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Report from Hamamatsucho
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The 20th Anniversary of TIFFCOM (Tokyo
International Film Festival Business Contents
Market) was held at the Tokyo Metropolitan
Industrial Trade Center HAMAMATSUCHO-KAN from
October 25th (Wed.) to 27th (Fri.), 2023. As the first
physical event in four years, the number of
exhibitors exceeded last year's total of 349
organizations, and the total number of attendees
more than doubled to 3,851. Movie Writer Yasue
Miwa reports from the new venue,
HAMAMATSUCHO-KAN on TIFFCOM, which plays a
role as a platform for the audiovisual content
business with the participation of content sellers, IP
holders, buyers, and filmmakers from around the

world.
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SEMINAR ROOM

DAY-1 Oct. 25th
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CHINA JAPAN AUDIO-VISUAL
INDUSTRY COOPERATION
DIALOGUE
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The seminar started with an opening address in Japanese by Yu Zhiqing, Vice
President of Television Production Committee China Alliance of Radio, Film
And Television, and brought together nine Chinese and Japanese content
holders to present their content business initiatives. The companies, eager to
do business by utilizing IPs, spoke strongly to the packed audience, saying,
"Cooperation between China and Japan, which both have wide ranges of
culture and entertainment, will lead to an increase in popular works and the
expansion of the global market.”

Seminar room

I X
BEELHS @FAKOTEE PES TS - ME - TLEHRIMEREARTLE/OTF 21— —FEREIRR OATAEEEREE OVMBAHLLBEROEIF—IL—LA
FROM TOP: -MODERATOR YU ZHIQING, VICE PRESIDENT OF TELEVISION PRODUCTION COMMITTEE CHINA ALLIANCE OF RADIO, FILM AND TELEVISION -SPEAKERS
FROM BOTH CHINA AND JAPAN -SEMINAR ROOM PACKED FROM THE MORNING OF THE FIRST DAY
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DAY-2 Oct. 26th
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BEYOND BORDERS: EXPLORING THE GLOBAL APPEAL AND

DIVERSITY OF THAILAND'S BOYS' LOVE CONTENTS
HRATAIBEPOR—AXZTBELOELIF—ICREZANS ATV EST— 91D B, TLEVEATERERERATE—IL

TRLD. ATXVBENY TSA BB T —RBLHOE LT XEMEUTVW IR HBERLBEGR/N—bF—2 v T2 RE
W CEBERERE. SRECHAIMICEAR R I PHREIOEREFICNTV—DSFENEED E LT,

Nine content sellers from Thailand participated in this seminar on BL (Boys' Love), which is rapidly gaining popularity around the world. While
the companies presented their products one after another, there was even a surprise appearance by a handsome actor. “We want to build a
strong partnership with Japan, with whom we share some cultural similarities.” The buyers were impressed by the diversity and originality of
the drama and movie productions.

FELH5 @FMBL (F—1X37) by MEOREEAEEZRZ /. @FIENEUAVICHEERELBLOARHELS
FROM TOP: -PRODUCERS OF THAILAND'S HIT BL (BOYS' LOVE) PRODUCTIONS GATHERED TOGETHER - POPULAR BL ACTORS ALSO SHOWED UP AT THE
THAILAND PAVILION
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SEMINAR ROOM

RM7 - A= 300 BHNEERICDOWLWT
ABOUT TOEI ANIMATION'S OVERSEAS STRATEGY
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The company, which has been successful in the global market with titles such as DRAGON BALL, ONE PIECE, and more recently, THE FIRST
SLAM DUNK, had representatives from its offices in Japan, Los Angeles, Hong Kong, and Paris attend the seminar. There are three IP
business models, which are "overseas export (selling their own animation to overseas markets)," "Hollywood (producing in the U.S. and
entering the global market)" and "local production for local consumption (collaborative production with local partners)". Their tireless
efforts to adapt to the culture and circumstances of each country are admirable.

EEL LA SEEED @RMT7 - X—> 3 BRE T EHIEE SEXCEASE @FENDTOEI ANIMATION ENTERPRISES LIMITEDA 5 (£5FH) || B3 4 4R12/EX
HRMAEHLBI @/XUICH T« 2% # X BTOEI ANIMATION EUROPE S.A.S PRESIDENTDAIRMERE @R —VICIFLAK DA >S54 VBIDTOE
ANIMATION INCORPORATED PRESIDENT & CEO E#EE KD

CLOCKWISE FROM TOP LEFT: -SATOSHI SHINOHARA, TOEI ANIMATION CO., LTD. MANAGING DIRECTOR/HEAD OF SALES & PLANNING HEADQUARTER -
HIDEAKI UDAGAWA, PRESIDENT, PARTICIPATED FROM TOEI ANIMATION ENTERPRISES LIMITED, HONG KONG OFFICE. -RYUJI KOUCHI, PRESIDENT OF TOEI
ANIMATION EUROPE S.A.S. WITH OFFICE IN PARIS -MASAYUKI ENDO, PRESIDENT & CEO OF TOEI ANIMATION INCORPORATED, WHO JOINED ONLINE FROM
LA, WAS ALSO ON SCREEN
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DAY-2 Oct. 26th
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CoMix Wave Films Inc., an animation production company that has been
involved with Makoto Shinkai's works for many years, and TOHO CO., LTD., the
distribution company, took to the stage to explain the details of the successful
global expansion of SUZUME and the advertising process. Many visitors

empathized with this message, stressing that "All animation companies need to

cooperate with each other to convey Japanese animation content to the

world.”

regHDRFEE Dy ICET3ENER
RIFST RIS OBREC TREMEICOVT
THE TRUTH BEHIND THE OVERSEAS EXPANSION OF “SUZUME”:
THE RELATIONSHIP AND POSSIBILITIES BETWEEN THE PRODUCTION
COMPANY AND THE DISTRIBUTION COMPANY

BELTHICEDNS @ETL—2—DHLEERK (Pv—7F U MNBREERFAZRI Y Z—T1 2 AY FEIXIAMAFFERR) « AF—HE MAadd1sy
VR0 x—T - T0)LL BERER  MHARFK REMHASH HRE)

FROM LEFT TO RIGHT: -MODERATOR TADASHI SUDO (JOURNALIST/APPOINTED PROFESSOR, JAPAN UNIVERSITY OF ECONOMICS GRADUATE SCHOOL,
ENTERTAINMENT BUSINESS INSTITUTE), -KAZUKI SUNAMI (MANAGING DIRECTOR, HEAD OF BUSINESS DEVELOPMENT, COMIX WAVE FILMS INC.), -AKIHIRO
TAKEDA (PRESIDENT'S OFFICE, TOHO CO., LTD.)
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SEMINAR ROOM
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FUJI TELEVISION GLOBAL VISION 2023
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FUJI TELEVISION is taking on the challenge of content business innovation, and Executive Vice President, Toru Ota announced a new project
aimed at utilizing IPs overseas. The company has formed partnerships with three companies: Skybound, the U.S. multi-content company that
made ‘The Walking Dead’ series a global hit; bilibili, one of China's largest video-streaming platforms and Kakao Entertainment, a
comprehensive entertainment company in South Korea. The company has stated that it will continue to engage in global business covering all
aspects of the industry, including co-productions and tie-ins. The venue was filled with the press and standing audience, and the atmosphere

was enthusiastic throughout the event.

>
BEA FHSEHED OUTEER (TUFLEYa Y CIURBERIPTOT 21— 28) OASHE (I7UFLEYa VEBRAR) Uys - ST1I1TRE (2
57‘7311:(/\"7 > F?ji»—*‘/"\/ﬁl\"— Fr—) @REZK (BLIBILIEIHE) @77 - EHRVEK BEANAIVZ—T1 VXY MPEESBE) @F2H/RTITLELE
N=FF—3
CLOCKWISE FROM TOP LEFT: -YURI AKIMOTO (FUJI TELEVISION NETWORK, INC. HEAD OF SCRIPTED FORMATS)
-TORU OTA (FUJI TELEVISION NETWORK, INC. EXECUTIVE VICE PRESIDENT) AND RICK JACOBS (SKYBOUND MANAGING PARTNER) -LEO ZHANG (BILIBILIVICE
PRESIDENT) -JAKE JAEHEON HWANG (KAKAO ENTERTAINMENT CORP. HEAD OF IP BUSINESS) -FUJI TV AND THREE OVERSEAS PARTNERS JOINING HANDS
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DAY-2 Oct. 26th

SPOTLIGHT ON ITALY

2023F6BIC THEMEHEBERERE] ZBABRFL OB TEALE
ARIVTHE. 1 ZUTXERT X)) 7ERKRT 3 AFHRESH.
B A2 AOBHSHEE L. ETROEFHEOY S - Favh
BTSSR FIVES—AEBBPRT—CHERSITavIIC
BOLEIFE LT, 12U 7XLEBFEREILFT - RILIVY—ZK
5 HREREFRERBEOILAL Bis LIBIRFIER Y. MINRHES
. 12 T7OMBEEEDQRMRICTIFTTEERDEAICDWVWTHBNDH
DELI EIF—t%. HAOBMEHLSIIBIRFHEOERALE. 5§
BOBRTY T — b EFBEELENSCE I F L, HLWTHD
NERRN—Tr IZIFEREZTF—FEBECIZ)T7HSERBLETO
Fa—H—ExIELoH. BRI SHMEIOFa——5HHEL.
%< OMYSEIGE N EELZ FHOD. AFEEESEMEOZIRIC AT
TeRSH—SHBAIHINFE LT

From Italy, which signed the "Italy-Japan Film Co-Production Agreement"
with the Japanese government in June 2023, the Italian Ministry of Culture
and executives from major Italian film companies and studios took to the
stage. As hosts, young actors Sara Ciocca and Francesco Centorame
brought the stage to life dramatically. Lucia Borgonzoni, Undersecretary of
State for Culture, Italian Government, introduced attractive measures
such as a subsidy program aimed at expanding Italian-Japanese co-
productions of films, as well as initiatives aimed at the next generation of
Italian film production. After the seminar, many Japanese participants
expressed their eagerness for further updates on the details of the subsidy
program. The seminar was followed by an exchange party attended by the
speakers, Italian producers, and Japanese film producers, where many
people involved in the film industry deepened their friendship and took a

big step toward the realization of Italian-Japanese co-production.

ALEED @EFHEY S - FavARICEIPTINT+—I VR @RIV -—ZRAYS - FayhRL (Y 2E2—

OXRFEXEAEEFRERE FTIWELEKERE @12U7H57071—F—BHSHRE

FROM TOP RIGHT: -READING PERFORMANCE BY THE YOUNG ACTOR SARA CIOCCA -INTERVIEW BY SARA CIOCCA WITH BORGONZONI -GREETING BY
TOMOHIRO USHIYAMA, DEPUTY DIRECTOR GENERAL FOR IT STRATEGY, COMMERCE AND INFORMATION POLICY BUREAU, MINISTRY OF ECONOMY, TRADE
AND INDUSTRY OF JAPAN -MANY PRODUCERS FROM ITALY ATTENDED THE EVENT
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SEMINAR ROOM

DAY-3 Oct. 27th

TIF—DT71F—LZzfi3DIF. BAEFEZEIETEFHEREEZRIFLT
R KEBBEEREE (MpA) « TIHFILND Ty RAZE (DHU) . TIFFCOM
HEETIATIRY ETY,
E—IRIF. BE TLy R - N1 F D) ON—k - 47— - HEOF SV
PN —) Z8ELEHANIOT 22— —0D=7 - 70 v ITVEE
BE ZBEBEBCH#KTS NXZ—0UTX -+ —1 bl 7
v IR VRISHMEREz MR T 2FEEICAIT. BRZELS L. Y
SHINEEZ L, NELKTH—D—DODRATYTE2ERD L, £LTHEIZIE
HRZHEZCDARERL E7RNA R, FBICAHPAD TETTHEREZERL
THH5¢ TTh (RHB) HFEILLLFAT7a—H—DRAEL! ] tBULES
ZHhEF L1
BIEIF. FEZBSRVCESHMEEESZHA U S FHILEEZS| RIS, F
EEDORI TSRO TLEVIEITT TGS hIEoBR\THIEL B hES
TEyF>d - AT R IZEA. WFhHAERIVOAED. REFEMPA
Grand Prizeld B REABEEBICL 2B BHEE T —VIC LIERRE TEAHIRK
BBJ . fBF5ESpecial Recognition Prizeld KIFABEEIC & 2 RE BB IREDE
B TIENE < BOYIEE lvisage Vaulty IS TNE LT, SEEZRICRIED/
Doy R, =S TAOHERITHESND EBABHEFINES LND.
BECREICGENTL2EIF—PRTLE L

MPA/DHU/TIFFCOM Y XX —9Y 53X - X+ —&
EvyF>J -7 X b+ 2023

MPA/DHU/TIFFCOM MASTERCLASS SEMINAR &
PITCHING CONTEST 2023

The finale of the seminar was a popular event co-hosted by Motion Picture Association
of America (MPA), Digital Hollywood University (DHU), and TIFFCOM to encourage
young filmmakers who are looking to expand their work overseas. The first part of the
event was a "Master Class Seminar" featuring Niv Fichman, a world-renowned
producer of the film ‘The Red Violin’ and the drama ‘The Sympathizer’ starring Robert
Downey Jr. in conversation with filmmaker Ken Ochiai. Fichman told the students
studying filmmaking, "Believe in your passion. Be original. Take small steps, one at a
time. Sometimes it is important to look at reality.” He got so excited about the talk that
he extended his time and exclaimed, “This (negotiation) is exactly what a producer
does!" which excited the audience.

In the second part, the five young filmmakers who had qualified in the preliminary
rounds brought their original projects to the "Pitching Contest," where they had to
make a five-minute presentation in front of the jury to make the audience want to see
their film if it were made into a movie. The MPA Grand Prize went to Director Naoto
Tsukiashi for ‘Necro Eater Yataro’ a period drama about self-sacrificing love, while the
Special Recognition Prize was awarded to ‘Visage Vault’ by Director Masaru Osaki, a
story of a man torn between the virtual, the ideal and the real. The seminar ended on a
high note of excitement and emotion, with a round of applause when each of the

winners received a study tour to Hollywood and Australia as extra prizes.

E&D @7OT72—H—DZT - TrvIIVE @BRICBEVERENGZDNTE @FSEEE OXRELCAREAEBLABAEEZHEHAT

FROM ABOVE: -PRODUCER NIV FICHMAN -YOUNG AUDIENCE MEMBERS FILLED THE HALL -DIRECTOR KEN OCHIAI -WITH AWARD-WINNING DIRECTORS
NAOTO TSUKIASHI AND MASARU OSAKI
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VOICES FROM PARTICIPANTS

@ In general, Buyers tend to choose either Busan International Film Festival or Tokyo International Film Festival at this time of
the year and since the two festivals are held close to each other timewise, we often hear that if they cannot go to Busan, they
will attend Tokyo instead. Many Japanese buyers are concentrated in Tokyo this year, and I think TIFFCOM has become a dense
market. Many people commented that the venue was extremely clean, and the booths had a good sense of unity and openness. In
terms of business negotiations, we were able to introduce our works to many people. While meeting times were often scheduled
in advance, there were also individuals who dropped by on a whim, saying, “I was curious”, and engage in interesting
conversations, which was very rewarding. (Japanese Exhibitor)

@ Asit was the first time in four years, everyone was enthusiastic, and as an exhibitor, I was highly motivated. Business
meetings were so successful that the booths were always full, and we wished we had a larger booth. I think the trend among
exhibitors was the same. The floor itself was large and easy to see. The same categories were grouped close together, and from
the visitor's point of view, it was easier to look around. However, because there were no walls, visitors might not want to be seen

visiting other booths as if they were cheating, but on the other hand, there were more walk-ins. (Japanese Exhibitor)

@ TIFFCOM is attractive because of its wide range of content, from visual to original works. It would be delighted if there were

festival-specific networking events on each floor. (Japanese Exhibitor)

@ We have been exhibiting at TIFFCOM for a long time, attending every year. The venue is good, the atmosphere is pleasant,
and operations such as pass pick-up are smooth. It was good to have meetings with new clients as well as old ones. Generally,

there were many Japanese companies, and [ was happy to have a lot of attendees. (Overseas Exhibitor)

@ [ wasimpressed by the larger number of visitors compared to Seoul. Iintend to participate every year if it is held again. The
most important thing is the result of business negotiations with customers, so I think TIFFCOM is very useful in that respect.

(Overseas Exhibitor)
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@ The booths on all floors were thriving and felt reliable. We felt that it is very important to be able to communicate in person
for the first time in 4 years. In many business situations where I think the message can be conveyed in a web meeting, we are very
happy to see four floors of space where people can meet face to face, chat, and enjoy the atmosphere. The Toei Animation
seminar was excellent. It went beyond just reading a script and honestly shared both successes and struggles, conveying Toei
Animation’s proactive message for the future of content business as “Let’s work all together.” This holds significant meaning.

(Industry Association Staffs)

@ Having experienced major film festivals in Tokyo, Cannes and Busan, all of them feel fulfilling. I look forward to the continued
expansion of TIFFCOM (Producer)

@ [ came without a specific buying decision. Just wandering around and exploring various booths is enjoyable, and the charm of

TIFFCOM lies in encountering films or projects that spark interest along the way. (Buyer, Distributor)

@ ilive in South Korea and am attending TIFFCOM for the second time. I've been exploring information at various booths while
also searching for works that might be suitable for entry into the Asia Contents Awards. I feel that the results and the response I
have received have been positive, as I have been able to build networks. The advantages of the market lie in efficiently navigating
and sharing the same space. Places where people gather and accumulate information, and where information gathers, business
opportunities arise. There's a joy in meeting people in person at TIFFCOM whom I had previously only encountered through a

monitor. (Film Festival Programmer, Journalist).

Voices from Participants
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WHAT IS THE “PRODUCING” MARKET?
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TOKYO STORY MARKET
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TIFFCOM, which focuses not only on the "selling" market but also on
the "producing" market, has established Japan's first original works
(stories) market, Tokyo Story Market (TSM). Leading publishers
(KODANSHA, KADOKAWA, SHUEISHA, and SHOGAKUKAN) held active
business negotiations with overseas producers looking for original
works (stories), including manga (Japanese comics) and novels for

film and audiovisual adaptations, while promoting their own content.

At the 4th Tokyo Gap-Financing Market (TGFM), which provides
financing opportunities for film production, producers of 15 new
projects seeking to secure funding held individual meetings with
domestic and international investors. After three years of online
implementation, TIFFCOM was able to welcome everyone to the first
real event, which was followed by a reception attended by nearly 100

people. It was a very moving experience for everyone involved.
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“PRODUCING” MARKET

Tokyo Story Market (TSM) Exhibitors
Interview with Yoshihiko Yamazaki and Yuki

Takamatsu, Global Licensing, Kodansha Ltd.

The meeting schedule during the event was almost completely filled.
Production companies and producers from various countries
interested in Japanese IPs were more enthusiastic than we had
expected, and we were able to have good meetings with good
companies.

At overseas markets for original IP such as Busan and Berlin, many
business meetings are held with people from those countries, but even
though TIFFCOM was held for the first time this year, people came
from 14 countries and regions including China, Taiwan, and Italy, giving
the impression that it was more multinational than other markets.
Japan is a powerhouse for original works globally. Although only four
major companies participated in this year's event, we strongly believe
that it would be a good opportunity for publishers who have not yet
focused on audiovisual adaptation overseas and IP holders who do not
have their own overseas divisions to connect with overseas markets.
We think it would be helpful to learn from Busan, which has volunteer
interpreters and a solid reservation system.

Each company has different characteristics and needs, but the stance
is to tell us interesting stories. In the U.S., popularity is concentrated on
big Japanese titles known worldwide, such as "Attack on Titan" and
"AKIRA" but Taiwan, China, and Korea are more interested in youth
comics, mystery/suspense, and thrillers rather than fantasy and boy’s
comic.

Japanese publishers have had little expertise in overseas negotiations,
and foreign countries have had the impression that it would be difficult
to partner with Japan, but the Tokyo Story Market will also function as
a place to tell them that “Today’s Japanese companies are doing well.”
The venue was very spacious. We were only four companies this time,
so we were at the end of the floor, but our hope for the future is that
more companies will participate and we can make it a more lively area
on the floor. Regarding accessibility, it is a bit far from the eating and
sightseeing spots for overseas guests. If we can fulfill their desire to
enjoy Japan, which is a popular tourist destination, they may be more
inclined to come back to TIFFCOM next year.

We hope that the 2nd TSM will be held next year.

Tokyo Story Market
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Tokyo Gap-Financing Market (TGFM) Organizers
Interview with Pascal Diot (Head of the Venice Production
Bridge) and Kenta Fudesaka (UNIJAPAN)

Diot: The most remarkable thing is that this is the first TGFM that has been
held in person, and everything has changed! With the online event, it was just
a meeting, but with the face-to-face event, we were able to see each other's
faces and reactions as we engaged in conversation, and even after the
business meeting was over, we continued talking and had opportunities to
meet again, and the whole process works as one cycle. Everything that was
impossible online is now possible.

I have heard firsthand that both the exhibitors and the investors who brought
their projects were happy. The quality of the projects was high and the
meetings themselves were used effectively. 'm not just offering compliments.
These are genuine praises I've heard directly from everyone. (laugh) The venue
is perfect with good accessibility.

Fudesaka: Investors consistently mention the diversity of projects, where 15
completely different projects have come together. In an environment where
investment in art house film projects is challenging, attention has focused on
the broad range of diversity in lineups, including commercial films, art-house
productions, projects from various regions in Asia, and European projects. As
this was the first in-person event for TGFM, we were able to experience
firsthand the high level of interest from many visitors.

Tokyo Gap-Financing Market
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“PRODUCING” MARKET

TGFM Selected Project THE THONGLOR KIDS
Interview with Fran Borgia, Producer and Aditya
Assarat, Director

This is the second time for the producer to participate in TGFM,
following last year's online event, and the first time for the
director. Business negotiations are going well. Direct two-way
communication was possible in person for this time, so the
conversation was far livelier than in an online event. We had
meetings with sales companies, film festivals, producers, film
commission, and many other genres, and it is always nice to get
to know new people. Even if we can't collaborate on one
project, we can work together on other projects.

Filmmaking is a demanding, so investors and producers are
looking for projects that they can be passionate and
enthusiastic about. While such a project is essential, we also
emphasize the importance of harmony with the people we
want to make the film with. You can never know the chemistry
and reactions unless you actually meet with them on an
individual and personal basis. We think the most wonderful
thing about TIFFCOM for foreign filmmakers like us is that it
acts as a doorway to the Japanese film industry.

TGFM Investor Side Participant's Comments

@ TGFM was thriving with a diverse range of genres. I guess it's
more genre-based than art-house based. I didn't participate in the
year it was held online, but since it’s in-person this time, I attended.
In the online market, you have to have a mutual understanding of
each other's goals to continue the conversation, but you can talk
more casually in the real market, so it is easier to come to the
market. There is a strong feeling of making connections and
networking in the project market, so if you come to the market, you
will naturally network. I feel like we can meet again at different
markets and get to know each other better, which potentially leads
to business (roducer).

year and would like to enter his work in some film festival and

I have reached an agreement with a director I met online last

expand overseas. There are many overseas companies at TGFM that
would like to make films in Japan, so I recommend the Japan Film
Commission to them. The Japan Film Commission has a booth at
TIFFCOM, and I think it is a great opportunity to give direct advice to
international producers (Sales Agent)




WELCOME PARTY

Parties and Exhibitor events
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A grand "Welcome Party" was held for visitors and related parties on the first night, where TIFFCOM CEO Yasushi Shiina gave a speech and
proposed a toast, which was followed by lively conversations. It was an exciting evening that made us realize the importance of
encounters and connections between people.

The Taiwan Pavilion featured four actors from popular BL dramas in the exhibit hall. In addition, Hunters from Fuji Television's popular

variety show ‘Run For Money’ made a surprise appearance, and NNS (Nippon Television Network System) gave away local specialties from
each station to visitors. Both exhibitors and visitors seemed to enjoy the elaborate "OMOTENASHI” (hospitality) provided.
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