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Xilam’s du Pontavice spots
opportunity for originals

Marc du Pontavice, founder and CEO of Xilam Animation, explains why there is now an
opportunity for original programming in the kids’ sector and how his company is
exploring “the kind of content Al is struggling to achieve.”

What are the highlights on Xilam’s current content
slate?
Our new original 2D series Submarine Jim recently
debuted on the BBC in the UK and Cartoon Network in
Latin America and Asia Pacific, with further launches
coming soon on France Télévisions and Super RTL. It's
a laugh-out-loud comedy, with an unforgettable crew
of characters and plenty of fun twists and turns along
e | the way, giving it real international appeal - reflected
Marc du Pontavice " by the range of partners on board already.

We also have Chickies - a spin-off from our digital hit
shortform comedy Where's Chicky? - commissioned by France Télévisions, which
expands the universe of one of our most popular characters. It offers an extended
seven-minute format and gives fans the chance to hear the characters’ voices for
the first time.

Our globally loved legacy series remain a core part of our slate, and this year we've
greenlit two new seasons of Zig & Sharko (seasons five and six), alongside a
landmark ninth season for Oggy & the Cockroaches. Zig & Sharko continues to hit
new milestones across both broadcast and digital platforms, and with its timeless
slapstick comedy remaining popular as ever with audiences, it was an easy decision
to dive into two more seasons that take the characters further than ever.
Meanwhile, Oggy & the Cockroaches continues to entertain generations of fans and
we're proud to be cementing its status as one of the longest-running French
animated series.

We also have our unique studio creation, horror-comedy for tweens The Doomies,
produced by Xilam in association with Disney Television Animation, which is
screening as part of Annecy's official selection this year. We had a successful Annecy
Work in Progress session for the show back in 2024, so it's fantastic to be returning
with the show now fully realised.



Looking ahead, we're teaming up with TF1 for our new action-comedy Turbo Twins.
It's great to be partnering with such a strong broadcaster to create a fresh spin on
the sports genre that will really stand out.

Submarine Jim made its debut on the BBC and Cartoon Network

What are the key trends you're seeing in the animation sector at the moment?
With the ongoing rise of dedicated shortform content for social media, many
companies are adopting a digital-first strategy to engage younger viewers. Last year,
we released digital companion shorts for our preschool series Piggy Builders
alongside its broadcast debut, offering viewers a closer look at the characters, their
vehicles and environments. The shorts premiered across newly created YouTube,
Instagram and Facebook accounts.

This multi-platform strategy is an approach we're continuing to explore for other
titles, as we ensure we're meeting audiences wherever they find their content. At
the same time, viewers are looking for familiar content and recognisable IP, so
returning series with iconic characters - like our Oggy franchise, as well as spin-offs
such as Chickies - continue to increase in popularity. In terms of genre trends,
anime is showing no signs of slowing down and the painterly style used in its
animation is something we're exploring across both our television and film slates.

What are buyers looking for in a market where audiences are increasingly
fragmented?

Strong comedies are still a key focus for buyers, alongside a clear appetite for
established franchises. In these times of fragmented audiences and uncertainty,
buyers are increasingly looking for safer options with built-in fanbases, so we're
continuing to see success in new and renewed partnerships across our library
content.



What are the biggest challenges Xilam and the wider industry is experiencing?
As with many other companies in the animation industry, we're facing challenges
with maintaining strong sales volume and securing pre-sales to finance our
production. As such, it has been essential to sustain a diversity of programming and
remain nimble in our approach. As part of our current strategy, we remain focused
on nurturing our beloved IP, alongside developing original productions, such as
Piggy Builders and Submarine Jim, while maintaining our long-term partnerships
with leading European broadcasters. We also have an ambitious film strategy, under
which we have our latest project, Lucy Lost, an adaptation of Michael Morpurgo's
book Listen to the Moon, which has been selected for both Cannes and Annecy
festivals.

How is Xilam navigating a difficult market hit by commissioning cuts and the
dominance of YouTube, that has led to the closure of several other animation
studios?

We're focusing on developing strong concepts for new series, having seen
successful results across brand-new titles like Submarine Jim and Piggy Builders, as
well as securing new and returning partners for our returning series. ACross our
slate, our main objective is to continue providing high-quality programming to
viewers and buyers alike.
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Zig & Sharko has been greenlit for another two seasons



Where do you identify the biggest opportunities for the animation sector at
present?

While Al is often discussed from a cost-efficiency perspective, as a production
company we believe its true value lies in how it can support creativity and the
audience experience. Technology in our industry should be there to elevate the
experience for viewers. Productivity gains from new technologies, such as Al, should
enhance the quality of the show, rather than reduce the financial investment
companies need to make.

Is Xilam integrating Al into its business, and if so, how are you using it?

Al is certainly a powerful tool that can boost productivity, support artists and
enhance content, but it shouldn't be viewed as a means to revolutionise the
processes behind animation. There are clear limitations on what Al can achieve, so
from our perspective we should see it as an incentive to direct our creative efforts
and strategy to exactly where it reaches its boundaries.

What are Xilam's core goals and ambitions for the next year?

With funding in the kids' television industry shrinking rapidly and markets typically
behaving more conservatively, production companies have considerably scaled back
their development slates, resulting in a shortage of original material coming across
buyers' desks. This presents a clear opportunity for new original programming to
cut through, as demonstrated by the rapid success of Piggy Builders and Submarine
Jim.

In such a constrained market, creativity and reliable execution are quickly spotted
and valued. As such, our strategy is driven by the commitment to exploring the kind
of content that Al is struggling to achieve. We're seeing this both in the television
industry and even more so on the film side.



