB40,000 (US$6,511) 
plus the confiscation of the illegally gained 
goods to awarding RMB470,875 (US$76,651) 
in damages to victims of online piracy. But,  
in all, the penalties issued tend to be  
inconsistent and it is business as usual for the 
offending websites. MTF 
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Epidemic Sound:  
THE Q&A SESSIONS  

 

We take background music for granted when watching TV, film, or commercials.  
But acquiring the rights can be complex and expensive.  

Sweden’s Epidemic Sound has a revolutionary tech-friendly  
and cost-effective solution for the next generation of multimedia producers  

while ensuring the composers make a decent living too.  
CEO Oscar Hoglund sings the strategy’s praises 

Breaking away from centuries-old  
tradition, especially in the business side 
of creativity, requires guts unless there 
is an unquestionable belief in the need 
for change. 
  Stockholm-based Epidemic Sound has 
developed a digital-technology infra-
structure that has allowed it to take on a 
similar challenge to operate the busi-
nesses of production music as well as 
international music-royalties collection. 
  For the advances achieved since its 
launch in 2009, the company was  
rewarded in May with US$5m in a  
Series A round of funding from Nordic 
venture capital group Creandum, 
which gained a minority stake. 
  The funds will be used to take  
Epidemic Sound to a whole new level 
so that visual creators can deliver their 
stories internationally in an inspiring 
way, declares CEO/co-founder Oscar 
Hoglund (pictured right). “We want 
to be the default online-music service 
for digital content,” he says. 
  With newly opened offices in the  
Netherlands, the UK, Germany and the 
US, the Swedish company is getting 
there. 
  It oversees a roster of more than 100 
artists and composers, plus a catalogue 
of 25,000 tracks (mostly instrumentals 
but there is a growing demand for vocal 
tracks too), plus 30,000 sound effects, 
all in 180 different genres.  
  Moreover, customers can split the 
tracks into what Epidemic Sound calls 
“STEMS”. This allows the user to listen 
to and edit the instruments on each 
track, offering another 100,000 sound 
files. 

  And clients are embracing Epidemic 
Sound’s way of accessing music for  
creative and commercial use at cost-
effective rates internationally. They  
include on-air and online TV networks, 
such as Swedish public broadcaster  
SVT and Viacom’s UK subsidiary Channel 
5; global TV production houses Zodiak  
Media, Metronome Productions A/S  
and FremantleMedia; plus YouTube  
multi-channel networks (MCN) like  

Maker Studios, and UK-based Base79.  
  Global brand owners like fast food 
group McDonald’s, car maker Porsche, 
as well as the media division of extreme 
sports promoter/energy drink producer 
Red Bull use Epidemic Sound repertoire. 
  Coming on board very recently were 
Dailymotion, the France-based video-
sharing platform with 2.5 billion views a 
month, and another YouTube MCN Free-
dom!, which powers more than 50,000 
online channels.            Cont...page 35 
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  Epidemic Sound was set up by Hoglund 
(a former Zodiak Television executive), 
his co-founders (including international 
hit producers Peer Astrom and David 
Stenmarck) and the management team, 
including his brother Tom (who is head 
of sales). 
  They were motivated to do something 
about the long-accepted practice of  
requiring only performance-rights  
organisations (PROs) to license music to 
users and collect royalties for the artists. 
They believed the system could be 
much, much simpler.  
  PROs are copyright collecting societies. 
They have been mandated by artists, 
composers, songwriters and music  
publishers to license their works for  
public performances since the mid-19th 
century in France.  
  Now, most developed countries and 
several emerging economies have a PRO 
each. They ensure the local sheet-music 
publishers, broadcasters, venue opera-
tors, audio-visual producers, record  
labels and, today, online multimedia 
content makers pay for the use of  
copyright-protected compositions. 
  But the way they do so has led to  
accusations of monopolistic practices.  
Crucially, the PROs’ detractors insist, 
only a handful of rights owners receive 
what they are entitled to because the 
structure of traditional media makes it 
easier to trace the usage of mostly the 
big Top 40 hits.  
  Experts say up to 15% of the royalties 
collected are kept by PROs for admin-
istration duties. Another 30%-50% goes 
to the publisher, depending on the  
contract with the composer. And some 
of what is left could go to the artist’s 
manager and/or agent.  
  However, because the open Internet 
has revolutionised the role of media 
platforms and the way music is  
distributed on them, the PROs are left 
with a headache in the 21st century. 
  After decades of chasing users of music 
at a couple of national radio stations and 
TV channels per country, and being able 
to physically count royalties based on 
the number of CDs and vinyl records 
sold, they are faced with a labyrinthine 
nightmare. 
  How do they know who is using whose 
music on today’s numerous niche digital  

broadcasters, online channels, YouTube 
sites, streaming platforms, mobile apps, 
plus any new Internet supported  
platform that could emerge tomorrow?  
  How are they to know where and when 
the works of their registered composers, 
publishers and recording artists are  
being played, legitimately and illegally, 
in order to chase after the royalties? 
  Epidemic Sound, on the other hand, 
pays the composers it commissions  
upfront, whether or not their music gets 
used. This, it argues, ensures its roster 
of composers can make a fair living from 
writing music. It means the artists’  
income is predictable and transparent. 
  If the same track is used for more than 
just background, such as the theme  
music for a TV show or a movie, or is 
part of a channel’s branding, Epidemic 
Sound charges more and the profit over 
and above the agreed standard rate 
(£0.85 per second of music or per sound 
effect) is split 50-50 with the composer. 
  It can command as much as €1,500 
per vocal track (for which, there is a 
growing demand among video produc-
ers), and some composers have earned 
as much as €100,000 for a single track. 
For broadcasters with international  
networks, the rates are more than those 
for national-only networks. 
  Additionally, its customers know where 
they stand as they are able to use the 
paid-for track in any geographical  
territory with any platform indefinitely 
with no additional costs or restrictions. 
  The company sees its business model 
as a disruption, not the destruction, of 
the PROs’ ponderous system.  
  By giving composers the possibility of a 
steady income and broadening the  
options available to established and 
start-up video-content producers who 
might find PRO-licensed music too  
expensive, Epidemic Sound owns 100% 
of the music commissioned.  
  This has given it an increasingly  
valuable catalogue (see pp 34 and 38).  
  Its achievements are understandable, 
when you consider its founders’ back-
grounds. Together, Hoglund and his  
colleagues have experience as  
musicians, TV producers and broadcast 
executives who have clinched several 
Grammy Awards, Golden Globe Awards, 
Emmy Awards, plus 79 million albums  
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sold worldwide, among other accolades. 
  They understand their market and, 
consequently, thrive on the independ-
ence the Internet gives them.  
  Hoglund explains: “We saw a very  
important change in the Internet. It  
was going from being text-centric to  
being picture-centric to being all about 
videos.” 
The changing international TV-
entertainment landscape has meant  
traditional broadcasters have new  
competition from platforms powered by 
the Internet and cloud technology. They 
include OTT (over-the-top) platforms 
like US-originated Hulu, Amazon Prime 
and Netflix and their growing number of 
counterparts in Canada, Europe, Africa 
and Asia.  
  There are also YouTube’s multi-channel 
networks (MCNs). They have started to 
invest in original video shows and films, 
for which they need production music. 
  “That is why we began with broadcast-
ers, who were going to go online. We 
were able to win over the TV market  
because we understand what they need 
and have earned their trust in large 
parts of Europe. Now, we’re approaching 
the next-generation platforms.”  
  In this MTF Q&A, Oscar Hoglund  
discusses the need to disrupt the  
traditional business model for production 
music, explains why music-tech  
companies must understand how artists 
work, talks about the influence of online 
music services Spotify and SoundCloud, 
and shows how data and creativity need 
each other to thrive commercially.  
 
MTF: What can Epidemic do for  
music creators that traditional  
performance rights organisations 
(PROs) cannot do for them today? 
 
Hoglund: We can offer them continui-
ty, as an example we’ve had composers 
who have worked with us for several 
years and consistently earned significant 
earnings every month. We created a 
system where we work with a few  
hundred composers at any given time. 
We are constantly looking for talent and 
music. In the traditional system, in my 
opinion, the work you put into the music 
is not tied to the remuneration. There is 
a disconnect between the hard work and  

getting paid. We didn’t want our com-
posers to take the risks regardless of 
whether their music gets used (or not). 
We want to pay upfront to eliminate 
risks for them, because some of them 
want to work full time. Our system has 
transparency, context and coaching. 
Transparency is particularly important 
for understanding how (songwriters and 
composers) get paid. The PROs have a 
complex eco-system. They have no easy 
way to explain royalties from the differ-
ent territories, different (distribution) 
platforms, and during different times of 
the year.  
 
MTF: What are the other personal 
services that you are able to offer 
the artists and music creators on 
Epidemic’s roster? 
 
Hoglund: Initially, we didn’t realise just 
how important it is for composers to 
work with like-minded people. They 
work long hours, often alone. (Our solu-
tion) is to create context, where we rally 
like-minded composers by hosting 
events at our offices, publishing blogs, 
gathering listeners (who listen and give 
feedback), a context where composers 
feel they have co-workers and people 
with the same ambitions. Additionally, 
we offer coaching. A small group of 
about seven professional composers who 
are also professional listeners meet eve-
ry week and are responsible for 20 to 25 
composers each. They coach the  
composers about developments in the 
market place, invite them to workshops, 
sit down with a mike, host singing  
sessions, and share trends for what is in 
demand from our database. 
 
MTF: What has happened to the mu-
sic industry to enable a venture like 
Epidemic Sound to find a gap to fill? 
 
Hoglund: From our perspective, it is 
rather what didn’t happen in the indus-
try. We saw that content had gone  
global. We had a huge TV background, 
we made hit shows worldwide. But then, 
broadcasters would tell us they didn’t 
know where (geographically) the shows 
would run. Consequently, we had a hard 
time clearing the music for other  
distribution. For DVD or online, we could  
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clear everything for our shows, including 
rights for the graphics and the actors, 
apart from the music. You had to deal 
with the PROs region by region, despite 
reciprocal agreements that varied.  We 
saw a huge need to address this.  
 
MTF: PROs have centuries of experi-
ence collecting royalties and licens-
ing rights; how were you able to  
develop technology to match that in 
a short space of time? 
 
Hoglund: We started looking into this in 
2009, not long after the launch of  
Spotify (now the world’s biggest music-
streaming platform). You paid a fixed 
fee for access, and we liked that  
business model. We want to do  
something similar for the TV industry’s 
need for music. We offer a two-tier  
service: our customers pay per second 
of music; then they might upgrade to 
subscriptions based on their usage. It is 
complex in the back office, but simple 
upfront. Collecting data is key to such a 
service. The quality of data has become 
hugely important in the last couple of 
years thanks to iTunes, Spotify, 
YouTube Content ID, BMAT (music  
technology), and Pandora. In the past, it 
used to be difficult to get access to the 
data. And PROs had to contend with 
that. We were fortunate enough not to 
have had that heritage. We were able to 
tap into quality data straight away.  
 
MTF: Did the company ever consider 
working with a PRO? 
 
Hoglund: We spoke to many PROs; we 
strived to work with them. We worked in 
parallel with STIM (Sweden’s PRO). I 
would say we complement them be-
cause we are so small. PROs play a posi-
tive role. We want to be able to add to 
composers’ choice.  

MTF: In terms of clients, what can 
Epidemic do for music users (for  
example, the broadcasters, video 
producers, venue owners, games 
publishers, multimedia content  
producers)? 
 
Hoglund: The majority of what we do is 
to serve broadcast and online video  

production. We also serve venue owners 
and games publishers. We know how 
music works and how to package it. We 
know the distribution platform opera-
tors, the (YouTube) multi-channel  
networks, the broadcasters, the OTT  
operators. So we bring a true one-stop 
shop where all the rights are cleared up-
front. They know the cost because there 
are no middle men like the PROs. We 
contract composers directly, who get 
paid directly.  
 
MTF: Why have you gone after video
-content creators in such a big way? 
 
Hoglund: Based on the Cisco Visual 
Networking Index, online video  
consumption is going to accelerate with 
Internet video accounting for 79% of all 
online traffic by 2018, from 66% in 
2013. (Cisco says: “Every second, near-
ly a million minutes of video content will 
cross the network by 2018.”). An  
estimated 80% of all music used in  
professional video content, especially by 
broadcasters, is production music;  
another 10% is specially written produc-
tion music, and the remainder 10% is 
usually licensed recordings. Original 
online-video content production is also 
moving in that direction. 
 
MTF: You originate from Sweden as 
does Spotify and SoundCloud, two 
high profile international digital-
music service providers; is there 
something going on in the country 
that lures technologists to want to 
disrupt the old way of doing music 
business?  

Hoglund: It is no coincidence that many 
music companies come out of Sweden. 
The ‘first wave’ was from the 1960s 
until the 1980s, when you had interna-
tional stars like ABBA, Ace of Base, 
Robyn, and Roxette. The ‘second 
wave’ included dance-music DJs such 
as Avicii and Swedish House Mafia; the 
DJs and producers behind the artists. 
There have been so many Swedish pro-
ducers in the US (examples are Denniz 
Pop and Kristian Lundin, who between 
them have had hits with Ace of Base, 
Backstreet Boys, *NSYNC, Britney 
Spears, and Celine Dion, among others).  
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The ‘third wave’ is now with companies 
like ours, where technology meets  
music. We have a good sense for creat-
ing music, so we tried to channel this 
into Epidemic Sound. 
 
MTF: After the recent funding, what 
advice would you give investors 
who want to commit to the rather 
complicated music industry?  
 
Hoglund: You need to focus on the 
problem, rather than the hype. When we 

FEATURE 
started, we focused on clearing the  
issues that crop up in production  
when you make professional content. 
Music is becoming instrumental to all 
videos. So you have to focus on the  
verticals rather than the silos. Instead of 
taking a bet on only one show, we 
looked at the verticals. That means 
we’re not dependent on only one show 
doing well. Only get into music if you are 
passionate about it. If you are only  
interested in money, it will be a terrible 
ride for you.  MTF 
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Yahoo! Inc, US/Global 

the US$300m paid for Flurry (a popular mobile 
advertising analytics firm) and, more recently, 
the US$640m invested in BrightRoll, a profitable 
programmatic video advertising platform. 
  She has returned more than US$7bn to share-
holders and built up the group’s cash reserves 
and marketable securities to the combined value 
of more than US$12bn.  
  The share price has jumped to US$50 each 
this November compared to about US$15 when 
she joined. It rose again on 14 November when 
it emerged that Soros Fund Management, the 
revered investment management group, had 
snapped up US$206m worth of Yahoo! shares.  
  From looking like a total loser five years ago, 
Yahoo!’s market valuation reached almost 
US$50bn in November. Obviously, that is not as 
much as Google’s US$365bn, US$672bn for 
Apple, Facebook’s worth of US$207bn,or the 
market valuation of US$278bn for China-based 
Alibaba Group, which had the world’s biggest 
ever stock market listing when it debuted on the 
New York Stock Exchange in September. 
  But Yahoo!’s growth has caught enough inves-
tors’ imagination for some to suggest its possi-
ble sale, which in the unpredictable world of  
investment indicates someone thinks it is worth 
pouring money into. That has not been the case 
for several years. 
   
Corporate figures 
The advertising-funded services offered by  
Yahoo! Inc generate income around four pillars: 
search, communications, media and entertain-
ment, plus videos. 
  To be fair to Mayer’s critics, however, there is 
still a long road to cover in the journey to  
gargantuan financial success. 
  In the financial year ending 31 December 
2013, Yahoo! reported a 6% drop in revenues to 
US$4.68bn but a 4% growth in income from  
existing operations to US$590m. In the nine 
months to 30 September 2014, revenues 
slumped again, by 1% to US$3.37bn compared 
to the same period in 2013. Income from exist-
ing operations also fell.  
  By the end of this financial year ending 31  
December, Yahoo! is expected to make a profit. 
That should see Mayer’s star begin to glow, 
above the gloom, watched by her critics.  

In today’s tech-driven media, Marissa Mayer 
must have one of the most enviable job descrip-
tions in the world. But she cannot catch a break. 
  As the CEO of global web portal Yahoo!, a  
pioneer from the days when the Internet was 
cryptically called “cyberspace” and a survivor of 
the dotcom boom’s collapse, she oversees a 
multi-billion dollar corporate empire packed with 
all that is creative in media, entertainment and 
technology.  
  Yahoo! was spawned from technology in 1994, 
arguably the first ever accessible search engine 
before Google came along in 1998. The compa-
ny stayed ahead of the digital technology curve 
for a while until the mid-2000s.  
  Google’s dominance of the international search 
engine market, Facebook and Twitter’s grip over 
social media and Apple’s annihilation of rivals in 
the consumer computing sector squeezed  
Yahoo! out of the digital media picture. 
  Its corporate figures became embarrassingly 
low as it lost online advertising revenue and 
profits to the new rivals. It did not help when her 
predecessor was forced to resign in 2012 after 
the veracity of his career and academic resume 
were questioned by investors.  
  Before the company had time to catch its 
breath from that alleged humiliation, new tech-
centric media platforms like China’s Baidu and 
Tencent Holdings, and US-based Pinterest,  
Instagram and WhatsApp came along to change 
the game. And with Facebook’s recent acquisi-
tion of Oculus VR (developers of the Rift), it 
seemed consumer-friendly virtual reality games 
could be just around the corner to distract more 
online users away from Yahoo!.  
  So, Mayer was poached from Google in July 
2012 to turn the digital media conglomerate 
back into a cheerful corporation. Yet, despite 
actual evidence that she could succeed, detrac-
tors remain constructively critical at best and 
calculatingly cutting at worst. The blogosphere 
remains indifferent. 
 
Mayer’s manoeuvres  
Her fans point out why the company is lucky to 
have the underrated Mayer at the helm.  
  Since her appointment, Yahoo! has been grab-
bing media headlines again with the US$1bn 
acquisition of social blogging platform Tumblr,  
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  But that profit would be achieved thanks to  
selling some of the very valuable shares the 
company has owned in Alibaba for several years 
before the latter listed on the New York Stock 
Exchange earlier this year.  
  Most of the more than US$9bn in pre-tax  
income gained from that sale will be divvied 
among shareholders. The remainder will be 
used to continue the acquisition spree to own 
the technology know-how and entertainment 
content needed to pull in more users and hence 
more advertisers to Yahoo!’s websites. 
  Taking the long-term picture into account,  
Mayer never promised overnight success. She 
has spent more than US$2bn on acquisitions 
since she came on board. Whether the share-
holders will give her the time she wants and 
needs is another matter. 
 
Elephant in the portal 
As Yahoo!’s shine waned from its heyday in the 
1990s, perception of its value diminished.  
  Industry experts, however, forget to point out 
that today the group has more than 800 million 
registered users. Combine that with the regis-
tered followers of its subsidiary Tumblr and the 
Yahoo! platform reaches more than 1 billion 
people globally, including 400 million-plus on 
mobile. And more than half of the 1 billion fans 
are active monthly users.  
  That means it can match Facebook, arguably 
the most successful social media network, and 
Google’s YouTube (the world’s biggest video-
sharing site) in terms of reach.  
  In the US, the world’s biggest Internet market 
by value, Yahoo! is the second largest digital 
platform in terms of penetration, according to 
research group comScore. It has fallen to third 
place in the ranking of search engines used, 
after market leader Google and Microsoft’s Bing. 
Internationally, there are strong local  
competitors such as Yandex in Russia and  
Baidu in China. 
  Yahoo!’s access to consumers is healthy. But it 
needs to turn that asset into more cash. Its 
share of the global online ads business fell to 
2.4% this year from 3.9% in 2011, according to 
eMarketer figures.  
  Mayer has been desperately trying to tell ad-
vertisers that her company has much to offer. In 
addition to search ads, which it pioneered (and 
did a better job) before Google came along, it 
also offers mobile ads, display ads, native 
(content marketing) ads and in-stream ads, 
among other formats.  
  But the combined might of rivals like Facebook, 
Google+, AOL, Twitter and Amazon.com (an 
online store big enough to attract advertisers), 
has turned the business of generating advertis-
ing revenue into a struggle for Yahoo!.  

  As the company figures out solutions via  
technology acquisitions, plus the creation and 
distribution of entertainment content, it still  
retains two rabbits to pull out of the bag to give 
it much needed time. 
  Yahoo! has had a major stake in Alibaba for 
several years, valued at a reported US$45bn 
before the Chinese Internet conglomerate’s  
recent IPO in the US. 
Additionally, Yahoo! commands a 35% stake in 
Yahoo! Japan, one of Asia’s most profitable  
digital media operations. 
  As Yahoo! Japan is quoted on both the Tokyo 
Stock Exchange and the JASDAQ Securities 
Exchange and the shares in Alibaba are  
substantial, it would be complicated to liquidate 
Yahoo!’s interest without incurring massive 
costs.  
  Yet, the existence of these valuable stakes in 
the two Asian companies should give Mayer 
and her team time to disprove claims that,  
without the Alibaba and Yahoo! Japan stakes 
and the current cash reserves, Yahoo! as an 
operation has virtually no value.  
 
Creative search and content 
Yahoo! is immediately associated with its 
search platform, which is entrenched in its  
original legacy. The search technology is availa-
ble to users of Yahoo! Finance (considered one 
of the company’s most successful products), the 
e-commerce website Yahoo! Shopping, and the 
marketplace offered small businesses. 
  The search platform is a significant revenue 
generator via search ads. Ads are also sold 
around Yahoo!’s email service (which is  
competing with the latecomer Google’s Gmail); 
weather forecast; and its map apps. And fans of 
the brand can aggregate their most frequently 
used websites on My Yahoo!, a personalised 
version of the portal.  
  Additionally, with a website or app for dating, 
instant messaging, parenting, fantasy sports, 
travel and car lovers, the Yahoo! portal seeks to 
be something to someone somewhere. 
  The ability of digital media and entertainment 
to engage consumers anytime, anywhere and 
on myriad platforms is something advertisers 
and brands love. This has inspired Yahoo! to 
invest in original and licensed content, ranging 
from original online film and TV series to video 
clips of major sports events and online gaming. 
 
Yahoo! Screen  
Like many of the global digital media conglom-
erates, Yahoo! has begun to understand the 
power of producing original content. 
  It was one of the first web portals to host  
videos produced by fans on its websites, which 
is localised in several countries around the  
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world. But its web service looked like a poorer 
version of the Google-owned YouTube, which 
also started off with substandard user-
generated content (UGC). 
  Yahoo! Video was relaunched as Yahoo! 
Screen in 2006 with a more ambitious agenda. 
Like YouTube itself, rival AOL and the new  
generation of social media networks like Face-
book, the videos needed to look slicker and the 
content more engaging even if they were not 
made by professionals. 
  By 2011, Yahoo! Screen was commissioning 
original premium videos for online entertainment 
to be shown exclusively on Yahoo!. Among the 
first high-profile shows was Electric City, an  
animation noir made by Playtone, Hollywood 
actor Tom Hanks’ production company, India-
based Reliance Entertainment and Los Angeles 
animation company Six Point Harness.  
  Other established talent brought on board  
included Hollywood stars Jack Black (for the 
online series Ghost Ghirls), Ben Stiller (for his 
Emmy-nominated Burning Love), Oscar-
nominated documentary producer Morgan  
Spurlock, and Anthony Zuiker, creator of the 
CSI TV drama franchises. 
  The company sometimes works with movie 
studios, such as The Weinstein Company, to 
clinch exclusives to premiere big movie trailers.  
  In terms of original Yahoo!-commissioned or 
Yahoo!-dedicated shows, a recent joint venture 
deal with Live Nation, the world’s biggest  
concert promoter, has produced Yahoo! Live, 
where music fans can catch concerts by famous 
and up-and-coming artists streamed live online.  
  Yahoo! on the Road features videos following 
artists who are touring US college campuses 
plus associated content. Last year, for the first 
time, the tours came to Europe in July. A  
combination of marketing campaign and live 
entertainment, Yahoo! on the Road travelled 
around various European cities on a branded 
bus in Berlin, Munich, Cannes, Milan, Madrid 
and Paris, and ended in London.  
  Along the way, the bus invited members of the 
public to interact with revamped versions of  
consumer-targeted Yahoo! websites dedicated 
to the weather forecast, emails, celebrity-news 
page Yahoo! Celebrity, as well as Flickr, the 
photo-sharing website.  
  The bus tour ended at the Wireless music  
festival in London, where Yahoo! was the head-
line sponsor. 
  CEO Mayer and the company’s media division 
want to do more than offer entertainment to lure 
online audiences. In a sector where YouTube 
multi-channel networks (MCN) are gaining  
traction as genuine competition for traditional 
broadcasters, Yahoo! also wants to do more.  
  It is taking on AOL On (AOL’s video-focussed  

entertainment channel), Netflix and  
Amazon.com, companies that have started to 
invest serious money in original shows and films 
to be solely shown on their respective platforms 
and are also professional enough to sell to 
broadcast TV. 
 
The Couric factor 
  This year, Mayer kick-started that effort with 
the much publicised appointment of the veteran 
US broadcast TV anchor Katie Couric to pro-
duce and host her own series of news and  
current affairs shows exclusively for Yahoo! 
Screen.  
  Couric is being paid a reported US$6m a year 
for the gig. Although less than the US$15m she 
was earning at CBS News, the move has  
provided her with the opportunity to be part of 
the future of media.  
  Other media appointments include Michael 
Isikoff, who was at NBC News and is now  
Yahoo! News’ chief investigative officer, and 
former New York Times journalists David Pogue 
and Matt Bai, who are now Yahoo!’s personal 
technology columnist (on Yahoo! Tech  
magazine) and national political columnist (on 
Yahoo! News) respectively. 
  Experienced journalists and editors are equally 
being hired for Yahoo! Style, Yahoo! DIY,  
Yahoo! TV and Yahoo! Health. 
  Starting early 2015, expect two major full-
length original TV series for Yahoo! Screen. 
They are Other Space and Sin City Saints, both 
created by US movie/TV screenwriter/producer 
Paul Feig (who is famous for box-office hit  
movie Bridesmaids). Going forward Yahoo! is 
reported to be prepared to pay between 
US$500,000 and US$2m an episode should the 
right ideas come along. 
  In fact, Yahoo! has already paid for TV news 
and entertainment content from (mostly US) 
broadcasters, cable networks and Internet-
distributed TV platforms. The sellers include TV 
networks ABC, NBC, CBS, Hulu, Comedy  
Central and Turner Sports. On the localised  
version in the UK, for example, Channel 4 and 
ITN News are video suppliers. 
  Buzzfeed and Vevo Music are among the 
online entertainment channels with videos on 
Yahoo! Screen, as are exclusive live clips from 
Saturday Night Live (the popular US sketch 
comedy series), plus video highlights supplied 
by major US sports leagues like basketball’s 
NBA and American Football’s NFL. 
  Then, there are Yahoo!’s UGC series: Animal 
Madness, Pranks and Tricks and Trending Now, 
among others. 
  For licensed content created elsewhere,  
Yahoo!’s biggest coup has been the agreement 
to show Community. This is a sitcom series  
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recently cancelled by the US’ NBC network but 
with a dedicated cult following that did not want 
the series to end.  
  Yahoo! has ordered the sixth season of 13  
episodes to keep Community on Screen,  
starting in January. 
  Most of Yahoo! Screen’s original entertainment 
shows have been US-focused.  
The international section is underdeveloped 
compared with Yahoo’s other online offerings 
and combined, the content in Arabic, German, 
French, German, Italian, Chinese, Spanish and 
Portuguese is very small compared to the  
English-language videos. 
  That, plus Yahoo! Screen branding, amount to 
a major hurdle the company needs to over-
come. Virtually any Internet user recognises 
what a Facebook or Google page looks like 
should they even end up there by mistake.  
Yahoo! was an international brand long before 
Facebook and Google but nowadays apart from 
the Yahoo! logo with its exclamation mark, its 
videos could be on any online site. 
  Yahoo! had once hoped to buy Dailymotion, 
the international video-sharing website which 
originated in France, to rival YouTube. Instead, 
the part state-owned France Telecom got  
Dailymotion. That failure has shown industry 
observers that Yahoo! could be more aggres-
sive when competing in the “video centric” me-
dia and entertainment front were it not held back 
by its financial issues. 
 
Other media content 
Tumblr is one of those digital media brands that 
come under both media and technology as a 
category. Its purchase by Yahoo! in June 2013 
for a whopping US$1bn certainly caught the 
investment and media worlds’ attention. 
  The social blogging platform is immensely  
popular. When acquired by Yahoo!, it had 300 
million users; that number has grown to more 
than 450 million.  
  The number of Tumblr’s registered blogs has 
leapt to 211 million from 105 million during the 
same period. The average age of the Tumblr 
blogger is 34 years. In total, users have upload-
ed more than 96 billion posts. It has been posi-
tioned as a creative but inexpensive way for 
commercial companies, brands, artists and con-
sumers to reach their fans, creating and access-
ing original UGC and professional. 
  Although the venture is still making a loss, 
Mayer predicts it will make its first US$100m in 
revenues next year. 
 
Digital magazines 
In early 2014, Yahoo! announced plans to 
launch a series of branded consumer online 
magazines aimed at mass-market consumers.  

  The first two were Yahoo! Food, which is  
targeted at those who love good food and cook-
ing, and Yahoo! Tech, for fans of the latest 
gadgets on the market.  
  The digital magazines are still works in  
progress, being mostly US-centric in content 
even though they can be accessed worldwide. 
But the layout is similar to the look of Flickr,  
Yahoo!’s photo-sharing site, giving them an 
edge in terms of brand identity.  
 
Flickr 
When Marissa Mayer came to Yahoo! one of 
the first missions she took on was the revamp of 
Flickr. It had been bought from Vancouver-
based start-up Ludicorp for a reported US$22m 
in 2005.  
  In its early days, Flickr had identified consum-
ers’ devotion to compiling their own photo-
graphs; this was before the popularity of camera 
phones (the iPhone was launched in 2007),  
mobile photo-sharing sites Instagram (2010 
launch) and photo-centric online scrapbook  
Pinterest (2010). In fact, by 2010, Flickr was 
hosting more than 5 billion photographs.  
  Like all pioneering tech ventures, Flickr looked 
clumsy and clunky with the advent of the new 
generation of photo sites.  
  Still, it improved. By 2013, under Mayer’s 
reign, Flickr had become search and mobile 
friendly. The 1 terabyte of free storage space it 
offers to its users, 70 times bigger than the 
nearest competitor then, also made it possible 
to host short videos. 
  After investments in innovative media  
platforms and fresh online entertainment,  
Yahoo! needed the back office technology to 
sew these different strands of content and 
online services together, interruption free, irre-
spective of which section you started off with. 
 
Creative technology 
Since the middle of 2012, Yahoo! has spent 
more than US$2bn on acquisitions. The vast 
majority of the budget has gone to buying  
technology companies with inventive software 
that could help Yahoo! stitch together its  
different Internet-powered services seamlessly.  
  Some are arguing that the company not only 
got carried away but also lost the plot and  
wasted most of its money. Apart from the  
purchases of Tumblr, Flurry and BrightRoll,  
observers have wondered about their other  
acquisitions.  
  Stamped is a recommendation and sharing 
mobile app; OnTheAir allowed websites to offer 
live-streaming video chat; Snip.it is a news app; 
Alike is a recommendation mobile app; Jybe is a 
social provided a personalised recommendation 
app; PlayerScale is a gaming platform; Qwiki is 
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a video production and sharing app; Xobni is an 
app for managing emails. The list continues: 
mobile-messaging app Blink; digital concert 
venue Evntlive; mobile video start-up Ptch;  
natural language processor SkyPhrase; image 
recognition start-up LookFlow; social media 
marketing service Bread Labs; sports app  
Hitpost and Aviate, an artificial intelligence app. 
  Activist shareholder Starboard Media has  
attacked Yahoo! for not showing actual positive 
results from these acquisitions, which are mostly 
“acqui-hires”, bought for their technology and 
related talent, not the companies themselves.  
  Starboard Media’s criticism is slightly  
overstated as tech behemoths like Google,  
Facebook and Apple spend billions on tech start
-ups that are shortly afterwards shut down  
because they might cannibalise their business-
es or be potential threats. Moreover, it is amaz-
ing what technology, an evolving phenomenon, 
can do when one holds on to it long enough.  
  Until then, it looks as if Tumblr, Flurry, Bright-
Roll and Summly could be the ones to show 
some immediate results for Yahoo!. Tumblr, as 
mentioned earlier, is growing in size and offer-
ing an extra choice for Yahoo! advertisers.  
  Flurry is a property that could help Yahoo!  
analyse how the advertising campaigns on its 
platforms are performing. In addition, it could be 
an extra revenue source should the service be 
offered to third-party users.  
  Summly, an artificial intelligence app that  
provides summaries of the important news  
stories, was acquired from its British teenage 
inventor Nick D’Aloisio for a reported £20m last 
year. The mobile-delivered Summly has been 
renamed Yahoo! News Digest to be part of the 
Yahoo! media brand. 
  But it is the acquisition of US-based digital  
video advertising service BrightRoll that is  
creating a buzz. Such ad serving platforms are 
in huge demand as digital media advertisers 
increasingly expect their ads to be automatically 
delivered to a network of relevant websites 
worldwide (as opposed to approaching each 
website to install the advertisement).  
 
The future 
As a corporation and as a brand, the challenges 
facing Yahoo! are more than most.  
  Since her appointment, CEO Marissa Mayer 
has been cleaning out some unwanted  
 

executive debris. They included former COO 
Henrique de Casto, who was reportedly fired in 
January with an astronomical US$100m-plus 
severance package that includes salary, shares, 
compensation and lost bonuses.  
  Following that should be a strong voice which 
confirms that the corporate management, as it  
stands, is the relevant one for the group. 
  Furthermore, there is the a cash pile to collect 
should they choose to turn the lucrative stakes 
in Alibaba and Yahoo! Japan into cash to make 
an acquisition that takes the corporation to a 
totally higher level (taking over Pinterest,  
Snapchat or Buzzfeed have been mentioned). 
  The company was also not on the much-
respected Interbrand ranking of the 2014 
world’s Top 100 global brands, which was led 
by Apple this year followed by Google.  
  In an era where the consumers’ vote can make 
or break brands via social media, Yahoo! needs 
to regain its status as a serious player in  
international new media. Having a combined 1 
billion users of its services is not enough.  
  Those users need to be fans that spread the 
message about why Yahoo! is the platform to 
connect with. 
  Discoverability, the means to help consumers 
to sift through and find the ones they want 
among billions of shows, music, images,  
movies, games, TV shows and other media  
services on the Internet, is considered a must 
these days.  
  Yahoo! needs technology that improves the 
probability of having its shows and web content 
chosen by consumers.  
  In September, it launched Yahoo! Recom-
mends, a personalisation technology designed 
to raise awareness of Yahoo!’s content and  
native advertising (ads that look similar to the 
rest of the content on a website) among users. 
Yahoo! Recommends should also direct them to 
the presence of Yahoo! content on other  
publishers’ websites.  
  What Yahoo! mostly needs to watch out for is 
the Next Big Thing on the Internet, the content 
and innovative technology that distract consum-
ers and investors away before Marissa Mayer’s 
planned magic kicks in.  
  In the fast-moving business that she is in, that 
could be a tough call. But her experience to 
date makes her one of the best candidates to 
handle that. MTF 
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London: Women Fashion Power 
29 October 2014 – 26 April 2015 
@: Design Museum 
Organised by: Zaha Hadid 
About: Exhibition of fashion by women from 
all walks of life to enhance their status in life  
Details: www.designmuseum.org 
 
 
London: Wounded: The Legacy of War 
12 November 2014 – 25 January 2015 
@: Somerset House 
Organised by: Somerset House 
About: An exhibition of photographs by  
Canadian rock star/singer-songwriter Bryan 
Adams featuring UK soldiers leading heroic 
lives despite life-changing war injuries 
Details: www.somersethouse.org.uk 
 
 
London: TechPitch 4.5 
24 November 2014 
@: The Auditorium, Pinsent Masons, EC2A 
Organised by: 2Pears 
About: Where UK and European tech start-
ups can showcase innovative disruptions to 
traditional businesses 
Details: www.4pt5.co.uk 
 
 
Helsinki: Eurobest 2014 
1-3 December 2014  
@: Finlandia Hall 
Organised by: Lions Festival 
About: Largest festival dedicated to 
creativity in brand communications and  
advertising campaigns in Europe 
Details: www.eurobest.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 
 
 
New York City: The Life & Legacy of Dr Martin  
Luther King 
16 January 2015 
@: New Jersey Performing Arts Center 
Organised by: Dance Theatre of Harlem 
About: A tribute to the slain Civil Rights 
leaders by one of the US’ foremost profes-
sional  ballet companies 
Details: www.dancetheatreofharlem.org 

MTF Diary 
London: London Art Fair 
21-25 January 2015 
@: Business Design Centre 
Organised by: Upper Street Events 
About: The first art showcase in the annual 
calendar for galleries worldwide 
Details: www.londonartfair.co.uk 
 
 
Park City, Utah: Sundance Film Festival 
22 January-1 February 2015 
@: Sundance Resort + various other venues 
Organised by: Sundance Institute 
About: Robert Redford’s now iconic annual 
champion of independent filmmaking 
Details: www.sundance.org 
 
 
Los Angeles: Grammy Awards 
8 February 2015  
@: Nokia Theatre LA 
Organised by: The Recording Academy 
About: The US’ biggest music industry 
awards ceremony 
Details: www.grammy.org 
 
 
New York City: New York Fashion Week 
12-19 February 2015 
@: Lincoln Center Plaza 
Organised by: IMG Fashion 
About: The US’ hottest fashion design event 
Details: www.mbfashionweek.com 
 
 
Los Angeles: Academy Awards (Oscars) 
22 February 2015 
@: Dolby Theatre 
Organised by: Academy of Motion Picture 
Arts and Sciences 
About: Hollywood’s biggest annual movie 
industry awards ceremony 
Details: http://oscar.go.com 
 
London: ILMC 27 
6-8 March 2015 
@: Royal Garden Hotel, Kensington 
Organised by: ILMC 
About: Annual gathering of the great and 
good in global live concerts and touring  
Details: www.ilmc.com 
 
Austin, Texas: SXSW – Music Film Interactive 
13-22 March 2015 
@: Austin Convention Center 
Organised by: SXSW LLC 
About: One of the coolest international net-
working events for inspired creatives  
Details: www.sxsw.com 
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London: Alexander McQueen – Savage Beauty 
14 March – 19 July 2015 
@: Victoria & Albert Museum 
Organised by: The V&A 
About: Retrospective showing artistic merits 
behind the iconic fashion designer’s work  
Details: www.vam.ac.uk 
 
 
Vancouver: TED 2015 – Truth and Dare 
16-20 March 2015 
@: Vancouver Convention Centre 
Organised by: TED Conferences 
About: The flagship conference on technolo-
gy, entertainment and design where provoca-
tive  and mind-shifting debates take place 
Details: www.ted.com 
 
 
Mumbai: Lakme Fashion Week 
20-24 March 2015 
@: Palladium Hotel 
Organised by: Lakme/IMG Reliance 
About: Must attend event in Indian 
fashion-industry calendar 
Details: www.lakmefashionweek.co.in  
  
 
Cannes: MIPTV 
13-16 April 2015 
@: Palais des Festivals 
Organised by: Reed MIDEM 
About: The international TV and entertain-
ment industry’s most established networking 
trade fair 
Details: www.miptv.com 
 
 
London: The London Book Fair 
14-16 April 2015 
@: Olympia London 
Organised by: Reed Exhibitions 
About: Global platform for negotiating book 
rights for print, film, multimedia 
Details: www.londonbookfair.co.uk 
 
 
Cannes: Cannes Film Festival 
13-24 May 2015 
@: Palais des Festivals 
Organised by: Festival de Cannes 
About: Europe’s most revered film-industry 
festival and competition 
Details: www.festival-cannes.com 
 

Cannes: Midem 
5-8 June 2015 
@: Palais des Festivals 
Organised by: Reed MIDEM 
About: Renowned international music-
industry trade show shifts timetable to June 
from January 
Details: www.midem.com 
 
Cannes: Cannes Lions International Festival  
of Creativity 
21-27 June 2015 
@: Palais des Festivals 
Organised by: Lions Festivals 
About: Inspiring creative campaigns by ad-
vertisers and ad agencies globally 
Details: www.canneslions.com 
 
Cologne: Gamescom 
5-9 August 2015 
@: Koelnmesse 
Organised by: BIU  
About: Europe’s biggest event for interactive 
entertainment, games, gamers and publishers  
Details: www.gamescom-cologne.com 
 
Chiba, Japan: Tokyo Games Show 
17-20 September 2015 
@: Makuhari Messe 
Organised by: CESA; Nikkei BP 
About: Japan’s biggest trade and consumer 
event for avid video gamers 
Details: http://expo.nikkeibp.co.jp 
 
London: Ai Weiwei 
19 September-13 December 2015 
@: Royal Academy of Arts 
Organised by: Royal Academy of Arts  
About: First significant British overview 
of the controversial and hard-to-ignore 
Chinese contemporary artist and activist 
Details: www.royalacademy.org.uk 

Cannes: MIPCOM 
5-8 October 2015 
@: Palais des Festivals 
Organised by: Reed MIDEM 
About: World’s largest gathering for the  
global entertainment and content sector 
Details: www.mipcom.com 
 
Singapore: World Architecture Festival 
4-6 November 2015 
@: Suntec Convention& Exhibition Centre 
Organised by: i2i Events Group 
About: International festival and awards 
event celebrating creative excellence 
Details: www.worldarchitecturefestival.com 

MTF Diary 
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China has the world’s biggest popula-
tion, it is already the second biggest 
economy and advertising market and 
growth in the economy of 7.5% this year 
is regarded as a setback. 
  I could blind you with figures and pie 
charts, but everyone knows that China is 
a massive and rapidly growing market. 
  For international brands, the potential is 
obvious and the Chinese consumer has 
taken to them with great enthusiasm. So 
brands like Louis Vuitton, Mercedes,  
Coca-Cola and Nike are now huge in 
China. Where they go, the international 
agency networks follow.  
  The main international agency net-
works, WPP, Publicis and Omnicom, and 
the advertising agency networks within 
them – the names we are all familiar 
with, like Ogilvy, JWT, Saatchi and 
McCann’s – are well established in China 
to support the international advertisers they work for. 
  For London, as the centre of commercials production  
expertise, with great production companies representing  
the most talented commercials directors from around the 
world, China and the agencies established there represent 
a great opportunity. 
  As the production companies’ trade body, the Advertising 
Producers Association (APA) has a vital part to play in 
bringing together London’s commercials production skills 
and the agencies and advertisers in China that need that 
expertise.  
  Production companies, even the most famous ones who 
bring awards home from the Cannes Lions in a wheelbar-
row, are tiny operations. That is good from the point of  
view of matching costs to income, with them taking on  
costs for projects they win while keeping overheads down, 
but it doesn't leave any management time or resource to 
explore new markets to the extent they want and need to 
explore them. 
 
The APA’s mission 
  So our events, starting with the Shanghai London  
Advertising Forum 2007 and the Beijing Advertising  
Forum 2009, have been designed to give the 30 or so  
production companies from London the maximum learning 
and connections within the space of one week. It is all set 
up by the APA so all they have to do is attend and throw 
themselves into it. 
  As a trade association, our aim is to open doors and real  
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success. In other words, business 
comes from our member  companies 
then seizing the opportunities created, 
which London production companies 
have grasped. 
  For some production companies, 
such as Stink and RSA, that has 
meant setting up an office in China  
but others have achieved success  
operating from London. 
The key to success has not been in 
telling Chinese agencies about the 
talent and expertise in London – that is 
quite easily communicated by showing 
a few films – but in listening to Chi-
nese agencies about what they need 
and how they work. 
  So with any agency we meet or work 
with in China, as I saw in a week of 
meetings with the main agencies 
(including DDB, Ogilvy, Y&R, Lowe, 

Grey and Saatchi & Saatchi) in Guangzhou and Beijing at 
the end of October this year, it is immediately clear that they 
want to make better commercials for their clients and that 
they see access to better directing talent and production 
expertise as vital to that end. 
 
Cultural understanding makes good business 
  What is critical to making that work for them is feeling  
comfortable, so we need a real understanding of their  
concerns and anxieties in order to turn their enthusiasm for 
the quality of the work from London into business. 
  The concerns they identify are about cultural understand-
ing. Will we understand Chinese culture sufficiently well to 
make a commercial for China as well as we will for our own 
markets? We can exhibit confidence based on the interna-
tional nature of London production: we make commercials 
for agencies around the world, draw directing talent from 
many places, and shoot around the world.  
  Still, these concerns will probably restrict the type of  
scripts we will get from China, at least in the short term. So 
we are more likely to get visual commercials than humour/
dialogue work. 
  Budgets and timings are also a concern and while we have 
stressed that we are happy to consider commercials where 
the budget might be less than the commercials we show 
them to demonstrate our best work, these factors too will 
restrict the work available to London production from China.  
  That is not a problem because we can gain value from the 
more ambitious creative work with better budgets. 
     

CREATIVE  COMMENTARY 
Chinese advertising and British commercials production: 

a powerful partnership 
 

Professional UK TV-commercials creators and Chinese advertising agencies are gaining a  mutual  
respect for each other to serve domestic and international advertisers in China.   

Following a trade mission to China at the end of October, the UK’s Advertising Producers Association,  
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  Client behaviour is a significant problem to Chinese  
agencies when working with London production companies. 
Agencies in China consider many advertisers there as not 
having a professional outlook.  
  That manifests itself as a lack of respect for the agency 
and the production company. In some instances, it means 
they see the agencies and production companies as just 
hired to shoot what the client wants shot and not to have 
creative input or opinion.  
  It also results in clients believing they can change their 
mind about any aspect of the production, even during the 
shoot, and that their new instructions, which might be a new 
script, should be adhered to and the additional cost met by 
the production company.  
  That is a real challenge, but we have examples of  
production companies in the UK overcoming it. Agencies in 
China see the better production, in terms of the profession-
alism of the approach, as helping them gradually change 
client attitudes. 
 
Trade missions’ financial results 
  We have already had real results: £30 million of production 
revenue was generated by London production companies 
with Chinese agencies in the 15 months that followed our   
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event in Shanghai in 2007 but the goal is to massively  
increase that. 
  Chinese agencies want the comfort of a local company 
being involved, so they feel they have control, and that 
works well in two ways: either the production company in 
London needs to have an office in China or they need to 
partner with a local production company (which will also be 
the service company) if the production is in China.  
  London production companies have benefited from being 
able to work with excellent service companies in China, so 
providing comfort to the agency and the local expertise 
needed for the production.   Payments and local taxes are 
another issue that need careful planning and thought prior 
to the production. We will continue to work on all those 
things with China and are planning another event there next 
year – the Shanghai London Advertising Forum 2015 – to 
build on what we have achieved so far. 
  We want to work with Chinese agencies and their clients 
on what will be a new and growing business in the future. 
We want to help establish Chinese brands in the West, as 
they seek to move from a country in which things are made 
for Western brands to one where they have their own, 
something that anyone who has visited China and seen the 
scale of progress cannot doubt they will achieve. MTF 
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JAYKAY MEDIA INC, publisher of MediaTainment Finance 
and TechMutiny, is getting a new online look 

 
New-look websites will be followed by a new look MTF 

 
+++ 

 
Enhanced photography-design and music activities 

 
Watch the following spaces...soon! 

www.jaykaymediainc.com and sister platforms 
www.mediatainmentfinance.com and www.techmutiny.net 
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