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TAKING CHANCES TO PUSH
THE ENVELOPE & RAISE THE BAR
Robert Townsend was appointed President and CEO of Programming
in the second quarter of 2003 becoming the first President of
Programming to an independent minority owned network. 
In the fall of 2006 in recognition of his tremendous efforts in forging
the network forward in its goals he was given an ownership interest.
BFC is currently viewed in 16.3 million households and is available in
over 30 million homes, including all of the top 25 African American
TV Markets and 49 of the top 50 DMA TV markets. 

DAIRY

• Cicely Tyson To Receive Distinguished Career
Achievement Award 

• Black Book Official Netherlands Entry For Oscars 

• Muhr Awards For Excellence In Arab Cinema

• South Africa Establishes Its Academy 
Of Film & Television 

FOCUSED ON AFRICAN AMERICAN
HERTIAGE & THE BLACK CULTURE
Rose Catherine Pinkney, TV One’s Executive Vice President of
Programming & Production, explained to The Business of Film where 
TV One is positioning itself and how it differentiates itself by marketing
to African American Adults. TV One’s programming is geared primarily
to African American adults. The cable/satellite television network offers a
broad range of lifestyle and entertainment-oriented programming 
that respects ‘adult’ values and reflects intellectual and cultural diversity.
With a mix of original and acquired programming from key entertainment
genres, TV One’s programming aims to provide a sophisticated
alternative for adult African American viewers.

MIPCOM BRIEFS

• AlaTriste 2006 Top Grosser In Spain

• SBS Continues Consolidation 

• Candid Camera  To Vodaphone 

• Ting Wai Ho Recruited By Granada For Asia 

• DIC Celebrates 25th Anniversary With Cake 

• Vision Music Debuts New Snoop Dog Film

• Richard D. Parsons Time Warner
MIPCOM Man Of The Year 2006

• Bali Paradise Lost Headlined At MIPCOM 

• The Endangered Maral Deer

• Regent Makes Moves Into Series Production

• Ethnic Groups Grow Own Audiences In The US

• Reshaping Media Conference MIPCOM 
Bodenheimer Comstock Sloan Sweeney & Wagner

• Granada US Strengthens US Production Output

• PorchLight Launches White Air At MIPCOM

• Packer Heads Newly Constructed 
MGM Television Worldwide

• All3 Media Expansion Backed By Permira 

• Interactive Scene It? Takes Off In Germany 

• First Look Starts Strategy In Television

• AETN Rewards Ronson To Executive VP

• DISCOP Adds International Arm to NATPE
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BLACK ENTERTAINMENT TELEVISION
GEARING UP FOR GLOBAL
AUDIENCE REACH
BET President of Entertainment Reginald Hudlin joined the company
in June 2005 as chief programming executive in charge of BET’s
music, entertainment, specials, sports, news and public affairs, film
and program acquisitions, home entertainment and programming
development units. In just over a year Hudlin has re-shaped the
management structure of BET’s programming division, 
hired a number of new executives, instituted an ongoing strategy to
expand BET’s original programming, and started the first African
American animation division at a network studio. 
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It’s a universally accepted fact by 6 billion people on the planet,

but not universally acknowledged, that the world’s ‘popular

culture’ from music to fashion is derived and deep-seated in the

Black Culture of 39.4 million African Americans, not discounting

the wider Diaspora of Africans, whose roots reach back 8 million

years.

Sixteen years after publishing the new Genre Black

Filmmakers In The 90’s the first trade compilation of this

talent sector within the film industry, the landscape for

African Americans in the film and television industry has changed

immensely. The talented new crop of filmmakers, executives, and

innovators that The Business of Film profiled then had justified

concerns that within the ‘studio system’ and the industry at large

there were few African Americans in ‘play’ who could represent the

true complexion of ‘an American’ from African American to Latino.

Prominent Black female entertainment lawyer Nina Shaw said at

the time, that the core of the problem was/is the segmentation that

exists at all levels of the American society, not just in the film

industry. She emphasized that the social nature of the film

community makes it difficult for African Americans to break into

the milieu, and the natural system of networking that has built up in

Hollywood is not accessible to African Americans with the result

that young African Americans have few industry role models. 

Since 1990 the roles of African Americans in front of and

behind the camera and in executive positions has been

evolving and growing. With the establishment over the last

2-3 years of two African American networks (joining BET which

was started in 1980) that are targeted to appeal to African

Americans that movement has taken on a dramatic impetus. The

appointment of two Presidents and an Executive VP of all

Programming and Content at BET, Black Family Channel, and TV

One has brought about a groundswell of transformational change in

American society, that is about to be fully unleashed and realized.

These three networks’ objective is to harvest the wealth of African

American Heritage and Black Culture, each from their own

individual perspective.

Reggie Hudlin, who heads BET as its President of

Entertainment, remarked back in 1990: “A decade ago

Blacks came out of Harvard and began to rise up the

corporate ladder.  Now a lot of our contemporaries are hitting the

glass ceiling where you can be a senior VP, but you can never be the

President.’’ When reminded, he broke as he often does into laughter

which belies an intuitive mind, and an uncanny ability to stay

focused, yet remain accessible to different ideas and different voices,

to listen and build new thoughts, and then unwaveringly target the

core and get done what needs to be done. There could never have

been a better choice given the ‘audience segment’ and financial

foundations on which BET has been built, and the need and desire of

BET now that it is fully established to appeal to ‘a majority of

African Americans.’ The supposition is that of the three executives

he has the toughest job. He has all the resources to accomplish his

objectives, but a different kind of ‘ceiling’ exists for the ‘entity’ that

is BET. The perception, agreed with or not, is that BET is rooted in

its own ‘segment roots’ and cannot re-transform itself to be the

Ambassador of Black Culture that it professes, and that the financial

considerations that underpin BET are so geared to that ‘ceiling’ of its

own creation that it will not be an easy task (were it so, I suspect that

Hudlin, regardless of the position of President, would not have

accepted the job). However, if anyone is more than equal to such a

gigantic undertaking, it is Reggie Hudlin, with his many

interpersonal, creative, and executive skills. 

The Business of Film was not familiar with Rose Catherine

Pinkney, Executive VP of TV One. This newly discovered

executive has an unyielding passion for the Black Culture.

Refreshingly, Rose Catherine addresses the ‘question of being Black

in America’ with a positive clarity that constantly invigorates the

‘Culture.’ Pinkney and her team know exactly who they want to

appeal to: African American Adults with a sense of responsibility to

themselves, who are intent on endorsing the integrity of the Black

Culture, and who want to view themselves through the power of the

media in the way they actually live and see themselves. There are no

compromises for this dedicated executive

African Americans Harvesting 
The Richness Of The Black Culture
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Thirdly, Robert Townsend, CEO and President of

Programming for Black Family Channel, is backed by

three deep-pocketed African American businessmen

(one of whom, Willie Gary – lawyer extraordinaire to the

underdog, travels in his own custom built Boeing 737, aptly

named Wings of Justice). All three men embody a deep sense of

family values and a desire to give back to their community.

These individuals backing Black Family Channel, could not

have made a more ‘perspicacious’ choice. Robert Townsend is a

multi-talented, gifted, and thoroughly amiable character, who is

as gracious as the President of a Network, as he was in 1990

when he struggled and made his mark among the emerging pool

of talented African American filmmakers. Townsend’s simple

raison d’ etre back then in 1990 and still in 2006 is to provide

quality programming, discover new talent, question and go

against formula, and appeal to an audience where Mom, Pop and

the kids can be entertained and imbued with messages that

educate and uplift the human spirit . One feels certain that left

up to Robert Townsend, all Black Family Channel original

programming will have all of the above and somewhere a

healthy dose of laughter as well. 

For these three appointees, every African American,

whom they reach via their networks, will be watching,

full of anticipation. There is no doubt that each will forge

a path where more talented African Americans will have a door

to create that deep networking element that is crucial to any

business, but vital in the film and TV industry, Dissolving the

industry cliche ‘it’s not what you know but who you know.’

The Business of Film looks forward with enthusiasm to

re-visit on an annual basis these Networks and the

executives they will nuture to be responsible for

creating programming, as they weave the objectives of their

integrity as to what Black Culture is – individually, globally,

one-on-one and as a family unit – and address the African

American Heritage and Black Culture of the 39.4 million

African Americans in the US.

Equally exciting is the recent news that a Black-owned film

studio (The Business of Film in its 1990 editorial said,

and still believes, it should be a division of all the major

studios, just as they currently have classics or independent

divisions) is to be established backed by BET’s founder Robert

Johnson, together with the Weinstein Brothers providing theatrical

domestic distribution access to the exhibition chains in America,

which is crucial to any film, regardless of color. The news is

extremely welcomed, and yet another tremendous achievement for

Robert Johnson, who will be in charge of green lighting all

Projects. Once it’s up and running, both the executives and the

studio must be given equal chances to succeed or fail in their

choices of ‘subject matter,’ in their appeal and reach to a diverse

and hungry African American audience that has an appetite for

entertainment and spending power in the billions. The hope for the

African American community is that Johnson’s choices of ‘subject

matter’ will give them the greatest opportunity to see what Bob is

truly made of. How does he view the African American society at

large (not merely as an exploitable segment) with its hopes and

aspiration, triumphs and disasters? How will the films he green

lights reflect African American society? Or will it only be about

‘show me the money’. Time alone will tell who Bob Johnson really

is and what he is truly made of. ‘Beneath the Hermes, Faconnable’

and Loeb and Loeb exterior, within this savvy, streetwise

businessman with his shrewd, sharp, financially incisive mind and

the strength of will and determination to pull the ‘Black Excalibur’

from the stone, does there beat an intellect and heart fashioned not

only from the desire to accumulate great wealth and power (3

billion dollars is a lot of power) but also a sense of the collective

good for the African American community and a responsibility to

the shareholder value of its ‘collective being’? 

An astute businessman who sold his company for

hundreds of millions and held out at the eleventh hour to

ensure that his employees received all their just

deserves, once said: “You can run a successful business a make

great profits and still treat your people well.” African Americans

are your people, Mr. Johnson, and they anticipate the best.  

2006[MIPCOM]
Elspeth Tavares
Publisher & Editor in Chief 
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South Africa Establishes Its 
Academy Of Film & Television

Building on its ongoing success
both internally and internationally
with its objective to grow the film
industry in South Africa from The
Outside In and the Inside Out, The
South African Film and
Television Awards Executive
Committee, chaired by National
Film & Video Foundation CEO
Eddie Mbalo and comprised of
industry representatives
Kamscilla Naidoo and John
Cronwright (SABC), Ferdi
Gazendam (Ster Kinekor), Debbie
McCrum (Nu Metro), Bongiwe
Selane (Mnet), Raymond Theart
(PMA), Joel Phiri and Desiree
Markgraaff (IPO), and Jackie
Motsepe (NFVF), who initially
tabled the initiative have
mandated the NFVF to stage the
inaugural edition of the SAFTA
Awards in 2006. The event will be
held 27-28 October 2006 at the
Gallagher Estate in Johannesburg. 
The SAFTA Awards spearhead an
industry initiative to establish the
South African Film and
Television Academy (SAFTA).
The Academy will function as the
governing structure and serve as
the custodian of the South African
Film and Television Academy
Awards, the SAFTA Awards
(SAFTAS). “SAFTA will
endeavor to honor, celebrate, and
promote the talent and
accomplishments of the South
African film industry with all
possible integrity and credibility,”
says Eddie Mbalo, SAFTA
Chairman and NFVF CEO. Local

broadcasters, filmmakers,
producers, students, and
stakeholders in the local film and
television industry submitted over
500 entries which cover the gamut
from the best feature films, short
films, documentaries, television
dramas, sitcoms and Soapies, to
magazine, news and actuality
wildlife, children, variety, and
reality programs. Mr. Mbalo,
speaking on behalf of the SAFTA
Executive Committee and
thanking the film and television
community for its enthusiastic
response to the initiative, said:
“Over the past few years, quality
South African film and television
product has traveled outside our
borders, and brought home
international awards from around
the world: the Oscar, the Golden
Bear, The Stallion of Yenenga,
you name it and we’ve been there.
The time has come to celebrate
and give recognition to our own
talent on home ground.”  The
judging panels were made up of
representatives from industry
organizations, institutions,
companies and media. The
judging process will be overseen
and results verified by a team of
independent auditors. The Golden
Horn, the official SAFTA Trophy,
will be presented to the winners at
a gala ceremony attended by
South African talent, leading
personalities in the local film,
television and music industry, and
VIPs from the government,
private sector, and the media.

SABC’s Group Executive of
Content Enterprises, Mvuzo
Mbebe, said: “The SABC is proud
to be part of this initiative and has
committed to a three-broadcast
partnership with SAFTA. While
celebrating talent and creativity,
we also have a responsibility to
encourage quality, excellence,
and the development of new talent
in the South African film and
television industry. In 2006, as we
celebrate our film and television
industry’s progress and success, it
is important to highlight that we
are really celebrating that it has
been more than one hundred years
since 1896 when the first film was
shot and screened publicly in the
country. We are also celebrating
that it has been thirty years since
1976 when our country had its
first public television broadcast.”
The Independent Producers
Organization’s Desiree
Markgraaff added: “I think that I
will be speaking not only on
behalf of the entire local film
industry but indeed for all proud
South Africans and our
international friends and partners
when I say that annual awards that
genuinely celebrate and give
recognition to our local film and
television talent on home ground
are long over due. Through the
SAFTA Awards and the Academy,
we hope to highlight and profile,
both locally and internationally,
our industry’s character and
affinity to create quality product
that presents a rich tapestry of
South African life, while telling
stories that truly represent who
we are as a nation.” Executive
Producer Lebone Maema had the
responsibly of putting together
the team that organized the
inaugural edition of the awards.
“We roped in the best expertise
available to make this a most
memorable launch ceremony and
to ensure that the SAFTA Awards
become one of the most
prestigious cultural events in the
country,” said Maema. The
awards ceremony will be
televised live on SABC 2,
Saturday 28 October.  

The SAFTA Golden Horn award is
designed to honor the contribution
of both creative and artistic talent
and to strengthen the human capital
alliance inherent within the cinema
and television arena. It aims to
reflect the African values of South
Africa, create a benchmark for the
recognition of quality, support the
development of the cultural body of
knowledge, help stimulate interest
and demand in South African
product to bolster commercial
viability, and aid socio-economic
growth. The creative concept for
the Golden Horn award is based on
the strength of the collective effort
and tradition of community that is
inherent to South Africa. It is the
award’s intent to celebrate the
individual’s effort in the context of
the collective unlike other
International awards, which
recognize just the individual. 
The statuette’s faces, referred to as
the Lydenburg Heads, are modeled
on clay statues discovered near
Lydenburg. These artifacts of
African heritage dating from 800
AD are regarded as paradigms for
the artistic excellence of ancient
African civilizations. The award’s
Lydenburg Heads – specifically
representing visual creative arts,
performance and drama – illustrate
the collective energy of the team
and the recognition of the
individual as part of the team.
The award’s three figures, which
symbolize the stature of venerated
persons who are regarded as leaders
in their fields within African
communities, are typically reserved
for objects denoting recognition
and value. The Golden Horn refers
to cattle, the traditional South
African source of wealth itself.

The Golden
Horn

Eddie Mbalo Jackie Motsepe
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The growth of African American
films and programming and the
changed landscape that sees three
networks catering to this diverse

sector of the American public has
spawned in recent years a number of
Awards shows celebrating African
American talent embracing the
diaspora.Multi-talented Tyler Perry
will Host Film Life's 2006 Black
Movie Awards - A Celebration of
Black Cinema: Past, Present &
Future, which premieres on TNT
October 18th. Talent signaled out for
recognition include Cicely Tyson
(Distinguished Career Achievement
Award)- a long overdue recognition
for an outstanding actress who
spanned a career that includes films
such as Sounder and The
Autobiography of Miss Jane
Pittman, which have enraptured
movie lovers worldwideLawrence
Fishburne who first emerged on the
screen in Acpocalype Now (1979) is
to receive Honored Excellence in

Arts Award. The Nominations for
Outstanding Motion Picture of the
Year Include Akeelah & the Bee,
ATL, Four Brothers, Inside Man,
Madea's Family Reunion, and
Tsotsi.Nominees for Outstanding
Performance by an Actor in a Leading
Role include Presley Chweneyagae
(Tsotsi), Chiwetel Ejiofor (Kinky
Boots), Tyrese Gibson (Waist Deep),
Cuba Gooding Jr. (Shadowboxer),
and Denzel Washington (Inside
Man).Outstanding Performance by
an Actress in a Leading Role
nominees include Halle Berry (X-
Men: The Last Stand), Meagan
Good (Waist Deep), Sanaa Lathan
(Something New), Queen Latifah
(Last Holiday), and Keke Palmer
(Akeelah & the Bee).Sidney J. Furie's
1972 biographical movie Lady Sings
the Blues, in which Diana Ross played

to critical acclaim jazz legend Billie
Holiday, will be inducted into the
Black Movie Awards Classic Cinema
Hall of Fame. The film, which marked
Ross' motion picture debut, also stars
Billy Dee Williams and the late
Richard Pryor.Presented by Turner
Network Television (TNT), the gala
awards show, which was launched on
TNT last year, recognizes creative
achievement by persons of African
descent in feature-length motion
pictures, both in front of and behind
the camera, and honors outstanding
films portraying the Black experience.
Film Life's 2006 Black Movie Awards
is executive produced by Suzanne de
Passe, CEO of de Passe Entertainment,
and Jeff Friday, CEO of Film Life, Inc.
The 2006 Black Movie Awards will
be taped at the Wiltern Theatre,
Los Angeles, October 15.

Cicely Tyson To Receive 
Distinguished Career Achievement Award 

The Dubai International Film
Festival (DIFF) as part of its 2006
event introduced the Muhr Awards
for Excellence in Arab Cinema in
conjunction with the festival’s new
Arab Film Competition, with a
prize of AED 1.2 million (US$
325,000). ‘Muhr’, the Arabic term
meaning young horse, is
incorporated in the Dubai
International Film Festival’s logo.
Symbolizing Arabian heritage,
‘Muhr’ embodies nobility and spirit,
and will highlight DIFF as a film
festival that is representative of the
region. The Muhr Awards for
Excellence in Arab Cinema will
honor the work of Arab filmmakers
in the feature, documentary and

short film categories, and will
recognize Arab and UAE
filmmakers as part of the festival’s
overall mandate to develop and
support the Arab film industry.
Abdulhamid Juma, Deputy Director
General, TECOM, said: “DIFF aims
to share the creative excellence of
Arab filmmakers with its audiences
from around the world. The Arab
Film Competition will celebrate
films that provide an insight into the
rich culture and traditions of the
Arab world. The Muhr Awards will
mark a new milestone in the realm
of Arab cinema, and pave the way
for a new generation of filmmaking
talent in the UAE.”
Leading up to those objectives,
Dubai Studio City (DSC), a
member of Dubai Holdings, held a
one-day screening of films
produced by Faradees, an
independent non-profit film
production group dedicated to
promoting Emirati cinema.
Faradees Group includes
filmmakers Khalid Al-Mahmood, ,
Abdullah Hasan Ahmed, Mohamed
Hasan Ahmed, and Nawaf Al-
Janahi. The screenings were hosted

at the Dubai Knowledge Village
auditorium on September 21st. Five
short films produced in 2005-2006,
one experimental film titled
'Celebration of Life', and four
fiction films - Mirrors of Silence,
Al Fustan, Amen, and Small Sky -
were subtitled into English. The
screenings were followed by an
informal interactive workshop and
discussion between the filmmakers
and audience, including members of
the media. The initiative falls within
the scope of DSC's long-term
objectives to encourage local
filmmakers and to develop a
professional homegrown cinema
industry. Jamal Al Sharif, Manager
of Dubai Studio City, said: “As the
region's emerging film production
hub, Dubai Studio City is
committed to developing the
broadcast & film production
industry in the UAE, and
empowering UAE filmmakers,
offering UAE talent an
unprecedented opportunity to
network with regional and global
film makers, which will further
enhance their experience and
industry specific knowledge."

Muhr Awards For
Excellence In Arab Cinema

Cicely Tyson

Black Book directed by Paul
Verhoeven is this year’s entry
from the Netherlands for the
Best Foreign Language Film
Academy Award. 
Black Book stars Carice van
Houten, Sebastian Koch,
Thom Hoffman, Halina Reijn,
Waldemar Kobus, and Derek
de Lint, from a screenplay by 
Paul Verhoeven and Gerard
Soeteman. Black Book tells
the story of World War II
resistance fighter Rachel
Steinn. After being falsely
accused of treachery, she is
determined to track down the
real traitor. Black Book is
produced by Fu Works and
co-produced by Egoli Tossel
Film (Germany), Clockwork
Pictures (United Kingdom),
Motel Films and Hector (both
The Netherlands)

Black Book
Official
Netherlands
Entry for
Oscars 
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Paris based, Novavision which
specializes in producing candid
camera programming makes its
debut at MIPCOM with a third series
of 107 programs available for the
first time to international buyers. The
growing popularity of mobile
technology and the rapid changes in
content development has seen a
sharp increase for short dialogue free
programming.Novavision’s candid
cameras segments are one to three
minutes long based on family-
oriented humor suited to reach the
broadest audience. Each clip is
available individually or packaged in
a TV program titled Pop Corn TV. In
each program, approximately 30
unwitting participants are tricked
into funny comedic sketches. During
MIPCOM, Novavision is also taking
part in Mipcom 2006’s Mobile TV
Screenings & Awards with three
programs competing for the Best
Content/Original Mobile Format
category. François-Xavier Poirier,
President of Novavision, said: “In
TV, mobile or traditional, get a
viewer to smile and you have his
attention; get him to laugh and you

have his commitment.” In the rapidly
growing content for mobile phones
Novavision focuses on developing
specifically targeted content offering
more original entertainment for
customers. Prior to MIPCOM deals
concluded include Vodafone's
acquisition of rights to air 107 of
Novavision's candid camera
segments, TVZézé, over its mobile
phone network. Korean cable and
satellite channel EChannel has
acquired broadcast rights for two
years for the same package, and US
distributor APUS bought rights for
Italy’s channel Italia 1(group
Mediaset Network) to broadcast on
its program Candid Camera.François-
Xavier Poirier attends MIPCOM to
finalize other sales currently under
negotiation. Poirier is the author and
co-director of the majority of the
company's candid camera programs
and was one of the actors for the
initial productions. He previously
worked as a financial consultant on
Wall Street with offices in the Twin
Towers. Novavision is based during
MIPCOM at France International’s
umbrella stand.

Alatriste, directed by Agustin Diaz-
Yanes and starring Viggo
Mortensen, Eduardo Noriega, Javier
Camara, Elena Anaya, and Enrico
Lo Verso, grossed 6,040,440 US on
its opening weekend in Spain
making it the highest grosser for a
Spanish movie so far in 2006.
Opening on 600 screens the film
clocked an impressive 900,000
admissions, outstripping Pirates of
the Caribbean and Monsters

House. Comparisons of opening
films in Spain illustrate the
tremendous appeal of Alatriste:
Lord of the Rings, 4.474.000 Û 395
screens; Kingdom of Heaven,
3.771.000 Û 439 screens; Master &
Commander, 2.092.000 Û 372
screens; Superman Returns,
3.870.000 Û 560 screens; Volver
(Almodovar), 1.785.000 Û 228
screens; The Others, 3.600.000 Û
305 screens. Alatriste is based on the
Arturo Pérez bestseller Reverte’s
(published in more than 50 countries
and translated into more than 25
languages). Selected and presented
at the Toronto Film Festival 2006
(Special Presentation), Viggo
Mortensen, Eduardo Noriega, and
Agustin Diaz-Yanes attended the
Festival to promote the screenings.
Sales have been completed in
Germany, Scandinavia, Russia,
Greece, China, Hungary, Bulgaria,
Poland, Croatia, and Slovenia. TF1
International is handling worldwide
distribution except USA, Italy,
France, Spain, and Latin America.

SBS Continues
Consolidation 
Of Its South Eastern
European Interests  

AlaTriste 2006 
Top Grosser In Spain

Viggo Mortensen

Expanding its portfolio in what it
sees as growth potential of all TV
and audio markets in Western and
particularly Central & Eastern
Europe, where it often teams up
with local partners to leverage
existing operations to achieve
economies of scale, SBS
Broadcasting Sàrl’s (NASDAQ:
SBTV), wholly-owned
Romanian subsidiary, Amerom
Television S.R.L., recently
completed the acquisition of
Romania's music channel, TV K
Lumea. Rated a leader the 15-24
urban target group with a focus
on contemporary international
and domestic hit music, TV K
was launched in 1999 as
Romania's first local language
music channel. The terms of the
acquisition were not disclosed.
Patrick Tillieux, SBS's Chief
Operating Officer and acting
Chief Executive Officer
commented: "We are excited to
acquire the most popular music
television channel in Romania.
We will build the channel
through our experience operating
the successful The Voice TV
music television channels in the
Nordic countries and our ability
to fully integrate the channel into
our other Romanian operations,
Kiss FM, and our youth-oriented
television station, Prima TV,
enhancing our multi-channel
offering. This investment
underscores our commitment to
grow our businesses in Romania
and to seek further opportunities
in the region."
Chief Executive Officer of SBS's
television and radio operations in
Romania, Christoph Buerge,
commented: "We look forward to

building on TV K Lumea's
market leading position and
expanding its audience through
innovative programming that
appeals to the channel's young
audience, with a special focus on
the current Romanian popular
music scene."
SBS operates in the growing
markets of South Eastern Europe.
In Romania SBS owns Prima TV
as well as the country's leading
radio network, Kiss FM, and
Magic FM. In Bulgaria the
company owns Radio Vitosha
and Radio Vesselina networks, as
well as Radio Atlantik, Radio
Ritmo and Vesselina TV, and in
Greece SBS owns Lampsi FM
the number one radio station in
Athens. With an emphasis on
providing quality entertainment,
SBS is one of Europe’s leading
media companies, with a
combined market of
approximately 100 million
people. It owns 18 commercial
TV stations, 21 premium Pay TV
channels, 14 radio networks, and
10 stand-alone radio stations
across Western, Central and
Eastern Europe, constituting the
second largest pan-European
broadcasting footprint. SBS
currently has broadcasting
operations in Belgium (Flanders),
Bulgaria, Denmark, Finland,
Greece, Hungary, The
Netherlands, Norway, Romania,
Sweden, and the United
Kingdom. SBS is controlled by
funds advised by two leading
private equity firms, Permira and
KKR. Telegraaf Media Groep
N.V. (TMG) of the Netherlands is
also a shareholder in SBS, with a
20% equity interest. 

During MIPCOM
Contact Elspeth Tavares Tel: 06 32 50 63 33

London  (44) 207 372 9992 - Los Angeles (1) 323 935 8228
elspeth@thebusinessoffilm.com 

www.thebusinessoffilm.com

Candid Camera To Vodaphone 
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Vision Films and Music headed
by Lise Romanoff, Managing
Director, attend MIPCOM with a
slate of programming including
feature films and music specials
from its Vision Music division.
Debuting at MIPCOM and
available to international buyers
is the latest film from Snoop
Dog: The L.A. Riot Spectacular.
The film stars Snoop Dog and a
roster of well known international
stars, including George Hamilton
(Love At First Bite, Doc
Hollywood), Emilio Estevez
(Rated X, The Breakfast Club),
Charles Durning (Tootsie, Dick
Tracy), Charles Dutton
(Gothica, Roc), William
Forsythe (Scary Movie 3,
Raising Arizona), Christopher
McDonald (Spy Kids 2, The
Perfect Storm), T.K. Carter

(Domino, A Rage In Harlem,
Runaway Train), David Rasche
(The Sentinel), and Jonathan
Lipnicki (Stuart Little 1 & 2,
Jerry Maguire). Directed by
Marc Klasfeld, the film takes a
humorous look at the LA Riots
and Rodney King beating by
LAPD Officers that filled the
world’s screens with apocalyptic
images, and our minds with the
phrase, "Can't we all just get
along?" The film has enjoyed a
limited US theatrical release
through Image Entertainment,
which secured the domestic rights.
The LA Riots Spectacular has
garnered good reviews for its
humourous look at the LA Riots.
From the UK: “Mark Klasfeld’s
rapid-fire and scathing Snoop-told
satire almost ranks up there with
Wag The Dog and Thank You
For Smoking in its shrewdness
and efficiency.” From New York:
“Not since South Park and Police
Academy has comic satire been so
bold, relentlessly offensive and
outrageously funny.” The film
showed at theTribeca Film
Festival and the recent San Diego
International Film Festival. Vision
Music holds worldwide rights. UK
based Third Millennium
Distribution recently picked up
rights in the UK.

Ting Wai Ho Recruited 
By Granada For Asia 

Snoop Dog

Continuing to build its presence in
Asia, Granada International has
recruited Ting Wai Ho as Senior
Sales Executive based in its new
Hong Kong office. Wai Ho is
responsible for the sales of
Granada International
programming into South East
Asian countries including
Vietnam, Malaysia, Indonesia,
Thailand, and the Philippines.
Reporting directly to James Ross,
the recently appointed Regional
Director in Asia, Ting Wai Ho will
also work closely with James
Ross on the many new media
opportunities offered by way of
VOD and IPTV in India. James
Ross commented, “I am very

pleased to have Ting on board at
the new Granada International
office in Asia. As we continue to
expand Granada International and
ITV Worldwide's presence in Asia,
I am sure his wealth of experience
in selling programming to the Asia
region will be a great asset to us.”
Formerly Senior Sales Executive,

South East Asia at BBC Worldwide
based in Hong Kong, Ting Wai Ho
was in charge of TV program
distribution in ASEAN countries.
Prior to the BBC he was Channel
Development Manager at Emphasis
In-Flight where he was channel
service manager for a number of
airlines including Cathay Pacific
and Singapore Airlines.  

Vision Music Debuts
New Snoop Dog Film 

Madrid-based Elastic Rights attends MIPCOM with Mirmo!, Megaman
and other programmes for international buyers. As the integrated brand
management specialists for Spain and Portugal, Elastic Rights have

completed a raft of multi-
platform deals for the VIZ Media
LLC animated Mirmo!
Following its success on Spain’s
Cartoon Network, Elastic Rights
has licensed a further episodes to
the Pay TV channel. Based on
the ratings amongst pay-TV kids
channels in Spain, the Japanese,
award-winning comedy Mirmo!
ranked in the top ten most
popular series for Spanish kids
aged 9-12 years old. 

Mirmo

Celebrating its 25th Anniversay at
MIPCOM 2006, DIC Entertainment
offers international buyers, for the
first time, Cake, an all-new unique
“do-it-yourself” style television series
for ‘tween’girls. Available worldwide
are 26 half-hour format episodes.
Cake, primarily targetting girls 8–13
years old, promotes self-expression
instills confidence and encourages
individual style. Cake’s motto is
“You can’t buy individuality but you
can make it.” The live-action series
debuted September 16th in the U.S.
on CBS’s new branded programming
block, Kol’s Secret Slumber Party,
a partnership between DIC, KOL,
AOL’s online kids destination, and
CBS. Kol’s Secret Slumber Party is a
three-hour, E/I-compliant branded
programming block exclusive to
broadcast television. In addition to a
slate of live-action and animated
programming, the branded
programming block will also feature
animated and live-action interstitials
threaded throughout the morning
block to promote healthy eating and
balanced active lifestyles for kids. 

DIC Entertainment, a fully-
integrated global brand management
company, is dedicated to creating,
developing, producing, distributing,
marketing and merchandising
family-based intellectual properties.
The Company serves as the
worldwide licensor for brands such
as McDonald’s, Strawberry
Shortcake, and Classic Trolls. DIC
has an extensive library of over 2,800
hours of animated programming,
including Strawberry Shortcake,
Liberty’s Kids, Madeline, Care
Bears, and Where On Earth Is
Carmen Sandiego? DIC recently
announced the acquisition of
Copyright Promotions, a Pan-
European licensing agency that
represents the licensing rights of a
broad portfolio of world-renowned
companies including DreamWorks
Animation, MGM, Marvel, Sony,
Twentieth Century Fox, Viacom, and
The Football Association. DIC is
headquartered in Burbank,
California with offices in New York,
Paris and London. 

DIC Celebrates 25th
Anniversary With Cake 

DIC launch Cake at MIPCOM
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During MIPCOM Richard D. Parsons,
Chairman and Chief Executive Officer of
Time Warner Inc. will receive the
MIPCOM 2006 Personality of the Year.
“We are extremely pleased to honor
Richard Parsons as our MIPCOM
Personality of the Year. Under his
leadership, Time Warner informs,
entertains and connects people all over the
globe through its leading brands and
programming,” says Reed MIDEM Chief
Executive Officer Paul Zilk. “In an ever-
evolving world defined by constant
technological and demographic change,
Time Warner - with its long tradition of
innovation and creativity - continues to
shape not only our industry, but the

culture we live in.” Richard Parsons said:
“I am very honored to be this year’s
Personality of the Year and to join the
notable ranks of past honorees. I am
particularly pleased to be recognized at
MIPCOM, the veritable hub of the
worldwide television market, which
gathers industry leaders together from
across the globe. This award is a
testament to the more than 85,000 Time
Warner employees who are the creative
source for all that we do. I dedicate it to
them and to the hundreds of millions of
people around the world who continue to
inspire us to provide the best in
entertainment and information in these
rapidly changing times.” Richard D.
Parsons was named Chief Executive
Officer of Time Warner Inc., in May 2002
and Chairman of the Board in May 2003.
In 2005, Institutional Investor magazine
named him the top CEO in the
entertainment industry. Parsons is
credited with leading Time Warner's
turnaround, and setting it on a path toward
achieving sustainable growth. Before
becoming CEO, he served as the

company's Co-Chief Operating Officer.
Mr. Parsons joined Time Warner as its
President in 1995 and has been a member
of its Board of Directors since 1991.
Previously he was Chairman and CEO of
Dime Bancorp Inc., and managing partner
of the law firm Patterson, Belknap, Webb
& Tyler. Earlier in his career, he served as
counsel for Nelson Rockefeller and as a
senior White House aide under President
Gerald Ford. Mr. Parsons received his
undergraduate education at the University
of Hawaii and his legal training at Union
University's Albany Law School. His
civic and non-profit commitments include
co-Chairman of the Mayor’s Commission
on Economic Opportunity in New York;
Chairman Emeritus of the partnership for
New York City; Chairmen of the Apollo
Theatre Foundation; and service on the
boards of Howard University, the
Museum of Modern Art, and the Museum
of Natural History. He also serves on the
boards of Citigroup and Estée Lauder.
Time Warner Inc. is a leading global
media and entertainment company with
business in filmed entertainment,

interactive services, television networks,
cable systems and publishing. Time
Warner’s divisions include AOL, Time
Inc., Time Warner Cable, Home Box
Office, New Line Cinema, Turner
Broadcasting System and Warner Bros.
Entertainment.
The MIPCOM Personality of the Year
Award was created in 1989 to pay tribute
to exceptional careers in and contributions
to the international television industry.
Richard Parsons receives his Award on
Wednesday 11 at a gala dinner in his
honor. Reed MIDEM is a leading
organizer of professional international
tradeshows. The company hosts
MIPDOC, MIPTV, MILIA, MIPCOM
JUNIOR, and MIPCOM for the television
and multimedia industries, MIDEM for
music professionals, MIPIM and MAPIC
for the property sector, and GLOBAL
CITY for urban management specialists.
Reed MIDEM, a division of Reed
Exhibitions, is the world’s leading
organizer of exhibitions and conferences
delivering over 460 events (in 38
countries) and serving 52 industry sectors. 

Richard D. Parsons Time Warner
MIPCOM Man Of The Year 2006

National Geographic Television
International (NGTI) has acquired
Red Velvet, a major new polemic
documentary from France-based
Compass Films, as it continues its
drive for third party factual
programming. Filmed throughout an
entire year in the Russian Altai
region, Red Velvet (1 X 60) recounts
the fate of the maral deer and follows
the unlikely journey of their antlers
to South Korea. In Southern Siberia,
where Russia, China, Mongolia and
Kazakhstan meet, thousands of maral
deer live in protected reserves. For
centuries, every spring, their
impressive velvet antlers have been
cut off in a bloody ritual to provide
the Koreans with a natural, sought-
after aphrodisiac. Edwina Thring,
head of programs at NGTI,

comments: “Red Velvet is one of the
most impactful films I have seen in a
long time. It’s beautifully shot, has
excellent production values and
unusually, combines amazing
wildlife with a strong social story.
The nature of the program and its
often controversial content means
that this is far from a traditional
family wildlife program.” Klaus
Reisinger from Compass Films
commented: “We produced Red
Velvet without an initial commission
as it was a story we desperately
wanted to tell and one that has not
previously received any exposure.
NGTI is a natural partner for us, not
just because of the previous
relationship, but because National
Geographic provides a perfect home
for stories that explore the often
complex relationships between
animals, man and nature. We are
very excited at this new relationship
and are already in discussion about
some future projects.”Films
previously made two films under
commission by NGTI, Elephant
Power (2000) and Burma’s
Forbidden Islands (2004), both of
which have been sold by NGTI.

Richard D. Parsons

Endangered Maral Deer

Among the programming US based
TPI has available for international
buyers is Bali – Paradise Lost, the
35 mm feature film that recently
wrapped shooting and was inspired
by the events of the Bali bombings
that occurred October 12, 2002,
killing 202 people from 22
countries. Produced by TPI and
Kalyana Shira Films of Indonesia,
Bali – Paradise Lost weaves
together four dramatic stories, from
the planning and execution of the
bombings to the aftermath and trial
of the terrorists. Shot over 45 days
in Jakarta, Lombok and Bali, with a
multinational cast and crew, Bali –
Parasdise Lost is executive
produced by Larry Y. Higgs,
directed by Enison Sinaro, and
produced by Constantin
Papadimitriou and Nia Dinata. The
company also has available the
documentary The Disappearing of
Tuvalu, a one-hour special that
looks at the issue of global
warming/rising ocean levels and

how this is impacting the Pacific
island nation of Tuvalu, which
experts predict will be the first
country to completely disappear
from the face of the Earth because of
global warming. The nation of
Tuvalu derives a sizeable portion of
its gross national product from
selling the internet country code of
.tv that is popular with media
companies worldwide. TPI also
launches These Amazing People,
the new series that travels the world
to find some of the most outrageous,
funny, dangerous, and inspirational
people who are doing “amazing”
things.

Bali Paradise Lost 
Headlined At MIPCOM

A native Tuvalau  in Rainhat 

The Endangered Maral Deer
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Regent Entertainment, headed by Gene
George, President, attends MIPCOM
with a fresh crop of five new films,
maintaining the company’s goal to
supply at each market a steady flow of
top quality TV movies for international
buyers in the marketplace.  Three of the
movies, Long Lost Son, The Wives
He Forgot, and the just completed My
Silent Partner, are from its ongoing
relationship with Lifetime Television.
The other two, Christmas Do Over
was produced for ABC Family, and Ice
Spiders is for broadcast on the Sci-Fi
Channel. With its annual lineup of 20 to
24 new movies in continual production
mode, Regent clearly maintains its
foothold as a major supplier in the TV
Movie area.  
The company is now looking to grow
into other directions and extend its
existing relationships with broadcasters
in other areas of programming. Gene
George said: “We are always looking to
work and partner with other cable
networks and broadcasters to create TV
movies.  This is our forte and our area
of expertise. In following our business
plan for continued growth, we are now
exploring on a number of new areas,
one of which is getting into the series
business. We hope that sometime in
2007, perhaps as early as MIP TV in
April, we will be able to announce
several series that our company will be
handling internationally, which will be
released in the United States through
one of our partner broadcasters.”
Regent Entertainment is initially
looking to be involved with a series of
13 one-hour dramas as a co-production
where Regent would produce, provide
a portion of the financing, and license
internationally. Marking another step

forward for the company, George
acknowledges that becoming a
supplier in the series business takes
the same commitment as that which
the company devoted to being a
purveyor of high quality TV movies
for which they have a sterling
reputation domestically and
internationally. George added: “When
you go into the international business
of producing series and become an
active licensor, the buyers want to
know you will be an ongoing supplier
to them. So ideally, we hope to have
two new series by April and two more
ready by the fall, which will send a
clear message to our international
buyers that we are a source of both
TV movies and TV series.”  The
business of selling programming
worldwide has its own complexity in
that the buying departments
throughout the major international TV
Broadcasters are invariably split into
different categories.   This makes it
essential for all sellers in the market
place to seek out and establish
different sets of relationships to those
already solidified which takes time.
George commented: “In many cases,
we have to re-establish another line of
entry to a particular broadcaster,
through a different buyer. We are
fortunate in that we will have the
benefit of a previous relationship with
that station because they know us and
our product, but we will have to build
a separate relationship with the series
staff, and you need to show a
commitment and product flow to gain
foothold.” George feels the company
has reached the cap in terms of 24 TV
movies a year and the time is right to
move into other directions such as TV
series. Over the last five years, Regent
has established strong relationships
with a number of leading broadcasters
on a territory-by-territory basis, and
it’s these relationships that he wants to
further cement by expanding the
product line into TV series. Regent
Entertainment is also growing the
theatrical side of its business
underpinned by a $50 Million P & A
fund to which the company has
access.  At this moment in time,
George is looking to acquire a small
number of films to be released on a
limited theatrical basis. Gene George
is joined at MIPCOM by Meggan
Kimberley, Senior VP, International
and Raegan Matthews as a Sales
Associate.  

Regent Makes Moves 
Into Series Production

Ethnic Groups Grow 
Own Audiences In US

Gene George

King of California Available From Nu Image

Underlining the rapid growth of
specialized programming for the
different ethnic groups across
America who are increasingly
catering in their own voices with
programming specific to their
cultures, Neilsen Media
Research reports that
Hispanic/Latinos and Asians
remain the fastest-growing
national segments of the
population, with television
households for each increasing
by 3.6 percent over 2005.
Nielsen's National Universe
Estimates (the estimate of
television viewers within the
population) also show that the
number of Black or African
American television households
grew faster than the national
U.S. average, 1.3 versus 1.1
percent, respectively. Nielsen
Media Research annually reports
television household estimates
each September based on
information from a variety of

sources, including Claritas (a
leading provider of demographic
data), the United States Census
Bureau, and Nielsen's own
television samples. Nielsen
Media Research is the leading
provider of television audience
measurement and related
services, worldwide. In the
United States, Nielsen's National
People Meter service provides
audience estimates for all
national program sources,
including broadcast networks,
cable networks, Spanish language
networks, and national
syndicators. Local ratings
estimates are produced for
television stations, regional cable
networks, MSOs, cable
interconnects, and Spanish
language stations in each of the
210 television markets in the U.S.,
including People Meter service in
ten markets and electronic set-
metered service in 46 markets.
http://www.nielsenmedia.com/
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MIPCOM 2006 keynote speakers
in this year’s conference program
Reshaping Media include cable
industry pioneer George
Bodenheimer, President, ESPN
Inc. and ABC Sports and Co-
Chairman, Disney Media
Networks, who will be looking
into the reasons and strategy
behind the phenomenal growth of
the ESPN brand as part of the day’s
spotlight on cross-platform and
mobile content. Beth Comstock,
President, Digital Media and
Market Development, NBC
Universal, will discuss NBC
Universal’s 360° content approach
to capitalize on opportunities in the
digital age and strategy for success
in this era of the pull consumer.
Harry Sloan, Chairman & CEO of
Metro-Goldwyn-Mayer Inc., will

be addressing the new
opportunities for cinema in
television distribution, channel
operations, home entertainment
and new media. Anne Sweeney,
Co-Chair, Disney Media Networks
and President, Disney-ABC
Television Group, will share her
vision of the future and the impact
of digital on all forms of media.
Todd Wagner, Founder and CEO of
2929 Entertainment, will share his
vision of the future of the
Hollywood film industry and
discuss how his companies –
which include 2929 Productions,
Magnolia Pictures/Home
Entertainment, Landmark
Theatres, HDNet, HDNet Films
and HDNet Movies – operate
within and outside the Hollywood
system.

David Gyngell, Chief Executive
Officer, Granada America, has
strengthened the U.S. production
output with the appointment of U.S.
reality producers Michael Agbabian
and Dwight D. Smith in a newly
formed development unit along with
prolific Australian producers David
Barbour and Julian Cress as Executive
Producers, Non-scripted
Programming. David Gyngell
commented:  “These guys are all
proven hit makers and we are delighted
to have them. As the largest
international supplier of programming
to U.S. broadcast and cable channels,
we are moving forward with an even
more aggressive production slate, and
Michael and Dwight along with David
and Julian will play a significant role in

our future growth and success in this
market.” Smith and Agbabian already
have a track record with Granada
America having served as Co-
Executive Producers on the summer
series Gameshow Marathon for CBS
and Executive Producers for highly
rated Hit Me Baby One More Time
for NBC in 2005.   Creators and
executive producers of several top-
rated shows in Australia including The
Block, David Barbour and Julian Cress
have established themselves as one of
the leading creative duos in Australian
television. They are also responsible
for the hit series Celebrity Overhaul
and Celebrity Circus, which have
been licensed worldwide. “We already
have terrific output from our UK
operations,” said David Gyngell. “Now
we have a creative engine room in the
U.S. to service our clients here and
around the world.” The two new teams
will be working closely with Granada
America’s recently appointed Director
of Development, Nicholas Oakley.
Granada America is one of the largest
international producers for the U.S.
market and a major force in acquiring,
developing and producing reality and
scripted programming for U.S.
broadcast and cable networks.

Granada Strengthens
US Production Output

PorchLight Entertainment
attends MIPCOM with an array
of product including the launch
of newly acquired White Air,
an “extreme” action-drama
feature film from Emmett Furla
Films set in the world of
professional snowboarding, to
which PorchLight has the
international distribution rights.
White Air stars Dominique
Swain, Riley Smith, Brent Le
Macks, Tom Siezmore, and
Andy Finch, winner of the Van’s
Triple Crown and 2nd place at
the 2005 Winter X Games.
Directed by U. Wolfgang
Wagenknecht who together with
writer /producer Steve Straka
developed and wrote the script,
White Air is produced by
Emmett/Furla’s Randall Emmett
and George Furla in conjunction
with real estate magnate
Michael Wick. William Baumann,
PorchLight’s COO, said: 

“White Air has a winning
combination of "extreme" sports
action, drama and star casting
that is very appealing to the
international theatrical, TV and
DVD marketplace. We are also
thrilled to be in business with
Randall Emmett and George
Furla, two of the best producers
in the business.” Randall Emmett,
of Emment Furla Films,
commented: “PorchLight has a
strong sense of what sells well
within the international
marketplace. They have proven it
again and again with their films
and we are confident that the
company’s sales team will exceed
expectations.” Randall Emmett
and George Furla are the prolific
production team whose recent
credits together with Millennium
Films include: The Wicker Man
starring Nicolas Cage; Day of the
Dead, the remake of the 1985
George Romero classic zombie

film; and 16 Blocks, starring
Bruce Willis and Mos Def.
Emmett/Furla Films, producer
Michael London, Alexander
Payne and Millennium Films are
currently in post-production on
King of California starring
Michael Douglas and Evan
Rachel Wood directed by Michael
Cahill. Also in post-production
from Emmett/Furla Films and
Millennium are Irwin Winkler’s
Home of The Brave starring Sam
Jackson, Jessica Biel, Christina
Ricci, and Chad Michael Murray
with Curtis “50 Cent” Jackson
and Brian Presley, and 88
Minutes starring Al Pacino
directed by Jon Avnet. 
PorchLight Entertainment is a
multi-faceted company focused
on the production and distribution
of high-quality family
entertainment and licensing and
merchandising representation for
children’s and family brands and

trademarks.  Founded in 1995 by
Bruce D. Johnson and William T.
Baumann, PorchLight has a large
and diverse distribution library of
nearly 200 movies, over 600
episodes of children’s programs
and a growing non-fiction and
music programming library. The
company has also produced more
than 30 live-action and animated
movies and animated series
including the Emmy Award-
winning series Tutenstein for
Discovery Kids and Jetix Europe;
Jay Jay the Jet Plane for PBS;
Four Eyes for France 3,
Nickelodeon Asia, and
Nickelodeon Australia;
Adventures from The Book of
Virtues for PBS; a series of
direct-to-videos for Leapfrog, the
leading electronic toy company;
and is currently co-producing
Animalia for the BBC, PBS and
Nickelodeon and Network Ten in
Australia.

PorchLight Launches White Air At MIPCOM

David Gyngell

Reshaping Media
Bodenheimer Comstock
Sloan Sweeney & Wagner

G. Bodenheimer Anne Sweeney Todd WagnerHarry SloanBeth Comstock
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All3media attends MIPCOM under
its new ownership following the
complete buyout by Permira Funds
and the All3Media management
from Bridgepoint. The current
management team including Steve
Morrison, Jules Burns, David
Liddiment, and John Pfeil, all major
shareholders in the Group, are fully
committed to taking the Group
forward in its next phase of growth.
Permira, a leading European-based
private equity firm, acts as adviser
to the 18 Permira Funds, totaling
approximately Euro 11 billion, that
have been raised since 1985.
Backing the group's existing
strategy, which is to grow
organically, Permira is supporting
the talent pool that All3Media has
developed, and continuing to make
acquisitions of companies whose
management and talent see
All3Media as a group that can help
them to realize their full potential.
Commenting on the acquisition,
Steve Morrison, Chief Executive of
All3Media, said: “Permira has
expressed great commitment to the
continued growth of the All3Media

group and support for the whole
management team, and we
welcome their investment in the
group’s continued expansion. We
would also like to thank
Bridgepoint for their expertise and
support over the past three years.”
Derek Elliott of Permira said: “We
believe that independent producers
are addressing a dynamic and
growing market. All3Media
represents an important investment
for Permira in content.” Robin
Bell-Jones of Permira added,
“All3Media is a fantastic platform
for growth and we are delighted to
be working with its outstanding
management and creative talent to
develop the business to the next
stage.”Since its inception in 2003,
All3Media has grown to become
the leader in the UK Independent
TV production sector, having
formed a group that includes some
of the most creative talent and
leading program brands in the
market such as Midsummer
Murders, Shameless, Hollyoaks,
Richard & Judy, Formula One, and
the newly announced Castaway II.

All3Media Expansion
Backed By Permira 

A new restructured MGM Worldwide
Television Distribution Group, headed
by President Jim Packer, attends
MIPCOM offering international buyers
a number of high profile programs
headlined by Casino Royale, the new
James Bond movie starring Daniel
Craig, and Rocky Balboa, the sixth
and final Rocky movie starring
Sylvester Stallone. Packer remains in
charge of television distribution
worldwide, including U.S. barter sales
and syndication, as well as all
emerging forms of television
programming distribution on a
worldwide basis. In making the

announcement of the division's
restructuring Harry E. Sloan, Chairman
and Chief Executive Officer,
commented: "After reinvigorating our
domestic theatrical distribution
business with over 20 new theatrical
pictures a year, and establishing a
dedicated MGM sales force in
partnership with Fox Video, the next
logical step is to expand our worldwide
television distribution operation to
meet our increased activity and product
flow. Further, the international market
for TV product has never been
healthier and MGM continues to be an
active and extremely competitive
player in the marketplace."
Rick Sands, Chief Operating Officer to
whom Packer reports, added: "As
aggressive and smart competitors, the
reorganization of our worldwide
television distribution operation is
simply one way of maximizing the
assets in our library and positions us
for future growth in the marketplace.
Jim Packer has already made
significant contributions during his
tenure at MGM, and we are pleased he

will be leading us to even bigger
growth opportunities in his new role as
President of the group." Packer added:
"After spending the last six years here at
MGM, I truly understand the value of this
tremendous library. Having been given
the challenge of increasing our market
presence, I could not be more enthused
about the expansion of our worldwide
distribution team. With Casino Royale,
Rocky Balboa, and our new slate of
premiere movie titles, our expanded
distribution presence comes at the ideal
time."
Leveraging the library of proven
properties within the library, the MGM
Worldwide Television Distribution Group
brings to MIPCOM a slate of movies
including Legally Blonde 3, Cutting
Edge 3, Into the Blue 2, and WarGames
2 that is scheduled to begin shooting in
Montreal in November.
Also available are more than 4,000 movie
titles and 10,000 television series that
make up the MGM library. Among the
key television properties featured in the
MGM catalogue are Stargate SG-1, the
sci-fi series that is celebrating its record-

setting 200th episode on the Sci-Fi
Channel, and the immensely popular
drama series The L Word, which airs on
Showtime in the U.S. Other key MGM
promotions within the group include Joe
Patrick to Executive Vice President, North
America from Senior Vice President, based
in Los Angeles, and Mary Ann Pasante,
previously Vice President of Latin America
Sales, promoted to Senior Vice President,
who continues to be based in Atlanta. 
Metro-Goldwyn-Mayer Inc., through its
operating subsidiaries, is actively engaged
in the worldwide production and
distribution of motion pictures, television
programming, home video, interactive
media, music, and licensed merchandise,
and owns the world's largest library of
modern films, comprising approximately
4,000 titles. MGM has ownership interests
in international TV channels reaching
nearly 110 countries. The company’s
ownership is comprised of Providence
Equity Partners (29%), Texas Pacific
Group (21%), Sony Corporation of
America (20%), Comcast (20%), DLJ
Merchant Banking Partners (7%), and
Quadrangle Group (3%).  

NBC Universal Television
Distribution, Screenlife LLC and Das
Vierte launched a new interactive
television program Scene It? The
Film Quiz, which had its world
premiere on popular German channel
Das Vierte, airing Sundays at 11:30
a.m. The 30-minute movie trivia
television program is produced by
Screenlife LLC, the makers of Scene
It? The DVD Game, which currently
holds the #1 spot in board game
brands in the world. The series was
developed by NBC Universal
Television Distribution and
Screenlife LLC. During each episode
viewers use their cell phones to
respond via SMS to trivia questions
about a video clip or image from
NBC Universal's vast library of more
than 4,000 feature films. “The
popularity of SMS-based interactive
television programs is growing
rapidly,” said Jay McNamara, senior
vice president of sales strategy &
development for NBC Universal
Television Distribution. “With its
focus on Hollywood, Das Vierte is the
ideal launching pad for Scene It?
The Film Quiz, and we look forward
to working with Screenlife to bring

this groundbreaking program to
broadcasters around the world.” Co-
founder and CEO for Screenlife
LLC, Dave Long commented:
“Scene It? is a highly interactive
game that extends brilliantly from a
board game to a television
production which gives viewers a
unique experience by asking them
to compete with other film and
trivia buffs nationwide from the
comfort of their own homes."
Stefan Ritsche, executive producer
of Das Vierte said: “The German
television audience has a proven
love for classic Hollywood films
and a healthy appetite for
competition, and we believe Scene
It? capitalizes on both. With the
sophistication of a Hollywood
production and the compelling
design of the game, Scene It? The
Film Quiz program takes
interactive television shows in
Germany to the next level.” 
Launched in 2005 under the slogan
We Are Hollywood Das Vierte, is
the NBC Universal-owned free-to-
air television channel in Germany
that programs a large number of
feature films in its daily schedule. 

Interactive Scene It?
Takes Off In Germany

Jim Packer

Packer Heads Newly Constructed MGM Television
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As part of First Look Studios'
progressive growth, Henry
Winterstern, CEO of First Look
Studios, named Ken DuBow
President of the newly created First
Look Television. "With the launch of
First Look Television, First Look
will become an even stronger player
in the television business," said
DuBow, adding that the company
will soon be producing more of its
own series and films for television.
At MIPCOM First Look is selling its
first series, The Collector, which
will premiere in U.S. syndication
during fall 2007, as well as new
movies from the recent acquisition
of 56 films from Pinnnacle
Entertainment. In addition, DuBow
is responsible for expanding the
number of properties available as
well as broadening outreach to new
territories. Prior to joining First

Look, DuBow was president and
CEO of Modern Entertainment
where he spearheaded the sale of a
more than 300 title film library to
Lionsgate, including such titles as
Dirty Dancing, Conan, the
Barbarian and Stephen King's The
Dead Zone. Before heading
Modern, DuBow was senior vice
president of U.S. Cable Sales at
MGM/UA Entertainment. He began
his career at MGM/UA in Atlanta in
U.S. syndication and has held
executive sales positions with Buena
Vista Television, Pandora Films and
Paragon Entertainment. He is a
member of the Academy of
Television Arts and Sciences as well
as a board member of the American
Film Export Association.
First Look Studios, headquartered in
Hollywood, was formed in 2005 by
Chairman and CEO Henry
Winterstern, and is one of the leading
independent entertainment studios,
with five key operating divisions:
First Look Pictures, the U.S.
theatrical distribution and production
operation; First Look Home
Entertainment, the U.S. video and
DVD distribution operation; First
Look International, the company's
international sales operation; First
Look Media, a branded entertainment
arm; and First Look Television. 

First Look Starts
Television Strategy  

DISCOP Adds International Arm To NATPE

AETN Rewards Ronson
To Executive VP

Steve Ronson, who joined AETN in July
2000 as Vice President and General
Manager, AETN Consumer Products,
and was promoted in 2004 to Sr. Vice
President, Enterprises and assumed
responsibility for AETN International,
has been promoted to Executive Vice
President, Enterprises for A&E
Television Networks, (AETN). In his new
expanded role, Mr. Ronson has added
oversight of AETN’s global Digital
Media activities, including broadband
video, short-form syndication, and
wireless applications. He continues to
manage AETN Enterprises, which now
encompasses AETN International, AETN
Consumer Products, and the Interactive
Services Group. AETN International
markets and licenses the company’s
channel brands and programs in over 130
countries worldwide. AETN Consumer
Products includes A&E Home Video,
Brand Licensing, E-Commerce, and
Download to Own digital products. 

The Interactive Services Group
supports online and wireless
development and distribution. “Under
Steve’s guidance, AETN International
and AETN Consumer Products have
experienced substantial growth, which
has included both the expansion of
existing businesses, and the launch of a
number of successful new initiatives,”
said Whitney Goit, Senior Executive
Vice President “Steve’s broad business
experience and, entrepreneurial
approach will be key to the continuing
growth of AETN Enterprises.”Ronson
spearheaded the launch of the AETN
channel brand, Crime & Investigation
Network, which debuted on January 1,
2005 in Australia on Foxtel Digital and
is also available in the US, the UK, and
Turkey. He developed an aggressive
expansion strategy for A&E Home
Video which led to new partnerships
with leading content suppliers
including Major League Baseball
Productions, Paul McCartney, NBC,
CBS, Disney, Carlton and
FremantleMedia, to name a few. He has
also been instrumental in developing
AETN’s burgeoning digital media
business development both in the US
and internationally. Recent broadband
and wireless partnerships include
iTunes, Amp’d, AOL Video, Google
Video Europe, Sky Mobile TV (UK), T-
Online Vision (Germany), and MobiTV
(US and Latin America).

Over the last few years, NATPE has
redirected its focus to keep abreast of the
changing dynamics of not just the US
domestic scene, but also an international
scene that sees some markets and segments
of markets saturated and others waiting to
be fully discovered. In meeting those
objectives to provide a market place
environment focused on content to satisfy
its worldwide clients, NATPE recently
acquired the interests of DISCOP. Founded
in 1991, DISCOP is the only television
content & formats market strictly targeted at
Central & Eastern European marketplaces.
The 2007 NATPE headquartered at
Mandalay Bay Resort in Las Vegas will host
its Third Annual Mobile Conference, which
will explore consumers' rapid adoption of
mobile and digital entertainment – focusing
on strategies for creating, licensing and
monetizing television and original content
for mobile distribution, including games,
graphics, multimedia, marketing and

promotions, video, messaging and other
cutting-edge wireless and digital content
domestically and globally. Rick Feldman,
president and CEO, said: “NATPE is very
much a content show. We're following the
way the business is changing, and
technology and content are much more
dependent on each other than they formally
were. NATPE used to be a broadcast/cable
television show where content ran on those
two platforms. Now in the digital age, there
are many more options for content creators
and those platforms are enabled by the new
technologies. We mirror what's happening
in our world; the business is changing now
more than ever before, and so we're
reflecting that at NATPE. We are back at the
Mandalay Bay for the next two or three
years at least. Although 2007 will be our
third Mobile Content, it’s not something we
are going to become specialized in – the
only thing we're specialised about is the
content. If down the road, there are models

that enable content creators to put their
content on cell phones and there's a business
there, then we will reflect that at NATPE,
and if it turns out, down the line to be not so
great, we'll shine our light on the next great
thing. I think it remains to be seen exactly
how much video people want to watch on
cell phones and what they want to pay for it.
The jury is still out on that.”   Making a
strategic move into the largely untapped
Eastern European sector in terms of content
flow to and from the Eastern European
block, NATPE forged an alliance whereby
NATPE will make investments into
DISCOP and over time will completely
acquire it in its entirety. Rick Felman said:
“I made the investment because I thought
there was a significant amount of growth
there. From a time perspective, it's six
months after NATPE, and it’s across the
Pond, so it seemed to be a good book. We
have a big market in Las Vegas in January,
followed by a smaller market dedicated to

Eastern Europeans in June in Budapest, so
we're truly a global organization in that we
conduct a market both here and there.
Markets like MIPTV and MIPCOM are
owned by a big company - Reed Midem.
Patrick was running that company for fifteen
years all by himself, and that's a tough thing
to do. Being able to partner with us and work
with us, I think, has made our lives more fun
and his life a lot easier. Would the DISCOP
name change in time? Feldman responded:
“I see the synergy somewhat like a Prius,
which, even though it’s a Toyota, has its own
brand. I wouldn’t change the DISCOP name
even when we have completed our
investment.” NATPE is a global, non-profit
organization dedicated to the creation,
development and distribution of televised
programming in all forms across all mature
and emerging media platforms. NATPE
develops and nurtures opportunities, both
commercial and educational, for the buying,
selling and sharing of content and ideas.

Ken Dubow
Steve Ronson
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The third quarter of 2006 continues to be an exciting time for the three African American networks occupying

the space that caters to the 39.4 million African American audience hungry for programming that is relevant

to the Black experience and culture. Two of the new guard of Filmmakers that emerged in the 90’s are now

Presidents of Programming. Reggie Hudlin took over the reins at BET in 2005, and Robert Townsend heads the Black

Family Channel. Rose Pinkney is Executive Vice President at TV One. In the small world of African American

executives in the film and television industry, all three peers share one common goal: a passion to imprint their

individual stamp of Black Culture. 

In 1991 The Business of Film was the first trade publication and the first industry attempt to catalogue the

spectrum of filmmaking talent represented by African Americans before and behind the camera, Entitled the New

Genre, and to identify a new pocket of revenue that mainstream studios had discovered with the emerging films

(New Jack, Boyz In The Hood, House Party, Hollywood Shuffle, and Straight Out of Brooklyn to name a few).

The issue covered a wide spectrum of talent including: Directors Bill Duke, Spike Lee, Robert Townsend, John

Singleton, Matty Rich, Charles Lane, Michael Schultz, the Van Peebles Melvin and Mario, Reggie & Warrington

Hudlin, Charles Burnett, Debbie Allen, Topper Carew, Thomas Carter, and Neema Barnette; Innovators George

Jackson, Doug McHenry, Roland Jefferson, Deborah Pratt, Robert Lewis III, John Forbes, Fred Williamson, and

Jamaa Fanaka; Lawyers Nina Shaw and Stephen Barnes; On Screen Talent Gregory Hines, Lenny Henry, Blair

Underwood, Wesley Snipes, Larry Fishburne, Marla Gibbs, Tina Liffors, and Alfre Woodard; Behind The Camera

Talent Willie Burton, Russell Williams II, and  Ernest Dickerson; and The Power Base: Bob Johnson (Founder of

BET), Dennis  Johnson, Hamilton Cloud,  Billie Jenkins, and Stephanie Allain. The aforementioned names some of

the talent that was covered constituting this resurging vast wealth of African American film and filmmakers in the

90’s. Since then, many have gone on to become household names in front of and behind the camera, and that crop of

filmmakers has opened the doors for those who have followed.

Television has always been and continues to be the funnel from which African American, Latino, or Asian

talent has thus far been allowed to flow into the mainstream. The Hispanic population has always had its own

infrastructure rooted in its language and the continent of South America, and the number of Hispanic stations

has flourished and grown since 1990. For African Americans dependent on mainstream America in formulating an

idenity, it was not until Bob Johnson launched BET in 1980 that African Americans had a TV station to ‘call their

own.’ Johnson continued through the 90’s and into the new millennium to grow BET into a tremendously successful

entity bought by Viacom for 3billion dollars in 2002. Johnson built BET with a mandate to serve the informational

needs and interests of the 31 million African American population, showcase the black entertainment industry, and

become the principle medium through which advertisers could access the African American Consumer. While Bob

Johnson is dutifully acknowledged as the pioneering genius that paved a path and opened the doors through

which others can now follow, one contends that a single television station cannot be representative of an entire nation

of African Americans (39.4 million in 2004) with diverse political, social and cultural tastes.

Just as 1990 was an exciting time with its crop of filmmakers, within the last two years Reggie Hudlin has taken

over at BET as President of all Programming, and The Black Family Channel has emerged with Robert Townsend

as  CEO & President of Programming and Rose Catherine Pinkney as Executive Vice President of Programming

and Production for TV One. This marks another milestone for African Americans in the US. The three networks are

eager to gain or maintain market share and grow the breadth of programming available to the African American viewer.

Over the next pages of the feature, while it is far too early to analyze or predict the outcome of these exciting

appointments and the vast financial investments made by the founders of Black Family Channel and TV One, our

objective is to portray the Networks and the individuals (just as we did in 1990) and to open the window on a talented

group of African American executives and Founders, each of whom carry a different torch and have invested huge

resources in their attempt to identify their niche and build their future audience for the benefit of all African Americans.   

The Faces & Names 
Behind The Three US 

African American Networks 
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BET President of Entertainment Reginald

Hudlin joined the company in June 2005

as chief programming executive 

in charge of BET’s music, entertainment, 

specials, sports, news and public 

affairs, film and program acquisitions,

home entertainment and 

programming development units. 

In just over a year Hudlin has 

re-shaped the management structure 

of BET’s programming division, 

hired a number of new executives,

instituted an ongoing strategy to 

expand BET’s original programming, 

and started the first African American

animation division at a network studio. 

In his first six months at the helm 

of the country’s preeminent television

network for African Americans, 

Hudlin spearheaded Saving Ourselves:

The BET Relief Telethon which raised

more than $13 million for the aid and

relief to millions of Hurricane Katrina

victims.  He also led production for 

the BET Comedy Awards, 25 Strong: 

The BET Silver Anniversary, and

initiated the turnaround of the 

BET News department, with high 

rated news specials such as Stanley 

‘Tookie’ Williams and the only 

special on the life of Richard Pryor 

broadcast on any network.  

He divides his time between BET

programming and production hubs 

in Los Angeles and New York, 

and company headquarters 

in Washington D.C. 

The Business of Film caught 
up with Reggie Hudlin as he
headed out to meetings in 
New York. 

Reggie Hudlin shares a moment of laughter with Quentin Tarantino 

SPECIAL FEATURE

THE BUSINESS OF FILM: In what direction
do you want to take the studio? Why was it
important to start an animation division? Did
listening to the broader African American
audience indicate they would like to see
change from the programming that has largely
led to BET’s success? 

REGINALD HUDLIN: Absolutely. There is
going to be change because our audience
wants change. The community, the
advertisers, everyone wants BET to expand,
to grow and evolve, and go to the next level.
That is exactly what we are doing. We're
expanding in a number of different directions
simultaneously. We are moving into home
entertainment, and going into producing
theatrical feature films. We’re expanding our
online offerings, and we are moving into
international. We'll have BET networks all
over the world. We also created our first-ever
animation division. In July this year we
announced development of our ground-
breaking animated series Hannibal The
Conqueror with action star Vin Diesel, which
his One Race Productions is producing.
Hannibal the Conqueror is based on the epic
life of one of the greatest military strategists
in history. Diesel will lend his voice to the
character and executive produce the half-
hour, prime-time series. This joint venture
falls in line with my plans to bring animation
to the BET audience. It’s the ‘perfect
harbinger’ of what BET Animation will
become. We formed the company last January
headed by Denys Cowan, BET’s senior vice
president of animation, and a former producer

on the The Boondocks series. If you buy into
the premise that Black people are a cultural
superpower, there’s no better medium to
express our creative range than the world of
animation. I hope to see the series premiere in
2007. It will span the life of Hannibal, from
his tutelage as a warrior under his father, the
king of Carthage, to his history-making
invasions of Spain and England and his
legendary scaling of the Alps with his army of
elephants. Literally every week we are
exploring some new area to move into. When
we examine moving into the international
arena, we are looking on a region-to-region
basis. In some instances, it will be a block of
programs; in others, it will be the entire
channel. We are looking for partners to
partner with on some programming, and we
hired Michael Armstrong as Head of Bet
International, who will be visiting the markets
as he reaches out to expand the BET Brand
outside the United States. As a matter of fact,
he will be at MIPCOM, meeting and greeting
potential partners and buyers for our
programming, which we feel has an untapped
audience outside of the US. In response to
your question that BET has not served the
broad African American community, that's
it's been rather too ensconced in its own
niche, the answer depends on what you mean.
We're a network with 100% brand awareness
in our community. We just conducted a study
in which we found that when African
Americans turn on TV, they start on BET.
Clearly there's a huge desire with the
audience who watch BET. Do people want
more from us? Absolutely. The audience

Black Entertainment Television  
Gearing Up For Global Audience Reach
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really feel like they own the network, which
is a great thing. 
They feel that it doesn't belong to us, it
belongs to them, and they should feel that
way.   My job is to expand the range of
programming offerings so they feel like
they're getting everything they want.
Establishing an animation division was an
important step for me. Some would argue
that black people are the most creative
people on earth. If you look at everything
from music to fashion to language and so
on, a format like animation is a perfect
vehicle for all that creative expression.
Furthermore, it is a format that travels
around the world and never gets old.
Mickey Mouse is still as young as he's
always been. So it's a great business for us
to be in, and it's a natural business for our
constituency. Now more than ever, Black
content as a commodity has huge global
importance. What there hasn't been is a
premier destination, a one-stop shop for
everything that's relevant and important in
Black culture. And that's the goal of BET,
to become that place. If you 're a kid in
China or Brussels wearing a Michael
Jordan jersey, listening to a Kanye West
album, where do you go to access the best
of Black culture? That should be BET.
When we last spoke in the 90’s I had – and
still have – a passion to employ African
Americans. BET is a large company and
the fact is that the majority of the people
who work for BET are African Americans.
To run a studio we employ all kinds of
people. We have Asian, Latin, and white
people working for the company. We're
not prejudiced against anyone, but we
certainly know that there are many very
talented African Americans who can do
any job. In our case it's a smart business
move. There are many very talented
people who don't get opportunities
elsewhere. I'd be crazy not to avail myself
of great talent who are frustrated because
they can’t find an opportunity to do their
best work. We are getting a ton of calls all
the time and that is good.

we hired 
Michael Armstrong as 

Head of BET International

The Road To The Presidency 
Reggie Hudlin
Biography

Reggie Hudlin is highly regarded as one of the
pioneers of the modern Black film movement,
starting in 1990 as the writer and director of
the influential comedy House Party. The film
was based on a short film he directed while a
student at Harvard University. The feature film
version won the prestigious Filmmakers
Trophy and the Best Cinematography Award at
the Sundance Film Festival, plus the Clarence
Muse Youth Award and a New Visions, New
Voices Award from the Black Filmmakers Hall
of Fame. House party is one of the most
profitable films of its genre. Critically
acclaimed, it received glowing reviews from
film critic Roger Ebert, the New York Times,
Time, Newsweek, and USA Today.
The film launched a franchise, inspiring three
sequels, a Saturday morning animated series,
and a comic book. Hudlin then directed the
Paramount Pictures romantic comedy
Boomerang starring Eddie Murphy, Martin
Lawrence, Halle Berry, and Chris Rock.
Boomerang earned $120 million dollars
worldwide and produced a double platinum
soundtrack by LA Reid and Babyface. The
soundtrack featured Boyz II Men’s End of The
Road, one of the longest charting #1 singles in
Billboard history, and the debut appearance of
the multi-platinum songstress Toni Braxton. In
the same year, Hudlin wrote and co-produced
Bebe’s Kids, the first Black animated feature
film. In 1995 he created and co-executive
produced Cosmic Slop, a hip Twilight Zone-
type anthology special for HBO. Cosmic Slop
garnered great reviews across the country and
won two CableAce Awards: one for the
SpaceTraders episode, which he directed, and
one for Paula Jai Parker’s performance in
Tang. Approached by 20th Century Fox,
Reggie Hudlin directed The Great White
Hype, a Ron Shelton-scripted boxing comedy
starring Samuel L. Jackson, Jeff Goldblum,
Damon Wayans, Jamie Foxx, and Jon Lovitz.
Returning to Paramount, Hudlin directed The
Ladies Man, which starred Saturday Night
Live comedian Tim Meadows as Leon Phelps,
the world’s greatest lover. The Ladies Man
featured Will Farrell and Julianne Moore.
Reginald Hudlin’s latest film was Serving
Sara, a road comedy featuring Friends star
Matthew Perry, Elizabeth Hurley, and Cedric
the Entertainer. Prior to joining BET's
executive ranks, Hudlin directed the pilot
episode of Chris Rock's new sitcom
Everybody Hates Chris for UPN.

He also serves as Executive Producer of 
The Boondocks on Cartoon Network.
Hudlin won the BET Comedy Award in
2004 and 2005 for his directing and
producing work on Fox Network's The
Bernie Mac Show. In addition to his work
on the network, Hudlin’s passion for comic
books – he has more than 50,000 in his
private collection – led him to write the re-
launch of the world's first Black superhero
The Black Panther for Marvel Comics,
which led to a commission to also write
Spider-Man for Marvel. The first issue of
The Black Panther sold out in less than
one week and the hard cover edition is
available in bookstores across the US. He is
the co-writer of Birth of a Nation, a comic
novel about his hometown of East St. Louis,
Illinois. A Harvard University graduate,
Reggie Hudlin lives in Los Angeles with
family. BET, headquartered in Washington,
D.C., was launched in January 1980. BET
Networks is the preeminent entertainment
brand serving African Americans and
consumers of Black culture on a global
basis. Its target audience is African
Americans 18-34. BET employs 366
personnel.  
BET Networks, a subsidiary of Viacom, Inc.
(NYSE: VIA and VIA.B), is the nation’s
leading provider of quality entertainment,
music, news and public affairs television
programming for the African-American
audience. The primary BET channel reaches
more than 83 million households according
to Nielsen media research, and can be seen
in the United States, Canada, and the
Caribbean. BET is the dominant African-
American consumer brand with a diverse
group of business extensions: BET.com, the
Number 1 Internet portal for African
Americans; BET Digital Networks – BET J,
BET Gospel and BET Hip Hop, all
attractive alternatives for cutting-edge
entertainment tastes; BET Event
Productions, a full-scale event management
and production company; BET Home
Entertainment, a collection of BET-branded
offerings for the home environment
including DVDs and video-on-demand;
BET Mobile, a service venture into the
lucrative world of ring tones, games and
video content for wireless devices; and BET
International, an extension of BET network
programming for global distribution.  
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Based in Silver Spring, MD, 

TV One’s programming is geared 

primarily to African American adults. 

The cable/satellite television network 

offers a broad range of lifestyle and

entertainment-oriented programming 

that respects ‘adult’ values and reflects

intellectual and cultural diversity.

With a mix of original and acquired

programming from key entertainment

genres, TV One’s programming aims 

to provide a sophisticated alternative

for adult African American viewers.

Its marketplace goal is to be 

distributed on the most widely 

available cable and satellite service 

level in markets where African Americans

represent a significant segment of the

population.TV One is a venture of Radio

One, Inc., the largest radio broadcaster

primarily targeting African American and 

urban listeners, Comcast Corporation, 

the largest cable operator in the country,

Direct TV, Bear Stearns’ Constellation

Ventures, Syndicated Communications, 

and Opportunity Capital Partners. 

In the two years since it has been

available, TV One currently reaches 

32 million viewers.

The Business of Film caught up
with Rose Catherine Pinkney, 
TV One’s Executive Vice President
of Programming & Production,
as she traveled across America
to secure and grow original
programming for TV One’s needs.
Ms. Pinkney explained to 
The Business of Film where TV
One is positioning itself and how
it differentiates itself by marketing 
to African American Adults.

THE BUSINESS OF FILM: It’s an incredible
achievement that the African American
population now has three networks competing
for viewership. What are the objectives of TV
One? BET's in one space; Black Family
Channel is in another. How does TV One differ
by being the Lifestyle & Entertainment
Network for African American adults?

ROSE CATHERINE PINKNEY: We have
positioned the network to provide quality
programming for African American adults aged
25 to 54. We think that adulthood is not defined
by age, but by a state of mind. I know some 45
year olds who aren't grown up and I know some
25 year olds who are very grown up, based on
their life experiences and circumstances that
lead to a certain maturity level. Our aim is to
provide a variety of programming that meets
the needs of African American adults. As any
start up cable network does, we air a mix of
acquired programming and original
programming. Our acquired programming
includes Black classic sitcoms, dramas and
movies. Our original programming includes a
variety of genres including lifestyle, reality,
specials, documentaries and public affairs.
When our viewers turn on TV One we want it
to feel like “home.” Our viewers are comprised
of many different kinds of people -- Black
adults are not a homogeneous group. They
practice different religions, function in different
socio-economic strata, live in different parts of
the United States, and have different political
opinions that influence how they view the
world and choose to live their lives.
Consequently, though TV One has a lot of

territory to cover, the TV One viewer will
always find quality programming that respects
African American culture and comes from an
adult perspective. We may tackle some of the
same topics as the other networks, but our
programming point of view must be relevant to
adults. In answer to your question, we don’t
group the adults we are appealing to on a socio-
economic or educational level context because
our goal is to provide a view into the lives of a
broad spectrum of African American adults.
Whether you're a single mom with three kids,
or part of a traditional family, whether you are
someone who is at the beginning of his or her
career, or someone who is thinking about
retiring, there will be something on our network
for all of these viewers to watch. In addition,
there are many people who don't have a lot of
education but who still want a better world and
a better life for their kids. The two main
commonalities that tie together the TV One
audience are: 1) they are Black adults who are
proud of their heritage and who want to pass
that pride on to the generations that follow, and
2) they enjoy seeing people who look like them
represented on television. Part of being Black is
living your culture every day in a way and with
a style that no other culture does. I say this with
pride as an African American woman: we are a
very special people.  Everything we do, the
world takes from and emulates. We set the
trends. What African Americans do is always
hip, and we build the roads that America and
the rest of the world follow. Virtually, by living
as a Black person, you are about your culture
because you are your culture. It’s an attitude, a
philosophy, and simply beyond a skin color, a
unique way of being. TV One endeavors to
bring this uniqueness to television. In
addressing lifestyle and entertainment, we are
targeting TV One to appeal to a sophisticated
African American audience that is living
longer, looking younger, remaining hip, and
wanting to stay in the mix while still
maintaining the responsibilities that make us
adult. We believe that both the stay at home
mom and the CEO will find programs they
want to watch on TV One. One of our returning
programs – Sharp Talk with Al Sharpton –
covers a variety of different issues that are
relevant to African Americans, and whether our
viewers make $30,000, $80,000 or $300,000,
the topics that are covered will be accessible
and relatable to every one. Programs we are
currently producing include a comedy

Rose Catherine Pinkney

Focused On African American 
Hertiage & The Black Culture 
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competition that’s edgy and provocative, but
the comedians lose points for cursing or for
going to raunchy topics. We are also producing
a show called I Married a Baller.  It’s a reality
show where we follow the wives of famous
sports stars. Taj and Eddie George are our first
couple. Taj was in a singing group in the 90s
called SWV that is now reuniting, and Eddie is
a former Tennessee Titan soon to be inducted
in the Hall of Fame. A lot of our audience can
relate to this two-career couple who are trying
to make marriage, parenting and careers all
work. Also on our slate is a show about the
Snoop Youth Football League. Many people
aren’t aware that well-known rapper Snoop
Dog sponsors a youth football league, which he
paid for out of his own pocket for the first year
for 2,500 disadvantaged kids in the Los
Angeles area. To get into Snoop’s league, the
boys have to keep their grades up, and do some
leadership training and community work. In
this series we will watch the adults in their
lives including coaches, parents, and teachers
help grow these little boys into men. Here's a
famous black man setting a great example by
giving back to the community and trying to
change the world in which he lives. That's what
TV One is about. It's about, usually positive,
but always realistic, portrayals of African
American life. It won't always be positive
because sometimes we want and need to show
the truth of a situation. In terms of the present
television landscape, both mainstream and
targeted, we see the demise of UPN as having
provided a true opportunity for our company in
particular. I worked in the mainstream, at major
studios, for 15 years of my television career,
and watched the ebb and flow of African
American talent in front of and behind the
cameras, and it truly is an ebb and flow. As
someone who has always worked behind the
scenes, I see it as important to have people in
the executive suites as well as actually
producing the film and TV productions and/or
starring in them. As you mature in your career,
you always look back and hope that there's a
"class” of Black executives, producers, and
performers coming up behind you, and there

are times when there are and unfortunately
more often than not, times when there are not.
What’s great about TV One is that we are Black
owned and Black programmed.  Most of our
staff and producers are Black.  We are actually
telling our own stories and our own truths in a
way that Black people know how to hear them.
TV One is also fortunate in that we are co-
owned by some of the biggest media
companies including Radio One and Comcast.
Our relationship with Radio One allows us to
market directly to our potential audience in a
way that other networks can’t. We have a great
business plan and we've been given all the tools
we need to do what needs to be done. Would I
love to have more money in my development
budget? What programmer doesn't want more
money in the development budget?
Fortunately, as in any smartly organized
business, my budget grows every year to
coincide with our growing audience.  I believe
the timing was right when TV One was
launched. For years I had heard about different
business partnerships trying to start another
African American network. I knew that times
had changed when I turned on my television
and TV One was ON! Some people worry that
we are segregating ourselves from the general
population by offering niche programming for
Black adults. I know that just because there is
a television network that may appeal to African
Americans, where African Americans see
themselves, and “tune into their lives” as our
tagline says, doesn't mean that African
Americans are going to stop living in the
general world. The guys who watch niche
networks like the fishing channel or the sports
channel continue to live in the world, don’t
they? I do believe that having seen these real
depictions of ourselves in the media, we as
African Americans will go out into the world
with our heads a little higher, with more
confidence, and a better sense of who we are
and the effect we have or can have on the
world. I think if we provide shows that are
interesting, entertaining and relevant,
mainstream America will watch TV One too.
However, as an African American television
executive, it’s wonderful to have a pure
programming goal targeting one set of viewers,
viewers who happen to be people like me, my
friends and my family—people I know. And
anyone you get beyond that is gravy. 

TV One endeavors 
to bring this uniqueness 

to television.

The Road To Executive VP
Rose Catherine 
Pinkney 
Biography 

Rose Catherine Pinkney Executive Vice
President, Programming and Production is
TV One’s executive vice president of
programming and development. 
In her position, she is responsible for TV
One's programming strategy and oversees
all program production, acquisition,
scheduling and business development for
the network. Pinkney was senior vice
president of comedy development at
Paramount Network Television, where for
nearly a decade she was involved in the
development of many series that aired
across all six broadcast networks, including
Girlfriends, Becker, One on One and Andy
Richter Controls the Universe.
She joined Paramount in 1995 as vice
president of comedy development and was
named senior vice president and department
head in 2002. In that role, she oversaw all
comedy development, including identifying
writers, directors, talent and ideas for
comedy series for television. Before joining
Paramount, she was vice president and head
of television for Uptown Entertainment,
where she developed all genres of
television including comedy, drama,
television movies and alternative
programming for broadcast network and
cable outlets. At Uptown, she developed
New York Undercover, the drama series
that originally aired on Fox for three
seasons and now airs on TV One. 
Pinkney joined Uptown from Twentieth
Century Fox Television, where she was
director of programming and developed
comedy, drama and alternative series and
also served as a current programming
executive overseeing the production of
several comedies, dramas and alternative
shows each year. At Twentieth, she was
involved in the development of cutting edge
series such as South Central, The X-Files,
and Alien Nation, and supervised In
Living Color for four years. 
A Maryland native, she holds a B.A. in
sociology from Princeton and an M.B.A. in
entertainment management and marketing
from the Anderson School of Management
at UCLA. 

Continued on page 20
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The Chairman & CEO & President Behind TV ONE 

Alfred Liggins 
Chairman TV One

Alfred C. Liggins III, Chairman of TV
One, is, since January 1997, also the
Chief Executive Officer & President of
Radio One Inc. In 1994 he took over the
day-to-day operations of Radio One,
accelerating Radio One's growth with
the acquisit ions of WKYS-FM
Washington in 1994 and two FM stations
in Atlanta in 1995 and 1997. By the time
the company filed its application to go
public in May 1999, Liggins had
negotiated deals to acquire another 17
stations, making Radio One the largest
urban broadcaster in the nation. 
Previously, he had served as General
Manager for Radio One’s WOL/WMMJ
stations in Washington, D.C. Before
joining the management team of Radio
One, Liggins was active in marketing in
California. In 1984, he served as a Sales
Executive for Light Records, a gospel
recording company in Newberry Park,
California and was responsible for
Western regional sales, which included
telemarketing and retail promotion. 
He holds an MBA from The Wharton
School of  the Universi ty of
Pennsylvania.

Johnathan Rodgers
Chief Executive Officer & President

Johnathan Rodgers, CEO and President of
TV One, joined the company in March 2003.
Before joining TV One Rodgers was
President of Discovery Networks U.S. for
six years responsible for the programming,
marketing, research, distribution, operations
and ad sales of the highly regarded
television group which included the
Discovery Channel, TLC, Animal Planet,
Discovery Kids and the Travel Channel.
Prior to joining Discovery Communications,
Inc., Rodgers had a successful 20-year
career at CBS, Inc., where he held a variety
of executive positions including serving as
the President of CBS’ highly profitable
television stations division. During his
career at CBS, Rodgers also served as an
award-winning News Direc tor  and
General Manager,  and as an Executive
Producer for CBS News.Rodgers  began
his  career  as  a  pr int  journal is t  working
as  a  Wr i t e r-Repor t e r  fo r  Spor t s
I l l u s t r a t ed ,  and  l a t e r  worked  fo r
Newsweek  magaz ine  a s  an  Assoc ia t e
Editor.  Rodgers holds an undergraduate
degree in journalistic studies from the
University of California at Berkeley, and
a Masters  in  Communicat ions  f rom
Stanford University.

Alfred Liggins & Johnathan Rodgers

Focused On African American 
Hertiage & The Black Culture 

Radio One owns approximately 36% of TV One,
LLC a cable/satellite network programming
primarily to African-Americans, which is a joint
venture with Comcast Corporation and
DIRECTV. Radio One Inc. is the seventh largest
radio broadcasting company (based on 2005 net
broadcast revenue) and the largest radio
broadcasting company that primarily targets
African-American and urban listeners in the
United States. Including announced acquisitions,
the company owns and/or operates 71 radio
stations located in 22 urban markets in the US
and reaches approximately 14 million listeners
every week. Additionally, Radio One owns 51%
of Reach Media, Inc. owner of the Tom Joyner
Morning Show and other businesses associated
with Tom Joyner, a leading urban media
personality. The company also syndicates the
only national African-American news/talk
network on free radio and programs XM 169 The
Power, an African-American news/talk channel
on XM Satellite Radio.company’s strategy is to
expand within its existing markets and into new
markets that have a significant African-American
presence. It believes that radio broadcasting
primarily targeting African-Americans has
significant growth potential, and that it has a
competitive advantage in the African-American
market and the radio industry in general, due to
the primary focus on urban formats, skills in
programming and marketing these formats, and
turnaround expertise. Radio One, Inc. is led by
Chairperson and Founder, Catherine L. Hughes,
and her son, Alfred C. Liggins, III, Chief
Executive Officer and President, who together
have over 45 years of operating experience in
radio broadcasting. Ms. Hughes, Mr. Liggins, and
the strong management team have successfully
implemented a strategy of acquiring and turning
around under-performing radio stations. The
portfolio includes stations in Atlanta, Augusta,
Baltimore, Boston, Charlotte, Cincinnati,
Cleveland, Columbus, Dallas, Dayton, Detroit,
Houston, Indianapolis, Los Angeles, Louisville,
Miami, Minneapolis, Philadelphia, Raleigh-
Durham, Richmond, St. Louis and Washington,
DC.Substantially all the Radio One's net
broadcast revenue is generated from sale of local
and national advertising for broadcast on its radio
stations. During the year ended December 31,
2005, approximately 63% of the net broadcast
revenue was generated from the sale of local
advertising and 32% from national advertisers,
including network advertising. The rest of the
revenue is derived from Tower rental income,
ticket sales and revenue related to Radio One
sponsored events, management fees and other
revenue. As of December 31, 2005, Radio One
invested iBiquity Digital Corporation (iBiquity).
iBiquity is a developer of in-band on-channel
digital broadcast technology. 

Radio One
Corporate Profile
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Black Family Channel 
is America’s only minority 
owned and operated cable 
network committed to providing
responsible programming 
for the entire family. 
Its mission is to entertain, 
inform and empower communities
with family programming 
that is original, real, authentic 
and relevant. 
Robert Townsend was 
appointed President and CEO 
of Programming in the second
quarter of 2003 becoming the 
first President of Programming 
to an independent minority 
owned network. In the fall 
of 2006 in recognition of his
tremendous efforts in forging 
the network forward in its 
goals he was given an 
ownership interest. 
BFC is currently viewed 
in 16.3 million households and 
is available in over 30 million
homes, including all of the 
top 25 African American TV
Markets and 49 of the top 
50 DMA TV markets. 

The Business of Film 
spoke with Robert Townsend 
in Washington where he was
meeting with policy makers 
to talk about expanding BFC’s
reach with new technology.

THE BUSINESS OF FILM: Where do you hope
to take Black Family Channel, when was it
started, and how much different will it be to
BET & TV One, the other channels appealing
to the African American audience in the US? 

ROBERT TOWNSEND: The network's been
around for seven years. I became a part of the
network as President and CEO of
programming, and this will be my third year in
March. Basically my mission has been to turn
the network around, to create content on all
levels. I'm programming the network like a real
network with something for everybody, like an
NBC, ABC or CBS. On Saturday, we have the
first Urban Kid Block and currently have 15
shows in different stages of production. Kids
need to see themselves in lead roles to know
that they can do anything. If they see
themselves in secondary roles, they can't really
envision it. On Kid Block, in one show – Lisa
Knight & The Round Table – the Teens keep it
real with frank, honest discussion of life issues
and events from their perspective. Their
opinions are edgy, yet controversial. We also
have a game show: Thousand Dollar Bee in
which Fourth and Fifth grade students compete
for their chance to win cash and prizes as they
put their spelling and grammar skills to the test.
It’s a game show that is educational and helps
make learning fun. In the nighttime block, we
have our comedy show with the next generation
of comedians, a show called Partners in Crime:
Next Generation. When I did the first
generation of comedians, I had some of the
legendary names like Damon Wayans, Sinbad,
Franklin Ajaye, and Tommy Davison. Now,

with the Black Family Channel, we have a new
series and it's 35 – almost 40 – of the most
incredible new comedians. We also have a
show called Spoken, which Jessica Care Moore
hosts. Poets from across America deliver
eclectic verses of rhymes, rhythm, and rap.
They are the real prophets; they talk about
everything under the sun and they're fearless.
Our first drama is Playhouse 22, and it is the
show that is the most out of the box and
different. It presents new writers, directors,
producers and actors from all across America,
and basically it is one part Twilight Zone meets
Hitchcock with a bit of reality, done in a very
theatrical way. The network and I are taking
chances, trying to grow it as an independent
network. Hollywood tends to script roles for a
select pool of actors and actresses, leaving a
narrow opportunity for rising stars to showcase
their craft or be considered for leading roles. I
have been looking for people who are true to
themselves and true to their craft. Part of my
mission is to put new faces on television and
produce innovative and engaging programs on
MBC for Black America. Big companies own
the other two networks, but we are taking the
chances reaching out to push the envelope and
raise the bar of excellence for African
Americans and the kind of programming which
we provide. I'm having a lot of fun, learning a
lot, and my main mission, in terms of turning
around the images of what people see, has come
full circle, because now I'm in charge of images
on a network. When I look at the ultimate value
of the BFC niche that we have created, and I
look at BET, Bob Johnson has always been a
visionary, and he saw what nobody else saw
when he created BET. Right now, with the
Black Family Channel, people want family
content. They want programs that they can
watch with their kids that put forward good,
realistic and positive messages. Strategy-wise,
my team and I are working hard, we're
confident we will get a good market share and
people will tune in. Right now we're in our
growing stages so there is no competition, and
we're going to work harder than anybody else.
My team and I are dedicated to win. Our cable
partners right now are Time Warner, Comcast,
Adelphia, Cox, and Charter, so we're on all the
cable systems, and we're making a real push for
DirecTV. That's the one system we're not on
currently, but we're in discussions with them
and it looks like it's going to happen in 2007. 

Robert Townsend

Taking Chances To Push 
The Envelope & Raise The Bar

Continued on page 22
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Our focus for advertisers is that they become a
part of our programming family. It is about
growing their businesses and building on their
successes and expanding their markets and
igniting loyalty simultaneously.  Our message
to families is that we are creating timeless
television. We can deliver programs that will
spark appointment viewing and spark ideas.
Television is the great common denominator,

and it is time that we respected the consumers
whose living rooms we enter to deliver
programming that can consistently make a
difference. We started small and on a budget,
but respect and ideas don’t need big dollar
signs. They need heart and ambition and a sense
of responsibility to our viewers and our
advertisers. Ultimately, people want quality. I
understand the quality that everybody expects
and wants. Having a body of work that includes

filmmaker, dramas, comedies, musicals,
sitcoms, and variety shows, I understand the
level of quality that people are expecting.  I
see Black Family Channel as an alternative,
that's what we represent. There are now three
networks for African Americans and they
have alternatives and choices. The three
networks all have different focuses. As I
mentor and teach the new directors, writers
and producers that are under my staff, our
main focus is "Quality Control." We look at
everything that goes across the airwaves, and
we're willing to go the extra mile in terms of
rewriting and directing and producing, because
when it's all said and done, Content is King and
content will always be king. Our vision is also
about multi-platforms, we want to be able to
have some of Black Family Channel's
programming on iPod’s, or the internet. We are
keeping up with the technology so that if you
own a cell phone, you can watch our shows
globally. For myself and my staff at BFC, it
will always get down to content. Is it good, is
it great, will it have people talking, will people
want it? And that's where we keep our business
model real simple.

Black Family Channel 
is an alternative that's what 

we represent

An acclaimed actor, screenwriter, director,
producer and comedian, Robert Townsend,
CEO & President of Programming for
Black Family Channel Televison, has
always been a passionate visionary and
trailblazer. Townsend's genius first
manifested in elementary school during a
reading of Shakespeare’s Oedipus Rex
when he dazzled the class with his
effortless ability to transform into multiple
characters.
His talent caught the attention of
Experimental Bag Theatre in Chicago, and
after developing his craft, Robert
performed at New York’s renowned comedy
club, the Improvisation, which launched his
career as a stand-up comedian. Shortly
after, Robert began performing in
Hollywood on various television comedy
specials, including Rodney Dangerfield:
It‘s Not Easy Being Me and Uptown
Comedy Express.  Embarking on his acting
career, Townsend landed film roles
opposite Denzel Washington in A Soldier’s
Story, Diane Lane in Streets of Fire, and
Kevin Costner in American Flyers.
Without formal film education or outside
funding (he used his own credit cards),
Robert Townsend the independent
filmmaker was born. 
He wrote, directed, and starred in his own
film, the critically acclaimed Hollywood
Shuffle. His next project was the inner-city
fable: The Meteor Man, in which he
starred, wrote and directed. The stellar cast
included James Earl Jones, Bill Cosby,
Eddie Griffin, and The Five Heartbeats.
The popular soul musical, tells about the
highs and lows of a soulful 1960’s R & B
male quintet. In between features films,
Robert created and produced his ground
breaking Cable Ace award winning variety
specials Partners in Crime for HBO and
the highly praised Townsend Television for
FOX television. He also created and starred
in the WB Network hit series The
Parenthood. Other feature film projects
include directing Eddie Murphy in Eddie
Murphy Raw; Academy Award-winners
Halle Berry and Martin Landau in
B*A*P*S; Academy Award-winner Louis
Gossett, Jr. in Showtime’s Love Songs; and
the Disney family film Up, Up, and Away!
Robert Townsend has won numerous
Awards for his work in entertainment.

BFC’s First Urban Kid’s Block - Thousand Dollar Bee

The Road To The Presidency
Robert Townsend
Biography 

Continued from page 21
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The Men In Black Behind Black Family Channel
Biographies

Attorney Willie E. Gary is Chairman &
CEO of Black Family Channel. Gary  who
with his partners Evander Holyfield and

Cecil Fielder are the founding owners of the Black
Family Channel epitomizes the American Dream.
Once a migrant worker, now a multi-millionaire
attorney, Gary earned his reputation by
representing little-known clients against major
corporations. Gary’s extraordinary success has
earned him national recognition as a leading trial
attorney. Along the way he has handled some of
the largest jury awards and settlements in U.S.
history, winning more than 150 cases valued in
excess of $1 million each. Gary won a $500
million verdict for damages suffered by small
businessman Jeremiah O’Keefe in his dealings
with the Canadian-based Loewen Group. He
recently won a similar multi-million dollar
landmark out-of-court settlement from Burger
King. Gary's remarkable legal career and tireless
work on behalf of his clients has been well

documented on 60 Minutes, CBS Evening News,
and ABC’s World News Tonight with Peter
Jennings. He has been featured in national media
publications, such as The New York Times, The
Chicago Tribune, The Boston Globe, Ebony, Jet,
People, Black Enterprise, Fortune, The New
Yorker, and The National Law Journal. In May
2002, he was featured in Ebony magazine as one
of the 100 Most Influential Black Americans.
Forbes Magazine has listed him as one of the Top
50 attorneys in the U.S. His appeal stems from his
desire to be the best, coupled with a passionate
work ethic he learned through his humble
beginnings. His unwavering desire to earn a
college education ultimately led him to Shaw
University in Raleigh, North Carolina where the
all-state high school football player would earn an
athletic scholarship after being told there was no
room for him on the team. Gary went on to
become the co-captain of Shaw’s football team
during the 1969, 1970 and 1971 seasons. Earning
a Bachelor’s degree in Business Administration,
Gary went on to North Carolina Central University
in Durham, North Carolina where he earned a
Juris Doctorate in 1974. He moved back to Stuart
where he was admitted to the Florida Bar and

opened the first black law firm in Martin County.
Gloria, his childhood sweetheart, now wife,
assisted him at the newly formed law firm. Gary's
practice, consisting of 37 attorneys, a team of
paralegals, and a professional staff of 120
including two full-time investigators, has since
grown into the thriving national partnership
known as Gary, Williams, Parenti, Finney, Lewis,
McManus, Watson & Sperando, P.L. Gary is a
member of the National Bar Association, the
American Bar Association, American Trial
Lawyers Association, Florida Academy of Trial
Lawyers Association, Martin and St. Lucie County
Bar Associations, and the Million Dollar Verdict
Club. He has tried cases in 45 states and is in great
demand as a motivational and inspirational
speaker, delivering speeches to law schools,
universities, churches, chambers of commerce and
other groups throughout the United States.
Traveling on his custom designed, 32-passenger
Boeing 737 jet, appropriately named “Wings of
justice, helps Gary to facilitate his extensive travel
schedule, allowing him to handle more cases in a
wider geographic area and enables him to spend
time with his family. 

(Left to Right) Willie E. Gary, Evander Holyfield & Cecil Fielder

Willie E. Gary
Chairman & CEO 
Black Family Channel

Continued on page 24
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Willie Gary is well known as a businessman,
churchman, humanitarian and philanthropist who
is deeply involved in charity and civic work and
his scope of interest extends far beyond the
courtroom. He is committed to enhancing the lives
of young children through education and drug
prevention and has formed the Gary Foundation to
carry out this task. The Gary Foundation provides
scholarships, plus direction and resources for
youth so they can realize their dreams of achieving
higher education.  Gary speaks at numerous
schools around the country and hosts his own
television campaign called “Education is Power,”
which encourages children to stay in school and be
the best that they can be. One of 11 children of
Turner and Mary Gary, Willie Gary was born in
Eastman, Georgia, and raised in migrant farming
communities in Florida, Georgia, and the
Carolinas. 

Cecil Fielder
Co-Vice Chairman 
Black Family Channel
Cecil Fielder made headlines while playing with
the Detroit Tigers and scored a monster home run
that won the 1996 Major League Baseball World
Series for the New York Yankees. Although now

retired from baseball, Mr. Fielder is still making
headlines in his activities. As co-vice chairman of
Black Family Channel, Mr. Fielder reports directly
to the Chairman and CEO and monitors day-to-day
operations. He serves as one of the company’s
chief voices and has addressed President George
Bush, White House Cabinet Officers, and members
of the U.S. Congress on behalf of the network. In
addition to his responsibilities at Black Family
Channel, Mr. Fielder operates a successful
multimillion-dollar trucking and logistics company
that is based in Detroit, MI. Mr. Fielder, a native of
Los Angeles, California, made his baseball Major
League debut in 1985. In 1990 Mr. Fielder joined
the Detroit Tigers organization and led the league
in home runs in 1990-91; hitting 51 in 1990. He
also led the league in RBI’s during the 1990, 1991
and 1992 seasons. Cecil Fielder is shortly to be
inducted into the Baseball Hall of Fame.

Evander Holyfield
Co-Vice Chairman 
Black Family Channel
Evander Holyfield  began his boxing career at the
tender age of eight at the Warren Boys Club in
Southeast Atlanta. It was there that Carter Morgan,
his late coach, impressed upon him that he could
be boxing’s World Heavyweight Champion by

utilizing his vision, strong work ethic, desire, and
steadfast perseverance. Holyfield made his
professional fight debut in November 1984,
defeating Lionel Bryams. When he defeated
Dwight M. Qwai in 1986 for professional
boxing’s Cruiserweight Title, he became the
first member of the 1984 Olympic Games
boxing team to win a championship title.
Over the next three years he earned his place
in the history books by becoming the first and
only boxer to be an undefeated, undisputed
Cruiserweight Champion. Today, all
Cruiserweight Championship belts bear his
likeness as a lasting tribute to his legacy. In
1989 he became the WBC Continental
Heavyweight Champion by defeating Michael
Dokes. On October 25, 1990, Mr. Holyfield
became the undisputed Heavyweight
Champion of the World by defeating Buster
Douglas for the IBF, WBC, and WBA belts.
Today he is the only man to have achieved the
pinnacle of being professional boxing’s four-
time Heavyweight Champion.
As co-vice chairman of Black Family
Channel, Mr. Holyfield leverages his
contacts and expertise in the sports and
entertainment industry to position Black
Family Channel uniquely in the international
marketplace

BFC’s Drama Series Playhouse 22
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The industry discussion as to whether

there are too many film festivals or too

many Film & TV markets continues

unabated. The technology and the Internet,

which have reshaped and continue to reshape

the distribution model, attack the question and

in effect transform it from ‘are there too many

of these events?’ to ‘what truly distinguishes

one from the other?’

The Cannes International Film Festival is

without doubt the most prestigious film event in

the world. Yet, in 2006, many remarked ‘it was

a strange Cannes’. The event lacked verve, that

sense of ‘excitement’ that is Cannes. We

venture to argue and submit some thoughts for

consideration to render the problem a ‘simple

solution’. Over the last six decades (the Festival

celebrates 60 years in 2007), Cannes has

distinguished itself and set the mantle height,

which others arguably imitate but can never

achieve. Throughout its history, Gilles Jacobs’

undisputed reign molded the Festival and its

ambitions into the venerable institution that it is

today. Cannes is exactly that, an institution.

Over the last few years the new team has sought

to establish its ‘management brand’ but like a

well-established government the roots to

correcting any problems run deep. Not

withstanding recognition that change has to be

affected, cosmetic remedies abound until, as

with the Cannes Film Festival in 2006, the

‘problems’ manifest and extinguish the ‘life’ of

the festival, and the call to take action is noted. 

In many ways the Cannes Film Festival’s

problems mirrors those of the Academy of

Motion Pictures, whereby as an institution it

upholds many facets of the US film industry,

but for the Academy to have ‘life’ people must

continue to enjoy the cinema experience. At the

2004 Awards, the remarks of the Academy’s

newly re-elected president Sid Ganis sent a

clear signal that if the Academy is to continue to

be the beacon of recognition of great cinematic

work by actors, then the cinema experience has

to exist. Like wise, if the Cannes International

Film Festival is to continue unchallenged as the

‘premier’ FILM FESTIVAL then its ‘life’ and

that of the Croisette promenade, which has

existed for many years, must be reactivated.

The efforts put forward by the Cannes market

segment to demonstrate that the  ‘commerce’

side of the event is the heart-blood of the

Festival’s existence was an economically

necessary but selfish effacing strategy. Prior to

1996, the combined synergy of the Festival and

Market co-existed and gave the Festival ‘life’

which was embraced and enjoyed by thousands,

from the upcoming young producer spray-

painting announcements of his film every 50

meters on the Croisette to the buyers walking

the Croisettee thoroughfare and exchanging

views whilst scurrying from screenings to

meeting at hotels and apartments from the

Palais to The Carlton Hotel. This tidal sea of

humanity, infused with passion of the moment

for the film just seen, interacted to carry a wind

tunnel of ‘buzz’ that swirled and gave the

Festival its ‘life’ and its enjoyment. This

Festival ‘life’ cannot be created within the

confines of the Palais. Within the Palais people

are intent on making one appointment after the

other; the only buzz is localized to the

individual appointment. Thereafter he/she is off

to the next appointment. Usually, answers to

‘problems’ are simple. Construction and

execution of that simplicity can however in and

of itself be complex. That is the problem faced

by governments and institutions. To arrive at

simple solutions, given the complexity of the

bigger picture, can only be attained if each

department and each individual responsible for

that department puts aside ego, that perception

of power in its many forms, for the desire to

institute change from deep within for the

collective good.  

Dieter Kosslick of the Berlin Film

Festival has long exercised this

adherence to the collective good.

True, the Berlin Festival and Market is smaller

than Cannes in scope and geography, but it’s

not about size. Across the entire spectrum of the

Berlin Film Festival there is a sense of the

‘community of film’ in all its facets. Cannes

exemplified this atmosphere for years by

‘simple’ virtue of retaining the ‘Croisette

thoroughfare.’ Berlin (once lost by egomaniacal

management), now under the direction of

Dieter Kosslick, has distinguished itself and

retained its uniqueness by the eclectic span of

films chosen for its core mandate and the asset

value of Kosslick and Probst combining their

sectors working in concert for the collective

good.  It is not a question of comparison.

Cannes is ‘unique.’ It has courted and deserves

its position as number one, but equally it has a

‘unique responsibility.’ Because Cannes will

never disappear (as MIFED did), it should not

insulate itself by that fact. The Cannes Film

Festival & Market must have the will to harness

its power and stand outside its inner circle and

microscopically examine how best to keep alive

the ‘Festival spirit’ for the 130,000 individuals

who every year make up the town of The

Cannes International Film Festival. For two

weeks of the year, the Cannes International

Film Festival becomes ‘one nation fueled by a

passion for film.’ This nation exists to nurture,

feed, reflect, and award those within it for

excellence and originality. Under the direction of

Kosslick and Probst, The Berlin Film Festival

achieves this objective. 
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It’s time for the Grand Dame to assert her

celebrated status and revive the Festival feel

and spirit for which it has long been loved. 

Chopard, L’Oreal, and other consumer sponsors

have unintentionally turned The Cannes Film

Festival into a product convention. No doubt,

the huge sponsorship is much needed, but

billboards lining the Croisette now promote

products, none of which are actual films.

Consumer advertisers have wiped out Film

advertising (through exorbitant cost), and the

Billboards on the Croisette that once carried

only Film Posters now promote everything but.

Each available space is occupied by a poster

bigger than the previous. Cannes appears to

have become  a showcase for the Product

highest bidder. The celebrities in attendance are

clothes-horses for designers, and it is the

apparet, no longer the celebrities, that bring

‘glamour’ to the Festival. The red carpet that

once signified a celebrity’s regal approach to the

theatre is now a fashion catwalk where the

boldest perform for the benefit of the paparazzi

to their own selfish ends, while Festival

representatives seem to look on in discomfort,

and unknown want-to-be’s cavort for the

cameras making a mockery of the red carpet’s

meaning. Years ago, the ‘guard of honor’, which

graces the red carpet walk to the top of the stairs

where Cannes Officials meet VIPs and

celebrities, stood proudly at attention,

welcoming the attendees to the screening.  In

2006 they gave the impression of being bored.

The innovation where unfilled auditorium seats

are made available to the public has been ruined

by the ungainly scramble and crush from the

bleachers. This commendable idea has been

undone by a vision of  people stomping over

each other to get a coveted place. And so it goes.

The moment passes, and another night, another

Cannes has come and gone, only to repeat itself

annually with greater intensity as the fervor to

be part of this illustrious event magnifies. For

both the Cannes Press department (under the

auspices of Christine Aime) and the Berlin Press

department (under the auspices of Frauke

Greiner) there is very high regard. Both ladies

do a superb job. The difference lies in the

magnitude of the Cannes Press department that

each year endeavors to make it easier for

members of the press to report on the Cannes

Film Festival for the hundreds of media

affiliations that bring the Festival to the world.

In addition, there is tremendous respect for the

variety of films from the Cannes selection team,

the growth of the international village, and

innovations such as the Children’s Film day on

which in previous years 2500 children – film’s

future audience – came from schools across

France to savor the excitement of ‘the Cannes

Film Festival.’ We venture to raise constructive

criticism as devotees of film, as part of the fabric

that constitutes the Film Festival, and as a

worldwide marketer of events that are of

paramount interest to our mutual ‘collective’

clients. Cannes stands alone as the Premier Film

event, but one fears that in its quest to make the

non-profit continually viable, perhaps it may

have become just a wee bit complacent and

smug, and a  classic case of the financial tail of

the dog wagging the creative body of the event.

Organizers need to take into account that

the market segment, which makes up a

large proportion of the wealth generated

at Cannes, has historically seen Cannes as a time

to relax and enjoy a break from the ‘frantic pace’

of the  other market environments. In 2006, the

market ended on Tuesday. By Wednesday 50%

of the attendees had left, and Cannes Market

stopped publishing its daily edition. By Thursday

most executives who had come for the Market

had departed. In conclusion, the Cannes Festival

& Market needs to  find a way to revive the

energy that once coursed along the Croisette and

to create a reason for attendees to stay through to

the ‘Festival’ ends.
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When the Levees Broke: A Requiem In Four Acts 
Spike Lee Wins Horizon For Best Doc At Venice 2006

Continued from page 26

The Official Awards of the 63 Mostra

Internazionale d'Arte Cinematografica

Jury chaired by Catherine Deneuve,

with Jury members José Juan Bigas Luna, Paulo

Branco, Cameron Crowe, Chulpan Khamatova,

Park Chan-wook and Michele Placido, viewed

twenty-two films presented for competition, and

awarded the following prizes. Golden Lion for

Best Film: Sanxia Haoren (Still Life) from Jia

Zhang-Ke. Silver Lion for Best Director: Alain

Resnais for Private Fears in Public Places.

Silver Lion Revelation: Emanuele Crialese for

Nuovomondo - Golden Door. Special Jury

Prize: Daratt by Mahamat-Saleh Haroun. Coppa

Volpi for Best Male Actor: Ben Affleck in

Hollywoodland by Allen Coulter. Coppa Volpi

for Best Female Actor: Helen Mirren in The

Queen by Stephen Frears. The Marcello

Mastroianni award for Best Young Actor: Isild

Le Besco in L’intouchable by Benoît Jacquot.

Osella for Best Technical Contribution:

Emmanuel Lubezki, Director of Photography

for the film Children of Men by Alfonso

Cuarón. Osella for Best Screenplay: Peter

Morgan for The Queen by Stephen Frears.

Special Lion: Jean-Marie Straub and Danièle

Huillet for innovation in the language of

cinema. In the Horizon section sponsored by

Groupama with a cash prize of 10,000 Euro, the

Horizons Jury, which consisted of Philip

Gröning (President), Carlo Carlei, Yousri

Nasrallah, Giuseppe Genna and Kusakabe

Keiko, awarded the following: Horizons Prize:

Mabei shang de fating by Liu Jie; Horizons Doc

Prize: When the Levees Broke: A Requiem in

Four Acts by Spike Lee. In the section Premio

Venezia Opera Prima Luigi De Laurentiis, a

cash prize, of 100,000 USD was awarded by

Aurelio De Laurentiis and Filmauro to the

winning film (50,000 to the director, 50,000 to

the producer) and an additional 40,000 Euro

(film voucher) was offered to the director by

Kodak. The Opera Prima Jury of Paula Wagner

(President), Guillermo Del Toro, Mohsen

Makhmalbaf, Andrei Plakhov, and Stefania

Rocca awarded the Lion of the Future - Premio

Venezia Opera Prima Luigi De Laurentiis to

Khadak by Peter Brosens and Jessica

Woodworth. The Corto Cortissimo Jury which

comprised Teboho Mahlatsi (President),

Francesca Calvelli, and Aleksej Fedor_enko,

awarded the Corto Cortissimo Lion for Best

Short Film to Comment on freine dans une

descente? by Alix Delaporte, and the Prix UIP

for Best European Short Film to The Making of

Parts by Daniel Elliott, with Special Mention to

the film Adults Only by Yeo Joon Han
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The RomeFilmfest October 13th to 21st

makes its debut onto the international

circuit, attempting to be different, with a

vast array of events occurring simultaneously in

various parts of the city. Its main intention is to

be a festival enjoyed by the citizens of Rome.

Focus is on the work done by the person the

public first relates to in the making of a film, the

actor him - or herself, which is why the festival’s

mission statements reads ‘actors are given a

space to express their creativity by offering them

a direct line to dialogue with their natural

audience’. The inaugural event kicks off with

Nicole Kidman presenting the world premiere of

Fur, directed by Steven Shainberg, at an opening

gala on October 13th at the Santa Cecilia Hall in

the Auditorium Parco della Musica. Other stars

expected include Monica Bellucci who appears

in N: The Costume Drama by Paolo Virzì, shown

in the Première section. Produced by Cattleya, N

is distributed by M6 internationally and Medusa

Film in Italy. Sean Connery will attend to receive

the Acting Award, which celebrates great

contemporary performers. The RomeFilmFest

also incorporates Alice in the City, a children’ s

film festival now in its fifth year. Akeelah and

the Bee starring Laurence Fishburne, Angela

Bassett and Keke Palmer, directed by Dough

Atchison is in official competition. The Fest

boasts three official awards: Best Film, Best

Actress, and Best Actor.  Italian jewelry maker

Bulgari created the Awards, which are inspired

by the statue of Marco Aurelio, symbol of the

city of Rome. The prizes will be decided by a

People’s Jury presided by Ettore Scola. 

Despite its overall emphasis on being a

festival for the public, and although

RomeFilmFest organizers stated at the

outset that one of its events - The Business

Street - has no intention of presenting itself as a

traditional business market, it nonetheless

declares that ‘at the same time it will act as a

natural showcase for international cinema and

European cinema in particular.’ The need to

restore the Italian film industry its leading role

in the international film trade is perfectly served

by the new October date for Cinema Festa

Internazionale di Roma on the film festival

calendar. Consider this debut, therefore, a first

step in the right direction: giving the Italian film

industry a fresh start, with the hope of

becoming, over time, a benchmark for the

industry and a forum where international

filmmakers can meet their markets. In

preparation to attain this goal the entire Via

Veneto area – with its inimitable grand hotels,

lounges, restaurants and historic cafés - will

become the Festival’s second official venue

after the Auditorium. Opening October 13th,

directly following MIPCOM, film industry

professionals from Europe and around the world

are invited to attend The Business Street on the

top of the Terrazza Krug at the Bernini Hotel.

From October 14th - 16th, the Excelsior Hotel

and the Terrazza Krug serve as headquarters for

film industry professionals, and international

and Italian guests interested in meeting and

discussing projects, co-productions and business

deals.

The Business Street at the Excelsior

Hotel will offer its guests the following

facilities: 9 maxi screens using cutting-

edge technology, hospitality desks,

a video library with 20 viewing positions, fully-

equipped desks with internet point broadband

and Wi-Fi links, and technical assistance

provided by computer experts. For companies

wanting to showcase 35mm films, theaters such

as Cinema’s Barberini, Cinema Fiamma, and

Warner Village Cinemas Moderno (Piazza della

Republica) are available. A showcase of the

Italian cinema will also be organized in

cooperation with private associations (UNEFA)

and public bodies. The Business Street

managers are Sylvain Auzou, and Diamara

Parodi. The RomeFilmFest festival is produced

by the Musica per Roma Foundation. The main

Festival venue is Rome’s new Auditorium

designed by architect Renzo Piano, who

donated the exclusive logo branding for all the

events on the program. Romefilmfest is funded

by the City of Rome, Rome Chamber of

Commerce, Lazio Region, the Province of

Rome, and the main sponsor, BNL Bank.

Rome Film Festival Debuts With The Business Street
Headquartered At the Excelsior Hotel

Via Veneto - The location for The Business Street Rome Film Festival 

Auditorium Photos credit: Moreno Maggi
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Dubai Studio City, extending its

international footprint in its outreach

to the UAE and Gulf regions and the

international film and TV communities as it

fosters the growth of broadcasters and film

production in the region, hosted its first

international seminar at the 2006 IIFA Festival

held in Dubai. Ashok Amritraj, President of

Hyde Parke Entertainment, and Kabir Bedi,

international star of television, film and

theatre, spoke on the panel, which was

moderated by Nayla Al Khaja, the UAE’s first

independent national female filmmaker. After a

screening of James Bond’s Octopussy, in

which Kabir Bedi played Gobinda and in

which Ashok’s brother Vijay also appeared,

Amritraj and Bedi gave their individual

perspectives on working in Hollywood and

internationally to a packed auditorium of

enthusiastic local film producers, film students

and European producers who have made their

homes in Dubai taking advantage of the many

incentives open to the international film

community including the Dubai tax free

incentives for production companies. Skillfully

moderated by Al Khaja, both Ashok Amritraj

and Kabir Bedi shared many anecdotes and

their knowledge of production and acting with

an audience hungry for information on how to

get into films, the life of the actor in the

international arena, and the state of cinema on

the global stage. So eager was the crowd for

information that the Q & A session ran

overtime. Amina Al Rustamani, Executive

Director of Dubai Studio City, commented: 

“As we seek to build a vibrant film industry

cluster, Dubai Studio City is keen to support

events that facilitate interaction between global

film personalities and the regional industry.

Both Amritraj and Bedi, despite not being

westerners, have made a name for themselves

in Hollywood, and their experiences and

perspectives will inspire excellence in the

industry here.” The Seminar was held in the

Cinestar Cinema complex. Ashok Amritraj was

in Dubai to receive the Outstanding

Achievement by an Indian in International

Cinema Award from the IIFA. 

As one of the partners hosting the event,

Dubai Studio City took advantage of

the occasion to inaugurate Dubai

Studio City’s Wall of Fame, to be located on the

main boulevard in the heart of Dubai Studio

City. Stunning Indian star Aishwarya Rai, star

of Jag Munhdra controversial Provoked was the

first international celebrity to have her hand

cast in plaster of paris, which will be mounted

on the Dubai Studio City Wall of Fame. Jamal

Al Sharif, Director of Dubai Studio City,

explained that the handprints and autographs

of celebrities and stars are to be covered with

a glass panel. By touching the glass panel

fans will be able to see photographs,

biographies and filmographies of the Stars

displayed on the Dubai Studio City Wall of

Fame Said Ziani Brand Manager Dubai was

responsible for and oversaw the organization

of the seminar. Ziani also initiated the

concept for the Wall of Fame that will be part

of the walkway at Dubai Studio City. 

Burj al Arab Hotel in Dubai

Ashok Amritraj Kabir Bedi 

Dubai Twins Tower

Ashok Amritraj & Kabir Bedi Launch 
First Of International Seminars In Dubai
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