
International co-productions are 
booming : what the industry and 

Europe can do about it

Ross Biggam

Moscow MCA Expo 2015



hǳǘƭƛƴŜ ƻŦ ǘƻŘŀȅΩǎ ǘŀƭƪ

ÅWho I am ςtwenty years in European media; 

ÅVisiting professor in Creative Economy at University of Glasgow; 

ÅUntil two weeks ago, ran pan-European trade body; 

Å/ǳǊǊŜƴǘƭȅ ƻƴ ǾŜǊȅ ǎƘƻǊǘ ŎŀǊŜŜǊ ōǊŜŀƪΧ



CENTRAL TO THE LIVES OF 
%52/0%ȭ3 #)4):%.3

Á Our TV channels reach over 200 million
European households in 28 EU member states
and beyond

Á Our online TV services are available in over 150
million European homes connected to the
internet and are central to Europeôsbroadband
story

Á Our member companies deliver content to a
range of devices and platforms in response to
consumer demand

150 million
EU homes connected

200 million

households reached



¢ƻŘŀȅΩǎ ¢ƘŜƳŜǎ

ÅWhat everyone thought they knew, circa 1992

ÅToday cinema and television are swapping roles

ÅAnd the reality? What might drive European producers and broadcasters to look again at co-
productions? 

Å

ÅGlobalisation
ÅAudience Expectations
ÅBudget challenges
ÅPublic Support

ÅWhat is the EU doing about this? And can Russia help? 



²Ƙŀǘ ǿŜ ƪƴŜǿ ƛƴ мффнΧ ά¢± ƛǎ ŀ ƴŀǘƛƻƴŀƭ 
ōǳǎƛƴŜǎǎέ

ÅCo-productions are ά¢ŜƭŜǾƛǎƛƻƴ ōȅ ŎƻƳƳƛǘǘŜŜέ Υ complicated to organise
and the  ƭƻǿŜǎǘ ŎƻƳƳƻƴ ŘŜƴƻƳƛƴŀǘƻǊ ŎƻƴǘŜƴǘ όάIŜǊƳŀƴƴ ǘƘŜ wƛǾƛŜǊŀ ±Ŝǘέύ

ÅEU funding is too little, takes too long and is too complicated

ÅAudience tastes differ too widely: άBrits like drama, French like late-night 
discussion programmes and Italians like gameshowsέΤ 

Å!ƴŘ ǿŜ ŘƻƴΩǘ ƴŜŜŘ ǘƘŜƳ ŀƴȅǿŀȅ ŀǎ ǿŜŀƭǘƘȅ ŎƻƳƳŜǊŎƛŀƭ ōǊƻŀŘŎŀǎǘŜǊǎ Ŏŀƴ 
cashflow a production and recoup all costs on first broadcast
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The New World
Á.ǊƻŀŘŎŀǎǘŜǊǎ ŀǊŜ ƭƻƻƪƛƴƎ ǘƻ ǘŀǇ ƛƴǘƻ ¸ƻǳ¢ǳōŜΩǎ ǎŎŀƭŜ Ǿƛŀ 
ΨaǳƭǘƛŎƘŀƴƴŜƭ bŜǘǿƻǊƪǎΩ 

ÁData now crucial ςtoday Netflix, tomorrow Amazon

ÁAudience habits ςƘŀǾŜ ǿŜ ǊŜŀŎƘŜŘ ΨǇŜŀƪ ōǊƻŀŘŎŀǎǘ ¢±ΩΚ 
tƻǎǎƛōƭȅ Χ LŦ ǎƻΣ ǎƘƻǳƭŘ ǿŜ ŎŀǊŜΚ 

ÁTV now covers the full spectrum from linear channels to 
MCNs, and broadcasters are just one of many providers
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(Almost) everything changes
ÁTechnology (4K a great rebuttal of ΨōǊƻŀŘŎŀǎǘŜǊǎ ŘƻƴΩǘ 

innovate); 

ÁAudiences

ÁDistribution

ÁRevenues (OTT and pay, diversification and advertising) 

ÁProgramming? 

ÁΧ ŀƴŘ wŜƎǳƭŀǘƛƻƴΚ 



Content today: (partial) globalisation?

Å(Some) content remains national/regional/local and media will never achieve the same degree of 
globalisation/monopoly as the tech sector. .¦¢Χ

ÅwƛǎŜ ƻŦ ǘƘŀǘ 9ǳǊƻǇŜŀƴ ǎǳŎŎŜǎǎ ǎǘƻǊȅΣ ǘƘŜ ŦƻǊƳŀǘ ōǳǎƛƴŜǎǎ ό¢± ƭŜŀǊƴƛƴƎ ǘƘŜ ŀǊǘ ƻŦ ǘƘŜ άIƻƭƭȅǿƻƻŘ 
ǊŜƳŀƪŜέΚύ

ÅArrival of the super-indie

ÅSome consolidation in European content markets (Discovery/Eurosport, Sky merger, Liberty 
Global; 

ÅConsolidation/globalisation in neighbouring markets (advertising agencies, sports rights); 

Å9ȄǇƭƻǎƛǾŜ ƎǊƻǿǘƘ ƛƴ ŘƛǎǘǊƛōǳǘƛƻƴ όŦǊƻƳ ŀǊƻǳƴŘ олл ƛƴ мффн ǘƻ ммлллҌ ǘƻŘŀȅ ƛƴ ōǊƻŀŘŎŀǎǘ ŀƭƻƴŜ Χ 
plus online) 



Consequence: experimentation now possible



όнύ ¢ƻŘŀȅΩǎ !ǳŘƛŜƴŎŜǎ ŀƴŘ ǘƘŜƛǊ 9ȄǇŜŎǘŀǘƛƻƴǎ 
(i) on Platforms



And (ii) on content



These factors create the dynamic for 
producers to look again at coproduction:

ÅNeed cinema-quality, HD series to watch on flatscreen sets, and if European producers 
ŘƻƴΩǘ ǎŀǘƛǎŦȅ ǘƘŀǘ ŘŜƳŀƴŘ ǘƘŜƴ I.h ƻǊ bŜǘŦƭƛȄ ǿƛƭƭ Řƻ ǎƻ

ÅProduction values : budgets of $12m an hour are beyond the reach of European 
producers or broadcasters

ÅThe days of 100% financing are over. 

ÅWhile overall, TV advertising remains a strong market, of all the genres, high-end drama 
series is most susceptible to DVR playback and hence ad-skipping;

ÅHence new sources of finance (whether pre-sales, tax shelters or co-productions) are 
ƛƴǘŜǊŜǎǘƛƴƎΥ ¢± ǊŜŀƭƭȅ ƛǎ ōŜŎƻƳƛƴƎ ǘƘŜ άƴŜǿ ŎƛƴŜƳŀέΤ 



cli Commercial TV, 2015-2020 
A European Success Story

ck to edit master title style

Market has become ever more creative in the way that we fund shows
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Commercial TV 2015: Successful co-
productions; breaking new ground



But there is also a need to look at public 
support

ÅAt local level: Screen Brussels, Screen Scotland etc

ÅAt national level: Ireland, Denmark, Austria and Switzerland ςwhat do 
they have in common? 

ÅFrance: Centre National de la Cinématographie  now looking at TV;

ÅAnd at European level, MEDIA/Creative Europe. See also 
www.mecetes.co.uk

http://www.mecetes.co.uk/


Our Vision
Our vision is to position the Brussels-Capital 
Region as a center of excellence for audiovisual 
and related innovative technologies worldwide. 

Our Mission
¢ƻ ŀŎƘƛŜǾŜ ƻǳǊ ŀƳōƛǘƛƻƴΣ ǘƘŜ ŎƭǳǎǘŜǊΩǎ Ƴƛǎǎƛƻƴ 
is articulated around three main objectives:

1. Reinforce locally and internationally the 
visibility of Brussels 

2. Create and support a dynamic ecosystem to 
catalyze effective collaboration between 
private, public and academic sector

3. Boost the competitiveness of companies 
through custom-made supports and collective 
actions

We offer:
üAccess to Expertise & Workshops

üFinancial
üLegal
üTechnological
üCommercialisation

ü Provide with Technological & Market 
Information

ü άhƴŜ-{ǘƻǇ {ƘƻǇέ ŦƻǊ tǳōƭƛŎ {ǳǇǇƻǊǘ
ü Networking opportunities



Purposes Media Format Expertise  Enterprise  

Entertainment
Education
Persuasion 
Information

Bigscreen
Cinema-event

Medium screen 
TV or monitor 

Smallscreen 
Web 

Mobile screen 
Mobile 

«No» screen
Radio

Video/film HR/LR
Gaming
Interactive
3 D
Audio

Content creation
Production
Post production
Dissemination
Conservation

Cinema
TV
Animation
Advertising
Gaming
Press 

Our approach
Stories and content for all screens



The Heart of the Ecosystem



Building the Ecosystem: Work in Progress

In Brussels:
üAt least 400 businesses
ü30 000 direct & indirect jobs 
üOver 700Mϵin revenues per year 

The Cluster today:
ü105 businesses
üMore than 2000 direct jobs et 5000 indirect jobs
üMore than 120Mϵin revenues generated per year


