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TIMECODE NAME Dialogue 

00.00.06 NISH My name is Nish Kumar and between you and me I have literally no 
idea what I’m doing here, I am a stand up comedian, and so I 
assumed that I’m here to hit some sort of diversity quota, that’s the 
only logical conclusion that I can possibly reach, is that they suddenly 
woke up and realised this festival was white as all hell and had to 
draft me in at the last minute. 

00.00.28 NISH I’m happy to do that, Romesh Ranganathan is not available so you 
know I’m happy to pick up the work where he can’t.  I’m a comedian 
and host of a television programme called the Mash Report which is a 
topical comedy show that was described this year by the Daily Mail 
as ball achingly pious, so that’s the area that you’re in, you’re a man 
who’s so liberal he can hurt people’s testicles.  Luckily I have brought 
a panel of experts from all over the world who are certainly much 
more knowledgeable than me and are going to, I think have a very 
exciting and innovating discussion. 

00.01.02 NISH So let me introduce them one by one, we’ll start with Michelle 
Guthrie, who’s the ABC’s Managing Director from Australia, Michelle 
joined the ABC in May 2016 and she’s led the national broadcaster in 
a new strategic direction with a clear focus on maintaining its 
relevance and delivering great Australian content in a fast changing, 
fragmented and increasingly global medium market.  And in March 
2017 Michelle announced a major cultural and transformation at the 
ABC, to make it better equipped to meet the challenges of the digital 
era, ladies and gentlemen, Michelle Guthrie. 

00.01.38 NISH And then we have Chris Williams as pocket.watch’s CEO, Chris is 
responsible for setting the companies vision as well as cultivating a 
strong working environment where his world class management team 
is driven to perform at the top of their abilities, Chris is a true pioneer 
of online video with twenty years of proven success in both predicting 
capitalising upon opportunities that have dictated the future of 
media and entertainment, most recently he served as the Chief 
Audience Officer of Maker Studios and prior to that he was the 
founder and CEO of venture back start up Take 180, both companies 
were acquired by the Walt Disney Company where Chris also 
launched Disney online originals, ladies and gentleman, Chris 
Williams. 

00.02.18 NISH The item in front of Tracey Keenan may give you some clue as to 
what line of work she’s involved in, for those of you who are unfamiliar 
with the belt on the table, as VP and General Manager Tracey 
Keenan is responsible for the WWEs UK and Ireland business in what is 
the WWEs largest and most successful market outside of the USA.  
Tracey leads the effort to create and develop growth opportunities 
for the WWE brand and business, she provides strategic direction and 
leadership to drive business growth and increase revenue and 
awareness for all WWE brands and properties as the company 
continues to set the standard for global innovation, her role involves 
managing business lines including content distribution, TV, Digital and 
WWEs highly successful OTT platform, the WWE Network and an 
extensive live event touring programme.  Ladies and gentlemen, 
Tracey Keenan. 

00.03.10 NISH And finally we have Shirong Xang, with is translator Chen Sung, Head 
of Delivery for the Beijing Winter Olympics in 2008, Shirong is now in 
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eight weeks time going to be in charge of a segment for the closing 
ceremony for the winter Olympics in South Korea, and subsequently 
will head up the opening ceremony in four years time for the winter 
Olympics in Beijing, he’s a founding member and Director of the 
Beijing International Music Festival, Chair of the National Association 
of Chinese Musicians and former head of Beijing Music Radio, he’s the 
major driver of Chinese pop and has been regarded as an iconic and 
leading figure in the Chinese entertainment industry.  Ladies and 
gentleman Shirong Xang and Chen Sung. 

00.03.52 NISH First of all thank you all for coming, nice to see you all and let’s start, I 
guess with the sort of first question, in the era of digital platforms and 
global brands, and we’ve got a sort of very international panel here, 
do territories really matter anymore. 

00.04.10 MICHELLE Well for us at the Australian Broadcasting Company, Australia matters, 
so, so. 

 NISH That sounds like a political slogan of one of your parties. 

00.04.18 MICHELLE Its is, but, but you know for us, the way we kind of think about what 
we do is you know we have to have global quality but Australian 
stories [yeah], and the way in which we increasingly do that is working 
with partners everywhere in the world, so as particularly as dramas 
and other programming just becomes much more expensive the key 
thing for us is making sure that you know the quality is available on 
the screen and that costs you know millions of dollars and episode 
that we can’t afford, you know on our public broadcasting budget. 

00.04.54 MICHELLE But it’s important for us that we, you know retain those rights for 
Australia and increasingly we’re working with partners like Netflix you 
know AMC, Disney and others in order to make sure that we’re 
delivering that global quality. 

 NISH Yes so it’s trying to find a balance between sort of international 
quality but keeping the Australian. 

 MICHELLE Exactly. 

 NISH Flavour. 

 MICHELLE Exactly. 

00.05.13 NISH Right okay.  Chris for you guys in terms of the way that you work is it a 
sort of boundary less landscape? 

00.05.20 CHRIS A little bit, I think it matters what platform we’re particularly talking 
about right, and I think a lot of times people think of content as 
content, and it just belongs everywhere and we can put it on any 
platform and it doesn’t matter.  And I really think that you have to 
look sort of platform by platform, and television and even premium 
streaming services that might have global brands but operate locally, 
like a Netflix, actually still focus on local, it’s very important you see 
them develop original series and original premium, long form content 
in that particular market, even if they’re a global brand. 

00.06.00 CHRIS But there’s platforms like YouTube where it truly is just a global 
platform where territory matters, doesn’t matter at all, what matters is 
language for example, other, other things, and it’s because these 
platforms reward different attributes, right, and I think when you look 
at television and premium streaming platforms like Netflix, they reward 
production value and storytelling and some of these things that really 
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do require you to be locally, you know super locally relevant, whereas 
something like YouTube rewards, authenticity and aspiration, 
particularly for young people, a totally different type of platform that 
requires a totally different type of platform creation that’s not really 
driven by local.  

00.06.45 NISH Right, okay, so you’re taking it more on a sort of case by case basis, I 
think that’s… 

00.06.49 CHRIS Yeah, certainly, I mean if we were going to, certainly formats and 
characters and you know things can be readapted for particular 
local markets, you see that happen all the time in, in premium long 
form, but certainly where short form we don’t really even I call it short 
form, but really what I mean is YouTube, it doesn’t matter if we really 
think about it more oriented towards language, if we wanted to 
expand beyond English language we could do so very easily.  

00.07.18 NISH Okay, before I get Tracey’s take on this, just in case anyone is 
unfamiliar with Tracey’s line of work we’ve actually got a VT just to, 
cause the WWE has been an incredibly successful, long lasting 
changing brand and we’ve got a little video to show you where the 
WWE is right now, if we can cue that up. 

  SHOWING VIDEO 

00.09.35 NISH Is that the Undertaker? 

 TRACEY Still alive. 

 NISH He’s still alive! 

00.09.40 TRACEY Well he can’t be alive because he is the un-dead. 

 NISH Yes of course he is. 

 TRACEY He’s still the un-dead, but he’s still around. 

 NISH He’s been wrestling since I was a child and I am evidently no longer a 
child.  That’s an impressive, that’s an impressive … 

 TRACEY Twenty-five plus years. 

 NISH Twenty-five plus years, I mean you guys, this is an international brand, I 
mean how do you feel about it in terms of sort of borderless media 
landscape. 

00.10.04 TRACEY Well I think if you didn’t already know WWE, that … goes a long way 
to talking about the scale of where we operate and how we 
operate, but I think you need to speak to the audience in their own 
voice, and while we are a truly global brand, and an American 
product at the heart of it, we do adapt our programming and our 
product to speak to local audiences, so while the core TV 
programmes of Raw and Smack Down and our major pay for views 
will all be shot out of America and syndicated from there, we do an 
awful lot in local markets whether it’s about short  form content and 
what we do with individual social accounts locally. 

00.10.40 TRACEY As you saw from the sizzle some of the charitable work we do with our 
community causes operate on a local level too, and we engage with 
talent from all over the world, we are very active, like most sports 
organisations, in finding new talent to become the new superstars of 
WWE and we actively do that by you know scouting around the 
world, you know, to give as what we are which is a truly international 
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flavour. 

 NISH Great, and Shirong, looking at this from a Chinese perspective, how 
do you feel about this idea that we’re living in a kind of global media 
community and how does that relate to the Chinese broadcasting 
landscape? 

00.11.33 SHIRONG 
(THROUGH 
TRANSLATOR) 

Thank you, at the moment the Chinese Government is building an 
international entity to bring everyone together, but in reality I think 
boundaries does exist. 

 SHIRONG 
(THROUGH 
TRANSLATOR) 

From the local perspective either his broadcasted radio or internet 
there is an impact that boundary does you know play a part. 

00.12.11 SHIRONG 
(THROUGH 
TRANSLATOR) 

But in terms of constant, when it comes to music and sport there is no 
boundaries, you know this can cater for all global audience. 

 SHIRONG 
(THROUGH 
TRANSLATOR) 

I’ve been in the media industry for about over forty years. 

00.12.37 SHIRONG 
(THROUGH 
TRANSLATOR) 

In the 90s whereas there was no internet and the … way if we even 
get correspondence from as far from Australia or from the States. 

 SHIRONG 
(THROUGH 
TRANSLATOR) 

In this internet new age our audience is actually all over the world, we 
have audience everywhere in the world. 

00.13.13 SHIRONG 
(THROUGH 
TRANSLATOR) 

And also I agree with some of the opinions from the panellists that we 
do have a target market and we have to provide contents to certain 
age, to certain people leading certain social structure, and we have 
to deal with localised content. 

 SHIRONG 
(THROUGH 
TRANSLATOR) 

When we plan a new programme we have to make sure you know 
we have a great analysis in place to target the audience this is 
supposed to be. 

00.13.49 SHIRONG 
(THROUGH 
TRANSLATOR) 

Who is going to be the target audience, is it going to be local, is it 
going to be within China or is it going to be international. 

 SHIRONG 
(THROUGH 
TRANSLATOR) 

But also about age, you know are we going to make a show for the 
young generation or for middle age or for senior people in the 
society. 

00.14.14 SHIRONG 
(THROUGH 
TRANSLATOR) 

So my opinion is boundaries doesn’t matter it’s the content which 
matters. 

 NISH Do you think broadcasters still have a role, traditional broadcasters 
like the BBC or the ABC, do you think that they still have a role to play 
and if so what does that role look like? 

00.14.30 MICHELLE Yeah look at, I very much agree with what Tony said in terms of 
frankly public service broadcasters I think become more important in 
this world of plenty, and there is, you know absolutely an … equality in 
terms of news and current affairs, in terms of quality children’s 
content, you know programming and you know parents trust us, trust 
distinctiveness and quality you know ultimately matters. 

00.14.56 MICHELLE I think the challenge for you know us as traditional broadcasters is 
how do you make sure that we go where the audiences are, so you 
know this idea that you know kids are going to come to our you know 
our platform, so you know going to come to TV or radio or our existing 
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platforms, is unlikely, you know I look at and I talk about my daughters 
you know a lot in the fact that they’re never going to, they’ve never 
watched broadcast television in their lives and they never will, and it’s 
not as if they, you know when they turn 25 or 30 they’re going to say 
ABC TV where have you been all my life, they’re done. 

 NISH Yeah. 

00.15.32 MICHELLE So you know increasingly for us we have to go where they are, so you 
know when I started a year and a half ago the ABC had a you know 
a tagline of you know as we’re the home of Australian culture, 
conversations and stories, and you know I said rather than you know 
requiring people to come to our home, why don’t we go to their 
home, why aren’t we the source, so you know why aren’t we on, 
more on Facebook, why aren’t we on YouTube, why aren’t we on 
third party platforms, [sure], because increasingly we have to you 
know think less about the distribution and more around, around the 
content and be much more platform neutral about that. 

00.16.10 CHRIS And the brand, yeah I mean I think that’s really where we evolve is a 
brand that can operate across multiple platforms, and one that has a 
distinct meaning and I think public broadcasters you know, or 
national broadcasters have the highest hill to climb, frankly, from a 
brand perspective, unlike some of your maybe your sub brands that 
speak to a specific audience whether that be kids or sports or those 
broad brands are I think really challenged, operating in a multi 
platform world because they have to traditionally mean everything to 
everybody [sure] and that’s harder and harder to do. 

00.16.55 MICHELL Yeah look I agree with you, you know we have a fantastic youth 
radio station, JJJ, which has been going for forty years, but you know 
most people don’t know that you know JJJ is part of the ABC and JJJ 
likes it that way, and so for us, making sure that we can we have that 
capacity to have those targeted brands to different part of our 
audience is really important.  But at the same time I think you know for 
us, particularly around news and current affairs, particularly around 
you know kids programming where people trust us, you know we 
have 86% trust levels, you know no one has that in the media, so 
making sure that that stamp of the ABC logo stands for something. 

 NISH Chris I want to get your sort of take on this, what would your advice 
be for sort of traditional broadcasters, cause you come from a world 
of online platforms that at the moment speaks to younger people 
seemingly more than traditional broadcast models, what would your 
advice be for kind of traditional broadcasters? 

00.18.02 CHRIS Well the first thing I would say is, I don’t mean to be too controversial 
here, but take the programming of your social media and platforms 
like YouTube away from your marketers, and give them to 
programmers, for one. 

 NISH That has played very well. 

00.18.24 CHRIS Because its programming and I think it requires that unique skill set of 
compelling audiences around that programming and I feel like most 
organisations have seated this to the marketers.  So it starts there, I 
think understanding that each of these platforms requires success 
that will be determined by many different attributes, that are different 
across platform works in engaging an audience on a Snapchat or an 
Instagram or a YouTube is different than that of a Netflix or a TV 
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network and I think really understanding and having the team of 
people that understand these things is crucial. 

00.19.10 CHRIS So at pocket.watch for example I, you know my Chief Content 
Officer who is responsible for initiating the creation of new intellectual 
property and stories and characters, he’s a guy named Albie Hecht, 
Albie was the President of Entertainment at Nickelodeon, and 
developed Sponge Bob and Dora and Blues Clues and Rug Rats and 
Jimmy Neutron and you know these incredible suite of worldwide 
global franchises, but surrounding him with digital natives who 
understand what type of attributes are rewarded on these other 
platforms, how to optimise for the algorithms in a feed driven world on 
those platforms. 

00.19.49 CHRIS How to market effectively on those platforms, I really believe today 
that its table stakes, that you bring all of that together you need those 
digital and traditional kind of skill sets and you need to bring them 
together big time. 

 NISH Yes I mean we were sort of talking before, backstage and you were 
sort of saying that it’s important to look at online platforms in the same 
way that we would look at sort of adapting a novel or a play, it’s 
getting people who understand the different medium. 

00.20.17 CHRIS Right, the Hamilton example, you know just hold up cameras and say 
that’s going to be TV, at a Hamilton, [yeah] to readapt the entire 
thing for a feature film or a series or whatever and people have to 
look at, the idea of taking your broadcast quality and premium long 
form content and putting it on platforms like YouTube is insane.  Just 
don’t do that. 

 NISH And Tracey, from your guys’ perspective you’ve sort of I mean I want 
to talk a little bit about the OTT as a platform, can you just give us a 
little bit of background about what it is because I think it’s a really 
interesting approach. 

00.20.52 TRACEY Sure, I mean taking the lead from what Chris has just said, our social 
and digital media content division is that, it’s a content division, it 
does not sit out of marketing [right] marketing has to ask to use it, as it 
should be, because it’s part of our kind of three tier echo system of 
media, we’ve always been early adopters in the space of social and 
digital media, and you know best part of ten years ago we stated 
looking at this space and started developing how we spoke to our 
customers and how we took our content to our customers. 

00.21.24 TRACEY And we operate, I suppose in three different segments, tier one is the 
ad supported video, it’s the YouTube, it’s the Facebook it’s the short 
form content that fulfils on that sort of sound byte level that 
immediately I want it now.  And it helps us talk to different customers 
in different ways, you know the fans who are avid fans and have 
been around forever and know exactly what’s going on with WWE, 
because we are a story teller, there is a narrative that runs through all 
our programming that culminates in wrestle mania, at the end of the 
year, so there’s a big story the good guys versus the bad guys and 
you know following the heroes journey which transcends most 
cultures and why we work internationally. 

00.22.07 TRACEY But then you’ve got the traditional TV piece which is tier two, which is 
still critically important to us on every level and then in the third space 
you’ve got the direct to consumer piece well Nish was just talking to, 
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our WWE network, earlier this decade we recognised the fact that our 
fans are five times more likely to consume digital and media content 
and social media content, they’re twice as likely to be a subscriber to 
a channel like Netflix than most consumers, so we looked at how we 
took our content on to that level to super serve our fans. 

00.22.43 TRACEY And essentially, you know the TV industry was very critical of what we 
did when we first launched this because we had this huge pay for 
view legacy business, that was worth not much short of a hundred 
million dollars, and we took all that and we put it on an OTT platform, 
the WWE network which is essentially Netflix with pure WWE content 
on it.  It’s now the second biggest platform, sporting platform in the 
world, it’s the fourth, fifth biggest OTT platform in America with 1.5 
million plus subscribers, and it works because it gives that fan 
everything they want and more, so it’s all the in ring content but its 
creating that characterisation, its giving people something to care 
about and something to relate to, its giving them context and depth 
on the characters who they see in the ring and see out of it and how 
we structure all different tiers of programming in terms of platform. 

00.23.40 TRACEY But also the types of content as well, I mean you guys have been 
talking to how you have to adapt the content to suit the platform, but 
we also create lots of different content to suit lots of different fans as 
well, you know we do stuff with kids, we’ve done animation in the 
past, we’ve created reality TV shows, Total Divas and Total Bellas that 
are basically keeping up with the Kardashians only living in the world 
of WWE. 

00.24.05 TRACEY And it gives different types of customers the opportunity to kind of 
enter the world of WEE on their terms and it helps us convey the story 
telling aspect of what WWE is, the kids know it, but making sure that 
the parents know it too and they understand, you know, it’s a movie, 
it’s a TV series it’s you know, it’s the good guy versus bad guy but the 
conflict resolution takes place in the ring. 

 NISH And Shirong, how does this, particularly looking at social media, how 
does that affect the Chinese market, do you think that it’s inevitable 
that eventually China will sort of accept all of the social media 
platforms in an unrestricted way? 

00.25.04 SHIRONG 
(THROUGH 
TRANSLATOR) 

Because the population I think it’s fair to say Chinese, the number one 
country in terms of Internet users. 

00.25.20 SHIRONG 
(THROUGH 
TRANSLATOR) 

By offering contents produced by these internet platform themselves, 
at the same time the traditional broadcasters are uploading their 
contents onto the platform as well. 

00.25.41 SHIRONG 
(THROUGH 
TRANSLATOR) 

It’s very common to see this competition between the traditional 
broadcasters and the internet platforms. 

 SHIRONG 
(THROUGH 
TRANSLATOR) 

Based on my work experience, I believe within the next 5 to 10 years 
and I think a traditional broadcaster, traditional media and the new 
media, the internet media will be working alongside with each other, 
none of them will you know kill off the other one. 

00.26.25 SHIRONG 
(THROUGH 
TRANSLATOR) 

I’ll give you one example, for example like the state, Chinese State 
Television, CCTV, has got an audience capacity of about 1 billion. 

 SHIRONG 
(THROUGH 

The habit of watching traditional broadcasters won’t change, in the 
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TRANSLATOR) short time frame. 

 SHIRONG 
(THROUGH 
TRANSLATOR) 

But for people, for the viewers and I think they consume contents from 
digital broadcast like CCTV, grownups normally will watch TV dramas 
and children will watch animations. 

00.27.10 SHIRONG 
(THROUGH 
TRANSLATOR) 

But also at the same time China is experiencing a big change as well 
and is part of the global movement. 

 SHIRONG 
(THROUGH 
TRANSLATOR) 

And it’s very common for Chinese children; they consume content 
from their mobile devices. 

00.27.39 SHIRONG 
(THROUGH 
TRANSLATOR) 

And also nowadays in China parents normally will use an iPhone or 
iPads, you know to you know to make sure their children are 
engaged and well behaved. 

 SHIRONG 
(THROUGH 
TRANSLATOR) 

And if any child is going to make a trouble the parents normally will 
give an iPhone or iPad you know to make sure … okay. 

00.28.20 SHIRONG 
(THROUGH 
TRANSLATOR) 

The reason while I’m still very confident about traditional media is 
because not only because I’m coming from that work backgrounds 
but also I think it’s, there is still a big margin for internet plus the 
concept of internet plus which means for cars to carry internet and 
on the roads there is a margin to go, so it’s not well developed at the 
moment. 

 SHIRONG 
(THROUGH 
TRANSLATOR) 

And I’ve got confidence in terms of radio audiences because you 
know, because people are always on the move, and when they are 
on the move, when they are driving a car they are more likely to listen 
on the radio. 

00.29.22 SHIRONG 
(THROUGH 
TRANSLATOR) 

When you are driving and it’s unlikely you can check any image or 
stories on line, you can only listen. 

 SHIRONG 
(THROUGH 
TRANSLATOR) 

So the point I’m making here is it doesn’t matter whether it’s a new 
media, or its going to be a traditional media, it’s the content that 
matters. 

00.29.48 SHIRONG 
(THROUGH 
TRANSLATOR) 

But I have to say at the same time, in terms of the paper media I think 
is disastrous nowadays, they are experiencing huge a huge challenge 
from this internet. 

 SHIRONG 
(THROUGH 
TRANSLATOR) 

At the moment, in China, I can say only elderly people will consume, 
read newspapers from … paper press. 

 NISH Yes I think I’m the only person who still buys the newspaper in the 
entire western world.   

 MICHELLE Why? 

00.30.22 NISH I have no idea. 

 CHRIS I just wonder, do the content creators in China ultimately just become 
acquisitions by the digital distributors, so because YouTube and 
Alibaba, do they just end up owning all of it and you’re just 
negotiating at this point, anything you do is to build yourself up in 
order to get the best outcome for you and your partners. 

00.31.13 SHIRONG 
(THROUGH 
TRANSLATOR) 

I’d like to say there are different business models along traditional 
media and internet operators and I think internet operation normally 
will use … to acquire assets whereas traditional media normally rely 
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on advertising and I think in a you know in the short term I think of 
these two models working alongside with each other. 

 SHIRONG 
(THROUGH 
TRANSLATOR) 

At the moment the bigger challenge in China, for these internet 
operators is they are lack of quality contents. 

00.31.59 SHIRONG 
(THROUGH 
TRANSLATOR) 

So as a solution they have to acquire, they have to purchase content 
from traditional media. 

 CHRIS But can’t they just acquire the whole thing? 

 SHIRONG SPEAKS 

 CHRIS Right, by the way they can do that in Europe and in America as well; 
I’m not suggesting China is unique in that regard. 

00.32.20 TRACEY And testimony to that, I know we have are very active in China at the 
moment, it’s one of our biggest growth areas and we have recently 
staffed up our offices there and have done deals with PP TV, and just 
this year launched the WWE network as well, so I think the march of 
technology and broadband penetration is obviously fundamental to 
how, where your growth is and how you can talk to your fan and your 
consumer, you know and platform diagnostic, we talk about is it 
about the platform, is it about the customer, it’s about both and 
coupled with content. 

00.32.55 TRACEY You can be doing two right, if you’re not getting the third right it 
doesn’t matter, it’s become more complex from that point of view, 
but arguably the opportunities got bigger, it’s easier to produce 
content, you know, it’s our fans are generating content they’re 
talking to us, our WWE superstars are highly active on social media 
every day, they’re brand ambassadors for our product and also their 
own characters. 

00.33.19 TRACE I mean John Senna who is probably our most recognised star, even if 
you’re not a WWE fan he’s doing a lot of movies at the moment, he’s 
the sixth most followed athlete in the world, he’s got 45 million 
Facebook followers and ironically we do a lot of work with additional 
media owners, i mean we work a lot with the BBC, we work with Blue 
Peter, we work with Match of the Day kick off, brining our talent into 
those shows, but we kind of contacted Radzi, Blue Peter presenter 
some of you may know, cause he’s a big fan and does a lot with us, 
to say hey we’re at this conference in Manchester, we should say hi, 
and he’s like, believe it or not I’m not going to be there because I’m 
in London interviewing John Senna for Blue Peter.  Happy day. 

 NISH With all of the talk of the sort of different platforms and we’re talking 
particularly with young people, a sort of generation of people who 
the children of today are going to be raised in the climate where 
they’ve been able to get whatever content they want whenever 
they want, do you think Michelle that this is like the sort of end of 
traditional scheduled broadcasting in that way? 

00.34.24 MICHELLE Yes and no, I mean look a few weeks ago we announced along the 
lines of what you know Chris talked about, which is you know no more 
platform teams, so we used to have a radio team, a TV team, a 
regional team and a news team and now we have you know 
specialist in the entertainment news analysis and investigation, and 
regional and local and you know increasingly the whole purpose of 
those teams, a kids team that does things kind of cross platform, a 
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science team that works you know that does a podcast as well as 
science documentaries as well as digital. 

00.35.04 MICHELLE So separating out really the content and the distribution you know I 
think is, is the way that you know we need to kind of think about the 
world, which is still make great programmes and I still you know do 
think that long form programming you know still works.  You only have 
to look at what you know really works on Netflix, I still can’t believe 
that you know people watched however many hours Making a 
Murderer that’s right, I mean long form, long form programming still 
works, and actually you know binging works, so you know this idea 
that young people are only interested in snack able content I think is 
just not true. 

 CHRIS Totally. 

00.35.44 MICHELLE And I also think that you know this idea that they’re not interested in 
news and current affairs isn’t true either, it’s just you know how it’s 
being delivered in a way that’s completely relevant to them on the 
platform that they want.  So i don’t think the core kind of skills 
necessary to tell great stories, to have great journalism are going to 
be irrelevant, they’re going to be even more important, but what you 
know we need to do more experimentation on is, is the way in which 
we make shows, do we really need to have five cameras, how do we 
think about experimenting. 

00.36.20 MICHELLE You know one of the programmes we were talking about before, 
Ronnie Chang, International Student. 

 NISH Very funny comedy show. 

00.36.27 MICHELLE It’s a fantastic programme, but you know that started as five different 
pilots that we had you know that were purely online, on our catch-up 
platform.  And whichever was the most you know watched we then 
took to full series.  So you know the great thing about digital is you 
can experiment, you can try some stuff out, one of our most popular 
programmes at the moment is You Can’t Ask that, and it’s you know 
fantastic programming, but you know, you only need one camera 
and you can tell it in a much more sort of compelling, authentic, low 
cost way.   

00.37.03 MICHELLE And so I think you’ve got you know a whole lot of high end, amazing 
sort of storytelling as well as you know a lot more experimentation. 

 NISH Yeah. 

00.37.13 CHRIS Yeah I mean when we’re developing we think of you know sort of, 
amongst other things being a portfolio of sort of franchise brands, 
right and when we’re developing a franchise, we think of everything 
as a franchise at this point and so you know the way we are 
developing and its usually a character based approach, because 
that allows us the opportunity to think about, okay what is the long 
form narrative storytelling version of this character and franchise. 

00.37.44 CHRIS That’s not going to be what’s on a platform like Instagram or 
YouTube, it’s going to be something else, but we’re thinking about it 
from the very beginning, you now frankly on YouTube it might just be 
a toy version that is, that is unboxed or a challenge video, it’s going to 
be things that are oriented towards that particular platform, still the 
same underlying intellectual property and franchise but embodied in 
a completely different way that’s rewarded on that particular 
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franchise. 

00.38.12 CHRIS And we really think that is the approach that you need to take, 
particularly with kids, as we’ve described, because they’re kind of the 
extreme version of what we’ve all become in terms of our you know 
buffet of media and just how vast it is and you know they are now 
very in control of a vast entertainment universe, and if you want to 
build franchise and brand, around intellectual property you’ve got to 
do it across all these different platforms, in ways that are rewarded by 
that particular platform. 

00.38.46 CHRIS You know sometimes Netflix for example gets knocked a little bit for 
not being able to truly build a franchise, right, and I really believe it’s 
because they don’t think about the other places.  And that their 
problem is that they have a very, and it’s worked for them, and I’m a 
shareholder and bullish, but they only focus on the premium long form 
version of the IP they’ve developed on their platform with the, with 
very few goals right. 

00.39.16 CHRIS Either acquire subscribers or reduce churn, and I think that limits their 
ability to really build, particularly a kids franchise. 

00.39.28 MICHELLE And really engage. 

 CHRIS Yes and really. 

 MICHELLE I mean having those kind of constant updates. 

00.39.31 CHRIS Yeah, they pretend YouTube doesn’t exist, when for the age 
demographic of zero to eleven or two to eleven that YouTube is a far 
bigger video consumption platform than Netflix is, right.  With 
millennials and older audiences it actually starts to balance out and 
Netflix from a watch time perspective is even bigger, but hey for kids 
its YouTube and to pretend it doesn’t exist and not be there at all is 
kind of crazy. 

 NISH Sure, I’m interested in bringing both of you guys in, in this conversation 
just in terms, cause you’re coming from a background where there’s 
more sort of event driven television, do you think Tracey that, how do 
you guys approach the challenge of scheduling in a sort of media 
landscape where people can get whatever they want, whenever 
they want? 

00.40.17 TRACEY Scheduling for us is quite a complex best, certainly as far as our long 
form contents concerned, so we’ve got Raw and Smack Down, 
we’ve got NXT, we’ve got My Young Classic, our women champions, 
it’s our sort of our competitive sports, our in ring shows, I mean most 
key markets its broadcast live, so in the UK that goes out at 1 o’clock 
in the morning [yes] still gets our biggest audience of the week.  

00.40.41 TRACEY And I think and that speaks to the power and the need of live 
programming and whether that lives on a traditional linear TV 
platform or whether it also lives on a more new media as it used to be 
called, on an ATT platform or on a YouTube or wherever, it’s still got to 
be consumed in the now, the support programme and the shoulder 
programming builds the depth, and it builds different access points, 
but I think this is interesting, while people talk about the internet of 
sport and the Netflix of sport, will there ever be that platform. 

00.41.14 TRACEY DZone the sports product has gone down that road, of trying to 
create a Netflix of sport, but you’ve got the issue of scheduling 
something that has to be live, at that moment in time and that’s 
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where its power is, everything else supports that and speaks to it, but 
ultimately it’s the in ring action that is the heart of what we do and 
what most sports do. 

00.41.37 CHRIS Sports and news are the exception, [yeah] I think, and not the rule. 

 NISH I’m guessing from Shirong’s background as well you’re talking about 
these huge global events, I mean that’s still presumably has a place 
in live television and possibly will always continue, do you see that as 
always having a place in live TV and or live broadcast, things like the 
opening ceremony of the games for example. 

00.42.11 SHIRONG 
(THROUGH 
TRANSLATOR) 

When I started, although over the years I’ve been doing a lot of 
grand scale events, but when I started it’s actually from an offline 
radio show. 

 SHIRONG 
(THROUGH 
TRANSLATOR) 

At the very beginning, when I started apart from a radio production, 
when we think about anything else, for example like a small concert 
or any grand events we start to organise those events in line with the 
radio production. 

00.42.59 SHIRONG 
(THROUGH 
TRANSLATOR) 

Certainly in that case, when it comes to those events we invite radio 
stations and also TV stations to live broadcast those events. 

 SHIRONG 
(THROUGH 
TRANSLATOR) 

The unusual thought, why we engage ourselves into big events is 
actually trying to use this event to serve, the output of traditional 
media. 

00.43.26 SHIRONG 
(THROUGH 
TRANSLATOR) 

By doing this we accumulate, it’s a lot of experience because live 
broadcast is so different from what you do in a radio station. 

 SHIRONG 
(THROUGH 
TRANSLATOR) 

And also, as we move on China is becoming has become a place 
where lots of conferences and lots of activities are taking place, 
during they year. 

00.44.01 SHIRONG 
(THROUGH 
TRANSLATOR) 

So if there is a demand for us to you know present a grand event 
that’s down to us to deliver that event. 

 SHIRONG 
(THROUGH 
TRANSLATOR) 

And that includes the Beijing Olympics and also the APEC in 2014. 

00.44.38 SHIRONG 
(THROUGH 
TRANSLATOR) 

Well we are talking about traditional media and so called new media 
we actually concluded that traditional media is very much like a 
linear nature, whereas internet is very much a non linear. 

 SHIRONG 
(THROUGH 
TRANSLATOR) 

Yes so we are, we are planning our traditional media output we are 
thinking about you know programme after programme. 

 SHIRONG 
(THROUGH 
TRANSLATOR) 

And when we talk about internet, content on the internet we’re 
talking about you know different pieces, different you know segment 
content. 

00.45.27 SHIRONG 
(THROUGH 
TRANSLATOR) 

And we have an idea that when people are deciding whether 
they’re going to consume this content is, is a matter of you know 
between the seven second to seven minutes. 

 SHIRONG 
(THROUGH 
TRANSLATOR) 

So the, you know the decision will be made, will be made within 7 
seconds, to decide whether I’m going to carry on listening to this 
show or whether I’m going to switch over to another channel. 

00.46.05 SHIRONG And whereas, where you consume content from the internet you can 



 

www.bbc.co.uk/academy  13  

(THROUGH 
TRANSLATOR) 

naturally decide, you click and you check for a few seconds, if you 
don’t like it you go away and you check another content. 

 SHIRONG 
(THROUGH 
TRANSLATOR) 

So the image on the internet and also the storylines has to be very 
selling, to be very attractive to you know to bring people in in the first 
place. 

00.46.34 SHIRONG 
(THROUGH 
TRANSLATOR) 

So consumer users will have more choices when it comes to 
consuming content on the internet. 

 CHRIS Click Bait.  It’s the same everywhere.  I do think it’s important to bring 
it back to kids for a second, because when we talk about linear 
[yeah] it’s so much different. 

 MICHELLE It’s over, it’s over, I think for kids it’s over. 

00.46.57 NISH We’re coming right towards the end of the panel, so I want to ask you 
one final question which is exactly on that point, what do you see as 
the future for broadcasting to young people, I mean I know that’s a 
big question, and there’s people waving signs saying one and two 
which I can only mean is a bad thing, but if you want to, yeah if you 
could just briefly summarise what you think each of  you thinks the 
future is within your sort of spheres of influence for broadcast ...... 

00.47.24 MICHELLE I think it’s still great stories, you know kids, kids you know seeing 
themselves having their own you know stories be told, but you know I 
think it is all going to be on demand for kids, you know I don’t think 
kids are going to consume you know scheduled television going 
forward. 

00.47.46 CHRIS I would agree, I think there’s you know I mean I think about this a lot, 
I’m  kind of obsessive over is there a reinvention of the linear stream 
for kids.  Because I think we tend to be a slave to the existing sort of 
business model and attribute to the linear stream right, so in part we 
think about what’s the goal of the linear stream, it’s to keep people 
watching the linear stream and that might not be what a linear 
stream should be, for kids, in the future.   

00.48.19 CHRIS So I think often about how I would reinvent the linear stream for 
today’s youth and kids and I think you’ll see some experimentation 
there, because it’s not like their inherently against watching a live 
stream, it’s just the idea of tuning in at a particular time. 

 MICHELLE Based on what you’ve decided for them, yeah. 

00.48.44 CHRIS Definitely, but if you’ve got an alert on your phone that when 
something was happening or something in that regard, there’s a new 
App, I don’t know whether you guys are aware, it’s called HQ, it was 
the former creator of Vine I believe and it is a game show, a mobile 
driven video game show where hundreds of thousands of people are 
now participating in this and I think there’s some application there 
around kids as well and i think there’s some reinvention to be done. 

 NISH Tracey? 

00.49.14 TRACEY I think the reality is, tell the story well, if you’re telling a story that they 
cannot miss and they have to be there when it’s happening, they’ll 
come to you whenever the programme is going out, but do that 
within the context of also making your content relatable, speak to 
them in their own voice, make them think it’s something they can be 
a part of that talks to them and be everywhere they are. 
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 NISH And Shirong, the future of broadcasting to young people? 

00.49.53 SHIRONG 
(THROUGH 
TRANSLATOR) 

When we talk about children we talk about the future and you know 
it’s the same theory anywhere in this world, and when we talk about 
providing content for children we have to think about you know what 
they like, what are the proper, proper nature of content they need 
that we can serve them better. 

 SHIRONG 
(THROUGH 
TRANSLATOR) 

As children grow up from a very young age, after you know to in their 
20s and when they can establish themselves. 

00.50.34 SHIRONG 
(THROUGH 
TRANSLATOR) 

Education becomes a very important, that includes you get an 
education from family, you get education you learn something from 
society and also you learn something as you grow up. 

00.50.48 SHIRONG 
(THROUGH 
TRANSLATOR) 

And in different countries and different territories children have 
different characters. 

 SHIRONG 
(THROUGH 
TRANSLATOR) 

So we must have a responsibility that although we are entertaining 
them but also we need to provide content which can have an 
education function as well. 

00.51.13 SHIRONG 
(THROUGH 
TRANSLATOR) 

In China we have an old saying that you learn something through 
something, you learn through a joyful experience. 

 SHIRONG 
(THROUGH 
TRANSLATOR) 

So in terms of providing the right content, it doesn’t matter whether 
you are a traditional media or you are a new media you have to be 
responsible for children. 

00.51.36 NISH Right, that seems like an excellent place to wind things up, ladies and 
gentlemen please join me in giving a massive round of applause to 
the panel of guests, Michelle Guthrie, Chris Williams, Tracey Keenan 
and Shirong Xang, thank you very much everyone. 

 


