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Jyoti DeshpanDe,  
CEO - ViaCOm18 

PrEsidEnt - JiO studiOs 
CO-Chair - FiCCi mEdia & EntErtainmEnt

Ready to take on post-pandemic challenges, 
media veteRan Jyoti deshpande, speaks heR 
mind on the Road to RecoveRy and and gRand 
vision to help the indian m&e sectoR navigate 
towaRds becoming a $100 billion industRy

the 
pathFindeR    

        Muddled with his own desires and his family’s desires for him, Kishan, a lad of 17, has 
to make a choice: whether to live a predictable life around his remote Himalayan village 
or migrate to the city. Working in a cafe in a nearby town, he has disturbed sleep and bad 
dreams at nights. And at times has visions while awake—flashes of fleeting but strong 
images. Khanaur is the vernacular word for a Himalayan variety of bitter chestnut, which 
the villagers believe is made edible by washing regularly for seven straight days. The 
film looks at the aspirations, fears and insecurities of living in the present times, through 
the eyes of a young Kishan, as he yearns for the bitterness to eventually fade away from 
the fruit. It is about the inner beauty and charm of people who live in harmony with 
nature—till now free of the constant pressure of conformity, of embracing consumerism 
and fruits of globalization. True, Kishan will want to leave one day, wanting to indulge in 
these temptations.
       Khanaur (Bitter Chestnut) is the third feature  from Indian director Gurvinder Singh, 
whose earlier two films, Alms for the Blind Horse and Fourth Direction, have premiered 
at Venice and Cannes film festivals respectively and won numerous international awards.
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aNd wIll bE EtcHEd IN our mEmory For a loNG tImE. From HoNourING 
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THE MEDIA

FOR FIVE DECADES, AMIT KHANNA HAS BEEN THE TORCHBEARER AND VISIONARY 
OF INDIAN MEDIA AND ENTERTAINMENT INDUSTRY. HIS NEW BOOK — ‘WORDS, 

SOUNDS, IMAGES’ — TRACES THE HISTORY OF M&E IN INDIA FROM THE INDUS VALLEY 
CIVILIZATION TILL MODERN TIMES. WE DELVE DEEP INTO HIS UNIQUE MIND...

Excerpts from the 
book published by 

Harper Collins India

Amit Khanna 
poet, lyricist, 

writer, filmmaker 
and historian
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SOUMITRA RANADE, 
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Paperboat Animation Studios 
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(with help from Canada)
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C

from tHE EdItor

We are delighted to present the 
latest issue of  Pickle on the 
special occasion of  MIPCOM 

2022 at Cannes. Undoubtedly, this is the 
finest in the global media markets that 
empowers delegates to network with the 
best business minds, capture emerging 
trends, listen to masterminds, create 
business for product and services and 
think innovation. It is a must attend 
for decision makers to grasp the new 
ecosystems in the media business.

MIPCOM Cannes 2022 is very special this 
year as British producer and distributor 
will be recognised with the inaugural 
Studio of  Distinction Award. Created 
by RX France (organisers of  MIPCOM) 
to mark a landmark achievement by a 
global studio or platform, the first Studio 
of  Distinction Award will be presented 
to BBC Studios in the week that the 
BBC reaches the milestone of  100 years 
of  public service broadcasting in the 
UK and in its 90th year of  international 
broadcasting.

Another new element Central to 2022’s 
MIPCOM CANNES is ‘The Seaview 
Producers Hub’, a new 1000SQM (10, 
673SQFT) event space set against the 
backdrop of  Cannes’ iconic sea view 
and reflecting a continued focus 
at the market on development, 
Co-Production and funding 
partnerships. This is the need 
of  the hour as delegates from 
across the world will be 
visiting MIPCOM after two 
years in the wake of  the 
Covid crisis.

Top Indian M&E companies – ZEEL, 
Disney Star TV, IndiaCast, Sony Pictures 
Networks India, Green Gold, Paperboat, 
Powerkids, Toonz Animation Group,  Eros 
International, Shemaroo Entertainment, 
Ultra, YoBoBo, -- who are regulars at 
MIP Markets have immensely benefited 
from exporting content and services at 
MIPCOM.

This year, India Pavilion is organised 
by Services Export Promotion Council 
(SEPC) with support from the Ministry 
of  Information and Broadcasting and 
Ministry of  Commerce and Industry, 
Government of  India. A new brand 
logo positioning India as the Content 
Hub of  the World is set to be unveiled at 
MIPCOM this year. The Indian media 
ecosystem is changing fast. There are 
few markets in the world where you 
could see both traditional and new media 
flourishing.

We have an insightful interview with 
Graphiti’s Munjal Shroff, creator of  the 
pre-school musical series Deepa & Anoop 
(streaming in Netflix, produced by Mattel 
Inc). Deepa & Anoop has created a wow 
among kids across continents. Munjal 
is a gamechanger who has now given a 
new tag line “Create in India” for global 
IPs. He reflects India’s pride, heritage, 

fun, and friendship that is relatable 
to children worldwide in Deepa & 
Anoop, ably working with co-creator 
Lisa Goldman and Heather Kenyon.

Our forthcoming November 
issue is focused on the 
American Film Market and 

LocationExpo. Do drop in 
a line to get connected 
in the Indian M&E 
business.
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MIPCOM 2022 has an incredible 
lineup of  conferences and events, 
giving attendees access to the 
most anticipated shows, talent, 
subjects, and series as they 
ascend to the top of  the global 
content ecosystem. MIPCOM 
Cannes is expected to welcome 
over 10,000 delegates from 96 
countries. Here’s what you can 
expect      

NavigatiNg  
MiPCOM 2022

The appetite for a full-strength 
international MIPCOM could not be 
more apparent and is clear evidence of  a 
confident, energised global TV industry. 
We are grateful for the overwhelming 
enthusiastic response to date to plans and 
particularly for the inaugural Producers 
Hub.
 Lucy Smith

Director, Entertainment Division

RX France



www.pickle.co.in13 India’s Only Media BIZ magazine for the world



www.pickle.co.inIndia’s Only Media BIZ magazine for the world14

aiM television Pvt Ltd

Seeking partnerships to sell/license its con-
tent in international markets. 

Hi-tech Film & Broadcast 
academy Private Limited

To sell its IP “The Pandavas” and looking out 
for good production opportunities and high-end 
outsourced jobs.

Contentflow Studios

To Showcase its content for sale and build co-
production opportunities for future projects.

indiaCast Media Distribution 
Pvt. Ltd. (a tv18 & viacom18 
venture)

India’s first multi-platform ‘Content Asset 
Monetization’ entity, whose shows encapsulate 
a social message which are relevant to most 
cultures across the world, is looking for 
syndication opportunity. 

Eenadu television  
Private Limited

Seeking Pay TV and Digital licensing rights 
of  Animated kids series and Movies along 
with documentaries, exploring in parallel 
the international avenues of  kids content 
syndication.

Klay Entertainment

Seeks to sell/license its content. Apart from 
this, the company is also looking forward to 
understanding the pulse of  the market.green gold animation Pvt 

Ltd

To network with the participants and 
visitors and explore opportunities for 
content licensing, content syndication, 
production studios, co-productions and 
studio services.

Madhu Entertainment & Media 
Pvt. Ltd.

Looking for matching partners to sell its content 
in international market.

Indian studios and production companies attending 
mIPCom 2022 are looking for business opportunities 
with the global entertainment industry through a variety 
of tailor-made events and matchmaking sessions, 
including In-booth meetings, opening and closing 
parties, thought-leadership events, and so on. this is 
what they hope to accomplish at the event dubbed “the 
mother of all entertainment content markets.”

SEEKiNg tO BuiLD 
PArtnErsHIPs
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Paperboat animation Studios

Seeking Co-Production for new IPs and 
service work for animation and VFX

Sony Pictures Networks india 
Pvt Ltd

Looking at exploring strategic partnerships 
with local OTT and IPTV platforms towards 
their VOD offering with the company’s 
premium content, a wide repertoire of  over 
1000+ hours of  TV & Web Series along with an 
array of  Short-form programming, across a 
variety of  genres.

Powerkids Entertainment 
Pvt. Ltd.

Looking for sales opportunities for its 
existing and new catalogue of  kid’s 
entertainment content.

toonz Media group

Seeking content opportunities for its co-
production shows as well as world-class and 
diverse animated library content.

Reliance animation Studios 
Pvt. Ltd

Besides offering VFX solutions, the 
company is looking for partnerships to 
exploit existing content on digital platform 
and in international markets and cater to 
the service requirements of  domestic and 
international producers.

ultra Media and Entertainment 
Private Limited

Looking to sell a rich catalogue of  more than 
2000 Bollywood movies & 2000 episodes of  
TV Shows offering potential buyers various 
rights which includes OTT/VOD, Satellite TV, 
Terrestrial TV, Mobile, Free TV, Pay TV, etc. 
Also, seeking to buy International Content 
across various languages for the SAARC region.

Sagar World Multimedia 
Private Limited

Seeking world-wide distribution rights for 11 
episodes of  a digital original series. 

Yoboho New Media Pvt Ltd

Looking to license its content catalogue to 
explore newer platforms and reach a larger 
audience, and acquire non-verbal kids shows for 
distribution on its network.

Zebu animation Studios

The company brings four unique, funny, 
adventurous and wholesome IP’s to Mipcom 
2022 that both kids and parents can enjoy all 
over the world.

Zee Entertainment Enterprises 
Limited (ZEEL)

The company is looking for licensing and 
syndication opportunity for one of  the 
largest libraries of  creative and broadcasting 
entertainment content in the world.
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WORLD’S BiggESt 
AudIo-VIsuAl mArkEt
Get your new shows in front of key buyers: launch, 
promote and sell your shows kick-start your projects: 
connect with producers and co-production partners to 
early-stage finance, cement deals and partnerships;  Get 
a first look at the latest trends: world-class conferences 
and keynotes with creators, thought leaders, tech and 
visionaries

Not only is MIPCOM  the  place 
to source and sell the freshest 
content globally, it is teeming 
with opportunities to help you 
create new business, green-
light partnerships and lift-off  
to co-production projects at the 
earliest stages of  development.

Focus on india

Thought leaders from the Indian M&E sector 
will discuss how India’s studios have won 
praise for their creativity and have gone 
above and beyond to become the global hub 
for projects and post-production. The leaders 
of  the industry will also discuss how Indian 
producers can ensure that the globalisation 
of  the country’s content boom, which has 
been fueled by the growth of  OTT platforms, 
new technologies, and emerging content 
production formats following COVID-19.

Market insights

MIPCOM 2022 provides participants with the 
opportunity to delve deeply into the global 
trends shaping the world of  entertainment. 
Expect to uncover key insights that will help 
you successfully steer projects in the coming 
year.

MiPCOM Cannes Exhibition

The annual International Co-Production and 
Entertainment Content Market has more 
than 300 exhibitors reserving space to show-
case their products and services. There will 
be over 40 new exhibitor companies from 21 
different nations at MIPCOM.

‘New’ Co-Production & 
Funding Market 

The Seaview Producers Hub, a new 1000SQM 
(10,673SQFT) event space set against Cannes’ 
iconic sea view and reflecting a continued 
focus at the market on development, Co-
Production, and funding partnerships, is at 
the centre of  MIPCOM CANNES 2022.

MiPCOM Cannes Conference

The Seaview Producers Hub programme 
gives the overall conference schedule more 
depth. Keynote speakers from prominent 
international studios, producers, platforms, 
and distributors, such as Amazon Studios, 
BBC Studios, Banijay, Fox Entertainment, 
and Fremantle, are expected to address 
the audience. The market will also feature 
notable speakers, global premieres, and 
special events.

01
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Co-Production & Financing

In the Producers’ Hub Programme, the 
conference themes will range from how a 
small independent company develops and 
finances big projects for studio pick-up, to 
the ever-changing landscape of  distribution 
and streaming. VFX

Boost to Diversity & inclu-
sion

The sixth edition of  the MIPCOM CANNES 
Diversify TV Awards will take place during 
MIPCOM on October 19, 2022, and is 
dedicated to championing and promoting 
diversity and inclusion in all its forms 
across the international television industry. 
This year, two new categories have been 
added to the Awards: the Behind The 
Scenes Impact Award (which recognises a 
person or team for their influence, actions, 
determination, and/or vision behind the 
scenes) and the Premio MIP Cancun (which 
honours programmes originating in, and 
for, Latin America, the Caribbean, and/or 
U.S. Hispanic that exemplify diverse and 
inclusive stories across the region).

MiP talks

The MIPCOM Cannes 2022 series of  MIP Talks 
cover drama, unscripted, kids, documentary, 
esports. Participants can expect to inspire their 
business and celebrate innovation, creativity, 
and purpose. 

Media Mastermind Keynotes

Top leaders in the world of  TV entertainment 
will share their vision of  the future in these 
inspiring talks.

MiPCOM Cannes Screenings & 
talents

The Cannes red carpet allows exclusive access 
to world premieres and special screenings of  the 
most highly anticipated series in 2022. Partici-
pants can discover market screenings in audito-
riums all week.

viSit iNDia  
PaviLiON

P1 F-2
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As ZEE Entertainment Enterprises has turned 
30 this october, there is an additional reason to 
celebrate the occasion because ZEE has been 
attending mIPCom for more than two decades to 
expand India’s global presence in content through 
their ZEE Content sales arm

30 gLORiOuS YEaRS 
ZEE: ExPaNDiNg 
IndIA’s GlobAl  
ContEnt footPrInt
ZEE@MIPCOM

In India, ZEE Entertainment 
Enterprises has been in 
business for 30 years, 
transforming the media 

and entertainment industries 
by providing the best content 
experiences to audiences in 
India and around the world. 
ZEE had a modest beginning 
by launching the first private 
satellite television channel in 
the nation. Since then, it has 
made significant contributions 
to the nation’s liberalisation 
process by fostering positive 
societal change both on and off-
screen.
Today, ZEE is not only a well-
known household name, but 
it also holds a commanding position 
as a global media and entertainment 

powerhouse, serving as 
the cultural ambassador 
for Indian content on the 
international stage through 
its consumption platforms, 
according to ZEE
According to its ZEE 4.0 
vision, the business is 
expanding its horizons 
by establishing a solid 
technological foundation 
through its Technology and 
Innovation Centre to foster 
innovation and data-driven 
capabilities, as well as 
recently making a comeback 
in the sports industry.
The mantra at ZEE has 
always been to lead by 

example, demonstrating its commitment 
and determination to build a robust 

Punit Goenka,

MD and CEO of  
ZEE Entertainment 
Enterprises. 
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Zee Entertainment Enterprises Ltd. (ZEE) is a media & entertainment powerhouse 
offering entertainment content to diverse audiences. With a presence in over 190 
countries and a reach of more than 1.3 billion people around the globe, ZEE is among the 
largest global content companies across genres, languages, and platforms.

Zee Content Sales is the licensing and syndication arm of Zee Entertainment Enterprises 
Limited (ZEEL) and currently houses one of the largest libraries of creative and 
broadcasting entertainment content in the world. 

It offers a wide array of content in multiple languages including Hindi & English, covering 
all genres: Romantic, Family, Thriller / Horror, Biopic / Biographical, Historical / Costume, 
Fantasy / Mythological, Comedy, Kids Entertainment, Food / Lifestyle, Reality / Variety, 
Talk Shows & Documentary / Travelogue.

   1.3+ Billion viewers

   190 countries

   120+ channels

   300k + Hours of premium entertainment 

   5000+ Movie titles
website:www.zeecontentsales.com | MIPCOM 2022 Stand Number:P-1, K51

e-mail:contentsales@zee.com

version of  the company while also defining 
the future of  the media and entertainment 
industry in India, the company said in a 
statement.
“It is indeed a momentous occasion as the 
nation’s first home-grown entertainment 
company, ZEE, completes three wonderful 
decades of  entertainment and value-
creation,” said Punit Goenka, MD and CEO 
of  ZEE Entertainment Enterprises. 
He added that this landmark is especially 
significant because it also commemorates 
the beginning of  India’s media and 
entertainment industry. “The trajectory of  
ZEE over the years can be summarised by 
its rapid expansion, its willingness to take 
calculated risks in order to continuously 
explore new opportunities, and its 
unwavering commitment to maximising 
value for all stakeholders. We are preparing 
to accelerate the Company’s growth and 
transform into a formidable player in the 
emerging markets as we lay the strategic 
roadmap for the next 30 years,” he said.
The Zee Global Content Sales, a licencing 
and syndication arm of  Zee Entertainment 
Enterprises Limited (ZEEL), has one of  the 
world’s largest libraries of  creative and 
broadcasting entertainment content and 
offers a good selection of  Family Dramas, 
Documentary & Travelogues, and Health 

& Wellness content to the global audience.
ZEE has also made a significant contribution 
to society’s well-being, inspiring positive 
societal change both through its iconic 
stories and through numerous initiatives 
that improve the lives of  people from a 
variety of  social backgrounds. ZEE is 
laying a solid foundation through targeted 
investments in the television, digital, and 
film production industries as the company 
enters its next phase of  growth.

it iS iNDEED a 
MOMENtOuS OCCaSiON 

aS tHE NatiON’S 
FiRSt HOME-gROWN 

ENtERtaiNMENt 
COMPaNY, ZEE, 

COMPLEtES tHREE 
WONDERFuL DECaDES 

OF ENtERtaiNMENt aND 
vaLuE-CREatiON

Punit goenka, 
MD and CEO of 

ZEE Entertainment Enterprises. 



With an estimated $30 billion in annual 
revenue, the Indian media and entertainment 
(M&E) market is set to expand on a global 
scale, presenting a plethora of  opportunity 
for exponential growth. By Vivek Ratnakar
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The ever-resilient Indian 
Media and Entertainment 
industry has recovered in a 
big way after two tumultuous 

years of  an unprecedented Covid-19 
crisis, and uncertainty that followed. 
Time spent on entertainment, news, 
and sports has increased more than 
ever as the M&E sector stepped in to 
inform, educate, and entertain. Every 
home is now actively interacting with 
some aspect of  M&E across multiple 
screens, to relax, to work, or to study. 
Post, pandemic digital media has 
firmly established itself  as the 
second largest segment of  Indian 
M&E. Digital and other technologies 
played a significant role in this, 
shifting the power equation in favour 
of  consumers.
The significant increase in content 
support that India’s animation and 
VFX sector offers to top international 
content studios is another success 
story. The mantra ‘Make in India and 
Show the World’ could be powered 
by this fusion of  technical know-
how and creativity, launching Indian 
stories and storytellers onto the 
international stage.

iNDia iS HOME tO 385 MiLLiON 
MiLLENNiaLS, aCCOuNtiNg FOR 
65% OF tOtaL iNDiaN POPuLatiON, 
WHO ExHiBit CHaNgiNg MEDia 
CONSuMPtiON HaBitS aND EvOLviNg 
LiFEStYLES.

A Unique  
Consumer Market

The media and entertainment 
market in India has always 
been unique—high volume 
and low ARPU, but leading 

the pack in terms of  technology 
and adoption of  digital channels. 
Indian consumers love bundles 
and quantity, but also pay for good 
value. India is one of  the top markets 
for smartphones and yet there is 
a sizable feature phone user base. 
Indian consumers love to watch 
free satellite TV and subscribe to 
international OTT platforms while 
also binge-watching YouTube.
India is home to 385 million 
millennials, accounting for 65% of  
total Indian population, who exhibit 
changing media consumption habits 
and evolving lifestyles.
The democratisation of  M&E in India 
has been facilitated by technology; 
content is now produced for, by, and 
of  the people. Consumer data flow 
offers detailed and real-time insights 
into what consumers like and dislike, 
when, where, and how they consume 
products, as well as whether the price 
points are reasonable.
Never before have Indian consumers 
had more influence over what kind of  
content and experiences are created, 
when and where they should be 
delivered, and how they should be 
promoted.
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A Favorable 
Environment 

India feels compelled to support 
the transformative impact of  
digitization and the development 
of  electronic infrastructure for 

media and entertainment delivery. 
The country is prepared to seize the 
opportunity to position itself  as a 
cluster of  skills and capabilities for 
the global media and entertainment 
industry in order to transact media 
and entertainment business and 
become the world’s leading content 
hub.
With a growing middle class of  tech-
savvy buyers and thriving innovation 
industries, the Indian M&E 
industry is undergoing a massive 
transformation and exponential 
growth, offering opportunities to 
excel in almost every M&E vertical, 
including Films, TV, Print, Digital 
Advertising, Animation, VFX, 
Gaming, Comics, OOH, Radio, and 
Music.

WitH a gROWiNg MiDDLE CLaSS OF tECH-SavvY 
BuYERS aND tHRiviNg iNNOvatiON iNDuStRiES, tHE 
iNDiaN M&E iNDuStRY iS uNDERgOiNg a MaSSivE 
tRaNSFORMatiON aND ExPONENtiaL gROWtH, 
OFFERiNg OPPORtuNitiES tO ExCEL iN aLMOSt 
EvERY M&E vERtiCaL.

Role of 
Government 
Policies

Government policies are 
facilitating the creation of  
an environment in which 
media and entertainment 

start-ups can be incubated and 
supported in order to maximise 
participation in the content creation 
and dissemination market.
The Government of  India has taken 
a number of  actions, including 
digitising the cable distribution 
industry to draw more institutional 
funding, raising the FDI cap in cable 
and direct-to-home (DTH) satellite 
platforms from 74% to 100%, and 
giving the film industry status to 
facilitate easy access to institutional 
financing.
The Government of  India’s Ministry 
of  Information & Broadcasting 
established the Film Facilitation 
Office (FFO), which serves as a single 
point of  contact for producers and 
production companies to receive the 
necessary filming permissions.
The Ministry of  Information and 
Broadcasting has combined the Film 
Media Units under one corporation 
in December 2020, which has resulted 
in a convergence of  resources and 
activities and better coordination, 
ensuring synergy and efficiency 
in carrying out each media unit’s 
mission.
The Government of  India has also 
formed an AVGC Promotion Task 
Force and work is underway to 
create an Animation, Visual Effects, 
Gaming, and Comic (AVGC) Centre 
for Excellence.
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FILMS 
PRODUCED  

1800

SMART PHONES  
600 MN

OTT  
PLATFORMS  

50

TV  
CHANNELS 
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700 MN
ACTIVE  

INTERNET USERS

MOBILE PHONES  

1.2 BILLION
200 MN

TV HOMES

INDIA  
OPPORTUNITY
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Rise of Digital 
Economy

The audio-visual industry 
is heavily influenced by 
data. Platforms use data to 
provide tailored content to 

consumers and to capture consumer 
preferences, which they then use 
for advertising or to deliver more 
content.
Digital technology is lowering the 
cost of  content production, creating 
new opportunities to create high-
quality content. Low-cost digital 
cameras, camcorders, and editing 
equipment capable of  producing 
broadcast-quality output have 
reduced the cost of  production and 
lowered the barrier to entry into the 
industry.
The spread of  digital technology 
allows both small Indian companies 
and established media companies 
to participate in the growing global 

Growth Drivers

The macroeconomic outlook 
for India, the English-
speaking workforce, the 
government’s renewed 

emphasis on ‘Make in India for 
the World,’ and the emergence of  
the digital economy are all clear 
indicators of  intent.
In India, the M&E industry has 
seen advancement and change in 
the past few years. New inscription 
technology has indeed contributed 
to audience segmentation and 
fragmentation. Increased internet 
penetration provides an unlimited 
forum for publishing, broadcasting, 
multimedia, and interactive services. 
With over 900 million internet 
subscribers, 700+ million smart 
phone users, 500 million active social 
media users, 900+ TV channels, 
510 million gamers, and 1.2 billion 
mobile subscribers, M&E in India has 
the potential to significantly boost 
economic growth and job creation.

In India, rising content demand and 
shifting consumer preferences, as well 
as increased access to smart phones, 
smart TVs, and handheld devices, are 
creating unprecedented creative and 
commercial opportunities for content 
providers.
India is well-positioned to cater to 
the use of  digital technology, both in 
terms of  required skills and project 
management capabilities. There 
are more and more opportunities 
to manipulate media content of  
any type for distribution in another 
format. This ability to manipulate 
and repackage content fosters 
entrepreneurship and job growth.
The presence of  qualified engineers 
who can work on digital technology in 
India, as well as creative talent capable 
of  producing world-class content that 
can cross geographical and cultural 
boundaries, is positively impacting 
media production, distribution, and 
consumption patterns. With the 
advent of  on-demand viewing and the 
proliferation of  content, measuring 
viewer behaviour has become critical.

M&E market. Digitization and the 
expansion of  the internet are lowering 
many barriers to market entry and 
creating opportunities for smaller 
businesses with expertise in new 
forms of  content creation.
India has only recently started to 
reimagine life in the Metaverse, 
where our digital and physical lives 
collide. This is a world with limitless 
creativity and a world that connects 
people across borders.
India is also sharply focused on 
creating the required infrastructure, 
giving incentives, bringing in more 
clarity on regulations, promoting 
technologies of  tomorrow like 5G, 
AR/VR, Artificial Intelligence, etc, to 
further boost the growth.
With these steps, India will be able 
to capitalise on new opportunities 
because the growth potential and 
market size are enormous. The level 
of  digital adaptability demonstrated 
during COVID-19 is bound to open 
up new opportunities in both the 
domestic and export markets.
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MuNjaL SHROFF OF 
gRaPHiti, CREatOR 
OF tHE PRE-SCHOOL 
MuSiCaL SERiES DEEPa 
& aNOOP ON NEtFLix, 
uNDERSCORES tHat 
HOW tHE MattEL 
iNC. PRODuCED 
aNiMatiON iP SERiES 
REFLECtS iNDia’S 
PRiDE, HERitagE, 
FuN, aND FRiENDSHiP 
tHat iS RELataBLE tO 
CHiLDREN WORLDWiDE

iNDiaN
DELigHtFuLLY
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Munjal Shroff 
director & Coo of Graphiti multimedia

deepa & Anoop, a colourful and music-driven animated 
children’s series currently available on netflix, has been well 
received by children all over the world. the pre-school series 
based on original IP content demonstrates the strength of the 
Indian animation industry. munjal shroff, director & Coo of 
Graphiti multimedia Pvt. ltd., discusses how a decade and 
a half of creative work culminated in a series that celebrates 
Indian heritage, art, and fun

the Creator
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What is it like to be “The 
Creator” of Deepa and 
Anoop?

I am completely overjoyed! It’s been a 
long but incredible journey. I believe 
we could do an entire show about 
our 16-year journey to get Deepa and 
Anoop out of  our heads and onto the 
big screen. There is no greater joy for 
a creator than seeing your characters 
and stories come to life. It’s a fantastic 
high. 

Lisa Goldman, one of your co-
creators, stated that Deepa & 
Anoop took eight years from 
pitch to Netflix streaming. Is 
it now a timeless property, 
like Barbie?

Lisa and I embarked on this journey 
in 2006 when she first came to India 
and fell in love with everything Indian. 
Every time I watch the Netflix show, I 
get goosebumps. Barbie takes decades 
to build, and no one understands this 
better than Mattel. We just released 
the first season and are now waiting 
for kids all over the world to fall in love 
with the absolutely adorable Deepa 

gOOD StORiES HavE NO 
LiMitS. iNDia HaS SO 

MuCH tO OFFER, aND WE 
HavE a LONg tRaDitiON 
OF StORYtELLiNg tHat 

DatES BaCK CENtuRiES. 
tHE RaMaYaNa aND 
MaHaBHaRata aRE 

ONLY tHE tiP OF tHE 
iCEBERg

and Anoop. We’d be overjoyed if  Deepa 
and Anoop had the same fan base as 
Barbie.

You have supported Indian 
animation for more than 20 
years; what is your vision for 
it?

I firmly believe in the Indian philosophy 
of  “Vasudhaiva Kutumbakam” - The 
entire world is one big family. When 
it comes to content, good stories 
have no limits. India has so much to 
offer, and we have a long tradition of  
storytelling that dates back centuries. 
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The Ramayana and Mahabharata are 
well-known, but they are only the tip of  
the iceberg. India has over 40 cultural 
zones, each with a diverse range 
of  painting styles and performing 
arts. Indian music is equally rich 
and diverse, with numerous musical 
schools (gharanas). We have attempted 
to bring wonderful folk stories to our 
growing audience of  over 40 million 
children through our award-winning 
animated movie series Krish, Trish, 
and Baltiboy.
Indian culture, stories, and characters, 
in my opinion, have a lot to offer the 
rest of  the world. Shows like Mighty 
Little Bheem and, more recently, 
Deepa and Anoop have demonstrated 
that shows with an Indian ethos can 
resonate with a global audience in the 
same way that any other American, 
European, Japanese, or Korean show. 
I believe that Indian animation, like 
Japanese anime, will carve out a 
distinct identity.

Graphiti has been a 
trailblazer in the creative 
process of Animation Art. 
Recently, we saw a blend of 
animation and live action in 
the documentary Secrets of 
the Kohinoor.

The Secrets Documentary Series is 
very special. When Friday Storytellers 
approached us for the first episode, 
Secrets of  Sinauli, we had never worked 
on a documentary, let alone one about 
a landmark archaeological discovery 
that would rewrite world history. The 
first episode went on to win numerous 
awards for best documentary and best 
series.
Secrets of  the Kohinoor is the 
second episode. For this, the team at 
Graphiti really pushed the envelope. 
We created 80+ characters and 250+ 
matte paintings for 25 minutes of  
animation and infographics. We really 
indulged and we are very grateful that 
Discovery+ and Friday Storytellers 
gave us a wonderful canvas to work 
with. 
The stunning Graphic Novel style 
animation shows the 1000 year history 
of  the Kohinoor Diamond. Secrets of  
the Kohinoor is the most definitive 
documentary on the Kohinoor. It’s a 
must watch for any history buff.

Now that the Government 
of India has established an 
AVGC taskforce, how do we 
shift gears to capitalise on 
the opportunity for Indian 
studios?

I am a member of  the policy task 
force. We’ve had some excellent policy 
reform discussions with the Ministry 

WE aRE PREPaRiNg 
tO HavE 20 MiLLiON 
SKiLLED aRtiStS iN 
tHE avgC SECtOR. OuR 
gOaL SHOuLD BE tO 
iNCREaSE OuR gLOBaL 
MaRKEt SHaRE NOt 
ONLY iN tHE SERviCES 
SECtOR, But aLSO 
BY CREatiNg gLOBaL 
FRaNCHiSES tHROugH 
FiLM PRODuCtiON aND 
SHOWS FOR tHE gLOBaL 
MaRKEt
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of Information and Broadcasting. 
The government has recognised the 
industry’s potential in Animation, 
VFX, Gaming, Comics, and XR. In fact, 
this industry is on track to overtake 
films very soon. India’s global AVGC 
market share is less than 2%, so we 
are sitting on a massive opportunity. 
The industry is benefiting greatly 
from our demographic advantage of  
a young workforce. We are preparing 
to have 20 million skilled artists in the 
AVGC sector. Our goal should be to 
increase our global market share not 
only in the services sector, but also by 
creating global franchises through film 
production and shows for the global 
market.

What does the future hold 
for India’s storytelling and 
image-making capabilities? 
You’ve been a supporter of 
digital alternative and 2D 
animation... What are your 
thoughts on the metaverse 
universe?

The Metaverse is a fantastic 
opportunity. Both the technology 
and the audience are evolving. The 
question that content creators must 
ask themselves is what unique 
experience they can provide to their 
audience that will entice them to visit 
the Metaverse. I don’t think we’ve been 
able to provide a convincing answer to 
that question yet. My studio, Graphiti, 
has been tasked with answering this 
question. As animation producers, we 
are better positioned to create one-
of-a-kind experiences that will entice 
audiences to visit the Metaverse. 
Another significant opportunity is for 
us to extend our existing character 
franchises into the Metaverse, 

immersing fans in the worlds of  their 
favourite characters.

How do we put co-production 
agreements into effect? 

Co-production funds and tax 
breaks are essential for facilitating 
co-productions. We are actively 
collaborating with the government on 
policy reforms, and I believe we can 
anticipate some positive developments 
in this area very soon.

Tell us about how Munjal 
appears as a character in 
Deepa & Anoop. 

Actually, the Mattel team deserves 
credit for that. They chose the name 
Munjal for the Royal Bengal Tiger. 
I was deeply moved by the gesture 
because it made me feel very special. 
Munjal is stunning and majestic!

tHE MEtavERSE 
iS a FaNtaStiC 

OPPORtuNitY. BOtH tHE 
tECHNOLOgY aND tHE 

auDiENCE aRE EvOLviNg. 
tHE quEStiON tHat 
CONtENt CREatORS 

MuSt aSK tHEMSELvES 
iS WHat uNiquE 

ExPERiENCE tHEY CaN 
PROviDE tO tHEiR 

auDiENCE tHat WiLL 
ENtiCE tHEM tO viSit 

tHE MEtavERSE
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tHE aMaZiNg 
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Deepa and Anoop have 
a wonderful, innocent 
friendship. Even though 
Deepa frequently uses 

overtly enthusiastic schemes to her 
advantage, Anoop always has Deepa’s 
back because she genuinely cares 
about him and never stops trying to 
mend fences. Welcome to the sweet, 
innocent and amazing world of  
Deepa and Anoop, the first original 
series on Mattel Television based 
on original intellectual property, 
which was produced by Kickstart 
Entertainment and was conceived by 
renowned animator Munjal Shroff, 
accomplished writer Lisa Goldman, 
and award-winning producer Heather 
Kenyon.

Friendship, respect for others’ 
feelings, and caring for others 
are some of  the values that the 
preschool series hopes to instil in the 
impressionable young minds of  its 
Netflix audience in over 90 countries 
speaking 26 languages. The show 
gives viewers a taste of  Indian culture, 
food, traditions, language, and vibrant 
festivals as it seeks to become a part 
of  the happy childhood memories of  
millions of  children around the world.

Deepa’s family is friendly and 

affectionate, and they adore one 
another. They accept each other 
for who they are and focus on their 
strengths while laughing off  their 
flaws. Her partner in crime is a 
200 pound colour changing baby 
elephant. His colour along with his 
big expressive eyes, his funky trunk 
and his big floppy ears tell you exactly 
what Anoop is feeling.
The official Mango Manor welcomers, 
Deepa and Anoop are always eager to 
make visitors’ stays memorable and 
comfortable. During this time, Deepa 
would go into hyper-hospitality mode 
and say, “I know exactly what to do.” 
For Anoop, these words frequently 
spell trouble. But Anoop would gladly 
help Deepa with her plans to provide 
comfort for the visitors to Mango 
Manor.
Most Indian movie songs, particularly 
in older films, would transport 
the actors to fantastical or exotic 
locations. Therefore, the creators 
thought it would be entertaining 
to do so, as Deepa solves all of  the 
problems in Bollywood style, one 
song at a time. This allows kids to join 
Deepa and Anoop on their adventures 
by travelling with them to these fun 
fantastical scenarios.

the musical series follows the adventures of deepa, a seven-
year-old girl, and her best friend Anoop, a half-ton color-
changing baby elephant. the dynamic duo creates music, 
merriment, and mischief while they work together to solve the 
simplest of problems with the most imaginative of solutions
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The development of  this “fun, safe, 
and wholesome” show began in 2006, 
but Munjal Shroff’s business partner 
at Graphiti and his mentor, the late 
Ram Mohan, were always eager to 
create programmes that would allow 
Indian stories to be told and Indian 
culture to be shared with the rest of  
the world.
Ram Mohan, the late Chairman of  
Graphiti Studio had invited Lisa 
Goldman to India to do an animation 
writing workshop. Lisa was making 
her first trip to Mumbai and had 
simply fallen in love with India. She 
was a kid in a candy store, loving the 
food, culture, people, and, Bollywood! 
The show started as an idea that 
features an Indian girl, her pet, and 
her hilarious Indian family. The 
character was named Dimple (now 
Deepa) because she has the sweetest 
smile with lovely dimples.
“If  you lose your smile, it’s Dimple’s 
mission to bring it back — Bollywood 
style!” was one of  the early log lines 
for the show, recalls Munjal Shroff. 
The creators wanted to do something 
unique for the pet and elephants come 
to everyone’s mind when relating to 
India. So they thought it would be cool 
if  Deepa could have a 200-pound baby 
elephant as a friend and accomplice.
Everyone who joined the journey after 
that thoroughly enjoyed bringing 
these characters to life, fell in love 
with Deep and Anoop, and in some 
way enriched them.
Heather was someone Lisa and 
Munjal Shroff  had known for a 
long time. They frequently sought 

her advice and kept her up to date 
on all developments on the show. 
They decided to bring Heather on 
board in mid-2012 so that they could 
work closely with her on the show’s 
development.
Munjal Shroff  believes that children 
are the most valuable audience in the 
world, and that it is the responsibility 
of  creators to create shows that are 
engaging, fun, safe, and wholesome. 
Kids are also a brutally honest 
audience who will be fiercely loyal to 
shows they enjoy. “The opportunity to 
create a show and characters that kids 
will fall in love with and lavish their 
love and adoration on is a joy and 
deeply satisfying experience for me,” 
he admits. While Mattel is well-known 
for creating entertainment content 
based on its fan-favorite brands, they 
were thrilled to collaborate with 
Netflix on a heartwarming series 
based on original IP.
Mattel Television’s Senior Vice 
President of  Creative, Christopher 
Keenan, hopes that young audiences 
around the world will find this 
heartwarming series as authentic 
as it is relatable. It is Mattel’s first 
original series based on entirely new 
intellectual property.

DEEPa & aNOOP’S FiRSt 
SEaSON CONSiStED OF 11 

30-MiNutE EPiSODES aND 
tWO 22-MiNutE SPECiaLS. 

tHE EPiSODES FOR tHE 
SECOND SEaSON WiLL BE 

avaiLaBLE SOON.
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‘autHENtiC, 
ORigiNaL & 
oVErwHElmInG’

Deepa & Anoop has received 
an overwhelmingly positive 
response around the world, 

according to Christopher Keenan, 
Senior Vice President of  Creative at 
Mattel Television, who believes the 
heartwarming series is authentic 
and relatable to young audiences 
worldwide.
We have been lucky to work alongside 
best-in-class advisors and cultural 
consultants during every stage 
of  Deepa & Anoop’s development 
and production,” says Keenan who 
hopes that young audiences around 
the world will find this delightful, 
heartwarming series as authentic 
as they do relatable. “We couldn’t 
be more proud or excited that Deepa 
& Anoop is Mattel’s first original, 
animated series, based on such a 
wonderfully original concept,” he 
adds. Providing more details on 
how the show has been performing 
globally, Keenan says that the 
reaction to the series has been 
overwhelmingly positive. 

“Deepa & Anoop has only recently 
launched globally on Netflix and 
the second batch of  episodes will 
be added within a month’s time. 
The reaction to the series has been 
overwhelmingly positive and we’re 
receiving extremely encouraging 
feedback from audiences all around 
the world. Kids love the characters, 
comedy, music, and richness of  
the animation, while parents and 
caregivers regularly applaud the 
show’s positive themes and inclusive 
storylines.”
Working with the series’ creators 
and co-creators, Munjal Shroff, Lisa 
Goldman, and Heather Kenyon, 
brought the best of  the creative and 
production processes to the series. 
“Each of  the three creators of  Deepa 
& Anoop, along with our talented 
development and production teams, 
brought something unique to the 
creative and production process. 
This has truly been one of  the most 
collaborative projects on which 
I’ve ever worked; the passion of  
the creators fueled every step of  
the process and shines through 
in every episode,” says the Senior 
Vice President of  Creative at Mattel 
Television.

Producer’s Take

Christopher-Keenan

Senior Vice President of  Creative  
at Mattel Television

tHE REaCtiON tO tHE 
SERiES HaS BEEN 
OvERWHELMiNgLY 
POSitivE aND WE’RE 
RECEiviNg ExtREMELY 
ENCOuRagiNg 
FEEDBaCK FROM 
auDiENCES aLL aROuND 
tHE WORLD. KiDS LOvE 
tHE CHaRaCtERS, 
COMEDY, MuSiC, aND 
RiCHNESS OF tHE 
aNiMatiON



www.pickle.co.in35 India’s Only Media BIZ magazine for the world

Heather Kenyon

Co-Creator, Deepa & Anoop

autHENtiCitY 
iS tHE KEY   

Authenticity is essential in any 
project, but especially for 
Deepa and Anoop there was 

the need to authentically represent 
not only a family of  South Asian 
descent, but also Deepa’s friendship 
with her best friend, says Heather 
Kenyon, Executive Producer, Citizen 
Skull Productios/Citizen Kids, who 
collaborated on the project.
The friendship between the two main 
characters is what makes Deepa 
and Anoop work. When you watch 
them, you can tell there is a real 
affection between them, and Anoop’s 
expressions and noises will steal the 
show! He’s so adorable. Authenticity 
is essential in any project, but 
especially in this one, we needed to 
authentically represent not only a 
family of  South Asian descent, but 
also Deepa’s friendship with her best 
friend,” says Kenyon.
Speaking on the enthusiasm of  the 
creators, she adds that the main 
element that led to the sale of  Deepa 

and Anoop was Lisa’s infectious 
enthusiasm for the project and 
Munjal’s useful insights.
“She just shone whenever Lisa 
pitched the project, and you could 
tell she loved the show. That kind 
of  enthusiasm goes a long way 
because it means you’re dealing with 
creators who truly understand their 
characters and the world they’re 
painting or creating. Munjal provided 
so much insight, chiming in with 
culturally authentic details and story 
ideas, relationship nuances, which 

First-Hand Account

would then be woven back into the 
materials by Lisa,” Kenyon reflects.
However, the process of  getting 
Deepa and Anoop on television, and 
getting it made, was fraught with 
complications. “But as one door 
began to close, another would open, 
so we knew we were onto something. 
We had a property that was going 
to land somewhere and get made 
because networks were telling us they 
were probably wrong, which never 
happens. We just knew that the right 
partners would come together sooner 
or later — and they did with Mattel 
and Netflix,” Kenyon says.

tHE FRiENDSHiP 
BEtWEEN tHE tWO 

MaiN CHaRaCtERS iS 
WHat MaKES DEEPa 

aND aNOOP WORK. 
WHEN YOu WatCH tHEM, 

YOu CaN tELL tHERE 
iS a REaL aFFECtiON 
BEtWEEN tHEM, aND 

aNOOP’S ExPRESSiONS 
aND NOiSES WiLL StEaL 

tHE SHOW!
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tHE 
ORigiNS OF  
dEEPA & AnooP

This has been a 17 year 
journey from the moment 
the idea chose me until now. 
It all started when Kartik 

Mohan (Ram Mohan’s son who is 
also in animation) came to a WIA 
NYC meeting with Simi Nallaseth 
(now a Mumbai-based animation 
director/artist). Maybe this was 2005 
or 6 and I was the president of  WIA 
at the time. Kartik is now my adopted 
brother. Shortly after, Kartik said he 
wanted me to meet his parents who 
were visiting from India. I said yes 
and little did I know Kartik’s dad was 
the Walt Disney of  India. Ram Mohan 
changed my life! Truly. 

We had many discussions and in one, 
Ram told me how India would never 
be a leader in the industry until India 
was creating its own IP. His company, 
Graphiti Multimedia, was starting 
an animation school at the time and 
he wanted me to teach a workshop 
on writing for animation/creating 
shows. I instantly said yes! And 
this is how a nice Jewish girl from 
Nutley, New Jersey winds up with an 
animated Bollywood preschool show.

Ram submitted my resume to the 
Mumbai International Film Festival 
(MIFF) and I was chosen to be on the 
international jury. During the film 
fest, we’d get the Times of  India every 
morning at the hotel and I couldn’t 
wait to get it. Since I am such a big 
fan of  all things Hollywood, I was 
very much attracted to the column on 
page 3 covering all things Bollywood. 
I kept thinking if  you were the little 
kid in one of  these first families 
of  Bollywood, your life would be 
a Bollywood movie. This inspired 
“Deepa & Anoop!”

After MIFF I did the workshop 
for Graphiti and on that day, I had 
breakfast with Munjal Shroff  and his 
partner, Tilak Shetty. This is where 
we first met. They suggested we 
work on a show together. They said 
you think of  the concept/characters 
— so you do the words and we’ll do 
the pictures! “Deepa & Anoop” was 
born shortly after that (inspired 
from those newspaper columns and 
conversations about Bollywood with 
Ram and Munjal)! 

First-Hand Account

the co-creator of deepa and Anoop, acclaimed writer 
and script consultant lisa Goldman, takes us on a 17-year 
journey of the idea that culminated in a series that enabled 
mattel to expand its roster of beloved brands well beyond 
the toy aisle and into the television and film space



www.pickle.co.in37 India’s Only Media BIZ magazine for the world

Originally, Deepa was called 
“Dimple.” Munjal and I always had 
a lot of  fun working together. We 
learned a lot. Sometimes people 
share in a project but when 17 years 
happen, you share a lifetime. It’s been 
great knowing Munjal and working 
with him all these years. It’s rare that 
you get this kind of  opportunity.  And 
Ram Mohan, changed my life! It was 
an honor to know him.

Heather came on board to help us 
sell the show. She was instrumental 
because she knew how to navigate 
the industry and drive home a sale. 

Her feedback on the show was also 
invaluable. Christopher Keenan 
has been Deepa & Anoop’s biggest 
advocate from moment one. The pitch 
meeting was one of  those magic pitch 
meetings. 

It was at Mip Jr. in 2014, where Heather 
Kenyon and I pitched Christopher on 
a Wednesday and two days, he called 
Heather to say he wanted the show.  
Everyone Mattel has brought to 
the show from story editor, writers, 
producers, voice actors, music 
composer, animators have all helped 
to make the show even more special.

ORigiNaLLY, DEEPa WaS CaLLED ‘DiMPLE.’ 
MuNjaL aND i aLWaYS HaD a LOt OF FuN 
WORKiNg tOgEtHER. WE LEaRNED a LOt. 

SOMEtiMES PEOPLE SHaRE iN a PROjECt, 
But WHEN 17 YEaRS PaSS, YOu SHaRE a 

LiFEtiME. it’S BEEN gREat gEttiNg tO KNOW 
MuNjaL aND WORKiNg WitH HiM aLL tHESE 

YEaRS. it’S RaRE tHat YOu gEt tHiS KiND OF 
OPPORtuNitY
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tory of  animation in India can be traced 
back to the 5th century BC, when scroll 
paintings and later shadow puppets were 
used to tell stories. In fact, storytelling 
was a well-established profession in an-
cient times. Beyond the Mahabharata and 
Ramayana, India has a very rich litera-
ture with thousands of  stories, mytholo-
gies, and epics. Aside from stories, there 
are hundreds of  rich and diverse schools 
of  painting, graphics, folk arts, and even 
different puppet styles.

At Graphiti, India’s premiere anima-
tion studio, we are passionate about our 
rich artistic heritage. We decided very 
early to tap into our rich heritage to de-
velop our own shows-our IP. We chose to 
bring alive the world of  colour, art and 
stories through our unique movie series 
Krish, Trish and Baltiboy, recipient of  
the Audience Choice Award at 2011’s CMS 

What are the benefits of  col-
laborating with Indian Ani-
mation Studios? That is the 
question that most inter-

national producers will ask. Indian ani-
mation studios have already established 
themselves as a strong production part-
ner with a proven track record, but the 
Indian animation industry is much more 
than just cost arbitrage. Let’s take a clos-
er look at some of  the other factors that 
make Indian Animation Studios a great 
partner for developing and co-producing 
original IPs.

The first Indian animated short film, 
Aagkadyanchi Mouj (Matchstick’s Fun), 
was produced in 1915 by Dadasaheb Phal-
ke! This was only two years after he pro-
duced India’s first feature film, Raja Har-
ishchandra, in 1913. Phalke is known as 
the “Father of  Indian Cinema.” The his-

with their foundations in India’s centuries-old rich heritage 
in animation, literature, and arts, Indian studios have been 

producing high-end animations for global brands, and 
captive facilities have been springing up to tap into the 

Indian talent pool 

 By Munjal Shroff 
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PArtnErInG  
WitH iNDiaN 

StuDiO
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India’s mythology is rich, with well-known epics 
such as the mahabharata and ramayana. but 

because they are religious in nature, they may not 
have universal appeal... the key is to filter that out 

to create fun characters.

ters and engaging stories with a lot of  
playfulness, drama, and intrigue, and to 
create something new that a global audi-
ence can enjoy even if  they don’t under-
stand the cultural context.

In 2009, Cartoon Network shorts pro-
gram SNAPTOONS cherry picked three 
Indian studios Miditech, Famous and 
Graphiti to co-develop three  show  Su-
lochana and Nature Detectives, Johnny 
goes to Bollywood and Kul Veera. The 
shorts produced were then screened 
across all the Cartoon Network Channels 
in Asia Pacific to gauge the audience re-
action. Graphiti’s Kul Veera was the top 
rated shorts out of  the 15 shorts produced 
by various studios of  APAC. Kul Veera is 
a gripping fast paced, original story with 
characters from the Mahabharata and 
some new ones as well. The action, the 
choreography, the 3D animation is fabu-
lous and featured great performances as 
well, it is tightly scripted and has a global 
appeal. Kul Veera was packaged for the 
international market, it featured top voice 
talent from Hollwood including Mark 

Children’s Film Festival. Our 40+ million 
viewers on Cartoon Network, POGO and 
Gubbare channel just love the show. 

India has a rich mythology, with well-
known epics such as the Mahabharata 
and Ramayana. The challenge with these 
epics is that because they have a religious 
context, they may not have a global appeal 
because buyers avoid buying children’s 
content with religious overtones. The key 
is to filter that out, to create fun charac-
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iNDia HaS a vERY 
RiCH LitERatuRE 
WitH tHOuSaNDS OF 
StORiES, MYtHOLOgiES, 
aND EPiCS. aSiDE FROM 
StORiES, tHERE aRE 
HuNDREDS OF RiCH aND 
DivERSE SCHOOLS OF 
PaiNtiNg, gRaPHiCS, 
FOLK aRtS, aND EvEN 
DiFFERENt PuPPEt 
StYLES
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re-launched the channel in India with 
this show. The trend continues today with 
Fukkrey Boyzz and Little Singham on 
Discovery Kid  and  Golmaal Jr on Nick’s 
Channel Sonic.

OTT Platforms like Netflix are al-
ready working with Indian Producer and 
developing original IP and acquiring con-
tent which have strong Indian connect. 
Graphiti’s shows Krish, Trish and Balti-
boy and Yom have been acquired by Net-
flix  and released not just in English and 
Hindi but also in Chinese, Korean,  Turk-
ish and Polish language. This clearly show 
that these shows are being also served to a 
global audience and not just English lan-
guage audience. The Indian show Mighty 
Little Bheem produced by Green Gold An-
imation become the second most popular 
Netflix Kids original.

And now my show, Deepa and Anoop 
which was produced by Mattel and was 
commissioned by Netflix as a Netflix 
Original launched on the August 15th, 
2022.  The show has been created by Lisa 
Goldman, Heather Kenyon and me. Deepa 
& Anoop follows the lively adventures of  a 
fun-loving Indian girl named Deepa, who 
is growing up in her multigenerational 
family’s bed and breakfast called Mango 
Manor, and her bestie: a color-changing 
baby elephant named Anoop. The self-pro-
fessed “concierges of  fun,” the duo makes 
it their mission to ensure that guests of  
Mango Manor have a great stay … and 
get up to all sorts of  imaginative shenani-
gans in the process. My inspiration for 
Anoop the pink elephant comes from the 
bedecked elephants of  Jaipur Elephant 
Festival. Mango Manor is inspired from 
the numerous boutique hotels in India 
that have distinctive Indian décor. And of-
course Bollywood is the inspiration for all 
the song and dance numbers that feature 
in every episode. It’s a delightfully Indian 

Hamill (Luke Skywalker in Star Wars: 
The Last Jedi).

Yoga is India’s greatest gift to the 
world and a global trend, but it is still 
underutilised in the children’s space. So 
Graphiti took Yoga and gave it a super-
hero twist to create Yom. Yom chronicles 
the exploits of  a brash young boy who 
gains animal-based superpowers by per-
forming...yoga poses. Yom was created in 
collaboration with Disney and premiered 
on Disney Channel India in 2018 to high 
ratings and critical acclaim.

Bollywood films have been gaining 
global audiences and Indian producers 
are capitalizing on this trend and produc-
ing shows inspired and based on char-
acters from hit Bollywood films. In 2004 
Graphiti co-produced with Nickelodeon 
the award winning live action cum ani-
mated series “J Bole Toh Jadoo” based on 
the licensed character Jadoo from the hit 
Bollywood film Koi Mil Gaya. In fact Nick 
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Graphiti’s shows krish, trish and baltiboy 
and Yom have been acquired by netflix 
and released not just in English and Hindi 
but also in Chinese, korean, turkish and 
Polish language

MY iNSPiRatiON FOR 
aNOOP tHE PiNK 
ELEPHaNt COMES 
FROM tHE BEDECKED 
ELEPHaNtS OF jaiPuR 
ELEPHaNt FEStivaL. 
MaNgO MaNOR iS 
iNSPiRED FROM tHE 
NuMEROuS BOutiquE 
HOtELS iN iNDia tHat 
HavE DiStiNCtivE 
iNDiaN DéCOR
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and is planning various schemes such as 
co-production funds, signing co-produc-
tion treaties and launching a public kids 
broadcasting channel. All these factors 
will benefit any co-production that is done 
with Indian Studios.

Studios such as Technicolor have 
already established captive facilities in 
order to tap into the Indian talent pool. 
Indian studios and a new generation of  
talented artists, animators, directors, 
writers, designers, and storytellers are 
delving into the plethora of  unique Indian 
art, culture, and stories, which bodes well 
for the future of  Indian animation and 
storytelling. This is what international 
producers must do in order to collaborate 
with Indian studios and create distinctive 
original shows for the global market.

show that has been created for the global 
audience.

Some of  the Indian Studios have been 
producing high end animated TV Com-
mercials for global brands such as Kel-
logg’s, Pepsi, Coke, Pillsbury Doughboy, 
Cheetos. Veteran American producer 
Joanna Ferrone, creator of  iconic char-
acters such as Angela Anaconda and Fido 
Dido partnered with Graphiti to give Fido 
a contemporary make over. We worked 
closely to reimagine Fido as an 3D char-
acter and produce an series of  shorts - 
Fido Xtreme Shorts. This rejuvenated the 
brand and boosted the Character Licens-
ing of  Fido.

 The domestic Indian market is mas-
sive and growing rapidly. Even the Licens-
ing market in India is growing rapidly as 
expendable income is increasing across 
the spectrum of  the population. The Gov-
ernment is now working closely with the 
Animation, VFX and Gaming industry 

tHE DOMEStiC 
iNDiaN MaRKEt iS 
MaSSivE aND gROWiNg 
RaPiDLY. EvEN tHE LiCENSiNg 
MaRKEt iN iNDia iS gROWiNg RaPiDLY 
aS ExPENDaBLE iNCOME iS iNCREaSiNg 
aCROSS tHE SPECtRuM OF tHE POPuLatiON
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taPPiNg 
iNDia’S 

aNiMatiON &  
VfX PotEntIAl

 By Dr S. Raghunath

As Indian history, mythology, and folklore resonate 
strongly with the Indian consumers, It requires 

scriptwriters, visualizers and tech-savvy animators 
who can translate these stories from live-action 
to animated content, writes Dr S. Raghunath, 

Professor of Strategy, IIM Bangalore
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As India inches closer to 
adopting the 5G technology, 
the consumption of  
entertainment content will 

increase manifold, presenting a never-
before opportunity for broadcasters 
and OTT platform providers to grow 
their business. Therefore it is not 
surprising to witness the trend of  
increasing investments in original IP 
content. 
The potential opportunity to expand 
animation and VFX business is 
immense while in reality, it requires 
commensurate talent to realize that 
potential.
We are aware that Indian history, 
mythology, and folklore resonate 
strongly with the Indian consumers, 
as most Indians are aware of  their 
local heroes and their stories. It 
requires scriptwriters, visualizers 
and tech-savvy animators who 
can translate these stories from 
live-action to animated content. 
India is replete with folklore and 
characters that have a strong appeal 
in vernacular languages.
Our creative artists and writers can 
dip into the most valuable assets of  
folklore and mythology and draw 
upon a rich library of  characters, 
and more specifically refresh and 
rejuvenate the connection that these 
characters have established with 
end consumers in rural and mofussil 
areas. The library of  characters and 
storylines can contribute to a highly 
synergetic business model, in which 
animation and VFX can play a critical 
role, and Management graduates can 
address key marketing challenges in 
the creative industry.
Creative media, art, and design 
education requires a thrust and the 
focus that brings exposure to world-
class technology exposure to aspiring 
young minds in the country. Students 
need face-to-face tutorial sessions with 
their teachers who have updated their 
knowledge on the current practices 
and technology in the industry in a 
studio-based learning environment.
To prepare for their future careers, 
students need to hone not only their 
technical skillsets but also soft skills 
such as networking and bringing 
exposure to their work through social 
network sites, festivals or exhibitions. 
They need mentoring from industry 
professionals, starting with 
workshops and guidance conducted 

by such professionals. Students can 
gain exposure to specific knowledge, 
skillsets, and inspiration for industry 
standards through these interactions. 
Participating in Master Classes, or in 
workshops with famous artists and 
animators from the industry can 
help students to develop the mindset 
of  entrepreneurship for their future 
career growth. 
Students require support on their 
action learning projects through 
remote access to computer resources. 
Remote access provides students with 
the flexibility to determine when to 
work on their action learning projects. 
Educators must consider giving 
students more independence when 
they are given more responsibilities 
for their learning in project-based 
contexts. More independence and 
self-paced application may encourage 
students to do well in their projects. 
Student autonomy may have a 
positive impact on shouldering 
responsibility, creative freedom, and 
performance.
The Government of  India has 
identified animation, under the 
audio-visual category, as one of  the 
12 champion sectors. As part of  the 
champion sector categorization, 
the government has allocated a 
dedicated fund of  Rs. 50 billion 
for the development of  12 sectors. 
Contribution and development of  
such ‘Centres of  Focused Learning on 
Animation and VFX’ can immensely 
benefit the industry. 
It is common knowledge that margins 
in animation business are not high 
and are known to be based on the 
volume of  business. Countries like 
Canada, France, Spain, Ireland offer 
tax incentives to their companies in 
order to remain competitive. Perhaps 
we must consider supporting this 
fledgling industry until it attains 
maturity.

OuR CREativE aRtiStS 
aND WRitERS CaN 

DiP iNtO tHE MOSt 
vaLuaBLE aSSEtS 
OF FOLKLORE aND 

MYtHOLOgY aND DRaW 
uPON a RiCH LiBRaRY OF 

CHaRaCtERS
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Soumitra Ranade
Creative Head & CEO 
Paperboat DesignStudios
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what we create today as IP should not only 
reflect our culture, but it should also influence 
and construct it. It is up to us, the creators, to 
choose the way forward.

Intellectual Property (IP) is the 
talk of  the town today. Infact it 
has been so for the last few years 
and quite understandably so. The 

coming of  new-age technologies and 
their stupendous growth have opened 
up entirely new possibilities for all 
stakeholders, be it the government 
and their agencies, distributors, 
exhibitors, satellite channels, OTT 
platforms and other key participants 
in this continually expanding arena.

But most importantly, what does it 
mean for the creators themselves!

IPs we create is an important aspect 
of  our art and culture. We as a nation 
are known for our extraordinary art 
in the form of  sculpture, painting, 
architecture, literature, cinema, 
music, etc. It is the murals at Ajanta, 
sculptures at Kailash temple, Kangra 
miniatures, Mughal architecture, 
Hindustani and the Carnatic music, 
and so many other vibrant renditions 

in various art forms that define us as 
a nation, as a culture. 

We are after all, what we create and 
we are after all what we like to see. 
What we create today as IP should not 
only reflect our culture, but it should 
also influence and construct it. It is 
up to us, the creators, to choose the 
way forward. What kind of  a nation 

FROM ajaNta 
FRESCOES tO 
DigitaL 

sCrEEns
Reflecting Dreams Of India

tHERE aRE tHREE 
FuNDaMENtaL 
ENtitiES tHat 

CONtRiButE 
tOWaRDS 

MaKiNg OF aNY 
iP: tHE FuNDERS, 

tHE CREativE 
PERSONNEL aND 

tHE auDiENCES
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do we want to build? How do we want 
the rest of  the world to see us? 

There are three fundamental entities 
that contribute towards making 
of  any IP: the funders, the creative 
personneland the audiences. These 
three could sometimes have different 
interestsand it is for all three to 
strike a balance so that the IPs we 
create have high standards and that 
these standards keep increasing. A 
synergy between the three is vital 
for us to build, promote and nurture 
creativity and innovation. 

Throughout history whenever there 
was complete synergy between 
the three, a high level of  art was 
achieved; from as diverse periods as 
the Renaissance or the Chola period. 

Whenever there have been gaps 
between the three, the art of  that 
period has suffered. 

For a country that has such an 
enormous treasure of  stories; of  
images and sounds, of  colors and 
textures, of  melodies and rhythms, 
very few Indian IPs have crossed the 
shores and gone global. Many have 
tried for several years and yet only 
a few have succeeded. What makes 
our IPs mostly confined within our 
borders? 

What we create here in our country 
– not just as a geographical unit but 
as a composite culture, must I feel, 
reflect our stories, our dreams, our 
images and our sounds. Our IPs need 
to be rooted in our land, in its diverse 

OuR iPS NEED tO BE ROOtED iN OuR LaND, iN 
itS DivERSE FRagRaNCES aND itS DiStiNCt 
SHaDES. WE MuSt tELL OuR ExtRaORDiNaRY 
StORiES tHROugH OuR ExtRaORDiNaRY 
auDiOviSuaL tRaDitiONS. FOR tHiS tO 
HaPPEN, WE FiRSt NEED tO BE PROuD OF tHE 
iMMENSE WEaLtH tHat WE HavE. iNStEaD OF 
LOOKiNg CONStaNtLY tOWaRDS tHE WESt, 
WE MuSt LOOK WitHiN OuRSELvES, WitHiN 
OuR OWN SOuLS aND tHat’S WHERE tHE REaL 
iNDiaN iPS ExiSt 
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it iS tHE MuRaLS at ajaNta, SCuLPtuRES 
at KaiLaSH tEMPLE, KaNgRa MiNiatuRES, 
MugHaL aRCHitECtuRE, HiNDuStaNi aND 

tHE CaRNatiC MuSiC, aND SO MaNY OtHER 
viBRaNt RENDitiONS iN vaRiOuS aRt FORMS 
tHat DEFiNE uS aS a NatiON, aS a CuLtuRE

fragrances and its distinct shades. 
We must tell our extraordinary 
stories through our extraordinary 
audiovisual traditions. For this to 
happen, we first need to be proud 
of  the immense wealth that we 
have. Instead of  looking constantly 
towards the west, we must look 
within ourselves, within our own 
souls and that’s where the real 
Indian IPs exist. 

Only those artists who have truly 
been rooted in the culture of  our land 
have gone global in the real sense of  
the word, be it Satyajit Ray, Pt. Ravi 
Shankar or M.F.Hussain amongst 
others. It is always the most local 
that eventually becomes global; there 
are enough examples from all over 
the world to substantiate this. Even 
Superman, probably one of  the most 
popular global icons has perhaps 
the most American soul. The Disney 
collection and the Manga art and 
animation are some of  the other 
examples that come immediately to 
mind.

In recent times, the two animation 
films from India—Goopi Gawaiyaa 
Bagha Bajaiyaa and Bombay Rose—
have crossed the boarders and have 
gone international in a big way. Both 
these films are rooted in the Indian 
aesthetic not only thematically but 
also stylistically. 

There is however a catch here! If  
we go back to our roots without 
innovation, we will only be repeating 

ourselves. If  we render the same 
stories in the same ol’ ways we will 
become irrelevant for the newer 
generations. We need to rethink and 
reinterpret. While we do this, we 
must bring in that edge, that zeitgeist 
of  our times, the spirit of  our era.

This is where I think the government 
can play a key role. The Services 
Exports Promotion Council, set up 
by the Ministry of  Commerce & 
Industry, Government of  India, is a 
great initiative in this direction. The 
government stands alone, away from 
the other three entities and has the 
power and capital to give direction 
to things to come and I anticipate 
exciting times ahead.

We can’t repaint the Ajanta frescoes 
all over again. There’s no point in 
doing that or even attempting to do 
that. But ignoring them would only 
be a colossal tragedy. What we must 
do is to reimagine Ajanta that will be 
represented in a form that is modern. 
That is contemporary. 

And we must be on our toes because 
who knows as early as tomorrow 
morning the medium might change. 
Today it’s the digital screen but 
tomorrow it may be something else. 
One thing however will remain 
constant, always, for eternity – the 
Bodhisattva Padmapani!

We must embrace it.



www.pickle.co.inIndia’s Only Media BIZ magazine for the world48

The American Film Market® (AFM®) 
will welcome the global industry 
back to Santa Monica for its 43rd 

edition set to take place in-person Tues-
day, November 1 through Sunday, No-
vember 6, the Independent Film & Televi-
sion Alliance® (IFTA®) announced. The 
market, which planned its shift to a six-day 
run in 2020, will take place at the Loews 
Santa Monica Beach Hotel and theatres 
throughout the city.

“There is more excitement about the fu-
ture than I’ve seen in two years and in-
person markets are more vital than ever,” 
said Clay Epstein, Chairperson, IFTA and 
President, Film Mode Entertainment. “The 
desire to return to Santa Monica for AFM 
is at an all-time high and we are eager to 
reunite the global industry in November.”

The AFM has announced sessions lineup 
and speakers, LocationEXPO exhibit par-
ticipants and Premiere Sponsors set for 
the market’s in-person return after two 
years online.  

Also AFM has revealed its official poster 
design for the 2022 show created by 
DESIGNWORKS. Download the Hi-Res 
Poster HERE.  

Continuing its renowned programming 
initiative, The AFM Sessions presented by 

aFM iN-PERSON 
REtuRN tO SaNta 
MONiCa NOvEMBER 1-6

locationEXPo to feature 
film Commissions and 
Production Companies 
from 30 Countries

Cast & Crew and Spcine will feature a line-
up of 30+ sessions that will bring over 100 
speakers to its two stages over four days, 
Nov. 2-5, including global thought-leaders 
Howard Cohen, Roadside Attractions, 
Ashley Stern, Picture Perfect Federation, 
Martin Moszkowicz, Constantin Film, Jeff 
Annison, Legion M, Jeffrey Greenstein, 
Millennium Media, and George Hamilton, 
Protagonist Pictures. Programming high-
lights include:    

Finance: Strategies for Today’s VOD 
Dominated World 

Maxime Cottray, XYZ Films (EVP, Produc-
tion and Finance), Peter Graham, 120 dB 
Films (Principal), Deirdre Owens, Cast & 
Crew (VP, Production Incentive Financ-
ing) and Jeremy Kay, Screen International 
(Americas Editor). 

Forecasting the Future for Independent 
Film   

David Fannon, Chicken Soup for the Soul 
Entertainment / Screen Media Ventures 
(EVP, Distribution / President), Martin Mo-
szkowicz, Constantin Film (President and 
Chairman) Ashley Stern, Picture Perfect 
Federation / Federation Entertainment of 
America (President) and Patrick Frater, Va-
riety (Asia Editor). 
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Theatrical Marketplace Recovery for 
Independent Films 

Howard Cohen, Roadside Attractions 
(Co-President & Co-Founder), Jeffrey 
Greenstein, Millennium Media (President), 
Scott Shooman, IFC Entertainment (SVP, 
Acquisitions) and Diana Lodderhose, 
Deadline, (International Features Editor). 

Demystifying the Global VOD Land-
scape 

Nick Isaak, Gravitas Ventures (VP of 
Sales), Peter Jarowey, Vertical Entertain-
ment (Partner / CEO), Jason Pfardrescher, 
Well Go USA (EVP Digital Distribution), 

Kent Sanderson, Bleecker Street/ DE-
CAL (President, Acquisitions & Ancillary 
Distribution/ Co-President) and Stephanie 
Prange, Media Play News (Editor in Chief). 

Inspiration is Everywhere: Accessing & 
Adapting Existing IP for the Screen 

Margaret Boykin, Ubisoft Film & Television 
(VP of Development, Film & Television), 
Charles Hopkins, Concord Originals (Di-
rector of Development & Production) and 
James Vanderbilt, Project X Entertainment 
(CCO). 

Independent Features with Big Profit 
Potential  

Miranda Bailey, Cold Iron Pictures (CEO), 
Brian Beckmann Arclight Films (CFO) 
George Hamilton, Protagonist Pictures 
(CCO), and Pip Ngo, XYZ Films (SVP of 
Sales & Acquisitions). 

The Producer / Sales Agent Dynamic 

Clay Epstein, Film Mode Entertainment 
(President), Delphine Perrier, Highland Film 
Group (COO), Mary Jane Skalski, Echo 
Lake Entertainment (President of Production 
/ Producer), and Mimi Steinbaur, Radiant 
Films International (President & CEO).  

tHERE iS MORE 
ExCitEMENt aBOut tHE 
FutuRE tHaN i’vE SEEN iN 
tWO YEaRS aND iN-PERSON
MaRKEtS aRE MORE vitaL 
tHaN EvER

Clay Epstein, 
Chairperson, IFTA and President, 
Film Mode Entertainment
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The Innovators  

Jeff Annison, Legion M (Co-Founder 
& President), Lindsey Ramey, Wattpad 
WEBTOON Studios 

(Head of Global Film), Richard Botto, 
Stage 32 (Founder) and Alex Ferrari, Indie 
Film Hustle (Founder). 

As previously announced, AFM’s pro-
gramming will kick off with the Finance 
Conference session The Risk Takers, fea-
turing Jason Cloth, Creative Wealth Media 
/ BRON, Basil Iwanyk, Thunder Road Pic-
tures, Laura Lewis, Rebelle Media, Milan 
Popelka, FilmNation and Erich Schwartz-
el, The Wall Street Journal.  

All sessions will take place at the 
Loews Hotel. 

Alongside the sales activity, screenings 
and sessions, LocationEXPO at AFM will 
welcome Film Commissions, Government 
Agencies and Production Service Compa-
nies from more than 30 countries.  Organi-
zations participating in LocationEXPO hail 
from the U.S. and as far as Egypt, Kauai, 
Malaysia, Malta, Sao Paolo, Thailand, and 
Tokyo. 

In addition to connecting with Film Com-
missions and organizations, who col-

lectively are offering millions of dollars in 
production incentives, AFM participants 
can also attend panels and presentations 
from LocationEXPO exhibitors and part-
ners, including The Italian Trade Agency, 
The Polish Film Institute, The North Fin-
land Film Commission, and the Louisiana 
Office of Entertainment Industry Develop-
ment.   Visit the Exhibitor List to view the 
full lineup of LocationEXPO participants 
with more still being added.  

Premiere Sponsors of AFM 2022 are Cast 
& Crew, Deadline Hollywood, Department 
of International Trade Promotion (DITP), 
National Film Development Corp. Ma-
laysia (FINAS), the Polish Film Institute, 
Screen International, Spcine, The Holly-
wood Report, and Variety. 

CONtiNuiNg 
itS RENOWNED 
PROgRaMMiNg

iNitiativE, tHE aFM 
SESSiONS  WiLL 

FEatuRE a LiNE-uP OF 
30+ SESSiONS tHat WiLL 

BRiNg OvER 100
SPEaKERS tO itS tWO 

StagES OvER FOuR DaYS
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The 53rd edition of  
International Film Festival 
of  India (IFFI), slated 
to be held from 20 to 28 

November 2022 in Goa, looks all set 
to offer enthralling experience to 
delegates who are expected to join its 
physical segments showcasing 300+ 
screenings during the festival days.

IFFI’s theme has been “Joy of  
Cinema”, which is something that 
overrides any firewall, as the creative 
construct of  IFFI is wired to get 
the best of  cinema from across the 
world.  IFFI 2022 will be organized 
by the National Film Development 
Corporation (NFDC).  NFDC will also 
organize Film Bazaar (Nov 20-24).

The preparations for the 53nd edition 
of  the IFFI have begun in full swing 
and some big names in the world 
cinema are expected to be part of  it. 

iFFi 
iNvitES FOR 
a gaLa SHOW 
iN GoA
Register Now for IFFI.  https://www.iffigoa.org/

Committed to continue spreading the Joy 
of Cinema, the 53rd edition of International 
film festival of India invites delegates 
participating in toronto film festival from  
all over the world

Asia’s oldest event of  its kind, IFFI 
still holds on to its pre-eminent 
position as a showcase of  cinematic 
excellence. It has over the years 
witnessed numerous alterations in 
character, nomenclature, location, 
dates and duration. Through it 
all, it has remained steadfast in 
its emphasis on showcasing the 
diversity of  Indian cinema as well as 
in its commitment to the celebration 
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tHE iNDiaN 
PaNORaMa, a 
SECtiON
tHat iS MaDE uP 
OF BOtH FEatuRES 
aND
NON-FEatuRES, 
OPENS gLOBaL 
avENuES
FOR FiLMS MaDE BY 
vEtERaNS aND
NEWCOMERS aLiKE

of  excellence across moviemaking 
genres.

Over the past two and a half  decades, 
several other international film 
festivals have sprung up across 
India, notably in Kolkata, Kerala 
and Mumbai, and they all contribute 
meaningfully to the collective task 
of  taking quality cinema to people 
weaned principally on a staple 
diet of  star-driven, song and dance 
extravaganzas. But IFFI continues to 
retain its preeminent position owing 
to its size, scope and vintage.

Not just in the Indian context but 
also in relation to the other major 
Asian film festivals, IFFI matters. 
And this is despite all the inevitable 
ups and downs that it has seen over 
the years.

All the other major Asian festivals – 
Tokyo, Busan and Shanghai – are of  
far more recent origin and therefore 

lack the history that is associated 
with IFFI. IFFI hands out prize 
money to the tune of  US$ 200,000. 
The winner of  the Golden Peacock 
for the best film takes home $80,000. 
That apart, the best director and 
the Special Jury Prize winner bag 
$30,000 each, while the two acting 
prizes come with a cash component 
of  $20,000 each.

IFFI also confers two Lifetime 
Achievement Awards – one to an 
international film personality, the 
other to an Indian great. The moves 
to push IFFI up a few notches have 
unfolded since the coastal state of  
Goa became its permanent venue 
in 2004. IFFI now has a far more 
settled feel than ever before, with 
each improvement in terms of  
infrastructure and programming 
initiatives adding value to both the 
event and the location.

On the programming side, IFFI not 
only unveils the best films from 
around the multilingual country 
with the aim of  providing a glimpse 
of  the sheer range and dynamism of  
Indian cinema, it also puts together a 
remarkable slate of  brand new world 
cinema titles.

IFFI also hosts many retrospectives, 
tributes, master classes and special 
sections, which enhance the variety 
and depth of  the event. The master 
classes have emerged as a highlight 
of  the festival, especially for film 
school students who converge in Goa 
during the ten-day event.

India’s first international film festival 
was organized within five years of  
the nation attaining Independence. It 
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nfdC organises the film 
bazaar from the 20 - 24 
november, every year at 
the Goa marriott resort. 
south Asia’s global film 
market, the film bazaar is a 
platform exclusively created 
to encourage collaboration 
between the international 
and south Asian film 
fraternity.

the bazaar is focused on 
discovering, supporting 
and showcasing south 
Asian content and talent, 
in the realm of filmmaking, 
production and distribution.

A converging point for film 
buyers and sellers from all 
over the world, the bazaar 
also aims at facilitating the 
sales of world cinema in the 
south Asian region.

film bazaar has evolved 
into a one-stop shop for 
filmmakers, producers, sales 
agents, distributors, film 
festival programmers and 
financiers from around the 
world; a marketplace that 
encourages collaboration 
between the south Asian and 
international film fraternities.

FiLM 
BaZaaR 

iNDia 
(20 – 24 November 2022)

iFFi aLSO 
HOStS MaNY 
REtROSPECtivES, 
tRiButES, MaStER 
CLaSSES aND 
SPECiaL SECtiONS, 
WHiCH ENHaNCE 
tHE vaRiEtY 
aND DEPtH OF 
tHE EvENt. tHE 
MaStER CLaSSES 
HavE EMERgED aS 
a HigHLigHt OF 
tHE FEStivaL

was a non-competitive event held 
in 1952 in Bombay (Now Mumbai). 
A special feature of  the inaugural 
function was the screening of  the 
first film screened in India in 1896 by 
the Lumiere brothers. Frank Capra 
was part of  the American delegation 
that attended the festival.

After a fortnight-long run in Bombay, 
the festival travelled to Calcutta (now 
Kolkata), Madras (now Chennai) and 
Delhi. The first international film 
festival of  India is rightfully credited 
with triggering a burst of  creativity 
in Indian cinema by exposing young 
Indian filmmakers to the best from 
around the world, especially to 
Italian neo-realism.

Six decades on, IFFI continues to 
provide a useful platform to young 
Indian filmmakers who work outside 
the mainstream distribution and 
exhibition system and in languages 
that do not have access to the pan-
Indian market that Hindi cinema 
has. The Indian Panorama, a section 
that is made up of  both features and 
non-features, opens global avenues 
for films made by veterans and 
newcomers alike.

IFFI now has a permanent home in 
Goa. The coastal state has benefitted 
appreciably from the shift. Its 
cinema has received a huge fillip in 
the decade and a half  that Panaji 
has hosted IFFI. Filmmakers in the 
coastal state have been increasingly 
making their mark on the national 
and international stage.   
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Ravi Velhal, Intel Corporation  won 
the Technology Achievement 
Award  at the DEG’s ( Digital 
Entertainment Group) Second 

annual Technology and Ops Awards in 
the Hollywood. The other two winners in 
this category are Intel’s Rick Hack and 
Disney’s AL Rundle. DEG announced the 
winners of  its TechOps 
Awards at a ceremony in 
Los Angeles.

“It is DEG’s pleasure 
to produce our second 
annual — and first in-
person! — TechOps 
Awards for all these 
often-unsung innovators 
in our industry whose 
mission it is to enable 
and constantly improve 
content delivery to 
consumers in best 
quality when and where 
they want to enjoy it,” 
said Amy Jo Smith, DEG 
president and CEO.

DEG’s Technology Achievement Award 
honors adoption/leadership/engagement 
in the technology & operations function. 
Recipients will have demonstrated a 

technical achievement and significantly 
contributed to the realization of  
technological advancements.

Ravi Velhal received this award for his 
pioneering work on Live-streaming  
Tokyo 2020 Olympics game in stunning 
8K/60 FPS/HDR over the Open Internet, 

where he and his teams 
developed and deployed 
this technology by 
processing and streaming 
5 Petabytes of  Video 
which is considered as 
the “Future of  Sports 
Broadcasting”

Ravi Velhal of   Intel 
Corporation has been 
contributing to Media 
Technology industry 
for more than 25 years 
now and recognized as 
an Immersive Cinema 
Pioneer and has 
produced more than 
dozen Hollywood and 
global Immersive VR  

and volumetric projects including Spider-
Man, Grease, FirstMan and Dunkirk in 
Virtual Reality. He initiated VR in Brazil, 
India and other countries worldwide 

DEG’s Annual Technology and Ops Awards

iMMERSivE 
CiNEMa PiONEER 
Ravi vELHaL 
WiNS DEg’S 
tECHnoloGY 
ACHIEVEmEnt 
AwArd
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and led CannesXR, part of  Cannes Film 
Festival where LeMusk, A Cinematic 
Sensory Experience  was premiered with 
A R Rahman.

Ravi was also the nominee for the DEG’s 
Lifetime Achievement Award. Besides 
Ravi, Michael Daruty, NBCUniversal, 
Yvette Barton, Warner Bros. Discovery 
were the nominees for the Life Time 
Achievement Award, which was conferred 
to Michael Daruty from NBC Universal.

DEG is the apex body for the Hollywood’s 
business of  Home Entertainment with 
more than 70+ Hollywood and industry 
leading companies are its members. 
DEGs TechOps Awards are often for 
those unsung heroes  and innovators in 
the industry whose mission is to enable 
and constantly improve content delivery 
to consumers in best quality when and 
where they enjoy it.

Presented by Dolby, DEG’s prestigious 
Lifetime Achievements Award honors 
and recognizes an individual or team 
that has demonstrated consistent results 
in technology leadership, technology 
achievement, or technology innovation.

DEG has enlisted a distinguished judging 
panel comprised of  a cross-section of  
leaders representing entertainment 

Ravi vELHaL OF  
iNtEL CORPORatiON 

HaS BEEN 
CONtRiButiNg tO 

MEDia tECHNOLOgY 
iNDuStRY FOR 
MORE tHaN 25 

YEaRS NOW aND 
RECOgNiZED aS 

aN iMMERSivE 
CiNEMa PiONEER 

aND HaS PRODuCED 
MORE tHaN DOZEN 

HOLLYWOOD 
aND gLOBaL 

iMMERSivE vR  
aND vOLuMEtRiC 

PROjECtS

technology to determine the award 
winners. Among other factors, the judging 
panel  base its decision on the candidates’ 
contribution to a key goal or priority 
within the technology and operations 
function.
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technology Leadership award — Mark 
Sgriccia, Lionsgate

the award honors an individual or team that 
has demonstrated leadership, implementing 
something technically that had an impact on 
the business. recipients have demonstrated 
leadership and significantly contributed to a recent 
project or other engagement within the last two 
years in the technology and operations function.

Best Multi-Company team Collaboration 
award — Warner Bros. Discovery global 
Content Servicing and Solutions team 
and giant interactive Client Services 
team, Warner Bros. Discovery + giant 
interactive

the award honors cross-industry teams 
(representing two or more companies) who 
demonstrate excellence in collaboration, 
communication, and technical execution with 
an impact on operational efficiencies in order to 
achieve a common goal.

technology innovation award — (two 
winners) Disney Media & Entertainment 
Distribution Single ingest Pipeline team, 
Disney, and Dmytro Bielievtsov, grant 
Reaber and alex Serdiuk, Respeecher

the award honors a team that identified a problem 
and created a novel solution. 

Everyday Hero award — (two winners) 
Yelena Makarczyk, Blu Digital group, and 
Cassandra Moore, NBCuniversal

the award honors an individual who demonstrates 
an attitude of excellence, helps others, encourages 
teamwork, leads by example, and goes “above 
and beyond” the expectations of their job/duties 
to meet the needs of the industry while executing 
solutions to everyday challenges.

technology achievement award 
Presented by Whip Media — (three 
winners) al Rundle, Disney; Ravindra 
velhal and Rick Hack, intel; and adriana 
Becerra, tubi

the technology Achievement Award honors 
adoption/leadership/engagement in the 
technology and operations function. recipients 
have demonstrated a technical achievement 
and significantly contributed to the realization of 
technological advancements. 

Localization trailblazer award — teresa 
Phillips, Spherex

the award honors trailblazing companies, 
teams, or individuals who exemplify excellence 
in overseeing quality, localized content under 
tight deadlines using creative and operational 
groundbreaking strategies.

Lifetime achievement award Presented 
by Dolby — Mike Daruty, NBCuniversal

the award honors and recognizes an individual or 
team that has demonstrated consistent results in 
technology leadership, technology achievement, 
or technology innovation.

DEg’S COMPLEtE WiNNERS LiSt 2022
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NAVALA PRODUCTIONS & CONTENT FLOW
present

OSHO
AN INSIDER’S DOCUMENTARY
on the world’s most controversial mystic

THE MOVIE


