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LEAD-IN

Upfronts Put Football, Stars
And Tech Talk in the Spotlight

Networks played ‘Can You Top This’ with bold-faced

names, ad capabilities

By Jon Lafayette
jon.lafayette@futurenet.com
@jlafayette

fter ayear in which strikes

kept actors from appear-

ing at upfront events, 2024

looked like a battle of the

network stars, asif big
names equaled great content.

Tech companies pitched program-
ming while programmers pitched
advanced advertising (see Viewpoint,
page 49).

While impressed by the spectacle,
some buyers expressed the idea that
smaller was actually more effective
when it came to presentations.

Here are some highlights from a week
of stage shows, sales talk and cocktails.

Hike, Hike, Hike: NFL football is
the hottest thing on TV and every
company with NFL games made sure
advertisers knew they had a lineup
of stars on the field and in the booth,
with Fox’s Tom Brady and ESPN’s
Jason Kelce joining the fray. Even

| calling the activity One NBCU, One WBD |

and so on. Advertisers liked the idea that
with streaming, they could reach people

watching new films and other program-

ming that was ad-free until recently.

| Movies like Wicked, showcased by NBCU-
| niversal, and series like HBO's House of

the Dragon are no longer off-limits.
Bigger Not Better: Paramount
Global’s CBS and Nexstar Media

Group’s The CW did not hold their tra-

ditional presentations from the days
of yore. And Netflix’s initial gathering
was private and small. Ad attendees
weren’t complaining. Some said they
preferred the more intimate alterna-

tives to Carnegie Hall-level extrava-

ganzas. “We don't like being talked to,”
one media buyer said. “The smaller
event means we can talk.”

Not Enough Bandwidth: Amazon's

| presentation was at Pier 36, which was
| convenient for just about no one. Get-
ting to an upfront presentation typically |

Netflix donned a helmet, announcinga |

Christmas NFL doubleheader.

More Stars Than Are in the Heav-
ens: On Tuesday, Amazon and The Walt
Disney Co. tried to one-up each other
with bold-faced names. Jake Gyllenhaal,
Reese Witherspoon and Will Ferrell
headlined for Prime Video, which
needed to show programming chops.
Disney showed it still has magic, rolling
out Emma Stone, Ryan Reynolds, Steve
Martin, Michelle Williams and Angela
Bassett. Snoop Dogg, Kevin Hart, Jon
Hamm, Lauren Graham and Mindy
Kaling also twinkled during the week.

One More Thing: Media companies

involves a cab ride to a grand hall in mid-
town, not hopping the subway to lower
Manhattan, then strolling through the
Lower East Side. Amazon started late

| and ended late making it difficult to get

are throwing all their assets at sponsors, |

Broadcastingcable.com

The stars were

| back in force

at this year’s
upfronts, including
Emma Stone, who
introduced CEQ

Bob Iger at Disney's
| presentation.

1

| to TelevisaUnivision’s Casa Cultura

way on the West Side of town. The
Univision folks were not pleased.
Maybe Dale Earnhardt, onstage at
Amazon to discuss a docuseries about
his father, could’ve offered a few tips
on zipping through midtown traffic.
Later, at the Disney upfront, Jimmy
Kimmel joked: “I heard Amazon left

| you guys out on the porch. You're

lucky you didn't get stolen.”

lger’'s Comeback: Fresh off his
proxy-war victory and effusively intro-
duced by Emma Stone, Bob Iger, Disney
CEO, made his first appearance onstage
at the Disney event since 1994, when he
was a fresh-faced head of programming
for ABC. “To say a lot has changed since
1994 would be an incredible understate-
ment ... television used to be something
you watch on a television,” Iger said.
“Today we’re going to share with you
the incredible projects that we’re work-
ing on, and later Jimmy Kimmel will be
out to tear them all apart. He’ll probably
be tearing me apart, too.”

Sign of the Times: Buyers who
missed last year’s pickets got deja vu
outside Fox, where demonstrators
urged brands not to advertising on Fox.
They were chanting “Fox News lies,
democracy dies, don’t be the next Mr.
Pillow guys.”

More Funny Business: Kimmel

[ wasn’t the only comedian. “I’'m here be-

cause I love ad sales,” cracked longtime
TNT Sports employee Shaquille O’'Neal.
“I'm the living proof of the WBD effect.”
Conan O’Brien joked about O’Neal's
endorsements, noting that he'd signed
even more deals while on stage the the
WBD upfront. O’Brien said the endorse-
ments were for “The Shaq and Decker
circular saw, the Shagbook laptop, the
Shake Shack Shag, Shaq Plaque Attack
dental floss, Shaq Zodiac tarot cards,
Shaq Kerouac On the Road Travel Books,
The Cheesecake Shagtory, Shaq-Tac-
Toe, Shag-a-mole and Shaq oat milk for
the Shaq-tose intolerant.” @

| — with additional reporting from Michael
| Malone

Multichannel.com
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WATCH THIS ...

Mayor aof Kingstown 2

Season three of Mayor of Kingstown rolls on
Paramount Plus June 2. Jeremy Renner stars
in the Taylor Sheridan-Hugh Dillon drama. The
season sees explosions rock the town, as the
Russian mob sets up and a drug war rages
inside and outside prison walls. i On June
3, season 16 of American Ninja Warrior debuts
on NBC. Matt Iseman and Akbar Gbajabiamila
host, with Zuri Hall the co-host. & Also

American Nitya W ! A
5 e | R
P s

on June 3, Unexpected is on TLC. The show
follows the journeys of five teenage couples
and their families as they deal with pregnancy.
i Disney Channel June 6 airs Big City Greens
the Movie: Spacecation. The music-filled film
follows the Green family as they embark

on a vacation — in outer space. & Queenie
premieres June 7 on Hulu. The series is about
a 25-year-old Jamaican woman living in south
London, “straddling two cultures and slotting
neatly into neither,” Hulu says.

Queenie

THE WATCHMAN

Senior content producer Michael Malone’s look at the programming scene

By Michael Malone
michael. malone@futurenet.com
@BCMikeMalone

¥

Nikki and Jason ‘Trying’
To Get the Hang of Parenting

Season four of Trying, with Rafe Spall and
Esther Smith asa married couple with
two adopted children, has begun
on Apple TV Plus. The season
jumps ahead six years,
and daughter Princess
is focused on finding
her birth mother.

Spall said the
six-year jump
stops a show from
getting set in its
ways. “It’s a way of
shaking things up
abit,” hesaidinan
interview. “Pushing
the envelope, moving
the story forward in
a way which is fresh and
interesting.”

Nikki and Jason’s relationship has
been redefined as they’ve evolved into parents.
“Inevitably, because of their different roles to each
other now in a household,” said Smith, “they’ve
become less of just being each other’s partners.”

Nikki is a romantic, added Smith, and has to
deal with “the loss of who they once were with
each other.”

The actors said they hear from viewers who
relate to the show, whether they have adopted,
have been adopted, or have battled fertility
challenges. Smith mentioned DMs she gets
on Instagram. “People share really personal
stories with how much they feel they’re
represented by the show or feel less alone,” she
said. “That’s such a lovely thing to read.”

Patton Oswalt Joins
Game Show Host ‘Club’

The 1% Club, an offbeat game show with
Patton Oswalt as host, starts on Fox June
3, following its premiere on Prime Video.
The show is not so much about answering

Trying

trivia questions, but how quickly the players
can use logic to come up with an intelligent
answer.
“It has nothing to do with education or
trivia or information,” Oswalt said. “It has
to do with, how does your brain work in the
moment? How fast are you on your feet with
logic and intuition and, especially,
listening and putting things
into context?”
Oswalt had no game
show host experience
previously. He was
sent episodes, loved
the format and
saw how much
interacting the
host does with the
100 contestants.
“The fact that
it dealt with so
much crowd work,
thinking on my feet,”
he said, “I thought, “This
could be energizing for me.”
Asked about game show hosts
he’s enjoyed, Oswalt mentioned a
couple from The Fawmily Feud. Richard Dawson
“brought a very distinct, almost un-game

* show-like personality to a very structured

show,” he said.
Steve Harvey, meanwhile, “is having fun and
making it his own thing,” he said.
Oswalt also mentioned Drew Carey on The
Price is Right: “He’s so clearly having a ball.”
Did Oswalt ever see himself joining the
host club? “It had never crossed my mindin a
million years,” he said. “And Iloveit.” ®

Broadcastingcable.com
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nize the 2024 Wonder Women of
Los Angeles. ‘
Profiled on the following pages

are 15 women executives in media and enter-
tainment roles who’ve made a lastingimpact
on their companies and their industry overall.
Since 1999, Multichannel News and sister publi=
cations B+C and Next TV have saluted women
media and entertainment leaders in both Los
Angeles and New York.

In addition to the class of 15 Wonder Wom-
en, we're also honoring our 2024 West Coast
Woman of Influence, KTLA Los Angeles VP
and general manager Janene Drafs. The first
female executive to lead the Nexstar Media
Group-owned station, she oversees an opera-
tion that lives up to its “L.A.’s Very Own” slc-
gan with an impressive 112 hours per week ef
local programming.

6 Broadcastingcable.com

gos WelY

. HONORING THE
w ‘WEST'S BEST

tichannel News are proud to recog- :

- Gala breakfasteventwill ecognize 15 women leaders
:, driving media and entertainmeént industry progress

Honorees will be celebrated at a gala breakfast
event June 18 at The Ebell of Los Angeles. Once
again, The WICT Network: Southern California

. will serve as event partner and will recognize
1ts 2024 Catalyst Award winner, LaKendra Davis

Moxie (pictured), VP of fulfillment operations
at Cox Communications, also at the gala break-
fast. The Catalyst Award salutes salutesa WICT
Network: Southern California chapter member
who's had a positive impact on the industry
through their mentorship, leadership and dedi-
cation to female career empowerment through
involvement with WICT programs.

The Wonder Women event is part of L.A.
TV Week, which also comprises the 40 Un-
der 40 L.A. celebration, both of
which will take place June 18 at
The Ebell.

For more onthe Wonder
Women event or to register, go
to menwonderwomen.com.




Woman of Influence

SPECIAL REPORT: WONDER WOMEN OF L.A.

VP and General Manager

Q

By Michael Malone
michael.malone@futurenet.com

anene Drafs runsa truly extraordi-
nary content-production outfit.
KTLA Los Angeles, part of Nexstar
Media Group, cranksouta
staggering 112 hours a week of local
programming, among the highest levelsin
the nation. Iitislocal from 4 a.m. until 7:30
p.m. weekdays. After The CW primetime,
it’sanother 90 minutes of local news.

Drafs was named KTLA GM in 2020, suc-
ceeding the retiring Don Orsini, who was
something of an L.A. television legend.
She previously was VP and general man-
ager at KOMO-KUNS Seattle, where she
began her career as an account executive
in 1992.

Drafs, who is the B+C Multichannel News
2024 Los Angeles-based Woman of Influ-
ence, spoke about being the first female GM
at KTLA, the loss of beloved colleague Sam
Rubin and how she helps young women in
television work toward leadership roles. An
edited transcript follows.

B+C MCN: Can KTLA's 112 weekly hours of
local possibly go up, or is that the magic
number?

I think for now it’s the magic
number, but [OTT product] KTLA Plusissuch
an amazing opportunity for us. That’swhere
we have been developing more programs.

B+C: The station recently lost a beloved
colleague in fentertainment anchor]
Sam Rubin. Tell me what he was like.
While Sam loved entertaining and loved
Hollywood, he was really ajournalist. It’s
what endeared him to his colleagues who are
alsojournalists. He was a fantastic writer. He

Multichannel.com

had an incredible wit. I think he was the class
clown, but in the very best way. To be funny,
you have to be really, really, really smart.
And Sam was really, really, really smart.

B+C: When you took this job in 2020, you
became the first female GM in KTLA
history. What was the feeling when you
were coming on board? Excitement?
Anxiety?

I knew that there had been other female
general managersin the market, and
came from a market that also had
oneother female general
manager. So I wasn’t intimi-
dated. On my first day I said,

‘I can’t be Don Corsini.
I'm never going to be the
person who was here
before me because I lean
inadifferent way. We’ll
get to know one another
and you’ll figure out how
that works for you.’ Don
was definitely an iconic
person, butIjust needed
to make sure everyone
knew that I wasn’t going to
try and be the same
person.

World Radio History

B+C: Who's been a mentor for you in your
career?

Colleen Brown, who was the CEO of Fisher
Broadcasting before [KOMO-KUNS was]
purchased by Sinclair. [Former Graham Media
Group presidentand CEQ} Emily Barrand I met
atan industry conference and right away we hit
it off. She would be the person that I would call
with strategic things, when I was struggling
with something, when I had someideasand
needed someone to bounce them off of.

In the GM role, it’s really hard to find col-
leagues. You can’t have those kinds of conver-
sations with your employees. So we all have to
have those people that we reach out to.

BC: How do you help a young woman
who might someday want to be a GM?

Representationissoimportant. When I
was growing up, I played guitar, and I never
thought thatI could play an electric guitar.
Then [ saw Heart, Annand Nancy Wilson,
and I'waslike, ‘Are you kidding me? Women?’
Idon’t know whyIdidn’tthinkIcoulddoit,
but it wasall about representation.

Seeing females in leadership roles is the
very first step, because that means females
can envision themselves in leadership.

The second thing is to have that board of
directors for yourself. Who is that person
who’s going to call you on your BS, call you
when you're not being real? That might bea
really good friend that you've grown up with
who knows you well, it might be a sisterora

brother. It’s going to be someone who
knows you well, who doesn’t mince
wards, who knows you're not going
to take it personally.
That’swhat I encourage young
women todo— find people
whowill be youradvocate.
Find people who tell you
what youdon’t wanttotell
yourself. When peoplewho
aretooclose toyouaretelling
youwhat you want to hear
instead of what you need
to hear, have that other
person whoisjust your
100% go-to for solv-

able.com




SPECIAL REPORT: WONDER WOMEN OF L.A.

Senior VP, Human Resources

% By Stuart Miller
‘\ smiller@journalist.com

’

onia Coleman, senior
executive VPand chief
human resources officer for
The Walt Disney Co.,
effusively describes Judy
Agay asa person who genuinely cares
and who has a high emotional intelli-
gence, but said the two keys to under-
standing Agay are that sheis “really
strategic and incredibly adaptable.”

Those phrases are essential not just to
Agay’s success as senior VP for human
resources at ESPN and Disney Enter-
tainment & ESPN Technology, but to
her entire career.

The daughter of two nurses, Agay was
born in New York and then lived in New
Jersey before coming back to the city
toattend Fordham University. At that
point, while studying communications,
Agay said she knew definitively what she
wanted to do with her life.

“Iwanted to work in a big ad agency,”
she said. “That was my dream.” And she
fulfilled that dream, landing ajobata
midtown ad agency working on pack-
aged goods products, only torunintoa
major career obstacle.

“After two years, I realized I hated it,”
she recalled. “You were at the whim of
the client and you're selling products
and sitting in a focus group. Learning
about personal products was just not
my thing.”

What Agay really loved was “the peo-
ple connection,” and she realized she

Judy Agay, Senior VP, Human Resources,
ESPN and Disney Entertainment & ESPN

Technology

was meant to be in human resources.
When she couldn’t navigate a transi-
tion at her agency, she adapted. “I
was early in my career and was
willing to start from scratch,” she
said, so she took a job at Tommy Hil-
figer, going back down the ladder and
working as a scheduling recruiting
assistant in HR.

“I was just hungry to learn and
I had people willing to teach me,”
she said. And she did learn, rising
over five years to become human
resources director. (She said that be-
fore she took the job, one HR execu-
tive told her, “You're going to hate
people at the end of it,” and her
response was, “I'm going to
prove him wrong.”)

Agay then moved on to
The Gap. It was there,
she said, that she first
realized how high she
could rise in her world —
at that time, Jenny Ming
was president of Old Navy.
“That was very inspiring,”
Agay recalled. “She wasa
marker for me in terms
of seeing a woman,

and an Asian woman, in a substantial
role.”

Agay joined The Walt Disney Co. in
2005 at Disney Publishing Worldwide,
eventually finding her way to Los An-
gelesin 2013 as director of human re-
sources for Disney Consumer Products.
She kept climbing up the ranks, becom-
ing senior VP, human resources for The
Walt Disney Co. in 2021 and then taking
on her new role last year. Agay current-
ly oversees HR business support, serv-
ing asa strategic adviser to the C-suite,
focusing on change management and
long-term planning. She also oversees
employee recruitment, development,
engagement and compensation, ensur-
ing Disney attracts and retains the best
talent to achieveits current and future
business goals.

Just as Ming once inspired her, Agay
now says she feels it’s important “for
me to be able to lift others up, to see
that it’s possible.”

Even as she ascends, Agay said she
has not lost sight of what matters. And
while she s, as Coleman described, a
shrewd strategist “with a great com-
mand of the business,” Agay said that
her leadership skill set flows from a
different direction. As she notes, she’s
in the only department that has the
word “human” in the title.

“Iwant people to feel supported and
feel like they have the tools they need
to do their jobs the best that they can,”
Agay said. “And I think one of my

strengthsis that I know that even in

this business, you can be kind and
compassionate.”
Sometimes this means giving
people the validation they need.
But sometimes it simply
means letting them know
exactly how they are per-
forming, how their side of
the business is doing and
where they stand. “It's not my
quote, but I do think that clar-
ity iskindness,” she said. ®

8 Broadcastingcable.com Multichannel.com
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Senior VP of Social Impact

& Sustainability

By Stuart Miller
smiller@journalist.com

&

fter a satisfying careerin

broadcast journalism, Teri

Arvesu looked around during

the pandemicand protests

over George Floyd's murder
and felt she had hita plateau.

“I'had topped out in terms of the impact |
could make and was wondering how I could bea
bigger part of transformational work,” Arvesu,
who had been the WGBO Chicago news director
and was then VP for content for Univision Chi-
cago, recalled. “It came to me that my next job
was not about a title— producer, then executive
producer, then news director. But I was banging
my head because I didn't know what to do next.”

Then came a phone call offering her a new
role in the company’s Brand and Impact ver-
tical as senior VP of social impact and sustain-
ability for TelevisaUnivision and president of
the Univision Foundation.

Both the sense of searching and the new role
made perfect sense to those who know Arvesu.

Jose Tomas, chief administrative officer,
TelevisaUnivision, and Edna Uribe, who was
director of sales at Univision Chicago when
Arvesu was there, both describe her asa “life-
long learner” and a force to be reckoned with.

“Her level of curiosity is genuine and admi-
rable,” Uribe said. Added Tomas, “She absorbs
new ideas and then executes on them.”

Tomas also called her “a ball of energy who
does not stand still,” although Arvesi said
she’s “super-aware” of always going full tilt
and admits she tries to modify her passion and
energy because “it even drives me crazy. I'm so
freaking intense.”

Arvest, whose parents were Cuban exiles

Teri Arvesu, Senior VP of
Social impact & Sustainability,
TelevisaUnivision

who arrived here as children, grew up in Miami,
studied journalism and ran newsroomsin
Miami and Chicago. Her passion for journal-
ism s tied to her love of democracy which
is part of her heritage, she said, adding that
she’s also a “geek about meteorology” and
would watch hours of live weather broadcast-
ing, “which made me feel like I was part of
a community.”
Under her leadership, WGBO
made history in 2014 by becoming
the first Spanish-language tele-
vision station to win a Chicago/
Midwest Emmy Award for Out-
standing Evening Newscast,
Larger Markets. She loves
Univision because it fits her
identity asa “200 percen-
ter, someone whois
both 100% American
and 100% Hispan-
ic,” she said. “I
live both those
livesand I
have never
found in my
‘American’

life a brand that means what Univision means
to our community.”

About a decade ago, Arvest nearly left to
teach at the University of Miami and lead the
student-run TV station but she stayed, in part,
because Univision was creating a women'’s
leadership council, the first employee resource
group. That chance to make a difference
“sucked me in again,” she said. Arvesu hasa
master’s degree in management, and those
studies emphasized leadership. She also credits
her great-aunt, Carolina Calderin, who wasa
hospital CEO in Miamiand broke through glass
ceilings, but who also “gave so much and never
turned anyone away.”

In Chicago, Arvesu launched a fellowship
with DePaul University and the McCormick
Foundation to prepare high school and col-
lege Latinos for careers in the media and she
also started the city's first radio show for bi-
lingual millennials.

In her new role she feels she can do even
more. One recent program helped push the
film industry to develop more Latino directors.
This year, she is focusing much of her energy
on “Vota Conmigo” (Vote With Me), the com-
pany’s get-out-the-vote campaign. “That con-
sumes me almost daily,” she said.

Arvesu said she relishes the ability to work
on the philanthropic side through the compa-
ny’s foundation, while also working to trans-

form TelevisaUnivision itself. “I'm helping
journalism build out a new business
model,” she said. “I'm part of the board
of the Journalism Funding Partners,
which gets philanthropic dollars to
underwrite reporting, and we've
put over $2 million back in news-
rooms. And while Univision’s
brand has always been about
community, I now oversee cor-
porate social responsibility
and diversity, equity and
inclusion while the
foundation allows me
to create programs
that take care of
our commu-
nity on the
inside.” ®
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Executive VP, Scripted and Documentary Films

By Nancy Lombardi
nancy.lombardi@gmail.com

&

oy. Positiveintent. Optimism.
How many people would use
those termsto describe their
currentrole? Carolyn
Bernstein, executive VP of
scripted and documentary filmsat
National Geographic, brims with
excitement when discussing her current
role, colleaguesand accomplished career.

“I’m a very optimistic person,” she
said. “I think that has helped me weath-
er the upsand downs of this business.”

She said this infectious optimismisa
quality shared by many of her Nat Geo
colleagues. It creates a collegial and co-
hesive working environment.

“At Nat Geo, we always talk about
assuming positive intent as we move
through our day,” Bernstein said. “It’s
because we get to work with this brand,
which has so much meaning and history.
It doesn’t just entertain but it inspires.”

Bernstein oversees the award-
winning National Geographic Docu-
mentary Filmsbanner and the net-
work’s fact-based scripted content.
Under her leadership, Nat Geo has gar-
nered critical success with award-win-
ning documentaries like E. Chai Vasar-
helyi and Jimmy Chin’s Oscar-and
BAFTA Award-winning Free Solo, Feras
Fayyad’s Oscar-nominated The Cave and
Sara Dosa’s Oscar-nominated Fire of Love
and Bobi Wine: The People’s President, fol-
lowing the Ugandan opposition leader
and musician during his 2021 presiden-
tial campaign. She said telling Wine’s
story was a career highlight.
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Carolyn Bernstein, Executive VP, Scripted and
Documentary Films, National Geographic

Bernstein also spearheaded a robust
scripted slate. Under her tenure, the
20-time Emmy-nominated Genius
franchise enjoyed four seasons.

She joined Nat Geo in 2016 from
Endemol Shine Studios and Shine
America, where she was executive VP
of scripted television and executive pro-
ducer of FX series The Bridge.

Prior to Shine America, Bernstein
was executive VP of drama develop-
ment at The WB. She said she enjoyed
telling coming-of-age stories and
developed Gilmore Girls, Smaltville, One
Tree Hill and Supernatural.

Many parents panic when they hear
their children want to be English or liter-
ature majors. But Bernstein, acompara-
tive literature major, believesit’sa great
career path. At Brown University,
she said, she read numerous influ-
ential books and performed criti
cal analyses of what she read.

After graduating, the native
New Yorker moved to Los An-
geles to embark on a career in
entertainment, starting at
CAA in the motion picture
literary department.

“I'was honing my
critical thinking and
analytical skills around
literature, so it wasa

hop, skip and a jump to reading screen-
plays, working on pilots and working
with storytellers,” she said. “I was look-
ing at the same things — character, tone
and theme.”

Bernstein said one of the best as-
pects of her current role is figuring
out what support the artists need to
tell the stories they want to tell.

“Ialways describe it as removing ob-
stacles,” she said. “As an executive, you
never want to create obstacles. You want
to remove obstacles so artists can do
their best work, and that’s been a huge
privilege and a joy for me.”

Others at Nat Geo agree. “Carolyn
possesses the rare combination of
brilliant creative instinets, strong busi-
ness acumen, and excellent leadership
skills,” Nat Geo president Courteney
Monroe said. “She builds tremendous
relationships with talent, fostering an
environment that enables them to do
their very best work.”

Life outside the entertainment world
is just as joyous for Bernstein. Her hus-
band is FX Entertainment president
Nick Grad. They met while working
as development executives in the mid-
1990s. They have a daughter, Georgia, in
high school and a son, Lucas, in college.

She makesit a point to mentor
young people. Bernstein participated
in The Hollywood Reporter’s Women in
Entertainment Mentorship Program,
which is aligned with the Big Brothers
Big Sisters of Greater Los Angeles. This
program pairs high-ranking women
entertainment executives with high
school junior girls from underserved
communities, helping prepare them for
college and beyond. Bernstein’s mentee

. graduated from Loyola Marymount

University last year.
And she regularly assists under-
grads and those early in their
careers seeking her advice.
Bernstein is paying it forward,
honoring those who helped
her along the way. ®
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By Jon Lafayette
jon.lafayette@futurenet.com

lisa Bowen, president of The
Walt Disney Co.’s premium
streaming service Disney Plus,
isknown as someone who gets
difficult jobsdone.

“She’s been here from the beginning, from
before launch [in 2019], and she’s one of the
people early on that I connected with,” said
Joe Earley, president, direct-to-consumer
at Disney Entertainment. “She understands
every aspect of the streaming business, from
pricing through technology.

“While other people would be worried
about politicking, she wanted to get stuff
done,” Earley said. “We formed an early
connection and recognized that while other
people were distracted, we could move this
forward. It’s still a great partnership today.”

Bowen embraces her get-it-done mojo. “I
like to describe myself as the co-pilot, not the
pilot,” she said. “My strength really comes to
bear when I'm supporting a team of people on
the creative side.”

She said she’s not jealous of Disney’s
creative people. “I am constantly in awe of
them. I find it inspiring and I love making
sure everything is in place for them to be
successful.”

Launching the ad-supported version of
Disney Plus is one of Bowen's recent achieve-
ments. “It’s now live in dozens of markets
around the world, and each one of those
markets has very unique regulatory environ-

ments that govern the way that we can collect

data, the way we can use data and the way we
can manage ad preferences from consumers,”
Bowen said. “Advertising wasn’t part of the
original concept of Disney Plus, so adding
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Joe Earley, President, Direct-To-
Consumer, Disney Entertainment

that in was pretty complicated. Navigating
all of those local requirements added an ex-
tra layer of complexity.”

Because Disney already had ad technology
from Hulu, “on day one, our capabilities were
far more robust than several of our competi-
tors who were also launching ad tiers on their
streaming services at about the same time.”

When Bowen joined Disney seven years
ago, she was part of an initiative to under-
stand how and when the company would
begin the transition from linear to internet
protocol-delivered video.

“I think that was the first time we began
to imagine what streaming could be,” she
recalled. “We were so motivated to figure
out the right time and strategy for charting
that transition because we were observing
how consumers were spending their
time and how much time was now
untethered from the set-top box
in the living room, particularly
in key markets.”

Bowen came by her stream-
ing expertise over several
stops. Born in Australia, she
originally wanted tobea
journalist and studied
media. She started out
in public relations
and shifted to the
business side,

helping Thomson Reuters, Dow Jones and
News Corp. transition from print to digital.

At The Wall Street Journal, she led the effort
to offer advanced targeting capabilities for ad
sales. At News Corp., her experience in man-
aging subscriptions and setting up paywalls
came to the fore.

Having spent time at News Corp. wasa
plus when Disney acquired assets from 21st
Century Fox, another company controlled
by Rupert Murdoch. “In both organizations,
there’s a real premium placed on being able
to collaborate across the organizational
structure,” she said.

Lauren Tempest, general manager of Hulu,
remembers her initial impression of Bowen
was, “Wow, this woman knows her business
inside and out.”

Now, she said: “Alisa just wants to get the
job done. There is very little ego involved
— her only requirement is that the idea or
decision is the best one for the business. It
does not matter where the idea came from or
whose agenda it’s ultimately driving.”

Bowen has two teenage daughters, a ben-
efit when working on a product like Disney
Plus. Her older daughter, Emilia, is into
anime and is an aspiring animator. “I love
getting her input on new projects that we're
thinking about or exploring,” Bowen said.

Emilia is a big fan of Marvel’s X-Men 97, the
animated series. “Its retro style is something
that’s really appealed to her generation,”
Bowen said.

Her younger daughter lets her know

what’s happening on social media and Tik-
Tok. “She’s the one who keeps me in
touch with what the kids are talking
about,” she said.
One of her daughters was born
in London, the other in New York.
“They were quite accomplished
little world travelers until
COVID hit,” Bowen said. A trip
to Italy is planned this summer.
“It’s the first time we’ve been
. out of the country together
as a family since COVID, so
we're really looking for-
ward to that.” ®
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By Kent Gibbons
kent.gibbons@futurenet.com

n her senior yearat UCLA, Karey

Burke got an internship at NBC “and

absolutely got hit with a lightning

bolt,” she said. With plansto be

some kind of international business
executive, she learned it was possible
to makea careerin television.

She secured a permanent position
as an assistant at the network during,
as she put it, the Brandon Tartikoff
and Warren Littlefield years, and
moved up to development executive.

For the past three and a half years,
she has been president of 20th Tele-
vision, The Walt Disney Co.-owned
studio that produces about 60% of in-
house-produced programs for Disney
Entertainment outlets (ABC, Disney
Plus, FX, Hulu, etc.) and supplies
myriad platformsincluding NBC, Ap-
ple TV Plus, Showtime, Fox and CBS.

Recent credits include Tracker, the
CBS drama starring Justin Hartley

that debuted after the Super Bowl and

had a successful first season, leading
all Big Four network programs in
total audience and in the 18-49 de-
mographic. 20th also produces 9-1-1
for ABC, among several other Ryan
Murphy Productions franchises; Only
Murders in the Building for Hulu; The
Chi for Showtime; and Percy Jackson
and the Olympians for Disney Plus.
But back to the “Must See” years at
NBC. What shows did she work on?
Fresh Prince of Bel-Air, L.A. Law and
Quantum Leap were the first three
she mentioned. “I was lucky enough
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Thomas Kail, Director, ‘We Were the
Lucky Ones'

to work on Friends the year we de-
veloped that show, and was able to
stay with that for most of my career
there,” she recalled.

After segueing to production, part-
nering variously with Jamie Tarses,
Ashton Kutcher and Todd Holland,
she embraced the challenge of join-
ing Disney when it was rebranding
ABC Family to Freeform. “By that
time, my children were in their teen-
age years and that’s what they were
watching, shows like Pretty Little Li-
ars and The Fosters,” Burke said.

From there came “the
opportunity I could ab-
solutely not say no to”:
president of entertain-
ment at ABC, starting
in December 2018.

“It was an incredible
time, a heady time
for the network,”
Burke said. “And we
took ABC from No. 3
back to No.1.”

Then, Disney
Entertainment
co-chairman Dana
Walden called
two years
into that
job to
discuss
anew
position

that came from combining Fox 21
and 20th Television. “I was honored
to get that call again, something [
hadn’t done before,” Burke said. “I
feel like I've always tried to pivot
when I could learn something new.
I've sort of been driven and led by
my curiosity, and a hope to grow and
keep learning.”

At 20th she gets the chance to, as
Disney says, champion an inclusive
culture and slate. She cites her work
on Freaks and Geeks as an early source
of pride, and now she’s particularly
proud of We Were the Lucky Ones, an
uplifting story about a family of Pol-
ish Jews who survived the Holocaust.
Directed by Thomas Kail, it recently
launched on Hulu.

Kail also directed the musical se-
ries Up Here for 20th, which ran for
one season on Hulu. “Two shows
with great ambition and two shows
that were in many ways unlikely to
exist,” Kail said, crediting Burke for
championing and advocating them.
“She cares deeply and I feel like she
leads with her humanity.

As you might expect, Burke also
is achampion of broadcast TV.
“I’'m bullish. I’'m all in,” she said.
“There’s no greater reach platform
than the broadcast networks. And
it’s an incredible place for stories to
begin and for libraries to get built

§ over time that ultimately serve our
B streaming platforms. I think it’s
® nosurprise that when you look at
| therankers of shows that do well

on streaming services across the
business, the bulk of the top 10
are shows that began life in
broadcast. A show that
we produced, The
Resident, that sto-
ry that popped
about how well
it’sdoing —
we’re so proud
of that.” @
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Executive VP, Distribution,
Marketing and Strategy,

By Paige Albiniak
palbiniak@gmail.com

essica Fang has spent almost

herentire career at Fox,

comingonboard in 2002, and

allofthattime she’sbeena

key part of the team that
negotiatesdistribution deals for Fox’s
networkson pay TV platforms. Fang has
climbed the rankssteadily asthe
industry hasrapidly evolved.

“We will sell Fox content to any-
one who wants to buy it the way we
want to sell it,” Fang said. “We don’t
discriminate — the more distributors
that are out there, the better for us
and for consumers.”

In the past several years, Fang has
had to absorb a few shocks.

In March 2019, The Walt Disney Co.
acquired much of what was then 21st
Century Fox for $71 billion, leaving the
new Fox with a much-leaner portfolio
that today includes Fox Entertainment,
Fox News, Fox Sports, the Fox Televi-
sion Stations, Fox Weather and Tubi,
which offers free advertising-supported
streaming television (FAST) channels.

That year, Fang was promoted to
executive VP of network distribution
and marketing, a move up from senior
VP, distribution, with affiliate market-
ing added to her purview.

Last August, Michael Biard, then
president, operations and distribution
at Fox, left to join Nexstar Media Group
as president and chief operating offi-
cer. Biard’s departure after more than
23 years at Fox came as an initial sur-
prise, Fang said, but she’s proud of the
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Lisa Richardson, Executive VP, Business & Legal
Affairs and Associate General Counsel, Fox Corp.

way she and her team kept going.

“It was difficult to imagine how we
were going to do this without him,”
Fang said. “At the time, we were in the
middle of our renewal cycle, which
spans about two years, with a big
chunk of revenue we had to renew. But
we really didn’t miss a beat.”

David Espinosa, who was promoted to
president of distribution when Biard left
in August, said, “Jessica is a well-round-
ed executive; it’s not just one thing.”

Espinosa and Fang have been work-
ing together since he arrived at the
company in 2006, for much of that
time as peers.

“Jessica isincredibly smart,”
Espinosa said. “She’s had all of
these years of experience and as
her role expands, it’s clear she
grasps all of the key elements of
the business. Along the way, she
has built very strong relation-
shipsacross the industry. She
works very hard and what’s
amazing to me is that she still
somehow finds time to bal-
ance work and life.”

Having those strong relationships
is the key to success in this role, Lisa
Richardson, Fox Corp. executive VP,
business & legal affairs and associate
general counsel, said. “She’sgreat at
developing relationships with our part-
nerson the other side.”

Richardson and Fang have worked
together for nearly 20 years and have
a “very collaborative relationship,”
Richardson said. “She’s funny and
witty and very good at being able to
be a tough negotiator while still main-
taining friendly relationships with
all of these distributors. There’s just a
mutual respect there.”

“We sort of grew up together, now
we’re both very senior here,” Richard-
son said. “She has developed a great
ability to manage people, to take on
more, to give responsibility and credit
to her team. [ think that’s what you
need in order to rise in an organization.
To be a strong leader you need to know
that you can’t do it all yourself.”

Owen Lieber, who has been at
Fox since 2001 and worked with
Fang the entire time, is one of those
long-standing team members.

“Having her as a boss has been
really positive,” Lieber said. “It may
not be the traditional boss-employee
relationship. She and [ recognize that
we have skill sets that really comple-
ment each other. She lets me run with
certain things and she does that with
other team members as well.”

While Fang’s job can entail long
hours as she works through deal de-
tails and negotiations, Fang says she

wouldn’t be able to do it without
l\ her team.

“If you have to work the rest of
your life, it should be with a prod-
uct that you like,” Fang said. “I'd

much rather sell TV than
plumbing parts. I could
be doing anything, but I
couldn’t be doing it with
the team I have here.” @
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By Michael Malone
michael.inalone@futurenet.com

icole Clemens has a broad

range of experience across her

career, and that varied

background serves her wellasa

studio president. Paramount
Television Studios is set to launch some
big-swing shows, and Clemens has her
fingerprintson all of them.

“My background is first as a television ex-
ecutive, and then as an agent for filmand TV,
and then as a producer and a buyer,” she said.
“I've done all the roles, so I'm very, very, very
hands-on.”

Paramount Television Studios series in-
clude Tom Clancy’s Jack Ryan on Prime Video,
The Haunting of Bly Manor on Netflix, Station
Eleven on Max, and Paramount Plus shows
such as The Offer.

Partners know they’ll get a positive and
collaborative experience at Paramount,
Clemens believes. “Our goal is for it to be
an incredibly beneficial and enriching and
supportive process,” she said, “as opposed to
someone not feeling like the left hand knows
what the right hand is doing.”

It was in high school in Long Beach, Califor-
nia, that Clemens’s career path took shape. She
took part in a project at the Long Beach Muse-
um of Art’s video archive, where students pro-
duced a magazine program that went on local
access TV. “I waslike, ‘Oh, Ilike this,” Clemens
said. “I want to do this.”

She moved to Los Angeles after college
“because I met somebody who knew some-
body who knew somebody,” she said. Temp
work led to entry-level jobs, and bigger
things followed.

She worked at Rod Holcomb Productions
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Aron Eli Coleite,
Showrunner, The Spiderwick
Chronicles

and Spelling Television, spent 16 years at
talent agency ICM, was executive VP of series
development at FX and was at Anonymous
Content before landing at Paramount in 2018.

Clemens cited role models, including
former CBS Entertainment chair Nina
Tassler, former Paramount Pictures CEOQ
Sherry Lansing and agent Nancy Josephson,
among others, and eagerly looks to mentor
young colleagues. “I think one of the bene-
fits of getting older, besides gravity having
an effect on every part of your body,” she
said with a laugh, “is that you start
to realize that the real joy isin
giving back.”

She has notably hired an
all-female leadership team,
across development, current,
production, business affairs,
casting and marketing.
“She’s a great leader who is
very protective and sup-
portive of her team,” said
George Cheeks, CBS pres-
ident and CEO (and part
of Paramount’s
new “office of
the CEO").

i
d RadioHistor
/

Cheeks also mentioned Clemens’s superb
relationships with talent, which came into play
with The Spiderwick Chronicles. The first season
wasin the can, but Disney Plus canceled the
show before it debuted. It premiered on The
Roku Channel last month, and had the best first
weekend of any on-demand Roku show.

Showrunner Aron Eli Coleite said Clemens
initially pushed him to take on Spiderwick, en-
couraging the reluctant producer to give the
script one more read. Clemens then pushed
him to “go deeper” on characters and story.

He also saw her scramble to find a home for
the show afterits surprise cancellation. “It
showed me just how much Nicoleisa cham-
pion on this project,” Coleite said. “She’s been
relentless about it ever since. She never aban-
doned us, and never let the show go.”

It’s typical Nicole Clemens, Cheeks
said. “Nicole is a fearless, tenacious
advocate for her projects,” he said. “She
has great creative instincts but she’s nev-
er walked away from her agenting skills.
She has a mastery of where the industry is
headed. She knows the right places to go to
set up her projects.”

Things are characteristically busy at
Paramount Television Studios. Projects
include the Taika Waititi-Jemaine Clement
Time Bandits series and Billy Crystal drama
Before, both at Apple TV Plus. Morgan Wan-
dell, head of international development at
Apple TV Plus, described Clemens as a triple
threat. “She has impeccable taste, is a pas-

sionate advocate for her projects and is
a trusted partner known for being
both fair and tough when needed,”
Wandell said.
Clemens unwinds from a
challenging work day by hop-
ping on a sailboat. “There’s al-
ways something to do — you're
always keeping your eye on
something,” she said. “It’s
very relaxing and it puts
thingsin perspective.” ®

— with additional

reporting by Paige
Albiniak
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Senior VP, Ad Sales, Western Region

By Nancy Lombardi
nancy.lombardi@gmail.com

0

eingananchorintherocky
watersoftheentertainment
businessisjustoneofthetraits
that helped propel Stephanie
Jackson forwardin hercareer.
Thissenior VP of Western region integrated
ad sales, overseeing the Warner Bros.
Discovery brands, isknownasaconstant,
steadying force. She’s someone who can be
counted on toget thingsaccomplished.

It’satraitshe was proud to say she got from
hersingle mother.

“My mom wasalways my mentor,” Jackson
said. “She never complained and she knew
how toget thingsdone.”

Today, Jackson leads WBD’s Los Angeles
salesofficeand overseesitsstrategic national
salesinitiativesacrosslinearand digital
platforms. Additionally, she develops
strategic marketing partnershipsto meet
herclients’ needs.

Throughout her career, Jackson hasbeen
responsible fordriving organizational
revenue growth and improving sales
performance within anevolving market-
place. She hasastellarrecord of negotiating
renewalswithagencyand advertiserclients,
inaddition toaprovenability to manage
change thatincludes mergersand acquisi-
tions, including the April 2022 Warner Bros.
Discovery merger.

Jackson’sclient list includes majorad
agenciesand automotivebrands, Fortune
500 companieson the West Coast, aswell as
financial and tech companies. Shesaid her
clientstrust herand shetruly enjoys
working with them.

Jackson was promoted to her currentrole
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Stephanie Jackson, Senior VP,
Ad Sales, Western Region, Warner
Bros. Discovery

in September 2023, making herthe first
senior VPtobeadirect report of WBD chief
ad salesofficer Jon Steinlauf, overseeing
scripted, sportsandstreaminggenresinthe
expanded WBD portfolio.

Working with vice presidents, a15-mem-
berad salesteam and additionalsales
support, shecredits her dedicated colleagues
asbeing smartandsavvy.

Jackson hasenjoyed a20-plus-yearcareer.
Prior tojoining Warner Bros. Discovery, she
workedinradioadvertising sales for ABC Radio
Networksunderthe Radio Disneybrand.

Yet she’sthat rare executive who
startedin the entertainment
business whilestillin high school.

She participatedinaninternship
program for minority students
and wasplaced at War-
ner-Elektra-Atlantic, the
distributionarmofthethree
Warner Communica-
tions-owned musiclabels
atthattime. Jackson
alsoworkedinthe

Warner Music
Publishingdivision,

receiving valuable

exposure that

io History

revealed the scope of career possibilitiesin
entertainment.

Shemajoredin businessadministrationat
Pepperdine University and began hercareeras
asalesassistant for KTTV Los Angeles’slocal
salesdivision. Watching co-workersdevelop
strategyand interact with clientswasespecial-
ly appealing. Itwasherethatshelearnedthe
foundation of theadvertising business.

Oneof Jackson’s favorite partsof her
current role, she said, is mentoring others.
Shesaid she’snow in pay-it-forward mode.

“It’sabout being able togive back becausel
had really great, impactful mentorsover my
career,” Jacksonsaid. “I'matapoint wherel
cantakeastepbackandofferguidance.”

Thatguidance comesinall forms. Itcanbe
brainstorming, listening when someone
needstoventoradvising thoseinterestedin
acareerinadvertising.

“Stephanie prioritizes theevolving needs
of the people she works with and manages
through change with humility,” executive
VPofadsales Marybeth Strobel said. “Her
inclusive nature toeducate her teamasshe
educates herselfcreatesaunique spirit of
motivationand purpose.”

Jackson said her skill set wassharpened
when she played basketballand volleyballin
high school. Jackson noted that she loves
seeing sports programson young people’s
resumes. It showsthey reallyunderstand
what it takesto work together.

“My coaches were also mentors,”
Jackson said. “They taught me
teamwork, healthy competition and
discipline. There waseverything
insportsthat translated towhat
Idotoday.”
Jacksonismarried and has
anll-year-old daughter.
Jacksonsaid she ispassion-
ateabout travel, skiingand
her puppies. “Theyare
my therapy,” the
animalloversaid.
. Thepupsare
certainly helping
Jacksonasshe
helpsothers. ®
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kent.gibbons@futurenet.com

ana Nugent Jamieson’s

father was a foreign cor-

respondent for Newsweek

and she thought she

would grow up tobea
journalist. She was, for a while. But
her father steered her away from that
declining medium and she channeled
her storytelling into producing hit TV
movies (Peter Benchley’s The Beast, for
starters) and miniseries for the likes
of NBC, TBS, The WB and A&E, where
her scripted credits include Longmire,
Bates Motel and Roots.

In 2013, she moved from the network
to become co-head of A+E Studios,
which now has more than 70 projects
in various stages of development and
shows on a variety of top platforms.

First among equals might be Netflix
series The Lincoln Lawyer, from David
E. Kelley and author Michael Connelly.

Jamieson was the one who identi-
fied Lincoln Lawyer’s potential, knew
Kelley was interested and led A+E
to pounce precisely when the rights
became available — like the minute af-
ter, according to studio president and
co-head Barry Jossen.

“Obviously, the rest is history,”
Jossen said. The Lincoln Lawyer, now
in production on a third season, has
been Netflix’s top returning series and
a Top 10 show in 81 countries. It'sa
global calling card for A+E, and Jossen
thinks it might also have helped au-
diences find and re-embrace the legal
drama Suits this year.
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Barry Jossen, President and Co-Heac, A+E Studios

Jossen made sure Jamieson was
credited as co-head soon after she
came over from the network and said
they have a successful partnership
where either executive can sign off
on a decision and where rolesaren’t
pigeonholed. They communicate
throughout the day, he said. (Jamie-
son agreed: “We’re each other’s best
friend,” she said, adding: “I think at
the end of the day, I help him with the
bigger-picture thinking.”)

“I’ve never had a better experience
working with a partner, collaborator,
colleague than I've had with Tana,”
Jossen said. “She’s very smart,
knowledgeable and skillful. She’s ex-
cellent [at] working with creatives.
Her relationships are stellar and
her commitment to quality is
really high.”

She’s not only smart and cre-
ative, but “her understanding
of the business and what makes
sense in a very dynamic time in
our industry is really gratifying,
and makes it possible for us
to do what we’re doing,”
he said.

Bela Bajaria, chief

content officer at Netflix, has been a
close friend for a long time. She said
they have worked very well together
regardless of which one is buying for
a network or supplying from a studio
— like when Bajaria ran Universal
Television and Jamieson was at A&E
and they did Bates Motel together for
five years.

“She was incredibly supportive of
the show and of the talent and always
is so great about being a collaborator
and just being partners with the talent
and the creator in the studio,” Bajaria
said. “Just having that real great mind-
set of, we all want the same thing. We
want to make a great show that a lot of
people watch. And she’s such awarm,
kind, authentic, genuine person.”

Jamieson acknowledged that she’s
been able to pivot often, from doing
TV movies to series, from the network
to the studio, and loves where she has
ended up.

“This is my favorite job, by far,”
she said. “It’s just great. I get to be
creatively fulfilled with all different
kinds of shows.”

Other A+E Studios shows of note at
the moment, among many, include Par-
ish, with Giancarlo Esposito, on AMC
and AMC Plus; Flowers in the Attic: The
Origin for A+E Networks-owned Life-
time and the in-development Lazarus
serial-killer drama for Apple TV Plus,
with Tom Hardy and Zazie Beetz.

Outside of work, she and her hus-
band, J.J. Jamieson, a longtime TV

executive, actively volunteer with

Heart of Los Angeles (HOLA), a char-

itable organization that helps un-
derserved kids in the city, and they
helped establish the George Perry
Floyd Jr. Scholarship for Racial
and Social Justice at Santa Mon-
ica College. They also
have raised triplets,
two boys and a girl,
who are now 23
yearsold. ®

Muitichannel.com




WE SALUTE THE
2024 WONDER WO

FORTHEIR S




SPECIAL REPORT: WONDER WOMEN OF L.A.

Senior VP, Development & Original
Production, Unscripted, ALLBLK and WE tv

By Holly Stuart Hughes
holshughes@gmail.com

D

incejoining WE tvin 2014, Angela

Molloy has shepherded some of

the network’s longest-running

unscripted shows, including

Mawma June, Love After Lockup and
the Marriage Boot Camp franchise, now in its
17th year. In 2023, Molloy was promoted from
VP of development for WE tv to senior VP of
development & original production,
overseeing unscripted shows for both WE tv
and ALLBLK. In her new role, she greenlights
and develops new projects and oversees
current productions.

In choosing new projects, Molloy has
always looked for characters and stories that
audiences would want to follow for years.
“There’san endless supply of compelling and
unique stories about people in the unscripted
space,” shesaid. “But the needlesin the
haystack are stories that pop and can sustain
overtime.”

Shahram Qureshi, an executive producer
and independent showrunner, first worked
with Molloy 12 yearsago. “Angela knows
what’s going to be entertaining,” he said.
“Angela hasareally good sense of what will
resonate with the audience.”

Molloy began working in the fledgling genre
of reality TV two decades ago as manager of
developmentat TLC, where sheacquired
unscripted shows from the U.K. and the
Netherlands. She next moved to production
house 3 Ball Productions. One of the first
original shows she sold to a network was Scott
Baio Is 45 and Single, about the former
heartthrob’s work with a relationship coach.
“He said to me in our first meeting: ‘My

Erin Kelly Richards, executive
producer, Marriage Boot Camp,
Mama June and other shows

parents have been married for 50 years. I feel
like I should be married and I can’t get
there,”” Molloy recalled. She called it her
“ahamoment.”

“It wasan authentic journey that someone
was going on, would take us, on in real time,”
she said. Many people are willing to share
their personal lives for the length of a Tik Tok,
but Molloy looks for subjects with long-term
aspirationsand a willingness to share them.
“When we talk to someone who wants to have
their own show, we ask, ‘Are you willing to
show the upsand downsof your life?’”

The nine years she was a showrunner and
field producer on shows such as Million
Dollar Listing Los Angeles, Room Crashers
and Life With La Toya influenced her
leadership style. “I think my super
power is flexibility,” she said. She
understands how cast members’
lives can suddenly take storylines §
inunexpected directions.

“Angelaisn’tasking me,

‘What are you going to do
now?’” said Erin Kelly
Richards, executive
producer of Marriage
Boot Camp, Mama June
and other shows.

“She’s saying, ‘OK, let’s talk about this and
figureitout.””

Molloy “makes the whole process feel like a
creative, collaborative effort,” Richards
added. Shealso praised Molloy for “the grace
with which she navigates heavy decisions.”

Last year, Mama June Shannon’s oldest
daughter, Anna Cardwell, asked the crew to
follow her through her cancer treatment.
When Cardwell died in December, Richards
said, Molloy called to check on “the mental
health of the field crew with genuine care and
not just reading offa pageinan HR
handbook.”

Producing also taught Molloy that “good
ideas come from anywhere,” she said. On set,
Molloy said, “I have no problem asking the
PA or the audio tech, “‘What did you think of
that scene?’”

At AMC, she values the “open-door” policy
that encourages employees to pitch ideas. The
idea for Love After Lockup was suggested by a
producer within WE tv, shenoted. Toservea
predominantly female and African-American
audience, Molloy leads an all-women team,
and said their candid dialogues help them
address family crises, criminal justice and the
challenges of reentry after incarceration.

“We shouldn’t shy away from tough
conversations,” she said. “If you're telling a
story about what it’s like to be Black or to bea
woman in certain circumstances, we should
be specific and confront that conversation. As
executives internally, we’re very open to

talking about gender and race, to
getting feedback and asking tough
questions of each other.”
Molloy isless interested in hot
topics than relatable human
experiences. In a constantly
changing business, Qureshi
said, Molloy’s consistency has
been herstrength.
“Angela has a very authen-
tic approach to how to tella
truthful story that will be a
snapshot of someone’s life,”
he said. “She knows what’s
going to work, and that’s
what’s led to her success.”®
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Senior VP and Chief Content Officer

By R. Thomas Umstead
§ thomas.umstead@futurenet.com

tseems pretty unusual foran industry

executive’s résumeé to list being an

Emmy and Peabody Award-winning

producer and filmmaker, entrepre-

neur, podcast host and research
scientist. Yet theGrio’s Geraldine Moriba
can lay claim toallthatand more.

The Toronto native attributes her
various pursuits to her mother, who
encouraged her at a very young age to
diversify her interests. “I was curious
and interested in as many thingsasa
kidasIam asanadult,” she said. “The
one thing you could not say to my mom
isthat you were bored, because her
response would be to get a book to read
and use our imagination.”

Moriba’s curiosity would lead her to
major in political science and women’s
studies at the University of Western
Ontario. But it would be her first job out
of college as a trainee news reporter at
Radio-Canada in 1990 where she would
be introduced to the world of entertain-
ment. “That job ended up changing the
direction of my career,” she said.

In 1992, Moriba moved to the United
States and took a job as a researcher
for ABC newsmagazine Primetime Live.
She moved to NBC in 1994 as executive
producer for Dateline. Her work at NBC
earned multiple Emmy Awards as well
asa Peabody Award.

CNN hired Moriba in 2010 as execu-
tive producer for the Original Program
Development team, as well as VP of
inclusion. While there, she spearheaded
CNN's Emmy-winning In America fran-
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Geraldine Moriba, Senior VP and
Chief Content Officer, theGrio

chise of documentary specials on issues
affecting communities of color.

In 2015, she formed her own produc-
tion company, Moriba Media, where her
first project was a documentary about
the life of a teenager diagnosed with a
rare form of cancer. Until 20 was a per-
sonal journey for Moriba, who survived
the same sarcoma disease that befell
the movie’s protagonist, James Ragan,
whom she had met in the hospital.

“My production company started
with that film about a young man who
had the same cancer that I had, and that
just motivated me to keep going,” she
said. “Ultimately, the documentary is
about how we measure the value of life.”

She would also produce such doc-
umentary series as Sinking Cities and
Chasing the Dream for PBS under the
Moriba Media banner.

Continuing to stretch her creative
talents, Moriba in 2018 pitched a year-
long science research fellowship
study to Stanford University’s
Brown Institute for Media In-
novation on the merging of
computer science and artificial
intelligence. “I wasinthenews
andin the field of storytelling M
and reporting, but I continued &1y
to hold a real passion for sci-
ence and data,” she said. “For
my fellowship, I focused on

e

computer science and arti-
ficial intelligence and how

adio History. 3 A

we as journalists should be using these
tools to help us measure not only how
many people are reading, but actually
measuring our content.”

Her interest in media and culture ex-
tended in 2020 to hosting the Sounds Like
Hate podcast, funded by the Southern
Poverty Law Center and focused on peo-
ple who engage in extremism.

In 2021, Moriba joined Allen Media
Group-owned theGrio as senior VP of
news and entertainment, in charge of
content development and brand spon-
sorships. The next year, she launched
theGrio’s streaming network and mo-
bile app, as well as theGrio Black Podcast
Network, all featuring content on po-
litical, social and entertainment issues
affecting Black culture.

“Geraldine continues to pave the
way in delivering high-quality African
American-focused content,” Allen Media
Group founder/CEQ Byron Allen said.

“This is my moment to use all the
skills and all the knowledge I've gath-
ered to this point, to figure out how to
apply it to a newsroom and see if I can
amplify stories we care most about, just
as effectively as possible, to represent
our lived experiences,” she said.

Moriba, who has an adult son and
daughter, said future projects she has
been researching include a novel about a
Black woman's immigrant experiences
and a play about an enslaved woman liv-
ing in Montreal during the 1700s.

A mentor herself, Moriba said
up-and-coming female executives
should be open to all opportuni-
ties putin front of them.
“Don’t look where you're
* standing, look at where you're
going,” she said. “Because if you
keep your eyes forward, you'll
be able to identify the obstacles
that you have to overcome
and create a strategic plan.
. By doing so, you'll have the
/ most control over your
destiny.” @
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Content & Research

e Our Need to Know newsletter provides
insights for advancing healthy, responsive
and resilient news organizations.

¢ We invest time, thought and resources to
produce original studies and in-depth
reports that address the most pressing issues
facing media.

e Our special editions and series help
journalists and media leaders navigate the
industry.

Programs

o Better News offers case studies and best
practices to strengthen news organizations,
drive revenue and build community.

« Table Stakes helps journalists and media leaders
transform local news businesses to better serve
diverse communities.

» APl Inclusion Index improves how newsrooms
cover communities of color by assessing seven
areas to reveal inequitable practices.

Training & Events

» We offer community, private or commissioned
training for local news organizations.

e We gather news leaders from across the country
for our invitation-based Local News Summits.

« Our virtual webinars allow you to connect with
other industry professionals and offer actionable
tools and case studies.

Products

« Source Matters is an award-winning tool that
tracks the diversity of sources in your news
stories and helps you improve coverage.

« Metrics for News is an analytics tool that aligns
journalism metrics with your editorial values and
business models.

The American Press Institute salutes its
Board Trustee Geraldine Moriba and other
Wonder Women in Media and
Entertainment.

Mission

We support local and community-based media
through research, programs and products that
foster healthy, responsive and resilient news
organizations.

Vision

We envision an inclusive democracy and society,
where communities have the news and information
they need to make decisions and thrive.
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o

twasan eventful first year on the job, to

say the least, for Heather Olander, and

year two at The CW shows no sign of

letting up. Named to her current position

in February 2023, Olander wasintrigued
by the prospect of a network undergoing a
makeover.

“I had obviously heard that Nexstar had
bought the network, and they were going to
completely change the programming and
the schedule,” Olander said. “And I lovea
challenge like that, so I was very up for the
opportunity.”

Unscripted fare plays a much larger part
on The CW’s schedule than it used to. While
Penn & Teller: Fool Us and Whose Line Is It Any-
way? have been on for eons, newer The CW
shows include Inside the NFL, FBoy Island and
Crime Nation.

Olander is also at work on a couple of
game shows based on beloved intellectu-
al property: Trivial Pursuit and Scrabble,
which are slated for a fall debut. “I've been
watching the casting for both of those
shows, and it’s wild to me how passionate
people are about both of those games,”
Olander said. “It’s very invigorating to
know that those two brands still resonate
in such a huge way.”

Olander knew from a young age what
kind of work she might pursue as an adult.
She described herself as “a huge, huge, avid
TV watcher” growing up in San Diego. She
started in advertising upon her arrival in
Los Angeles, and had friends working as
assistants in the entertainment industry.
Olander saw, in her words, “a pathway”
for herself.
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Brad Schwartz, President of
Entertainment, The CW

“There was a thing called the UTA
job list, which existed 100 years ago and had
all the jobs in town,” she said. “That was like
the Holy Grail, and I got my hot little hands
on that.”

Olander started at talent agency ICM and
worked her way up. She spent seven years at
MTV, making it to VP of original series de-
velopment and current programming.
Olander shifted to NBCUniversal
in 2011 as senior VP of alternative
development and programming at
USA Network. That was a precur-
sor to her current role, as USA
began venturing into unscript-
ed. She worked on Chrisley
Knows Best and Miz & Mrs.,
among other reality fare.

Over time, Olander added
oversight of alternative pro-
gramming at Syfy
and Peacock.

Then Brad
Schwartz, The
CW entertain-
ment president,
was looking for
an unscripted

chief. “First of all, every single person in
town told me to hire Heather,” he said. They
mentioned Olander’s standout taste, vast ex-
perience in development and production and
straightforward nature.

“She’s a superstar executive in so many
ways,” Schwartz said. “She’s incredibly intel-
ligent, incredibly driven and is very direct.
The entire industry loves her because she
doesn’t mess around.”

Many in Hollywood are reluctant to say no
to a project, and keep a producer’s hopes up,
he said. Olander plays it straight.

“We're not a giant, huge portfolio,” she
said. “I know it’s hard to navigate for produc-
ers, hard to get answers, hard to get things
pushed forward” at other networks.

She likens The CW, on the other hand, to
astartup.

The CW president Dennis Miller said
Olander took on a “daunting task” when she
came on board. “She doesn’t suffer fools,
she’s whip-smart, she cuts to the chase, and
she’s very hands-on with producers,” he said.
“She’s had an awesome first year.”

Olander takes time to mentor younger
colleagues and proudly notes how many
former assistants have moved on to signifi-
cant entertainment posts. “I do feel like it is
my responsibility as a manager, to mentor

and to help guide anyone who works
N for me,” she said.
A When she’s not working,
"8 Olander keeps busy with her
family. When not chauffeuring
her daughters, ages 8 and 11,
to games and parties, they
enjoy watching the likes
of America’s Got Talent and
Awerica’s Funniest Home
“' Videos together. “The adults
NS have the adult dramas
& and the kids have
their Disney stuff,”
Olander said. “But
the broadcast stuff
is stuff where we
come together and
look forward to
watching.” @
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onnie Orlando hasalways

danced to her own beat

while navigating an

evolving entertainment

business, a field in which
she hasgrown from a young entrepre-
neur producing music programming
into overseeing some of the industry’s
most iconic content franchises.

It’s quite an accomplishment for the
Queens, New York, native who, grow-
ing up, wasn’t focused on entertain-
ment. “I was the first in my family to
go to college, and back then you went
to college to be a doctor, lawyer or ac-
countant,” she said. “That’s it — there
was no other anything.”

Orlando, who earned a finance
degree at Syracuse University, was an
analyst at JPMorgan Chase in the early
1990s. “I was in the school of business
because I'm excellent with numbers,”
she said. “But I did not like working at
a bank — it was very monotonous.”

On weekends, Orlando teamed up
with a college roommate and aspiring
director who enlisted all of her college
friends to help with her music projects.
“It opened up another world for me
and showed me a lot about the art of
production,” she said. “That’s how I
was kind of ushered into the business.”

In 1995, Orlando launched CMO Pro-
ductions while working as an execu-
tive producer at Big Dog Films, headed
by Hype Williams. At CMO, she spear-
headed projects such as Jay-Z’s 1998
soundtrack for Streets Is Watching.
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Debra Lee, Co-Founder and Partner,

The Monarchs Collective

CMO was one of the few female-led
companies in an industry dominated
by men, and Orlando was determined
to see it take flight. “The beautiful
thing was that the business was grow-
ing at such a quick pace that [ was able
to learn and get in at a time where it
was needed,” she said.

In the early 2000s, BET knocked on
Oriando’s door to develop several mu-
sic specials before hiring her as VP of
development. In 2015, she was named
senior VP of specials, music and news.

Orlando said BET offered her the
opportunity to develop content that
represented the network’s target au-
dience. “One of the most important
lessons I learned is to get to know your
audience and curate things that are
original and unique to authentically
represent that audience,” she said.

On Orlando’s watch, BET launched
several successful originals, including
awards show Black Girls Rock!

In 2017, BET promoted Orlando to
head of programming and music strat-
egy, overseeing scripted, nonscripted
and documentary programming,
and again in 2019 to her current
post. She oversees the network’s
original shows and tentpole
events, including the BET
Awards, Soul Train Awards
and BET Hip Hop Awards.

SPECIAL REPORT: WONDER WOMEN OF L.A.

“My goal is to always solidify BET’s
status as the leading platform for
innovative, authentic and culturally
relevant content for the Black commu-
nity,” she said. “That’s the nucleus of
everything I do with all the shows.”

Orlando counts entertainment ex-
ecutive Tracy Edmonds and former
BET original programming presi-
dent Loretha Jones as mentors, and
credits former BET chairman Debra
Lee for giving her an opportunity
to excel. “I believe, if you can see it,
you can be it,” Orlando said. “And
that speaks to seeing Debra run the
company.”

Said Lee, now co-founder and part-
ner at consultancy The Monarchs
Collective: “People in the industry
love Connie, and she’s built up a lot
of goodwill within the industry. She’s
very talented and really creative ...
she always has her hand on the pulse
of the culture, and she’s able to bring
all of that together.”

Orlando’s reach goes beyond the
television screen. In 1998 she launched
a nonprofit foundation, Just the Girls,
to empower young women.

She enrolled in culinary school to
further indulge in her love of cooking,
which she calls her “therapy.”

Orlando hopes to continue develop-
ing authentic and innovative content.
She also encourages young female
producers and entrepreneurs to
challenge themselves and be open to

unique opportunities.
“I think the scariest part in any
career in entertainment is be-
ing willing to change, but [ am
where [ am because I was open
to trying something new,” she
said. “I didn’t know I wanted to
be a producer until I did
alot of other things. It's
almost like I narrowed
down what I didn’t want
to be and then saw what
I really loved.” ®
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palbiniak@gmail.com

e

hen Amy Reisenbach

was named president of

entertainment for CBS

in November 2022, she

brought two distinctive
experience setsto the table.

First, she had spent nearly 20 years in CBS’s
current department after being hired from
Warner Bros. in 2005.

“Current is like boot camp,” Reisenbach
said. “I think every executive should have
worked in current on the creative side; you
learn so much about what makes a show work
and work on CBS. The current executive as-
signed to the show is the showrunner’s ther-
apist, their worst enemy, their biggest cham-
pion, all the things. Showrunners understand
that my passion is always that of a TV fanand I
always want to function like that first.”

Michelle King, creator and executive pro-
ducer of Elsbeth, The Good Fight, The Good
Wife and Evil, said: “She has a couple of
superpowers. She is smart about story. Her
notes are on target. She’s also very honest.”

The second is that Reisenbach is no strang-
er to long-term planning, a mindset she first
learned from her father, Sandy, who ran mar-
keting at Warner Bros. and led the planning
of the studio’s tentpole theatrical rollouts.
She’s using that skill to set CBS up for success
several years down the road.

“When I became president of entertain-
ment for CBS, I thought about how we could
function a little more like that — thinking
two to three years out,” Reisenbach said.
“Longer-term planning gives us more time to
develop shows differently.”

That strategy is already yielding results.
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Michelle King, creator and executive
producer, Elsbeth, The Good Fight,
The Good Wife and Evil

Tracker, starring Justin Hartley, premiered
in the plum time slot after the Super Bowl
and is now primetime’s most-watched series
with 20.4 million viewers tuning in across
the live-plus-35-day viewing window. Elsbeth,
starring Carrie Preston, is the season’s second-
most watched new show (behind Tracker) and
has been renewed for a second season.

Those performances helped lead CBS to
its 16th straight year as TV’s most-watched
network, averaging 5.6 million viewers per
evening across live-plus-seven-day viewing,
according to Nielsen.

That skill set, plus Reisenbach'’s
overall enthusiasm for and inti-
mate knowledge of the project,
convinced CBS president and
CEO George Cheeks (now part
of parent Paramount’s office
of the CEO) that she was right
for the job before she even
knew she was applying.

“The first time I actually
got to interact
with Amy was on

-

a Zoom when
she was head
of current in
April 2020,”

Cheeks said. “My first instinct was, ‘She’s
the person who should be president of en-
tertainment for CBS.” She hasa genuine
passion for our programming and a genuine
respect for what we do. The more I've gotten
to know her, the more I've thought she is the
perfect partner.”

CBS Studios president David Stapf and
Reisenbach have worked together for more
than 20 years, dating back to when she was
at Warner Bros. Television. Back in the day,
Stapf worked for her father. Stapf used to be
her boss; today, she’s his biggest client.

“The way that we communicate is sort
of seamless,” Stapf said. “Amy is so smart
and big-picture that it’s been an easy tran-
sition for me. She’s always been the sort
of person, even before she was the head of
current, that I and everybody went to to ask
her what she thought and how she would
approach things.”

Stapfalso identified a third skill set that he
said is integral to Reisenbach’s success in her
current role: “The number one quality you
need is empathy and kindness. We are dealing
with art and artists, people who are pouring
their hearts and soulsinto their product. We
aren’t dealing with people who are just making
awidget. You have to recognize that it’sa cre-
ative collaboration yet an intimate endeavor.”

More of the same is on tap for CBS later
this year and next with Matlock, starring
Kathy Bates; Watson, starring Morris Chest-

nut; and a reboot of game show Holly-

more, all on the slate.
“We all believe in what we are try-
: ing to do, which is put great shows
on the air for a broad audience, and

) \wood Squares, starring Drew Barry-

we're succeeding,” Reisenbach
said. “This team has come
together during a really tough
year, and everyone has stayed
positive and had fun
doing it. I believe
if we have great
culture in our
halls, then the
shows will ben-
efitaswell.” @

\
\

Multichannel.com

-
.




President,

{ @ By Addie Morfoot
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eatrice Springborn grew up

thinking shewouldbea

journalist: More specifical-

ly, a foreign correspondent

fora prestigious newspa-
per. Butin 2001she landed ajob at Pixaras
adevelopment executive.

At Pixar, Springborn quickly realized
she had found her calling in production.
Two decades later, in 2020, Springborn
became the president of UCP and was
named head of Universal International
Studios in 2022. Across both studios, she
oversees more than 40 active TV series.

“Most of the projects that I get behind
have a commercial sensibility but tied
up with something extra,” she said.
“There is a meaning that is deeper, but
hopefully given to audiences in a way
that is digestible and doesn’t feel like
medicine. Projects that you come away
feeling like you've experienced some-
thing that speaks to larger thematics.”

In the lest six months, several
high-profile projects that Springborn
developed and produced were released,
including three Peacock series: Ted, Dr.
Death season two and Apples Never Fall.

A prequel to Seth MacFarlane’s Ted
movies, Peacock’s eponymous seven-ep-
isode series debuted in January and was,
per Nielsen, the No. 1 original streaming
comedy in the U.S. for two consecutive
months. It was one of the first series that
Springborn worked on at UCP.

To bring the series to life, she worked
alongside MacFarlane, its showrunner,
executive producer, writer and director.
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Seth MacFarlane, showrunner, executive
producer, writer and director, Ted

“Beatrice is very hands-on and very
creative,” MacFarlane said. “Sheis
somebody wha really inspires enthusi-
asm and the desire to go the extra mile.
You know that she has seen every one of
your shows and that she’s absorbed all
thenuance and detail and has processed
it allin a really intelligent, creative way.”

When Dr. Death creator Patrick Mac-
manus began working with Springborn
in 2020, the first season of the series was
midway through production.

“It would have been very easy and
understandable for an executive of her
level and of her experience and intellect
to come in and want to change what Dr.
Death was before she got there,” he said.
“Instead, she came in purely to ensure
that we were able to execute it as well as
we possibly could. Beatrice was there
when [ both wanted and needed her
at every single turn. She fought for
our show every step of the way.”

Springborn also fought for
Apples Never Fall. In 2021 she
helped secure the rights to the
Liane Moriarty novel (with
David Heyman of Heyday
Films) in a highly com-
petitive sale and landed a

straight-to-series order at Peacock. Inits
first week, Apples Never Fall debuted as
the sixth most-watched original series
across streaming, per Nielsen.

That kind of success isn’t foreign to
Springborn. Prior to her tenure at UCP,
she was head of originals at Hulu, where
she was responsible for acquiring hit se-
ries including The Handmaid’s Tale, Little
Fires Everywhere and Normal People.

“Idon’t think I could have done this
studio job without having been a buy-
er,” Springborn said. “Mostly because
as much as buyers will explain and ar-
ticulate their mandate to you, it’s usual-
ly not what is successful. Having been a
buyer, I know that the mandate is never
what usually ends up popping. So [at
Universal] we dedicate a percentage of
our slate to the types of shows that [dis-
tributors] are looking for, but also, we
dedicate a huge part of our slate to tak-
ing risks and doing things that might
feel out of the box, which are done at
the highest level of quality. ”

Universal Studio Group chairman
Pearlena Igbokwe has known Spring-
born for years and was eager to bring
her aboard. “One of the thingsIlove
about Beatrice is her curiosity,” Igbokwe
said. “I also appreciate that she’s candid
about what she knows and what she
doesn’t know. She s very forthright
about what she wants to learn and she’s
agreat student. She’sadeep diverandI
think that’s the mark of a leader.”

Springborn credits her journalism

background for keeping an open mind.

“The skill set of a journalist is ex-
actly what works in this business,
which is curiosity and a point
of view, or at least not always
knowing the answers,” she
said. “When you are developing
shows, you think it’s one thing
and that evolves as you make it.
Having the openness to it being
something else is part of the
journey and what makes
things good.” ®
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GISELLE FERNANDEZ
Anchor, Spectrum News

MICHELE BARNEY
President of Affiliate Distribution
Warner Bros. Discovery

VALERIE BRUCE
General Manager, L.A. Productions,
BBC Studios

CARRIE BRZEZINSKI-HSU
VP, ESPN Creative Studio

KRISTEN CUFFEE-BROWN
Assistant VP, Content Acquisition,
Cox Communications

HOLLY LEFF-PRESSMAN
Chief Client Engagement Officer,
Screen Engine/ASI

TERRI HINES
Executive VP, Communications,
Fox Sports

AMINA HUSSEIN
Head of Sports Talent, Prime Video

SHARON LEVY
CEO, Endemol Shine North America

RAMSEY NAITO
President, Paramount Animation and
Nickelodeon Animation

KIRSTEN POLLEY
Senior VP, Operations, WWE

LISA RICHARDSON
Executive VP, Business & Legal Affairs
and Associate General Counsel, Fox Corp.

JENNIFER ROGERS

EVP, Consumer & Corporate
Marketing for U.S. Networks Group,
TelevisaUnivision

DONNA THOMAS
Senior VP, Studios, Vubiquity

ROBIN THOMAS
Executive VP, Content Strategy &
Research, Hallmark Media

ERIN UNDERHILL
President, Universal Television

HOLLY ROBINSON PEETE
Co-Founder, HollyRod Foundation,
Actress and Producer

SYLVIA BUGG

Chief Programming Executive and
General Manager, General Audience
Programming, PBS

LISA HAMILTON DALY
Executive VP, Crown Media

AYO DAVIS
President, Disney Branded Television

TARA DEVEAUX
Chief Marketing Officer, Wild Card
Creative Group

Members of the 2023 Wonder Women of Los Angeles {I. to .): Donna
Thomas, Jennifer Rogers, Kristen Cuffee-Brown, Amina Hussein, Terri
Hines, Lisa Richardson, Carrie Brzezinski-Hsu, Valerie Bruce, Sharon
Levy, Holly Leff-Pressman, Robin Thomas and Woman of Influence
Giselle Fernandez.
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TARA DUNCAN
President, Freeform & Onyx Collective
Disney General Entertainment

MICHELE EDELMAN
Head of Growth, Premiere Digital

LISA KNUTSON
President, Scripps Networks
E.W. Scripps

NIKKI LOVE
SVP, Development & Production,
AMC Networks

WENDY MCMAHON

President, Co-Head

CBS News and Stations

TRICIA MELTON

Chief Marketing Officer, Warner Bros.
Global Kids, Young Aduits and Classics
Warner Bros. Discovery

KATHERINE POPE
Senior VP, Head of Original Content
Charter Communications

JULIE RAPAPORT
Head of Movies, Amazon Studios

SHANNON RYAN
President, Content Marketing, Hulu &
General Entertainment Disney

JENNIFER TURNER
EVP, TriStar Television
Sony Pictures Television

SARAH WEIDMAN
Head of Programming, Development and
Multiplatform Content, AXS TV

DEBORAH NORVILLE
Anchor, Inside Edition

LAUREN ANDERSON
Co-Head of Content and Programming,
IMDb TV

ANDREA CLARKE-HALL
VP of Business Development, Tubi

ANGELA COURTIN
VP of Brand Marketing, YouTube

JACKIE DONALDSON
VP, Global Product Strategy, Disney

DEE HARRIS-LAWRENCE
Showrunner/Executive Producer,
David Makes Man, Oprah Winfrey Network

JAYA KOLHATKAR
EVP, DTC Data, Disney

AMY KUESSNER
Senior VP of Content Strategy & Global
Partnerships, ViacomCBS Streaming

AUDREY LEE
EVP and General Counsel, Starz

ALISON LEVIN
Head of Ad Revenue & Marketing
Solutions, Roku

SUSAN LEVISON
Senior VP and Head of WWE Studios, WWE

POOJA MIDHA
Chief Growth Officer, Comcast Advertising

CATHERINE OH
VP, Global Head of Marketing &
Analytics, Samsung Ads

DUAN PENG
SVP, Data & Al, WarnerMedia

ROMINA ROSADO
Senior VP, Digital Media, NBCUniversal
Telemundo Enterprises

MICHELLE WROAN
Managing Partner, KPMG LLP

ANNE AARON
Director of Encoding Technologies,
Netflix

KELLY ABCARIAN
General Manager, Advanced Video
Advertising Group, Nielsen

THEA ELLIS

Head of Content Acquisition
Sony Interactive Entertainment,
PlayStation Vue

ALISON HOFFMAN
Chief Marketing Officer, Starz

LORI LEBAS

Senior VP, Affiliate Partnership
Development and Operations,
Disney and ESPN Media Networks

SARAH LYONS
SVP, Product Experience, WarnerMedia

JULIE MCNAMARA
EVP, Original Programming,
CBS All Access

HEATHER MOOSNICK
Senior VP and Head of Content
Partnerships, Hulu

DIANA PESSIN
Senior VP, Digital Media & Growth
Marketing, HBO

SOUMYA SRIRAMAN
President, BritBox

JULIA VEALE

Executive VP, Business, Product
Development and Management
Showtime Networks Inc

DINA WEISBERGER
Head of TV Partner Strategy &
Development, Google
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Industry Stars
On the Rise
INn the West

L.As ‘40 Under 40’ push the envelope on
creativity, leadership

edia and entertainment continues to attract some of the smartest, most creative
men and women of any business category in the country. That’s once again
evident here with the B+C Multichannel News 40 Under 40 list, thisone with a
West Coast focus ahead of an in-person reception on June 18 at The Ebell of Los
Angeles. Based on nominations from companies and individuals, the 40 Under
40 list is a cross section of executives in a range of M&E organizations who’ve shown leadership,

A0 LA.
U TV
FORTY WEEK

accomplishments and potential, all before reaching the age of 40. If you know someone who
should be on this list but isn’t, the good news is that B+C MCN will be publishing another list in
September, that one with more of an East Coast focus. To nominate an up-and-coming individual |
for that list, go to www.tvweek40under40.com/NYCnoms2024. For more information on the

June 18 celebration, go to www.tvweek40under40.com/LA2024. — Kent Gibbons

Amelia operational teamstosupportgrowthacrossour
Amphonphong network umbrellaof streaming services,
Senior Technical including Paramount Plusand Pluto TV.”

Product Manager,
Central Systems
: Paramount Plus
¢ ; ’ Withalmost10yearsof

k Barry Buren

P~ o 2
Television Talent

Agent
mediaandentertainment experience, Amelia Creative Artists
Amphonphong’sexpertiseisin streamlining Agency

the supply-chain management of content for [ . Barry Buren, based in
seamless viewerconsumptionthroughout TV's | /1 the Los Angeles office of
ever-expanding platforms. A peerwhonominat- | CAA, representsmany topactorsincluding Eddie
ed hersaid shehasdemonstrated unparalleled Redmayne, Hannah Waddingham, Pedro Pascal
expertisein managing and optimizing technical and Lena Headey. Within the pastyear, Buren

processescrucialtotheseamlessfunctioningof | helpedsignnew clients Matthew Rhys, Richard

the Paramount Plus platform. Amphonphong ' Madden, AnnaFarisand Jason Clarke. Buren,
began her career in business operationsat | who started outat The Gersh Agency, joined CAA
NBCUniversal, butdiscovered makingfounda- in2015and was promoted to TV talentagentin
tionalchangestothesupplychainwouldrequirea = 2019, Buren negotiated an eight-figure contract
career moveinto product management. “My for Redmayne toexecutive produceandstarin
experienceinimplementing software products Peacockand Sky’sthrillerseries The Day of the
forrights, metadata, asset and supply-chain Jackal. Healso brokered deals for Headey tostarin
management co<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>