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Jonathan and Simon Chinn use a combination of raw 
testimony, personal footage and news archives in LA 92.

49

on the cover

Kickstarter does more than help fund award-winning 
films — it’s helping to support the doc community. 

A&E’s 60 Days In may have 
resonated a bit too much with 
our Global 100 mascot, Globie. 
Illustration by Matthew Daley for 
Shiny Pliers.

“We celebrate cars, 
but we also celebrate 

culture.” 58

C
A

N
A

D
A

 P
O

ST
 A

G
R

E
E

M
E

N
T 

N
U

M
B

E
R

 4
0

0
5

0
2

6
5

   P
R

IN
TE

D
 IN

 C
A

N
A

D
A

   U
SP

S 
A

FS
M

 1
0

0
 A

p
p

ro
ve

d
 P

o
ly

w
ra

p

MARCH / APRIL 17

A PUBLICATION OF BRUNICO COMMUNICATIONS LTD.

ALSO:   MIPTV PICKS   |   HISTORY IN FOCUS    |   CHANGE MAKERS 
US $7.95 USD 

Canada $8.95 CDN 
Int’l $9.95 USD   

1

BIZ

A more diverse doc industry?;  
Smithson on mega-docs; Palmer on listening techniques ....................15 

IDEAS AND EXECUTION

Mattel joins forces with Hudsun Media, Electus and  
ABC to uncover the next big trend-setting toy. ....................................21

SPECIAL REPORTS

MIPTV Picks

The realscreen editorial team picks the “can’t miss”  
projects heading to Cannes ............................................................25

THE GLOBAL 100

The top 100 prodcos working in unscripted and  
non-fiction, selected through your input ........................................39

HISTORY GENRE FOCUS

Bringing a new perspective to historical events ..............................49

CHANGEMAKERS

People, ideas and technology .........................................................53

REALSCREEN SUMMIT

Reminisce about non-fiction/unscripted’s  
biggest conference through pictures ..............................................56

AND ONE MORE THING

Paul Hollywood steers the conversation on Car Nations .......................58

march / april 17

54

25 Small creatures can have a big impact. 
Children of the Sun: Wild Bees and Butterflies 
is Best in Show at this year’s MIPTV Picks 

contents



®®

STAND P3.C1 sales.aenetworks.com

MIP_RealScreen_DPS_Ad_Seven_Year_Switch_425mmX276mm_Trim_Size

MIP_RealSreen_Ad_7YearSwitch_FIN.indd   1 3/8/17   4:19 PM



®®

STAND P3.C1 sales.aenetworks.com

MIP_RealScreen_DPS_Ad_Seven_Year_Switch_425mmX276mm_Trim_Size

MIP_RealSreen_Ad_7YearSwitch_FIN.indd   1 3/8/17   4:19 PM



008      March / April ‘17        

RIDING THE 
DIGITAL WAVE 

If you’re over the age of 35, you’re likely to remember the coming of the 
digital wave. 
My own experience felt more like a slow flood than a sudden, do-or-

die moment — though, there is a single incident that stands out as the point 
of no return. It was the moment when my former newspaper editor-in-chief, 
frustrated with the fear and general gloomy attitude around print, stood in the 
middle of the newsroom and, like Moses returning from the mountain, held 
aloft an inky newspaper in one hand and a shiny iPad in the other. 
The implication was clear: the time had come to choose our place in 

reshaping an industry that was, then, only just beginning to feel the full force 
of what was coming. 
That same surge, of course, has now washed over many industries, 

obliterating some and leaving others scrambling to rebuild. 
No one needs to tell that to TV broadcasters. In 2017, they are battle-

hardened to the steady stream of surveys and reports that continue to carve an 
unmistakable pattern in advertising and audience, from linear to online.
Recent word from the Google empire that YouTube is launching a cable-like 

subscription service called YouTube TV — aimed at positioning it as “the 
single place for all your video needs, plain and simple,” according to digital 
expert Peter Csathy — means there is just one more serious competitor that 
veteran players must adapt to. 
And many have. Already this year we’ve profiled a number of strategic moves 

by broadcasters showing a brazen willingness to dive into the digital waters. 
The ink is still drying on some of the deals, including those forged between 

the likes of Discovery Communications and A+E Networks and teen-favored 
social-sharing platform Snapchat which will see the development and 
distribution of original scripted and unscripted content to complement linear 
programming. Snap is also working with NBC, Turner, ABC and the BBC. 
Not to be outdone, the likes of Facebook and Apple are becoming equally 

engaged in the space. (See page 53 for details on their latest ambitions.)
Innovation, of course, has always been critical to television’s successful 

evolution. Where other industries have, to their detriment, proven deeply 
resistant to change, history has shown that TV has, if not exactly embraced it, 
certainly proven itself to be willing to do what it takes to stay in the game.
That sermon on the mount delivered by my former editor seems like a 

lifetime ago now. 
So much has shifted since then, maybe even the direction of the tides.
These days it seems the digital players are doing as much to act like 

traditional television as the other way around. It’s not by accident the newest 
challenger is called YouTube TV.
That’s not a signal to stop swimming — just a reminder that the seas are 

still plenty turbulent. So grab your board and get ready to ride the next wave 
into the future.    

Cheers, 
Darah Hansen 
Managing Editor 
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Have someone 
in your corner

One of the themes that emerged from a couple of the sessions at 
this year’s Realscreen Summit was the importance of finding an 
advocate to help champion your cause.

In his keynote conversation, Rob Sharenow, EVP and general manager, 
A&E and Lifetime, told producers they shouldn’t focus on trying to get the 
attention of the most senior network execs, but should find a development 
executive who could become passionate about an idea and has the time, 
energy and a vested interest in pushing it along.
“I really firmly believe in finding your advocate. And that advocate is 

probably not me or the head of the department,” he said. “I was most 
effective as a developer when I was a director of programming. Every single 
show that I made my name on as an executive happened when I was at 
the lowest level of the executive ladder. Because I was hungry. I had less to 
lose frankly... It only takes one person to respond, that could be the piece of 
sand that creates the pearl in the oyster.”
In the last 14 months, Oliver Bogner, executive producer, All3Media/

Bogner Content, has sold 20 shows across multiple networks. In the 
closing panel, “What I Did, What I Learned”, the 24-year old was asked 
how he started his business. “It’s finding people to believe in you. Finding 
advocates,” he said. “It’s figuring out ‘What does the buyer need?’, and 
what is going to make them the rock star in the room.”
Perhaps you will find your advocate at this June’s edition of Realscreen 

West. At the ninth edition of the West Coast’s premier gathering of the 
international unscripted entertainment community you’ll be mingling with 
executives at all levels — from network heads all the way through the 
ranks, and with veteran producers to fresh talent with a great idea. The 
event takes place Tuesday, June 6 through Thursday, June 8, and returns 
to the Fairmont Miramar in Santa Monica. The Realscreen Awards will 
be presented on Wednesday, June 7. Watch your inbox for some exciting 
programming announcements in the next couple of weeks.
Finally, I’m pleased to welcome Meagan Kashty to the team. She joined us 

in February as Associate Editor and will be managing the daily newsletter 
and realscreen.com, as well as contributing to the magazine. You can reach 
her at mkashty@brunico.com.

’til next time, go well.
Claire Macdonald
VP, Publisher
realscreen
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W hen Ezra Edelman reached 
the podium at the 89th 
Academy Awards in 

February, he took the opportunity to do 
more than just accept a statue.
The director had just received the Oscar 

for Best Documentary Feature for O.J.: 
Made in America — a Laylow Films and 
ESPN Films-made doc that covers the 1995 
O.J. Simpson criminal trial for the murders 
of Simpson’s estranged wife Nicole Brown 
Simpson and her friend Ron Goldman.
“This is for them and their families,” 

Edelman said in his acceptance speech. 
“It is also for others — the victims of 
police violence, police brutality, racially 
motivated violence and criminal injustice. 
This is their story, as well as Ron and 
Nicole’s. I’m honored to accept this award 
on all of their behalves.”
After last year’s awards gave way to 

#OscarsSoWhite, viewers of this year’s 
ceremony were eager to see a more diverse 
and inclusive set of winners.
And while Moonlight’s Best Picture 

win was heralded as prime evidence 
that the Academy is taking strides in the 
films and people it recognizes, it was in 
the documentary categories where that 
commitment was best showcased, both in 
front of and behind the camera.

Four of five nominees in the Documentary 
Feature category were directed by black 
filmmakers. In Edelman’s company was 
Ava DuVernay (13th), Raoul Peck (I Am 
Not Your Negro) and Roger Ross Williams 
(Life, Animated). The fifth nominee was 
the European migrant documentary Fire at 
Sea by Italian director 
Gianfranco Rosi.
DuVernay’s 

nomination, which 
highlights the high 
incarceration rates 
among African 
Americans in the U.S., 
also made her the first 
African-American female 
director in history to 
score an Oscar nod in 
the category.
If this year’s Oscar 

contenders are any indication, networks 
are becoming more receptive to filmmakers 
looking to tell niche stories. Despite Made in 
America’s length (approximately eight hours), 
according to ESPN it’s been watched by 
nearly 42.5 million in full or in part.
And, along with broadcasters like PBS and 

HBO, which have traditionally been active 
in the documentary filmmaking space, 
streaming services are also providing a 

market for these films. Netflix, for example, 
produced DuVernay’s 13th along with The 
White Helmets — the winner of the Short 
Doc category at the Oscars.
Joanna Natasegara, producer of The White 

Helmets, tells realscreen that when it comes 
to diversity in filmmaking, support from 

Netflix not only helped 
make her projects come 
to fruition, but also, by 
having access to “190 
countries, 21 languages 
and 90-million 
subscribers, there’s no 
way better to have your 
message heard.”
In The White 

Helmets’ case, it was 
the humanitarian 
message of Raed 
Saleh, the leader of 

the White Helmets, and Khaled Khateeb, the 
cinematographer, that was served by Netflix.
José Rodriguez, director of documentary 

programs at New York’s Tribeca Film 
Institute, believes this year’s roster of 
Oscar nominees demonstrates a vote of 
confidence from viewers who want to hear 
a more diverse range of stories.
For its part, Tribeca holds an annual grant 

program aimed at empowering filmmakers 

B Y  M E A G A N  K A S H T Y

Will this year’s array of recognized Oscar docs set the stage for a more diverse future?  

B I Z

“190 countries...
and 90-million 

subscribers. 
There’s no better 
way to have your 
message heard”

Age of 
Inclusion

Border South follows 
the journey of 

undocumented 
immigrants from 
Central America.
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C hatter fills our lives. This means that 

we tend to tune out more. A person 

might be saying something important 

but the words aren’t getting through. Many of 

us are guilty of being in conversations where 

the speaker’s words go in one ear and straight 

out the other. Increasingly it feels like people 

are talking at each other, not to each other.

The common denominator? A lack of 

listening. Listening is a critical component of 

communication both in the workplace and in 

personal relationships. We could all benefit from 

improving our listening skills. Here are seven 

suggestions on how to be a better listener.

Don’t try to split your attention. No matter 

how good you think you are at multi-tasking, 

you can’t do two things well at the same time. 

You certainly can’t hold a conversation when 

your attention is elsewhere. Every day, we see 

people only partially engaging with the human 

being right in front of them because their faces 

are glued to computers and smartphones.

Listening is a full-time job. Give the speaker 

your full attention. Make eye contact, turn your 

body toward the person, and don’t attend to 

other tasks. Put your phone on silent.

React, don’t anticipate. Sometimes we 

spend so much time thinking about what we 

are going to say to someone based on our 

expectations that we completely miss what the 

speaker is actually saying. Staying inside your 

own head and being primed with a prepared 

response is the antithesis of listening. Live in 

the moment with the speaker, absorb what he 

is saying to you, and then respond directly. 

Put yourself in the speaker’s shoes. One of 

the best ways to be a good listener is through 

the practice of empathy. Be receptive to what 

the speaker is saying to you and make an 

earnest effort to relate to it. This means taking 

yourself outside of your personal realm of 

experience in order to grasp what the speaker 

is feeling and saying. 

Read between the lines. Good listeners 

seek understanding. Don’t simply hear the 

speaker’s words at face value. How a speaker 

says something can mean just as much 

as what she says. Only through listening 

carefully can you identify the subtext behind 

a speaker’s words and decipher the intent of 

what is being said.

Be approachable. Dialogue occurs only 

when there are two willing parties. Being a 

good listener means opening yourself up both 

mentally and physically to the speaker. Positive, 

approachable body language contributes to a 

comfortable conversation. The listener must 

take on the majority of this duty by facing the 

speaker, wearing an expression of attention and 

openness, and acknowledging the speaker with 

appropriate nods. 

Listening takes time. To be a good listener, 

you must be willing to share your time with the 

speaker. Don’t be short with the speaker or try 

to end the conversation prematurely. Don’t try 

to rush the conversation.

Restate. The best way to confirm your 

understanding of what a speaker says and 

show that you are listening closely is to repeat 

the points in your own words. By making the 

effort to summarize the person’s speech, you 

demonstrate that you not only are listening 

to the words, but also are invested in making 

sure that you absorbed what was said. 

Listening takes discipline and practice, but 

it is essential to meaningful communication. 

Meaningful dialogue depends on the 

participation of two parties: a speaker and a 

listener. Holding your tongue and lending an 

ear is sometimes more important than being 

the one with a lot to say. Try these tips on being 

a better listener in your own conversations. 

Professor Chris Palmer is director of American 

University’s Center for Environmental Filmmaking 

and author of three books, including the newly 

published Confessions of a Wildlife Filmmaker 

and Now What, Grad? Your Path to Success 

After College. Shannon Lawrence is a filmmaker 

and MFA candidate at American University. •

BEST PRACTICES:  
HOW TO BE A BETTER LISTENER

B Y  C H R I S  P A L M E R  A N D  

S H A N N O N  L A W R E N C E

Between team consolidation and a planned 

rebrand of Spike channel to The Paramount 

Network in early 2018, Viacom has undergone 

an executive shuffle. Key moves include:

Keith Cox was elevated to 

president, development 

and production for Viacom’s 

Paramount Network and TV 

Land. Cox now oversees the 

strategic development and production of all 

series for both TV Land and Paramount Network, 

which will feature scripted and non-scripted 

original programming. As an executive producer 

at TV Land, Cox developed, produced and 

launched all of the channel’s current original 

scripted programming. 

Spike Channel veteran Sharon 

Levy stepped down from her 

longtime role as executive VP 

of original series at Spike. Levy 

had been with the network for 

the past 12 years and, as head of development, 

was integral in Spike’s growth and maturation 

from a male-focus network to the broad 

entertainment channel it has grown into, said 

Kevin Kay, president of Spike, in a memo.

Viacom elevated former Duck 

Dynasty executive producer 

Lily Neumeyer to the post of 

head of development for MTV 

and VH1. In her expanded role, 

Neumeyer oversees the unscripted development 

slate and strategy for both networks, replacing 

Eli Lehrer as head of development for MTV.

Former FYI exec Liz Fine 

(pictured) was appointed to 

senior VP, original series at 

VH1, reporting to Nina L. Diaz, 

head of unscripted for VH1 and 

MTV. The pair previously worked together on 

series such as VH1’s Mob Wives. 

A closer look at changes 

taking place at the top of the 

non-fiction world.

PEOPLEMOVES



MIPTV stand no. P-1.L2, P-1.M1
zdf-enterprises.de

Anzeige_Real_Screen_Hitlers_circle_of_evil_MIPTV_2017_RZ_03.indd   1 24.02.17   00:20





          021

I D E A S  &  E X E C U T I O N

There are several statistics about the toy 

industry that are already pretty appealing 

to anyone with a Peter Pan soul and 

a nose for business. Hearing them playfully 

delivered by Emmy-winning comic actor Eric 

Stonestreet only makes them moreso.

Exhibit A: The worldwide toy industry rings 

in an estimated US$80 billion a year, with 10 

million Barbies sold annually, and 10 Hot Wheels 

purchased every second. That’s what we’re told 

in the opening seconds of a video clip for The 

Toy Box, a new competition format produced by 

Hudsun Media and Electus, in collaboration with 

global toy manufacturer Mattel and ABC. 

It’s a lot of zeros to take in. But just when you’re 

starting to do the math, Stonestreet, who will 

host season one of the series on ABC Television 

Network, chimes in with a perfectly timed joke: 

“Those are big, huge numbers,” he deadpans. 

That balance between fun and finance is 

precisely what the production partners behind 

the series were looking to strike when they 

first conceived of the format. Part Shark Tank 

(another ABC competition series) and part 

feel-good family content, the series, which goes 

to air on April 7, strives to highlight the creative 

vision and real-life struggles of unknown toy 

inventors in the U.S. as they vie for the chance to 

develop the next great trend-setting toy. 

“These are people who have bet the farm and 

taken their savings and worked diligently nights 

and weekends to perfect that doll, or this game 

or toy. They are walking into this with a lot at 

stake,” said Michael Rourke, CEO of New York-

based Hudsun Media, speaking at Realscreen 

Summit in Washington, D.C. in January where 

the series, and what it took to get it from concept 

to completion, was deconstructed as part of a 

case study, “Inside The Toy Box.”

Joining Rourke on stage was Mattel 

Entertainment executive producer Julia Pistor 

and Tiffany Faigus, VP of alternative series and 

specials at ABC Entertainment.

In many ways, The Toy Box adheres to a familiar 

competition formula: over eight weeks, each 

one-hour episode will see five inventors battle it 

out for a spot in the season finale, where the sole 

champion is crowned. 

Along the way, the inventors liaise with a host, 

Stonestreet, and work with industry mentors — 

Dylan’s Candy Bar owner Dylan Lauren, toy guru 

Jim Silver and Pixar creative director of consumer 

products Jen Tan — to polish their ideas and test 

the feasibility of successful production, while 

ultimately yielding to the authority of four judges. 

But there are also a couple of notable twists in this 

series that set it apart from others in the genre. 

The judging panel, for instance, is made up of 

children aged six to nine, who, after playing with 

each toy, are tasked with providing (sometimes 

brutally) honest feedback on what they think 

makes the cut. 

“They are really unique,” said Rourke of the 

casting choices, which sought to find a diverse 

With 10 million Barbies 

sold worldwide every 

year, and 10 Hot Wheels 

purchased every second, 

toy giant Mattel has joined 

forces with Hudsun Media, 

Electus and ABC to uncover 

the next big trend-setting 

toy via a new competition 

format, The Toy Box.

B Y  D A R A H  H A N S E N

child’s 
play

Emmy-winning actor Eric 
Stonestreet hosts the new 
series, working with a judging 
panel made up of children, 
ages six to nine. 
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group of relatively unknown kids.

“Each (young judge) has a unique point 

of view and you have to literally 

pick your mouth off the floor 

sometimes with their 

incredible honesty. 

“I think, also, that Eric 

Stonestreet is the perfect 

host. The man has so 

much patience and his 

humor really balances out 

the sometimes very direct 

judgements of these kids,” he said. 

Its most ambitious promise, 

however, occurs as soon as the season finale 

airs. That’s when the winning toy is made 

available for purchase across the U.S. (in this 

case through a partnership with Toys R Us). 

Mattel, in particular, was under pressure 

to vastly speed up its manufacturing cycle. 

A process that normally would take 18 to 24 

months to get a toy on a retailer’s shelf, was 

compressed to just five months.

“Yes, it was anxiety provoking,” said Pistor. But, she 

added, “the heart of Mattel is about innovation.”

Meanwhile, the deal-making and legal 

wrangling that went on behind the scenes was 

so intense, Faigus was prompted to call 

the business affairs and legal teams 

associated with the various 

production partners “the 

unsung heroes of the show.”

There were patent issues 

to sort through, toy safety 

standards to pass, legal 

documents to draft, and IP 

hurdles to clear before cameras 

could even start rolling. 

“When you work with a big company 

like Mattel and Disney (ABC’s parent co), it’s 

their job to think of every crazy scenario, like ‘If 

we launch the show with the next Barbie and it is 

a multi-billion-dollar business, everyone better 

have covered their bases.’ You’ve got to think 

about those kinds of things,” said Faigus.

Added Pistor: “The vetting of all that and, at 

the same time, making it good television, was 

quite a feat.” 

The branded element of the series — which can 

sometimes lead to a case of ‘too-many-cooks-in-

“When you work 
with a big company 

like Mattel and 
Disney, it’s their job 

to think of every 
crazy scenario, like 

‘If we launch the 
show with the next 

Barbie and it is a 
multi-billion-dollar 
business, everyone 

better have covered 
their bases.’”

Rourke
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the-kitchen’ — proved, in this case, to be among 

the least of the production’s challenges. 

“It was a really smooth relationship,” said 

Rourke, who had previously worked with Mattel 

on a series for Hulu, Genuine Ken: The Search 

for the Great American Boyfriend. 

“The worst thing that can happen 

when you are trying to put a show 

together with a lot of people 

is to have different agendas,” 

said Faigus. “Everyone had the 

same exact agency on this: You 

need to have great toys; you 

need to have great inventors; 

you need to have great stories; you 

need to have fun judges.

“When you are all coming at it from 

the same direction, it is going to be a great 

relationship,” she said. 

From a brand perspective, it helped, said 

Pistor, that Mattel wasn’t interested in “micro-

managing” the contestants by insisting on what 

the company felt was going to be a good toy 

or pushing for obvious product placement or 

branding. “The best branded content is inside 

out and not outside in,” said Pistor. “We 

wanted to do this because we wanted 

to celebrate our DNA. We wanted 

to celebrate invention and kids 

and bring that to life.”

Pistor noted that The Toy Box 

was also empowered by Mattel 

president and COO Richard 

Dickson who championed the 

project in its earliest stages. 

“He had authority to tell the 

company and our board that this 

was a good idea and good investment 

regardless of whether the (winning) toy is Barbie 

or not. It reflects our brand in a way we want our 

brand reflected,” she said. 

For Rourke, who will be shopping the format 

internationally at MIPTV in April, the show’s 

success in the ratings and in the market may 

prove to be a new marketing model for brands. 

“This is a piece of entertainment. We want to 

entertain people,” he said. 

“But it is also a retail play and, if we are successful, 

maybe this will become a really viable way of 

launching toys on television. We are laying down 

tracks for having ABC and Mattel be in business 

together in a really unique way.”

As for producers interested in tackling such a 

complex partnership, Rourke had this message: 

“I would just tell anyone who endeavors to 

do something like this that you treat it like a 

campaign,” he said “Every day you have to wake 

up knowing that there are going to be issues, 

there is somebody that you are going to have 

to get on the phone with and convince how 

amazing the show is going to be even though 

it’s never been done before. You need to be very 

evangelical about it and convert people.”

“You need to have great toys; you need to have great inventors; 
you need to have great stories; you need to have fun judges.”

Pistor
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F or a hint of the big changes rumbling through BBC 

Studios, take a peek at Mark Linsey’s daytimer. 

With the official launch of the UK pubcaster’s 

television production arm as a full commercial subsidiary 

on April 1, paving the way for it to make programs for 

other broadcasters and channels, the boss’s diary has 

been steadily filling up with appointments with various 

commissioners, many of them in the U.S.

“We’ll definitely launch with a bang. We want people to 

know that we are open for business. We want people to 

know that we will be coming to their commissioners with 

our creativity and our ideas,” Linsey, who was appointed 

director of BBC Studios last May, tells realscreen. 

Ultimately, he says, “we want to be making as many 

programs for as many broadcasters as we can.” 

The move to craft BBC Studios as a commercial 

entity comes more than two years after BBC director 

general Tony Hall first made public plans to beef up the 

pubcaster’s overall competitive edge. 

Since then, the plan to commercialize production has 

slowly inched forward, winning the necessary approvals 

along the way, including from the UK independent 

producers’ association Pact. Pact’s blessing followed a 

deal to lift the lid on BBC’s in-house guarantee and make 

certain titles — among them the long-running Songs of 

Praise and sports-themed A Question of Sport — available 

to outside competition. Eventually, the percentage is 

expected to shift to 100%, with the exception of news 

and news-related current affairs programming.

BBC Studios is already making popular programming, 

including a slate of factual offerings from enduring 

entertainment formats Strictly Come Dancing and Top 

Gear to historical series such as Britain’s Forgotten Slaves 

and Secrets of Orkney, and lifestyle offerings such as 

Simply Nigella. These days, of course, the studio can’t be 

mentioned without a nod to natural history juggernaut 

Planet Earth II, which, after scoring record audiences in its 

UK run last year, became BBC America’s most-watched 

unscripted telecast in total viewers when it premiered 

stateside in February. 

More recently, the studio’s Natural History Unit gave the 

greenlight to Blue Planet II, a seven-part landmark nature 

series (a co-production with BBC America, German 

pubcaster WDR and France Télévisions) set to explore 

the world’s oceans. BBC Studios has also inked co-pros 

with Amazon on a new scripted series, and with PBS to 

develop science-based The Secrets of the Human Body, 

among other projects actively in the pipeline. 

That list is only expected to grow as BBC Studios 

continues its “get-to-know-you” push on broadcasters 

in the coming months.

“It’s worth saying that, within factual, we represent 

a huge amount of breadth and I would also argue a 

lot of depth, too. There are very few companies that 

can deliver the range of factual content — science, 

history and religion — with the degree of specialism 

and expertise that we couple with that,” says Lisa Opie, 

director of factual at BBC Studios.

“We execute in terms of delivery brilliantly, and we 

make what is often very complex quite simple,” she adds. 

BBC Studios currently makes more than 4,000 hours 

of programming for the BBC each year, and that 

relationship is not expected to change, says Linsey, who 

called the pubcaster “our most important customer.”

Yet, despite the running start, success is not expected 

to happen overnight. 

“It is quite a big journey that we are going on,” says 

Opie. “There is a lot to do and it’s a big change that this 

signifies for us. If you’ve worked in a world where you’ve 

had an in-house guarantee and only one customer, it’s a 

very big shift to end up in the big, broad, wide world. We 

know that we are going to have to work hard.” •

FREE AGENT
BBC Studios 

is rolling up its 

sleeves in a bid to 

compete in markets 

around the world 

as a fully fledged 

commercial entity. 

B Y  D A R A H  H A N S E N

I D E A S  &  E X E C U T I O N

The natural history juggernaut 

Planet Earth II continues to build 

audiences worldwide. 

Linsey

Opie
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W ith Cannes once again on the horizon (so close 

we can almost taste the rosé), the realscreen team 

has endeavored to make the acquisition process 

a little clearer by offering up our picks of programming that 

caught our attention and we think deserves a closer look. This 

year’s MIPTV Picks span the genres, from stunning natural 

history projects to perhaps even more stunning political 

campaigns, with plenty of fun factual, history, science and 

culinary journeys in between. Congratulations to this year’s 

Best in Show selection, which wins for its submitting company 

a pass to the 2018 Realscreen Summit. 

CHILDREN OF THE SUN:  
WILD BEES AND BUTTERFLIES
Partners: Nautilus Film for BR, Arte, WDR, ORF; Distributed by Autentic Distribution GmbH

Aired: Feb. 13/14, 2017 

Length: 2 x 45 (German)/2 x 52 minutes (English) HD  

Rights Available: Worldwide, excluding GSA

Filmed in 4K and HD, and mastered in HD, this two-part series offers viewers a rarely 

seen perspective of the insect world. Combining beautiful imagery and science, 

Children of the Sun challenges viewers to better understand and care for butterflies and 

wild bees so that their survival, and our own, is assured.

AGE OF CONSEQUENCES
Partners: Produced by PF Pictures; Distributed by PBS International

Air date: Late May (U.S.)    Length: 1 x 61/1 x 80 minutes HD  

Rights Available: Worldwide 

Age of Consequences investigates the impact of climate change on increased 

resource scarcity, human migration and conflict through the lens of U.S. national 

security and global stability. Through unflinching case-study analysis, distinguished 

military leaders and veterans take viewers beyond the headlines of the conflict in 

Syria, the social unrest of the Arab Spring, the rise of radicalized groups like ISIS and 

the European refugee crisis to lay bare how climate change stressors interact with 

societal tensions and spark conflict. 

THE VIETNAM WAR
Partners: Produced by Florentine Films and WETA; Distributed by PBS International, 

PBS Distribution

Air date: September 2017    Length: 18 x 60 (U.S.)/10 x 60 minutes (WW) HD

Rights Available: Worldwide 

In an immersive narrative, directors Ken Burns and Lynn Novick tell the epic story of the 

Vietnam War as it has never before been told on film. The film features testimony from 

nearly 100 witnesses, including Americans who fought in the war and others who opposed 

it, as well as Vietnamese combatants and civilians from both the winning and losing sides. 

Six years in the making, the series brings the war and the chaotic epoch it encompassed 

to life through rarely seen, digitally re-mastered archival footage, photographs, television 

broadcasts, home movies, audio recordings and more than 100 iconic musical recordings.

BEST IN 
SHOWMIPTV PICKS 2017















www.autentic-distribution.com
sales@autentic-distribution.com

VISIT US AT MIPTV 2017  
Stand R7.F2

NATURE . WILDLIFE
Children of the Sun –
Wild Bees & Butterflies
2 × 52’ 

PEOPLE . PLACES
Fascination Festivals
5 × 52’ 

HISTORY 
Inside Mao’s China
52’



   033

www.autentic-distribution.com
sales@autentic-distribution.com

VISIT US AT MIPTV 2017  
Stand R7.F2

NATURE . WILDLIFE
Children of the Sun –
Wild Bees & Butterflies
2 × 52’ 

PEOPLE . PLACES
Fascination Festivals
5 × 52’ 

HISTORY 
Inside Mao’s China
52’

LIFE ON THE LINE AUSTRALIA
Partners: Produced by Screentime; Distributed by DRG

Aired: March 21, 2017 (ABC Australia)    Length: 6 x 30 minutes HD

Rights Available: Worldwide, excluding Australia 

The laws of physics are one of the few things in life that are universal, immutable and 

predictable. We rarely think about them, yet they impact everything we do. Across the 

series, award-winning documentary filmmaker Todd Sampson tests these powerful 

physical forces. With the help of some of Australia’s leading young physicists, along with a 

construction and safety team, each episode follows Sampson’s journey from the kernel of 

an idea through to a daring experiment that will show physics in action. The experiments 

are at the mercy of weather, human error, mechanical failure and Sampson’s own 

willpower; however, the science on which they are based remains absolute.

SEX TAPE
Partners: Produced and distributed by Armoza Formats  

Air date: TBA    Length: 60 to 90 minutes

Rights Available: Worldwide (optioned in Germany) 

Sex Tape is best described as a cheeky social-experiment series. It features three 

couples each week trying to fix their relationships, and they are prepared to take 

some risky steps to set things right. The couples tape themselves during their 

most intimate moments, including dealing with issues of sex. They then meet with 

two other couples and, under the guidance of a professional sex therapist, reveal 

their uncensored tapes to each other. The ultimate goal is that each couple is able 

to walk away with insightful and meaningful ways to boost their love lives.  •



MIPTV LISTINGS

Alfred Haber, Inc., Alfred Haber Distribution, Inc., and Alfred Haber Television, Inc., now celebrating 
49 years of business, together form the world’s largest distributor of U.S. network annual event 
programming and are major independent distributors of primetime series and specials, including 
unscripted reality, crime and investigation, clip shows, pop science, music events, and films. For 
more information about the Alfred Haber companies, please visit  
www.alfredhaber.com.

2018 60TH ANNUAL GRAMMY® AWARDS –  
CBS New! Live! 
Running time: 1 x 210’ 
Genre: Awards/Music Show 
The world’s most popular annual television 
music event! Music’s biggest names perform on 
“Music’s Biggest Night®” – the milestone 60th 
Annual GRAMMY AWARDS®, to be broadcast in 
over 190 territories worldwide. The 59th show 
included memorable performances by such 
stars as Beyoncé, Bruno Mars, Adele, Katy Perry, 
Chance The Rapper, Lady Gaga and many more.

WICKED TUNA –  
NatGeo Seasons One and Two Now Available! 
Running time: 25 x 60’ | Genre: Reality 
One of the top-rated shows on the National 
Geographic Channel features a group of 
spirited fishermen facing off in frigid North 
Atlantic waters competing to catch the elusive, 
and lucrative, Bluefin tuna. 

STAYIN’ ALIVE: A GRAMMY® Salute to the Music of The Bee Gees – CBS New! 
Running time: 1 x 120’ | Genre: Music Special 
Hosted by John Travolta and featuring a star-studded line-up of incredible performances, the 
evening’s most electrifying moment occurred when The Bee Gees founder Barry Gibb performed 
“Jive Talkin’,” and “You Should Be Dancing,” and was then joined onstage by the other guest 
performers in a heart-soaring, show-stopping finale of “Stayin’ Alive.” 

TOP 20 FUNNIEST – truTV 3rd Hit Season!
Running time: 49 x 60’ | Genre: Reality 
Television’s FUNNIEST series continues to grow 
as comedic commentary charts the best viral 
videos, home movies, surveillance clips, event 
footage and news bloopers, while viewers 
count down to the week’s most hilarious video. 

MADONNA: REBEL HEART TOUR –  
Showtime New! 
Running time: 1 x 120’ | Genre: Music Special 
Superstar Madonna reminds us all why 
she’s still the reigning Queen of Pop in her 
brand-new television special. The show 
chronicles the global icon’s highly successful, 
tenth major international concert series and 
includes the incredible Madonna music that 
has touched the world.

Alfred Haber Distribution, Inc. 
111 Grand Avenue, Suite 203 
Palisades Park, New Jersey 07650 
P: (201) 224-8000  
F: (201) 947-4500
info@haberinc.com 
www.alfredhaber.com

EXECUTIVES ATTENDING: 
Alfred Haber, President 
Andrew Haber, Vice President, International Sales 
Steven Weiser, Vice President, Domestic & International Sales
Patricia Villagran, International Sales Executive

MIP 2017
MIP Booth: Palais 1, P-1.L50
MIP telephone number: +33 (0)4 92 99 8300

Big Pacific
(4 x 50’ + Making Of) (4K)
Genre: Wildlife + Nature
Distributor: ZDF Enterprises
The Pacific Ocean covers one third of the 
Earth’s surface. It is greater than all Earth’s 
land combined, holds half of our world’s 
water, and hides the deepest place on our 
planet. It ’s what huge and iconic, rare and 
dazzling creatures call home — and where 
creatures yet to be discovered lurk.

Over four cinematic episodes, “Big Pacific” 
breaks the boundaries between land and 
sea, moving throughout the Pacific Ocean 
to present a broad range of locations, 

species, natural phenomena and behaviours. Each episode focuses on an iconic characteristic 
of the Pacific: Passionate, Voracious, Violent, and Mysterious.

Filmed in Ultra High Definition, “Big Pacific” will present the ocean and its denizens in a way never 
before seen on television — exploring the monstrous to the minute; the alien to the intimate.

The Story of Europe
(6 x 50’) (HD)
Genre: History & Biographies
Distributor: ZDF Enterprises
 This ground-breaking series tells “The Story of 
Europe” in six glossy episodes exploring different 
chapters of its eventful history. It is available 
in two versions: without presenter or hosted 
by the acclaimed historian Christopher Clark. 
It’s a journey through time and across space, 
from the physical beginnings to the first human 
settlers, the evolution of European culture and 
religion, historical achievements in exploration, 
technology and politics, and a daring look at the 
continent’s present and future.

Europe has been at the heart of world events for thousands of years and laid the foundations for much 
of modern society worldwide, while its perpetually fluctuating landscapes, climate, fauna and flora 
have shaped its own story. Stunning photography, pertinent questions and surprising insights paint a 
mesmerising portrait of Europe.

Children of the Wild 
(1 x 50’ 4K + 1 x 4’ VR Special)
Genre: ZDFE.factual | Science + Knowledge
Distributor: ZDF Enterprises, Mainz / Germany
 In many cultures there are myths about “wolf 
children” who were taken from their families 
and then grew up in the wild, either alone or 
with wolves, bears or other animals. But how 
close are such stories to reality?

This program offers a combination of two 
stories: the true story of the monkey boy John 
Ssebunya in Uganda, and that of Rudyard 
Kipling’s Mowgli, the most famous, albeit 
fictitious, wolf child of all.

Unlike the children in the myths and stories, 
children who grow up without human beings have massive problems integrating themselves into 
society. The program specifically follows the fate of the young Ugandan boy John Ssebunya. If there 
is no human being as communication partner in the first years of a child’s life, the wolf child will yelp, 
growl, scream or grunt. He is not yet ready to make contact with other children.

ZDF Enterprises GmbH
Erich-Dombrowski-Str. 1
55127 Mainz / Germany

Phone: +49-6131-9911611   |   Fax: +49-6131-9912611
e-mail: zdfe.factual@zdf-enterprises.de   |   www.zdf-enterprises.de

At MIPTV 2017
MIPTV booth: P-1.L2/P-1.M1 

Office phone: 0033-4-92998120
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That’s Amazing  (8 x 60’)
That’s Amazing takes viewers into the great outdoors to find people doing amazing, untold, 
and curious things with weather and the elements. A The Weather Channel production for The 
Weather Channel.

Passion Distribution
No. 1, Smiths Square

77-85 Fulham Palace Road
London  W6 8JA  UK

+44 (0)207 981 9801
sales@passiondistribution.com
www.passiondistribution.com

All New Cold Justice (10 x 60’)
Kelly Siegler, and her team of crime scene investigators and trained detectives, put their 
knowledge and experience to work helping law-enforcement officers and families solve cold 
cases. A Magical Elves and Wolf Reality production for Oxygen.

Spies (4 x 60’)
Three former British Secret Intelligence Service operatives bring together a diverse group of 
people to test if they have the skills and qualities required to make it as “Spies”. A Minnow Films 
& Group M Entertainment production for Channel 4.

The Baker Sisters (13x30) – FOOD/LIFESTYLE
Celebrating the most mouthwatering baked treats across North America, follow real life sisters and 
bakers Rachel Smith and Jean Parker as they take viewers inside the sublime world of sensational 
sweets. Seeking out and sampling signature items from establishments across North America, the 
dynamic duo taste and bake their way through this deliciously decadent series. Produced by Alibi 
Entertainment Inc. in association with Corus Studios for Food Network Canada. 

Corus Studios
25 Dockside Drive, Toronto, ON M5A 0B5, Canada

Tel: (1-416) 479-7000   |   www.corusent.com    |   Stand: R7.N3 Riviera 
Contact: Rita Carbone Fleury, Worldwide Sales   |   Rita.CarboneFleury@corusent.com

 
Home to Win – Season 2 (8x60) – RENO/COMPETITION 
The new season of the smash hit brings together 30 of the best known renovation and design 
celebrities including Scott McGillivray (Income Property), Mike Holmes (Holmes on Holmes), Bryan 
Baeumler (Leave it to Bryan), and Sarah Richardson (Sarah 101). Together, they will completely 
transform an average house into a dream waterfront property for one lucky competitor to win. 
Produced by Architect Films in association with Corus Studios for HGTV Canada.
 

Backyard Builds (8x30) – RENO/LIFESTYLE
When indoor space isn’t enough, Backyard Builds showcases the endless opportunities outdoor 
areas can provide. Contractor and designer Brian McCourt and design expert Sarah Keenleyside 
work with homeowners to create one-of-a-kind outdoor spaces. Whether it’s a shipping container 
converted into an office space, a shed turned into a cake studio or a backyard forest transformed 
into a treehouse village, this duo can extend and expand any living space into something extra-
ordinary. Produced by Frantic Films in association with Corus Studios for HGTV Canada.
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A+E Networks is an award-winning, global media content company offering consumers a diverse 
communications environment ranging from television networks to websites, to home videos/DVDs 
to gaming and educational software. A+E Networks is comprised of A&E® Network, Lifetime®, 
History®, Lifetime Movie Network®, Bio™, H2™, History en Español™, Crime & Investigation 
Network™, Military History™, Lifetime Real Women®, A&E IndieFilms®, A+E Networks International®, 
A+E Networks Digital® and A+E Networks Consumer Products™. A+E Networks channels and 
branded programming reach more than 425 million households in over 150 countries. The A+E 
Networks international website is https://sales.aenetworks.com/. A+E Networks is a joint venture of 
Disney-ABC Television Group and Hearst Corporation.

A+E Networks
235 East 45th St, New York, NY 10017
Tel: +1-212-210-1400
Stand Number: P3.C1

SEVEN YEAR SWITCH®
HOW FAR WOULD YOU GO TO SAVE YOUR 
MARRIAGE?
(Primetime/1 hour) Genre: Format
In FYI’s new original series, Seven Year 
Switch, four couples at a crossroads in their 
relationship will get the chance to live with 
a stranger for two weeks, in an experimental 
marriage, to help determine if different traits 
and characteristics in a mate could make their 
marriage stronger.

BRIDE & PREJUDICE™
WILL LOVE CONQUER ALL?
(Primetime/1 hour) Genre: Format
Three couples, all madly in love, decide to make 
a lifelong commitment and get married in the 
face of staunch opposition from their family 
and/or friends. Can they overcome prejudices 
born out of differences in race, religion, class 
or sexual preference? Over the course of six 
episodes (eight hours of television), the couples 
will plan their weddings while they attempt to 
bring their divided loved ones together. Will the 
couples go through with the weddings? Will 
their families and friends show up? And if they 
show up, will anyone speak now? Or will they 
forever hold their peace?

ALONE™
THE ULTIMATE TEST OF HUMAN WILL
(Primetime/1 hour) Genre: Format
Alone challenges 10 contestants to survive in 
unforgiving terrain and face their biggest battle:
extreme isolation. The last contestant 
standing gets a half million dollars in this self-
shot competition series. There are no camera 
crews, no contacts and no gimmicks. The 
contestants are on their own to hunt, build 
shelters and fend off predators. Can they stay 
sane and ultimately, stay alive? 

Talpa Media comprises Talpa Netherlands and Talpa Global. Talpa Netherlands consists of Talpa Content, 
the group’s in-house creative development unit for television formats and connected concepts, and 
Talpa Productions, the group’s TV production unit that produces the shows for The Netherlands. Talpa 
Fiction, the company’s scripted arm, Vorst Media and MasMedia are separate production units focused 
on the development and production of formats.
 
Talpa Global is dedicated to the worldwide licensing of Talpa Content’s formats and finished series. Its 
Global Productions division ensures the quality of Talpa formats across the globe, whereas Global Connect 
is globally operating and monetizing its in-house developed digital products. Global Music & Talent Agency 
monetizes the rights from talents during and after their participation on various Talpa shows.
 
Talpa Media’s global network includes production companies Talpa Media USA, the division of the Talpa 
Media based in Los Angeles, Talpa Middle East, headquartered in Dubai, as well as Talpa Germany with 
offices in Berlin and Hamburg. Other Talpa partnerships are vested in the UK, Australia, France, Italy, the 
Nordic region, Sub Saharan Africa and Portugal.
 
Talpa Media is a separate business unit within ITV Studios.

Talpa Global
Familie de Mollaan 1, 1217 ZB  HILVERSUM, The Netherlands

Phone +31 35 5333111  |   www.talpa.tv

A WHOLE NEW BEGINNING
Duration - 45 min   |   Episodes - 52    
Genre – Reality   |   Producer – Talpa
Commissioning/Originating Broadcaster & Country:  
The Netherlands RTL4 
What if you could press the reset button and start over? Leave 
all your troubles and worries behind? But also: your job, school, 
family, friends, house… and all your belongings? In A Whole New 
Beginning, three families have a chance to build a new life and a 
new future in a remote place on the other side of the world… from 
scratch! Will they find happiness, peace and harmony? After one 
year, they’ll have to make the most important decision ever… will 
they go back to their old life, or will they stay?

5 GOLD RINGS
Duration - 25 min / 45 min   |   Episodes - 8
Genre – Connected Game Show   |   Producer - Talpa
Commissioning/Originating Broadcaster & Country:
The Netherlands SBS6/United Kingdom ITV 
In 5 Gold Rings, every pixel counts. Players get five rings to answer 
questions over five levels. A huge interactive LED floor projects 
amazing animated pictures that are the base of each question. Players 
need to put the rings on the correct answer, but the rings become 
smaller throughout the game, making it even more challenging – 
whilst the difficulty level of the questions remains the same. And with 
a unique connected gameplay, viewers have a mini version of the floor 
in the palm of their hands and can truly be part of the experience.

CANNONBALL
Duration – 45 min   |   Episodes - 12
Genre – Entertainment   |   Producer – MasMedia
Commissioning/Originating Broadcaster & Country:
The Netherlands / NPO3 
In Cannonball, daredevil couples compete in a spectacular and 
fun slip n’ slide water battle. The show consists of multiple rounds 
covering distance, speed, height, and more! Will the human 
cannonballs reach new heights or make a painful belly flop? Find 
out who can make the biggest splash on this fun-filled new show!
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Escapade Media is dedicated to developing distinct content in line with the technological 
developments of the industry, whilst offering titles that all have a distinct point of difference. We 
are seeking to form partnerships with producers across the world for both completed content, but 
also content or projects in development. Our global team work across sales of completed content, 
commissioning of new projects and working with clients to ensure the content on offer is in line with 
marketplace demands

Charged & Disbarred 13 x 30’ 4K
Crime Factual
Charged and Disbarred explores real life crimes perpetrated 
by those trusted with the law. Narrated by lawyer and 
prosecutor James Pacitti, the show highlights the victims 
of these cases and explores the evidence, exposes the 
corruption that leads to further investigation and ultimately 
prosecution, rendering the crooked “Charged & Disbarred”.

Shot in 4K, these cases will be brought to life by providing 
background information, facts and evidence. Each episode will investigate 2 cases, both underpinned 
by the vein of corruption of that episode. The series will look at actual interviews from the court room, 
with investigators and paralegals, deputy trial counsel, victims and witnesses to the crime, as well as 
documents and archival footage, to give those involved a chance to tell their side of the story.
 

Rottnest & The Mystery Islands 2 x 50’ UHD
Natural History
Islands worldwide are grand experiments in nature, with their 
isolation creating unique conditions for animals to diverge 
from the norm. But some islands take evolutionary twists to the 
extreme. On the far west of the Australian continent with the 
limitless Indian Ocean beyond, there is a set of islands whose 
inhabitants defy all laws of nature.

The three islands lie side by side but each is ruled by a different 
animal. One by a unique marsupial, the second by a penguin and the third by one of the worlds most 
venomous snakes, as though evolution has divided the real estate equitably. And on the islands each animal 
has become stranger than ever - with a set of features so unique they are bizarre. Most surprisingly, this 
evolution has been extremely rapid, a mere seven thousand years since the islands were separated.
 

Food.Sail.Love 8 x 30’ 4K
Lifestyle
A stunning voyage of food, culture and friendship along the 
alluring coastlines of Italy, Greece, Turkey and France. These 
are the tales from the classic yacht Barinia and it’s family 
of 25 years, Narelle the chef and Patrick, the skipper. Jump 
aboard this journey where we visit friends and celebrate 
the food and customs that are born of a deep connection 
between the land, the sea and the people.

This is a love affair with the Mediterranean life. This unique culinary voyage pushes beyond the 
veneer of common tourism and invites the viewer to experience the local life and the preservation 
of precious traditions.

JC Tha Barber 13 x 30’ 4K
Factual Entertainment
JC Tha Barber follows celebrity barber JC Hammons into the 
homes and dressing rooms of today’s hottest stars from the 
world of film, hip-hop, and professional sports. As their friend, 
their confidant and their barber, JC gets the inside scoop on 
the latest celebrity happenings and hottest stories before they 
break. JC is also a “hype man” and performer who has been on 
stage with French Montana and Sean Kingston. 

JC’s journey to the top has been far from smooth. In his early 20’s he was hanging out with the 
wrong people and ended up in jail, the impact of this experience would change the direction of his life 
forever. While incarcerated he found that he had a talent for the barbering arts and decided to follow 
this career upon his release from prison. The only Filipino in barber school, his hustle and drive set 
him apart from others and caught the attention of his instructors. JC used his unique ability to market 
himself to build his clientele and win over those that doubted his talent. Today he finds himself, as one 
of the most sought after celebrity barbers in the game and an inspiration to many.

Escapade Media Pty Ltd.
Level 2, Building 61, Fox Studios Australia, 

38 Driver Avenue, Moore Park 
NSW 2021, Australia 

P: +61283532793 
W: www.escapademedia.com.au

London for US & UK Sales: 
Jessica Stonehouse 

E: Jessica@escapademedia.com.au 
P: +44 7983 930419 

W: www.escapademedia.com.au

GRB Entertainment
13400 Riverside Drive, Suite 300, Sherman Oaks, CA 91423
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EXPOSED   |   Genre: Crime   |   Duration: 6x60
Not even the bright lights of Hollywood can protect you from crime. Uncover the truth behind 
heinous crimes committed against celebrities, by celebrities. Find out why the criminals picked their 
target, how they did it, and how they got away with it. From kidnapping to embezzlement, review all 
the evidence in these terrifying cases. Produced for Reelz.

SUPER FAN BUILDS   |   Genre: Docu-Series, Lifestyle   |   Duration: 11x30
Watch Hollywood’s top prop makers build one-of-a-kind items for super-fans of comic books, video 
games and movies. Whether you’re a fan of classic films like “Back To The Future” or a Minecraft 
obsessed gamer, you’ll be blown away by these creations! Produced for Go90. 

ARABIA MOTORS   |   Genre: Automotive, Docu-Series   |   Duration: 13x30
Arabian riches and over-the-top lavish lifestyles meets car fanatics. Follow the partners of the most popular 
car magazine in the Middle East as they grow their global magazine empire and test drive and profile every 
car in the region – from luxury collectibles to classics to the most expensive cars ever made. 
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TRIBE VERSUS PRIDE 1 × 50 min.

WILD CORNWALL OUT ON THE EDGE 1 × 53 min.

TASMANIA WEIRD AND WONDERFUL 1 × 50 min.
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B Y  D A N I E L E  A L C I N I I

Filmmakers Jonathan and Simon Chinn tackle the modern day role of police, transparency 

and race relations in their new archive-driven feature documentary LA 92.

H I S T O R Y  G E N R E  F O C U S

It was after midnight on March 
3, 1991 when a white Hyundai 
came to a sudden stop in a 

quiet San Fernando Valley, California 
neighborhood after a high-speed 
pursuit. The whirling blades of a police 
helicopter hovering overhead and the 
flashing lights of squad cars drew 
sleeping residents to their balconies. At 
least one reached for a video camera.
The grainy black-and-white video 

of LAPD officers striking an unarmed 
African-American man, Rodney G. King, 
56 times with their aluminum batons 
would be broadcast internationally in the 
days following the incident. That footage 
prompted an internal police investigation 
that led four officers to be charged with 
assault with a deadly weapon and use of 
excessive force in the King beating.
The officers’ eventual acquittal on April 

30, 1992 ignited six days of race-related 
violence that began in South Central 
Los Angeles. Mobs lit citywide fires, 

beat motorists and looted stores in what 
evolved into the city’s largest riot since 
the multi-ethnic neighborhood of Watts 
erupted in flames in 1965.
Twenty-five years on, scenes reminiscent 

of those unsettled days in south LA 
have been repeated across the American 
landscape: the fatal police shooting of 
Michael Brown in Ferguson, Missouri and 
subsequent unrest; the death of Eric Garner 
in New York City; and the Baltimore riots 
surrounding the death of Freddie Gray. 
It was enough to prompt filmmakers 

Jonathan and Simon Chinn into action. 
“Given the current climate, we felt 

that it was a really good time to shine 
a light on this historic event,” Jonathan 
Chinn, Emmy-winner and co-founder 
of London and LA-based indie Lightbox 
Entertainment, tells realscreen.
LA 92, directed by Undefeated helmers Dan 

Lindsay and TJ Martin, provides an in-depth 
look at the riots from the point of view of 
LA residents through raw testimony, unseen 

personal footage and news archives, all 
designed to transport viewers back to 1992.
The 112-minute film, first announced ahead 

of the 2016 Sundance Film Festival, serves 
as part of National Geographic’s continuing 
push into premium feature documentary 
content. It’s scheduled to have its world 
premiere at the 2017 Tribeca Film Festival 
in April, with plans to air globally in 171 
countries and 45 languages later this year. 
The decision was made early on in 

the production process to abstain from 
talking heads or narration that would 
handhold the viewer through the film, 
and instead rely strictly on archive 
materials to tell the narrative.
“We felt that it would be very powerful 

to make it an immersive experience that 
was void of sit-down interviews and that 
it was purely driven by archival footage 
and source materials from the time,” Chinn 
explains. “It’s a very immersive and intense 
viewing experience because there’s no real 
break from living in that world.”

LA 92 uses raw testimony, personal 
footage and news archives to transport 

viewers back to 1992.
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Unlike many films, LA 92 had no 
traditional production period. Instead, the 
production and archival teams at Lightbox, 
led by Chinn and his Academy Award-
winning cousin Simon, spent the first three 
months unearthing and accumulating 
rare, decades-old archive through various 
sources, from traditional news, police and 
radio archives to nightcrawlers, students 
and community leaders.
“What we ended up amassing is a 

somewhat definitive library of archive from 
all kinds of sources — we wanted to have 
everything in our disposal in order to fully 
immerse the viewer in that experience 
and not just from the mainstream media 
perspective,” Chinn says. 
“It was very important to us to source 

material from a variety of sources across 
the multitude of communities, not 
just the black community and not just 
mainstream media,” he continues. “We 
brought on a fluent Korean researcher to 
help us find unheard or unseen archive 
that came out of the Korean community.”
“We found great partnerships within 

the Fox affiliate family who were 
instrumental in allowing us to dive into 
their archives,” adds Matt Renner, VP of 
production at Nat Geo and exec producer 
on LA 92. “Some of the archives have 
never even been fully archived before 
properly so we had a whole team of 
researchers, we got all the tapes and 
digitized the media and digitally went 
through every minute of it.”
The challenge, however, wasn’t in 

finding archival footage — it was 
determining how to massage that archive 
into a cohesive story that would cultivate 
the emotional response directors Lindsay 
and Martin wanted to achieve. 

As such, they made the decision to 
have LA 92 serve as an unconventional 
film that chooses not to strictly conform 
to a three-act narrative with a clear 
beginning, middle and end. Instead, 
the story unfolds in “an almost operatic 
way” through movement and emotion. 
“When you narrow the filter that 

you’re passing everything through as 
‘How does it make you feel?’, that 
tends to drive a lot of the decisions 
about what archive to include,” Chinn 
explains. “The way they’re blending 
the archive into an operatic story 
that’s about movements rather than 
acts, it can be self-evident which 
archive to use.”
In their telling of a highly contentious 

and divisive story, the filmmakers 
were mindful of finding the right 
balance to ensure LA’s civil unrest was 
politically and morally ambiguous, 
while also celebrating the notion of 
freedom of speech. 
The hope, Chinn and Renner agree, 

is for LA 92 to spark real conversation 

and debate about the modern day 
role of police, transparency and race 
relations, while prompting audiences 
to subconsciously understand how 
little society has moved forward in the 
last 25 years. 
“It’s profound that we live in a time 

where many of our leadership are 
historically irresponsible. When we 
turn back the pages of history, we see 
the unfortunate consequences that are 
a result of certain decisions that men 
in power have made and we just keep 
making the same poor decisions,” 
Renner says. 
“Our civil rights are hanging in the 

balance, and so this is important for us 
at the moment to recognize where we 
are in today’s society,” he adds. 
“Hopefully [with] this film when 

you see the cycle of violence, it really 
brings you a tremendous amount of 
pause and, hopefully, it’s the kind of 
story that’s central to our brand, gets 
people thinking and activates people 
into grassroots movements.” 

“It’s a very immersive and intense 
viewing experience because there’s no 
real break from living in that world.”

Jonathan and Simon Chinn 
worked with a team of 
researchers to collect all 
archived tapes and digitize 
the media.

Jonathan Simon
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C H A N G E M A K E R S
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P icture this: an eager entrepreneur 

doubles down on a new product he 

believes will be a game changer in 

his industry. He presents a business plan 

to a panel in hopes of receiving funding to 

make his fanciful project a reality.

It’s a familiar reality TV trope, which makes 

it all the more intriguing that it’s the basis of 

the project future-forward Apple has decided 

to launch as it makes its first big push towards 

original content programming.

At Recode’s Code Media Conference in February, 

Apple finally pulled back the curtain on its original 

TV shows, unveiling the trailer for an upcoming 

non-scripted series called Planet of the Apps.

At first glance, the show comes off as a 

Shark Tank-The Voice hybrid: entrepreneurs 

give presentations and elevator pitches to 

four potential backers (Jessica Alba, will.i.am, 

Gwyneth Paltrow, Gary Vaynerchuk), who then 

choose an entrepreneur to mentor. Contestants 

vie for US$10 million in funding from Lightspeed 

Venture Partners, as well as premium placement 

on the front page of Apple’s App Store.

The second show Apple revealed is a Carpool 

Karaoke adaptation that features celebrity pairs 

riding and singing in a car.

Seem like the concepts are a little linear for a 

technology giant that brought us iTunes and 

iPhones? Don’t be fooled — as Apple tries its hand 

at content programming, it brings with it all the 

digital bells and whistles the company is known for.

For one, Planet of the Apps will come with an app 

that lets viewers swipe left or right if they think an 

idea being talked about on the show is promising.

Another differentiator: instant gratification. If an 

entrepreneur gets funding, and the app gets that 

prime spot on Apple’s home page, viewers will be 

able to download it in real-time.

“The idea that you can connect to the prize and 

the product immediately is a game changer,” 

Ben Silverman, CEO of Propagate Content, the 

production company partnering with Apple to 

create the show, told the Code Media audience. 

The name of the game is immersion — that 

is, making it so the viewer can interact with the 

program. While Propagate is already well-versed 

in telling stories about people, a partnership with 

Apple means the pair can work to amplify the 

storytelling around the technology.

“[We] talked about how you can take all this 

incredible content and immersive experience 

within the show and go into different elements 

for longer, or have them controlled by the viewer,” 

said Silverman. Viewers can watch the show, 

press pause, and then go deeper if they want 

more information about a specific aspect, such as 

the developer or venture capital.

While Apple’s entry into original content 

is noteworthy, it’s certainly not the only 

digital platform dipping its toe into original 

programming waters.

Snap Inc., parent co to social media platform 

Snapchat, has made a string of deals with linear 

broadcasters in recent months. It has partnered 

with Discovery Communications to develop 

shows for Snapchat’s Discover platform, teamed 

with A+E Networks on a new unscripted show 

called Second Chance, and is working with NBC, 

Turner and ABC to develop additional shows, 

including both scripted and unscripted series.

Discovery’s “aha moment” came after the 

launch of its TLC Go app, Paul Guyardo, 

Discovery’s chief commercial officer, tells 

realscreen. The app allows users to watch full 

episodes and live TV from TLC at any time.

“We saw 50% of the audience on the TLC GO 

app was coming from 18-to-34 year-olds,” says 

Guyardo. “Our content is relevant, we just can’t 

expect people to view it on a traditional TV set.”

Guyardo says that only about 13% of viewers 

from Discovery’s linear networks are 18-to-34, 

so partnering with Snap will mean being able to 

reach that new demographic, using more short-

form “snackable” content.

Facebook is following a similar pattern, naming 

College Humor co-founder Ricky Van Veen as 

global creative strategy head. In December, 

Van Veen noted Facebook was considering 

funding some seed video content, scripted and 

unscripted content. The social networking site 

has also brought on Mina Lefevre, MTV’s former 

EVP and head of scripted development, as head 

of development.

Tim Staples, co-founder and CEO of Los 

Angeles-based Shareability, makes a living 

creating social content, often in video format, 

meant to resonate with viewers. He has yet 

to see a traditional TV format transition to 

digital successfully, but can see the potential. 

“Facebook, Apple and Snapchat have a 

phenomenal opportunity with data that can drive 

their decisions. They know what their customers 

are watching and how long they’re watching it.” 

He recommends the tech giants make smaller 

bets with pilots that aren’t risk-heavy. 

“There will be a lot of experimentation to see 

what works.” Meagan Kashty 

Custom fit
How Apple, Snapchat and Facebook 

are making the shift into original 

content programming.

Jessica Alba, 
will.i.am, Gwyneth 

Paltrow, Gary 
Vaynerchuk. 
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What began as a platform for aspiring 

and established filmmakers, artists 

and entrepreneurs to crowdfund 

indie projects has branched out beyond 

financial backing to provide practical 

support — from free daycare to 

editing and production tips — 

to its field of creators.

Kickstarter, with recently 

minted director of 

documentary film Liz Cook at 

the helm, has this year turned its 

attention to fortifying its efforts at 

supporting the underrepresented 

classes of filmmaking society: female 

voices and people of color.

To that end, the crowdfunding platform has 

partnered with True/False Film Fest on The Cradle 

— an initiative that provides free, professional 

daycare during the four-day Columbia, Missouri 

festival. It’s set out to support the needs of parents, 

while serving as a model for festivals on how to be 

more feminist and equitable.

A career in filmmaking demands long hours and 

extensive travel — obstacles that can force women 

without financial support out of the industry. As 

such, Kickstarter hopes to offset child care expenses 

while “helping parents give birth to their films, build 

essential industry relationships and remember 

why documentary filmmaking is an urgent art,” 

according to a media release promoting The Cradle. 

“It has a much wider effect on female 

filmmakers because if you don’t go to a 

festival you’re missing out on making some 

pretty important connections within your 

community and possible collaborators,” Cook 

tells realscreen. “We’ve made a point of really 

prioritizing our time around supporting female 

and people-of-color creators. “

Cook has previously advised on successful 

campaigns such as Stanley Nelson’s The Black 

Panthers: Vanguard of the Revolution and Deborah 

S. Esquenazi’s Southwest of Salem: The Story of 

the San Antonio Four, to name a few.

What’s more, the digital 

crowdfunder wants to help 

individuals make documentary 

filmmaking a viable career option 

while offering tangible resources 

to Kickstarter alumni through 

its rough cut screening series, 

free of charge at the Kickstarter 

offices. The company will also launch 

a filmmaker residency program, allowing 

film industry creators to use Kickstarter’s resources 

at its New York City headquarters.

The end goal, Cook says, is for Kickstarter 

to enact social change by supporting the 

filmmaking community through action in 

accordance with what’s going on in the world.

And the efforts seem to be paying off. In the 

seven years since Kickstarter’s launch, more 

than one million people have supported 

upwards of 12,000 documentary film projects 

(a milestone the company reached last May), 

with 5,000-plus projects successfully funded 

and more than US$120 million pledged to 

Kickstarter-backed films.

More than 270 backers pledged upwards of 

US$49,000 to help Kahane Cooperman’s Oscar-

nominated Joe’s Violin in the post-production 

process, which assisted in additional shooting, 

editing, animation, archival fees and music.

The 24-minute film — which premiered at the 

2016 Tribeca Film Festival and was acquired by PBS 

documentary strand ‘POV’ — recounts 91-year-old 

Holocaust survivor Joseph Feingold’s childhood 

story and the relationship that blossoms following 

the donation of his violin to 12-year-old Brianna 

Perez during a used instrument drive.

“We gave [Cooperman and producer Raphaela 

Neihausen] feedback on the types of rewards they 

were offering and pricing. We then helped them 

think about where are the different audiences 

you’re taking this to, how are you going to [reach] 

that,” Cook explains. “Internally, we have an 

incredible curation team that pushes out our 

best and brightest projects and I’d liaise between 

Kahane and Raphaela and our creation team to 

ensure that’s a project we were spotlighting.” 

The Oscar nod marks the seventh consecutive 

year a Kickstarter-funded film has been 

recognized by the Academy.

As director of documentary film, Cook provides 

strategic support for doc filmmakers with projects 

on Kickstarter. The approach is twofold: First, it’s 

determining what filmmakers are developing and 

how to compile that information into a succinct 

one-page pitch; and second, defining their 

outreach strategy.

One of the projects in Kickstarter’s pipeline 

seeking backers is Jay Shapiro’s Islam and the 

Future of Tolerance, which has acquired more 

than AU$140,000 (US$107,000). The film follows 

on a 2016 book of the same name by American 

neuroscientist and author Sam Harris and British 

activist Maajid Nawaz.

But if it seems as though Kickstarter is moving 

from a crowdfunding platform to a multimedia 

outlet that will eventually partner, commission 

or distribute films, Cook maintains that there are 

“no immediate plans.” 

“We’ve talked about all sorts of things, but right 

now we’re just really doubling down on figuring out 

the best way we could support filmmakers by using 

the Kickstarter platform as it stands,” she says.

For now, at least. Daniele Alcinii •

Liz Cook, the newly appointed director 

of documentary film at Kickstarter, on 

how the platform is moving from film 

fundraiser to creative community builder. 

KICKSTARTING 
SOCIAL CHANGE

Cook

Kahane 
Cooperman’s 
Academy Award-
nominated Joe’s 
Violin.
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