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Premiere takes
on the world

‘rhn rewiring of broadcast media by digital tech-
ists is t gupa ber of chal-
lenges for dnsigmrs. An explosion of digital
TV channels has created a need for niche iden-
tities and screen graphics, as more channels
aimed at a narrow target market are launched.
But there is also a need for bundles of chan-
nels to be packaged using umbrella brands
more suitable for wider promotion. The result is
design opportunities at a number of levels,
When German media tycoon Leo Kirch
bought cable ch | Premiere, his

A1+ 111 ANON-SCREEN IDENTS

YOUR PERSONAL TV

Premiere's original identity was designed by

iq AIFF d by a range

Neville Brody to appeal to a selectiy

plan was to merge it with one of his
channels, DF1. The design challenge was not
only to launch the merged channels as a new
TV platform, but to create identities for pack-
ages of channels appealing to target groups.

So Premiere’s small in-house team in Ham-
burg came up with a platform identity to pre-
sum some of the upmarket brand quality of
Premiere’s former i ation. It was named
Premiere World. Three channel packages,
Movie World, Sports World and Family World
were conceived by the Hamburg studio and
worked up on-screen by London group Hob-
bins Sides, with production by The Moving Pic-
ture Company. Identities for individual channels
were also produced by up to half a dozen
design groups across Europe, including Eng-
lish and Pocket, in the UK.
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Hobbins Sides | Eira Fi says
that the Kirch launch was about widening the
of the old ct which

had a subscriber figure of 1.4 million people.

‘Premiere had been positioned very upmar-
ket and so the new platform, Premiere World,
required wider appeal.

‘Our brief covered the on-screen implemen-
tation of the identity through to the

and lighting — Fesnoux
msmmmnu is "slow and majestic’,
Sports World is ‘fast and dynamic' and Family
World is ‘positive and enchanting’.

‘Our sequences begin with a hand offering a
ball of energy and light to the viewer. This globe
takes on a life of its own, becoming a vast
world. The surface of this world is then trans-
fam'led by a powerful light’ she explains.

of the three package identities for Movie World,
Sports World and Family World. We began pro-
duction at the beginning of August and it was
turned around very quickly,’ she says.

The new platform uses the strapline Your
Personal TV, so Hobbins Sides has tried to
maintain the idea of it being personal, while at
the same time communicating a world of vari-
ety and choice. Each package has its own

iere World, with 20 channels of pro-
I hes in G y on 1 October.
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