Two year old Metrostar is an independent licensing
bl P

Katy Eliiott reports

ciPotential licensees and
retailers are only just
beginning to realise that
brands based upon ‘grown
up' TV shows can perform
well for them.”

A range of Murmars At Mo 42 snacks and self help
books = who would have thought it? But former
marketing director of BBC Worldwide Claire
Potter says indies are missing a trick: the time is
ripe for independents to start raking in the cash
from consumer products - meney they can make
while they sleep.

Potter is co-owner and managing director of
Metrostar, a licensing agent that marics TV
Dbrands with consumer products and books, “We
help TV companies tum their programmes into
consumer products by licensing their brands to
people who work on DVDs, magazines, food,
exhibitions, clothing, giftware, books, board
games, calendars - it can be literally anything.”

The company launched  two years ago with
the aim of mopping up the left over shows that
the rights-owning broadcaster/distributors
didn't have the time, budget or inclination to
exploit. But with the terms of trade tansferring
rights to indies the company is now focussing
more keenly on the independent community.

“We envisaged the company initially wking
the over-spill from broadcasters and I still think
BRC Worldwide does not make the most of its
grown up programming, which is a real shame
because it has fantastic brands,” she says. "But
the ground is shifting because indies are
producing more and more.”

Potter says licensing 1s not always at the
forefront of producers’ thinking - their interests
lie elsewhere and they are busy. But there's good
money to be made from extending a TV brand
into consumer products if it's done in the right
way. "Done well, it ceates a fitter, happier and
healthier brand, Done poorly it creates a rather
tired, fat and unappealing one, so we resist talk of
‘eashing in" and “milki " she says “We help to
create new products, which enliven and enhance
television brands - and through that, we generate
new revenues.”

In fact, the company recently became a Pact
member with a view to meeting more indies
throwugh Pact events and haranguing the makers
of “brilliant shows™ for weeks to get a meeting,

“Membership helps us o see the industry
from the producers’ perspective and educates us
about aspects of the industry we're less familiar
with. Crucially, we hope it's an opportunity for us
to influence independent producers as to how
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Chidven Toright cooking sauce in the UK before
holding senior marketing positions with Golden
Wonder and Ladbrokes. She joined BRC
Worldwide as UK marketing divector for its
combined publishing businesses before joining
the Guardian Media Group as marketing and
product development director of its recruitment
website, Workthing,

Meanwhile, co-owner Steve Deakin-Davies has
worked as a global manager for BT and consulted
with names such as Bluc Arrow, NTL, and Thalcs.
He has worked with Universal, Polygram, EMI,
and Carlton, developing 1P for retail sale.

The company has also just recruited Stuart
Cooper, a managing editor from BBC Books, to
manage its expanding publishing business,
which now ereates publishing packages that
include writers and designers

Metrestar's team of eight seeks to understand
who loves the programme and channel brands
and why. as opposed to who watches them. With
the help of viewing figures, research from
companies such as DGA and sometimes from
broadeaster commissioned focus groups, it
identifics the ‘real” profile of a show by
comparing the average profile for the slot with
the profile of the particular programme brand. It
then uses these elements to create new product

ideas. The team creates a brand plan that
encapsulates the brand's particular attributes and
values, and describes its consumer. Then it
generates a |iccnsing strategy that details
thoughts about product arcas, territories and
rimescales. For many brands it also produces
style guides to give potential licensees and
retailers the guidance they need to develop new
product ideas, promotion and for paint of sale.
But the ultimate secret weapon is a “maddening”
persistence: “We believe passionately in our
brands’ potential and we just go on (and on and
on) at licensees telentlessly (but nicely!) until
they understand it too,” says Potter.

Potter is keen to point out that the right
licence is the one that builds the brand, not the
one that offers the short-term commerdal retum.
In this way Hat Trick's extraordinarily long
running Havel Got NewsFor¥ai has been extended
into greetings cards by Woodmansterne and
calendars by Danilo. = Have I Got News for Yau is a
comedic exchange rather than a quiz show so you
have to concentrate on its imeverence and
intelligence and the consumer goods that can
capture that,” says Potter, “As long as people are
still positively engaging with something it will
work well. We will see how the calendars and
cards go and then look at new areas.”

Metrostar Ghent list and Ilcen%m

= 12 Yard Productions: Eggheads, in It To Win it
* Hat Trick Productions: Have | Got News For You, The Kumars At No 42, Father Ted

* Flextach Television: original commissions, i.e. Most Haunted, Celebrity Poker Club

and channel brands

* Kudos Film & Television: Spooks, Hustle, Life On Mars

s Derek Acorah: Derak Acorah

* Optomen Television: The Great British Menu*

* September Films: Haunted Homes

+ FremantleMedia: Dangermouse®

* Alidmedia: Homes Under The Hammer*
* consultancy only

roduct:

et

But with the industr
consolidation, surely the
companies are increasingly
thair pwn rights, setting
licensing divisions while the
not be able to afford to hire the |
“Mobody can staff upa de
their opportunities,” claims P
that the super indies m
broadcasters of old and Me
help extend the brands
had a chance to exp!
concentrating on specifi
and comedy, where w
companies in areaz tF

experience or I2sources to

But for now Potter is
making sure the decision
channels know about Me
the TV industry about licens
develop successful brands
their businesses, Wh
“Potential licensees an
beginning to realise t
‘grown up’ TV shows can
1t’s really important to
the power of TV brands and shoer ahes
success stories.”




