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I. Setting
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Setting

The decision is whether to enter serious negotiations today or wait for additional entrants 
to bid for Sony’s output.  We believe these considerations advise us to negotiate now, 
using sound negotiating tactics to preserve our leverage.

Buyers Landscape: Principle buyers (Starz, Netflix, EPIX and perhaps HBO) are available to discuss 
a full output deal now.  Showtime and the SVOD players may also be willing to take a segment of our 
output (SPC, Screen Gems, animated). Meanwhile, other potential entrants exist if we want, however, 
none is a proven, viable buyer.

Sellers Landscape: Universal is rumored to be in discussions to do an output deal with 
Comcast/StreamPix.  Starz also in discussions with Universal.  However, Universal will likely want to 
keep content in-house with sister-company if terms are met.  Additionally, there may be more 
competitive studios in two years as existing pay deals roll off.

Historical Timing of Pay Negotiations: Sony has traditionally negotiated its pay deals in advance of 
today’s timing.
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SPT will explore an output deal with every potential buyer in the market and will re-evaluate strategy based on market 
feedback.  

Starz is likely the most attractive buyer and is available to engage today:
–Financially viable
–Committed to the feature-film output model (with a struggling originals strategy – if its originals improve in a year, their 
appetite for features may diminish)
–Reasonable rights requirements
–Best deal in the market

Netflix is presently financially viable; most relaxed rights requirements; no second pay window required; however, it’s 
unknown whether Netflix will contemplate a feature output deal for 2017++ and it is moving towards television over 
feature product.
–Netflix may be a bidder to share some output (e.g., an SPC window); similarly Showtime may bid for Screen Gems 
product
–No indication that there is negative downstream impact on network windows (e.g., for Paramount)

EPIX is another potential buyer who may be willing to commit now
–May involve taking a role in the JV
–Questionable viability as it struggles to gain cable carriage, which could change if Sony joins

HBO still does not appear to be a serious buyer
–Not advisable to wait-and-see: HBO may drop to 2 studios if Universal leaves for Comcast/Starz
–HBO’s rate-card and rights requirements are less attractive than Starz

Other potential buyers (HuluPlus, Amazon, Redbox, StreamPix, DirecTV, Vutopia, SEN, Intel) are uncertain
–None has committed to a movie output model
–SVOD players may be willing to share some output content
–Comcast/StreamPix may be a likely bidder for content if they commit to the Pay space beyond Universal

Buyers Landscape – Present (Known) vs. Future (Speculative)
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Subscribers • Starz: 19.6 million
• Encore: 35 million

• Largest footprint/exposure
• HBO: 28.4 million, 44 million int’l
• Cinemax: 17 million

• Comparable footprint/exposure to 
Starz

• Showtime: 21.3 million
• The Movie Channel (TMC): N/A, 

packaged with Showtime. ala 
carte with DirecTV and Dish 

• Comparable footprint/exposure 
to Starz but will grow if gets 
MSO carriage

• 2011: 9.8 million (MSOs)
• Content also available to 23M 

Netflix subscribers

Current Studios / 
Deal Timing

• Sony (2016), Disney (2015), 
Overture

• Fox (2017), Warner Bros. (sister 
co.), Universal (2016), Summit 
(2017)

• IFC, Weinstein (2015), Miramax, 
Dimension,  DreamWorks SKG 
(2015)

• Paramount, MGM, Lions Gate 
(est. thru 2015, based on Netflix 
deal timing)

Financial Stability • Strong
• 2011: Revenue – $1.6B, Cash 

Flow – $362M

• Strong
• 2011: Revenue – $4.1B, Cash 

Flow – $1.3B

• Strong
• 2011: Revenue – $1.5B, Cash 

Flow – $607M

• Uncertain (Launched in 2009)
• 2011: Revenue – $406M, Cash 

Flow – $123M (large portion 
assumed from Netflix deal)

Movie Output 
Strategy / Buyer 
Profile

• Seeks 2 studios only
• Pays strongest pricing in pay 

market on more reasonable terms 
than HBO

• In discussions with Amazon and 
Redbox/Verizon for a potential 
OTT partnership

• Probably not a buyer for Sony; 
may drop from 3 to 2 studios if 
Universal leaves; legal issues if 
tried for 4 studios

• Fees less attractive than Starz
• Requires onourus holdbacks 

impacting EST/UV and cable FOD

• Expressed interest in a small 
(e.g., Screen Gems) portion of 
SPE’s slate as other deals lapse

• Studio output agreements have 
become less relevant (lost 
Paramount, MGM, LG and 
Summit) as shifted to originals

• Pays low prices for film and 
therefore buys in the low end 
market

• Demanding OTT rights on all 
deals without an articulated 
growth strategy

• Movies from JV partners
• Liquidity concerns and LT 
viability in question

Ownership •Liberty Media • Time Warner • CBS Corporation • Paramount/Viacom, MGM and 
Lions Gate

Growth Strategy • Aims for original programming but 
limited success

• Has been willing to grow with low 
margin over-the-top SVOD in the 
past

• Now seeking a low-margin SVOD 
OTT strategy for Encore and 
high-priced SVOD for Starz/Pay1

• Leader in original programming
• HBO GO/Max GO are their 

authenticated online video portals, 
preserving branding and driving 
value to cable

• Heavy investment in original TV 
programming ~$600M, paying off 
based on increased Emmy 
wins/nominations

• Showtime Anytime is 
authenticated app  (~HBO GO) 
driving value to cable

• OTT strategy is undefined

• Struggling with cable carriage 
(currently on Dish, Cox, Charter, 
Verizon FiOS)

• 5 year deal with Netflix for $1 
billion  (Sept 2010-2015) with 
exclusive window for cable

• Launching apps for 
authenticated viewing
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Subscribers • 23 million • 1.5 million • 3-5 million overall with 
500K[?] streaming content

• N/A (partnership announced 
2/2012)

Current Studios / 
Deal Timing

• DreamWorks Animation (begins in 
2013), EPIX (2015), Film District, 
Relativity, Open Road, Miramax

• Library only (Crackle, Criterion, 
Lifetime MOWs)

• Library only • In discussions with Starz and 
EPIX on potential deals

Financial Stability • Moderate? 
• 2011: Revenue – $3.2B, Cash Flow – 

$226M

• Moderate
• 2011: Revenue – $420M

• Strong • Moderate

Movie Output 
Strategy / Buyer 
Profile

• Netflix entered premium pay space 
with Starz (deal expired)

• Signed premium EPIX ($1B) and 
Relativity deals; appetite for catalog 
diminishing

• Potentially willing to contemplate 
another output deal (unknown timing) 
for all or part of SPE’s output (e.g., a 
window share for SPC)

• Heavy TV buyer, perhaps limited 
feature buyer

• Rights package may be favorable to 
SPE i.e., flexible partner

• Pursuing original production

• No output strategy (library only) to 
date

• Intends to spend $500M in 2012 on 
content (no split between TV/film)

• Pursuing original production

• No output strategy (library 
only) to date

• Potentially willing to 
contemplate an output deal 
(unknown timing)

• Known to pay low prices for 
film and TV product

• Untested
• No SVOD purchasing to date 

Ownership •Publicly traded • NBC/Comcast, FOX, ABC, 
Providence Equity

•Publicly traded • Verizon:65%, Redbox 
(Subsidiary of Coinstar): 35%

Growth Strategy • Looking to become a cable channel 
like HBO

• Seeking carriage on MSOs
• Expansion across multiple devices 

and into int’l territories
• May strike additional deals with 

premium Pay TV providers/studios for 
content

• Hulu Plus, for premium content 
allows for dual revenue stream 
model

• UK and Japan

• Potential to spin SVOD 
service out of Prime

• SVOD service may help 
with Kindle sales (or vice-
versa)

• Redbox moving away from 
hard DVD business to online 
model similar to Netflix 
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Xfinity StreamPix

Subscribers • Footprint/exposure comparable to 
Starz

• Potentially available to 22 million 
Comcast Xfinity subs

• Footprint/exposure comparable to 
Starz

• 19.2 million

• N/A [12million?]
• FOD service only available 

on Time Warner Cable and 
Bright House Networks

• Also affiliated with Comcast 
and Cox

• +90M total accounts
• ~12-18M active worldwide 

accounts 
• ~5-7M U.S. accounts

Current Studios / 
Deal Timing

• N/A • N/A • N/A • N/A

Financial Stability • Uncertain (large parent company) • Strong
• 2011: Revenue – $27.2B, Net Income 

– $2.6B

• Uncertain • Strong

Movie Output 
Strategy / Buyer 
Profile

• Rumors of a pay deal with Universal 
• No proven output strategy (library 

only) to date

• Unknown whether DTV plans to shift 
from carrying Pay TV channels on its 
service to buying content directly from 
studios and launching their own 
service as a direct competitor 

• Potential Internet access hurdle

• No output strategy (library 
only) to date

• Any commitment to movie 
output deal would require 
full JV board to agree: TW, 
Comcast, Cox, BH

• No SVOD purchasing to date 
• Currently  an a la carte 

service where customers can 
purchase/rent films and TV 
shows

Ownership • Comcast • Publicly traded
• Major shareholders include Liberty 

Media and Warren Buffet

• Comcast, Cox 
Communications, Time 
Warner Cable, and Bright 
House Networks 

• Sony

Growth Strategy • Launch video streaming service to 
compete with Netflix, Amazon Prime 
and Hulu Plus

• Expanding on Xfinity TV service with 
greater selection of films and TV 
shows

• Bundling opportunity with triple play
• Must obtain additional content deals 

to make it competitive
• Limited content (40% NBC/Universal 

library) mostly TV
• Launching service on multiple 

devices

• Expected to launch its own website 
movie portal in Q212 akin to Xfinity’s 
StreamPix

• Their Audience Network channel is 
exclusive on DirecTV and has been 
licensing series/films and producing 
originals

• Authenticated SVOD 
services competing against 
Netflix

• Very limited number of titles 
(~100-200)

• Unify its online services
• Goal is to give consumers 

access to entertainment 
across many Sony and non-
Sony devices

• Grow on demand video 
service called Video 
Unlimited
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Subscribers • None to date • 14.3 million Dish subscribers • N/A • +1 million viewers as of May 2011

Current Studios / 
Deal Timing

• N/A • N/A • N/A • N/A

Financial Stability • Strong
• 2011: Revenue – $54.0B, Net 

Income – $12.9B

• Uncertain (large parent company)
• 2011: Dish Rev – $14.0B, Dish 

Net Income – $1.5B
• 2011: Blockbuster Rev – $975M, 

Blockbuster Net Income – $4.0M

• Uncertain (large parent 
company)

• Uncertain

Movie Output 
Strategy / Buyer 
Profile

• Very early stage; no SVOD 
purchasing to date. 

• Uncertain viability of stand-alone 
business model.

• No output strategy to date
• Potential Internet access hurdle 

since limited Dish subs have web 
connected set-tops

• No subscription service
• No SVOD purchasing to date 
• Currently  an a la carte service 

where customers can 
purchase/rent films and TV 
shows

• No subscription service
• No SVOD purchasing to date
• Primarily hardware company 

Ownership • Publicly traded • Dish Network • Walmart • Privately held

Growth Strategy • Announced OTT set-top box 
product in development (like 
Roku)

• Difficult strategy to make work, 
even with retail power of Intel

• Speculation that strategy will 
migrate to devices sold by other 
manufacturers

• Combined streaming/DVD-by-mail 
package with in-store exchanges

• Offering streaming service to non-
Dish subscribers (currently only 
available to Dish subscribers)

• Wal-Mart can put significant 
resources behind Vudu in order 
to build a streaming library. Wal-
Mart's clout with Hollywood 
studios, as a traditional partner 
in home video, gives it huge 
additional credibility.

• Make available on multiple 
devices

• Power disc to digital initiative at 
Wal-Mart stores whereby 
customers can view films on 
Vudu

• Streams more than a hundred 
Internet video and audio services, 
including Netflix, Hulu Plus, 
Amazon, etc.

• Must face competition among 
other internet connected devices
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Strongest competitors to Sony are Warner Bros, Fox, Paramount and Universal; where Disney, MGM and Lions Gate are 
tier 2 players

Universal is presently in the market, a principle disadvantage of negotiating now
– There are rumors that Universal may do their pay deal with Comcast/Xfinity StreamPix
– Could move from HBO and their deal is up in 2016
– Situation becomes worse, however, if Universal were to take a Starz spot, and HBO were to drop to 2 studios

Warner Bros is unlikely to move from HBO

Fox could move from HBO; our advantage is its deal is not up until 2017

Paramount (and MGM/LG) could enter market if EPIX fails. However, EPIX should be solvent 
through 2015

– At the moment, we have the advantage that Paramount is tied up with the EPIX JV. Uncertain duration of 
commitment.

Lesser competitors: Disney, Independents become available soon but are likely not the first choice of any buyer 
compared to Sony  [need to confirm this w/respect to Disney – they have strong brand and large DBO pictures]

Disney is too small to be a substitute for Sony [review in light of performance]. Deal is up in 
2015

MGM/Lions Gate are part of EPIX through 2015

Sellers Landscape: One Competitor Today vs. More Tomorrow
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Studios/Sellers Output Deal
Expiration 

Date
Annual Film Output Performance Notes

Starz 2016

• TBD
• TBD
• TBD

• TBD
• TBD
• TBD

HBO
N/A – Sister 

company

• TBD
• TBD
• TBD

• TBD
• TBD
• TBD

HBO 2017

• TBD
• TBD
• TBD

• TBD
• TBD
• TBD

HBO 2016

• TBD
• TBD
• TBD

• TBD
• TBD
• TBD

EPIX 2015 (est.)

• TBD
• TBD
• TBD

• TBD
• TBD
• TBD

Starz 2015

• TBD
• TBD
• TBD

• TBD
• TBD
• TBD

EPIX 2015 (est.)

• TBD
• TBD
• TBD

• TBD
• TBD
• TBD

EPIX 2015 (est.)

• TBD
• TBD
• TBD

• TBD
• TBD
• TBD

Movie studio data / performance analysis
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Sellers Landscape – Overall Volume Trends

2006 → 2010 
Releases

45 → 27

19 → 13

37 → 25

28 → 17

24 → 21

Note: Release counts includes subsidiary/specialty labels and cost refers to production cost estimates for the top twenty releases from calendar 2010 and 2006 
according to domestic box office. Source: Box Office Mojo, BMO, 2011.

Major Studio Film Slates Over 
Time

Major studio film slates have decreased from 197 in 
2006 to 141 in 2010 a -8% CAGR

The majors are generally aiming to release fewer 
overall films and focusing on big-budget tent-pole 
titles that travel well overseas.

Slate Size: slate sizes have stabilized in recent 
years with a “new normal” emerging; release slate 
size collectively down ~(33%) vs. 2006 across 
majors

– WB/New Line: 2010 releases down ~(40%) vs. 
2006 but still highest volume among majors; 
merged New Line into WB and closed Warner 
Independent & Picturehouse in 2008

– Paramount: 2010 releases down ~(30%) vs. 
’06

– Fox: 2010 releases down ~(30%) vs. ’06

– Disney: 2010 releases down ~(40%) vs. ’06

– Universal: 2010 releases down ~(10%) vs. ’06
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SPT negotiated prior deals 6-7 years in advance; negotiating today is late by historical standards

– Negotiated move from HBO to Starz in 1999 for 2005 slate 

– Negotiated renewal with Starz in 2008 for 2014 slate 

– Negotiations have taken ~12 months from start to close

– [Insert for BSkyB, SkyItalia…]

Historical Timing Considerations



CONFIDENTIAL – Attorney Work Product/Attorney Client Communication page 14

II. Current Starz Proposal Summary
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Starz Offer – June 2012
Issue Starz Offer June 2012 Discussion

Term − 3 year extension (2019 slate) − Last extension was 3 yrs 

Internet: Maintaining “Premium” 
Offering

− Remove Internet Caps and multiplier
− Remove marketing, pricing and bundling 

restrictions

− Consider modification if adequate pricing 
increase

Internet Ratecard − Sub fees for OTT SVOD subs only
− Rates start low and scale up, but on avg are 

~10% of cable
− Would = $16m/yr if Starz reupped with Netflix

− Pricing needs to approach cable

Ratecard for Linear − Modest reductions from the 2014-16 ratecard 
for titles <$30m Rentals (~$55mDBO)

− No reductions
− Fees must increase if license periods or 

exhibitions increase

Bonus − No change − Consider in light of other pricing issues

Longer License Periods − Lengthen Pay2, add new Pay3 − Comps to ~$10m/yr

Liberalize Exhibition Rights for 
Linear and SVOD

− More flexibility = more exposure − Requires commensurate pricing increase (still 
comping this)

Output Volume Caps − No change requested

UltraViolet − Not raised − Introduce UV liberalization at long-form stage

Action Plan:  Test market interest in whole/portion of Sony’s output with other pay/SVOD players.
•HBO, Starz, Showtime, EPIX
•Netflix, Amazon, Hulu, StreamPix
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III. SPE’s Points of Leverage with Starz / Other Partners
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• SPE [need thesis statement about SPE’s attractiveness as a partner to Starz/HBO/SHO/Netflix]

• [Need thesis statement re: the value of our volume, DBO performance ($100M-$150M), genre, etc. in Pay TV – include 
graphics as appropriate that I’m working on w/Dustin]

– [Discuss Columbia vs. SG/TS, SPA, SPC]

• Leverage points specifically with Starz: SPE’s Pay1 windows go into 2019 and Pay2 windows go to 2026
– Overall note: any concession from Sony has additional weight because Sony can retrofit its deal and free up 

Pay1 windows into 2019 and Pay2 windows into 2026
– Lower volume caps
– Modification of internet caps
– Bifurcation of Starz and Encore for SVOD
– Discuss exclusion of SPC titles

SPE’s Leverage as an Output Partner
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Length of Pay Deal
The current SPT output deal will affect Starz for another 10-15 years even if they don’t renew the deal. It behooves them 
to renew and clean up the deal terms in the current negotiations.
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Feature Film Caps

SPT Position:
• SPT has the ability to reduce the overall film caps
• Columbia anticipates reducing their overall slate 
• Sony Pictures Classics is consistently over their title 

cap and is expected to be +5 over the cap in the 
future

– Potentially carve-out Classics films from the 
output deal

– Strike separate deal with another partner (Netflix, 
Hulu, etc.)

• SPT has not fully utilized our “B” titles
– Relaxing single source requirement for 3rd Party 

Rent-a-System may help WAG use their slots
– The 6 Sony Rent-a-System slots are not used 

because SPE puts in >50% of P&A and they then 
qualify as “A” titles

– WAG anticipates ~2 theatrical pictures that may 
qualify as “A” titles

Starz Position:
• Although SPT has not historically hit the title cap, 

Starz wants to reduce the overall number of titles 
in order to minimize their potential risk as it 
pertains to their financial planning

Overall Film Cap

Product Owner 2009 2010 2011 Average

Motion Picture Group
Category "A" Titles

Columbia 12 9 13 11
Tri-Star 1 - - 0
Screen Gems 5 7 6 6
Sony Pictures Animation - - 1 0

Sub-Total 18 16 20 18
Excluding SPA titles 18 16 19 18

Worldwide Acquisitions Group
Category "A" Titles

Columbia - 1 - 0
Tri-Star 2 - 4 2
Screen Gems - - 1 0
Sony Pictures Classics (Excess) 1 - - 0

Category "B" Titles
3rd Party Rent-a-System 4 1 1 2
Sony Rent-a-System - - - -

Category "SPC" Titles
Sony Pictures Classics 1 1 1 1

Sub-Total 8 3 7 6
Excluding WAG acquired "SPC" 6 2 6 5

Sony Pictures Classics
Category "A" Titles (Excess) 4 4 - 3
Category "B" Titles (Excess) 1 - 2 1
Category "SPC" Titles 14 14 14 14

Sub-Total 19 18 16 18
Including WAG acquired "SPC" 21 19 17 19

Summary
Category "A" Titles

Columbia 12 10 13 12
Tri-Star 3 - 4 2
Screen Gems 5 7 7 6
Sony Pictures Animation - - 1 0

Sub-Total 20 17 25 21
Category "B" Titles

3rd Party Rent-a-System 4 1 1 2
Sony Rent-a-System - - - -

Sub-Total 4 1 1 2
Category "SPC" Titles

Sony Pictures Classics 15 15 15 15
Excess Moved to "A" 5 4 - 3
Excess Moved to "B" 1 - 2 1

Sub-Total 21 19 17 19

Sum Total 45 37 43 42
Current Film Cap 50 50 50 50

Variance (5) (13) (7) (8)
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Digital Subscriber Caps
SPT Position:

• SPT has the ability to increase the digital subscriber caps to allow for a specific 
deal with a third party (Netflix, Amazon, etc.)

– The caps would remain in place for other services

– Permits SPT to do a significant deal directly with a 3rd party
 The primary risk to this arrangement is that exposure of Sony titles 

could be significantly wider than under the current deal
 To mitigate this risk, SPT should 1.) price the internet subs 

sufficiently high to compensate for Network Window harm and 2.) 
keep the term short (3 years is optimal)

• SPT can remove the cap altogether 

– Must insist on deal-by-deal approval for any new internet distribution deal Starz 
does. This is clearly preferable to Sony, however, Starz has so far indicated it is 
a non-starter

• SPT can eliminate the multiplier

– Starz can compensate SPT on a per sub basis

• All of the above is contingent on SPT being made whole on any additional digital 
subs that may impact downstream revenue

Starz Position:

• Current digital subscriber caps may hamper Starz’s growth in the online arena

• Anticipated sub cap ~55M, with TV Everywhere potentially utilizing up to 35M of 
those subs (Encore)

• Non-TV Everywhere digital delivery will be available to ~20M, but is dependent 
on pricing and effect of multiplier

• Wants to bifurcate and go wider/cheaper with Pay 2/SPC titles in OTT SVOD. 
Would potentially compete with other SVOD library opportunities, requiring 
additional SPE compensation

Internet 
Subs (MM)

* Cap increase with high speed internet HH growth

2012 

Cap *
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IV. SPE Deal Point Priorities with Starz / Other Partners
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• Guiding principles:

– Maximize fees
• [Review rate-card in light of MPG biz plan; supercaps not helpful?]

– Preserve premium value of feature output
• Avoid low-margin super-exposure harming sales in the network window 

– Ultraviolet
• Opportunity to obtain additional flexibility for UV

– Support for SEN
• Extend MFN or craft new position giving SEN access to Starz service

• Bid SPC and/or SPA separately to Netflix?

– [Need thesis statement re: value of SPC to SVOD vs. Starz; compare fees]

Overview of Guiding Principles for Negotiations
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License Fees – License Fees for Sony/Starz deal are above-market and include an annual bonus payment that is no 
longer common in the industry

Windows – SPE grants Starz only 2 windows, where other studios grant their pay provider 3 windows; also SPE/Starz 
windows are generally shorter and do not have black periods

Feature Film Slots – SPE/Starz deal permits SPE to include a wider range of pictures than other pay TV deals in the 
market (including SPC films and films that are co-released with 3rd parties)

EST / UV – Permitted during the pay windows, reduced EST pricing floor during Pay 2 and clarified certain UV rights of 
Sony’s

PPV / VOD Viewing Period – Extended viewing period from 24 hours to 72 hours and clarified certain UV rights of 
Sony’s

Free On-Demand – SPE retains Free-on-demand rights between pay windows, where some other studios have 
restrictions. Sony secured the right to bundle 2 “free on demand” titles per year with purchase of Sony products (>$100) 
at any time for up to 2 months

Sony/SPE Subscription Service over Mobile – Obtained the right for Sony/SPE to exhibit 6 titles (<$50m DBO) per 
year on our mobile Pay TV channels during the network window

Home Premiere – Early PPV/VOD at a premium price point is permitted without triggering the start of Pay1 provided 
minimum pricing is observed

Starz Deal Considerations –Favorable Terms Compared to Market 
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V. Appendix
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• AT&T – February 13, 2012: Agreed to a multi-platform, multi-year extension of the Starz-AT&T U-verse® TV 
affiliation agreement. The extension covers Starz Entertainment’s premium channels, HD, on-demand, and 
authenticated online services.

• Time Warner – March 6, 2012: on TW’s website, it claims “The following agreements are due to expire soon, and we 
may be required to cease carriage of one or more of these services/stations in the near future”. On it, Encore and 
Starz are listed

• Verizon FiOS – April 6, 2011: Verizon and Starz Entertainment announced a new multiyear agreement, expanding 
their partnership to give Verizon FiOS customers 23 Starz and Encore channels, their respective HD channels and 
VOD offerings. The deal also includes Movieplex VOD.

• Comcast – June 29, 2010: Comcast, Starz Sign Multi-Year Distribution Deal

• Dish
• DirecTV
• Charter
• EchoStar

Starz Affiliation Renewal Dates 
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Starz vs. Network Window

Network Window Annual Average Revenue for 2007 thru 2010:
$128,345,488.5

1 

Pay Annual Average Revenue for 2007 thru 2010:
$264,814,309.7

1 

Network as a Percentage of Pay: 48.47%

2012 Pay Annual Average Rev after Starz 12.5% Discount:
$237,650,021.0

0 

Network as a Percentage of Pay (Assuming Network Window rev stays constant): 54.01%

2014 Projected Pay Annual Average after Starz 30% Discount:
$199,620,016.8

0 

Projected Network as a Percentage of Pay (Assuming Network Window rev stays constant): 64.29%
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Previous Deal vs. Current Deal 

($ in MMs) FY12 – FY13 FY14 – FY16 FY12 – FY16

Previous Pay Deal $568 $852 $1,420

Current Pay Deal $529 $587 $1,116

Variance ($39) ($265) ($304)

% Change (7%) (31%) (21%)
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Previous Deal vs. Current Deal Detail 
Reductions Existing Deal

Proposal    
(2012-13)

Proposal   
(2014-16)

Organic Titles (non SPC) >30 0.0% 12.5% 35.0%
Organic Titles (non SPC) <30 0.0% 12.5% 35.0%
Acquisitions 0.0% 35.0% 35.0%
SPC Titles 0.0% 12.5% 35.0%

Ending
3/31/2008 3/31/2009 3/31/2010 3/31/2011 3/31/2012 3/31/2013 3/31/2014 3/31/2015 3/31/2016

FY08 FY09 FY10 FY11 FY12 FY13 FY14 FY15 FY16
Organic Titles (non SPC) >30 6.0 3.0 5.0 10.0 6.0 6.0 6.0 6.0 6.0
Organic Titles (non SPC) <30 16.0 14.0 12.0 10.0 13.0 13.0 13.0 13.0 13.0
Acquisitions - - - - 6.0 6.0 6.0 6.0 6.0
SPC Titles 13.0 19.0 20.0 20.0 18.0 18.0 18.0 18.0 18.0

Total Titles 35.0 36.0 37.0 40.0 43.0 43.0 43.0 43.0 43.0

Per Title Revenue - Col/TriStar/Screen Gems 9.16$              9.82$              10.00$            12.57$            10.39$            10.39$            10.39$            10.39$            10.39$            
Per Title Revenue - Col/TriStar/Screen Gems (w/ Supercap) 9.16$              9.95$              10.13$            12.68$            10.48$            10.48$            10.48$            10.48$            10.48$            
Per Title Revenue - Acquisitions -$               -$               -$               -$               1.97$              1.97$              1.97$              1.97$              1.97$              
Per Title Revenue - SPC Titles 0.90$              0.85$              1.02$              0.99$              0.94$              0.94$              0.94$              0.94$              0.94$              

Sony Proposal
Organic Titles (non SPC) >30 54.93$            29.86$            50.63$            126.84$          60.91$            55.02$            40.51$            40.51$            40.51$            
Organic Titles (non SPC) <30 146.48$          139.36$          121.52$          126.84$          131.98$          119.21$          87.76$            87.76$            87.76$            
Acquisitions 1.37$              6.90$              4.90$              4.90$              10.78$            7.68$              7.68$              7.68$              7.68$              
SPC Titles 11.72$            16.10$            20.43$            19.71$            16.37$            14.79$            10.99$            10.99$            10.99$            

Total Library (1) 9.54$              10.70$            15.42$            15.92$            8.67$              8.67$              8.67$              8.67$              8.67$              
Bonus 47.50$            47.50$            47.50$            47.50$            47.50$            47.50$            40.00$            40.00$            40.00$            

Total Revenue 271.53$          250.42$          260.40$          341.72$          276.22$          252.86$          195.60$          195.60$          195.60$          

Keep existing Starz deal
Organic Titles (non SPC) >30 54.93$            29.86$            50.63$            126.84$          62.88$            62.88$            62.88$            62.88$            62.88$            
Organic Titles (non SPC) <30 146.48$          139.36$          121.52$          126.84$          136.24$          136.24$          136.24$          136.24$          136.24$          
Acquisitions 1.37$              6.90$              4.90$              4.90$              11.82$            11.82$            11.82$            11.82$            11.82$            
SPC Titles 11.72$            16.10$            20.43$            19.71$            16.90$            16.90$            16.90$            16.90$            16.90$            
Total Library 9.54$              10.70$            15.42$            15.92$            8.67$              8.67$              8.67$              8.67$              8.67$              
Bonus 47.50$            47.50$            47.50$            47.50$            47.50$            47.50$            47.50$            47.50$            47.50$            

Total Revenue 271.53$          250.42$          260.40$          341.72$          284.00$          284.00$          284.00$          284.00$          284.00$          

Variance -$               -$               -$               -$               (7.78)$             (31.14)$           (88.40)$           (88.40)$           (88.40)$           
% Change (3%) (11%) (31%) (31%) (31%)

Total Cash Value
2012-2013 2014-2016 Total

Previous Deal 568$               852$               1,420$            
Current Deal 529$               587$               1,116$            
Difference (39)$               (265)$              (304)$              
% Change (7%) (31%) (21%)

Totals
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Analysis of the Opportunity cost of an Extended Pay 2 and a new Pay 3 
Window

[TO COME]
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Value to Starz in Liberalizing Exhibition Rights 

[TO COME]
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Internet: Maintaining “Premium” Offering

Current Deal Starz Offer June 2012

Deal Terms

Implications

• Restrict access with subscriber caps 
(50M+), including TV Everywhere, with 
cap reductions for low priced offerings 
(i.e., the “multiplier”)

• Restrict “free” marketing messages

• Restrict bundling with speed by MSOs

• Restrict bundling with non-programming 
i.e., limited to content provider websites

• For OTT: 

• Requires “entry level video” tier below 
Starz for OTT: $6-$8 min charge

• $14-$17 a la carte pricing if no “entry 
level” tier exists or if bundled

• Remove Internet Caps, including the 
multiplier and pricing and bundling rules

• Replace with a rule that Pay1 titles must 
be on the 3rd tier and Pay2 content on the 
2nd tier (access is one tier)

• Overall philosophy was to ensure that 
online Starz is offered on a premium 
basis, primarily by video-based services

• We could work with this approach if we 
reached agreement on pricing for 
Internet subs. Otherwise, no.
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Comparison of Internet Rates – Current vs. Starz Proposal June 2012

Current  Per Incremental Sub Per Month* 

0 - 10m subs 
 

$0.030  
> 10 - 15m subs 

 
$0.040  

> 15 - 20m subs 
 

$0.060  
> 20 - 25m subs 

 
$0.080  

> 25m 
 

$0.100  
$20 million cap per year  * translated from annual fee in deal 

   Proposal  

0 - 10m subs 
 

$0.045  
> 10 - 15m subs 

 
$0.075  

> 15 - 20m subs 
 

$0.100  
> 20 - 25m subs 

 
$0.150  

> 25 - 30m subs 
 

$0.200  
> 30m subs   $0.250  

 

• By way of comparison, Starz linear cable subs are at an effective rate of appx: $0.850/sub/month.
• Netflix would generate $16m
• Sony’s last ask was $0.35/mo or $85m/yr

 
Annual LF ($MM) 

  
Eff. Rate/Sub per Month 

        OTT Subs (m)  Current Proposal Increase 
  

Current Proposal 

0 $0.0  $0.0  0% $0.00  $0.00  
1 $0.3  $0.5  64% $0.03  $0.05  
2 $0.7  $1.1  64% $0.03  $0.05  
3 $1.0  $1.6  64% $0.03  $0.05  
4 $1.3  $2.2  64% $0.03  $0.05  
5 $1.7  $2.7  64% $0.03  $0.05  
6 $2.0  $3.2  64% $0.03  $0.05  
7 $2.3  $3.8  64% $0.03  $0.05  
8 $2.6  $4.3  64% $0.03  $0.05  
9 $3.0  $4.9  64% $0.03  $0.05  

10 $3.3  $5.4  64% $0.03  $0.05  
11 $3.8  $6.3  66% $0.03  $0.05  
12 $4.3  $7.2  67% $0.03  $0.05  
13 $4.8  $8.1  69% $0.03  $0.05  
14 $5.3  $9.0  70% $0.03  $0.05  
15 $5.8  $9.9  71% $0.03  $0.06  
16 $6.6  $11.1  69% $0.03  $0.06  
17 $7.3  $12.3  68% $0.04  $0.06  
18 $8.1  $13.5  68% $0.04  $0.06  
19 $8.8  $14.7  67% $0.04  $0.06  
20 $9.6  $15.9  66% $0.04  $0.07  
25 $14.6  $24.9  71% $0.05  $0.08  
30 $20.0  $36.9  85% $0.06  $0.10  
35 $20.0  $51.9  160% $0.05  $0.12  
40 $20.0  $66.9  235% $0.04  $0.14  
45 $20.0  $81.9  310% $0.04  $0.15  
50 $20.0  $96.9  385% $0.03  $0.16  
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Previous Internet Terms Backup Slides
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Overview of Internet Approach

• Overall philosophy is to ensure that online Starz is offered on a premium basis, 
primarily by video-based services

• A cap on total internet subscribers ensures service is offered to no more than 
roughly half of broadband households

• Suggested list prices help ensure service is positioned as premium
– Online services may offer actual prices below suggested list prices; however those 

subscribing at a discount will be counted as multiple subscribers against the cap

• Marketing and messaging further ensure premium positioning

• Most SOD restrictions that applied under the previous deal (e.g., maximum of 72% 
of titles available at one time) continue to apply on the internet 
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TV + Broadband DSL Only Open Internet*

(cable TV + broadband)

(DSL)

Starz Play only marketed as 
part of packages that include 
TV (e.g., double play / triple 
play).
Must include an ALC offer 
with suggested list pricing
No offers marketed as “free”

Available as an ALC “add-
on” or part of a premium 
DSL tier each with 
suggested list pricing
No offers marketed as “free”

Available as an ALC “add-
on” or part of a premium 
video content tier each with 
suggested list pricing
No offers marketed as “free”

X

X X X

Internet SOD:  Overview

* Customers that subscribe through an MSO’s web site (e.g. Fancast) will be considered “Open Internet” subscribers if they do not receive broadband from the MSO           
       (e.g. Comcast) and subscribers through a telco’s web site will be considered “Open Internet” subscribers if that web site is not specifically dedicated to the telco’s DSL 
customers

Examples

Incremental 
Compensation

Premium

Subscriber Caps 
to Encourage 
Premium

http://images.google.com/imgres?imgurl=http://www.ehomeupgrade.com/asset/2430.gif&imgrefurl=http://www.ehomeupgrade.com/entry/2281/netflix_ready_to&h=150&w=150&sz=6&hl=en&start=10&tbnid=hN-WqYetEYSHXM:&tbnh=96&tbnw=96&prev=/images%3Fq%3Dnetflix%2Blogo%26svnum%3D10%26hl%3Den
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Suggested List Prices

Cable DSL Open Internet

Bundles

Not applicable; but may 
only bundle with 

packages that include 
basic cable

Greater of $33 or

Basic+$5.99+$.01

$33 threshold moves up 
and down with market 

changes

$13.99 through 
2012

$16.99 thereafter

A La Carte in 
addition to a 
video service

N/A

$5.99 through 
2012

$7.99 thereafter

A La Carte 
without an 

underlying video 
service

$5.99 through 2012

$7.99 thereafter

$13.99 through 
2012

$16.99 thereafter

Litigation settlement terms: (1) through June 2009, Netflix SLP will be $7.99 ALC, $8.99 
bundled.  Thereafter, Netflix SLP will be the same as other Open Internet services (2) Verizon 
SLP for bundles is $29.99 through 12/31/13.
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Subscriber Cap 
Adjustment

HH Cap

Internet SOD:  Household Cap and Rate card

Rate card

• Cap applies to all instances of 
Starz Play (TV+BB, DSL Only, 
and Open Internet)

• Household cap for Starz Play 
is 35MM in 2009; growing to 
50MM in 2012

• Starting 2013, cap grows as a 
% of growth in high-speed 
internet households (but never 
less than 50MM)

• Subscribers purchasing below 
suggested list prices are 
included as multiple 
subscribers against the cap

• Example:

• Rate card applies to Open 
Internet subscribers only 
(excluding Netflix)

• Total annual fees to SPE capped 
at $20MM (expected value is 
less than $20MM as much of cap 
likely to be filled by TV+BB and 
DSL Only subs)

• Litigation settlement terms 
(Netflix):  $2MM per year for next 
3 yrs (if Netflix terminates, SPE 
receives single $2MM payment)

Year HH Cap

2009 35MM

2010 40MM

2011 45MM

2012 50MM

2013+ 50MM+ grows

% Decrease 
from List Price 

Subscriber 
Multiplier

0 – 10% 1.75x

10 – 20% 2.5x

20 – 50% 3.25x

50 – 80% 4x

80 – 100% 10x

10M subs at 
SLP

10.0M

10M subs at 
15% below SLP

25.0M
(10.0 x 2.5 = 25.0)

Total Subs 35.0M

Subs 
(MM)

Rate 
card

Incremental/ 
Max Total 

(MM)

0-10 $0.33/yr $3 / $3

10-15 $0.50/yr $3 / $6

15-20 $0.75/yr $4 / $10

20-25 $1.00/yr $5 / $15

25-30 $1.25/yr $5 / $20
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Other SOD Restrictions (Applies on Cable, Satellite, IPTV and Internet)

• Titles may be available for no more than 72% of the days of the linear license 
period

• Titles may only be available on SOD during a month of linear exhibition (with 
limited exceptions for SOD premieres): 120 days across up to 10 Starz channels 
for each of pay 1 (16-18 months) and pay 2 (13 months)

• SOD for cable (or mobile) is only as an "add-on" to a linear service, no stand-
alone SOD except on the Internet

• Titles cannot be more than 50% of the SOD titles on the service in any calendar 
quarter

• Imposed up-to-date content protection requirements and usage rules on Starz
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• May only be marketed as a bundle with offering that includes cable TV service

• Can not be marketed as a bundle with data only by cable companies

• A la carte pricing made available

• No pricing restrictions for Starz Play as a result of it being bundled with TV

• Must maintain Starz branding

• Household cap applies

• Rate card does not apply

Acceptable Marketing Messages

• “Sign up for Comcast ‘Double Play’ and get TV, Starz Play, and Broadband”

Unacceptable Marketing Messages

• “Get Starz Play when you sign up for HSIP”

• Bundling with TV likely within Starz’ rights; nearly all cable broadband households have cable 
TV service

- May offer Starz Play to these households without incremental license fees to SPE

- Marketing must still focus on access included with TV or premium packages

- Cap on total households reinforces premium access

Basic Terms

Rationale

Examples

SOD Scenario 1:  TV (Cable/Sat/IPTV) + Broadband
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• Can be bundled with any tier above basic.  SLP is $33/month ($29.99 for Verizon through 
2013)

- Today, only allows Starz Play to be bundled with highest of 3 tiers on Verizon and highest 
of 4 tiers on AT&T

• Can be offered a la carte.  SLP is $5.99 initially ($7.99 beginning in 2013) on top of any tier

• Can not be positioned as “free” to consumer; value must be clearly identified

• Must maintain Starz branding

• Household cap applies

• Rate card does not apply

Current Verizon DSL Plans

• “Starter” plan:  $19.99  Starz Play available a la carte at $5.99 (initially)

• “Power” plan:  $29.99  Starz Play can be bundled at no extra charge

• “Turbo” plan:  $42.99  Starz Play can be bundled at no extra charge

• DSL providers shifting to cable-like offerings of IPTV + broadband (e.g., FIOS)

• Starz views cable-like treatment as critical; rate card does not apply

• $33 SLP helps ensure premium position even if DSL prices fall

Basic Terms

Rationale

Examples

SOD Scenario 2:  DSL Only
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Basic Terms

Rationale

Examples 
(Current)

• Limited to content provider websites

• Can be offered a la carte.  SLP is $5.99 initially ($7.99 starting in 2013) in addition to any basic 
video subscription of at least $4.99

• SLP bundled price of $13.99 initially ($16.99 starting in 2013)

• If website has no subscription, Starz Play can be offered a la carte.  SLP is $13.99 initially ($16.99 
starting in 2013)

• Must maintain Starz branding

• Household cap applies

• Rate card applies

Hulu (no base subscription)

• Starz Play is available a la carte.  SLP is $13.99

Blockbuster

• “1 at a time” minimum plan for $9.99  Starz Play available a la carte for $5.99

• “2 at a time” premium plan for $13.99

•  Starz Play can be bundled

• Applying rate card acknowledges that rights are incremental to output deal

• Subscription requirement is analogous to cable

- Ensures Starz continues to bundle with content (not software)

- Today, $4.99 qualifying basic video package, $5.99 SLP a la carte fee, plus $20 for BB 
requires customers pay ~ $31 before Starz Play is bundled

- As BB prices decline, SLP of $13.99 (then $16.99) helps ensure Starz Play remains 
premium

SOD Scenario 3:  Open Internet (excluding Netflix)
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