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the office full time.
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These short Q&As strive to show how leaders across the industry have coped with, and  
innovated during, WFH life amid the pandemic. We hope you’ll learn something about each 
subject’s business, but also some little personal details. Chris Lang of SmithGeiger has seven 
children. Mike Pears of AMC Networks has taken up cycling, while Robin Tarufelli of Deloitte 
learned to cook. Maybe you’ll even find a conversation starter for the next time, or the first  
time, you “see” them – in person – sooner rather than later.
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DEG PRESIDENT’S DESK 

As I write, there are positive signs that the DEG com-
munity may soon be able to meet again in person.  
Los Angeles has recorded no COVID-19 deaths for 
two days. Schools are open. Most COVID-19 busi-

ness capacity limits are scheduled to end in the New York 
region on May 19.  Thirty-one percent of the U.S. population 
is fully vaccinated, and 44 percent have received at least 
one shot. The best news of all: Disneyland is welcoming 
back visitors!

And yet, “soon” is hard to define and uncertainty persists 
about a return to “typical” (I don’t like the word normal) indus-
try business practices, including reporting daily to an office.

Last month, DEG, in our first Work From Home Survey, 
polled readers of our daily DEN about plans to return to 
the office and travel for business.  Many thanks to mem-
ber SmithGeiger and its partner and EVP Chris Lang, for 
helping to formulate the survey questions with speed and 
insight. (Learn more about Chris on page 26 of this issue.) 

What we learned was that only a third of companies have 
made employees aware of plans to return to the office.  Of 
those willing to estimate when employees will return to the 
office, a majority said they think it will be another three to 
six months. Sixty percent of respondents said it will be 2022 
before they travel for business, and 15 percent think they 
might not travel for business at all going forward.

Exactly no one said they prefer to go back to work in 
an office full time. Three-quarters of people want to work 
either in a 50/50 home-office split or mostly from home (in 
spite of the fact that 40 percent said they gained weight 
while doing so over the past year). 

Eighty percent of our respondents said they like spending 
more time with family at home, are as productive working 
from home as they are working from the office, and believe 
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their companies will provide more work from home options 
going forward. 

Why, after jockeying with their families for over a year for 
quiet desk space and Wi-Fi bandwidth, aren’t people more eager 
to return to the office? It could be that those of us who have 
had the luxury of working from home have also had the time 
and headspace to identify what is really important to us. As one 
person put it in reporting a positive takeaway: “Opportunity to 
examine my personal life and improve my health and behavior.  
To realize what is more important in my life, like family and 
friends.” Said another: “To pause and breathe. There is so much 
you can still enjoy in life, especially without the pressure of 
needing to be somewhere or do something.” 

We received many very honest answers to two open-ended 
questions about the most positive and negative takeaways 
from the past year. Not having to commute was overwhelming-
ly positive for our community. The lack of in-person contacts 
with co-workers and business partners, and a corresponding 
degradation in communication, on the other hand, was largely 
negative, even though many people rated team communication 
as better than they might have expected at the 
outset.

Work-life balance, however, was as much a 
source of stress as one for joy in our communi-
ty. For every “WFH has helped me set bound-
aries with work - taking time for me no longer 
feels as if I am forsaking time in the office,” 
there was a “Much much longer workdays” or 
“Some days I feel like I don’t go outside at all.”

In the same way that individuals for the past 
year have had widely varying levels of risk 
tolerance for social interaction, we also all 
have quite different experiences with balanc-
ing work from home with the hum of life in 
our homes. If nothing else, this survey was a 
good window into that and a reminder to meet 
colleagues with empathy wherever they are. 

I do hope to see you IRL soon, or at least 
sooner rather than later. Until then, please get 
to know a few more fellow members here in 
our third Q&A. n

In Focus on WFH, Future Is Still Fuzzy

Smith and companion Boots work from home, where Smith is 
able to enjoy lunch with her teenage daughter.

Many thanks to member 
SmithGeiger for an  
insightful questionnaire.
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QEVP, New Platform Sales & GM,  
North American Distribution, AMC Networks

MIKE PEARS

IN THIS JOB: Six years in total, and one and a half years 

since AMC Networks acquired RLJE Entertainment

PRIOR EXPERIENCE: Has worked at the forefront of digital 

entertainment distribution for over 20 years. Launched 

and ran SoundExchange in the early years of digital music 

distribution, helped Vivendi Entertainment “go-digital,” then 

helped establish RLJ Entertainment as one of the leading 

distributors of day-and-date theatrical/digital films while 

helping to significantly expand the distribution footprint of 

its targeted SVODs (Acorn TV and ALLBLK).

HOMETOWN: Liverpool, England

LIVES NOW: Los Angeles

ENJOYS, OUTSIDE OF WORK: Like so many middle-aged 

entertainment execs in L.A., I recently took up cycling.  

However, my passion is watching Liverpool FC soccer 

games (for better or worse, as is the case this season).

FAVORITE MOVIE OR TV SHOW: Goodfellas, although I do 

have a soft spot for anything nautical (Master and Com-
mander, Hunt for Red October, Crimson Tide, etc.). I loved 

Succession on HBO and couldn’t stop watching Gangs of
London on AMC+.

michael.pears@amcnetworks.com

AMC Networks’ Pears describes the new ‘must-see TV’: It fits your taste and is 
available easily on a service you trust 

MP: It’s working! Our subscriptions are growing well, and the launch 
of AMC+ has been a great success. We see plenty of runway in the 
unique audiences each targeted SVOD addresses, as well as a strong 
desire for the broader AMC+ bundle for fans who want to get more 
complementary and synergistic programming than what a single 
targeted SVOD has to offer.

DEG: AMC Networks has one of the biggest franchises in modern tele-
vision with The Walking Dead, yet the company defines itself to a large 
degree as a specialty programmer. Tell us about that orientation and how 
you see AMC’s SVOD services positioned in relation to broader offer-
ings like Netflix or Disney+.

MP: The pandemic has changed everything around “must-see” TV. Given the spike in demand for content, audiences’ 
newfound excess (or lack of) time, and the production constraints limiting supply for event-based shows – the market is 
incredibly fragmented. People want something that fits their needs and interests, and they want it instantly. 
       With the massive volume of content out there, trust, known brands, quality and affinity with similar viewers have 
become paramount to people turning to streaming services. “Must-see” TV is something that fits your needs and taste 
well and is available easily on a service you trust. That’s why I believe AMC Networks’ targeted SVODs are doing so well. 
They know what people want and provide it with a quality that people can trust – only the good stuff! 

DEG:  What keeps you optimistic about the unique business opportuni-
ties behind a targeted SVOD strategy today and in the future?

MP: The Walking Dead is a perfect example of AMC Networks’ targeted 
and quality programming. It’s a critically acclaimed, award-winning show 
with broad appeal, as well as a passionate and loyal community of core 
fans. Some fans will only want to watch shows like The Walking Dead, 
and others will watch it alongside other synergistic and complementary 
programming. We feel our strategy of understanding these audiences 
and targeting them with individual services like Shudder or a bundled 
service that speaks to those synergies like AMC+ is a great way to make 
our subscriptions invaluable to these audiences. We are not all program-
ming for all people. We are the “must-have” subscription or subscriptions 
for multiple, passionate, and targeted audiences.

DEG: How is “must-see” TV different in 2021 than it used to be?   

MP: We are a bicoastal team that has come together from our homes to 
achieve an incredible amount during a pandemic. The use of collaborative, 
virtual tools (Microsoft Teams, etc.) has made us more efficient than we could 
have imagined. What is even more critical is that it has allowed a geographical-
ly dispersed team and company to come together and work as one like never 
before. What would have taken months of travel, offsites, team building, etc., 
happened organically because we were all thrown into this together and were 
forced to figure it out collectively. Our team at AMC Networks is more aligned, 
collaborative, and integrated than it ever has been. Now, all that is left is for us 
to get together in person again and have some fun!

DEG:  When we are able to safely return to what was once known as “normal” busi-
ness operations, what will have changed about the way you and your team work?

MP: Like many people, I moved house during the pandemic, which allowed 
me to splurge on a new home entertainment (audio) system – new surround 
sound, multi-room music – I love it! n

DEG: What’s one item you splurged on during the pandemic? Was it worth it? 

Like “so many middle-aged entertainment execs 
in L.A.,” Pears has recently taken up cycling.

A

“We are not all  
programming for all  
people. We are the 
‘must-have’ subscription 
or subscriptions for  
multiple, passionate, 
and targeted  
audiences.”

mailto:michael.pears@amcnetworks.com
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Programmer says a strong brand, loyalty incentives and lots of data help build 
audiences for theaters and streaming

QSVP Content Strategy & Inclusive Programming, 
AMC Theatres

NIKKOLE DENSON-RANDOLPH

NDR: We launched AMC Theatres On Demand in 2019, just five months before we were forced to close all of our U.S. 
theatres as a result of the COVID-19 pandemic. The timing of the launch ended up being a significant benefit because we 
were able to immediately offer AMC Stubs loyalty program members and other movie lovers a destination where they could 
continue to discover, experience and enjoy quality films. Shortly after our theatres closed in March of 2020, there was a 
significant influx of new viewers on AMC Theatres On Demand, and usage of the service increased notably. We also found 
that many of those new users became repeat customers at a quicker pace, since our recommendation engine effectively 
incorporated past theatrical visits as well as home entertainment transactions. And, while we believe that many were 
drawn by the brand, as they felt they could rely on AMC for quality first-run films, we also learned that the ability to earn 
loyalty points through our AMC Stubs program is a unique benefit that they value.

DEG: How did your on-demand product mix and merchandising change during the past year to adapt to the fact that there have 
been few new releases?  

NDR: As the largest circuit in the nation and the world, AMC is 
positioned to entertain hundreds of millions of guests annually. 
From the time I arrived at AMC more than a decade ago it’s been 
a priority for AMC that our theatres reflect the communities they 
serve, and that includes the stories those communities see on 
screen. While we enjoy playing large four-quadrant films that are 
made to appeal to everyone, we also program content that speaks 
to the social and cultural interests of people in those communi-
ties. From Asian-Pacific to Indian cinema, to Spanish-language, 
to independent African American led films, we source and serve 
up a kaleidoscope of content in theatres and on our store. Over 
the course of the last decade-plus, this dedication to inclusive 
programming throughout the country has allowed AMC to con-
sistently welcome diverse moviegoing audiences who know they 
can rely on AMC to offer content that is most relevant to them.

DEG: What did you learn about new viewers who discovered AMC Theatres On Demand during the past year? Were they 
more likely to be drawn to the brand because they were looking for a substitute for going to a movie in theaters?

NDR: As an extension of our primary business, our original plan was to offer theatrical films only on the store. 
Obviously in 2020, when there were very few new theatrical films to put on the service, we saw VOD and library 
titles transactions begin to increase, so we merchandised accordingly. This pivot kept customers engaged 
temporarily, but the longer the lull between new releases, the less active they became. After reviewing other 
offerings in the marketplace, we made a case to include quality films that may, or may not, have played on our 
screens. Now, aided by our ability to learn more about the types of movies our AMC Stubs Members enjoy, we 
curate the store with films we believe will appeal to them.

DEG: One of your areas of responsibility is “inclusive programming.” 
Please tell us about your mandate there, and your priorities.IN THIS JOB: 11 years

PRIOR EXPERIENCE: Director of Business Development for 

Starbucks Coffee Company’s Entertainment Group, leading the 

strategy to expand beyond music, into film and literary offer-

ings. Before that, President of Magic Johnson Entertainment 

and Enterprises.

HOMETOWN: Oakland, Calif.

LIVES NOW: Los Angeles

ENJOYS, OUTSIDE OF WORK: Long walks and great cuisine

FAVORITE MOVIE OR TV SHOW: I love a VERY wide range of 

movies, from the smallest passion project to a few of the 

biggest blockbusters. If a friend were asking for a recommen-

dation today, I’d suggest The Farewell, Moonlight, Beasts of 
the Southern Wild and The Shawshank Redemption. 
www.linkedin.com/in/nikkole-denson-randolph/

NDR: First and foremost, I believe in the power of theatrical exhibition, and in the draw that it has on movie lovers. That 
said, of course, COVID-19 has caused the entire industry to examine and adjust our plans and strategies. For AMC, that’s 
taken place through adjustments like the continued evolution of AMC Theatres On Demand, and the introduction of the 
very successful Private Theatre Rentals program, which took off during the pandemic. I am optimistic that the unparal-
leled, first rate communal experiences we deliver will lend themselves to other viable and complementary opportunities 
as we continue to evolve. Hollywood’s creative talent produces several hundred films each year. AMC movie-lovers have 52 
weekends every year and we currently entertain most of them with only six to 10 movies. The opportunity to connect more 
filmmakers with their fans is enormous.

DEG: What keeps you optimistic about the potential for new revenue streams for theatrical exhibitors today 
and in the future?

DEG: Who is your favorite movie hero or heroine, and why?

For AMC’s Denson-Randolph, 
Shuri, T’Challa’s younger sister 
from ‘Black Panther,’ is a role 
model for boys and girls.

“Hollywood’s creative talent produces several hundred films each year. AMC 
movie-lovers have 52 weekends every year and we currently entertain most 
of them with only six to 10 movies. The opportunity to connect more film-
makers with their fans is enormous.” ADEGQ&A  2021  9

NDR: Shuri, T’Challa’s younger sister from Black Panther. She knows no boundaries, she’s a brilliant scientist and engi-
neer, and she ‘takes names’ (when necessary) in a fight for good. She’s got the brain, the brawn, and the beauty, exempli-
fying everything I want all young girls and boys to see, regularly. n

http://www.linkedin.com/in/nikkole-denson-randolph/
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Indie film distribution showed Breaker VP the potential of blockchain

QVP Partnerships, Breaker
JAKE CRAVEN

JC: When most people hear the word “blockchain” they think of cryptocurrency, speculation and “get rich 
quick” schemes. Blockchain is the underlying technology that powers crypto currency, and its enterprise ap-
plications extend far beyond bitcoin, whether in the entertainment, shipping or retail industries.  Blockchain 
offers an ecosystem where data and payments are fluid. 
      In our entertainment industry, we are providing enterprise-friendly tools that use blockchain to automate 
and streamline license fee and royalty management for intellectual property. This is a billion dollar-plus 
opportunity for us all, and at just the right time.

DEG: Are there other aspects of the digital entertainment business – production, distribution, 
marketing, etc. – that can also benefit from the use of blockchain?

DEG: Blockchain is a term everyone by now knows but may or may not really understand in practice. 
How are you using blockchain in film finance at Breaker?

JC: Like any new buzzy technology there has been a lot of hype, but blockchain isn’t a panacea. It won’t fix 
everything. That said, there are a few areas where blockchain significantly improves upon legacy systems and 
processes. Blockchain allows us to seamlessly tie money and data together. Within the context of the enter-
tainment industry, it can be applied towards inventory management, DRM and access control, advertising and 
marketing, as well as rights management and tracking provenance. 

JC: I have been fortunate to have had 
a number of mentors throughout my 
career. My former colleague, the founder 
and CEO of Gathr Films, Scott Glosser-
man, gave me my first entertainment job 
while I was still a student in law school 
and gave me an opportunity to build 
Gathr’s acquisition and, eventually, dig-
ital distribution teams from the ground 
up. For the first six months of my time 
there Scott let me sit in his office and 
listen in on all of his conversations and 
calls. Most of what I know about building 
a product and selling a new (possibly 
disruptive) technology to established 
entertainment companies I learned while 
working at Gathr Films. 

DEG: Who has been your most valuable career 
mentor and in what way, specifically, have they 
helped you? 

JC: Seeing movies in theaters. There is 
nothing like the experience of seeing a 
movie on an opening Friday (or Thursday 
or Wednesday) night in a packed theater 
filled with an engaged and excited  
audience.  n

DEG:  As many activities that have been 
closed for most of the past year begin to 
reopen, what forms of entertainment are 
you most looking forward to experiencing in 
person?

“Like any new buzzy technology there has been a lot of hype, but  
blockchain isn’t a panacea. It won’t fix everything. That said, there are a few 
areas where blockchain significantly improves upon legacy systems and  
processes. Blockchain allows us to seamlessly tie money and data together.”

JC: Before coming to Breaker, I worked for Gathr Films, which pioneered crowdsourcing one-off event cinema 
screenings. I started at Gathr as an unpaid intern during my last year of law school and stayed there for five 
years. At Gathr we were both a distribution platform and our own ticketing platform, and we shared the data we 
collected from ticket sales with our filmmakers to help them make more informed marketing decisions. I was 
able to instantly identify key markets with untapped demand, secure new screenings and see real time ticket 
sales figures. Harnessing this kind of data allowed us to generate thousands of sold-out screenings for films 
with minimal P&A spend. 
      My experience at Gathr opened my eyes to the value of having access to real time data.  It was this experi-
ence that drew me to blockchain and Breaker. 

DEG: Even before Breaker, you’ve been involved in using technology to enable specialty film distribution. 
How did you find yourself on this path?

IN THIS JOB: Three years

PRIOR EXPERIENCE: Worked at the theatrical on-demand startup 

Gathr Films. Also has a J.D. from Southwestern Law School; 

studied film and television finance and distribution law. 

HOMETOWN: Studio City, Calif.

LIVES NOW: Eagle Rock, Calif.

ENJOYS, OUTSIDE OF WORK: Playing the mandolin, reading books 

that are scarier than their film adaptations, and doing pro-bono 

entertainment legal work for emerging creators. 

FAVORITE MOVIE OR TV SHOW: The Sandlot 

jcraven@breaker.io

Craven, pictured at L.A.’s Chinatown, is looking forward to his next movie theater experience.A

mailto:jcraven@breaker.io
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QManaging Director, Telecom, Media & Entertainment, 
Deloitte LLP 
Special Advisor, DEG Board of Directors

ROBIN TARUFELLI

RT: The common themes rising to the top of my conversations are centered around customer acquisition, customer 
retention and profitability. The pandemic has accelerated consumers’ willingness to experiment with their entertain-
ment options. Once the world reopens, consumers expect to have less time and will resume their normal daily activ-
ities which leads to the question: how do you attract and retain your customers while growing the bottom line? It is 
important for M&E companies to meet the consumer where they are and understand their needs and behavior patterns 
in order to develop services that both attract and retain customers. 
      The pandemic has imposed severe economic constraints on millions of consumers. To achieve success in 2021 
and beyond, streaming providers are now challenged to cater to customers both financially and with highly desirable 
content. To address the cost concern of streaming services, I see providers increasingly offering ad-supported video 
streaming services (AVOD) as an alternative to paid subscriptions. According to Deloitte’s Digital Media Trends Survey, 
14th edition, 60 percent of consumers currently use a free, ad-supported streaming service (18 percent growth since 
the pandemic began). It’s also imperative that M&E companies continue to build their capabilities to harness customer 
data to deliver highly relevant content recommendations and targeted advertising. Ultimately, success will likely come 
down to providing the best overall customer experience possible—one that is built on a strong foundation of compelling 
content and tailored recommendations, advertising and services. 

DEG:  You have been a dedicated leader and supporter of DEG’s Canon Club and have offered some great advice from 
Deloitte’s Board-Ready Women initiative to executive women exploring the next steps in their careers. How do you 
think the media and entertainment industry, specifically, can convert talk about gender and diversity into action? 

DEG: As a Managing Director in Deloitte’s media and entertainment practice you are in the position to hear the 
perspectives of a lot of senior digital entertainment executives. What are the big themes on your clients’ minds as 
we (hopefully) start to emerge from pandemic conditions? 

RT: I believe to truly turn conversation into action, we should start with our leaders. We should 
look beyond traditional leadership tools and frameworks and shift thinking to develop inclusive 
leaders. Inclusive leadership reflects a new way of leading teams, underpinned by fairness, 
respect and creating a sense of belonging. Deloitte has found there are six signature traits of 
inclusive leadership which contribute to a successful work environment: 

1. Commitment: Treat everyone with fairness and respect, empower each other’s wellbeing, and 
foster an environment where team members can be their authentic selves.
2. Courage: Be willing to engage in tough conversations and identify opportunities to be more 
inclusive. 
3. Curiosity: Listen attentively and value the viewpoints of others. 
4. Collaboration: Create teams that are diverse in thinking 
5. Cultural Intelligence: Seek out opportunities to learn about different cultures and be aware 
of other cultural contexts. 
6. Cognizance awareness: Be aware of unconscious biases so decisions can be made in a 
transparent, consistent, and informed manner. 
     
It’s important to acknowledge that inclusive leadership is just a start, but it can help to provide a 
foundation for long-term, sustained behavior change. 

Deloitte veteran sees data development as key to delivering relevant 
recommendations and targeted ads

IN THIS JOB: 15 years

PRIOR EXPERIENCE: Started career as a tax 

consultant at Ernst and Young 

HOMETOWN: Rock Springs, Wyo.

LIVES NOW: Santa Monica, Calif. 

ENJOYS, OUTSIDE OF WORK: I’m passionate 

about travel, whether it’s flying to an exotic 

island or a road trip to a national park. I 

love new experiences that involve visiting 

beautiful places, meeting people and trying 

different food. 

FAVORITE MOVIE OR TV SHOW: I just finished 

Ted Lasso, it was like a buttery biscuit made 

of boldness, shortcomings and optimism.

rtarufelli@deloitte.com  

RT: DEG has helped members navigate these shifts by providing knowledge and resources, increasing 
awareness, sharing best practices, and helping executives stay connected and informed. There are many 
things DEG is doing well. From virtual expos to membership meetings, DEG is continually sharing the 
latest trends, industry news and leading practices in the industry. 
      Personally, I have found the shift to virtual for our DEG Canon Club events has been especially mean-
ingful. From our mentorship initiative to our signature Hedy Lamar Award, Canon Club has it all. Our 
group of women who are part of this organization are powerful, dedicated to each other and mentorship 
for all. I believe the ability to adapt and overcome new challenges quickly is key for any organization.

DEG: How do you think DEG can best help the membership navigate all the change that the entertainment industry 
is experiencing – in consumer behavior, business models, windows and even the new ways we are all working? 

“The pandemic has accelerated consumers’ willingness to experiment. Once 
the world reopens, consumers expect to have less time and will resume their 
normal daily activities which leads to the question: how do you attract and 
retain your customers while growing the bottom line?”A

DEG: You must have skipped a lot of travel in the past year. When you resume something like a regular schedule 
again, where are you headed first? 

DEGQ&A  2021  13

RT: I am dreaming of eating ramen in Japan, watching the masterful ways the Venetians can turn hand-
blown glass into art, drinking a glass of rosé on the Cote d’Azur. However, for my first stop, I have prom-
ised my 5- and 9-year-old nephews I would take them back to Disney World. I’m very proud of how resilient 
they’ve been through this pandemic.  

DEG: What is one new habit you’ve picked up while working from home this year?

RT: Prior to the pandemic, I didn’t really take the time to cook. When I did, it was something easy and 
quick. Once restaurants were closed, I quickly realized that I needed to sharpen my cooking skills. 
I found myself watching videos of chefs prepping food, planning meals ahead of time and making a 
grocery list – concepts unfamiliar to me. Should you call me Julia? Not in a million years, but I hope to 
keep learning and cooking. n

Tarufelli counts cooking 
among her pandemic- 

acquired skills.

mailto:rtarufelli@deloitte.com
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Q
Managing Director, GfK Entertainment GmbH
DR. MATHIAS GILOTH

MG: The pandemic has been impacting POS sales on 
many levels, e. g. regarding scope, pricing and variety 
of the entertainment products offered. The POS data, 
in turn, gives our clients a better understanding of 
consumer choices and data awareness therefore has 
become even stronger. For us, it’s more important than 
ever to deliver accurate data and insights right on time, 
especially when it comes to daily and weekly data that 
has gained significantly in importance. In this context, 
our dashboard tool, which helps our clients getting 
at-a-glance views of their key figures, has been playing a 
crucial role in order to enable quick access to insights.

DEG: Has the growth of consumers’ spending on home 
entertainment since the start of the pandemic had an impact 
on your business, in what clients are looking for in terms of 
data, frequency, etc.?

Market research duo tracks pandemic 
similarities and differences in media  
usage around the world 

DEG: Do you think the long closure of movie theaters, coupled with the creation of new windows during stay-at-home 
has altered consumers’ entertainment habits for the long term? 

TE: In the first months of the pandemic, there had been a clear shift to digital consumption of video entertainment. This 
effect went on during the course of the year, but on a lower level. COVID-19 has sped up the already existing development that 
video consumption becomes more and more digital, also constantly in the long term. The new windows, stay-at-home and 
social distancing are all factors that have reinforced this trend. Watching a film in a movie theater will remain an unrivaled 
experience and draw the crowds, step-by-step, back to the seats. But with major blockbusters such as No Time to Die being 
delayed several times and direct-to-streaming releases becoming more and more accepted, it’s almost impossible to predict 
when box-office sales, if at all, will return to their pre-pandemic level.

“As recorded music revenues were up in many countries in 2020, driven by  
paid streaming subscription services, the pandemic has devastated the live 
music business. This has led artists to promote and perform their music in 
creative ways.”

—M.G.A

Global Director Multimedia and Board Member,  
GfK Entertainment GmbH

TANJA EISEN IN THIS JOB: In summer, eight years

PRIOR EXPERIENCE: Various positions around  

marketing

HOMETOWN: Hochborn, Germany

LIVES NOW:  Baden-Baden, Germany

ENJOYS, OUTSIDE OF WORK: Cooking, skiing in the 

Alps, wine – especially riesling and pinot noir  

FAVORITE MOVIE OR TV SHOW: Deadpool,  
Jackie Brown
mathias.giloth@gfk.com; linkedin.com/in/dgiloth/

When he escapes his home 
office, Giloth enjoys cooking, 
skiing and wine.

IN THIS JOB: 33 years with the company

PRIOR EXPERIENCE: Various positions around entertainment

HOMETOWN: Baden-Baden, Germany

LIVES NOW: Baden-Baden, Germany

ENJOYS, OUTSIDE OF WORK:  

Golf, travel, pets, entertainment     

FAVORITE MOVIE OR TV SHOW: The Hangover and Big Little Lies
tanja.eisen@gfk.com

Eisen, pictured during a visit to Universal Studios 
Hollywood, has a sense of humor about those 
“you’re on mute” video call moments. 

&
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MG: The general trend towards digital consumption can be seen constantly throughout all territories. Nevertheless, the 
differences in dealing with the pandemic and local measures such as lockdowns show various effects. Also, physical and 
digital expenses are only a part of the picture. As recorded music revenues were up in many countries in 2020, driven by paid 
streaming subscription services, the pandemic has devastated the live music business. This has led artists to promote and 
perform their music in creative ways - such as via crowdfunding, virtual gigs and TV live shows presenting cardboard cutouts 
instead of a real audience. The physical video game and book markets were hit hard, but still managed to stay comparatively 
strong in a lot of countries, backed by newly released consoles and contract-free service offers. In Brazil, Italy and Spain, for 
instance, physical book sales were positive despite massive declines during the first lockdown.

DEG: In which countries are you seeing the most interesting or surprising trends now in terms of entertainment consump-
tion? Feel free to look beyond movies and TV to include video games, music and social media.

mailto:mathias.giloth@gfk.com
mailto:tanja.eisen@gfk.com
https://www.linkedin.com/in/dgiloth/
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MG: For me, definitely the moment, when I realized that we could cope with the new situation and that we found an office/
remote work model that works for everyone – even for employees with a challenging family situation (e. g. single parents, 
home schooling). Following the implementation of this new model, we had a digital event one evening after work and 
exchanged our experiences. I think that was the most fun part ;-).

DEG: What’s the most fun you’ve had with your colleagues since the start of remote work a year ago?

“In countries where the lockdown caused the brick-and-mortar stores 
to close for certain time periods, the physical video market declined 
instantly. In Japan, however, the physical video market remained  
remarkably strong.” 

—T.E.

DEG: You must have skipped a lot of trips in the past year. As soon as you resume travel again, 
where are you headed?

MG: As far as my work at GfK Entertainment is concerned, the U.S. – as the most important entertainment market 
worldwide and a key player when it comes to promising new innovations – will definitely be on our travel agenda. In 
Japan, we’ll push forward our plans to incorporate YouTube data into the local music charts. Overall, helping our clients 
to make the best-informed decisions is crucial in a disruptive, highly dynamic market environment. And although video 
calls can do a lot, this works better when meeting people in person, understanding their needs and facing the challenges 
together on-site. n

TE: My funniest moment was, when we had an internal discussion with the team and I shared my vision on how to deal 
with internal meetings during the pandemic, pointing out that we should always use the cameras to see each other. I 
was talking for several minutes, but no one told me that my microphone was mute and my camera was off. So, we had a 
lot of one fun all together.

DEG: Do you think there are ways your teams have experienced remote work in Europe that may be 
different from the experiences of your U.S. colleagues and clients?

TE: We were facing more or less the same challenges around the globe, when the COVID-19 disruptions began. There 
was an immediate switch in our working procedures that has since then reduced office work, physical meetings, client 
visits and travels to an absolute minimum. From my experience, the differences in working from home are more to do 
with the individual circumstances (size of accommodation, family situation) and preferences (camera on/off, business 
wear vs. sweater) than where the person you’re talking to is currently living.

TE: In countries where the lockdown caused the brick-and-mortar stores to close for certain time periods, the physical 
video market declined instantly. In Japan, however, the physical video market remained remarkably strong. Even though 
the total physical video revenue declined by 7 percent in 2020, compared to 2019, the year-over-year sales of Blu-ray discs 
increased in several months of 2020 in comparison to the same months of the preceding year. In other territories, we also 
saw slight signs of recovery. This led us to the conclusion that in certain countries, the physical video market has remained 
an important revenue factor next to the growing digital sector.

https://www.vubiquity.com/
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As windowing becomes more complex, Universal’s Bonner says 
consumers understand the benefits of transactional models

QPresident Global Distribution, Universal Pictures 
Home Entertainment, NBCUniversal  
DEG Board Director

MICHAEL BONNER

IN THIS JOB: One year

PRIOR EXPERIENCE: EVP Digital Distribution, various BD/strategy 

and distribution roles with NBCUniversal and IAC going back to 

1993 when I started my career in Media/Entertainment at Savoy 

Pictures (later acquired by IAC)

HOMETOWN: Hope, N.J.

LIVES NOW: Studio City, Calif.

ENJOYS, OUTSIDE OF WORK: Family, friends and being active/

sports (golf, basketball, Peloton)

FAVORITE MOVIE OR TV SHOW: Currently, Succession (with wife), 

Cobra Kai (with daughter)

CONTACT INFO: linkedin.com/in/michael-bonner-8860531

MB: In some ways that seems like many years ago and in some ways like just yesterday. Markets started shutting 
down and on Thursday, March 12, 2020 we sent everyone home to quickly learn how to adapt to work-from-home like 
so many other businesses. The added complexity came when we decided to quickly pivot and make several existing 
theatrical releases (i.e., Invisible Man, The Hunt, Emma) available to consumers by the following Friday (March 20). 
The coordination to execute something in one week that typically is done over six to eight weeks would have been 
unprecedented in normal circumstances, let alone while having the entire organization working remotely. 
        The bigger challenge came next when we decided to release Trolls World Tour on April 10 after it was determined 
we wouldn’t have a traditional theatrical release for the title. With less than a month, an entire theatrical campaign 
and distribution plan had to be redesigned for the home. Nothing like that had really ever been done before and it 
required a level of coordination across virtually every part of the film organization. The digital retail marketplace was 
fully engaged, and we saw amazing mobilization of resources across the market to support a watershed moment in 
film distribution. We were learning something new every step of the way and, in the end, the consumer response was 
very compelling as Trolls quickly became the biggest digital release of all time. 
        As we sit here today, we’ve now released over 20 titles with an early window, some direct to PVOD and some 
with theatrical releases with PVOD following a few weeks later. But overall, the in-home offering has proven to be a 
great complement to an impaired theatrical marketplace during COVID-19, benefiting consumers, Universal and 
our theatrical and digital distribution partners. Throughout the last year, the ability to operationalize and test new 
product offerings associated to PVOD and distill new insights into consumer behavior has been invaluable, making 
us smarter and better positioned as distribution models continue to evolve.

DEG: What were you most proud of about the way the teams performed?

MB: No doubt it’s complicated, confusing and unlikely to change anytime soon. But sometimes I don’t think we give consumers 
enough credit. Over the past year, consumers have been inundated with new business models. value propositions, window struc-
tures and new platforms/services. Consumption across all of them is very strong. While the subscription model is the juggernaut 
as you put it, the transactional offerings have also done incredibly well. We’ve seen record engagement in the transactional 
business across our library and PVOD releases this past year. While stay-at-home orders have clearly contributed to the transac-
tional success, we have seen an acceleration in new digital consumers coming into the market to buy and rent content amidst 
the growth in subscription and model/window complexity. With studios spending significant marketing budgets to promote very 
high-profile titles with non-traditional release patterns and models, I think consumers have a much better understanding now 
than before that titles are available on different services with different models. 

DEG: Your teams pivoted so quickly to launch PVOD when the pandemic started last year, working collaboratively across the 
studio to launch a new transactional window when they must have been just getting set up to work from home. Can you share 
something of what that time was like?

MB: The collaboration across various parts of the organization was really terrific, but I am particularly proud of 
the way we adapted our approach to marketing. Having a compressed window from theatrical to home entertain-
ment required a completely new approach to messaging and flighting of a media campaign. Proud yes, but more 
impressed to see the company working together in ways we’ve never done before. Credit goes to the tremendous 
leadership we have across the marketing organization at Universal. 

DEG: Subscription streaming has become such an entertainment juggernaut over the past couple of years. What do you think 
are the biggest challenges for the industry in communicating to consumers the idea that there is a lot of premium product that is 
available transactionally – for PVOD, VOD and EST – that is not available with any of their streaming subscriptions?
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MB: With all the disruption and change we are experiencing right now across the industry, it’s more important than ever to 
align where we have common interests and have an organization advocating on behalf of the stakeholders as we navigate the 
future together. Strategies will vary from company to company, but standardizing in areas that benefit all (e.g., operations/de-
livery, reporting/metrics, aspects of consumer marketing, etc.) continues to be a priority. 

DEG: As one of the newer Directors of the DEG Board, what would you like members to know about your priorities for the group? 

DEG:  What leisure activity have you missed the most over the past year, and what’s your plan for resuming it?

“I strongly believe that good content with marketing, merchandising and 
awareness will drive interest and demand and that consumers will continue 
to discover content across multiple services and business models.” 
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More quality time with his wife and 
daughters has been a silver lining to 
staying at home during the pandemic, 
Bonner says.

MB: Like most people, I just miss going out into the world. For me, I look forward to going to the movies, going out to dinner 
with friends and being more active outdoors. When I think of this past year though, I can honestly say that my memory won’t 
be about what I missed, it will be about how special the time has been at home with my family (with my wife and two daughters, 
ages12 and 15). The time has put things in perspective for all of us and for me I will be grateful for the quality time with them.  n

https://www.linkedin.com/in/michael-bonner-8860531/
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QCTO, Pixelogic Media
CRAIG SEIDEL

CS: Ironically, given that film and TV are communications mediums, the greatest source of friction is a failure to com-
municate. The supply chain is driven by information: Business rules, technical data, location of information, schedules, 
QC data, and so forth. In practice, the hardest problems are dealing with incomplete or incorrect information. My friend 
Eric Hanson (executive VP at OTT.X) studied internal workflows as a major platform and realized that people were (si-
lently) spending half their time looking for stuff, for which he coined the term LFS (with a different word for the “S”). Why 
were they LFS? Because titles didn’t match. 
      Let’s take the example of a missing Latin American Spanish subtitle. Here are some of the ways you can say Latin 
American Spanish: “es-419,” “es-LATN-419,” “es-LATN,” “LATN,” “Spanish” and “stan1128.” You can see how someone 
looking for “es-419” might miss “es-LATN-419.” Another culprit is using filenames to pass metadata. If you want to see 
how this can get out of hand, search for “Digital Cinema Naming Conventions.” 
      Whenever parties can’t completely and accurately share data the system breaks. Also, those who work with me know 
that I think spreadsheets are evil.

DEG: What new technologies do you see 
eventually being employed to help reduce 
this friction?  

CS: Every minute I’ve spent working withing the DSCA has been rewarding. Everyone is focused on 
working together to solve problems that affect the entire industry. Standards Development Organiza-
tions (SDOs) do a great job addressing certain types of issues, particularly relating to media but they 
don’t bring the expertise needed to solve our supply chain problems. The DSCA has taken on all the 
other issues, primarily those associated with digital supply chain workflows. Working groups are highly 
focused and produce results. I particularly enjoy working with such as wide cross-section of perspec-
tives and ideas. The solutions are distillation of the collective wisdom of big and small studios, plat-
forms, service providers, and other organizations. My advice to anyone frustrated with the current state 
of affairs is to show up. 

DEG: The ultimate goal of an efficient digital supply chain is to connect audiences with the content they are looking 
for, at the time they want it. Where does the most friction exist in this process today? 

CS: The overall goal is to automate 
non-creative processes. For that, a 
few specific solution areas come to 
mind. The first is identifiers, like the 
Entertainment ID Registry (EIDR). The 
second is standards. If you’re using 
identifiers and standard encoding, the 
likelihood of miscommunication goes 
down 99 percent. Finally, cloud-cen-
tric workflows. This will be as revolu-
tionary as the switch from linear to 
file-based workflows. MovieLabs has 
published a series of white papers on 
a 2030 Vision for Media Creation that 
I believe are prescient about where 
things are going.
     I’m sure some people are waiting 
for me to say machine learning, and 
there are certainly applications for 
machine learning. But the solutions 
I’m advocating remove the guess-
work, and with no need to think. 
there’s no need for AI.

DEG:  You are a longtime and incredibly involved member of the DEG Technology & Operations Committee and the 
Digital Supply Chain Alliance involving DEG, OTT.X and MovieLabs. Why do you find it so important to participate, 
and lead, on an industry level?  

Now CTO at Pixelogic after more than a decade at MovieLabs, Seidel advocates  
automating non-creative processes through the use of identifiers, standard  
encoding and cloud workflows

A

Since starting a new job during the pandemic, “it’s hard to associate 
names to faces when my Zoom-fatigued colleagues are camera shy. 
That will make the in-person meetings that much sweeter: ‘Ah! So, 
you’re not Baby Yoda! It’s just your Teams profile picture.’”

DEG:  What has it been like to leave a place where your worked for over a decade to join a new company in a very 
senior role during a time of remote work?

CS: It’s been a great experience overall. Pixelogic has a great team and I’m enjoying working with them. 
Also, it’s been fun reconnecting with many of my friends from studios and platforms who work with 
Pixelogic, even if it’s over Zoom. However, as you might expect, it’s challenging achieving the level of 
communication you have when you can just walk down the hall. Also, it’s also hard to associate names 
to faces when my Zoom-fatigued colleagues are camera shy. That will make the in-person meetings that 
much sweeter: “Ah! So, you’re not Baby Yoda! It’s just your Teams profile picture.”

DEG: Describe your ultimate “movie night.”

CS: A year ago, I would have said, “Dinner with my wife at Evvia (great Greek restaurant in Palo Alto), and 
a restored classic at the Stanford Theater.” Now, I’d have to say dinner with my wife anywhere, and anything 
that’s not streaming to my family room. I lean to science fiction and action (preferably with object-based 
sound and on a laser projector) when watching with my kids. n

IN THIS JOB: Weeks, not years

PRIOR JOB: Worked to advance technology in the film and television industry at MovieLabs

HOMETOWN: Beverly Hills, Calif.

LIVES NOW: Palo Alto, Calif.

ENJOYS, OUTSIDE OF WORK: Photography, travel, teaching entrepreneurship

FAVORITE MOVIE OR TV SHOW: Can’t tell that because it’s a security question.  

It’s tough to pick one, so I’ll give you three: Lord of the Rings.
craig.seidel@pixelogicmedia.com
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Seidel won the Lifetime  
Achievement Award at DEG’s  
Inaugural TechOps Awards in April.

mailto:craig.seidel@pixelogicmedia.com
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QFounder & CEO, Reelgood
DAVID SANDERSON

With streaming services proliferating, the industry and consumers are “experiencing 
peak choice overload” says the founder of streaming aggregator Reelgood

DS: Not at all. We’re experiencing peak choice overload in the industry, 
especially with the launch of several major new streaming services just 
last year. Along with this golden age of television also comes the paradox 
of choice, as well as discovery for what to watch happening across many 
different platforms.

DEG: When will that change, and how will the industry have to change to make seamless navigation across services a 
standard user experience?

DEG: Reelgood’s “origin story,” if you will, is that you left Facebook to solve a prob-
lem that really bothered you – having to flip between streaming subscriptions to 
decide what to watch. That was six years ago. Now there are many more streaming 
services than there were then, and many, many people still flip between streaming 
subscriptions to decide what to watch. Does that surprise you?

DS: The industry has already accepted aggregation as the natural next step. In the short-term future, you’ll begin 
to see many major media companies partnering with Reelgood to provide that seamless experience.

Sanderson and daughter Quinn 
are looking forward to a return 
to swimming lessons.

DS: 1. Market share in the context of viewership, not just subscriber numbers. 
2. Per the data we recently published around Batman Begins and The Dark Knight, titles are being licensed
to streaming services left and right. Having a good understanding of what is available and where at any given
time is a true competitive edge.
3. How catalogs stack up against competitor catalogs, including, but not limited to, where certain services are
investing and divesting. This is good for studios, production companies and competing streaming services
to understand what the market is buying, because the market effectively is the streaming services. Let’s say
Netflix is decreasing its catalog of horror but increasing its catalog of comedy—this is something media and
entertainment companies absolutely need to know in order to make the right decisions.

 
 

"We're experiencing peak choice overload in the industry,
especially with the launch of several major new streaming 
services just last year." A

IN THIS JOB: Six years

PRIOR EXPERIENCE: Product Manager at 

Facebook

HOMETOWN: Vancouver, B.C., Canada 

LIVES NOW: San Francisco

ENJOYS, OUTSIDE OF WORK: Surfing, being 

a dad, going to the movies (pre-pandemic)

FAVORITE MOVIE OR TV SHOW: Interstellar
david@reelgood.com

DS: Yes, the lock-downs during the pandemic were a major contributor to that growth. But so was the 
release of several new streaming services such as Disney+, Apple TV+, Peacock, Quibi (RIP), and HBO Max, 
which made the need for streaming aggregation all the more apparent to consumers.

DEG: Reelgood’s user base essentially tripled during 2020, from two million to six million subscribers. 
Do you attribute that all to the pandemic, or were there other factors?

DEG: What’s new and exciting in data analytics that isn’t yet being used by media and entertainment companies 
but should be, or will be soon?
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DS: I’m spending way more time in Golden Gate Park. There’s always something new to discover. I’ve missed 
the annual Cole Valley Halloween block party and Pride in the Castro. And it’s hard to watch all of my favorite 
restaurants struggle to stay afloat—one of the best parts of San Francisco is the food scene, and I look forward 
to going out to eat again!

DEG: How has your daily life in San Francisco changed since the onset of the pandemic, in a way that is 
unique to that city?

DS: Getting fully vaccinated and resuming swimming lessons with my toddler. It’s been a whole year since 
the swim school had to shut down, but she still talks about it! n

DEG: Now that things are reopening, what are you most looking forward to?

mailto:david@reelgood.com
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QCo-Founder & CEO, ScreenHits Limited
ROSE ADKINS HULSE

RH: Consumers have gone from one to two streaming services, to three to five in the U.K. and up to seven in the U.S. 
They are streaming more TV and film content and are looking at social ways in which they can enjoy online entertain-
ment with their friends and family. We have also seen consumers enjoying more of their streaming services when they 
are easily accessible, without having to switch between apps to find something to watch. Our research shows that 
before consumers used an aggregator platform to organize their streaming services, they spent on average 90 percent 
of their time on their first service and hardly any time on their second service of choice, and usually ended up cancel-
ling any additional services because they didn’t feel as though they were using them enough to justify the cost. Lastly, 
we see consumers searching for discounts and bundles. As they cut the cord, they want to have a very clear idea on how 
much they are spending for multiple services. They need to see in black and white if they are saving or not by cutting 
the cord and is the benefit greater. Bundles provide this information for the consumer in a clear and concise way, which 
makes it easier for them to switch over to app TV from traditional cable.

DEG: The pandemic really accelerated media consumption trends that had started earlier, including cord cutting and the growth of 
digital entertainment through transactional and subscription models. What does ScreenHits TV data tell you about what “television” 
means to consumers now? 

Led by entrepreneur Hulse, aggregation platform ScreenHits moved 
direct-to-consumer amid the pandemic
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DEG: You have spoken in interviews about knowing you would have to start your own company to realize your full potential. What 
advice would you give to a mid-career executive who is trying to decide if they have what it takes to leave a corporate job and start a 
business of their own?

RH: I think it is important to really understand the benefits and the risks. In order to have the courage to start a business and give 
up our immediate stability and security, we tend to gloss over the inevitable challenges in order to take that first step. I think this 
is a mistake. 
      I think it is important to look fear in the face and not turn away from it. Ensure you are prepared to handle the difficult chal-
lenges that will come your way. And to accept that failure is a steppingstone to success. You can’t have success without failure 
and if you are ok to fail then you know you are ready to start your own business. 

DEG:  What were three of the biggest leaps you had to make in the evolution of ScreenHits TV from a B2B company to a consumer service?  

RH: ScreenHits was always an aggregation platform. We started out aggregating content from distribution companies and 
streamlining the recommendation process to targeted buyers. When we saw that the industry was changing and clawing back 
their rights to build out their own streaming services, we knew there was going to be an explosion in SVOD and AVOD ser-
vices and that the consumer would become overwhelmed with choice. We knew there was an opportunity to take a well-tested 
product, from both the discovery aspect and our well-oiled recommendation tool, to create something that would address the 
changes happening in the market and to provide a unique solution for the consumer. So, we didn’t have to take major leaps to 
get there, but if I were to name three, they would be:
1. We needed to raise A LOT more money to go after the consumer market. 
2. We needed to be bold and form partnerships with the largest players in the SVOD market before launch. 
3. We had to shift our focus 100 percent to the consumer. Whatever is relevant for the consumer is relevant for us 
and our entire mentality of a business had to shift before launching our new B2C app.

DEG: Are there opportunities—or challenges – specific to launching your consumer app as we emerge from the pandemic?

RH: I think that there were natural delays, with people not being able to work in the office and our clients being backlogged in 
providing their metadata feeds, but we are all getting caught up and 2021 is going to be fantastic. The delay has allowed us to 
launch in the market with a more premium product and to have more partners on board. Life will always throw a curve ball and 
we just need to learn to adjust, stay calm and carry on, as the British like to say.

DEG: If you were magically gifted one free day to play hooky, with no responsibilities, what would you do?   

“Never be afraid of the challenges that lie ahead of you... every experience 
and lesson you have learned in your life has prepared you for the moment 
that will change your life. Trust yourself.” A

Hulse would pick a Disney cruise as 
her hooky destination, with her two 
children and reluctant husband in tow.
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IN THIS JOB: Nine years. How fast the 

time flies by!

PRIOR EXPERIENCE:  I worked in politics, 

publishing and media at companies 

including Sundance Institute, The Holly-

wood Reporter, Universal Pictures and 

Miller Publishing. 

HOMETOWN: Santa Monica, Calif.

LIVES NOW: London

ENJOYS, OUTSIDE OF WORK: Spending 

time with my family and friends, going on 

holiday, seeing musicals, having picnics 

and taking long walks in old historic 

villages in England 

FAVORITE MOVIE OR TV SHOW: Can’t Buy 
Me Love, Pretty in Pink and French Kiss. 

Total romantic and clearly a child of the 

1980s/1990s. I also have to say I am a 

sucker for anything Tudors.

CONTACT INFO: radkins@screenhits.tv

RH: I would spend the entire day playing with my children, preferably on a Disney Cruise that could turn a day into a 
month-long vacation with my two darlings and British husband – who would not appreciate that I trapped him on a 
Disney cruise for a month! n

mailto:radkins@screenhits.tv
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QCHRIS LANG

DEG: What should content owners and digital entertainment services understand about the way consumers 
apportion their screen time each day, in order to earn a larger share of it? 

CL: It doesn’t seem like a huge surprise now, but one of the unexpected 
things for us in our business initially was how men ages 35 to 44 came back 
to news in such a big way. That’s a demographic we’d seen moving away from 
local news for years, and suddenly they were back in droves. It’s also been in-
teresting to see just how willing consumers are to try out new paid streaming 
services through this time. As people have been stuck inside and not going 
out as much, the money has been less important. While price is still a factor, 
obviously, those decisions have been driven by content, choice, and availabil-
ity. Now the next challenge is helping viewers manage all their services and 
navigate through all that content without getting overwhelmed. 

CL: It’s all about convenience – which screen is in front of me and where is 
it easiest to find the content I want at any given moment? This first hit me 
a few years ago during a focus group when a millennial described sitting on 
the couch, in front of a big screen TV, choosing to watch content on a tablet 
instead. “It’s just easier,” he said. And you know what? Sometimes he’s right.

DEG: What most surprised you about consumers’ entertainment usage 
habits while everyone stayed at home in 2020?

IN THIS JOB: 19 years with the company, six to 

seven years in this role

PRIOR EXPERIENCE: Started in local TV, worked 

for another research company and briefly for an 

internet start-up during the initial dotcom boom

HOMETOWN: Oklahoma City

LIVES NOW: The NW suburbs of Los Angeles

ENJOYS, OUTSIDE OF WORK: TV, reading, soccer, 

running through our home “ninja course” with my 

wife and kids (all seven of them)

FAVORITE MOVIE OR TV SHOW: Raiders of the 
Lost Ark
chris@smithgeiger.com

CL: On the news side, there’s definitely a correlation – Republicans are more likely to consume FOX News, for example, 
while Democrats are more likely to use CNN or MSNBC. And beyond that, we’ve seen that conservative viewers are more 
likely to consume the “long tail” of news content – they feel less well-served by “major media,” so they’ve been more 
likely to dip into smaller sources, blogs, etc. On the entertainment front, those distinctions aren’t as stark – “funny” 
content is the top desire for both Democrats and Republicans, for example. But we do see differences in how much they 
want to see COVID-19 reflected in their entertainment content: in our most recent tracking study, Republicans are three 
times more likely than Democrats to say they’ll tune out if they see characters in an entertainment program dealing with 
COVID-19 (19 percent vs. 6 percent). Conversely, 42 percent of Democrats say they like seeing COVID-19 reflected in their 
entertainment programming, vs. 23 percent of Republicans.

DEG: One of the biggest themes of 2020 was the political divide in the U.S. Is there a correlation between 
politics and entertainment consumption – either the content people choose, or the platforms they choose to 
consume it? 

Partner/EVP Insights & Strategy, SmithGeiger

SmithGeiger research maven believes convenience is the key to consumers’  
entertainment choices; helping them navigate content is the industry next challenge

Lang has a home “ninja course” and lots of 
company to run through it. His household 
includes wife Tiffany (pictured) and their 
seven children.

“Republicans are three times more likely than Democrats to say 
they’ll tune out if they see characters in an entertainment program 
dealing with COVID-19.  Conversely, 42 percent of Democrats say 
they like seeing COVID-19 reflected in their entertainment  
programming, vs. 23 percent of Republicans.”

DEG: What best practices can you share for keeping your teams engaged, positive and well during remote work?

CL: We’ve tried to have regular team Zoom meetings and the occasional Zoom “coffee hour,” but I do 
think teams have to be more purposeful about communication when working remotely. Slack has also 
worked really well for us in helping to stay more connected. We’ve had a couple of socially distanced 
get-togethers, too, which has been great. At the end of the day, there’s just no substitute for time to-
gether, whether that’s on Zoom, phone calls, Slack or in person. 

DEG: What are your go-to sources for general and business news, and for industry insight?

CL: I read The Wall Street Journal, Los Angeles Times, and The New York Times every day to try and make sure I 
get a balanced perspective. For industry news, I read a bunch of different things – Cynopsis, Deadline,  
Television News Daily, CTAM SmartBrief, Variety, The Hollywood Reporter. n

A
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QCEO, Sonopress GmbH (part of Bertelsmann)
SVEN DEUTSCHMANN

Pandemic-related supply chain shifts saw more entertainment product moving 
through non-traditional retailers, digital distribution, notes Sonopress chief 

SD: At Sonopress, digital transition has been part of our deeply rooted supply chain with its operational DNA for many 
years as a complementary component. Not least because optical storage media is a digital format. All content and 
images are permanently stored in a digital tape library at our company and since we store many hundreds of thousands 
of physical assets, whether as magnetic tape or original analog material in our physical archives, it was obvious to 
continuously digitize this content for our clients. 
      As an example, it is estimated that in Europe alone there are more than 100 million hours of audio material that has 
not yet been digitized - a huge potential indeed. In addition, we got involved early on with content preparation, encod-
ing and digital distribution for video, audio and games. In parallel, we developed digital anti-piracy models to protect 
content on the internet for the benefit of content owners. We call this service mBargo which supports efficiently to 
protect the unauthorized downloading of movies, music and game content, whether on peer-to-peer platforms or on 
hard-to-identify servers. With this offer we can complement the physical business of optical data carriers.

DEG: Sonopress works in a range of sectors outside film, including music, video games, audiobooks and software. Was 
your business in these various sectors affected differently by the COVID-19 pandemic? Where do you see the most poten-
tial for growth in the near future?

DEG: Sonopress has a long-established reputation as a manufacturer of physical media. But, like the rest of the 
entertainment industry the company has also evolved by expanding its digital capabilities. Will you tell us a bit 
about that evolution and how Sonopress is a different company than it was three years ago? 

SD: In some market segments, there have been drastic effects 
over the past year as a result of the stay-at-home-measures taken 
to combat the pandemic. The retail lockdown is the most visible 
aspect. Some of the market segments suffered heavily in the supply 
chain due to the closures in retail in various countries; on the pos-
itive side NTOs (non-traditional-outlets) such as food superstores, 
as well as Amazon and other e-commerce e-tailers, have stepped 
quite rapidly into this segment. In addition, in the games publish-
ing market segment, a major share of business shifted to digital 
distribution models, while in the music sector, many live events 
and concerts were canceled, and the associated new releases were 
postponed – though we expect for music a quite strong regain in 
second half of 2021. 
      In addition, the trend towards direct shipments including B2C 
workflow models will continue to prevail. Above all, the heading “car-
bon free supply chain” will gain in significance – and this applies 
equally to the digital as well as to the physical supply chain. The 
elimination of plastic and product packaging made from renewable 
raw materials will come more into focus.

Deutschmann expects video calls  
to be a lasting complement to, but  
not a substitute for, in-person  
business meetings.

IN THIS JOB: Joined Bertelsmann in 1992, since 1996 

Managing Director of Topac MultimediaPrint GmbH and 

since 2003 Head of Sonopress GmbH 

PRIOR EXPERIENCE: In the printing and storage media 

business since the mid-1980s

HOMETOWN: Hamburg

LIVES NOW: Gutersloh area/Germany in Westphalia

ENJOYS, OUTSIDE OF WORK: In my free time I like to 

be by the sea and on the water. Listen to music, watch 

movies, read and also like to write thrillers myself. E-bike 

riding I have now also added.

FAVORITE MOVIE OR TV SHOW: My favorite movies are 

the serials of James Bond, Bourne Identity and Mission 

Impossible.

CONTACT: sven.deutschmann@bertelsmann.de

linkedin.com/in/sven-deutschmann-9326792

SD: When the pandemic hit our markets unexpectedly and threatened the distribution channels, we quickly got together 
with our innovation teams. One advantage was that we were close to the expected market needs and requirements through 
our Hong Kong plant. Face shields had quickly become a very relevant protection mechanism in the Asian economic area, 
and so it was obvious that we wanted to check out both the sourcing options via our colleagues at Sonopress Hong Kong, 
as well as the production in our own European manufacturing sites. We benefited from our experience in replicating the 
microstructures of optical data carriers in clean room environments and from our access to sources of highly transparent 
plastics like polycarbonate. It was a great project and involved many interesting aspects, even if it was only a small contri-
bution in our overall business in 2020.

DEG: We noticed on your web site that Sonopress last year began producing protective face shields in addition to your work 
in media. Can you tell us how this came about and provide an update on what you’re doing with this project now? 

DEG: You must have skipped a tremendous amount of travel over the past year. What destinations are at the top of list when you 
begin to travel again?

SD: In our global network at Sonopress, there were already many international calls and video conferences before – yet the 
intensity and frequency increased decisively during the challenging COVID-19-time phase. In my opinion, this will continue to 
complement our communications both internally and with customers and partners in the future and lead to a new basis. I see 
this as complementary and by no means substitutive.

DEG: How has your role as a company leader changed in the past year? Do you think it’s a permanent change?

A“Within a few weeks, we had a fully developed [face shield] product on the market 
and were able to make our small contribution to combating the pandemic. In 
addition, the project created a positive mood among our staff, as it represented 
a certain mission in an uncertain time. Being able to do something good for the 
people was a fantastic motivating initiative for us.”

SD: Indeed, although flying itself is only the way to get to the goal. It’s about the face-to-face meeting, which is irreplaceable 
in terms of its importance, effectiveness and efficiency. My first long-haul flight to North America will probably take me to Los 
Angeles, and I’m already looking forward to that. n

DEGQ&A  2021  29

mailto:sven.deutschmann@bertelsmann.de
https://www.linkedin.com/in/sven-deutschmann-9326792/
www.sonopress.de


DEGQ&A  2021  31DEGQ&A  2021  30

QCEO Americas, Vuulr
THOMAS HUGHES 

IN THIS JOB: Joined the company in January 2021

PRIOR EXPERIENCE: My entire career has been spent in 

media, half in local broadcast and half in Hollywood.

HOMETOWN: Conway, S.C.

LIVES NOW: Manhattan Beach, Calif.

ENJOYS, OUTSIDE OF WORK: My hobbies are my family 

and photography. That’s it. Whatever my wife and two 

daughters choose to do, that’s what I’m interested in. 

As it relates to photography, most of the efforts there 

center around taking photos of family and friends.

FAVORITE MOVIE OR TV SHOW: Stand by Me, Seinfeld
thomas.hughes@vuulr.com

TH: Respect and reverence for the difficulty and complexity of developing, creating, and distributing high-quality content. 
Said another way, how the business works. In an effort to help make licensing deals more efficient and to close them faster, 
Vuulr presents a new way of doing business. I wouldn’t be able to stand in front of my former studio constituency and con-
vince them Vuulr offers an opportunity to reach new and more buyers if I didn’t have the experience and knowledge of how the 
business works. I conducted business the old way for over 12 years and have felt the pain of inefficiencies. This experience I 
bring to Vuulr is precisely why the founder Ian McKee asked me to join the company and help Vuulr expand.

DEG:  While Vuulr was started before the coronavirus pandemic 
shifted the entire business online, the company has certainly proved 
to have the right business model at the right time. How can Vuulr 
complement in-person festivals and markets as vaccinations roll out 
around the world and people begin traveling again?

DEG:  What is the most valuable thing that you learned in your previous studio jobs that you are bringing to Vuulr? 

TH: Festivals and in-person markets are critical components in 
both building relationships and industry knowledge sharing – I 
hope they never end! However, as the supply and demand for 
quality content have grown exponentially, a global marketplace 
like Vuulr that’s “open” 24/7/365, means we are the engine sup-
porting buyers and sellers in licensing transactions. Festivals and 
in-person markets can become more focused on celebrating the 
art of film and TV, idea sharing, education, creative growth and 
relationship building.

Hughes talks taking a leadership role at global online content marketplace 
Vuulr (sounds like Ferris Bueller) during the pandemic

TH: The challenge is getting the word out, letting folks know Vuulr is already a vibrant marketplace with active buyers 
and sellers. The opportunities are greater. Let’s say you’re a start-up AVOD platform in Latin America with a solid busi-
ness plan and proper financial backing but little to no Hollywood connections or experience – good luck finding the right 
people at studios and other distribution companies. Vuulr speeds up every step of the process, from discovery to deal. 
      On the flip side if you’re a content owner or distributor, how do you reach this growing number of buyers surfacing 
around the globe? I explain it this way to lay people who ask me what I do: if you manufacture a consumer product, 
would you only want to sell from your own storefront or would you prefer to have the product on the shelves of every 
Walmart in the U.S.? The answer obviously is YES, Walmart. While I’m not professing Vuulr is as big and powerful as 
Walmart, the analogy is key. The Vuulr marketplace presents unfettered access to the largest, single gathering of con-
tent buyers and sellers, and we’re just getting started.

DEG: What opportunities – and challenges – do the growing number 
of new streaming services, both major and targeted, create for your 
business?

“I try desperately to be a good listener. When I left Lionsgate, I had to change  
my Twitter handle from @thomaslionsgate to something new. After much 
thought, I landed on @thomaslistens. My handle is a daily reminder to listen 
more than I talk.”

DEG: How has it been not only starting a new job, but starting from scratch to build a U.S. operation for Vuulr, in our current 
world of remote work?

TH:  I’m in the same boat as the rest of the world. While interviewing and subsequently joining a new company over video chat is 
certainly out of the norm, I had the pleasure of meeting Vuulr’s founder Ian McKee at MIPCOM in Cannes, in October 2019, just prior 
to my Lionsgate departure. At least Ian and I had a personal encounter prior to my joining the company. I desperately miss the face-
to-face interaction with a team of co-workers, however there are efficiencies in doing business remotely. Plus, it’s fun to meet people 
in their homes on video chats because the walls come down a bit. People share tidbits about their home life, children, family, pets, 
habits, etc. While there’s no substitute for shaking hands or hugging business folks I know and care for, this works for now.

DEG:  What new work habit have you developed in the past year that you think will benefit your eventual 
post-pandemic routines? 

Boating with family and friends is a favorite 
pastime.  Pictured (l. to r.):  Hughes, wife Tammy, 
Meagan Burrows (former president of Paramount 
Domestic Home Entertainment), Don Burrows 
and Hughes’ youngest daughter, Carolina.

A 
TH: I’m consistently dumbfounded by people’s lack of willingness to listen and overwhelming desire to talk. I try desperately to be 
a good listener. When I left Lionsgate, I had to change my Twitter handle from @thomaslionsgate to something new. After much 
thought, I landed on @thomaslistens. My handle is a daily reminder to listen more than I talk. This has become inextricably linked 
to the pandemic by virtue of the vast majority of communication being done via video chats. There’s a different type of concentra-
tion required to engage with people via a screen versus sitting across the table in-person. I certainly hope this effort to listen more 
and talk less continues for me when we’re all back together - face to face. Former CNN host Larry King famously said, “I never 
learned anything while I was talking.” n
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EUROPEAN ROAD SHOW SEPTEMBER

SALON | THE A TO Z OF NFT JUNE

TRENDS IN CONTENT LICENSING  SEPTEMBER

2021: 3 MONTHS IN... MARCH 24 | 10:30 AM 

FALL MEMBERSHIP MEETING OCTOBER

DEG 2021 SEND-OFF & CELEBRATION DECEMBER

MIDYEAR REPORT: THE STATE OF THE  AUGUST 
DIGITAL MEDIA INDUSTRY (INCLUDING PRESS)

DEG/CANON CLUB’S HEDY LAMARR AWARDS  NOVEMBER

AN HOUR WITH KEN ZIFFREN, ZIFFREN BRITTENHAM LLP:  APRIL 13 | 1 PM
PERSPECTIVES ON CHANGING DISTRIBUTION MODELS

MENTORING KICKOFF SEPTEMBER

DEG TECHNOLOGY & OPERATIONS AWARDS APRIL 28 | 3 PM

2021 DIGITAL EVENTS
2020 YEAR-END REPORT: THE STATE OF JANUARY 27 | 10:30 AM 
THE DIGITAL MEDIA INDUSTRY (INCLUDING PRESS)

For an UPDATED LISTING of DEG and industry events, please see degonline.org/events.

TO REGISTER or for more information, please email Shannon@degonline.org.

For information about event SPONSORSHIP OPPORTUNITIES, please email Andi@degonline.org.

To be considered as a SPEAKER, please email Marcy@degonline.org.

THE MATURING D2C LANDSCAPE  FEBRUARY 25 | 10:30 AM 

SUPPLY CHAIN INNOVATION  JULY 

5/5/21

ALL TIMES ARE PACIFIC AND ALL EVENTS ARE DIGITAL, EXCEPT WHERE INDICATED, AS OF MAY 2021. 

THANKS TO OUR SPONSORS, DEG DIGITAL EVENTS ARE FREE TO ATTEND

THE EXPANDING WORLD OF LOCALIZATION  JUNE 17 | 9:30 AM 

SALON WITH SARA DeWITT OF PBS KIDS DIGITAL FEBRUARY 9 | 1 PM

SPRING MEMBERSHIP MEETING PRESENTED BY MAY 20 | 1 PM

DEG BOARD MEETING PRESENTED BY AUGUST 3 | LOS ANGELES

mailto:Shannon@degonline.org
mailto:Andi@degonline.org
mailto:Marcy@degonline.org
https://www.degonline.org/events/
https://www.whipmedia.com/
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