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Searchingfora
few good buyers?

Welcometo the 2012 edition

of our annual Global Pitch Guide.
This year-round reference tool details
the programming priorities for key
kidcasters around the world and
gives the scoop onthe best way to
approach them.
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Michele Paris
Senior program manager

BBC Kids Canada/Knowledge Network (canada)

BBCKids Canada

Looking for: content that reinforces this unique British-flavored brand to complement programming that is largely
sourced through an output deal with BBC Worldwide—that includes smart and fun tween-targeted factual and reality
entertainment, and live-action comedy and drama series for boys and girls eight to 14, preferably UK-produced or
co-produced.

Knowledge Network

Looking for: Knowledge Network is looking to amass content for preschoolers, as well as the six to eight demographic,
and Canadian producers have the inside track. As the public educational broadcaster in British Columbia, Knowledge
has acommitment to air locally produced series—Canadian content quotas require that almost 60% of the 12-hour daily
kids block be comprised of homegrown fare. Knowledge puts an emphasis on educational programming that supports
children’s social, emotional and cognitive development, and another programming genre that constantly holds Paris’s
attention is interstitial shorts that run anywhere from two to seven minutesin length. “l always need them,” she says.

Preferred approach: Currently, about half of Knowledge’s schedule comes from pre-buys, though it does make non-
Canadian acquisitions based on available slots each year. Knowledge is looking for broadcast and internet-streaming
rights with all its acquisitions and co-productions, and is also interested in interactive digital content for the Knowledge
Kids website. Producers who want to get in touch with Knowledge to pitch are asked to begin by sending an email

to Paris (michelep@knowledge.ca) with a brief description of the series, followed up by a phone call. Guidelines for
submitting acquisitions are available at www.knowledge.ca/producers.

Market circuit: Kidscreen Summit

Laurence Blaevoet
Head of children’s programming

Canal+ (France)

Canal+ Family

Looking for: Aimed at engaging a multi-generation audience, Canal+’s kid-inclusive channel

is looking for programs (animation and live action) that are a bit edgier and cynical, but still

speak to kids. And Blaevoet and her team are going on something of a shopping spree over the next 12
months, with a goal to pick up roughly 10 new series.

Piwi+

Looking for: The cabsat operator’s premiere preschool channel is aiming to acquire between eightand
10 animated series this year that revolve around tender and sweet stories and well-known brands, which
simultaneously appeal to kids ages four to six and make parents comfortable.

Télétoon+

Looking for: Télétoon+ targets kids from six to 10, and it’s on the lookout for animated series that feature
fun buddy stories with gags, adventures and friends. Princesses and fairies are also high on the

wish list for its girl viewers.

Preferred approach: Blaevoet likes an email to gauge interest (laurence.blaevoet@canal-plus.
com) and recommends that it’s best not to pitch before a trailer and scripts are ready to share.

Market circuit: Kidscreen Summit, MIPTV, MIPCOM, Ottawa International
Animation Festival



AdinaPitt
/P of content acquisitions and co-productions

Cartoon Network us)

Looking for: Asalways, Pitt is open to hearing pitches for a variety of genres that target
kids sixto 11, aswell as the nine to 14 set.

Preferred approach: Email (adina.pitt@turner.com) is a great way to start. Pitt is also
happy to acceptcallsat212-275-5032.

Market circuit: Natpe, Kidscreen Summit, MIPTV, MIPCOM

GLOBALPITCHGUIDE 2012 5



Jamila Metran
Program manager

CiTV (uk)

Looking for: CiTV is looking to fill its 2013 schedule now. Preschool block Mini CiTV is well-stocked
in animation, so finding live-action programming is a focus. Learning through laughter isimportant,
as CiTV is essentially an entertainment channel for kids and ideas that allow kids to use their
imagination to take part in the on-screen experiences/tasks top the list. For older-skewing CiTV, the

need is for live-action drama or sitcoms for eight- to 12-year-olds. Strong character-driven stories with
high adventure are also desirable.

Preferred approach: Please send all submissions to Metran’s attention, preferably by email (jamila.
metran@itv.com) or by post to CiTV, 21st Floor, London Television Centre, Upper Ground, London,

England, SE1 9LT. A one-page series outline will be sufficient to start, along with a rough idea of
budget.

Market circuit: Kidscreen Summit, The Children’s Media Conference, MIPCOM
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Massimo Bruno
Channel manager

)

»  DeAgostini Editore taly)

Looking for: Italian core kids sixto 11 DTT channel DeA Kids was joined by tween-targeted sisternet DeA

Super last year, and Bruno, who oversees both channels, would like to further emphasize the difference

between the two in order to create two loyal, but separate groups of viewers. He's currently focused on
acquiring animation, comedy, game show and live-action content for the channels.

Preferred approach: Producers interested in pitching either De Agostini channel should

submita complete project, with synopsis, plot and details of the main characters to Bruno
(massimo.bruno@deagostini.it). He would also like to see a CV of the producer that
details past experiences.

Market circuit: Kidscreen Summit, MIPTV, MIPCOM
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Marc Buhaj
SVP of original programming

Disney Channels (emea)

Looking for: Disney-branded channels reach more than 100 million homes across Europe, the Middle East
and Africa. Disney Channels EMEA develops, commissions, co-produces and acquires original content for
three global media brands: Disney Channel (for girls and boys ages six to 14 and their families); Disney XD
(primarily for boys six to 14, but girl-inclusive); and Disney Junior (for boys and girls ages three to sixand
their families).

Optimism and comedy are at the core of all three brands, and all projects must feature broadly appealing
stories, breakout characters, a unique visual point-of-view and proven creative talent. Genuine transmedia
potential is important for every project, though it must be primarily driven by story and characters, not by
interactive or merchandising plans. DC’s London-based creative team takes a very hands-on approach to
every project from early development through final delivery.

Preferred approach: For acquisitions, send queries to Dominic Gardiner, director of acquisitions
(dominic.gardiner@disney.com). Animation development and co-production pitches for Disney Channel
and Disney XD should be made to Orion Ross, VP of original series (orion.ross@disney.com). Live-action
development and co-production pitches for Disney Channel and Disney XD should be made to Cristiana
Nobili, director of production (cristiana.nobili@disney.com). Development and co-production pitches for
Disney Junior should be made to Beth Gardiner, VP of production and development, Disney Junior (beth.
gardiner@disney.com). Be sure to include initial designs or visual references, synopses and bios of key talent.

Market circuit: Kidscreen Summit, MIPTV, Annecy, Cartoon Forum, MIPCOM

8 GLOBALPITCH GUIDE 2012



LouFazio
VP of scheduling, acquisitions and planning

The Hub(us)

Looking for: As The Hub, a television channel for kids six to 12 and their families, looks at its
program needs for the next two to three years, the programming team of this joint-venture
between Discovery Communications and Hasbro looks broadly at comedies, animation, live-

action and game shows that serve the core audience, with a special focus on super-serving the older
range of that demo. The Hub has a full slate of original, premier and acquired series including R.L.
Stine’s The Haunting Hour: The Series (Haunting Hour Productions in association with The Hatchery),
Goosebumps (Scholastic Inc.), Strawberry Shortcake’s Berry Bitty Adventures (American Greetings
Properties), Animal Mechanicals (Halifax Film, a DHX Media company), Dennis and Gnasher (produced
for Beano Productions by Red Kite Entertainment and Sticky Pictures, in association with DC
Thomson & Co.), Batman: The Animated Series (Warner Bros.) and In The Night Garden (produced

by Ragdoll Productions), which account for approximately 70% of the schedule. The other

30% is comprised of series based on Hasbro brands, including My Little Pony Friendship is

Magic, G.1. Joe Renegades, Transformers Prime, Pound Puppies and The Game of Life.

Preferred approach: The network does not accept unsolicited material. All inquiries must be
made through a licensed agent or entertainment attorney.
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Morgann Favennec
Director of youth programs

“ M6 (France)

Looking for: The French terrestrial broadcaster’s children’s offering is now divided
between the M6 Kid block for the six to 10 crowd and preschool-skewing Disney Kid
Club, which moved over from competitor TF1 in early 2010. Favennec says M6 Kid is

moving away from taking on more action-adventure and focusing on scheduling animated
comedy. Series with shorter episode lengths that comein at 11 or 13 minutes, instead
of the traditional 26 minutes, are also of interest, as are European co-pros and pre-buys.
Understandably, Disney Kid Club meets its programming requirements by dipping into
the offerings from the House of Mouse—the block’s content provider.

Preferred approach: Producers interested in pitching can start by sending an
introductory email to Favennec (morgann.favennec@mé.fr).

Market circuit: Kidscreen Summit, MIPTV, Cartoon Forum, MIPCOM

Jules Borkent
SVP of global acquisitions

Nickelodeon Global

Looking for: all genres of programming for Nickelodeon, Nick Jr., Nicktoons and TeenNick
around the world. Borkent’s shopping list for 2012 is long, but his primary focusis on

early pre-buys around preschool (curriculum-based, but not imperative) shows to service
the brand'’s rapidly expanding Nick Jr. network, as well as animated comedies, action-
adventure and sitcoms for its TeenNick and Nicktoons channels. Shows should have a
global appeal and formats should be easily adaptable for use in multiple regions.

Preferred approach: Borkent always looks forward to personal meetings during
markets, such as MIPTV, but he’s happy to take meetings in his New York office, where
he can be contacted via e-mail (jules.borkent@mtvn.com) or phone (212-258-8000).

Market circuit: Natpe, Kidscreen Summit, MIPTV, LA Screenings, MIPCOM
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Frank Dietz
Head of acquisitions and co-productions

super RTL (Germany)

Looking for: Comedy is at the top of Super RTL's shopping list, which shouldn’t be
asurprise given the network’s current slate of programming that includes Phineas
and Ferb, Angelo Rules and FairlyOdd Parents. The focus is on finding animated
comedies targeting six- to nine-year-olds. Series should be gender neutral and
family friendly. However, the net’s not looking for anime, titles heavily steeped in
action or anything decidedly boy-skewing, as these types of programs are not a fit
with Super RTL's positioning.

Preferred approach: Please send bibles, storylines and screeners to Frank Dietz
(frank.dietz@superrtl.de) or senior manager of acquisitions and co-productions
Marion Winter (marion.winter@superrtl.de) or to RTL Disney Fernsehen,
Picassoplatz 1, 50679 Koéln, Germany. Animation tests are helpful, but not
absolutely required.

Market circuit: Kidscreen Summit, MIPTV, Annecy, Cartoon Forum, MIPCOM
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Carole Bonneau
VP of programming

Teletoon (canada)

Looking for: comedies for kids ages six to 11 that really appeal to a 10-year-old

boy and are girl- and parent-inclusive. Bonneau looks for shows with a strong, cohesive
storyline and characters with distinct personalities that Teletoon viewers can relate to. High
on her list are writer-driven shows for media-savvy tweens that would be companions to
Johnny Test and Jimmy Two Shoes and good lead-ins to Teletoon’s co-view family shows like
The Bug’s Bunny & Tweety Show and Scooby-Doo Mystery Incorporated. Bonneau is also
keeping an eye out for primetime comedy shows for adults 18 to 49.

Preferred approach: Send Carole an e-mail (caroleb@teletoon.com) with a short
synopsis of the series and a picture, ifavailable.

Market circuit: Kidscreen Summit, MIPTV, MIPCOM, Ottawa International
Animation Festival, Banff World Media Festival
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Dominique Bazay
VP of programming

VRAK (canada)

Looking for: VRAK continues to target nine- to 14-year-olds and their parents. “This
year, we're on the lookout for series that differ in genre,” says Bazay. So things like
Nick’s House of Anubis, or game shows like Disney XD’s Fort Boyard that are available
in French versions are high on her radar. The channel’s website is extremely active,
and the programming team wants to be able to offer more than just streaming
shows online, so multimedia assets are also a selling feature. VRAK produces
roughly 100 hours of original programming a year, and as a result does not engage
in co-productions, but does pre-buy series.

Preferred approach: The best way for producers to contact VRAK is to send an
email to director of acquisitions Johane Landry (jlandry@chaines.astral.com) or
director of original production Eve Tessier-Bouchard (etessier-bouchard@chaines.
astral.com). Emails should include a brief synopsis of the project being pitched.

Market circuit: Kidscreen Summit, MIPTV, MIPCOM

Virve “Vicky” Schroderus
Acquisitions executive

" —

I, E} v YLE (Finland)

Looking for: Finnish-speaking YLE TV2 and Swedish-speaking
FST air more than 1,000 hours of children’s programming per

year for kids two to 10 years old, of which roughly 60% is acquired
animation. It's now looking for innovative, high-quality toons.

For preschoolers, the stories should not only be fun to watch, but
should also have educational values. For kids seven to 10, comedy
is the key word. Animation pitches should provide multiplatform
content.

Preferred approach: Email Schroderus (virve.schroderus@yle.fi)
or post the details of the project to Tohlopinranta 31 P.O. Box 196,
33101, Tampere, Finland. All pitches should have bible, synopses,
and a few scripts.

Market circuit: Kidscreen Summit, MIPTV, Annecy, Cartoon
Forum, MIPCOM

kidscreen

Global Pitch Guide 2012

VP& PUBLISHER

Jocelyn Christie
jchristie@brunico.com

EDITORIAL

Lana Castleman Editor
Icastleman@brunico.com

Kate Calder Features Editor
kcalder@brunico.com

Gary Rusak Senior Writer
grusak@brunico.com

Jeremy Dickson Senior Online Writer
jdickson@brunico.com

BUSINESS DEVELOPMENT
AND ADVERTISING SALES

(416) 408-2300, 1-800-KID-4512

Myles Hobbs Associate Publisher
mhobbs@brunico.com

Kristina Ejem Account Manager
kejem@brunico.com

Nathaniel Martin Account Manager
nmartin@brunico.com

Vakis Boutsalis Marketing Coordinator
vboutsalis@brunico.com

CREATIVE

Creative Director Stephen Stanley
sstanley@brunico.com

Art Director Andrew Glowala
aglowala@brunico.com

Production/Distribution Coordinator Robert Lines
rlines@brunico.com

AUDIENCE SERVICES

Director of Audience Services and Production
Jennifer Colvin jcolvin@brunico.com

Manager, Audience Services
Christine McNalley cmcnalley@brunico.com

CORPORATE

President & CEO Russell Goldstein
rgoldstein@brunico.com

VP & Editorial Director Mary Maddever
mmaddever@brunico.com

VP of Finance & Administration Linda Lovegrove
llovegrove@brunico.com

VP & Chief Information Officer Omri Tintpulver
otintpulver@brunico.com

VP &Realscreen Publisher Claire Macdonald
cmacdonald@brunico.com

Customer care
To order a subscription visit www.kidscreen.com/subscribe
To make a change to an existing subscription,
please contact us by e-mail:
kidscreencustomercare@brunico.com
Fax: 416.408.0249 Tel: 416.408.2448

Subscription rates
Kidscreen is published 8 times per year
by Brunico Communications Ltd.
Subscribe to Kidscreen today!
In the US: One year US$59.00 Two years US$106.00
Single copy price in the US is US$7.95. Please allow four
weeks for new subscriptions and address changes.

Postmaster Notification
U.S. Postmaster, send undeliverables and address changes to: Kidscreen
POBOX 1103
Niagara Falls NY 14304
Canadian Postmaster, send undeliverables
and address changes to:
Kidscreen PO Box 369, Beeton ON LOG 1A0
Printed in Canada. Canada Post Agreement No. 40050265.
ISSN number 1205-7746

Opinion columns appearing in Kidscreen do not necessarily reflect the
views of the magazine or its parent company Brunico Communications
Ltd. All letters sent to iKids/Kidscreen or its editors are assumed
intended for publication. iKids/Kidscreen invites editorial comment,
but accepts no responsibility for its loss, damage or destruction,
howsoever arising, while in its offices, in transit or elsewhere. All
material to be returned must be accompanied by a
self-addressed, stamped envelope. Nothing may be reproduced in
whole or in part without the written
permission of the publisher.

© Brunico Communications Ltd. 2012
®Kidscreen is a registered trademark
of Brunico Communications Ltd.

GLOBALPITCHGUIDE2012 13



