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Jeff Zucker, President and CEO of NBC Universal, has been
on the job 14 months. A tumultuous time it has been, and the
turmoil is likely to continue for the television industry not
only in the United States but worldwide. At the annual
meeting of the National Association of Television Program
Executives (January 2008), Jeff Zucker was the featured
keynote speaker. The impact of what he said was not only
timely but also long overdue. For the worldwide film industry
gathered at MIPTV, The Business of Film has retooled and
edited the speech giving international broadcasters who
where not in Las Vegas the opportunity to weigh his words.
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On April 9th during the 45th
MIPTV featuring MILIA,
Didier Lombard, Chairman and
CEO of France Telecom, gives a
keynote speech “Inventing a
New Media TV Experience.” He
presents his vision of France
Telecom - Orange’s mobile and
Internet brand in the
audiovisual sector through its
“TV Everywhere” service,
drawing on the group’s
technological and marketing
innovations to offer television
“where I want, when I want,
how I want”, available across
all screens, with on-demand
content, interactive services and
personalized advertising.
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COMMENT

In this MIPTV issue The Business of Film feels it is important to
share an edited version of Jeff Zucker’s address at NATPE so that
members of the international community who weren’t present at

NATPE can have an opportunity to read it. WHY? I don’t personally
know Mr. Zucker, but a look at his resume shows this is a man who has
risen to the position he is in from the bottom up. Running an unwieldy
giant such as NBC Universal is no picnic. That he has chosen the best
capable people to work with him shows the measure of the man who
is setting the bar to achieve a creative working model within a viable
financial landscape. But beyond that is the man’s Vision itself. 

Jeff Zucker clearly has a grasp of the URGENT need to STOP the
waste in television programming and concentrate on content that the
consumers want. Whilst he advocates stopping the waste, he

underscores that the consumer is King and what it desires is timeless
narratives that touch something universally human, that people want to be
touched or moved or uplifted by a great story. Jeff Zucker is not just
shaping NBC Universal into a profitable porthole for the shareholders. He
is cogent that the key to ongoing success is ‘adapting to change.’ Perhaps
the scripted series he talks about, rather than just pilots, will not always
work, but he wants his creative people to go with their ‘gut’ and in doing
so may very well succeed in one fell swoop in his mission to create content
that can be sustained over a number of weeks or months. The satisfaction
he offers is not only the creation of content that is uplifting and universally
enthralling, but is avidly viewed by a public that is HUNGRY for
CHANGE. Will Jeff Zucker achieve what he wants? Given time he can
and will. WHY? Because he knows the system from the ground up, and
with this knowledge and the fiscal power and wherewithal of NBC
Universal, he can boldly go where no one has gone before.  

Jeff Zucker’s bold keynote speech was just part of the ethical
catalyst for this comment. The other was the escalation of violence
in both Film  & television, which was brought to mind by a recent

review in the New York Times by film critic O.A Scott writing about
Funny Games: “…The conceit of Funny Games is that it offers a
harsh, exacting critique of vulgar, violent amusements, a kind of
homeopathic treatment for a public numbed and besotted by the casual
consumption of images of suffering.” 

Why must film & television ‘in general’ particularly since the
advent of reality TV, continuously perpetrate the rape of the
consumer mind by the senseless fodders that Reality TV &

pointlessly violent films portray? Can shows like Jerry Springer be
termed to be uplifting? Day in and day out socially disenfranchaised
individuals ‘perform’ on the show to an orchestrated pornography of
violence (security guards are on hand to wrestle people apart) that
continues unabated, perpetrated by the major conglomerate that airs
that show. Isn’t it time for a moral thermometer to gauge not just the
Jerry Springer show but also the countless other senseless shows that
are aired daily across not just America but the world?

The constant ‘dumbing down’ of our society is reaching
alarming levels, as the need for more and more content
grows through the proliferation of technology and pursuit of

the almighty dollar. Where is society headed? Already adult
pornography is the biggest  ‘seller’, not only over the internet and
DVD, but via mobile phones. Does any one question that these
‘reality’ shows  are reaching kids worldwide.  In America for
example  kids under the age of 17, can drive at 16 but can’t legally
have sex until they are 18, can’t consume alcohol legally until they
are 21, but  nonetheless can have access to guns? (A recent incident
in the mid-west of America  involved a child of 14 who had an
arsenal of weapons some of which he apparently acquired himself.) 

The fiber of our society is without question influenced by film
and television, why do we continue to allow these powerful
tools to be used to corrupt the fabric of LIFE, most always

catering to the lowest common denominator that cannibalizes our
senses with an orgy of depravity? In no way am I advocating
censorship. I suggest we employ some global common sense. If
these questions are not asked in 2008, by 2020 it may be too late.
My comment this month was prompted by a bout of flu that
confined me to bed, which I utilized as an opportunity to watch TV
and survey what was really going on in ‘our industry.’ And I was
truly taken aback by the saturation of inanity and violence.  

Time and time again the industry sees that when it supports
series such as The Tudors and John Adams, and other well
written content that touches our souls, the public – the

consumer – cannot get enough of it. There is plenty of money to be
made in the TV & Film business by producing content that touches
people. NBC Universal are now airing that brilliant detective series
Monk. The marketing campaign (also brilliant) proclaims:  “Monk
is moving to NBC because we are clean.” I would not be surprised
if Mr. Zucker, sitting in his office in New York, didn’t have a hand
in that. It is time for CHANGE. Other successful shows that air on
NBC such as Psych and Burn Notice point to the truism.
Consumers want to be entertained with well scripted shows that
make us laugh, cry, and have a sense of wonderment. That applies
to television much more even than it does to film, because TV, due
to its ultimately easily accessible technology offers a captive
audience.

Perhaps just as Mr. Zucker has brought about change on many
fronts to NBC Universal which in turn became the standard
for the television  industry at large, in time we will look back

and see that his shrewd management and understanding of the
complete process, and his ‘gut’ belief that good programming is the
order of the day, will be responsible for changing the moral
thermometer.   

The Pornography Of Reality Content That 
Is Eating Away At Not Just The Fabric Of
Society But Its Very Soul
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On launching AMAZIA in April
2007, Reed MIDEM Chief
Executive Officer Paul Zilk said,
“AMAZIA will be a unique event.
It will be the only multi-platform,
content-driven market in the Asian
region, bringing together in one
place and at one time, the key Asian
players and their international
counterparts from the entertainment
industry. AMAZIA will combine
the best elements of our successful
MIPTV featuring MILIA,
MIPCOM, MIDEM television and
music markets, along with other
entertainment content industries
such as games. Our decision to
bring the most exciting elements of
the entertainment content industry
together with the different
distributors at a single event,
reflects the evolution of the market,
particularly in Asia, where the
number of distribution platforms
has dramatically increased.

AMAZIA will offer these platforms
as a one-stop-shop to acquire
content from the widest selection of
providers possible.” 
The inaugural AMAZIA, organized
by Paris-based Reed MIDEM, will
occur 17-20 November, 2008, at the
Hong Kong Convention and
Exhibition Centre. AMAZIA, the
first Asia-based business-to-
business exhibition, conference and
networking event to be devoted to
the creation and distribution of
television, music and gaming
content across all delivery
platforms, has signed a promotional
partnership with the Asia-Pacific
Broadcasting Union (ABU).
“The ABU’s experience in
broadcasting throughout Asia-
Pacific and its commitment to
developing Asian entertainment
production and distribution
platforms makes it a natural partner
for us,” says Franz Caduc, Director
of AMAZIA. “This new event is
dedicated to facilitating business
within Asia-Pacific by bringing
together the region’s leading
entertainment and content
distribution companies with their
international counterparts.
Following in the footsteps of
China’s State Administration of
Radio, Film and Television
(SARFT) and the Shangai Media
Group (SMG), who both gave their
backing to the event in October,

AMAZIA is delighted to be
partnering with the ABU and we
look forward to welcoming ABU
members to Hong Kong.”
The AMAZIA Entertainment
Summit (17-18 November) will be
an opening two-day strategic
conference bringing together
entertainment, digital and
advertising leaders both from Asia
and around the world to discuss the
opportunities presented by Asia's
media revolution. David Astley,
Secretary-General, ABU, said, “The
Asia-Pacific broadcasting market is
extremely dynamic and the ABU
welcomes the opportunity that
AMAZIA provides to focus
international attention on the region.
In addition to the clear business
goals of the exhibition for buyers
and content producers, AMAZIA'S
Entertainment Summit provides the
ideal forum to explore next
generation digital distribution

platforms and content services.”
Eight months before the event,
AMAZIA has already signed some
160 companies from around the
world and over 140 Asian buyers.
Franz Caduc, the Director of
AMAZIA, joined Reed Midem in
September 2005 as New Business
Development Director. Prior to
Reed Midem, he launched the
French subsidiary of Digital Rum, a
UK-based mobile service company,
where he was in charge of
European development and secured
long term deals with major
significant mobile operators
including Vodafone, Orange,
Bouygues, Telecom Italia and
Telefonica. Before Digital Rum,
Caduc worked in London for
Warner Bros. (Int’l TV division) in
charge of developing WB new pay
TV business across Europe, and in
Amsterdam for Chellomedia (UPC)
as Business Development Director
where he developed the
international broadband internet
service activity. 
Caduc also worked at the European
Commission in Brussels and a 3-
year experience as Marketing
Manager for Aviva, a UK life
insurance company. He obtained an
MBA from the Stern School of
Business (New York University),
and a Masters in Economics and
Legal Affairs from the Sorbonne
University in Paris. 

John Douponce has been
appointed as the General Manager
of the new Hotel Palomar Los
Angeles, which is owned by
Kimpton Hotels & Restaurants,
one of the leading boutique hotel

companies based in the United
States. Mike DeFrino, senior vice
president of hotel operations for
Kimpton, commented, “John is an
excellent addition to the Hotel
Palomar team. His diverse
background and proven
leadership skills will help Hotel
Palomar Los Angeles get off to a
stellar start.” John Douponce said,
“The Hotel Palomar Los Angeles,
with its unique approach to the
sophisticated boutique hotel
market, represents a welcome
challenge. I am thrilled to be in a
position to offer something truly
novel and exciting to an exacting
clientele. With its launch this
spring, the Hotel Palomar Los

Angeles will be recognized as one
of the city’s finest boutique hotels
and it will stand alone as a
destination that truly captures the
vibrant Los Angeles landscape.”
Hotel Palomar pays homage to
art, architecture, fashion, dance
and literature, focusing on sensual
décor, thoughtful amenities and
exemplary service. Los Angeles’
film and art landscape will play a
leading role in Hotel Palomar Los
Angeles’ “Art in Motion” focus.
Douponce will direct operations
at the Hotel Palomar Los Angeles
to fully realize the new upscale
boutique hotel’s potential. An
industry veteran, Douponce has
held executive positions at

Outrigger Lodging Services,
Carlson Companies, Radisson
Hotel Corp., and Aston Hotels and
Resorts. John Douponce joined
Hotel Palomar Los Angeles in
December 2007, from the Hotel
Amarano Burbank where he was
General Manager.  
Situated adjacent to Beverly Hills
in the heart of Los Angeles’
thriving Westwood, The Hotel
Palomar Los Angeles is located
on Wilshire Blvd., and is
scheduled to open in April 2008,
offering 238 luxuriously
appointed guestrooms and 26
suites for a total of 264 rooms all
designed by Cheryl Rowley of
Beverly Hills.
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Franz CaducPaul Zilk

John Douponce

John Douponce Takes The Helm
Of Hotel Palomar Los Angeles

ABU Partners With AMAZIA



The historical epic Agora from Academy
Award-winner Alejandro Amenábar (The Sea
Inside) is currently on location in Malta for a
15 week shoot. Rachel Weisz (Oscar winner
The Constant Gardener) takes the lead as
the real-life figure, Hypatia of Alexandria, the
Western world’s first female astronomer and
philosopher. Weisz will be joined by Max
Minghella, Oscar Isaac, Ashraf Barhom,
Michael Lonsdale, Rupert Evans, and
Homayoun Ershadi. Director and co-writer
Alejandro Amenábar commented, “For the
past three years, Fernando Bovaira, Mateo Gil
and I have had our noses in history and
astronomy books, and we ended up in thrall to
Egypt around 1600 years ago. It’s amazing to
think that this legendary world of wonders –
the Canopian Way and the Lighthouse and

Library of Alexandria - should be condemned
to oblivion, not least by filmmakers. Our
entire team is devoted to bringing Ancient
Alexandria back to life by using a hyper-
realist approach. We want the audience to see,
feel and smell a remote civilization as if it
were as real as the present day. I feel greatly
privileged and thankful to be taking this
journey with Rachel Weisz. We are already
profoundly impressed by her immense talent,
her intelligence and her humanity.”
Rachel Weisz added, “I am tremendously
excited about working with Alejandro.  He has
written an epic, passionate tale about one
woman's relentless pursuit of truth. It gets to
the heart of the ugliness and the beauty of
what it is to be human. We are about to start
on what I think will be an incredible
adventure.”
Agora is Amenábar’s second English-
language feature after the international
success of The Others. Written with his
frequent collaborator, Mateo Gil, Agora is
produced by Fernando Bovaira, another
longtime Amenábar collaborator, who
comments, “With his fifth film, Alejandro is
once again tackling a new genre. This time,
his canvas is spectacular - epic in scale, but
thematically, he stays true to his usual
concerns. No matter how many centuries have
passed since the destruction of the Library of

Alexandria, the story that Agora tells is
totally relevant today.” The team behind
Agora includes Production Designer Guy
Dyas, Director of Photography Xavi
Gimenez, Line Producer José Luis Escolar,
and Academy Award-winning Costume
Designer, Gabriella Pescucci. Spanish
production company Telecinco Cinema, is
the majority co-producer, alongside Mod
Producciones and Amenábar’s Himenoptero
with the participation of Sogecable.
Telecinco’s CEO, Paolo Vasile, commented:
“At Telecinco, we have consistently
followed Alejandro Amenábar’s
professional career with admiration and
fondness. Having always appreciated his
tremendous talent, we’re thrilled to
participate in the exciting enterprise of
making his next film possible.”
Telecinco Cinema is the film subsidiary of
leading Spanish broadcaster, Telecinco, the
company behind Guillermo del Toro’s triple
Oscar-winner, Pan’s Labyrinth, and
Agustín Díaz Yanes’ Viggo Mortensen-
starrer, Alatriste, and 2007 Spanish box
office hit The Orphanage by Juan Antonio
Bayona. Telecinco Cinema’s current and
upcoming films in post-production include
The Oxford Murders by Álex de la Iglesia,
and Steven Soderbergh’s Ché Guevara
features, Guerrilla and The Argentine.
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Amenabars Second English Language Film
Agora Currently on Location In Malta

MIPTV 2008 DI A RY

Alejandro Amenábar, (center) with Rachel Weisz

ANNA FARIS AS JANE F IN SMILEY FACE - AVAILABLE FROM FIRST LOOK STUDIOS
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High Point Hits the Southern Hemisphere
Since first quarter 2008, High Point
Media Group has expanded its
operation into the Southern
Hemisphere, with producer and
writer Adam Bowen heading up its
Sydney based operation, sourcing
Australian and New Zealand
projects. Carey Fitzgerald MD of
High Point Media Group said, "It's
a great asset to have Adam on board
the High Point. His vast experiences

and connections in Australia and
New Zealand, as well as his
expertise as a producer and writer,
will help strengthen, consolidate
and expand our visibility in that part
of the world." Bowen began his
career in London in film editing,
with stints as a TV reporter, director
and writer/performer. Moving to
Australia and working on scripting
TV drama led to script supervisor

positions on various drama serials
across Europe. He co-created
Italy's first and still running prime
time drama, Un Posto Al Sole.
Bowen’s other credits include
Mortified, the multi-award
winning children's TV drama.
Kick, the comedy drama series
available from High Point, is co-
created co-written and co-
produced by Adam Bowen.

Prior to attending MIPTV, French
animation company Xilam signed a
slew of broadcast deals for the third
Season of the comedy Oggy And
The Cockroaches. Broadcasters
include Mediaset (Italy), VRT
(Belgium), MTV Oy (Finland), and
Noga (Israel). Season 3, currently in
production in Paris, will air on
French pay TV broadcaster Canal +

in Fall 2008. Marc du Pontavice,
founder and President of Xilam,
said, “Oggy is one of those special
shows that parents like to watch
with their kids, as it plays out the
kind of comedy that everyone can
relate to. We are delighted to have so
many international broadcasters on
board for Oggy Season 3, and look
forward to closing more deals at

MIP.” Airing in over 100 countries
worldwide, Seasons 1 & 2 of Oggy
And The Cockroaches rank as one
of the top French animation exports
with family audiences. The award-
winning series tracks the explosive
confrontations of a fat, blue cat
called Oggy, and three ugly
cockroaches, Joey, Dee Dee and
Marky. Whatever he does, this easy-

natured and diplomatic cat finds
himself the victim of this
indestructible trio, but as in any self-
respecting cartoon, everything
always ends up for the best... until
the next episode! Following demand
from international broadcasters,
Season 3 was greenlit, bringing the
total number of episodes to 200 x 7
minutes or 65 x half hours.

Adam Bowen

Oggy & The Cockroaches Go Into Season 3

During MIPTV the new Co
Presidents of Regent Worldwide
Sales (RWS) Meggan Kimberley
and Adam Wright will be delivering
to the international buyers and
established partners of Regent
Worldwide Sales, an unprecedented
seven completed films to the
marketplace: Lava Storm starring
Ian Ziering and Valerie Valois;
Solar Destruction with Tracy Gold
and Michelle Clunie; Ground
Zero: The Deadly Shift with Tracy
Nelson, Charles Shaughnessy and
Ken Barnett; Nuclear Hurricane
starring Jamie Luner, Jack Scalia
and David Millbern; A Date With
Murder starring Alexandra Paul,
David Chokachi and Robyn Lively;
The Delphi Effect, starring
Shannen Doherty, Robert Gant  and
John Rhys-Davies; and 7 Things To
Do Before I'm 30 starring Amber
Benson and  Julia Duffy. Meggan

Kimberley, Co- President,
commented, “Adam and I worked
together at Rysher, and taking on
this joint responsibility of running
Regent Worldwide Sales is an
exciting challenge as we continue to
work towards how best to
complement each other and have a
clearer focus on how we want to
build RWS. One of our new
objectives will be to move more into
co-productions, finding strategic
alliances in Europe to develop
projects.” Adam Wright added:
“Meggan and I have basically
divided the world and the sales
responsibility, and I will have more
of a focus on acquisitions, where we
are looking to expand on the genres
we currently produce or acquire,
which are mainly disaster, thrillers,
and holiday films.” 
Over the last few years Regent
Worldwide Sales has grown its
international business through the
constant growth of in-house
productions and acquisitions. The
new Co Presidents are looking to
capitalise on that trend, moving the
company forward into further
expansion by working more with
new and established European
partners. Meggan Kimberly said,
“We are going to explore with

interested co-production partners
what will work best. Whether we
take the US end and they the
European is something we want to
discuss. Our approach is about
sharing, and sharing a risk, and
getting together and finding good
projects and good stories. It’s really
exciting for us to be moving more in
that direction.”
Meggan Kimberley joined Regent
in 1999. During her 20 years in the
international and domestic film and
television industry she has held a
number of senior executive posts at
multiple international distribution
companies. Kimberley was directly
responsible in launching and
building an international division for
Rysher Entertainment. While there
she was responsible for all aspects of
International sales and distribution
of television programming such as
Nash Bridges starring Don Johnson

(CBS), The Highlander series,
Lifestyles of the Rich and
Famous, and Star Search, and for
major motion pictures such as
Howard Stern’s Private Parts,
Paramount’s Academy award
nominated Election, MGM’s Two
Days In The Valley, and Warner
Brother’s Olsen twin movie, It
Takes Two. 
Prior to joining Regent in
December 2007, Adam  Wright
consulted for Voltage Pictures,
following a senior management
position at PorchLight
Entertainment where he was
instrumental in expanding the
television and video distribution
businesses both domestically and
internationally. At PorchLight,
Wright received multiple Associate
Producer credits on several
productions for conceiving the story
concept, the title and overseeing the
pre-sales of the films. During his 17
years in the film & televison
industry Adam Wright held similar
positions at CineTel Films, Rysher
Entertainment, and Turner Pictures
Worldwide where he was
responsible for licensing and
distributing independent and studio
films to the theatrical, video and TV
markets around the world.

New Co Presidents Look To Expand 
Co Productions With Europe

Meggan Kimberley Adam Wright
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I’ve been in my current role for almost
exactly a year, and what a year it has

been! No big, issues, no real changes, I tell my
team every day: “Just stay the course.” Truth is,
as everyone knows, it’s been an incredibly
exciting and tumultuous twelve months, and the
tumult is likely to continue. I’m not just referring
to the writers’ strike. That unfortunate work
stoppage was the most visible sign of disruption.
Almost everywhere you turn, traditional
business models in Hollywood are under
pressure. And their replacements are not
necessarily ready for prime time. We are dealing
with that in every part of our business. But it is

especially true in our broadcast television
business. For many years, if there is one thing
everyone could count on at an industry meeting,
it was that the head of a media company – he or
she – would talk about how broadcast television
has a strong and robust future in spite of all the
challenges, be they fin-syn rules, the rise of
cable, the advent of the VCR, or what have you.
That has always been the case. It has been a great
run.  Today, we need a different message. I think
the future remains incredibly bright. The NBC
part of NBC Universal is a big part of our future.
But we also have to be honest. I can’t continue
the usual clichés about the endurance of

broadcasting in the form we have always known.
We must acknowledge that a significant part of
our industry is under incredible pressure and has
to change. We are in the middle of a wrenching
analog-to-digital transition … marked by game-
changing technological developments and
profound shifts in consumer behavior … all of
which demands a re-engineering of our
businesses from top to bottom, both at the
network level and at local stations. We’ve
needed to do this for quite a few years, but there
was no real sense of urgency behind it. Inertia
kept things moving in the same direction – a
gentle downward slide, disguised by a strong

The Need To Run 
The Major Television Companies

With Intelligence Creativity 
& A Willingness To Embrace 

& Adapt To Change

Jeff Zucker, (pictured above on screen) President and CEO of NBC Universal, has been on the job 14 months. A tumultuous time it has
been, and the turmoil is likely to continue for the television industry not only in the United States but worldwide. At the annual meeting
of the National Association of Television Program Executives (January 2008), Jeff Zucker was the featured keynote speaker. The impact
of what he said was not only timely but also long overdue. For the worldwide film industry gathered at MIPTV, The Business of Film has
retooled and edited the speech giving international broadcasters who where not in Las Vegas the opportunity to weigh his words.

‘‘
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economy and robust ad market. Change isn’t
easy, and sometimes it requires a catalyst. This
past November, maybe we got one when talks
broke down between the media companies and
the Writers Guild. A strike has devastating
consequences for thousands of people who are
directly or indirectly dependent on this industry
to feed their families. No one was happy about
their hardships. But that strike presented us with
an interesting paradox. Forest fires have
devastating consequences. It turns out, however,
that some plants depend on smoke and heat from
fires to sprout. Fires fertilize the soil with new
ash and clear the ground, often setting the stage
for robust growth. It would have been better if
there had been no strike. But, maybe, what
happened was our industry’s version of a forest
fire. We didn’t ask for it, and was unfortunate to
live through. But if we are lucky, it may very
well leave behind fertile soil, clear ground, and
the opportunity for robust growth. And it can
happen. If, that is, network and station
executives realize that their new landscape
requires some new behaviors. And if
government regulators recognize the realities of
our marketplace. 

Creating Pilots For Tens
Of Millions Of Dollars
Has To Change 

11 Points To Better Evaluation  

• Broadcast networks can no longer spend
tens of millions of dollars every year
creating dozens of pilots that will never see
the light of day. 

• They can no longer lock producers into
long-term deals that rarely have a payoff. 

• They can no longer spend millions putting
on upfront presentations that are really 
aimed at half a dozen influential 
media buyers. 

• They can no longer run their businesses
under the illusion that their prime-time 
lineup will average a 10 demo rating. 

• They can no longer ignore the financial
opportunities presented by international 
distribution and localized international
content, and—of course—by new media 
platforms such as VOD and the Web. 

What can they do?
• They can transform the cost structure of 

their business. 
• They can aggregate viewers via new

distribution platforms—embrace them and 
not be afraid of them. 

• They can increase advertising inventory
through multicast distribution. 

• They can develop shows that will work not
just in the U.S. but worldwide. 

• They can work with advertisers on new
metrics and measurements of engagement 
and help them develop advertising that is
successful on new media platforms. 

• And they can create a business model that is
successful with the 3-rated show and 
not just the 7-rated hit. 

In short, they can run their companies with
intelligence and creativity and a willingness to
embrace and adapt to change. By “they” I mean,
of course, us … and me. At NBC Universal, we
are convinced we can provide consistent long-
term growth in broadcast television, if we
execute on these goals quickly and efficiently. 
The work stoppage in Hollywood allowed us to
stop and think about business. It has given us an
opportunity to revise, and potentially revitalize,
the broadcast business. 
Let me expand on two of the ways we intend to
do business differently, especially since 
these have attracted some recent interest. First,
how we develop programs. Pilots. Let me say,
we are committed to as much scripted
programming as ever. Without it, we can’t
command top CPMs, and would lose too much
downstream revenue from syndication, home
video and international sales. This is not about
less scripted programming. This is about how
we get there. 
Last year (2007) the five broadcast networks
spent more than 500 million dollars ... more than
half a billion dollars … on development of new
series, scripts and pilots. Some 80 pilots were
made. Next fall, or whenever the next television
season begins, at most eight of those series will
return. 1 in 10. And of those eight, none could be
considered a big success. So was 2007 just a bad
year? Go back two years. Out of that crop, 12
shows came back for a second year. Again,
about 10 percent. Of those, only Heroes and
Brothers and Sisters could really be considered
big hits. My point is what has making pilots
really gotten us?
In recent years, those pilots have become stand-
alone mini-movies, costing as much as 10
million dollars apiece to make. The problem is
they’re not even close to what the series will

look and feel like. Why not make fewer pilots
and have the courage of our convictions and
order series straight to air, just like we do on the
reality side? That’s what they do in Britain –
where there are no pilots. And we keep
importing their shows. At our USA cable
network, the most successful cable network, we
have made just five pilots in the last two years.
Four of them went to air, and two of them ended
up being the highest-rated new series of the last
two years, Psych and Burn Notice. Another
series, The Starter Wife, was ordered straight to
series for USA. 
Why is the success rate so much better than any
broadcast network? I don’t think it’s just because
they have less hours to fill. There’s far more
discipline, far fewer big name directors and
stars, and far greater reliance on script
development and gut. At our film studio, we
don’t make pilots. We rely on the creative
instincts of our executives and make the movies
we believe in. 

When people ridicule the idea of making fewer
pilots, it’s usually those who have a vested
interest in perpetuating the inefficiencies of the
system. As I stated this is not about making less
programs. It’s about making less waste. We will
still make a few pilots per year. Maybe five
instead of 20. It’s about ordering direct to series
the ones our creative executives believe in. The
odds of success are just as great going straight to 
series as they are in making all of those pilots.
We’re not going to do worse than those figures I
cited for the last two years. In no way do I mean
to be absolute. We will make pilots. There can
be no hard and fast rule. But we must show
greater discipline in these new times. And, yes, I
know the argument … you never know where
that hidden gem is going to come from. I’m
hoping it will come from that gut decision that
orders the series straight to air. For the price of
that one 10 million dollar pilot, we can order a
full six episode series. It’s time we start. 
Proceeding this way is made easier by the
leadership we currently have in place at NBC
Entertainment. Ben Silverman and Marc
Graboff are absolutely the right people to re-
imagine this business. 

Continued on page 10

Change isn’t easy 
and sometimes it 

requires a catalyst
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Re-Imagine 
The Upfront
The other way we are trying to re-imagine
business today involves the upfront. 
When we talk about the upfront, we mean two
things. One is the glitzy presentation we do
every year at Radio City Music Hall. The other
is the way we sell our advertising inventory. Let
me be clear: the way we sell that inventory, in an
upfront selling period, is not going to change.
The upfronts were first established for
automakers to lock up commercial time back in
the 1950s. That business of the business remains
the same. But do we really need the big show in
order to do that? We are not so sure anymore.
There was no winter press tour this year with the
nation’s television critics, and even without that
press coverage, we at NBC are enjoying the best
winter performance of our new and returning
shows in many years. 
We believe the big show is a vestige of the last
decade. Every year, the big question at the 
upfront presentation of our new schedule is ...
how fast can the show be over? What matters is
the new schedule and the rationale behind it. No
one these days makes buying decisions until
they see the schedule and eventually see the
shows.  Following  his  speech   Jeff Zucker
did indeed  scrap  the  Radio City Music Hall
presentations.

The Habit Of 
The Consumers 
& The Changing 
Advertising Model
When I ran the Today show, I always said I
understood the tradition of the program, but I was
not bound by it. That’s what allowed us to change
that program. When I ran NBC Entertainment
and suggested we supersize our best programs, I
was roundly criticized ... until it worked and
everyone else in Hollywood did it, too. 
Now we must change again. And have the
courage of our convictions. At the stations level,
the transformation of the business is just as far-
reaching if not more so. In fact, at NBC
Universal, we don’t have a Television Stations
division anymore, even though we do own 10
NBC stations. Our group is now called NBC
Local Media, which reflects a radically different
approach to doing business. In our view,
broadcast television is only part of what local
media is about. Our competition isn’t limited to
other TV stations in the same market … it is all

local advertising, no matter what platform,
which offers us our opportunity. Our value
proposition for advertisers is a local media
model that leverages our strong community
connection with consumers, distributed via a
non-linear, multi-platform offering. We’re about
out-of-home advertising, at gas stations and
supermarkets. We’re about mobile and portable
media, leveraging what local television does
best—local news, weather, sports, current
affairs. We’re about digital multicast, with assets
like NBC WeatherPlus. We’re about broadband
video, building communities, developing local
lifestyle and entertainment content. We’re about
serving our communities and our advertisers in
new ways enabled by the digital revolution.
These are the new revenue opportunities that
are essential if we are to keep free, over-the-air
television a viable business proposition.
This is our focus, both at the network and the
stations. It’s a whole new world. It’s complex
and full of paradoxes. One paradox is that as
much as everything has changed in this new
world … a new world where, for example,
NBC doesn’t even have a TV stations division,
per se … some things have not changed at all.
If you take a step back you can see that, in a
very important respect, very little has changed.
Human nature is the same today … as it was a
few years ago … as it was a few thousand years
ago. That’s why Shakespeare and Homer still
hold meaning for us. They created timeless
narratives that touch something universally
human. 
In other words, no matter what happens in
terms of technology, people are still going to
value great content. They are still going to want
to be touched or moved or uplifted by a great
story. They are still going to want to use these
stories to connect with other human beings,
whether this involves gathering around the
campfire, hanging around the water cooler, or
text-messaging their friends. They are still
going to want to watch their favorite sports
teams, or the Olympics, or find out what is
happening in the world through a newscast. So
what the people gathered at this industry
meeting do better than anyone in the world—
develop, market, and produce amazing stories
that people all over the world relate to—that is
not changing. 
Something else that’s not changing is marketers’
desire to reach the kind of mass audience that
television can still deliver with unparalleled
immediacy. Advertising is nearly a $500 billion
dollar global business, with almost half of that
generated in the U.S. 

The largest segment is television, and this won’t
change anytime soon, even as online advertising
continues its rapid expansion. 
So what is changing? Everything else!
Technology is transforming every aspect of our
business. And it’s driving unprecedented change
in consumer behavior. This is a new and startling
phenomenon because until very recently it was
primarily the so-called early adopters who
changed their media behavior. But now we are
seeing dramatic shifts in behavior even among
the mainstream. 
We’re seeing the rapid penetration of DVRs and
a resulting rise in ad-skipping. Millions of baby
boomers who couldn’t program their VCRs to
save their lives and covered the blinking clock
with black tape now have absolutely no problem
figuring out how to use the DVR. This is great
for consumers … and a real challenge for us. 
But we’re also seeing new forms of media
consumption, like something our research
department calls “video snacking”—a
significant spike in online video watching
occurring right at lunchtime. This suggests
another paradox. As a businessman, I’m not
happy about having a whole generation of
young employees at their desks checking out the
latest cool video on YouTube. But as a content
provider, this is a pretty exciting development. It
suggests a market for video that is getting bigger
and bigger. We’re seeing mobile devices finally
starting to live up to their promise of untethering
TV viewers from the couch or the desk—giving
us yet another source of additional viewing 
of our content. We’re seeing the rapid
mainstreaming of technology and of behavior
that would have been unimaginable a few years
ago … like my mother watching a video on her
computer. I never thought I’d see that. 

A Shift From 
Habit To Choice
Thirteen years ago, my predecessor, Bob
Wright, declared in a major speech that NBC
was not in the TV business but was in the
“video-in-the-home” business. Revolutionary
then … it is amazing how much the world has
changed since. Today, we’re in the business of
video in the home, out of the home, at work, in
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the supermarket, in the taxi, on the train, and
every time and place there is, where one could
conceivably turn their attention to a screen of
any size. The amazing variety of choices
consumers have today has important
implications for consumer behavior. It’s a shift
from habit to choice … to individuals making
choices when and how to consume media. There
is less and less habitual plopping down in front
of the TV and more and more media
consumption made by conscious choice. This is
a new kind of appointment TV, but where the
appointment is made by the viewer, not by the
network scheduling department. 
How do you respond to such radical shifts in
behavior? At NBC Universal, by recognizing
that quality content is still where it all begins.
But that is only the starting point. Indeed, the old
cliché—“content is king”—has been rewritten.
Today, the consumer wears the crown, and that
changes everything. 

Let Me Touch On Three Broad
Areas In Which We Are
Challenged To Rethink How
We Operate 
First, distribution. It must be ubiquitous.
Second, marketing. We need aggressive and
creative marketing, and innovative approaches
to monetizing our products. Third, we need a
regulatory environment that makes sense for
2008, not 1948. 
First, distribution. We have to be everywhere.
That’s why we are launching Hulu along with
News Corp., to create a powerful “one-stop-
shopping” destination for consumers seeking
premium video whenever they want it. That’s
why we’ve launched mobile offerings like
NBC2go and NBCNews2go. That’s why we
have TV shows available on NBC.com, which
has generated more than half a billion video
streams in just over a year. That’s why we’ve
launched NBC Direct, which enables not merely
streaming but actual downloads of prime-time
content. Our challenge with all these ventures is
to effectively monetize them, so that we do not
end up trading analog dollars for digital pennies.
This is the No. 1 challenge for everyone in this
industry today. 
The second-biggest challenge, I think, is to work
with our advertising clients to create the next-
generation video advertising model. The 30-
second spot is still an enormously effective
marketing tool. Billions of dollars spent every
year confirms this. But we know we need to do
more. That’s why we’re driving research efforts
into cross-platform measurement, behavioral

research, and new kinds of neurological,
engagement, and effectiveness studies. We
know that to serve our clients today, we need to
understand viewer behavior at a level that would
have been inconceivable just a few years ago.
We are evolving the commercial form, with
DVR-friendly formats, pod innovations, and
new approaches to product integration. We are
building on our 360 sales efforts, with expanded
Internet extensions and vertical ad networks
encompassing TV and the Internet. 

Third—and finally—we need a new and
improved regulatory framework. NBC
Universal is a radically different company than
it was just a few years ago. More than 50 percent
of our income is from the cable business. We
have a big film studio and a robust theme park
business. But I want to address broadcast
regulatory policy because broadcast television is
still an important part of our portfolio and of our
legacy … and, more significantly, for sixty years
it has stood head and shoulders above any
system in the world in terms of diversity, quality,
and public service. 
The last decade has seen a revolution in the U.S.
media landscape. We who face these dramatic
changes every day see it. Wall Street and the
investment community see it. But in
Washington, policymakers now need to step up
and put together a comprehensive
communication policy that recognizes how
different the landscape is today compared to just
a few years ago. In 1996 Congress affirmed that
broadcast television deserved to survive and
flourish. Congress affirmed that the unique
characteristic of our national broadcasting
system—its mix of national and local content …
its partnership between nationwide networks
and local TV stations which are trusted
community institutions—is in the public
interest. Today, twelve years later, this national-
local partnership is at a crossroads. Broadcast
networks face unprecedented challenges in their
efforts to attract audiences in competition with
multitudes of new cable and satellite channels
and the Internet. Stations are on the block,
multiples are at historic lows, and the U.S. is

nearing 90% of the TV audience paying for their
television via cable, satellite and broadband …
on the way, in my opinion, to 95% after the
digital transition. Audiences have many sources
for news, weather, and entertainment, most of
which donot require a broadcast license and
most of which do not have strong local
components. The historic economic model
supporting broadcasting is wounded. And the
historic marketplace dynamics on which
broadcast regulations rest have fundamentally
and irreversibly changed. Given this, the FCC
needs to ask fundamental questions about how
regulatory policies should adjust. We need a
careful policy review that looks at our system of
national programming networks linked to strong
local voices and asks about its present and its
future, its health and its vitality. 
But we have not seen this. Rather we have seen
a series of isolated and disconnected responses
to regulatory passions of the moment. From my
perspective, they appear to be ad hoc and
reactive, based on outdated assumptions about
broadcast networks and broadcast stations,
rather than comprehensive, forward-looking,
and rooted in the reality of today’s marketplace.
I would suggest that if Washington did take on a
comprehensive examination of what regulatory
policies make sense for today, many of the
regulatory initiatives that have been in the
spotlight over the last few years would be seen
in a new and different light. 
Ubiquitous distribution, innovative marketing, a
comprehensive communications policy for the
twenty-first century – these are all vital for
success in the digital age. But again, without
great content none of this matters. A hundred
and fifty years ago, a time that had its own share
of upheaval, Henry David Thoreau expressed
concern about new inventions like the telegraph.
I quote: “They are but improved means to an
unimproved end. … We are in great haste to
construct a magnetic telegraph from Maine to
Texas; but Maine and Texas, it may be, have
nothing important to communicate.” 
Ultimately, our most critical challenge—the
challenge of everyone in the television
business— is to make sure that we do have
something important to communicate. To make
sure that all our new developments in the media
world are not just improved means to an
unimproved end. Because the end—the end that
matters most—is telling the stories that  are
going to move, educate, and entertain people all
over the world.That has been and always will be
our priority.
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Gene George Introduces Starz
Scripted Projects At MIPTV

On the 7th of April at the start of
the 45th MIPTV featuring
MILIA, Japan is the Country
Honored. The day celebrates the
best of what the media and
entertainment industry in Japan
has to offer through conference
sessions focusing on the Japanese
Animation and Format export
markets, with digital media
expert speakers throughout the
week and an Opening Cocktail
Party focusing on Japanese
programs and genres like Animé.
Paul Johnson, director of the
television division, commented,
"We are proud to highlight Japan
at the 45th MIPTV. Japan has
always played an important role
at our markets and more
importantly is a key player in the

global entertainment industry
particularly in digital delivery.
The Japanese have also been
some of our most loyal clients
with their attendance at MIPTV
dating back over 40 years." 
According to reports, in 2012 the
country will be the second-largest
market for mobile television
services behind the United States
and ahead of Italy*. Furthermore,
nearly 60% of animation
produced in the world has a Made
In Japan sticker on it**. The latest
trends coming out of Japan are
their increased global presence in
exploiting their format rights and
investing in local productions
outside of Japan. 
Sources : *Juniper Research Report
2007; **METI Report 2004.

Maryanne Culpepper has been
promoted to executive vice
president, editorial and new
business development, at National
Geographic Television (NGT).
President Michael Rosenfeld
commented, "Maryanne has been
instrumental in doubling NGT
production hours from 50 to 100 in
just two years. She will play a vital
role as we continue to grow our
business both domestically and
internationally."Culpepper, an
Emmy and CINE Golden Eagle
award-winning writer and
producer with 20 years of
experience in television production
and broadcast management,
previously served as senior vice
president, editorial development,
overseeing story development for
all NGT programming. Rosenfeld
also announced that Carrie Regan
has been promoted to vice

president of development for series
and Malvina Martin to vice
president of development for
specials. National Geographic
Television (NGT) is the
documentary TV production arm
of the National Geographic Society
(NGS), which is one of the largest
global scientific and educational
organizations, supporting field
science on every continent,
providing NGT with access to
developing stories around the
world. With 129 Emmy Awards
and nearly 1,000 other industry
accolades, NGT programming can
be seen globally on the National
Geographic Channel, as well as
terrestrial and other cable and
satellite broadcasters worldwide
through international sales by
National Geographic Television
International, and on U.S. public
television stations.

Gene George has been to more MIPTV markets
than he can remember, but when he’s in Cannes
this April, it will be at his first international
market since being named Executive Vice
President, Worldwide Distribution of Starz
Media, the global entertainment production and
distribution company.  At MIPTV George is
looking to cement old relationships and forge
partnerships with the cadre of international

broadcasters as he introduces the company’s
slate of projects to new markets worldwide.
Reached for comment Gene George said, “At
MIPTV we will be announcing two new semi-
scripted series, Head Case and Hollywood
Residential, which we are extremely happy
about. Head Case is centered around a
psychiatrist to the stars who is nuttier than her
celebrity clients – such as Jeff Goldblum,
Jason Priestley and Rosanna Arquette.
Hollywood Residential centers around a
struggling actor who hosts a low-budget home
improvement show that has him working on –
and usually messing up – celebrities’ homes.
These celebrities include Tom Arnold,
Carmen Electra and Cheryl Hines. Starz is
known as the premium movie destination in
the U.S., but these projects and others
upcoming mark the company’s foray into
original programming series.”
Since joining Starz in January 2008 George,
who oversees all sales and distribution
functions for Starz Media, will continue to
cement his relationships abroad, introducing
Starz Media’s live action and animated series,
as well as TV movies. In appointing George to
the post, President and Chief Operating Office
Kent Rice said, “Gene George is a thoroughly
knowledgeable, creative, accomplished
executive, who brings a wealth of strong
relationships to this crucial position. As we
continue to build our company and more firmly

establish it as a producer of innovative, popular
programming, and a partner with production
and sales savvy, we need someone like Gene to
generate deals with international broadcasters
and to expand our distribution network in the
U.S. as well. He’s an ideal addition to our
senior management team.”
George joined Starz Media from Regent
Worldwide, where he served as president, and
was responsible for distribution and licensing
operations, developing new markets, and
negotiating long-term alliances with such
international broadcasters as BSkyB in the
UK, TF1 and M6 in France, Antena 3 and
Telecinco in Spain, and Prosieben and
RTL/VOX in Germany. In addition, he
facilitated multi-picture production deals with
ABC Family and The SCI FI Channel in the
U.S. During his more than 20 years in the TV
and film business George was president of
NewStar Worldwide and, prior to that, held a
number of senior sales and executive positions
at Arista Films, the boutique independent film
company where he started his career. At Starz
Media, George will be working closely with
Film Roman and Starz Productions President
Scott Greenberg, Anchor Bay Entertainment
President Bill Clark, EVP, Creative
Development, Bill Hamm, Starz Animation
Toronto head David Steinberg and others, and
will be based at Starz Media’s Burbank
headquarters. 

Japan Honored At 
45th MIPTV 2008

Culpepper Promoted 
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Ben Silverman To
Receive Honorary Rose 

Chello Zone Nets 
The History Channel

Ben Silverman, Co-Chairman,
NBC Entertainment and Universal
Media Studios, will receive the
2008 Honorary Rose at the
upcoming Festival held in
Lucerne, Switzerland from May 2-
6, 2008. The Honorary Rose is
presented to an individual who has
made a significant impact on the
television industry. Past Honorary
Rose recipients have included:
Benny Hill, Quincy Jones, Monty
Python, John de Mol, Herb
Granath, Ricky Gervais, and most
recently Ben Elton in 2007. Urban
Frye, Festival Director of the 48th
Edition of the Rose d’Or Festival,
commented, “I would like to
congratulate Ben Silverman on
being awarded the prestigious
Honorary Rose. The winner of this

award, which is presented to
someone who is renowned in the
industry for contribution to
television, is carefully considered
by the Rose d'Or organization. We
look forward to welcoming Ben to
the shores of Lake Lucerne in
May.” This year Rose d’Or Awards
will be presented to the top
winners in each of the following
eight categories: Comedy, Sitcom,
Drama, Entertainment, Reality,
Game Show, Documentary Arts
and Performing Arts. In addition to
the Honorary Rose for Mr.
Silverman, an award for Best
Entertainer and Best of 2008 will
be presented to the most
outstanding performer and
outstanding program respectively,
across all genres of programming.

Oscar 2008 Winner In
Beta Cinema Line UP

Attending MIPTV with a stellar line-
up of product for the second time in
a row, international film distributor
Beta Cinema boasts another Oscar
winner in its portfolio. Stefan
Ruzowitzky's Austro-German co-
production The Counterfeiters won
the Oscar as Best Foreign Language
Film at the Academy Awards 2008.
In 2007, Florian Henckel von
Donnersmarck's The Lives of
Others was the winner, which to
date has been sold by Beta Cinema
to 133 territories worldwide. In
addition to The Counterfeiters,
Beta Cinema also distributes the
Kazakh Oscar nominee Mongol,
directed by Sergei Bodrov, and
represents Oliver Hirschbiegel's
Downfall nominated as Best
Foreign Language Film at the

Oscars in 2005. Based on the
contemporary witness report of
former concentration camp inmate
Adolf Burger, the story centers on
the professional counterfeiter
Salomon Sorowitsch, who became
a key figure in a big-time Nazi
banknote forgery at the
Sachsenhausen concentration camp
in 1944. Stefan Ruzowitzky, who
also wrote the script, put together a
top cast headed by Karl Markovics,
August Diehl and Devid Striesow.
The cast also includes Marie
Baeumer and Chaplin's
granddaughter Dolores Chaplin.
Produced by Magnolia Film and
Aichholzer Film, The
Counterfeiters was picked up for
US domestic distribution through
Sony Pictures Classics.

Chello Zone, a business unit of
Chellomedia effective the first
quarter of 2008, serves as the
distribution representative for The
History Channel to pay TV
platforms in the Czech Republic,
Romania, Hungary, Poland,
Slovakia and Slovenia. Through
their facilities at the Digital Media
Centre in Amsterdam, Chellomedia
is providing a range of broadcast
services, including digitization and
signal distribution, content language
versioning, and scheduling. Ian
McDonough, Commercial Director
of The History Channel UK,
commented, “We have a clear
commitment to investment in the
localization of our channels, and
Chello Zone, with its great expertise
and regional experience is the
perfect partner to ensure this
strategy is a success in Central
Europe.” Louise Cottrell, Vice
President Affiliate Sales at Chello
Zone added, “This is a significant
agreement for us – The History
Channel is one of the most
respected worldwide brands with a
strong and clear programming
strategy. We are confident that their
unique and diverse range of high
quality programming will prove
very popular with audiences in the
region.” Now available in over 135
countries to more than 235 million
TV households, The History
Channel is the only international
television network devoted
exclusively to historical
programming, featuring informative
and entertaining series, specials and
documentaries. The network reveals
the power and passion of history,
allowing viewers to experience
history personally and connect their
own lives to the great lives and
events of the past. The History
Channel features award-winning
programming that covers a variety
of topics, including ancient history,
contemporary history, military
history and conflict, and technology
and transport. Throughout 2007 The
History Channel® expanded its
reach in Europe with the launch of
both standard definition and high
definition services in Scandinavia
and the Benelux. The network’s roll
out continues with an anticipated
launch in Central Europe in Q2
2008. Chello Zone’s representation

business across the region offers its
sales and channel management
service to over 35 clients. The
History Channel UK is a joint
venture of A&E Television
Networks (AETN) and British Sky
Broadcasting (BSkyB). 
Chellomedia is the European
content division of Liberty Global,
Inc., an international media
company & distributor of channels,
content and video services. The
division’s operating companies and
business units currently own and
operate 27 branded TV channels
and run a suite of digital, On
Demand and broadband services in
Europe. Chellomedia focuses its TV
channel business globally through
its 100% owned and operating
company Chello Zone via channels
such as the pre-school channel
JimJam, Zone Reality, Zone Horror
and the Extreme Sports Channel;
regionally in Iberia through Chello
Multicanal; in the Benelux, where
Chello Benelux operates the
premium sports and movie channels
Sport1 & Film1; and in Central
Europe where the Chello Central
Europe bouquet includes Sport
1&2, Minimax, and the joint
venture channel MGM. Chello
Zone, a business unit of
Chellomedia, is an international
broadcaster, distributor and
representative of thematic television
channels with 18 offices and studios
throughout Europe, Asia and Latin
America, broadcasting in over 125
countries in 23 languages. Chello
Zone also runs a channel
representation business that
represents more than 30
international channels including
Sparrowhawk, Turner, Hallmark,
MTV, Discovery, and VOOM HD. 
A&E Television Networks (AETN)
is a joint venture of The Hearst
Corporation, ABC, Inc. and NBC.
A&E Television Networks is
comprised of A&E® Network, The
History Channel, The Biography
Channel®, History International®,
The History Channel en español™,
Military History Channel™, A&E
HD™, Crime & Investigation
Network™, AETN International
and AETN Consumer Products.
AETN channels and programs are
available in more than 125 countries
to over 235 million TV households. 
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FANTASTIC FILMSINTERNATIONAL, LLC
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Roxane Barbat 
FANTASTIC FILMS INTERNATIONAL, LLC

3854 Clayton Ave. Los Angeles, CA 90027
Phone # (323) 661-7088 Fax #: (323) 661-7188

e-mail: roxane@ffimail.com :
http://www.Fantasticfilmsinternational.com


