
TV Distribution Marketing 

 
S a r a h  Wa l k e r  

C h i e f  M a r k e t i n g  O f f i c e r ,  T R X  



TRX:  Who  We  Are  

An online marketplace for the buying and selling of TV rights. 

Connects buyers and sellers worldwide. 

Brings together experts from TV distribution and technology. 

Set up in response to changing marketplace. 

Rollout to start in Q2 2016. 

 

 



TRX:  What  We  Do  
 

Sales process can be completed online. 

From screening to negotiating the deal. 

Sellers list shows by territory and rights  

availability. 

Buyers search for shows to match their  

exact requirements. 

Both negotiate using TRX trading grid. 

 

 

 

 

 



Why Buyers  And  Se l l e rs  Wi l l  L ike  TRX  
 

Provides buyers with a single aggregated destination, available 24/7. 

Can search for and screen multiple programmes from multiple sellers. 

Get instant availabilities and negotiate price and rights all in one place. 

A great tool for distribution sales executives. 

Exploit all the rights in their library with less time and effort. 

Connects with new buyers and platforms. 

TRX is free for buyers to use and free for distributors to list. 

 

 

 

TRX is  no t  a  d is t r ibu tor,  i t ’s  a  

f ac i l i t a to r !  
 



Marke t ing  101  
 

Start thinking about marketing and PR  as soon as you 

have a commission. 

Take as much advice as you can, as early as you can. 

What assets can you supply? 

What you give your commissioning 

broadcaster can be used by your  

distributor too. 
 



Photograph y  

 

Good photos make it easier for broadcasters and 

distributors to market your show.  

Build in time and allocate budget for decent 

photography. 

Discuss a brief with the commissioning 

broadcasters’ PR and marketing department. 

Get a decent photographer – especially for talent 

shots. 

Episodics can be grabbed from the edit. 

Make sure you clear everything for international 

use. 
 

 

 

 

 

 

 

 

 



Logos  

Getting the logo right at the start helps 

protects your brand internationally and saves 

re-versioning costs later. 

 

The best logos are easily adaptable:  

 They should work as 2D and 3D 

 In different language and alphabets 

 For second screens 

 On packaging 

 

  

 

 



Tra i l e rs  &  Sa les  Ree ls  

 

Engage with broadcaster marketing 

departments as early as possible. 

 

Discuss brief and timeframes asap. 

 

Let your distributor cut the sales reel. 

 

But expect collaboration and approvals. 

 

Make sure you can supply the right files: 

 Digital HD files 

 Split track & textless 

 At least four episodes 
 

. 

 

 

 



Soc ia l  Med ia  Asse ts  

Engage your broadcasters’ social media department. 

How are they going to promote the show via social? 

What’s their asset wish list? 

 Outtakes, funny moments, behind the scene interviews 

with talent 

 Key quotes for memes 

 Profiles of hosts/actors/contestants  

 Twitter/Facebook Q&As 

Keep that list top of mind when filming and editing. 



What  Your  D is t r ibu tor  May Do  For  You  

Sales Sheet  

Pitch presentations 

Inclusion in catalogue 

Sales reel 

Key art 

Posters, billboards, experiential 

campaigns 

Trade advertising – print and digital 

Trade PR campaign 

 

 

 


