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Television Asia Plus is the essential monthly news guide for Asia-Pacifi c’s ever-growing and diversifying content business. 

Established in 1993, Television Asia Plus has garnered the reputation for bringing the latest news, opinions, issues, analysis and 

developments to content executives and creators across the region and beyond. Based in Singapore with an expert team of 

journalists and regional correspondents, Television Asia Plus knows content from the inside out.

Complementing the magazine are comprehensive news services, such as Newsfl ash – delivering exclusive news, interviews and 

video content daily to subscribers’ inboxes; Weekly News Digest, a free round up of recent industry news; OnScreenAsia.com’s  

video content channel – a platform for content makers and channels to show-off their latest projects and launches; daily Twitter 

and Facebook feeds; as well as the Television Asia Plus’ Annual Guide (print and online), the go to directory detailing the industry’s 

biggest players, makers and distribution service companies. 

No other publication in Asia provides such a monthly, comprehensive news service for Asia-Pacifi c’s  television industry, across 

multiple platforms. 

Why is Television Asia Plus unique?
• Highly-respected, in-depth quality editorial

• 19 years of unparalleled experience in covering the Asian 

 and international television industry 

• Dedicated team of industry journalists and specialists 

 committed to qualify information and analysis

The Premier Source for 
Entertainment Industry News

Editorial Summary 
• News and Deals
 A wrap of the month’s news, signings, deals and latest 

happenings in the region and beyond.

• People
 Highlights the movers and shakers in the industry, where are 

they moving to and where have come from.

• Programming
 A diverse section which looks at issues related to both 

television content, events and challenges facing the industry. 

It also features CEO View, which goes one on one with 

television’s big names in content and distribution – get an 

insight on where they see TV going, and how their business is 

faring in the competitive content market.

• Marketing and Events
 What companies and networks are doing outside of traditional 

advertising to promote products, services, channels and 

programmes.

• Country Focus
 Provides updates on content business, creation and challenges 

in territories throughout Asia, across terrestrial/Free-to-Air, 

PayTV, mobile and multiplatform sectors.

• Advertising 
and Research

 How television and 

broadcast media 

are fi nding different 

ways to promote 

brand awareness, 

also the latest 

trends in TVCs, 

cross-promotion 

and ratings. It also 

features Country 

Focus which 

looks at the work, business and 

development coming out of specifi c 

Asian markets.

• Technology
 What new technologies are enhancing and changing the way 

viewers watch TV, including developments in distribution 

and platforms, such as HDTV, 3DTV, satellite and broadband 

technologies.

• Opinion
 Gets the latest comments and views from content executives 

both inside the Asia-Pacifi c and out. Tackling diverse issues 

from audience fragmentation, new technologies, censorship 

and content creation to branding and piracy.
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• The magazine is backed up with a weekly e-mail service 

 that keeps industry executives up to date with the 

 latest news and trends

• Guaranteed reach

• Circulation research department constantly updates   

 distribution lists
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Issue Guide 
To…

Special 
Features Features Country 

Focus Technology Genre 
Update

Bonus 
Distribution

Publication 
Date

Jan/Feb Telenovelas NATPE 2012 • The year ahead 

for content tech-

nologies and new 

media content                                            

• ATA winners and 

wrap

Indonesia Reformatting 

old content 

General 

Entertainment 

and Music 

channels

NATPE 2012 Ad Booking 

20 Dec

Publication 
Date
12 Jan                   

March Asian Side 

of the Doc – 

Tokyo

• Documentary 

making in Asia

• Reversioning and 

locailization  

• Sports’ next 

move

India Tablet TV Non-fi ction & 

HD channels

• AsianSideof

 TheDoc 

• SPORTELAsia 

• PCTA Convention                  

Ad Booking
9 Feb

Publication 
Date
2 Mar                               

April Formats • Buyers & 

Sellers for 

MIPTV        

• MIP events

• The battle 

 over piracy

• Regional dramas

China

Taiwan

Hong Kong

On location – 

new equipment 

in the fi eld 

Preschool 

channels

• MIPDOC             

• MIPTV           

• MIPFormats

Ad Booking
24 Feb  

Publication 
Date   
19 Mar                            

May LA 

Screenings 

preview

• Mulitiplatform 

Rights/

 consumption  

• Co-productions 

and commis-

sioning in Asia

Korea An HD takeover Lifestyle 

channels

LA Screenings   Ad Booking
16 Apr

Publication 
Date
9 May                                            

Jun/Jul Satellite 

and Playout 

sevices

Communic Asia 

events

• Digital television

• Niche 

programming

• The new 

primetime 

Malaysia

Philippines

IPTV/OTT/VOD 

technologies

Asian Movie 

channels

• CASBAA 

 Satellite Industry 

Forum            

• CommunicAsia    

Ad Booking
7 May

Publication 
Date
15 Jun                                 

Television Asia Plus Annual Guide 2012/2013

Ad Booking
4 Jul

Publication 
Date
31 Jul                                 

Aug/Sep • Gaming content

• West vs East

• Thailand

• Indochina

3D 

perspectives

Sport 

channels

BCWW                                               Ad Booking
25 Jul

Publication 
Date
21 Aug                                 

October Kids TV • Buyers 

 and Sellers 

MIPCOM

• MIPCOM/MI-

PJNR events

• Formatted – the 

local touch to 

formats

• Eyes on Asia

Singapore App-centric 

TV

Asian Content 

Channels

• MIPJunior 

• MIPCOM

Ad Booking
24 Aug

Publication 
Date
17 Sep                                 

November Lifestyle 

channels 

and content

• CASBAA

• PayTV  

future

• Regional 

Content Industry 

survey fi ndings

• Languaging and 

add-on services

Japan Mobile TV News 

channels

CASBAA 

Convention

Ad Booking
2 Oct

Publication 
Date
24 Oct                                 

December • ATA fi nalists/

events

• ATF

• Kre8tif

• Animation Asia

• Lifestyle: A new 

breed of viewer 

Australia

New Zealand

DRM – 

securing the 

goods

Kids/Youth 

channels

Asia Television 

Forum

Ad Booking
8 Nov

Publication 
Date
30 Nov                                 

Editorial Calendar *

* The above information may change due to market conditions. 

Please send all editorial enquiries to adrian.lim@tenalpsasia.com
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Circulation Profi le
Television Asia Plus circulates to over 5,400* qualifi ed subscribers in the region. In addition to the average qualifi ed 

circulation of 5,400*, Television Asia Plus also circulates bonus copies to trade shows and conventions.

Analysis by Country
Singapore   830

India  666

Malaysia   543

China  523

Hong Kong  522

Philippines   490

Indonesia  461

Thailand  297

Japan  267

Taiwan  223

Korea  201

Sri Lanka  189

Australia 112

Vietnam 49

Others in Asia  74

Total  5,447
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666
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522

490
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297

223
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Analysis by Industry 

Cable / Satellite Broadcaster 1,190

Terrestrial Broadcaster 1,188

Programme Distribution Company 662

Advertising Agency 658

Independent TV Programme Production 604

Cable / Satellite Operator 463

Others 409

Internet Content Provider 93

Government 90

Telecom / Mobile / Broadband / 

Satellite Network Provider 90

Total 5,447

 

Analysis by Job Function
Corporate Management 1,814

Programming / Production 1,163

Sales, Marketing & Distribution 1,037

Operation Management 

(Engineering / Technical / Finance, etc) 604

Others 487

Media Planning / Buying 342

Total  5,447

1,188

662

658

604

409

90

* Publisher’s own data projected in December 2011
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Be a

www.asiantvawards.com

December 8, 2011
Shangri-La Hotel, Singapore

Follow us on        and        

Asia’s most signifi cant and star-studded 
television industry event, now in its 16th year. 

More categories, more awards, more celebration.

AN
NU

AL
 G

UI
DE

 1
1/
12

MICA (P) 189/01/2011    PPS 1560/10/2011(028307)

Advertising Rates
All rates quoted are gross on a per issue basis and in Singapore dollars, valid as of Jan 1, 2012. All advertising 

contracts accepted by clients are subject to terms and conditions stipulated by Ten Alps Communications Asia. 

Please see www.taca-subn.com/T&C.pdf for more details.

 1x  3x  6x 10x

Premium Positions S$ S$  S$ S$

Gatefold  32,500  29,800  28,600 27,600

Front Cover  38,200  35,500  33,600 32,500

Back Cover  16,000  14,700  14,100 13,600

Inside Front Cover  12,300 11,300 10,800 10,400

Inside Front Cover Spread 22,000 20,200 19,300 18,700

Inside Back Cover  12,300 11,300 10,800 10,400

 1x  3x  6x 10x

Ad Size (ROP) S$  S$  S$  S$

Double Page Spread 16,800  15,600  14,400 14,300

Full Page 9,900  9,200 8,800 8,500

1/2 Page  5,500  5,200 5,000 4,700

1/3 Page  3,300  3,200 3,000 2,800

1/4 Page  2,500  2,400 2,300 2,200

Annual Guide Enhanced Listing  Per Insertion 
  S$

Full Page  5,500  

1/2 Page  4,000 

* 10% surcharge for guaranteed right hand page

Advertising – Print
Published nine times a year, Television Asia Plus offers complete 

coverage of the Asian TV industry, embracing the region’s vibrant 

broadcasting, production and distribution businesses, including 

free TV, pay TV and new media platforms.

Established in 1993, Television Asia Plus has developed a reputation 

for being the essential source of news and information for the region’s 

broadcast, cable and programming markets. Comprehensive editorial 

products relating specifi cally to the Asian television industry include 

the weekly e-mail news services of TVA Weekly Digest and the daily 

newsletter Television Asia Plus Newsfl ash; the all-inclusive Television 

Asia Plus Annual Guide now also Online; plus a wide range of 

specialty guides.
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Advertising – Digital
E-Book

The magazine is also available in digital format, where it can be easily accessed via desktop, cellphone 

or tablet. Readers can save the e-book as a PDF fi  le, share it with others, or even print the pages which 

interest them. Your advertisement will be linked to a URL of your choice, which can be a website, email, 

media fi le or PDF.

E-Book HTML

All readers subscribed to Television Asia Plus receive an email in 

their inbox when a new issue is available. Besides featuring the 

contents of the issue and the e-book link, strategically positioned 

banners in the email increase your visibility to the readers, and allow 

your advertising message to get across more effectively.

Position  Banner Size Per Insertion
 Pixels S$

Horizontal 600 x 60 2,500

Side Tile 192 x 60 1,900

Share the e-book 
via emailYour ad here, 

linked to a URL

Print the 
magazine

Save as
PDF fi le

Website

Television Asia Plus is a comprehensive information source – in 

print and on the web – that readers in the region rely upon in order 

to get and stay on track with developments in the constantly 

evolving entertainment industry

Learn of the latest happenings in the industry with breaking news, 

daily news updates and specialized vertical channels. Other 

features include video channel, buyers’ and sellers’ forum, as well 

as a digital archive of back issues.

Position  Banner Size Rate 
 Pixels Per 4 weeks
  S$

Horizontal 600 x 60 2,500

Skyscraper 120 x 600 2,800

Boom Box 300 x 250 6,000

Boom Box* 300 x 250 3,000

Button 125 x 125 1,900

Horizontal
600 x 60

Skyscraper
120 x 600

Button
125 x 125

192 x 60

192 x 60

600 x 60

192 x 60

Horizontal
600 x 60

Button
125 x 125

Boom Box
300 x 250

Note: All banner ads run on every page throughout the site, except (*) appear only on the homepage.

Horizontal
600 x 60

Boom Box
300 x 250
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Advertising – Digital 
E-Newsletter

The weekly Television Asia Plus e-newsletter reaches over 

11,000 opt-in subscribers, providing them with a timely 

summary of the week’s developments in the industry. 

Besides banner placements, the e-newsletter offers a text 

sponsorship placement that allows you to convey your 

promotional message through a 100 word description.

Position  Specifi cations Per  
  Insertion
  S$

Horizontal 600 x 60 2,500

Button 125 x 125 1,900

Text Sponsorship  100 words with 125 x 125  1,900

 button banner and URL link

Horizontal
600 x 60

Button
125 x 125

Newsfl ash 

Television Asia Plus’ Newsfl ash is a premium e-mail news 

service for the broadcast and new media industries, 

delivered to your inbox DAILY. Available only to 

subscribers, this new service features up-to-date stories, 

deals, content and new media launches, from the region 

and beyond. Subscribers also get access to exclusive 

online news and video content.

* Based on 200 working days.

  Note: Group subscription available upon request.

Subscription Package 
(For Single License Only): SGD1,060

ANNUAL SUBSCRIPTION INCLUDES:

• Daily* issues directly to your inbox

• Full, detailed news with no click through required

• Personal login ID and password for breaking 

 news access

Button
125 x 125

Button
125 x 125



2012 | media information

Supplements
Television Asia Plus’ supplements are catered to the varying needs of the highly specialised broadcast industry.

• Guide to Formats
 Highlighting the latest, greatest formats coming to Asia.

Guide to telenovelas january/february 2012 television asia plus | 27
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TVAplus:guide to telenovelas

TVAplus:guide to telenovelas

Wanting to take its programmes further and attract newer and younger audiences, means Telemundo 

is set to have a big year ahead. Xavier Aristimuno, SVP of Sales & Business in Asia, shares some 

of the broadcaster’s gameplay for programming and strategies across different platforms.
The whole package

TVAPlus: The past year was 

big for television in numerous 

markets. How has business been 

with Telemundo and its plans for 

2012? 

It was a year of much change. 

First was the Comcast merger with 

NBC Universal. That was important 

news because both have given 

Telemundo much focus and it has 

been pleasantly surprising. Not only 

this, but their involvement in our 

daily management been supportive. 

Comcast realize through the process 

of the acquisition the fact that 

Latino TV stations are a core and 

strengthening content business. And 

they want to see Telemundo continue 

to grow and grow. 

Clearly we are the defi ning brand 

in telenovelas. We have a clear 

position and everybody recognizes 

this in the television industry. 

Today there are many telenovela 

producers; from Televisa, Azteca, 

Venevision, they all have a clear 

type of telenovela and audience. 

We’re not saying anyone’s better, 

but when it comes to Telemundo, we 

have a style and a type of telenovela 

that is different and reaches out to 

many different viewers through our 

numerous stories. We have different 

programmes in different slots; 8 to 

9pm, which is very traditional; then 

9 to 10pm still traditional but a little 

bit more grown up. And then at 

10pm, we have new types of content 

– American series, police action, 

or social topics, very strong social 

topics in our environment today. Our 

audiences always know what they 

will get.

TVAPlus: And this programming 

strategy will continue this year, 

or develop differently? 

We’re going to consolidate more and 

more, that brand, that style and that 

difference in between time slots. 

We are also developing more shows 

about teenagers’ lives; in school, 

issues with the parents, and the 

problems with sex, all kinds of topics 

that relate to teenagers today. We 

want to break the ice for that later 

time slot. 

TVAPlus: Will this be a target for 

business in Asia also? You’ve had 

some hit programmes in markets 

here this past year. 

We’ve had an interesting year in Asia 

with two major programme launches. 

One is Where Is Elisa? (¿Dónde 

Está Elisa?). It was aired in Asia; in 

Indonesia, in Philippines, in Turkey 

and now in India. It is a lot stronger 

in terms of theme and characters – 

very different. Some viewers prefer 

traditional telenovela but for people 

that followed the series’ original book 

(The Girl With The Dragon Tattoo), 

it has been quite successful.

Currently, Indonesia, Philippines and 

India are very important markets 

for us.

The Queen of the South, did very well 

globally but had some challenges in 

Asia. It involves drug traffi cking and 

much romance and based on a very 

famous book in Latin America. Asian 

territories found this story a bit too 

strong but I continue to believe that 

these types of stories are important 

and have a place. You know we have 

novellas like this once every twenty 

years and it’s very rare. So this is a 

challenging project, but an interesting 

project. But I think we might see an 

increase in countries taking a risk 

and being quite surprised by this 

programming. 

TVAPlus: What about the format 

of telenovelas. Traditionally 

episodes can number more than 

100. But do you think Asian 

audiences want to have their 

stories told quicker?

Well I think that when a telenovela is 

really good and engaging then the 

number of episodes is not a concern. 

And it’s a plot line that doesn’t stop 

but just grows and grows. The 

problem of epsisodes comes only 

when a telenovela is no good – and it 

can be several factors, such as the 

chemistry between the actors was 

not there, or it can be that the culture 

is not relevant to the programme. 

But in general, a good novella of 

100-plus episodes works when 

everywhere around the world can 

relate and our telenovelas do that. 

TVAPlus: So it’s the strength of 

character, strength of themes 

that connects with viewers rather 

than how long the plot continues?

Yes, exactly. Of the 100 telenovelas 

that are produced every year, 

80 fl op, ten are good and fi ve 

are superior and one or two 

make history. With that same line 

of thinking, Asian broadcasters 

understand that it doesn’t matter 

when the telenovela was produced 

or if it’s 100 episodes or 50, but 

it has to be a masterpiece. Asian 

broadcasters today understand 

really, the value of a good script. 

Number of episodes is not a 

major factor. 

TVAPlus: Can I ask you also 

about multiplatforms. Are you 

expanding programming through 

mobile or VoD platforms for 

example?

Telemundo was one of the fi rst. 

Many years ago the then President 

of Telemundo said to all of us “today 

we have one person in the digital 

department, in a few years, it will be 

our biggest department.” And we 

were the fi rst telenovela to sign a 

deal with Netfl ix. And then everybody 

else followed but we really were 

the fi rst ones. We are exploring this 

more in Asia – digital platforms are 

burgeoning and are everywhere, 

but we haven’t yet found a really 

good business model. But we will 

get there.

TVAPlus: It’s one of your targets 

this year?

It’s a very serious topic because 

we don’t roll out any novella in the 

US without a complete 360 degree 

strategy for digital. Everything 

is prepared with a great digital 

package. DVD boxed sets are 

also very popular. There’s a lot of 

potential for business growth in 

these areas this year. TVAplus

On show at NATPE

Relaciones Peligrosas (Dangerous Affairs) 

130 x 60mins                          
                          

                  

Produced by Telemundo

Dangerous Affairs is the story of Miranda Cruz, a young woman who 

begins her career as a professor in the city of Miami at a high school. 

But what seemed to be the beginning of a promising future for Miranda 

becomes an uncertain one when a completely unexpected twist will 

force her to choose between reason and her heart’s desires. Dangerous 

Affairs will take us to a world where desires and passion could turn into 

a true nightmare.

Xavier Aristimuno

www.telemundointernacional.com

Maid in Manhattan

Telenovela HD 130 x 1 Hr

Worldwide Distribution by

NATPE 2012

January 23-25

Fontainebleau Hotel

12th Floor | Suite 1203

Miami Beach FL, USA

 A Division of NBCUniversal

• Guide to Telenovelas
 A comprehensive look at the broadcasters 

bringing these famed dramas to the region.

• 2012/2013 Annual Guide
 A comprehensive directory of company listings from 

the Asian TV industry. It includes: free-to-air and 

cable & satellite broadcasters, content providers, 

broadcast services, satellite & services and 

technology providers.

 Published every August, Television Asia Plus Annual 

Guide is a constant, invaluable reference source for 

the full 12 months – ensuring that your listing and 

advertisement enjoy an entire year’s exposure.

 The all-inclusive Annual Guide now also Online, 

offers a range of enhanced advertising options to 

further increase your company profi le.
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LIFE INSPIRED (LI) Li BODY – best known wellness and workout tips

Li CHIC – styling secrets of the fashion world and 

unique travel experiences

Li SPACE – expert home design, décor and real 

estate trends

Transmission and uplink details: 

Playout from Ascent Media and transmitted by 

MEASAT 3A.

Local Production

Li continues to air its short-form original productions 

called the LINK. The newly launched Faces of Li – 

Jason Godfrey, Hannah Al Rashid, Angelique Teo 

and David Yee – will host these 2-minuters, giving 

viewers access to the latest lifestyle trends across 

Asia and inside the world of inspirational living.  

Li aired their fi rst long-form original production,

Quest For Stars in March 2011. Currently in

production are The Maverick Chef, to be released

in Q4 2011. Also in the works is the third original

production to be released in Q2 2012 

Advertising

With an advertiser-centric integrated buying 

approach, Li offers potential advertisers customized 

campaign solutions that include programme 

sponsorships, product placement, vignette 

production, ad-supported content, spot buys and 

digital advertising on www.litvchannel.com

HQ in Asia 

1013 10th Floor, Block F, Phileo Damansara 1, 

9 Jalan 16/11, 46350 Petaling Jaya, 

Selangor, Malaysia

Tel: +60 3 7665 1239

Fax: + 60 3 7660 8998

Website: www.litvchannel.com

Email: enquiries@litvasia.com

Key Personnel 

Anne Chan, General Manager

Tel: +60 3 7665 1239

Email: n@litvasia.com

Janice Cheng, Head of Content

Tel: +60 3 7665 1239

Email: jc@litvasia.com

Dawn Jeremiah, Marketing Manager

Tel: +60 3 7665 1239

Email: dj@litvasia.com

Description of Channels  

Li, Life Inspired is Asia’s ground-breaking new 

lifestyle channel in high defi nition. The channel 

empowers viewers with worldclass content, 

serving as an entertainment destination for Asian 

cosmopolitan trend seekers. Li’s range of fi rst-run 

and exclusive entertainment centers around fi ve 

aspects of an ideal lifestyle: Food, Home, Wellness, 

Travel and Style.

Channels programming genres: 

All genres of Food, Home, Wellness, Travel and Style 

programming, which includes talk shows, reality 

series, travelogues, food preparation, instructional 

fi tness, variety shows, and documentaries.

Target audiences: 

Affl uent, Asian urbanites aged 30 – 50 years with a 

cosmopolitan outlook, lives well and is passionate 

about life, work and play. 

Who owns the Channel/ Group/ Network:

LI TV HOLDINGS LTD.

Who operates the Channel(s) in Asia: 

LI TV ASIA SDN. BHD.

Programming Highlights

The Antonio Treatment, All On The Line, The Maverick 

Chef, The Editors, Backyard Medicine, The Doctors, 

Anna and Kristina’s Grocery Bag, Dresscue Me: 

Shareen Vintage, Steven and Chris, Property Virgins, 

House Paradise, Jillian Michaels’ Workout Series, A 

Taste of Taiwan, The Day Before, Chef G: The Palette, 

Monster Munchies, Design Superheroes, Yes! Chef, 

Quest for Stars

List of pay-TV distribution: 

Singapore, Indonesia, Taiwan, Malaysia, Hong Kong

Branded blocks:

Li ULTIMATE – premium blockbuster reality content

Li EAST – all things Asian

Li SAVOUR – culinary adventures in and out of the kitchen

Desperate Hours

Mighty QuinnMighty Quinn

Desperate Hours

THE MGM CHANNEL 

The Bounty

The Russia House

Mannequin (Kim Cattrall), The Mighty Quinn (Denzel 

Washington), Mississippi Burning (Gene Hackman), A 

Passage to India (Judy Davis), Pieces of April (Katie 

Holmes), Red Corner (Richard Gere), The Program 

(James Caan, Halle Berry), The Russia House (Sean 

Connery & Michelle Pfeiffer).

Acquired/original programming ratio:

The MGM Channel – Asia Regional:

100% programmed from the MGM library

The MGM Channel – South Korea:

Approximately 70% programmed from the MGM 

library and 30% programmed through local 

acquisitions 

Subtitled/dubbed:

The MGM Channel – Asia Regional:

Original language version with Mandarin, Bahasa 

Indonesia and Thai subtitling

The MGM Channel – South Korea:

Original version with Korean subtitling

Broadcast schedule:

24 hours a day, 7 days a week

List of affi liates:

The MGM Channel has distribution deals throughout 

Asia including Cambodia (Phnom Penh Cable TV), 

Hong Kong (now TV, Hong Kong Cable Television, 

Hong Kong Broadband), India (DishTV, Bharti 

Airtel, Tata Sky, Videocon), Indonesia (First Media, 

Telkomvison, Indovision), Macau (Macau Cable TV), 

Papua New Guinea (Channel 8 Ltd), Philippines (Sky 

Cable, Destiny, Cablelink), Singapore (StarHub), 

South Korea (Skylife, KT Olleh, LG U+, C&M), 

Sri Lanka (Dialog TV, Sky TV), Taiwan (Taiwan 

Broadband, Kbro, ViTV, Vee Telecom, Dish HD), 

Thailand (TrueVisions), and Vietnam (Ho Chi Minh City 

Television, VSTV).

Transmission and Uplink Details

Satellite:
The MGM Channel – Asia Regional:

Intelsat 10 at 68.5°E

The MGM Channel – South Korea:

Koreasat 2 – 113°E, Koreasat 3 – 116°E

Head offi ce 
MGM Networks Los Angeles

10250 Constellation Blvd

Los Angeles, CA 90067

USA

MGM Networks New York

655 Third Avenue

New York, NY 10017

USA

Website: www.mgmchannel.com

Asia offi ces

The MGM Channel – Asia Regional

600 North Bridge Road

#13-02, Parkview Square

Singapore 188 778

The MGM Channel – South Korea

5F, PAX Tower, 231-13, 

Nonhyeon-Dong, Gangnam-gu, 

Seoul Korea 135-010

Relevant websites

www.mgmchannel.com/asia

www.mgmtv.co.kr

Channel profi le:

The MGM Channel features handpicked movies from 

the celebrated Metro-Goldwyn-Mayer fi lm library –

the largest modern fi lm library in the world. Metro-

Goldwyn-Mayer has long been a classic icon, its 

distinguished reputation embodied in its renowned 

moniker and roaring lion trademark. 

The MGM Channel is a part of the Company’s MGM 

Networks division which has ownership interests in 

television channels reaching over 130 countries and 

territories around the world.

Description of Channel

MGM has a regional channel in Asia and another 

channel in Korea. 

The regional channel broadcasts to Cambodia, Hong 

Kong, India, Indonesia, Macau, Papua New Guinea, 

Philippines, Singapore, Sri Lanka, Taiwan, Thailand and 

Vietnam, with Mandarin, Bahasa Indonesia and Thai 

subtitling available.

In South Korea – The MGM Channel includes Korean 

fi lms and series, in addition to the MGM library, and is 

broadcast in the original language version with Korean 

subtitles.

Key Personnel

MGM Networks

Bruce Tuchman – President

Steve Bernstein – Senior Vice President, Asia-Pacifi c 

and the Americas

Alex Zecha
Head Of Sales and Marketing -

Southeast Asia, Greater China, and India 

Tel: (65) 3125 2022

Email: azecha@mgm.com

Rajinder Sidhu

Head Of Programming and On-Air Promotions

Southeast Asia, Greater China, and India

Tel: (65) 3125 2002

Email: rsidhu@mgm.com

Target audience:

All those who love Hollywood movies and the joy of 

entertaining fi lms.

2011 Programming Highlights

Assassination Tango (Robert Duvall), At Close Range 

(Sean Penn), Baby Boom (Diane Keaton), Benny 

& Joon (Johnny Depp), The Bounty (Mel Gibson), 

Death Wish V: The Face of Death (Charles Bronson), 

Desperate Hours (Mickey Rourke & Anthony Hopkins), 

August 2012
Bonus 

Distribution: 

CASBAA 

Convention, Asia 

Television Forum
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Ian Hogg

FremantleMedia is going all the way this MIPCOM with a catalogue brimming with new 
formats. CEO for Asia Pacifi c, Ian Hogg tells TV ASIA Plus why Asia is where it’s at and that the next big format could originate out of the region.

Finger on 
the pulse

the best programming from talented third party partners.  

TVAPlus: What territories in the Asia-Pacifi c have FremantleMedia seen strong growth?

The region as a whole is weathering global fi nancial uncertainty better than others, generally speaking. China, India and Indonesia have been particularly busy for FremantleMedia but we’ve seen strong production activity throughout Asia Pacifi c.
TVAPlus: What have been some surprise hits or interesting productions this year?

Got Talent, Idol and X Factor are going from strength to strength across the region and globally. There is a huge pool of talent in Asia and some of the contestants we’ve seen and the stories told have been absolutely incredible. In some cases they’ve attracted interest not only in their particular country, but also internationally, like in the case of Sung-Bong Choi on Korea’s Got Talent, along with others. It’s a fantastic indication of the appeal of our shows – it’s truly universal.    
TVAPlus: Now you have taken over the role of CEO for Asia-Pacifi c what are your goals and focus for this coming year?

Operationally, we’ll be focussing on capitalising on the enormous potential we see in the region. FremantleMedia has signifi cant creative and commercial strengths already, and we will be looking to build upon those in the coming year. We have hugely talented people in the team, we work with some fantastic local partners and we also have the benefi ts of being part of a wider international 

TVAPlus: How are formats changing in the Asia-Pacifi c? What patterns are you seeing in terms of the types of formats being acquired and produced?
Our productions in Asia Pacifi c are growing strongly – we’ve had more than 45 local formats in production this year alone across Asia, and we’re seeing great success in Australia as well. Our entertainment shows, like X Factor, Got Talent, and Idols, are extremely popular, along with game shows like Family Feud, Hole In The Wall, The Price is Right and others. We’re seeing some fantastic ratings for our formats in all genres from broadcasters across the region. 

There’s a defi nite appetite for strong, well-produced formats, but what never changes is great story telling. FremantleMedia has always told amazing stories, whether it be on Idol, Got Talent or through our various drama productions. We often see broadcasters change their appetite for specifi c genres of programming as trends dictate. But great story telling is the constant.
TVAPlus: What has been FremantleMedia’s focus in the past 12 months in terms of its shows?

We have put a tremendous amount of work into our pipeline right across the world. The fruits of our labour are now beginning to show – we have some fantastic new programming being developed across our network. Excess Baggage, for instance, is a spectacular reality adventure series for Channel 9 in Australia. We’ll be bringing it to MIPCOM as part of FremantleMedia’s slate. We’re also very focussed on ensuring that our existing shows are kept absolutely fresh, and that will always be a priority for us, along with acquiring 

FremantleMedia network. We will be looking for opportunities to steer the FremantleMedia through its next stage of development in the region and grow our market leading position.

TVAPlus: What is the biggest challenge you see in regards to the format business here and how is FremantleMedia addressing this?

We are constantly looking at how to make the best possible shows. We need to work harder and smarter to ensure our quality and storytelling is second to none, so that we can continue to create the kind of programming that people love to watch. 

TVAPlus: There have been very few big formats to originate out of Asia, do you see this changing and strengthening?

I have no doubt that original formats from Asia will soon migrate to the world, and in fact this has already been happening, particularly in recent years. A good example is Hole In The Wall, from Fuji TV, which was one of FremantleMedia’s fastest travelling formats and has now been to more than 40 countries worldwide. 
FremantleMedia has a great new format from Fuji TV for MIPCOM, which is a hilarious physical game show called Body Bowling. The name really does speak for itself – and it’s a lot of fun, with a distinctly Japanese fl avour. FremantleMedia also has a creative exchange alliance with Fuji TV and from that we co-developed Total Blackout, which has already 

seen huge success in Europe and across Asia, and continues to travel and rate exceptionally well. I would love to see more and there is no reason that this will not happen. In our experience, there is a lot of interest in the enormous creativity that’s evident in the region.
TVAPlus: How will FremantleMedia rate at this MIPCOM and for the new TV year?

I am quietly confi dent that 2012 will be our busiest on record. As a company, we’re looking forward to a very exciting MIPCOM; we have a fantastic slate of new programming for market, apart from the ones I mentioned we also have Hidden Stars, an entertainment celebrity show with a twist, as friends and family submit performances from singers who would never normally enter a competition. Hidden Stars is from FremantleMedia’s Danish production arm Blu and it launched very strongly there recently. 
We also have Don’t Stop Me Now, which is a loud, funny, rapid-fi re contest where ejecting the bad acts is as much fun as discovering genuine talent – it’s a very funny show that’s sure to do well. 

Also on our slate is The Villa, which is a constructed reality dating format where singles, with the help of computer matching, look for love in the sun. Viewers will love our new shows for MIPCOM, and we expect that this will be a very exciting market for us. TVAplus

www.fremantlemedia.com
10 Raeburn ParkBlock A #03-01Singapore 088702

T:  +65 6223 8771F:  +65 6225 1272E:  asiaformats@fremantlemedia.com

FremantleMedia AsiaPRODUCTION

  INSPIRINGENTERTAINMENT

MIPCOM 2011: FremantleMedia, Stand RB1, Riviera Beach

• Guide to Satellite & Playout Services
 This guide goes behind the entertainment to look 

at the providers doing the work to bring the best 

broadcast content to consumers homes.
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is AsiaSat working with channels/broadcasters to provide such content?

To provide broadcasters with more diverse content delivery solutions, particularly for distributing high throughput signals such as 3D and HD, we have launched new services such as a high performance DVB-S2 platform on AsiaSat 5. Through this popular satellite platform, broadcasters enjoy immediate access to all major Asian TV platforms in a highly effi cient and cost effective manner.  We have also commenced the expansion of our Tai Po Earth Station in Hong Kong. By expanding our ground infrastructure and facilities, we are able to provide a broader range of value-added services to customers who are looking for a turnkey solution as they are no longer interested in managing certain technical and operational aspects of their businesses.    
TVAPlus: Only a year ago, 3DTV was lauded as the next big thing in TV. Is there a demand yet for 3DTV from channels and how is this different from HD?

While HD is still in its early stage of development in Asia, 3D will take a bit longer to make an impact in Asia. Despite the increasing penetration of 3D television equipment in Asia and the international market, production 

With the addition of the DVB-S2 platform, the expansion of its site in Hong Kong and the 

AsiaSat 7 satellite to launch later this year, AsiaSat is meeting its trajectory of increasing 

capacity and services to channels and broadcasters in the region. William Wade, President 

and Chief Executive Offi cer, shares the latest news with TV ASIA Plus.

TVAPlus: AsiaSat secured a key partnership in DTH service. What are the latest developments with this?

Our joint venture with Echostar, DishHD commenced service in June last year delivering a direct-to-home (DTH) satellite television service to Taiwan and other targeted regions in Asia.  DishHD is now providing its subscribers in Taiwan the most HD channels including many popular premium sports, entertainment and movies programmes. This joint venture makes it possible for us to enter the growing DTH market in Asia and creates an opportunity to provide an innovative and high quality product for consumers in Asia who are demanding better viewing quality and greater choice for their pay television services. 

TVAPlus: Channels going full HD has been one of the core changes this year, what are the challenges around this and how 

All systems go

of 3D content still lags behind hardware development. 
TVAPlus: In Asia, what type of business has seen the strongest growth in the past year? How is AsiaSat meeting the needs of these customers?

We see the most signifi cant increase in the video and television businesses.  The increase comes from both channel providers who are looking for C-band capacity to distribute content to the growing number of pay TV platforms across Asia, as well as DTH platform operators who need Ku-band capacity to increase their channel offerings to compete in the growing pay TV market.  We also see an increased demand from broadcasters for one-stop solutions in distributing their content whether in C-band or Ku-band to their targeted markets in Asia.
The new Ku-band capacity offered on AsiaSat 5 is able to meet these growing market demands. For example, DishTV of India has recently launched their new TruHD bouquet of some 30 HD channels on AsiaSat 5 and VTC of Vietnam also launched their DTH offerings of up to 100 HD and SD channels.  At the 100.5 degrees East orbital position, AsiaSat 5 is growing from strength to strength in the DTH service in Asia. Earlier this year, we introduced our new DVB-S2 platform to offer broadcasters cost effective one-stop transmission solutions. In the fourth quarter of this year, we will be launching AsiaSat 7, a high performance satellite designed with a C and Ku band payload to provide additional satellite capacity for business expansion.

TVAPlus: IPTV and VOD services are becoming more prevalent in Asia. What is AsiaSat doing in this regard and also in terms of content security?

Satellite is the most cost effective solution for delivering content to pay platforms in multiple markets, whether it’s for DTH, IPTV, or mobile applications.  AsiaSat provides Asia’s most popular distribution platforms and comprehensive capacity and transmission services, enabling broadcasters to access the largest audience in a cost effective manner. In areas of content security, we work with technology partners to improve industry security and offer customers conditional access as an option service.

TVAPlus: Overall, how do you see the satellite business in Asia performing in relation to content in the coming year?

We see steady expansion for the Asian satellite market resulting from an increasing demand for more quality and diverse content from consumers. Additionally we see growth from new DTH and pay TV platforms where some Asian governments have deregulated the TV sector. This increased demand has driven content providers to look for satellite capacity to deliver new content services to the Asian market, whether it’s HD or 3D, regional or localised, niche or specialty channels. Other than content quantity, more and more consumers are demanding higher quality in TV viewing thus boosting the HDTV growth in the region. With these positive developments, we expect the Asian satellite business will continue to grow in the coming years. TVAplus

William Wade

AsiaSat’s Tai Po facility

AsiaSat

www.asiasat.com Tel: (852) 2500 0888 Email: as-mkt@asiasat.com

Scan the code 
to explore more 

Our unmatched audience access and superb track record for reliability
and customer services make us Asia’s No. 1 broadcast platform,whether SD, HD or 3D.

Contact us now or meet us at:
CommunicAsia 2011, Booth 1V2–07Marina Bay Sands L1, SingaporeJune 21 – 24
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World domination may be a bit extreme but Paul Robinson, MD Global of KidsCo, has big 

plans for the channel in the coming months. TV ASIA Plus gets the latest on new deals, 

controlled content and how to connect the dots in kids entertainment.
Step in the right direction

TVAPlus: It’s been quite a year for 

KidsCo with expansion in many 

new territories despite fi erce 

competition. Does this remain 

your goal for the coming year? 

Our target for 2012 is to further 

build Asia as a strategic market for 

us. There are a number of different 

elements to that. First one is India, 

which is going to be a very major 

focus next year. Of course you can 

never completely predict these things 

but we are reasonably confi dent we’ll 

be awarded our license from India’s 

government by the end of 2011. So 

in 2012 there will be a lot of energy 

going into India.

The other thing in terms of our 

big strategies is evaluating an HD 

version of KidsCo. I just came back 

from Taipei and Seoul and both of 

those markets are becoming full HD. 

Others will follow. So that is now in 

the active planning stage and we’re 

expecting an HD version in 2012.

TVAPlus: In terms of India, do 

you see the same sort of growth 

there as in other parts of Asia? 

Or will India in some ways 

leapfrog to catch up?

I think India is different in a number 

of ways. I think what we can do in 

India fairly quickly is get coverage on 

some of the DTH platforms. When I 

say some, obviously there are many. 

And I am not anticipating taking up 

all of them straight away but I think 

quite quickly, you can get quite 

good distribution in India via those 

platforms.

Now in relative terms, those 

numbers are still quite small because 

several million in India is actually a 

very small portion of the number of 

TV households there. But to our total 

sub-base in Asia, two or three million, 

obviously makes a nice addition. 

I think that’s all doable. And then 

in terms of the longer play in India 

and whether we go into strategic 

partnership or whether we really 

eventually create a step in Indian 

service – which is entirely possible 

– will really depend on how 2012 

pans out. 

TVAPlus: Much of India is still 

uptapped for kids programming. 

Are there plans to commission 

local series, such as what you did 

with Inspidea for Boo and Me?

Very much so! Moving onto content 

very quickly; We are planning to 

do one or two series from India. 

We are also looking at other local 

Indian acquisitions as well. So I think 

there will be a combination of co-

production and acquisition in India.

TVAPlus: What about Australia 

and New Zealand – how do they 

rate on KidsCo’s radar? Both 

have very strong Free-to-Air 

channels.

Well in Australia obviously, the 

big thing is the Foxtel, Austar 

consolidation or takeover. We are 

neutral in this regard because we 

are on both platforms with long term 

deals. I think, taking a longer term 

view, this possible deal will be a 

good thing because it will actually 

help Australia improve its PayTV 

penetration, which at 30 odd per 

cent is a bit low for a country of 

Australia’s wealth and position in 

the world. We can’t do any other 

deals in Australia due to an exclusive 

agreement with both carriers.

In terms of New Zealand, we’re 

currently negotiating with two 

platforms and I am hopeful we will 

get a New Zealand deal before the 

end of 2011. This will defi nitely be 

good for strengthening the KidsCo 

brand in the region.

TVAPlus: Continuing with brand 

strengthening, you recently signed 

a partnership with Multi Channels 

Asia. What will its role be?

Gregg Creevey of Multi Channels 

Asia will look after broader Southeast 

Asia for us. He will focus particularly 

on Singapore, Malaysia, Indonesia, 

Philippines and Cambodia. So he’ll be 

our effort on the ground and adding 

additional resource in there to further 

manage existing relationships and 

try to fi ll in the gaps where KidsCo 

is not, such as StarHub in Singapore 

and First Media in Indonesia. Our 

goal is to move closer toward 

100 per cent distribution in Asia.

TVAPlus: What are the big shows 

being launched and any in the 

pipeline to divulge?  

Our big show this year is Beach 

Crew. Season 1 was an acquisition; 

it played only in Australia and 

nowhere else in the world. Beach 

Crew 2 is a

co-production 

with Beach Crew 

Productions, which is 

an Australian company 

so it qualifi es as 

Australian content 

but the animation is 

actually being done in 

India. We also have our 

new fun series Turbo 

Dogs, which is made 

entirely in New Zealand 

by Hulu Productions.

And then there’s 

Project X, currently 

in pre-production with 

the character designs, 

stories and layouts and 

that will be animated 

in Asia. We haven’t 

announced anything 

further yet but I can 

defi nitely guarantee 

you that it will be an 

Asian production.

TVAPlus: What about live-action. 

Does KidsCo see an avenue 

to explore this further? Or is 

animation its core focus? 

Well, we’re 2/3rds animation and 

1/3 live-action. We target kids 6 to 

10 who are largely into fantasy as 

opposed to reality. In fantasy you 

can depict much better with 

animation. Animation is still a big 

key to our business. However, we 

have got live-action and we are 

acquiring additional live-action 

shows. It tends to play well in the 

evening when we get a slightly 

older child and a family audience. 

However, I can’t see us going into 

live-action original productions. Also 

frankly, there’s so much competition 

in that area. Disney does it very well, 

Nickelodeon does it very well. I was 

at the Children’s Media Conference 

in Sheffi eld this year and Cartoon 

Network said it was going into more 

live action – I always think it’s funny 

that Cartoon Network is doing live-

action. So I think this genre is very 

well served by those channels, and I 

Paul Robinson

Turbo Dog Dash

• Guide to Kids TV
 Looks at what broadcasters are doing to 

meet the insatiable appetite of today’s young 

viewers. Follows new trends, local content 

creators and the genre’s numerous channels.
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Headquartered in the UK, Travel Channel (TC) – operated by independent company Travel Channel International, transmits 24 hours a day to more than 115 countries, in 20 languages across Europe, the Middle East, Africa and the Asia-Pacifi c.
Setting itself apart from other lifestyle channels, TC focuses purely on the joys of travel and all the food, customs and cultures a traveller will uncover along the way. Programmes transport viewers on backpacking adventures, culinary quests, eco-friendly holidays and exclusive luxury getaways to places known, and not so known.

Ritchie, director of business development said, “We don’t have programmes on fashion, music or cooking with a bit of travel thrown in. Everything is in relation to travel – whether it features food and drink, it’s all part of the journey and what you can experience and do while at a certain destination.

“And the way we do it is not your classical deadpan observational approach. We make programmes with a lot of character through the eyes of our different presenters,” Ritchie added.

While being a source of entertainment, TC’s programmes also provide practical advice in selecting and planning real holidays, such as when and where to go and festivals and events that shouldn’t be left off an itinerary. Also featured are the different ways and means a traveller can get from A to B.

“We use local talent, or those who know the region to share their experiences – this is central to TC’s theme, says Ellis, SVP Affi liate Sales and Marketing and COO. “We then export this talent and programmes to our other markets, which we can do easily because we have exclusive rights to the content.”

Travel: specifi callySince its launch in 1994, Travel Channel has been 
a source of information, entertainment and the 
occasional bout of wanderlust for globetrotters and 
armchair travellers alike. With hundreds of hours in 
its programming library, the channel is now focusing 
on giving Asia the travel bug. TV ASIA Plus talks to 
Gerry Ritchie and Geoff Ellis in London. 

At present, TC commissions about 35 per cent of its programmes, another 30 per cent is done in-house, while the rest is made up of exclusive acquisitions. The channel is aiming to increase the number of commissioned series as its footprint grows in Asia.

The New Zealand experimentIn May 2010, TC launched its fi rst full channel in the Asia-Pacifi c on pay-TV operator Sky New Zealand. As in Germany and Poland, a specifi c channel was created for the market and TC has seen steady growth in viewership. It is reaching about 700,000 kiwi homes at present. 
“We saw there was a strong affi nity between the audience in New Zealand and the original content being aired on Travel Channel,” said Ritchie. “It’s a market with a relatively small number of channels so it was a major triumph for us.”

Using Playbox technology, TC operates, schedules and updates the New Zealand channel remotely from the UK. This allows for complete customization of the channel.
Ritchie said this means of channel management will also benefi t its viewers and operators as TC targets other Asia-Pacifi c markets.

Using its pan-regional feed out of Hong Kong, TC is now available in Malaysia on TM Net’s Hypp IPTV platform. It is also on IPTV platforms in Japan on Kona and on Sri Lanka Telecom. In India, TC reaches more than 20 million homes in a branded programming block on the ET Now channel and a branded HD block in South Korea’s Korea HD Broadcasting, reaching about 2 million homes. 

Spreading its wings, TC is currently confi rming a deal to play on Thailand’s new Ving broadband TV service and later this year is aiming 

to launch the HD channel in Taiwan. Ritchie said they are also fi nalising a deal with FetchTV, an HD IPTV network launched in Australia last year. A similar carriage deal has also been confi rmed for Mediacorp’s new Over-The-Top service, which debuts in the second half of this year. 
With the number of launches and deals in the region, TC is looking to expand its content made for the Asia market; this includes programmes produced here and also featuring Asia-based talent.

Said Ellis, “Asia is a younger market, it’s booming economically and we have a great opportunity to introduce specifi c content there.”

Beauty shots
Keeping up with industry trends, TC launched Travel Channel HD last year. “As soon as HD came about we set in place standards to buy and produce true HD content. This has allowed us to build up a large library of HD content,” said Ritchie.

And to cope with the demands of more HD content, TC worked with GlobeCast to migrate its feed to the MEASAT-3 service earlier this year. Feedback since has been positive with a number of broadcasters astounded by the quality of Standard Defi nition programmes also.
“Some can’t tell the difference between SD and HD,” said Ritchie. 

“This is great to hear but we really are pro-HD and soon want to only broadcast at this quality.”

Key programmes that show this off include the World’s Greatest Motorcycle Rides series, which has presenter Henry Cole exploring destinations like New Zealand and the Isle of Man from two wheels, and Great Scenic Railways that explores picturesque landscapes and locales from the wide window of a train carriage.

Other popular series include Flavours Of, with presenter Charlie Ottley, who explores the heritage and cuisine of some of the world’s most beautiful and fascinating countries and Indian Times, which sees New Zealand presenter Julian Hanton travelling the length and breadth of this populous nation that includes a fearful driving lesson on the frenzied streets of Bangalore, taking up naked wrestling and igniting his taste buds while eating the world’s hottest chilli.

“Our presenters are going to the other ends of the planet and really looking at life from a traveller’s perspective – fi rst time experiences and reactions,” said Ritchie. “That really is what travel is all about.” TVAplus

Check out TC’s content at OnScreenAsia.com’s video channel.

Henry Cole traverses New Zealand in The World’s Greatest Motorcycle Rides.

• Guide to Lifestyle Channels and Content
 This guide details the latest goings-on in Asia’s 

ever-growing lifestyle television genre. What’s the 

latest trends? Who is making what ? It’s all covered.
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Events

Launched in 1996, Asian Television Awards 

(ATA) is the Asian TV industry’s most signifi cant 

and  celebrated event, recognizing excellence in 

programming, production and performance.

Determined by an expert panel of over 50 judges 

from across the region, the results are tabulated 

and audited by international auditing fi rm 

PriceWaterhouseCoopers, with the winners only 

announced during the Awards Ceremony and Gala 

Dinner in December.

The judging process has also been brought into 

the digital era by being conducted on-line. This is 

designed to lessen the judging workload and provide 

judges greater comfort and fl exibility by enabling 

them to screen the entries at their own pace.

The Awards comprise over 30 categories and 

represent the industry’s foremost recognition by 

enjoying the support of every major industry player 

throughout the region. ATA attracts a multitude of 

entries from a wide range of broadcasters, including 

free-to-air television stations and pay-TV platforms, 

as well as many independent production houses 

in Asia.

Since its inception, the Awards has grown strength 

to strength. Over the years, the format of the Awards 

has also evolved. From its initial years as a simple 

award and dinner ceremony, it is now a full-day event 

comprising the ATA Showcase, Superpitch and 

ending with a celebratory Gala Dinner.

ATA is positioned as the only event of its kind within 

the Asian region, and upholds a prestigious reputation 

of showcasing quality television production.

 “The Awards are a good platform for 
broadcasters from around the region to meet, 
network and celebrate excellence in television 
and, for new generations of TV professionals, 

something to aspire to.”  
– Bernard Lo, Anchor, CNBC Asia Pacifi c (Singapore) 
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Launched in 2010, the Showcase is an event conference where each year’s nominees, regional producers 
and creative talents come together over a workshop style dialogue. This is an excellent platform for industry 
professionals to interact and share their experiences on production, technical expertise, post-production and 
the challenges faced during content development.

 “It is a huge honour for us to receive this 
prestigious award especially at a time when 

Japan is indeed facing an unprecedented 
national crisis and striving for recovery. 

Winning this award gives tremendous 
courage not only to Fuji Television, but also 

to all documentary programmes in Japan. 
The ATA Showcase and Superpitch this 
year was a very enriching and exciting 
experience for me as I aspire to create 

and introduce more high-quality documentary 
programmes to countries in Asia. I sincerely hope to continue 

participating in ATA and its related events in the future.”   
– Akira Nishimura, Producer & Director, Fuji Television Network (Japan)

Alongside ATA Showcase is Superpitch, the region’s 
ultimate pitching event for aspiring and experienced 
professionals in TV production.

Organised by renowned industry publication Television 
Asia Plus, in conjunction with the Asian Television 
Awards, Superpitch invites entries from across the 
Asia-Pacifi c.

Those shortlisted will then go all out to impress the 
expert judging panel of television executives, pitching 
their idea in person at the event. 

This is a rare opportunity to get up close and personal 
with the world’s top commissioning editors and key 
decision makers, share ideas and learn from some of 
the best in the television business.

For sponsorship opportunities: Amantha Chia • +65 6521 9752 • amantha.chia@tenalpsasia.com

For general enquiries: • Laura Low • +65 6521 9754 • laura.low@tenalpsasia.com

 “The judges and panellists’ contributions 
were all exceptionally relevant, interesting, informative 
and highly entertaining. The calibre of the judges was 

exceptional. Feedback was extremely focused and 
constructive. The event was supremely well organised 

and professional – faultless, actually – and we found the 
entire experience supportive and enormously positive.”   

– 2011 Superpitch’s Participant, Bridget Ellis-Pegler Scriptwriter / 
Creator, Sylvie & Arabella Ltd (New Zealand)

ATAShowcase

Why you should sponsor?
• Your company has the opportunity to be associated with an existing and well-recognised, regional 

media industry event of considerable prestige and standing and reaching an exclusive audience 

representing the best of the best in the industry.

• Associate your company with excellence and cutting-edge technology within the industry.

• Achieve optimal branding directly to leaders from the media industry from across Asia

• Huge networking opportunities to meet potential clients and form valuable relationships directly with 

key decision makers from across the Asian region. 

• Additional exposure to over 24,000 top industry executives through 

Television Asia Plus and Asia Image database.
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Material Guidelines
a. Print
 Digital fi les are accepted (Macintosh format only): Illustrator 

AI/EPS, InDesign and Freehand. All images should be saved in 

CMYK format, 300 dpi resolution at actual print ad size, all link 

fi les and fonts must be included. Artwork created in InDesign, 

for color management in print option should use Printer Profi le 

as “Photoshop 5 Default CMYK” only.

 Acrobat PDF fi les: High resolution PDF must be supplied in 

actual print ad size with bleed allowance and trim marks. All 

images and fonts embedded.

 Proofs: 2 fi nal color proofs are required for all ads.

 Bleed recommendation: Leave 5mm safe area all around. 

Headlines that cross a spread must be split between words or 

allow 5mm in gutter.

Marketing Services and Solutions
Custom Publishing
Custom-designed products can be sent to over 5,400 

Television Asia Plus print subscribers.

Reprints
In paper or digital format, reprints are a terrifi c way to promote 

your business.

List Rental
Reach decision makers in our database using DMs or eDMs to 

spread your marketing message.

Telemarketing
Generate or qualify sales leads through telemarketing campaigns.

Customised Research
Deploy a survey as a research tool to help your company achieve 

its marketing goals.

Audience Creation for Events, Webinars 
and Webcasts
Find the right target audience to participate at your activities.

Mechanical Requirements – Size Specifi cations
Ad Size Trimmed (w x h)  Bleed (w x h)

Double Page Spread 490mm x 335mm 500mm x 345mm

Full Page 245mm x 335mm 255mm x 345mm

1/2 Page Horizontal 225mm x 150mm -

1/2 Page Vertical 105mm x 315mm -

1/3 Page Horizontal 225mm x 105mm -

1/3 Page Vertical 69mm x 315mm -

Island Square 65mm x 75mm -

Island Vertical 69mm x 140mm -

TV

FIRST AND EXCLUSIVE ON TV *

For sales and distribution information, please contact
JACELYN KEK: Jaceyn.kek@hbosaia.com � +65-6288-6303

www.warnertvasia.com
TM & © 2011 Warner Bros. Entertainment Inc. All Rights Reserved.

*Non-exclusive in Indonesia and The Philippines

STARRING
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b. Online
 Web banner: Please provide GIF or JPEG fi les no more than 

39kb with linking URLs.

 Rich media: Please submit alternate GIF or SWF. However, 

action must be user-initiated. In order to respect the user 

experience, all rich media fi les need to be tested and approved.

 Text sponsorship: Header, company name, URL and body text 

must not exceed 100 words.

 E-video: We accept video contents in standard formats such 

as FLV, AVI, DV, MOV, MPEG-1,-2,-4, WMV. Video fi le size (FLV) 

should not exceed 2MB and duration should be approximately 

60 seconds. Audio tracks need to be 11KHz, 22KHz, 44.1KHz 

or 48KHz in compression. 

b. For further information on production requirements,

please contact: 

 Pauline Goh 
 Production Manager

  Tel: (65) 6521 9772 | Fax: (65) 6521 9788

  pauline.goh@tenalpsasia.com

 Terms and Conditions
 Please refer to our standard terms and conditions at 

 www.taca-subn.com/T&C.pdf.

Contact Us 
a. All advertising insertion orders, digital fi les, online materials and 

other production materials should be sent to:

 Lim Yann Ming
 Admin Executive

 Ten Alps Communications Asia

 67 Ubi Avenue 1, #06-06 StarHub Green, North Wing,

 Singapore 408942

 Tel (65) 6521 9748 | Fax (65) 6521 9788

 yannming.lim@tenalpsasia.com



Contact Us:
Management
Raymond Wong
CEO / Publisher

T (65) 6521 9777

F (65) 6521 9788

E raymond.wong@tenalpsasia.com

Amantha Chia
Associate Publisher

T (65) 6521 9752

F (65) 6521 9788

E amantha.chia@tenalpsasia.com

Editorial 
Adrian Lim
Group Editor

T (65) 6521 9753

F (65) 6521 9788

E adrian.lim@tenalpsasia.com

Melody Uy
Editor, Asia Image

T (65) 6521 9757

F (65) 6521 9788

E melody.uy@tenalpsasia.com

Kelvin Ong
Editorial Assistant

T (65) 6521 9756

F (65) 6521 9788

E kelvin.ong@tenalpsasia.com

TEN ALPS COMMUNICATIONS ASIA PTE LTD
67 Ubi Avenue 1, #06-06

StarHub Green, North Wing

Singapore 408942

T (65) 6521 9777

F (65) 6521 9788

www.onscreenasia.com

Television Asia Plus is published by: 
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