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Introduction 

 
The main focus of this Personal Networking Report will deal mostly with the 

programming aspect of the television industry, along with additional 

explorations into the distribution systems and delivery channels of this rapidly 

evolving medium. There will be research and analysis drawn between the 

American markets as well as the Singaporean and Australian markets as case 

studies representing certain global entities. I have a great amount of passion 

and interest in the television programming aspect of the industry because it is 

one of the crucial pillars that uphold the foundations to this constantly 

expanding and always entertaining industry. Hence, I will further elaborate on 

the functionality of the programming department and how it affects the rest of 

the industry with its choices. After reviewing a brief history of the business and 

analysing its current position in the present, I will then proceed to explore the 

trends leading to future possibilities and outcomes of how the television 

industry will operate down the road. The insight obtained from the interviews I 

conducted with media industry professionals will greatly assist in providing 

unique and interesting viewpoints from different roles and positions in the web 

of television. 
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Television As We Know It 
 

In the process of doing research for the report and gathering information 

about the industry I wish to secure a future career in, I have learnt a great 

deal about how things function and the processes involved. I chose to focus 

more attention on the American, Singaporean and Australian markets, and the 

following are reasons to support my choices. 

 

The American market is the largest content producing and exporting market in 

the world. Hence, their model is replicated by other a lot of other markets 

around the world such as the ones in Singapore and Australia. A majority of 

television content on TV are series that are made in the United States. The 

programming decisions made in this market literally have a huge impact on 

the global scale because the renewal and cancellation of TV series determine 

how much content there is to be exported to worldwide audiences. The 

programmers in the US have the power to literally paint and dictate the face of 

television schedules for channels on the other side of the world. Another 

reason for my focus on the American market is because I do intend to one 

day go over and work in the US and carve out a career alongside the 

playmakers of the industry and be submerged in the midst of all the action in 

the most colourful and entertaining television community around. 

 

The Singaporean market is also important to me because as a Singaporean, I 

will most likely start out in this industry after graduating from university. This 

industry is my first area of focus outside the geographic territory of the US, 

and it represents one of the leading markets in South East Asia. It is a good 

example of how international markets study trends from the US, and adapt 

them to suit local tastes. There is another dimension to this industry, as it not 

only deals with international acquisition but local production as well. 

 

Finally, the Australian market is another good example of a global market that 

is showing signs of keeping up with the current trends and being one the 

frontrunners in looking to the future and by being one of the world’s fastest in 

embracing the new and changing methods of television consumption. This 
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can be seen in its constant efforts to fast-track many shows directly from the 

US and making the episodes available for online viewing after its territorial 

broadcast. 

 

 

The initial stages of getting a programme on the air involves idea conception 

from the producers of content and the pitching process where scripts and 

treatments of new shows are pitched to the networks. In the United States, 

the process is pretty straightforward; new ideas and concepts are developed 

by both independent production companies and production studios that are 

tied with a sister broadcasting company.  

 

For example, JJ Abrams has an independent production company Bad Robot 

Productions, which has produced a string of TV hits like Alias, Felicity, LOST 

and now Fringe. Another good example would be Warner Brothers Studio 

which produces a huge catalogue of programmes every year, these have 

included ER, FRIENDS, Gilmore Girls, The West Wing, Without A Trace and 

the list goes on. Networks like ABC, CBS, NBC and FOX then individually 

liaise with these standalone companies to broadcast these shows on their 

channel.  

 

Production studios that are tied to a network company include NBC Universal 

and CBS Paramount who produce most of their content in-house for 

broadcast on the respective networks. NBC Universal produces Heroes, The 

Office and 30 Rock, while CBS Paramount produces the CSI franchise, Ghost 

Whisperer and Numbers. 

 

The networks then decide how many episodes of a series they want to pay 

for. This leads to the process of renewal of contracts to determine if the 

networks want a full season pick up (which generally consists of 22 episodes) 

or a half season pick up (13 episodes). This is also where ratings come into 

play. The ratings of a show are taken into huge consideration by the networks 

because it determines how much return of investment a programme is 

capable of giving the broadcaster. The higher the ratings for the show, the 
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higher its advertising dollar is worth and hence, more revenue for all parties 

involved. This is further elaborated by quotes from an interview I did with John 

Consoli of Mediaweek: 

 

“The networks are making these decisions mainly based on economics. 

If the show has the potential to get ratings and bring in ad dollars, it will 

stay on the air.” 

“It costs between $1.5 and $3 million to produce an episode of a TV 

series. Sitcoms are obviously shorter and cheaper than dramas. But if a 

network sees after a few episodes that audiences aren’t taking to the 

show, it is cheaper for them to cancel it rather than spending all that 

money to keep it on the air, when they will not be able to recoup their 

costs through advertising, because of low ratings.” 

“Ratings have to play a big role because the higher the ratings, the more 

money the networks can charge for advertising and that’s how they pay 

for the production of the shows. That is the free TV model, vs. HBO or 

Showtime, where viewers pay a fee and those fees pay for 

programming.” 

 

In similar fashion, the process of commissioning local content in the 

Singaporean and Australian markets also exercises the same pitching 

process right up to the broadcast stages. The difference in these global 

markets is that they take cues from the US market and follow the trends that 

are prominent, such as the rise in popularity of crime procedurals and the 

exploration of supernatural themes. 

 

Arlene Tan, programming manager for TV Mobile and Channel 5 of 

MediaCorp TV explains: 

“Firstly, the network will look into the type of audience that will be 

watching TV during certain primetime belts e.g. Mass audience for 

Singapore Pre-10pm will be different from audience watching TV after 

10pm. That will help us look into various types of genres, which will 

appeal to our audience. Ideas will flow from there e.g. Comedies, Crime-
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type stories.. etc. 

Production houses will be given either an open/closed pitch to submit 

their concepts. From there, network will review the accessibility of the 

series, the treatment and overall tone and see which idea deem suitable. 

Ideas come about from US trends mainly for the Singapore market, 

which we normally take reference from every year.” 

 

Masraihan Sulaiman, a senior programming manager for Channel 5 explains 

the criteria programmers seek in new TV projects: 

 

“We look for ideas that are new, exciting and will appeal to our viewers. 

We also evaluate the producers/production houses to see if they have 

the skill sets to execute their own ideas. This is done through face-to-

face pitch.” 

 

This process is similar in Australia as can be seen in the SBS Roadshow 

document attached as appendix C, which states the criteria for programmes 

being made in the upcoming season, and the commissioning process that 

SBS adopts. 

 

Brett Sleigh, Associate Commissioning Editor for Drama and Comedy at SBS, 

explains the process of international programme acquisition: 

 

“Our network programmer (Jane Roscoe) works out of Sydney and has 

a team that look at completed programs all year round across all genres.  

Each year, there are also several significant Television markets where 

network buyers meet sellers from around the world. The best known of 

these is MIPCOM in Cannes, France, which is held twice a year.” 

 

Apart from acquiring international TV series, programmers in Australia are 

also always on the lookout for new projects to be developed locally. Through 

my interviews with SBS Commissioning Editor Brett Sleigh and ABC 
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programme developers Jennifer Collins and Rebecca Anderson, I have learnt 

that these less commercially-driven networks have specific charters that help 

to set guidelines in relation to the material they seek to broadcast on their 

channel. The charters for both SBS and ABC can be found in the attached 

appendices at the end of the report. 

 

Rebecca Anderson, programme developer and commissioner for ABC Drama 

addresses this in an email interview: 

 

“We must produce Australian content for Australian audiences made by 

Australians essentially.” 

“We’re looking for Australian content and this is because we have a 

charter and responsibility to the Australian taxpayers.” 

“I think the industry in general is looking for fresh, original work that 

excites an audience.” 

 

 

It was an interesting discovery for me to compare the differences between 

more commercially focused networks like 7, Nine and TEN and the other 

community-centred networks like ABC and SBS. Having been more exposed 

to mainly commercial entertainment channels like the big 4 in the US (ABC, 

CBS, NBC and FOX) and Singapore’s own Channel 5 at MediaCorp TV, I 

have always been familiar with the model that emphasises big ratings and the 

specific demographics in certain time belts catering to the audience that will 

bring in the biggest numbers, and hence the commissioning of programmes 

that attract these audiences regardless of the material or quality of content in 

the show. It was refreshing to find that there are less commercially driven 

networks that focus on giving exposure to the elitist crowd, young talent who 

are starting out and the alternative voices in society who take risks. Brett 

Sleigh elaborates on this: 

 

“Clearly, the commercial networks do not have a mandate like this. In 

many cases, their international program decisions are based on pre 

arranged output deals with major American studios (that’s how Ch7 got 
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Desperate Housewives and Lost, rather than any bidding war). Local 

programming is underpinned by audience analysis and targeting key 

demographics.  That’s why TEN is so successful because it aligned itself 

with the 16-39/18-49 markets and bases all its programming decisions 

around serving these demographics. Ch7 and Ch9 have wider audience 

catchments - 18-49/25-54.  The ABC and SBS (despite some nights that 

clearly skew younger) have core audiences in the 55+ demographic. 

 

Rather than being a difficulty, the Charter is a terrific template that allows 

us to develop and deliver television that is demonstrably different to 

anything on any other network in Australia. When considering proposals, 

I often fall back ask myself the following question- “Could I imagine this 

program on another network?” If I could, then it’s not for SBS.” 

 

I also learnt more about how international markets strive on the exclusivity 

factor of gaining the broadcast rights to a programme. Matthew Robinson of 

Warner Brothers, explains this business aspect of television below: 

 

“The way a lot of the value is created in the international television 

market is a certain maintenance of scarcity. If you sell a television show 

to the Nine network, you can’t sell it to the 7 network or the TEN 

network, and equally when you do sell it to the Nine network, you don’t 

give them the right to broadcast it infinitely, you give them a fixed 

number of broadcasts over a fixed period of time, at which point it 

returns to the copyright holder.”  

 

This pattern is similar in new media content forms like subscription-based 

packages on the Internet via broadband or cable set-top boxes. 
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The Future of Television 
 

Apart from understanding the factors that are affecting the industry at its 

present state, every successful media professional should also constantly be 

looking out for ways of impacting the future of the industry and invent useful 

solutions and create ideas that would work towards achieving a general 

advancement and improvement of the business. Therefore, one must have 

thorough knowledge of technological advancements and possible alternative 

avenues of television content distribution to a worldwide audience. 

 

These alternative channels make use of new media formats and include 

internet streaming and downloading (iTunes, Netflix, etc), DVD box sets, 

digital video recorders (DVRs), TiVo, IPTV, pay-per-view TV, subscription-

based TV and the list goes on. 

 

The division of geographical territories around the world means that every 

different territory negotiates their own specific set of rules regarding 

censorship, distribution and availability of television content across a range of 

different media. 

 

For viewers within the United States, the different methods of obtaining 

television content would be through its traditional form on-air, online streaming 

of full episodes on the network’s websites after initial broadcast, DVRs and 

TiVo which work for cable and satellite transmissions as well. 

 

The processes in other global markets differ because of territory regulations 

and restrictions in the distribution of content. Hence, there are more stages 

involved in the acquisition and broadcast of international TV series. 

 

In Singapore for example, Warner Brothers has tied up with SingTel to offer a 

subscription-on-demand service that allows viewers to catch up with 

programmes 24 hours after they have first been aired in the United States, 

allowing for fans on the other side of the world to get involved and be up-to-

date with the current season as well. The issues that distributors have to sort 
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out remain in the viewer habits and working out how to strike a balance 

between those who are more comfortable with technology and being in full 

control of getting their content whenever and wherever they want or just sitting 

back and taking refuge in the idea of watching a particular show at a particular 

time on a particular channel; embracing the traditional model of appointment 

viewing. The distributors have to cater to this generational shift and 

accommodate to all the different viewing platforms available in this day and 

age. 

 

During my phone interview with Matthew Robinson, the VP of Business 

Development at Warner Brothers, he spoke about the three main types of 

distribution methods that major distribution companies like Warner Brothers 

Television employ. The first type is the transitional pay-per-view model where 

users just pay for what they want and they are done once it’s viewed, 

subscription (monthly-based) model where viewers get a range of what 

genres or type of content they want and pay on a monthly basis and the free 

ad-supported content where the advertising dollar pays for the monetary 

sustenance of the distribution channel. 

 

He explains this further by saying: 

 

“because there’s still enormous value in broadcast networks, what we’ve 

been trying to do with the online streaming of shows and so forth is to try 

and make them as complimentary as possible, so if the show premieres 

Tuesday night at 9 o’clock, at 10.01pm, that thing should be available 

online for people who’ve missed it and there’s cross-promotion back and 

forth, and we try to figure ways to not only monetise and work out the 

value in running the thing on-air but also in other convenient forms for 

people to access and then equally when we’re running those shows off-

air, for the advertisers we’re delivering the same ads within the same 

package.” 
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The ABC network in Australia is following this trend similarly, according to 

Jennifer Collins, the manager of TV Arts, Entertainment and Comedy: 

 

“We’ve just launched this year or just a few months ago iView, which is 

internet TV and there’s a number of channels on iView including a catch-

up channel where you can catch-up on shows from the last couple of 

weeks, an arts channel, a kids channel, and a news channel.” 

 

On commissioning new productions to accommodate these new avenues of 

content distribution, but also making sure of staying true to the essence of 

television, Jennifer goes on to add: 

 

“We look at a cross-platform strategy for all of our programmes and that starts 

from the marketing of those programmes and how we can capture audiences 

across the various platforms through marketing and through to the production 

and the audience response to that programme as well, so everything is a 

multi-platform approach now”, “The material is geo-blocked to Australia and 

that’s because of rights of independent producers.” 

 

“At the end of the day, it’s all about good stories and good content, it doesn’t 

matter which platform you put it on, so in essence we’re still looking for 

material that is engaging and really talks to an audience.” 
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Conclusion 
 

When it comes down to the wire, we will always have to be prepared and 

keep up with the advancement of technology and the growing expectations of 

the intelligent collective that makes up the general television viewing 

audience. Programmers, commissioners and distributors of content only make 

up one aspect of the massive entity of television, and with its rapidly changing 

environment, it’s safe to say that every new day in this line of duty will bring 

interesting developments and challenges of its own. 

 

Most of the feedback I got from these media professionals about succeeding 

in this industry was to target a specific area of interest, have a passion for this 

specialisation, be diligent at pursuing that and interacting with others from 

allied courses (Screenwriting, Production, etc) within the media industry and 

be willing to work hard from any entry level whilst constantly gaining a wide 

knowledge of all areas of the business. 

 

Matthew Robinson: 

 

“Figure out which side of the business grabs you, because there’s two 

cleaves down the middle, there’s the production side and there’s the 

distribution side and I don’t want to say ‘Never the twain shall meet’, but 

there’s two very different routes into it and a lot of people doing the 

creative elements of writing, directing and editing, on the other hand 

there’s the guys who figure out ways to monetise all this and that’s an 

interesting side of the business unto itself. It’s a fun business and I think 

the business side of it probably gets short-shifted and is somewhat less 

glamourous by most accounts, but at the end of the day, it’s an 

interesting business, it’s constantly evolving.” 

 

Brett Sleigh: 

 

“I’d be targeting exactly where in “media” you’d like to be because it is 

vast.  
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Television itself is huge, encompassing everything from content 

commissioning through creating, broadcast, sales, advertising and 

marketing. The whole area of Online is only going to get bigger and 

more important (if that’s possible) in the coming years. Meet and greet 

with other RMIT students within allied courses (Screenwriting, 

Production etc). They are all equally keen to meet other emerging 

practitioners. Read the production magazine “Encore” to familiarize 

yourself with the local industry and the players therein.  

 

Finally, if it’s TV you are really interested in working in, WATCH AS 

MUCH AS YOU CAN !!!!!!!!!” 

 

Rebecca Anderson: 

 

“It’s extremely difficult to get your foot in the door but being willing to 

work your way up from the bottom and stick it out in jobs that may not be 

related to your area of interest will give you an enormous boost.  Having 

a wide knowledge of all areas of the business actually helps when you 

are specialising.” 

 

 

My main passion for the television industry stems from the pleasure I get from 

watching my favourite television programmes from around the world. Thus, in 

the process of doing this report; having spoken to and contacted various 

industry professionals, I have discovered that I have a huge interest in the 

way television content gets commissioned, programmed, distributed and 

shared throughout the world traditionally on the TV screen as well as its 

burgeoning presence on the plethora of media platforms that are rapidly 

emerging. I have also learnt that I have obtained a wide range of knowledge 

about the way this industry functions from different aspects. Put together with 

my ability to adapt well to change and think creatively, I feel confident enough 

to believe that I am in a good position to start seeking out an interesting, fun 

and challenging career in this business of television! 
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Appendix B: Email Interviews 

 
Brett Sleigh <brett.sleigh@sbs.com.au> 
Associate Commissioning Editor 
Drama & Comedy 
SBS Television and Online Content 
P.O. Box 294 
South Melbourne 3205 
PH:  03 9949 2477 
Fax: 03 9949 2480 
www.sbs.com.au 
 
 
For the Networking Report, I probably would like to find out more about 
the process of commissioning programmes both within the Australian 
context 
 
I have attached a PDF document from our recent SBS roadshow which 
explains the process in some detail. I hope this helps answer this question. 
 
and the acquisition of global television series as well. 
 
Our network programmer (Jane Roscoe) works out of Sydney and has a team 
that look at completed programs all year round across all genres.  Each year, 
there are also several significant Television markets where network buyers 
meet sellers from around the world. The best known of these is MIPCOM in 
Cannes, France, which is held twice a year.  
 
Considering your current position with SBS, could you also give some 
input on the different criteria that a more 
community centered broadcaster like SBS would have as compared to 
more commercially-driven channels like 7, Nine or TEN? 
 
Everything that we commission needs to address our very specific charter. 
This is the basis of our federal funding and our fundamental reason for 
existence:  
 
The SBS Charter, provided in the SBS Act, sets out the principal functions of 
SBS and a number of duties it has to fulfil. The Charter, contained in Section 
6 of the Special Broadcasting Services Act 1991, states:  
 
(1) The principal function of SBS is to provide multilingual and multicultural 
radio and television services that inform, educate and entertain all Australians 
and, in doing so, reflect Australia's multicultural society.  
 
(2) SBS, in performing its principal function, must:  
(a) contribute to meeting the communications needs of Australia's 
multicultural society, including ethnic, Aboriginal and Torres Strait Islander 
communities; and  
(b) increase awareness of the contribution of a diversity of cultures to the 
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continuing development of Australian society; and  
(c) promote understanding and acceptance of the cultural, linguistic and 
ethnic diversity of the Australian people; and  
(d) contribute to the retention and continuing development of language and 
other cultural skills; and  
(e) as far as practicable, inform, educate and entertain Australians in their 
preferred languages; and  
(f) make use of Australia's diverse creative resources; and  
(g) contribute to the overall diversity of Australian television and radio 
services, particularly taking into account the contribution of the Australian 
Broadcasting Corporation and the community broadcasting sector; and  
(h) contribute to extending the range of Australian television and radio 
services, and reflect the changing nature of Australian society, by presenting 
many points of view and using innovative forms of expression. 
 
Clearly, the commercial networks do not have a mandate like this. In many 
cases, their international program decisions are based on pre arranged output 
deals with major American studios (that’s how Ch7 got Desperate 
Housewives and Lost, rather than any bidding war). Local programming is 
underpinned by audience analysis and targeting key demographics.  That’s 
why TEN is so successful because it aligned itself with the 16-39/18-49 
market and bases all its programming decisions around serving these 
demographics. Ch7 and Ch9 have wider audience catchments - 18-49/25-54.  
The ABC and SBS (despite some nights that clearly skew younger) have core 
audiences in the 55+ demographic. 
 
Rather than being a difficulty, the Charter is a terrific template that allows us 
to develop and deliver television that is demonstrably different to anything on 
any other network in Australia. When considering proposals, I often fall back 
ask myself the following question- “Could I imagine this program on another 
network?” If I could, then it’s not for SBS. 
 
I'd also love to hear your thoughts on general programming strategies 
or trends that have employed by television studios and networks 
globally. For example, your take on the 'Fast-track from the US' series 
that are being shown in territories outside the US just a week after it's 
premiere in the US, which was impossible just a few years ago. How 
networks have to change their strategies to keep up with the constant 
evolution of technology and the ever-changing face of the industry. 
 
Fundamentally, broadcasting is moving away from “appointment viewing” an 
antiquated system where networks would dictate to an audience when and 
how they watch content. In reality, only the news and live sport are things that 
need to be watched “there and then”- hence, why they rate so highly. 
Everything else can be timeshifted and available for a viewer to watch on their 
own terms and in whatever format they prefer. 
 
Fast tracking is a good example of this put into practice. File sharing (arguably 
the domain of the younger 16-39 demo) has resulted in overseas programs 
being seen, discussed and discarded long before local broadcast. This is 
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death to the traditional TV model where advertisers are only interested in 
paying big money for programs that are fresh and have a switch on factor. By 
closing the gap between an overseas broadcast and the local one, the idea of 
downloading becomes less appealing.  
 
Working in the networks favour is also our very expensive and comparatively 
slow broadband speeds. Why would you go through the bother (an illegality) 
of downloading a 350 meg file of House to only see it three-four days earlier 
than you can see it on TEN? The gap doesn’t seem worth it. 
 
You’ve probably seen that most local shows (when acquired and 
commissioned) are now being streamed online immediately after broadcast 
(Rush, Hollowmen, Chaser etc). Again, if a network puts the content out to the 
masses, there is less likelihood of it being uploaded on file sharing. In this 
way, the networks are already “file sharing” but doing it with content that isn’t 
downloaded, but simply viewed.  There is also the reality that Australian 
content isn’t really all that sought after (outside pockets of expats) on a global 
scale so what’s the point of going through the bother (an illegality) of 
uploading Aussie TV if there’s not an appetite for it outside our shores. 
 
The UK is streets ahead of us on this front where virtually all content is 
available online and the networks have banded together to make it a reality. 
Locally, discussions are underway to adopt our own version, called “Freeview” 
which is a catch up service for content across all free to air networks. 
 
Also, I would love to have some advice on what you think a fresh 
university graduate should do to secure a job in this area of the industry 
and the strategy towards sustaining a long and prosperous career in the 
business of media! 
 
I’d be targeting exactly where in “media” you’d like to be because it is vast.  
Television itself is huge, encompassing everything from content 
commissioning through creating, broadcast, sales, advertising and marketing. 
The whole area of Online is only going to get bigger and more important (if 
that’s possible) in the coming years. If you are interested in television, get 
some experience at RMIT TV or Open Channel in any of the aforementioned 
areas. Meet and greet with other RMIT students within allied courses 
(Screenwriting, Production etc). They are all equally keen to meet other 
emerging practitioners. Read the production magazine “Encore” to familiarize 
yourself with the local industry and the players therein.  
 
Finally, if it’s TV you are really interested in working in, WATCH AS MUCH AS 
YOU CAN !!!!!!!!! 
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Rebecca Anderson <Anderson.Rebecca@abc.net.au> 
Programme Manager for TV Drama 
 
Apologies for the delay in responding.  I can provide you with information 
about how the ABC TV Drama operates but for information about the whole 
ABC you should have a look at this link from our site: 
http://www.abc.net.au/corp/pubs/documents/doing_business_abctv_07.pdf 

The process of getting a tv drama produced and on the air is very involved but 
I can explain a few basic elements.  We work with the independent sector 
exclusively, no dramas are made in-house.  As such a bona fide producer or 
production company will submit a proposal to us and we will acknowledge and 
assess it. If successful we will then proceed on to developing the idea with the 
producer and writer.  Once the development process has been completed, 
and this can take years, then the producer will seek financing from other 
bodies such as Screen Australia, state funding agencies etc to proceed to 
production.  Once the funding is in place then the show can be made. 

Of course whether a proposal is successful is based on many factors – we 
must produce Australian content for Australian audiences made by 
Australians essentially.  A good idea can be passed on if it has similar ideas 
and themes to another project in development and then there’s always the 
fact that we have a severely limited budget which dictates how much we can 
develop.  As you can imagine it’s a highly competitive environment. 

We don’t specifically have people pitch us projects.  The idea must speak for 
itself so we generally prefer to have producers send us the proposal before 
we meet them.  We are a very small department and we are simultaneously 
developing and producing drama in various states meaning our time is very 
limited and priority must be given to those projects already in production and 
then development. 

I’ve already said we’re looking for Australian content and this is because we 
have a charter (which you can find on the abc website) and responsibility to 
the Australian taxpayers.  Beyond that however, there’s no other specific 
criteria.  Finance plays a major role in determining how many episodes a 
series would be but other than that I think the industry in general is looking for 
fresh, original work that excites an audience. 

In terms of multiplatform and interactive media the effects on the industry you 
should be aware of it via simply consuming.  The ABC is a leader in terms of 
providing content on various platforms.  Factoring in new media in terms of 
projects is obviously ideal but you should never let the medium dictate the 
quality or content.  A great drama should be great irrespective of the viewing 
platform, but of course using a certain platform to ingeniously improve or 
shape a good drama can lead to some extremely innovative work (in terms of 
drama on multiplatforms you should google Swedish television as they have 
created some really innovative programming of late). 
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In terms of your point about how we change our strategy to keep up with 
technology I am afraid I can’t really provide any further insight beyond what 
I’ve mentioned.  I think the biggest factor is finance, if you can create 
something that people can cheaply access you have a good chance of people 
watching.  Free to air TV obviously attracts an audience because it’s easy.  
The internet is fairly ubiquitous now but download speeds are greatly varied 
across the country.  Finding a big audience for your product will always need 
to take into account people’s ability to access it.  Audiences are tending to 
dictate how content is viewed and it’s not just networks who are keeping on 
top of this, it’s also mobile providers etc.  

Drama will always be produced in a similar fashion – you need sets, actors, 
scripts, money etc etc.  The actual production remains the same, the way the 
footage is manipulated in post to exist on channels, phone or the internet 
does not affect how drama is essentially made.  

As a graduate starting out, it’s a little hard to give you any advice as I don’t 
know what area you are hoping to go into.  Are you going to become a 
producer, writer, director, editor?  What I can say is that it is competitive, it 
can be very low paid with long hours.  It’s extremely difficult to get your foot in 
the door but being willing to work your way up from the bottom and stick it out 
in jobs that may not be related to your area of interest will give you an 
enormous boost.  Having a wide knowledge of all areas of the business 
actually helps when you are specialising.  

I hope this helps and wish you the best of luck in securing employment in this 
industry. 

 Ta 

Rebecca 

Rebecca Anderson 

ABC TV Drama 

Australian Broadcasting Corporation 

7th Floor 

ABC Ultimo Centre 

700 Harris Street 

Sydney, NSW 2007 

Tel. +61 2 8333 3024 

Fax. +61 2 8333 3223 

email: anderson.rebecca@abc.net.au 
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John Consoli <jconsoli@mediaweek.com> 
 
Hi Michelle, 
I will attempt to give you some answers and thoughts. I have covered 
broadcast television and TV sports, along with media buying agencies for 10 
years at Mediaweek, so I have a little history on this. 
 
Fans petitioning networks for renewal of shows or pleading to bring back 
cancelled shows is a relatively new phenomenon, but not that new. It has 
been going on for at least 10 years. I think it may have started with the 
younger audiences watching the WB network (which is now defunct as a 
result of the WB-UPN merger into the CW network. Back in the late 1990s or 
early 2000s the instance that stands out was when the WB cancelled Roswell 
and fans began sending in Tabasco (hot sauce) to the network, saying the 
show was still hot. There are numerous other instances. The WB did not bring 
the show back and it was picked up by UPN for a few more years. But there 
have been instances, that slip my mind right now, where shows have been 
picked up by the same network after it was intially cancelled. 
 
These efforts can sometimes have an impact, but for the most part, the 
networks are making these decisions mainly based on economics. If the show 
has the potential to get ratings and bring in ad dollars, it will stay on the air. In 
rare instances, like NBC is now doing with Friday Night Lights,a show gets 
critical acclaim but has low ratings and the network still keeps it on the air. But 
still, economics are a factor. To bring FNL back next season, NBC did a deal 
with DirecTV, where the satellite co. would televise fresh episodes for next 
season of FNL from Oct. through Jan. and then NBC will begin airing those 
episodes in February. NBC is hoping that the audiences are different and that 
it will not impact viewership on NBC, even though NBC will be airing the 
episodes after DirecTV. 
 
As far as prematurely cancelling shows—it costs between $1.5 and $3 million 
to produce an episode of a TV series. Sitcoms are obviously shorter and 
cheaper than dramas. But if a network sees after a few episodes that 
audiences aren’t taking to the show, it is cheaper for them to cancel it rather 
than spending all that money to keep it on the air, when they will not be able 
to recoup their costs through advertising, because of low ratings. Also, the 
networks see scripts and see episodes that are shot but have not yet aired, 
long before the viewers, so they know what direction a series is headed and 
what the quality of those shows are. Sometimes they just don’t feel they will 
ever get better so they pull the plug. 
 
Ratings have to play a big role because the higher the ratings, the more 
money the networks can charge for advertising and that’s how they pay for 
the production of the shows. That is the free TV model, vs. HBO or Showtime, 
where viewers pay a fee and those fees pay for programming. If you want to 
continue a free TV model for viewers, than they have to put up with 
commercials because that’s what pays the networks’ bills. 
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As much as online, the Internet, “new media,” is getting a lot of publicity,  very 
few people relatively watch TV via the Internet. When I say TV, I am not 
talking about YouTube videos, but broadcast network streaming TV shows. 
For example, the CW’s new show, Gossip Girl, was being streamed and also 
airing on the CW each week. The CW stopped streaming it, but Gossip Girl 
only picked up 100,000 additional viewers in the first week that it aired without 
also streaming it. That is a tiny number relative to the number of TV viewers 
GG gets. In an average week, GG gets north of 2 million viewers.  
 
Shows like CSI, Grey’s Anatomy and Desperate Housewives, House, some of 
the most watched shows on TV, get north of 20 million viewers a week. Only a 
small number, in the hundreds of thousands, watch online. 
 
So for all of its hype, the Internet is a long way off from ever replacing 
television as the way viewers watch programming en masse. 
 
As far as TV programs resurfacing in other forms on other media, that is a 
function of the studio that produces them or the creator, or both. If a studio 
produces an original TV show, if it gets certain rights from the creator before it 
produces the show, it can do, later, say, a comic book. Or the creator may 
have the rights to do it alone. If he or she wants to promote it in conjunction 
with the TV show or former show, then it has to partner with the studio. Same 
goes for making a movie based on a TV show or former TV show. It is just 
another way for someone to monitized or capitalized on the popularity of that 
show to make additional money—i.e. The Simpson’s Movie. 
 
I could go on and on. I hope this helps give you an idea of how things work.  
JC 
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David Tiley <editor@screenhub.com.au> 
 
Interesting these are all American examples, and I think most of them 
were cancelled from cable not FTA. The issue is very simple actually. 
  
Ratings = eyeballs. New technology and smarter analytics are allowing 
programmers to determine ever more precisely who watches, how long, 
and what else they watch, which = advertisers understanding what they 
get + networks tuning the product more precisely. 
  
The fan bases are participating in that conversation by demonstrating 
who they are, and how many they are. They are suggesting to 
producers that they are enough of a market to be harvested. At the 
same time, they are creating public buzz which in itself helps a 
marketing campaign. They are defining themselves as owners of a cult 
object, which other people want to share. 
  
I doubt whether they have got that far yet, but a smart move from a 
cable programmer is to threaten to kill a show with a loyal fan base, 
particularly if it is looking tired. Simple publicity trick. 
  
Ratings will never die as a system. Instead, the demographers are 
learning to chase measurable stats as the audience finds other forms. 
Anything on the net is actually more measurable than on television, and 
more clever things can be done with the evidence of audience 
movement. Where did they come from? How long did they stay? Where 
did they go? What else is my cookie telling me? 
  
Note that the USA and Australia have different responses to skipping. 
They are going for product placement in a big way (a large budget 
feature can auction the right to badge stuff for up to twenty million in 
total - a handy start). Here, Foxtel and friends are offering hard drives on 
which the skip facility has been disabled. 
  
You might like to think about the artistic implications of product 
placement. And why we have all those lifestyle shows. 
  
The cross media thing is a no-brainer, to be worked out only by 
accountants. A proven market in one medium provides evidence of 
interest in others, and marketing opportunities. Even in Australia, the 
producers of Romulus My Father knew the book sold 120,000 copies 
here, which is $1.2m in box office for a start. It took around $3m, so you 
can see that nearly a third of the audience might have read the book. 
  
The Owl film that Animal Logic is in at the moment comes from a series 
of US kids books. They had better be very careful, because the other 
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fantasy works like Potter, Narnia and LOTR already had a huge 
presence as books, but this one doesnt. Prior knowledge of a cultural 
artefact is precious. 
  
Note also that graphic novels have been shouldering their way into 
features for some time now. I am not sure how successfully, though an 
hour with google should tell you the returns for V for Vendetta and its 
ilk. They are both a tempting starting point because they are by 
definition visual; the downside is they have a confined demographic. 
  
The 18-35 men who are supposed to drive the cinema I suspect is a 
tired trophe, and vulnerable to fragmentation. 
  
Frank Cox from The Kino here has an interesting line on this. Art films 
are supported by older audiences, who are growing steadily more 
conservative, or at least less interest in mating rituals. The younger mob 
(you lot) don't go to the movies at anything like the same rate, full stop. 
But when they do, they come out in droves. 
  
That takes you back to producers desperately looking for the hook into 
that audience. 
  
(In a long tail world, where people can rent box sets of series, I suspect 
the big screen version of a TV show is a bit short on appeal. Serenity, 
for instance, is better on TV and just as much a DVD experience at 
home. TV gives character density and long form story; the cinema 
provides the one arc intensity, which needs a level of spectacle that the 
budget doesn’t quite provide... maybe. Horses for courses.) 
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Tan Arlene <tanarlene@mediacorp.com.sg> 
Programming Manager for TV Mobile and Channel 5 of MediaCorp TV, 
Singapore 
 
 

What it takes to get an idea produced into a television show and put on the 
air 

Firstly, the network will look into the type of audience that will be 
watching TV during certain primetime belts e.g. Mass audience for 
Singapore Pre-10pm will be different from audience watching TV after 
10pm. That will help us look into various types of genres which will 
appeal to our audience. Ideas will flow from there e.g. Comedies, Crime-
type stories.. etc. 

Production houses will be given either an open/closed pitch to submit 
their concepts. From there, network will review the accessibility of the 
series, the treatment and overall tone and see which idea deem suitable. 

Ideas come about from US trends mainly for the Singapore market, 
which we normally take reference from every year. 

 

What criteria programmers look for in commissioning television shows 

Some of the Key areas which we looked at when commissioning 
television series includes the following : 

-      Timebelt 

-      Target audience 

-      Quality of production houses, e.g. track record 

-      Concepts/ideas – does it appeal to our audience? 

-      Cast list/hosts for various shows (can either make or break a programme 
with Star Power) 

-      Budget 

-      Exportability (Does it have potential to be adapted and distributed 
overseas?) 

 

How this criteria fits within the networks' image, ideals and goals 

Ch 5 has recently revamp our channel’s branding : Come Home To 5. 

With the recent competition and the changing media consumption habits, 
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this tagline with chosen to communicate the fact that Ch 5 is unique as a 
FTA channel. i.e. a channel that is familiar for Singaporeans. Like a 
homely feeling when you tune to the channel. 

 

The effects and impact that new media forms have had on the television 
industry in recent times 

Media consumption habits and consumer lifestyle has evolved very 
much in recent years, as a result TV viewing habits has been drastically 
affected. E.g. with the proliferation of internet usage, interactive games, 
mobile media. TV ratings have been affected. In fact, every day there’s a 
constant struggle to keep audience tune into TV. Of course, with piracy 
issues, illegal DVDs and downloads have proven to be a challenge for 
TV as well. 

  

How networks have to change their strategies to keep up with the constant 
evolution of technology and the ever-changing face of the industry 

Networks have to think about fresh ideas that will leverage on 
technology. E.g MobTV in Singapore, provide mobile content on the 
phone, handhelds… etc. Even marketing and publicity efforts have to be 
different, not the usual TV trailers will work these days. There is a need 
to engage audience via net, internet networking tools e.g. Facebook … 

 

Little known facts of the industry and tips that would be useful for eager 
fresh graduates who are starting out 

Think out of the box, need to re-think programme content not just a TV 
programme. But other interactive ways to work around the programme, 
transporting TV programmes to online, even gaming content. 
Cross/multiplatform content is key. 
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mas <masraihan@gmail.com> 
Programming Manager for Channel 5 at MediaCorp TV, Singapore 
 
What it takes to get an idea produced into a television show and put on the air 
 
A creative story idea that will appeal to the targeted demos of the 
channel. 
 
Process of pitching a new television series to the studios and networks to pick 
up 
  
It all starts with the concept paper. Some producers start by calling up 
the network to bounce story ideas, and then send in the concept paper. 
There's also the industry-wide pitching session organised by the 
network. 
 
What criteria programmers look for in commissioning television shows 
  
We look for ideas that are new, exciting and will appeal to our viewers. 
We also evaluate the producers/production houses to see if they have 
the skillsets to execute their own ideas. This is done through face-to-
face pitch. 
 
The effects and impact that new media forms have had on the television 
industry in recent times 
  
We make it a point to incorporate new media into our TV shows. E.g. 
sms, 'live' streaming, VOD, etc. 
 
How networks have to change their strategies to keep up with the constant 
evolution of technology and the ever-changing face of the industry 
  
Our technology arm is in constant look-out for breakthroughs and we 
have been offering them to our viewers, sometimes on a trial basis....e.g. 
HD. 
 
How the changing modes of content delivery affect the template of television 
production at present and what it means for the future 
  
HD is a good example. With the push towards the standard, 
producers/production houses/broadcasters have to adopt new ways, 
methods and equipment to produce future content. It also affects the 
equipment manufacturers and also the viewers, who also have to invest 
in new TV sets. 
 
Little known facts of the industry and tips that would be useful for eager fresh 
graduates who are starting out 
  
It's a close-knit industry and everyone is connected someway or the 
other. Be careful who you piss on. 
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Isaac Okumura <jepungia@gmail.com> 
Programming Manager at Channel 5 MediaCorp TV, Singapore (Aug 2006 – 
July 2008) 
 
 
Process of pitching a new television series to the studios and networks to pick 
up 

The network/ broadcaster will initiate a pitching session to the production 
houses and share the broadcaster's outlook for the on-coming year and 
what they want in terms of programming. The production houses will then 
come back with their concept proposals for the broadcaster to shortlist. 
The final shortlisted ones will then shoot a pilot to assure the broadcaster 
of their quality and to make sure that that is what the broadcaster wants. 
Once everyone is on the same page, the studios/ production houses will 
move on to shoot the series/ programme to be put on air.  

 

What criteria programmers look for in commissioning television shows 

We normally take into account what are the global viewers trends before 
deciding what the channel wants in terms of their programming needs. 
We're of course looking out for fresh innovative ideas that had never been 
done before. Ideas/ concepts which potentially leads to sponsorships and 
advertisers interest are always a good thing. Potential sequels aka 
programme longevity; in line with the channel's branding and target 
audience are all considerations before we commission any show.   

 

The effects and impact that new media forms have had on the television 
industry in recent times 

Traditional TV is still the main platform whilst we witness the importance of 
engaging audiences via other media platforms (online, mobile, on-demand 
etc). Its created the possibility of capsule programming of edited down 
shows to suit the taste and demands of the new-media platforms. But one 
must not forget that the main draw to engage the audience is still 
traditional tv. Though appointment viewing is a lot harder these days due 
to online downloads and TEVO, its still the main struggle on the part of 
broadcasters as they still need to constantly make their channels 
appealing to the advertisers. There is hence a need, looking forward, to 
engage the audience as well as advertisers thru the new media platforms. 
In Singapore, the market is still considerably finite hence traditional tv and 
online are still the 2 main stronghold platforms the broadcasters rely on to 
reach out to their viewers and advertisers.  

 

 


