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Executives from HBO, Netflix, Amazon and 
Movistar+ and “Elite” co-creator Darío Madro-
na took to the stage to field questions on the 
Global Impact of Spanish Series. Here, briefly, 
are five takeaways:

1.Spain First
“La Casa de Papel” was watched by 34,355,956 
Netflix accounts over its first seven days, after 
a July 19 global launch. According to a Parrot 
Analytics study, “Elite” Season 2, released Sept. 
6, was more popular in the U.S. than Spain. 
That said, all operators insisted their Spanish 

original series are made first and foremost for 
their home market. Madrona went even fur-
ther. “The trick is managing to satisfy the most 
important viewer: Myself.”

2.Talent
Will there be enough market for established 
and new SVOD global streaming platforms? 
Of course, nobody knows. But the battle for 
success will be fought over talent. At Netflix, 
Diego Avalos, director of original content, Spain, 
confirmed that in upcoming months the strea-
ming giant will announce new talents and new 
formats that it has been developing and pro-
grams focused on new talent, not only in Spain 

but Latin America and other European coun-
tries. “We as an industry have to think about 
the next generation,” he said.

3.Scale
On Friday, Telefonica and Atresmedia revealed 
a new 50/50 production-distribution venture 
aimed at allowing them to scale up on both 
fronts. Scale looks to be increasingly impor-
tant. At the Saturday panel, Susana Herreras, 
Movistar+ head of development, original series, 
enthused about “The Plague” Season 2. “This is 
about love, history and everything which makes 
for good TV.” Amazon Prime Video Spain has 
boarded “Inés of My Soul”, partnering RTVE 
and Chilevision. “It’s the most ambitious series 
in either market [for Amazon] I think we’ll see 
more of these types of co-productions in the 
future which allow us to be more ambitious,” 
said Ricardo Cabornero, responsable for con-
tent acquisitions, Amazon Prime Video Spain.

4.Brand is All
In a new era of heightened SVOD competition, 
“one big question is the credibility of brands. 
There’s so much content. Brands must be ex-
quisite,” said Miguel Salvat, commissioning 
editor of original content, HBO España. Ori-
ginal production personalizes Movistar+, its 
president Sergio Oslé has said.

5. Originality 
Another touchstone: Originality. If a series isn’t 
an event title, it better be original. Canneseries 
winner Perfect Life is “very different,” said Her-
reras. HBO’s aims to “provide a unique, dif-
ferent point of view to address established 
themes” said HBO’s Salvat.
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VIII FORO DE COPRODUCCIÓN 
EUROPA-AMÉRICA LATINA 
(Acreditados industria)
MUSEO SAN TELMO- SALÓN DE ACTOS
11:00-13:00 – Taller de preparación de 
pitchings para los proyectos seleccionados en 
el VIII Foro de Coproducción Europa-América 
Latina e 
Ikusmira Berriak (Cerrado)
15:30-19:30 – Sesión de pitchings: VII Foro de 
Coproducción Europa-América Latina e 
Ikusmira Berriak

09:00-15:00 –Tabakalera, Z Aretoa
Encuentro
Primer Encuentro de Festivales Cinematográ-
ficos y Audiovisuales de España – Organizado 
por ICAA (Instituto de la Cinematografía y de las 
Artes Audiovisuales) (Cerrado)
10:00-14:00 – Tabakalera, Patio 
Zinemaldia &Technology 2019 
Coorganizado con Tecnalia, Tabakalera y Petro-
nor, y la colaboración de Creative Europe MEDIA 
y Vicomtech 
(Acceso libre)
Zinemaldia Startup Challenge
Promovido por el Departamento de Desarrollo 
Económico e Infraestructuras del Gobierno 
Vasco
12:00-19:00 – Espacio Keler
Exposición: Navarra Film Commission:10 años 
(Acceso libre)
12:30 – Kursaal, Club de prensa
Presentación y cóctel
Mostra de València - Cinema del Mediterrani 
(Con acreditación)
20:00-21:00 – Kursaal,Club de prensa
Presentación y cóctel Canarias Crea Cine 
(Con inscripción previa)

Miguel Salvat, Susana Herreras, Darío Madrona,  
Ricardo Cabornero, Diego Ávalos, Elena Neira.
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