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For years, being a TV antihero 
was a man’s game, but audiences 
are warming up to less likable 
women as lead characters. 
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Killer Queens: 
Why Women 
Antiheroes 
Are Winning 
Viewers Over 
Audiences have become 
increasingly OK with less-
than-likable female characters 

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

W
ell before the 
fourth installment 
of True Detective 
premiered, 
showrunner/ 

executive producer Issa López had a 
conversation with Jodie Foster, hoping to 
bring the superstar on board. Foster loved 
the script, López said, but didn’t quite see 
herself playing Police Chief Liz Danvers. 

Foster said the character might be 
“bitter and tired and a terrible stepmom,” 
López shared. 

López countered, “You want me to 
make her into an asshole?" 

Foster’s response? “Yup.” 
Slowly, the concept of a TV rarity — 

the female antihero — began to take 
shape. “We’ve had a lot of beautiful, good 
TV of the peak era that is based on male 
antiheroes,” López told B+C Multichannel 

News before the True Detective season 
premiere. “It would be so interesting to 
get a female one out there.” 

The antihero has been a cornerstone of 
peak TV, but they’ve almost always been 
men. That is changing. In True Detective: 
Night Country, Danvers drives her officers 
to the point of exhaustion. She’s a single 
woman in constant battle with her step¬ 
daughter. Spiky and anxious, she finds a 
wee bit of comfort in alcohol and sex. 

Still, the smiles are rare. 
In episode three, Chief Danvers tells 

her wholesome young protege Peter to 
' have State Trooper Evangeline Navarro 
transferred to Danvers’ squad. Danvers 
and Navarro, played by Kali Reis, have a 
stormy history. 

“I thought you hated Navarro,” 
Peter says. 

“I do,” responds Danvers. “I hate ev¬ 
eryone. Hate you, especially now.” 

Nonetheless, the audience roots for 
Danvers. 

Other new antiheroes include Sofia 
I Vergara’s title character in Griselda 

Sofia Vergara 

stars in Netflix’s 

Griselda, tbe story 

of a Colombian 

drug lord's wife 

who relocates to 

Miami where she 

becomes a drug 

i kingpin herself. 

' on Netflix, Kate Winslet’s Chancellor 
I Elena Vernham in The Regime on HBO 
and Nicole Kidman’s Margaret in Prime 
Video’s Expats. 

The trend arises as women continue 
to grow their economic and social clout, 
more females move into power positions 
in television and scripted programs have 
grown rapidly in recent years, opening 
the door to more female showrunners 
and more varied perspectives. It finally 
“became time to look at women in that 
morally gray area,” said Linda Ong, 

[ founder and CEO of consulting outfit 
i Cultique. 

It used to be that leading female char¬ 
acters had to be likable and strong female 
characters were villains. “Society came 
around to understand that all humans, 
men and women, can be good and bad,” 
Ong said. 

Blame Tony 
The male antihero, be it Tony Soprano, 

Don Draper or Walter White, has been 
I around at least since The Sopranos de-

4 Broadcastingcable.com Multichannel.com 



buted on HBO in 1999. Female antiheroes, 
not so much. 

In an issue of The Neu) Yorker in Janu¬ 
ary, Sofia Coppola told of her efforts to 
make a series out of the Edith Wharton 
novel The Custom of the Country with Ap¬ 
ple TV Plus, with Florence Pugh cast as 
Undine Spragg, a temperamental young 
lady from the Midwest trying to break 
into high society in New York. 

Coppola spoke about how Apple TV 
Plus killed the show before it aired. 
“They didn’t get the character of 
Undine,” she said. “She’s so ‘unlikable.’ 
But so is Tony Soprano!” 
TV pundits were asked to name 

female antiheroes over the past few 
decades, and the brief list includes Shiv 
Roy from Succession, Carrie Mathison 
from Homeland, Annalise Keating from 
How to Get Away With Murder and Ra¬ 
quel “Raq” Thomas from Power Book III: 
Raising Kanan. 

In the more recent era, Ong added the 
female leads from Prime Video’s Mr. and 

I country in the midst of a breakdown. It 
debuted March 3. 

Will Tracy, executive producer on 
The Regime, said he never had the anti-
hero concept in mind when writing the 
scripts. “I think my hope is just to write 
a character who is interesting,” he said. 
“And if the audience finds them inter¬ 
esting too, then hopefully, with time, 
they might find themselves caring 

¡ quite a bit more about that character’s 
I well-being than they might have ini¬ 
tially thought.” 

He added, “Perhaps that’s the very 
I definition of the antihero, come to 
think of it!” 

I Above, Kate 

Winslet reigns as 

the dictator of a 

fictional European 

country in The 

Regime. Below, 

Kali Reis and 

Jodie Foster in 

True Detective: 

Night Country. 

Mrs. Smith, Apple TV Plus’s Lessons in 
Chemistry and Netflix’s Beef to the list. 
“Now, women have cultural permission 
to be as ‘difficult’ — if not more so — as 
men, instead of needing to be ‘likable,’ ” 
she said. “Even Taylor Swift’s Grammy-
nominated song ‘Anti-Hero’ recognizes 
this shift. Women like being celebrated as 
perfectly imperfect, because that’s how a 
lot of women see themselves.” 

Griselda sees Vergara as the wife and 
business partner of a drug kingpin in 
Medellin, Colombia, who moves with her 1 

Annette Bening, who plays matriarch 
Joy Delaney in the new Peacock drama 
Apples Never Fall (see page 6), which sees 
Joy go missing after she invites a mys¬ 
terious young female stranger into her 
home, touched on playing complicated 
characters at the TCA Winter Press Tour 
in February. “It’s not just strong charac¬ 
ters. That’s kind of a cliche, isn’t it? ” she 
said. “It’s a strong female character, but 
a strong character is a nuanced one who 
has flaws, who screws up, who does the 

; wrong t hing, who is crazy or eccentric 

Multichannel.com 

sons to Miami after her husband asks 
her to pull off a highly immoral ma¬ 
neuver, and picks up the drug trade 
there. It debuted January 25. 

Expats, set in Hong Kong, has 
three American women, includ¬ 
ing Kidman’s Margaret, whose 
lives intersect after a tragedy. 
It “explores what happens 
when the line between victim¬ 
hood and culpability becomes 
blurred,” according to Prime 
Video. It premiered January 26. 

The Regime has Winslet as the 
leader of a fictional European 

in some way. That’s how people are. 
People have all these different 

colors. So, yeah, strong char¬ 
acters are great, but a strong 
character that has vulnerabili¬ 

ty is much more interesting.” 
Having a big name in the lead 
role may make it easier for the 
audience to take on the mostly 

unfamiliar notion of a female 
antihero. The thinking is, a 
viewer may stick with a tricky 
character longer if it is played 
by Winslet, Kidman, Viola 
Davis or another actress they 

LEAD-IN 

are well familiar with, and perhaps 
even fans of. 

“If it is perceived as a risk to be a 
female-led series that refuses to soften 
the protagonist’s edges, which is in line 
with the general stereotypes facing 
female characters across TV’s history,” 
said Myles McNutt, Old Dominion 
associate professor of communication 
and theater arts, “it’s much easier to take 
that risk when producers feel confident 
that audiences will tune in to see big stars 
in those roles regardless of the character 
in question.” 

Staying True 
True Detective: Night Country, set in 

Alaska in the part of winter where the 
sun does not rise, saw Liz Danvers and 
Evangeline Navarro as ill-fitting partners 
facing a cryptic case involving eight sci¬ 
entists who work at a research station 
who have disappeared, in a remote vil¬ 
lage where indigenous residents battle 
with a mining company flagrantly foul¬ 
ing the environment. HBO called season 
four the most-watched season for the 
anthology series, averaging 12.7 million 
cross-platform viewers. 

Issa López directed every episode. She 
is on board for the next season of True 
Detective. Francesca Orsi, executive VP, 
HBO Programming, and head of HBO 
drama series and films, called her a “one-
of-a-kind, rare talent that speaks directly 
to HBO’s creative spirit." 

Time will tell if López dreams up an¬ 
other female antihero for season five. 
The audience, for what it’s worth, is up 
for it. 
Melanie Marnich, showrunner and 

executive producer on Apples Never 
Fall, said the abundance of script¬ 
ed shows in recent years has meant 
“more complex storytelling and more 
complex characters, and finally wom¬ 
en are coming to the fore of that, both 
in the writing and creating of shows 
and the performances. We're able to 
embrace the complexity of a woman, 
of her drive, of her history, of her 
desires. I think it’s just a very honest 
approach to our gender.” • 
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THE WATCHMAN WATCH THIS 

Senior content producer Michael Malone’s look at the programming scene G By Michael Malone 
michael.malone@futurenet.com 
@BCMikeMalone 

‘9-1-T Dials in From New Network 
Cop-and-firefighter drama 9-1-1 debuts on 

ABC March 14. Produced by 20th Television in 
association with Ryan Murphy Television and 
Brad Falchuk Teley-Vision, it has Angela Bassett, 
Peter Krause and Jennifer Love Hewitt in the cast. 

9-1-1 had six seasons on Fox. Cast and 
producers spoke of the move at the TCA 
Winter Press Tour in Pasadena last month. Tim 
Minear, co-creator and showrunner, said the 
new network has given 9-1-1 new energy. “It 
feels like the first year of the show in a lot of 
ways,” he said. “The enthusiasm at the network 
is through the roof... They’re just really 
engaged, and they already love the show. I just 
think it’s a shot in the arm for all of us.” 

9-1-1 reaches 100 episodes this season. Season 
seven offers the usual array of extravagant 
disasters, including a tsunami and a fighter jet 
that goes missing in the skies. 

Minear said 9-1-1 is more than a disaster 
show. “It can be a rom-com, it can be a soap, 
it can be satire, it can be a heartbreaking 
melodrama,” he said. “It can be all of those 
things in the same episode.” 

‘Apples Never Fall’ Is Peacock’s 
New Take on Court Shows 

Also premiering March 14 is limited series 
Apples Never Fall on Peacock. Based on a Liane 
Moriarty novel, the drama features the Delaney 
couple, played by Annette Bening and Sam Neill, 
who sell their tennis academy in Florida and plot 

their retirement. They get a knock on the door 
from a stranger — a woman who apparently 
just escaped from a violent partner. The young 
woman essentially moves in with the Delaneys, 
arousing the suspicions of their adult children. 

The suspicions multiply when Joy, played by 
Bening, disappears. 

There are seven episodes. 
Bening’s many, many films include American 

Beauty, Postcards From the Edge and The Kids Are 
All Right. She was intrigued to try a TV series. “I 
thought, wow, this is just such an opportunity,” 
she said at the TCA Press Tour. “It was really 
fun for me because I had never done something 
over so many episodes.” 

There’s lots and lots of tennis in the series, 
and some of the court scenes get pretty hot. 
Showrunner/exec producer Melanie Marnich 
said all the tennis gives Apples Never Fall its edge. 
“What’s so powerful about it is when you’re a 
family of deeply competitive people raised by 
deeply competitive people, it’s in the blood, 
it’s in the DNA and, to me, that amps up all the 
mystery,” she said. “It amps up what could have 
been possible, what these people could do to 
each other in the name of competition, in the 

name of competing for love.” • 

Season 20 of Grey's Anatomy starts on ABC 

March 14. Chandra Wilson and James Pickens 

Jr. remain in the cast, while Ellen Pompeo s 

Meredith Grey is a recurring character. Season 

three of GirlsSEva also premieres on Netflix 

March 14. The show, about a '90s girl group 

that reunites in the present day, has Sara 

Bareilles, Renee Elise Goldsberry, Paula Pell 

and Busy Philipps in the cast. ■■ March 

15, Manhunt begins on Apple TV. A thriller 

about the hunt for John Wilkes Booth after 

the assassination of Abraham Lincoln, the 

limited series has Anthony Boyle playing 

Booth and Hamish Linklater portraying 

Lincoln. Si On March 17, Alice & Jack debuts 

on PBS. Andrea Riseborough plays Alice and 

Domhnall Gleeson is Jack. She's a financier 

and he's a biochemist, and their connection 

is complicated. Also on March 17 is 90 Day 

Fiance: Happily Ever After? on TLC. The series 

features couples that viewers have come to 

know from the flagship series. 

6 Broadcastingcable.com 
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Woman of 
Influence 

GLAAD’s Sarah 
Kate Ellis Is an 
Advocate for 

Media Accuracy 
Nonprofit’s president and 

CEO has spent the past decade 
making sure the LGBTQ 3 

community is fairly covered 
and depicted, with much 

more to do 

s 

A By R. Thomas Umstead 
I thomas.umstead@futurenet.com 

he year may only be a few months 
old, but GLAAD president and 
CEO Sarah Kate Ellis already has 
a lot to celebrate. 

Ellis, who will be presented 
with the 2024 Woman of Influence award 
as part of the Multichannel Neuis Wonder 
Women of New York celebration on March 
21, recently marked her 10th anniversary as 
the head of the nonprofit LGBTQ. advocacy 
group. Her efforts in leading the organiza¬ 
tion’s charge to create initiatives, campaigns 
and programs pushing for the fair and accu¬ 
rate media coverage of the LGBTQcommu-
nity earned GLAAD the TV Academy’s 2023 
Governors Award during the 75th Primetime 
Emmy Awards on January 15. 
Yet the former Condé Nast and Time 

Inc. executive and married mother of two 

teenage children has no plans to sit on her 
laurels. Ellis and GLAAD were set to hon¬ 
or Oprah Winfrey and Niecy Nash-Betts 
during the organization’s 35th annual 
GLAAD Media Awards in Los Angeles on 
March 14, the first of two awards ceremo¬ 
nies for the nonprofit. The second will take 
place in New York on May 11. 

Ellis will also continue to guide GLAAD’s 
mandate for greater inclusion in media 
through the GLAAD Media Institute, which 
was established in 2018 to foster the organi¬ 
zation’s research into LGBTQrepresentation 
and acceptance. 
GLAAD will also look to expand LGBTQ 

advocacy efforts more aggressively into the 
social media and gaming platforms, in an ef¬ 
fort to make sure that all media offer a true 
and accurate representation of the LGBTQ 
and transgender communties, Ellis said. 
Ahead of the Wonder Women of New York 

awards luncheon March 21 at the Ziegfeld 
Ballroom in Manhattan, Ellis talked about her 

' goals for GLAAD, her accomplishments and 

disappointments through her decade-long 
tenure, and why her family life means that she 
takes her work personally. Here’s an edited 
transcript of that conversation. 

B+C Multichannel News: Over the 
past decade, how far has the enter¬ 
tainment industry come in terms of its 
acceptance and inclusion of the LGBTQ 
community? 
Sarah Kate Ellis: I think our role with me¬ 
dia — whether it be TV shows or streaming 
or journalism — has gone from a watchdog 
to more of a partnership as the culture has 
changed. We've moved into more of a part¬ 
nership with the media. I’ll also say that as 
new forms of media, like social media, have 
grown and evolved, we’ve taken on more 
watchdog roles. So with traditional media, 
including streaming. I would say that our re¬ 
lationship has grown in a positive direction. 
With other, newer platforms, we've had to 
take more of a watchdog advisory role in 
those spaces. 

8 Broadcastingcable.com Multichannel.com 
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for everyone at the organization, it means the | Marriage Act after conservative Supreme Court 
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B+C: What has been your biggest accom¬ 
plishment during your 10 years at CLAAD? 
SKE: I would say creating the GLAAD Media 
Institute, because that has enabled us to scale 
our work in an unprecedented way and has 
increased our impact tremendously. The insti¬ 
tute works as an adviser for Fortune 500 com¬ 
panies, all the major gaming companies and 
the major studios. We’re embedded in over a 
dozen Hollywood projects at any given time. 
Through the institute, we do a TV report and 

B+C: With that, has CLAAD changed its 
focus on the audience it wants to reach? 
SKE: What never changes is our audience, 
and our audience has consistently been what 
is “the movable middle," those folks who un¬ 
derstand the humanity of our community but 
might not have the education or information 
about our community. How we reach them 
has changed dramatically. We’ve also shifted 
our focus more toward the transgender com¬ 
munity. About 90% of Americans say they 
know somebody who’s lesbian or gay or bisex¬ 
ual, but only 30% of Americans say they know 
somebody who is transgender. So our focus 
has shifted in a way around transgender and 
nonconforming folks, and helping to educate 
people about who they are as their visibility 
has grown through TV, theater and on video 
games and other various media platforms. 

B+C: During your acceptance speech, 
you said that CLAAD’s advocacy efforts 
are personal to you and your family. How 
does your work at CLAAD influence and 
gratify you on a personal level? 
SKE: For me, I came to GLAAD when my kids 
were 4. Being married to a woman and bring¬ 
ing kids into this world, I thought it was my 
duty to create a better tomorrow and protect 
my family. In my opinion, there is no better 
place to do that than GLAAD and all of the 
work that the organization does. So for me, 
it’s been personal since day one of accepting 
the job, and it’s why I accepted the job. One of 
our rally cries at GLAAD is, ‘it’s personal,’ and 

recently released our gaming report. So it’s a 
consultancy, a think tank and an advocacy arm 
on the ground, both local and globally, where 
we work with LGBTQ activists. 

that’s eligible is registered to vote and has a 
plan to go to vote. We’ve been doing that work 
since 2018 and it’s been incredibly successful. 

I would say third is making sure that trans 
stories are being told across the board. We’re 
on the ground now in Oklahoma where there 
was the beating death of a young, gender¬ 
nonconforming person named Nex. [Nex 
Benedict, a nonbinary 16-year-old student, 
died February 8 after they were beaten up in a 
women’s room at their high school in Owasso, 
Oklahoma, according to published reports.] 

The negative forces against our commu¬ 
nity have grown and been emboldened, 
especially over the past six to seven years. 
The use of media platforms to distribute 
misinformation and disinformation about 
our community and targeting our commu¬ 
nity has led to an onslaught of anti-LGBTQ 
legislation that we’ve never seen the likes of. 
We want to make sure that Nex’s story is be¬ 
ing told, and that the world sees the culture 
that’s being created by anti-LGBTQ activists 
and what it’s doing to our youth. • 

justices signaled a potential rollback of rulings af¬ 
firming the legality of same-sex marriage.) 

world to us to be able to do the work that we’re 
doing to protect our community and advance 
acceptance for our community. 

B+C: Last month, CLAAD was honored 
with the Television Academy’s Gover¬ 
nor’s Award at the Emmys. What did 
that recognition mean to you personally 
and to the organization? 
SKE: We’re going to be 40 years old next year, 
so that was a true recognition for what our 
founders set out to do, which was to increase 
the visibility of the LGBTQcommunity through 
television. And so to be recognized by the Tele¬ 
vision Academy with their Governor’s Award 
was a full-circle moment for the organization. 
And personally, having spent the last 10 years 
at the organization and making it a bigger part¬ 
ner with Hollywood by increasing storytelling, 
it was, for me. a moment of real validation. 

B+C: How about your biggest disap¬ 
pointment? 
SKE: I think the backlash we’ve seen recently 
has been the biggest disappointment. When 
I started at GLAAD we didn’t have marriage 
equality yet, and pretty quickly after we were 
able to achieve that. To think that all of the 
accomplishments we had made in becoming a 
more equal, just and accepting society are now 
so fragile. How quickly they are being rolled 
back is my biggest disappointment. 

(Editor’s note: Ellis later said she uias referring 
to recent state legislation and local and federal 
court rulings she said were harmful to LGBTQ 
people and other diverse communities, including 
the overturning of Roe v. Wade, rulings on voting 
rights and more than 500 state-level anti-LGBTQ 
bills introduced last year, as well as to the group’s 
effort to mobilize to pass the federal Respect for 

B+C: What goals have you set for your¬ 
self and CLAAD in 2024? 
SKE: We have some strategic initiatives set for 
next year. One of them has been really focus¬ 
ing on the gaming industry. No. 2 is our work 
on the election. We want to work through the 
media to make sure that it is accountable and 
to make sure that the candidates are being 
asked LGBTQquestions, and that any kind 
of LGBTQ conversations that come up are 
accurate and real and not misinformative. We 
also want to ensure that every LGBTQperson 

44 I thought it was my duty to create a 
better tomorrow and protect my 
family.... So for me, it’s been personal 
since day one of accepting the job, and 
it’s why I accepted the job.” 
Sarah Kate Ellis 



Ingrid Ciprian-Matthews 
President 
CBS News 

I thews mentioned “embeds" in the commu¬ 
nities of America, “listening to people, what 
the issues are that matter to them, why they 
matter to them” and sharing those insights 
in both local and national broadcasts. 

A Unique Perspective 

Ingrid Ciprian-Matthews 

t is an eventful time at CBS News to say 
the least. CBS Mornings is seeing real 
growth against its well-entrenched 
rivals on ABC and NBC. CBS News 
Streaming is focusing on the election 

with daily program America Decides and the 
CBS Evening News franchise “Eye on America” 
is expanding from a weekly segment to four 
nights a week anda presence throughout the 
CBS News and Stations portfolio. 

Overseeing it all is Ingrid Ciprián-Matthews, 
who was named CBS News president last 
August, promoted from executive VP of 
newsgathering. Though the competition is 
as fierce as it has ever been, she believes it’s 
an ideal time to deliver CBS News content to 
America. “It’s a great opportunity to not only 
maintain the legacy of CBS News but also 
create more opportunities for all of our jour¬ 
nalists to reach many more people on every 
single platform,” she said. 

The platforms are numerous and Ciprián-
Matthews has hired a key person to stream¬ 
line the blast of news coming in each day and 
pinpoint the ideal slot within CBS News for 
stories to inhabit. In February, Alturo Rhymes 
was named executive producer of daily news, 
working with newsgathering teams and pro¬ 
ducers to find the best home for their content. 

“CBS News is known for its storytelling; 

Ciprián-Matthews was born in the Domin¬ 
ican Republic and moved to the U.S. around 

1 the age of 4. That has given her a different 
perspective than most network news chiefs. 
“I look at things through a very different 
lens,” she said. “When I came to this country, 
I was not what people were used to seeing. 

I I was not supposed to be president of CBS 
News. I was not supposed to be a journalist.” 

Through sheer determination she made it 
happen. 
Ciprián-Matthews embraces the role of 

mentor these days, saying it is the respon-
I sibility of everyone in a leadership position 
i and doesn’t have to be a formal corporate 
role. “You mentor in your conversations, 
listening to someone and exchanging an idea 
and perhaps disagreeing with what they’re 
saying,” she said, “but doing so in a way that 
actually expands horizons.” 
When Ciprián-Matthews is not running 

a news operation in the era of the nonstop 
I news cycle, she unwinds with meditation 
' before the workday, and watching British 

mystery series and films with her husband 
after work. 

Wendy McMahon, president and 
CEO, CBS News and Stations and 
CBS Media Ventures, said CBS 
News has the right person 
steering the ship. “Ingrid’s 
editorial expertise, her depth 
of knowledge and sensitivity 

to the nuance of the subjects we 
cover around the globe 
and her impeccable news 
judgment make her an 
incredible leader,” she 
said. “I am also in awe 
of her unwavering 
commitment to our 
journalism and 
to the people and 
culture of CBS 
News.” • 

CBS News is known for its reporting,” she 
said. “We could help fuel that and organize 
that, reporting in a more streamlined fash-

I ion, with a daily news executive producer 
I who can help all of our stories and our re-
! porting funnel to all of our platforms.” 

Ciprián-Matthews joined CBS News in 1993, 
after a run as managing editor of CNN’s New 
Yorkbureau. She started at CBS as a senior pro¬ 
ducer for live segments in the morning news¬ 
cast, and was also London deputy bureau chief, 
senior producer on the CBS Evening News, and 
CBS News VP of news, among other posts. 

George Cheeks, CBS president and CEO, 
said she is “the ideal journalist and executive 

I to lead CBS News in this critical moment 
when fact-based, unbiased reporting means 
so much. Her unique blend of work and life 
experience helps infuse perspective and em¬ 
pathy into our coverage and culture across 
the division.” 

CBS News and the owned stations became 
one division in 2021, and Ciprián-Matthews I 
said national and local continue to work 

I together more. Station voices will 
j play a key role as the election 
season heats up, with local 
reporters working alongside 
such network figures as Ed 
O’ Keefe, Nancy Cordes and 
Robert Costa, to provide 

I insights into key issues and 
I races from Middle America 
I and beyond. Ciprián-Mat-

44 I look at things through a very different 
lens. When I came to this country, I was not 
what people were used to seeing. I was not 
supposed to be president of CBS News.” 

G By M ichael Malone 
michael.malone@futurenet.com 
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Lucilla D’Agostino 
Head of Evolution Media and 
Big Fish Entertainment 
Amazon/MGM Cos. 

Laurence Fishburne and On Patrol: Live, as 
well as documentaries and other series for 
networks such as Discovery, National Geo¬ 
graphic and Bravo. 

“Some people have a skill set as a show¬ 
runner but not as a businessperson or the 
other way around but she does both well,” 
Barry Poznick, the MGM Alternative general 

By Stuart Miller 
smiller@journalist.com On the softball diamond, 

every player faces the batter 
except the catcher, who looks 
out at all the action, taking 
a broader view of the game. 

Young Lucilla D’Agostino played catcher on her 
high-school varsity team. 

“My stepfather helped me understand that 
the catcher was calling the shots and because 
I saw everything and could position players, I 
could help everyone on the field realize their 
potential and see how we could all win togeth¬ 
er,” said D’Agostino, one of unscripted televi¬ 
sion’s leading creatives and producers, with 
credits across virtually every content genre, in¬ 
cluding documentary, docusoap, lifestyle, and 
competition. Last summer, she was named 
head of both Evolution Media and Big Fish En¬ 
tertainment (both MGM companies), oversee¬ 
ing creative strategy, original programming 
and development and leveraging intellectual 
property for growth across different platforms. 

“I still feel that’s my job,” she said. “If I see 
talent in someone and put them in the right 
gig I'll make a warrior out of that person.” 

D'Agostino grew up in rural New Jersey, lov¬ 
ing writing. Fantasizing about being a war cor¬ 
respondent, she studied broadcast journalism 
at Syracuse University. Being on camera early 
in her career, though, changed her mind. 

“I was so insecure,” she recalled. “When 
they told me I needed to cut my hair, I called 
my mother crying. She said: ‘You are not 
meant for this. Don’t you love plugging 
everything in?’ She meant I was good at put¬ 
ting things together. 'Just do that, then you 
won’t cry.’” 

Putting things together and plugging them 

in is another good metaphor for D'Agostino’s 
work. In her new role, she’s now heading up 
two companies with properties including Evo¬ 
lution’s Vanderpump Rules and Real Housewives. 
She had previously produced The Real House¬ 
wives of New Jersey for Sirens Media. 

D’Agostino, who splits her time between 
her Brooklyn home and Los Angeles hotels, 
joined Big Fish in 2018 as its first chief cre-

manager to whom she reports, said. “She is 
I thoughtful and mindful of people — crews love 
I working with her—but she doesn't waste time 
and is always aware of budgets and deadlines. 
She can walk into any room, whether it’s the 
White House or a Housewives house, and get 
you exactly what you need.” 

In an era before reality TV flourished, 
D’Agostino went through her own evolution. 
She started doing satellite video news releases. 
She worked with Dan Cesáreo, who would later 

ative officer and co-president. While she 
strives to ensure the folks at Evolution know 
“I’m not here to mess with your culture; 
I’m here to be your cheerleader,” she does 
intend to keep pushing both companies in 
new directions. “There’s such a compression 
in our business and wins are fewer and far 
between,” she said. “The status quo won’t 
get us where we need to go. We have 

launch Big Fish and bring her aboard, making 
content on a nonexistent budget. 

“We were the producers, the writers, the 
shooters, the editors,” she said. “We used to I 
pool our money and sit on the curb and share 
a sandwich.” 

A job creating content for Sony Music on the 
lives of pop icons like Britney Spears and Des-

! tiny’s Child also required her to be producer, 
camera operator and editor, creating graph¬ 

ics and picking the music. The job was 
“wildly gratifying” and those years are 

“the secret to my success,” she said. 
“I understand the business 

from every angle," she said. “I can 
break down a budget and know 
the grip is going to want an extra 
set of hands because I would have 

if I had that many lights. I see 
things holistically.” 

While she has done it 
all, she doesn’t know 
it all. “I’m the type of 
leader that’s quite 
pleased to admit 
that I don’t know 
everything,” 

D’Agostino 
said. “If I have 
something 
to learn, that 

means I’m still 
growing.” • 

u If I see talent I 
and put them in 
gig, I’ll make a v 
of that person.” 
Lucilla D’Agostino 

to adapt.” 

Adaptable 
Across Genres 

D’Agostino has varied 
enough experience to 
adapt. She has execu¬ 
tive produced such 
series as Amy Schumer 
Learns To Cook, A 
White House Thanks¬ 
giving With First Lady 
Jill Biden, History’s 
Greatest Mysteries with 
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Stephanie Dorman 
Chief Customer Officer 
Mediaocean 

I of client service at Mediaocean, including 
the implementation of artificial intelligence 
as a way to let employees focus on providing 
bespoke services instead of answering basic 
questions. 

Lisa Painter, senior director, executive expe-
i riences at Zendesk, called Dorman “one of our 

4^^. By Jon Lafayette 
•¡fl, jon.lafayette@futurenet.com 

hen Stephanie Dorman 
joined Mediaocean to 
run its client support 
team, the company was 
a small software 

startup called Media Bank. “We were maybe not 
as professional as we needed to be to support 
some of these large agency customers that we’d 
won,” Nick Galassi, Mediaocean president and 
chief financial officer, recalled. 

That wasn’t the last problem she would fix. 
After Media Bank merged with Donovan Data 
to become Mediaocean, Dorman reluctantly 
agreed to run the combined company’s human 
resources department. 

”We’d done some big acquisitions and they 
weren’t going super well,” Galassi said. “We 
were having personnel issues. She put the 
needs of the business first and she did an awe¬ 
some job with it. She got everything working 
again. People love working for her.” 

Once the HR department was running 
smoothly, Dorman moved from chief people 
officer to chief customer officer, which made 
her the main point of contact for all of its major 
agency holding companies. “Stephanie’s had 
a number of different roles at Mediaocean and 
she's excelled at all of them,” Galassi said. 

Dorman grew up in Huntsville, Alabama, 
and (Roll Tide!) went to the University of 
Alabama. After the pandemic, she moved back 
down south to be near her family. 

She said she was never one to make five-
year plans. “I knew what I didn’t want to be," 
Dorman said. “I didn’t want to be lazy. I didn’t 
want to be poor. 1 didn’t want to be alone. And 
I didn’t want to be in a position where other 
things dictated the choices I needed to make.” 

After college she wound up on Wall Street. 
A former supervisor moved to Yahoo’s Right 

Media startup and asked her to join him. 
Bill Wise, the CEO of Right Media, left to 

start Media Bank. About a year later, he called, 
and she’s been there ever since. 

Dorman won over Kevin McEvilly, senior 
VP for technology at ad agency Canvas World- , 
wide, with an unusual plan to use a special 
team to onboard the agency rather than the 
team that would support the agency. 

“I was skeptical, but by the time it was done, 

44 I knew what I 
didn’t want to be.... 
And I didn’t want to 
be in a position 
where other things 
dictated the choices 
I needed to make.” 
Stephanie Dorman 

I was a fan of the 
approach, but 
a larger fan of 
hers,” McEvilly 
said. “Her per¬ 
sonality got me 
over the hump 
and then the out¬ 
come was really 
very solid. That 
personality starts 
with humor, 
but “we work at 
what needs to get 
done,” he said. 

It’s part of the 
way Dorman is 
overseeing the 
transformation 

favorite customers.” 
It didn't start that way. After installing Ze-

ndesk’s software, Dorman was furious about 
the service Mediaocean received and emailed 
Zendesk’s chief customer officer and chief tech¬ 
nology officer, saying she wanted out of their 
contract. On the very same day Zendesk went 
public and rang the bell at the New York Stock 
Exchange, its management sent Painter to ad¬ 
dress Dorman’s issues. 

“She did a great job,” Dorman said. “She has a 
talent for bringing people together.” 

Dorman became one of the founding mem¬ 
bers of Mindshare, an executive community 
started by Painter for Zendesk clients that has 
grown to about 500 people. “A lot of people look 
up to her,” Painter said. “She’s really articulate. 

! She’s also a very straight shooter.” 

Leading the Way for Women 
Adina Salah, senior VP, corporate oper¬ 

ations at Mediaocean, said that when she 
started at the company, she was “struck by 
the positive spirit that [Dorman] exudes as a 

leader and a woman 
executive.” 

Dorman has been “a 
game changer,” Salah 
said. “The amount of 
women leaders has 
grown within the com¬ 
pany and they have 
a voice when critical 
things are happening.” 

Dorman has a son, 
four stepkids, two 
grandkids and a beagle 
named Charlie. Her 
husband is opening a 
cabinet store and Ala¬ 
bamans are charmed by 
his British accent. 

What’s next for Dor¬ 
man? She said she’s in 
the process of trying to 
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Kim Granito 

.com 

Kim Granito 

Dead franchise. The Ones Who Live, starring 
Andrew Lincoln and Danai Gurira in their 
much-anticipated return as Rick Grimes and 
Michonne. 

“With everything we have launched, this 
is arguably the most anticipated moment of 
the franchise since The Walking Dead series 
finale,” Granito said. 

Also coming up is AMC original series Par¬ 
ish, starring Breaking Bad and Better Call Saul 
alum Giancarlo Esposito, and the critically 
acclaimed Anne Rice’s Interview with the Vam¬ 
pire, which shoots in New Orleans, returns 
this spring. 

“We have a lot of fun tactics for Interview 
with the Vampire that we’ll be launching 
around Pride in June,” Granito said. “The 
Anne Rice IP offers dozens of stories that we 
think will have real longevity across all our 
platforms.” Previous marketing efforts for In¬ 
terview with the Vampire included the online 
branded Night Market, which is only open 
for shopping from sunset to sunrise. 

ficult tasks while maintaining high levels of 
collaboration between them. 

“Kim can distill the most complex business 
challenges into winning strategies, pairing 
that superpower with an incredible creative 
sensibility and deep empathy for people,” 
AMC Networks executive VP of media and 
marketing strategy Sylvia George said. 

Added Kelleher: “Kim’s leadership style is 
collaborative and caring — no one knows bet¬ 
ter how to get incredible work out of a team.” 

Less than a year into the job as CMO, Grani¬ 
to has worked to unify AMC Networks’ entire 

Making Acorn Ripen 
The team also is rebranding streaming ser¬ 

vice Acorn TV, which mostly serves up U.K. 
and internationally-produced crime dramas, 
“because we believe there’s a broader au¬ 
dience for that platform,” Granito said. In 
January, Acorn gained visibility with five-ep¬ 
isode limited series Monsieur Spade starring 
Clive Owen. That series also airs on AMC and 
streaming service AMC Plus. 

“Because it’s a gorgeous scripted original, 
AMC was the right home for it,” Granito said. 
“But because it also offers layers of crime 
and drama and lean-in for the audience, 
something we know Acorn fans really love, 
it made sense to co-premiere it there. It’s one 
of our top-performing shows on AMC and it’s 
driven significant subscribers to Acorn.” 

All of the different requirements of AMC’s 
diverse brands make for a challenging and 
ever-changing role, but Granito relishes it. 

“I love the process of creative collabora¬ 
tion,” she said. “It's my favorite part of the job. 
I love getting different areas of the business 
together, understanding everybody’s goals 
and breaking that down into a campaign that 
works for everyone. To get to be the orchestra-
tor of great campaigns is a dream." • 

schief marketing officer of 
AMC Networks, Kim Granito 
must seamlessly oversee 
multiple disparate brands 
under one overall umbrella. 

AMC is focused on premier franchise scripted 
originals like The Walking Dead and the Anne 
Rice universe, while streaming service Acorn 
TV offers international dramas. Then there 
are anime streaming service Hidive and 
horror, thriller and supernatural streaming 
service Shudder, which each have their own 
sets of fans. 

“There’s not a one-size-fits-all audience,” 
Granito said. “Each brand is highly nuanced 
and very specifically tailored to the audience 
and their behaviors. 

“Gone are the days when you show up on 
a specific day and date to watch a show,” she 
continued. “There are real advantages for 
businesses who understand their audiences 
in a very complex and data-driven way, while 
also showing up with one voice and the same 
message across business verticals. We are 
massively focused on creating campaigns 
that don’t only drive our audiences to watch 
our shows, but advertisers to buy and distrib¬ 
utors to reach their goals.” 

Understanding that data and implementing 
strategies to take advantage of those learnings 
is part of what makes Granito a great marketer 
and leader, her colleagues said. 

“Kim has a fantastic ability to transform 
large amounts of raw data into compelling, 
targeted performance campaigns, expertly 
balancing data-driven precision with the 
power of branding and strong creative,” 
AMC Networks chief commercial officer Kim 
Kelleher said. 
Granito also leads her teams through dif-

Chief Marketing Officer 
AMC Networks 

marketing organization while retaining 
oversight over its branded integrations shop, 
Content Room, where “brands meet fans.” 

“ Kim faced the daunting task of unifying 
multiple talented but disconnected groups 
into one seamless team, moving to the same 
drumbeat and activating the full power of 
AMC Networks and its many partners to 
develop innovative campaigns," George said. 
“She’s done this time and time again, includ¬ 
ing rallying the entire organization around 
reinvigorating the cornerstone franchise for 
the company — The Walking Dead Universe 
— with celebrated and highly successful cam¬ 
paigns for the new spinoff series: Dead City, 
Daryl Dixon and now The Ones Who Live.” 

Right before Super Bowl weekend. Granito 
and her team were in Los Angeles for the 

I red-carpet premiere of the latest Walking 

44 I love the 
process of creative 
collaboration. It’s 
my favorite part of 
the job.” 
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Barbara Maushard 

Barbara Maushard 

coverage we provide, but to help viewers 
understand the impact of the weather and the 
climate in those individual communities,” 
Maushard said. 

Another group initiative is Project 
CommUNITY, which covers the issues that 
divide the nation and the efforts to unite 
communities. Stories include WVTM 
Birmingham’s “Women Breaking Barriers" 
series; KETV Omaha hosting and airing a 
Teen Summit in 2023 that brought teenagers 
in to talk about key issues; and WBAL 
hosting a panel in 2020 to address and 
improve race relations. 

Senior VP of News 
Hearst Television 

Jordan Wertlieb, Hearst executive VP and 
chief operating officer, said Maushard is 
“absolutely tireless” in thinking how to 
improve local content. 

Before moving up to corporate, she 
had been news director at KHBS-KHOG 
Fort Smith-Fayetteville, Arkansas; 
WISN Milwaukee; and WESH Orlando. 
Wertlieb said Maushard was a logical 
choice to slide into a larger leadership 
position in New York. 

“I describe her as one of those great athletes 
who move into management and just excel 
because they understand the playing field so 
well,” he said. 

Most of Maushard's mentors early in 
her career were men and she’s eager 
to fulfill that role for aspiring female 
employees in the Hearst TV newsrooms. 
She is an executive sponsor of Hearst TV’s 
employee research group, and proudly 
shared that more women are running 
Hearst TV news operations than men: 16 
females and 13 males. She hopes she can 
inspire more women to move up to leader¬ 
ship positions. 

“I absolutely want to be as active and as 
helpful as I can be to women, and to men,” 
she said. “To anybody who wants to grow in 

All Politics Is Local 
AU Hearst TV newsgatherers are also 

focused on election coverage. Hearst TV 
has partnerships with factcheck.org as 
well as PolitiFact, both ensuring that 
viewers get fact-based reporting. 
Maushard called fact-checking in the era of 
deepfakes and disinformation “more 
important than ever.” 

As much as the presidential race gets 
the big headlines, Maushard noted that 
every market has key issues surrounding 
local elections, too. “The presidential race 
is important, is critical and we’re going to be 
covering that,” she said. “But every 
state has something. Every 
community has something that 
they’ll be focusing on." 

ith primary season 
heating up and the 
monumental election 
looming in November, 
the reporters and 

anchors at Hearst Television stations are 
hustling to cover the key issues, and candi¬ 
dates, in their communities. Barbara 
Maushard manages news operations for the 35 
Hearst TV stations, which include WBAL 
Baltimore, WCVB Boston and KC RA Sacra¬ 
mento. Maushard expects the Hearst TV 
stations to provide the most timely, relevant 
and accurate reportage in their markets. 

“Local journalism, any journalism, is hard 
today,” she said. “And I’m just so proud that they 
continue to deliver really relevant, meaningful 
content in these markets and provide that 
service that we are required to provide, but that 
everybody has a real passion for.” 

While every news operation in the Hearst 
group has its own issues and stories to cover, a 
couple of group-wide initiatives give the local 
newsgatherers some common ground. 
Forecasting Our Future was launched late in 
2021 and addresses the issues people face in 
navigating changing weather patterns and 
their impact on communities. The stories 
come from stations, Hearst TV’s Washington 
bureau and its national investigative and 
consumer reporting units. Around 120 
meteorologists contribute their research and 
observations to the mission. 

Stories include WESH Orlando's investiga¬ 
tion into how coral reefs damaged by climate 
change recover and WLKY Louisville’s report 
on a renewable natural gas plant in Southern 
Indiana that is turning garbage into energy. 

“We really think that effort is critical, not 
only to the day-in and day-out weather 

this business.” 
When she’s not working, 
Maushard enjoys family 
time, including quality time 
with her 11-year-old son. 
She also enjoys singing and 
had planned to learn piano 
after retiring, then decided 

there was no reason 
not to learn it 
sooner. 

“I’ve been 
playing for the 
last few weeks, 
and I think I 
might be able to 
do it,” Maushard 
said. “I won’t be a 

concert pianist, 
but I might be able 
to play some songs. 
I’m super-excited 
about that.”* 

44 I absolutely want to be as 
active and as helpful as I can 
be to women, and to men 
To anybody who wants to 
grow in this business.” 

G By Michael Malone 
michael.malone@futurenet.com 
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Sheereen Miller-Russell television business and she was far and away 
my first choice,” Dan Lovinger, now president 
of Olympic and Paralympic Sales at NBCUni¬ 
versal, said. “She listened better than anybody 
I’ve ever interviewed. Her follow-up, based on 
what she hears, is impeccable.” 

Miller-Russell is the best gift-giver in the 
business, Lovinger said. “She’s way beyond 
gift-giving. She’s a gift herself.” 

Executive VP, Ad Sales, Client Partnerships 
and Inclusive Solutions 
Warner Bros. Discovery 

By Jon Lafayette 
jon.lafayette@futurenet.com When people hear about 

something thoughtful 
Sheereen Miller-
Russell, executive VP, 
client partnerships 

and inclusive solutions at Warner Bros. 
Discovery, said or did, they exclaim, “That’s 
so Sheereen." 

Esi Eggleston Bracey, chief growth and mar¬ 
keting officer at Unilever, first encountered 
Miller-Russell at a spa in Miami. Bracey didn’t 
know who Miller-Russell was or that she was 
also there as part of former BET CEO Debra 
Lee's Leading Women Defined conferences. 

“She asked me a question the way only 
Sheereen can do,” and before you know it, 
they were talking about careers and Miller-
Russell was sharing a meditation. “Sheereen 
is an extraordinary soul," Bracey said. “She’s 
almost like an angel.” 

Soon, they were doing business together. 
Bracey, who pushed to pass the CROWN (Cre¬ 
ate a Respectful and Open World for Natural 
Hair) Act in California, was featured in the do¬ 
cuseries The Hair Tales, about Black women’s 
hair, executive produced by Oprah Winfrey, 
Tracee Ellis Ross and Michaela Angela Davis. 

Miller-Russell helped get the series on Dis¬ 
ney’s Hulu and Warner Bros. Discovery’s OWN 
Network, with Unilever’s Dove as a sponsor. 

She also persuaded Unilever brands to sup¬ 
port other efforts, including OWN Your Vote, 
the OWN Spotlight: Where Do We Go From 
Here?, which aired after George Floyd was 
killed by Minneapolis police, and the recent 
premiere of The Color Purple. 

When Bracey caught COVID-19, Miller-
Russell sent a package full of immune boost¬ 

ers. “She took the time to send me the kit,” 
Bracey said. “It’s so Sheereen.” 
Chauncey Wesley, executive VP and man¬ 

aging director for activation at Mediabrands, 
had been on the phone negotiating a sponsor¬ 
ship deal for L’Oreal for weeks with Miller-
Russell. Wesley went to the MTV building 
and asked the other woman in the elevator if 
she was Sheereen. 

“It didn’t feel like she was a stranger,” 
Wesley recalled. “She felt like somebody I 
knew. I would say one word for Sheereen is 
passionate.” 

When Wesley had her first child, baby items 
showed up via Amazon from Miller-Russell. 
“I didn’t ask for it. She didn’t tell me it was 
coming. It just showed up. That is Sheereen in 
a nutshell. She shows up for people.” 

A native of Charlotte, North Carolina, 
Miller-Russell dreamed of moving to 
New York and being a part of the Sex and the 

44 My greatest 
successes didn't 
come until I finally 
stood in my truth." 

Learning To Be Her Best Self 
Miller-Russell moved to OWN in 2016 and 

underwent a change in approach. Early in her 
career, she desperately tried to be like all the 
white New England men who were shaped by 
Madison Avenue. 

“I didn’t know how to be them; I didn't 
know how to be myself in the room, either,” 
Miller-Russell said. “My greatest successes 
didn’t come until I finally stood in my truth." 

At the same time, Miller-Russell’s son 
asked her, “Why aren’t there little boys who 
look like me on TV in the shows I like?” 

At that point, Miller-Russell’s superpower 
became “to make sure everyone feels seen,” 
she said. 

She spoke at WBD’s 2023 upfront. “I felt so 
honored that [WBD chief ad sales officer] Jon 
Steinlauf wanted us to talk about our com¬ 
mitment to inclusive content monetization” 
and how it’s critical to have resonance with 
Hispanic, Black and queer audiences. 

“She’s a mover and a shaker,” 
Steinlauf said. “Her strong suit is 
she is able to build relationships 
for our companies with marketers 
we’re targeting for growth or for 
multicultural partnerships.” 
Miller-Russell was a champion for 

Rebuilding Black Wall Street, a series 
produced by Black-owned 

Sunwise Media that ap¬ 
peared on OWN. “Her 
efforts really are the glue 
that makes projects like 
Rebuilding Black Wall 
Street viable to adver¬ 
tisers giving opportu¬ 
nities beyond purely 
general-market con¬ 
tent," Sunwise founder 
Ri-Karlo Handy said. • 

Sheereen Miller-Russell 

City, Yo! MTV Raps life. 
Because of her mother’s 

drug abuse, she and her 
sister were raised by her fa¬ 
ther. While attending Wake 
Forest University, she got 
an internship at Time Inc. 

Later, Miller-Russell 
applied for an ad sales 
job at MTV. “She had 
no experience in the 

Multichannel.com 
i 
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Kate Morgan 

By Kent Gibbons 
kent.gibbons@futurenet.com 

cern, which is maximizing customer reten¬ 
tion and subscription income. 

At a recent industry conference, NBCUni¬ 
versal co-presented with Magid on using 
SubScape to improve NBCU’s projection 
modeling on a corporate level, to inform and 
prioritize investments and merger-and-acqui-
sition decisions, he said. 

“Kate has two things that are just amaz¬ 
ing,” Magid said. “One is, she’s a brilliant per¬ 
son. She’s just exceedingly smart. But I think 
more than anything, she’s really, really good 
with people. She has built a team and helped 
us build a culture at Magid that is really out¬ 
standing. She’s just a tremendous leader, a 
leader of people.” 

44 In today's environment, what makes 
people tick is changing a lot, particularly 
with the younger generation. So what 
we do is even more important. 

ate Morgan is all about using data 
and insights to help the Magid 
consulting firm’s media, entertain¬ 
ment and games clients better 
serve the changing tastes, needs 

and desires of consumers. She leads teams in 
both the development and go-to-market 
strategy for products created around core areas 
of Magid expertise and in custom research and 
consulting work across the media ecosystem. 

What kinds of products has her team of about 
40 people created? One that got a lot of atten¬ 
tion recently is SubScape, which helps predict 
not only when people will unsubscribe from 
streaming services but why, and how to plan for 
and respond to different kinds of chum to grow 
overall subscriber base and ARPU. 

Another is called DiversityLens, which 
measures the audience perception of cultural 
authenticity and diversity across most TV 
shows, providing information for content 
creators and advertisers. 

A third new product, Brand EmotionalDNA, 
has been rolled out in beta to help media sellers 
and brands find optimal emotional matches 
between content, brands and ads. 

Magid president and CEO Brent Magid 
said SubScape has not only brought in new 
revenue for the firm, but has demonstrably 
helped Magid customers address a key con-

Moving Into Media 
Morgan joined Magid in 2016 after working 

for a couple of financial hedge funds and a 
software publishing company. She and 

I Brent Magid had both gone to Princeton 
and were introduced by Magid's brother, 
who was in Morgan's class there. 
Morgan said she was ready for a change 
to a business helping entertainment 

i companies understand what influenc¬ 
es customers’ decisions and make 
determinations based on those insights. 

“In today’s environment, 
I what makes people tick is 
I changing a lot, particularly 
with the younger gener-

1 ation,” she said. “So 

Kate Morgan 
Chief Product Officer, Executive VP, 
Global Media Entertainment and Games 
Magid 

what we do is even more important.” 
Morgan was an English major in college and 

wrote her thesis on Samuel Beckett, whose 
works are “all about the human experience.” 

“I think now I can lookback and say what’s re¬ 
ally always compelled me and motivated me and 
interested me is strategy, innovation, growth 
and people management,” Morgan said. 

She worked for an energy company that 
was doing deals in Japan and helped steer it 
toward projects that were appropriate for the 
culture, such as buying a wind-energy pro¬ 
ducer. At the hedge funds, she helped visual¬ 
ize and explain an esoteric commodities fund 
to everyday investors. 

Between college and business school (Dart¬ 
mouth) she lived and worked in Germany, 
where she worked for BMW. (She speaks 
German.) She has lived in Munich, Frankfurt 
and London, and three of her four children 
were born in Germany. 

Morgan appreciates the cultural differences 
sometimes reflected in different languages. In 
Britain, they say “take” a decision, which feels 
more like “take what is offered” than the Amer¬ 
ican “make” a decision, she said. In Germany, 
they say “meet” a decision, Morgan noted, 
which seems different still. 

Magid research has even helped media 
clients shape creative directions in pro¬ 

grams. One medical drama found 
that while the viewing reach of 
the show had not declined, view¬ 
er engagement had. It turned 
out that a romance introduced in 

. - the show didn’t feel authentic. 
The romance was mitigated and 

? engagement rose. “That’s one 
' example of impact, which is really 
cool,” Morgan said. 

Downtime, besides being 
involved with her four grown 
children, includes yoga. “And 
I work out quite a bit because 
I’ve gotten quite into hiking,” 
she said. This past autumn, 
she did the rim-to-rim hike 
in the Grand Canyon in one 
day (“24 miles, 10,000 feet 
of elevation”) and a five-day 
hike in the hill villages 
of Tuscany. • 
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Laura Palumbo Johnson 
Co-Founder and Executive Producer 
Magilla Entertainment 

By Nancy Lombardi 
F ’ nancy.lombardi@gmail.com 

ntrepreneurs have a different 
perspective on life. 

“1 started small companies 
when I was a kid without realizing 
the path I was starting to take,” 

said Laura Palumbo Johnson, co-founder and 
executive producerat Magilla Entertainment 
LLC. “I feel that I have a creative side to me 
and a business side to me. And that seems to 
be what naturally led me to here.” 

Where’s here, besides solidifying her status 
as a Wonder Woman? It’s successfully running 
Magilla Entertainment, along with Matthew 
Ostrom, co-founder and executive producer. 
Together they built the company — and 
the unscripted television genre — from the 
ground up over 15 years. It’s the perfect path 
for someone who ran a babysitting business as 
an 11-year-old, employing her friends. 

Magilla’s portfolio features powerhouse 
franchises such as TLC’s Long Island Medium, 
Discovery’s Moonshiners and HGTV’s 
Beachfront Bargain Hunt. 

Prior to founding Magilla, Palumbo Johnson 
worked for City Lights Television, a startup 
unscripted production company in New York. 
She launched their production management 
and gained an understanding of how a 
company grows and evolves to a much different 
size. Here, she worked on HGTV’s Don’t Sweat It 
and the creation of Food Network’s Chopped. 

After Chopped became a hit, she transitioned 
to international sales and was “traveling 
around the globe, going to MIPCOM and seeing 
that side of the business,” she said. “It opened 
my eyes to another world, the bigger world of 
television, and I really loved it.” 

Meanwhile, Ostrom was a VP at then-
production company Original Media. He 
developed and produced the hit series 

I Swamp People, Dual Survival and LA Ink. 
“At the time, we had conversations about 

going out on our own because the synergies 
were there,” Palumbo Johnson said. “And 
then talent was recommended to us, so we hit 
the ground running.” 

Or more accurately, they took a quick ride 
over the bridge to New Jersey. “We went to 
New Jersey together with a camera,” she said. 
“Ina matter of weeks, we pitched [Oxygen 
series) Jersey Couture and sold it.” 

Il I feel that I have a 
creative side to me 
and a business side to 
me. And that seems 
to be what naturally 
led meto here.” 
Laura Palumbo Johnson 

That marked the official start of Magilla 
Entertainment. 

“We both understood development 
intuitively,” Palumbo Johnson 
said. “We knew that was the 
root of the company. We had 
one show up and running and 
we immediately went into 
developing other shows. We 
were pitching as much as 
we could and that led to 
an opportunity with 
Discovery.” 

That opportunity 
was Moonshiners. 
Having two 
series “gave the 
people we were 
pitching to the 

i confidence that we can pivot and that we were 
capable,” she said. 

By the end of its first year in business, 
Magilla was developing what turned out to be 

’ Long Island Medium. More than a decade later, 
these franchises are what Palumbo Johnson 
called reliable IP. She noted that content 
fatigue has set it for many viewers and it’s why 
they return to the classics of unscripted TV. 

Lead by Assisting Others 
There are certain people who are 

natural-born leaders. “ Laura is the ultimate 
' powerhouse,” Ostrom said. “She’s charming, 
i nice, but also a badass. She has a great business 
' mind, is extremely creative and a born leader. 

“Laura is building the infrastructure 
around us,” he continued. “She is the nuts 
and bolts of the company and makes sure the 
lights stay on. Magilla is so much stronger 
because of her.” 

Palumbo Johnson makes it a point to mentor 
as well as contribute to industry organizations. 
She’samemberof New York Women in Film 
& Television; is on the executive committee of 
N PACT, the trade association for nonfiction 
TV producers; and has participated in the 
Propelle accelerator program. Administered 
by Realscreen in partnership with Everywoman 
Studios, Propelle helps develop the careers of 
up-and-coming female creators. 

Creators gain access to an established 
production company and a network of 

i industry contacts, while learning how to 
develop ideas so they are pitch-ready and 

saleable. 
“I’m working with one specific 
mentee," Palumbo Johnson said. 
“We brought her ideas through to 
a pitchable phase. I worked with 
her on what we thought could be 
a saleable concept.” 

Palumbo Johnson, wife and 
mom to two middle schoolers, 

noted that television 
is a tough industry. 
Oftentimes someone has 
great ideas and great 
talent but they don’t 
know where to go with 
it. Luckily, she is there 
to assist. • 
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I Ciña Reduto 
Senior VP, Client Strategy 
NBCUniversal 

44 Having diverse mindsets and 
perspectives and facilitating a dialogue 
to arrive at decisions has always been 
important, because there is never a singular
answer in terms of a way to do something.” 
Cina Reduto 

advertising and partnerships, who described 
it in one word: Elevation. “She elevates 
people to do their best work. She elevates 
the stories that we tell. She pushes for great 
work from her team but does it in a manner 
that is inspiring and team-oriented,” he said. 

“There is not a meeting, a day, a month 
that Gina does not make us better as an 
organization. Her inclusive approach is a 
model for all of us to follow. She is one of 
the most respected and admired people in 
our organization.” 

By Cathy Applefeld Olson 
1’. jL catholson331@gmail.com During her 10 years at 

NBCUniversal, Gina Reduto 
has revolutionized the sales 
function, bringing the 
company into the programmat¬ 

ic era and now leading the team that advises 
brands on how to optimize their messaging to 
its 227 million monthly customers. 

But what elevates Reduto to Wonder 
Women status is a quality that sits above the 
numbers and margins. It’s her approach to 
leadership — one that comprises extraor¬ 
dinary emotional intelligence, agility and a 
relentless dedication to the startup mentality 
she honed at companies including Atari and 
Glam Media even as she now helms a team of 
23, with six direct reports. 

“I do think empathy is a big part of build¬ 
ing and leading a team,” she said. “Having 
diverse mindsets and perspectives and 
facilitating a dialogue to arrive at decisions 
has always been important, because there 
is never a singular answer in terms of a 
way to do something. So having a collective 
approach to how we problem-solve, hiring 
people from super-different backgrounds 
that contribute different lenses to how we’re 
looking at the business or certain solutions 
is really important.” 

Reduto arrived at NBCU in March 2014 as 
its first standalone executive focused on pro¬ 
grammatic sales at a time when that category 
(now an estimated $20 billion slice of the 
U.S. TV advertising pie) was in its infancy. 

“The industry was changing, and my 
role was all about getting people to think 
differently,” she said. “Nothing was broken 
at NBC. They were a well-oiled sales ma¬ 
chine and were beating their goals every 
year and I had to come in and say, ‘But wait, 
we need to lean into this new way of selling 
and building product.’ 

“I’m not a salesperson but I thought [what] 
if I put myself in their shoes and think about 
what it would be like to have someone tell 
me that,” Reduto continued. “That’s how I 
learned to build a collaborative mindset, es¬ 
tablish shared goals and really have the sales 
team be a part of the process. 

“I don’t own anything as a strategy leader. 
My success is contingent on sales wanting to 
partner with me and believing in the oppor¬ 
tunity. So the change management piece was 
the most challenging, but I found my way by 
finding those little wins, socializing 
those wins, having everyone be 
a part of those wins and build¬ 
ing from there." 

The effectiveness of 
Reduto’s leadership is not 
lost on Mark Marshall, 
NBCU chairman of global 

Inclusive Team-Builder 
Regarding the composition of her team — 

and perhaps in a nod to her first job as a junior 
high math teacher — Reduto follows a differ¬ 
ent kind of equation. One where intangible, 
often overlooked qualities combine in a whole 
that’s truly greater than the sum of its parts. 
Her strategy team is organized by industry, 
including finance, retail and insurance, but 
those specific categories are not top of mind 
when she hires. 

“Anyone can learn about finance or retail,” 
she said. “It’s things like willingness to try new 
things, fail fast and fail forward and collabo¬ 
rate, that I think are more innate and more of 
the mindset that allow you to be part of a win¬ 
ning team. And when you hire a team that way 
you have to flex your leadership style based on 
that person's preferred way of working. 

“I never impose my way of working or my 
style or my hours on the team,” she added. 

“It’s about adjusting to meet their needs, 
which I think creates a more productive 
environment.” 

When it comes to elevating women 
in the workforce, Reduto is equally 
impassioned — particularly in terms 
of supporting their advancement be¬ 
yond junior and midtier positions. 

“Sometimes I feel like there’s an 
expectation for women to get to a 

certain level and that’s it, or 
to not have the same ex¬ 
pectation in terms of ca¬ 
reer advancement,” she 
said. “There could be 
more confidence-build¬ 
ing, really deliberate 
career-pathing." • 
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Adrienne Roark Roark also continues to oversee the CBS 
Local News Innovation Lab in Dallas-Fort 
Worth, where a curated team experiments 

President, Content Development and Integration 

Adrienne Roark 

Me.com 

By Stuart Miller 
smiller@journalist.com 

with next-generation storytelling, including 
data journalism, and tests new products, 
workflows and production models. Most re¬ 
cently, Roark has overseen the CBS News and 
Stations and CBS Media Ventures investments 
in data journalism, as well as investigative and 
environmental reporting, including weather 
technology and climate coverage, in ways that 
benefit all of the CBS News, Stations and 
Media Ventures brands. 

Multichannel.com 

rowing up in Ohio, Adrienne 
Roark learned about work ethic 
from her mom, who 
ran her own personal advertis¬ 
ing business, and her dad, who 

taught high school English but also operated 
his own roofing and insulatingbusiness in the 
summer, taking young Adrienne along to help. 
She also pitched in with cleaning up and fixing 
the family’s various rental properties. 

“As a kid, I would complain, but I find that to 
be invaluable now,” said Roark, who after two 
years as president, CBS Stations, was named 
last fall as president, content development and 
integration, CBS News and Stations and CBS 
Media Ventures. She’s now responsible for 
bringing together the teams across these busi¬ 
nesses to create and share content while con¬ 
tinuing to oversee CBS-owned stations in New 
York, Philadelphia, Boston, Miami, Pittsburgh 
and Baltimore. “I have no problem rolling up 
my sleeves and doing pretty much anything. 
Plus, it’s really handy to be able to fix stuff." 

She found her calling all on her own. “I 
knew that journalism was somewhere in my 
future when I was a young kid for two reasons: 
I love to write and I’m incredibly nosy,” she 
said. “I would call up the aunts and the uncles 
and the cousins and just dig up stuff about our 
family and create this little newsletter by hand 
and then send copies to my family. My mom 
would say, ’You need to stop digging up family 
secrets and sharing them with everybody.’ ” 

Roark, a three-time regional Emmy Award 
winner, broadened her view beyond her family, 
taking journalism courses at Ohio State Univer¬ 
sity and then getting an internship at WBNS 
Columbus. “The first time I walked into that 
newsroom and saw the energy of these amaz¬ 
ingly creative and passionate and somewhat out 
there people who had no filter, I thought, 

‘Oh my gosh, this is where I have to be.’ ” 
Roark worked her way up, setting her 

sights on producing and then on being a 
news director. “I wanted to be that person 
helping to shape what we're doing and pro¬ 
tecting and guiding the journalism,” she re¬ 
called, adding that’s what led her to move up 
to general manager. She realized she’d have 
even more power to protect her journalists 
and resources there. 

“If you stay on a story, you can get a law 
changed or make people’s lives better, 
but it’s a big commitment and it 
can be difficult, especially when 
economic times get hard,” she 
said. “You have to stick by it.” 

As Roark moved up she 
moved on, from Columbus to 
Miami, Dallas and Portland, 
Oregon — “I covered all the 
weathers,” she joked — before 
coming to New York to join 
CBS in 2021. There, she also 
built the “Newsroom of 
the Future” and last year 
launched CBS News De¬ 
troit, a local news organi¬ 
zation at WWJ that was 
built from the ground 
up with a stream¬ 
ing-first mentality. 

Il I wanted to be 
that person helping 
to shape what we're 
doing and protecting 
and guiding the 
journalism.” 

Empathetic and Tenacious 
“As a leader, she’s very warm and engaging, 

with immense empathy but also a curiosity, 
which some people lose because they think they 
know so much,” said CBS Philadelphia (KYW-
WPSG) president and general manager Kelly 
F rank, who got her first television job 24 years 
ago when Roark hired her. “She asks questions 
and seeks other perspectives, but then she’s 
decisive. That serves her well when she needs to 
get something done. Then she’s tenacious.” 

Wendy McMahon, president and CEO, 
CBS News and Stations and CBS Media 
Ventures, said Roark has established herself 
as a “game changer.” 

“She has the remarkable ability to re¬ 
imagine content creation and development 
for the future, building our data journalism 
and next-generation news-gathering capa¬ 

bilities across CBS News, Stations and 
CBS Media Ventures,” McMahon said. 
“Her commitment to distinctive jour¬ 
nalism and signature storytelling is 
unmatched.” 

Roark remains passionate about 
journalism, even tearing up a little 
when she describes why. “It sounds 

hokey but even though peo¬ 
ple think I’m goofy, I love 
this business,” she said. 
“The world needs us. 
And I've seen the power 
of what we do. I really 
believe my job is to pro¬ 
tect journalism so we 
can change the world 
for the better one sto¬ 
ry at a time.” • 
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Noga Rosenthal 
General Counsel & Chief Privacy Officer 
Ampersand 

By Holly Stuart Hughes 
t W holshughes@gmail.com 

awyers typically look to past legal 
precedents or statutes to guide 
their clients. In the field of data 
privacy law, though, “the 
technology is constantly chang¬ 

ing, and the law can’t keep up,” said Noga 
Rosenthal, general counsel and chief 
privacy officer for Ampersand. 

In her 15-year career, Rosenthal has forged 
industry guidelines that govern how consum¬ 
ers’ personal information is collected and 
used in internet advertising. She now applies 
her experience to advising Ampersand and 
its television clients on the responsible use of 
viewer data to personalize advertising. 

“She is one of the absolute leaders, from 
a legal perspective, in data privacy,” said 
Nicolle Pangis, former CEO of Ampersand, 
the ad-sales and technology firm owned by 
Comcast, Cox Communications and Charter 
Communications. 

Rosenthal was commercial counsel for a 
WPP-owned tech company when she was first 
drawn to data-privacy law. “The federal gov¬ 
ernment’s guidance to the advertising industry 
was: ‘Don’t be creepy,”’she said. “Thiswas 
a subjective guideline that presents challenges 
in its practical application. What is creepy? 
How do we make sure we are not creepy?” 

Rosenthal began working with the Net¬ 
work Advertising Initiative (NAI), first as a 
board member and then for three years as 
the association’s VP for compliance and pol¬ 
icy, to establish standards and compliance 
rules. “I loved it,” she said. “There were com¬ 
plex moral and ethical dilemmas coming at 
us rapid-fire.” 

Rosenthal hammered out guidelines on 
issues such as using an individual's medical 
information, then convinced companies 
with different goals and business models — 
from small startups to giants like Google — 
to follow the same rules. “They didn’t always 
agree, but it was in all our interests to set up 
the right ethical standards for how we col¬ 
lected data and how we used it,” she said. 

Industry associations remain her “crucial” 
resource for staying abreast of new regula¬ 
tions. She currently serves on committees 
for the Interactive Advertising Bureau (IAB), 
the Association of National Advertisers 
(ANA) and the Coalition for Innovative Media 
Measurement (CIMM). 

In 2016, Rosenthal became chief privacy 
officer at global retail marketing company 
Epsilon, just as the regulatory landscape 
changed dramatically. The European Union 
had adopted the General Data Protection Reg¬ 
ulation (GDPR), requiring all websites that 
collect data on EU viewers to ask for their 
consent. The GDPR has also been the 
model for most of the dozen data-pri-

] vacy laws passed by U.S. states, she noted. 
When Pangis became CEO of Ampersand 

in 2018, Rosenthal was one of her first hires. 
I Pangis’s goal was to collect and use data from 
numerous sources to help marketers personal¬ 
ize and target ads. “Sensible use of data insights 
was of incredible importance not only to Am¬ 
persand, but to our owners and our partners,” 
Pangis said. Rosenthal “had the perfect pedi¬ 
gree that we needed within the company.” 

Rosenthal was excited by the challenge of 
learning the television industry and “taking 
my digital expertise, knowledge and history, 
and bringing it to the TV world, which was 
starting to grapple with the same privacy and 
data-ethics issues,” she said. 

A Natural Teacher 
Rosenthal is an adjunct professor at Rutgers 

University and a frequent speaker at industry 
i conferences. She draws on her teaching expe¬ 
rience when explaining legal issues to execu¬ 
tives, software engineers, and salespeople. 

“I think Noga is as good a student of law 
and privacy as she is a teacher of law and pri¬ 
vacy,” Pangis said. “There were many times 
that we came up with an idea where Noga 
would say, ‘No, because these three things are 
likely to happen in the next three months, 
and you’ll have to rewind all the work on 

J this.’ She was almost always right.” 
Rosenthal has recently been studying AI, 

j and how its use might affect time limits on 
data storage: “When you’re working with AI, 

I you want as much data as possible to make 
your AI models work better, and you may 

not care how old the data is,” she said. 
Rosenthal “educates, informs, 
and gets people comfortable with 
the why and the how,” said Patty 
Keenan, Ampersand’s chief 
people officer. “A lot of people 
seek N oga out for advice and 
guidance, and she embraces 
that. She’s a natural mentor, 
and people are drawn to her 
as a mentor.” 

Rosenthal’s combination 
of specialized expertise 

and concern for employees 
make her “a well-rounded 

leader,” Keenan said. • 

ll The federal government’s guidance 
to the advertising industry was: ‘Don’t^J 
be creepy.’ This was a subjective 4M 
guideline that presents challenges in its I 
practical application. What is creepy?” I 
Noga Rosenthal 
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Tina Thornton 
Executive VP, Creative Studio and Marketing 

in the industry, having spent her entire career 
in one place. She started at ESPN as a produc¬ 
tion assistant after interning at CNN and 
Turner in college. Almost 31 years later, she’s 
still there, leading and thriving. 

Most ofheryears at ESPN were spent 
producing and storytelling, with Thornton 
moving up through the production ranks 
until she was named VP, production and 
multimedia sponsorship integration and 
management operations in 2014. In that role, 
she also oversaw ESPN Next, a program that 
helps develop early-career production 
assistants into next-generation leaders. Less 
than a year after being named to that 
position, she was promoted to senior vice 
president. Three years later, in July 2018, she 
was named senior VP and chief of staff to 
ESPN chairman Jimmy Pitaro. 

In December2020, Thornton was named 
head of content operations and creative 
surround. Less than a year ago, in June 2023, she 
took her current role, adding marketing to her 
portfolio for the first time after executive VP, 
marketing Laura Gentile departed. 

A Versatile Player 
“She’s not afraid to try new things,” Durant 

said. “ Look at the variety of roles she’s had 
across the company—any one of those would 
have made for a successful career. She’s 
curious enough to be interested in learning 
new things while knowing that doesn’t come 

1 without some unease.” 
As Thornton settles into this role at 
ESPN, she recognizes that things are 
moving faster than ever, especially 
as ESPN announced it would be 
collaborating with Warner 
Bros. Discovery and Fox to 
launch a new sports streamer 
this fall. Through it all, she 
continues to focus on serving 
the fans, elevating the brand 
and bringing in younger 
sports aficionados. 

“Over the past two or three 
years, we’ve learned to move 

faster than ever,” she 
said. “I think that’s 
just going to 
continue.” • Tina Thornton, ESPN 

By Paige Albiniak 
palbiniak@gmail.com 

orTina Thornton, executive VP, 
Creative Studio and marketing at 
ESPN, leadership means service. 
“One of my reports has always 
called me a servant leader,” she 

said. “I think my leadership style revolves 
around listening, learning and not trying to be 
the smartest person in the room.” 

Thornton emphasizes creating trust and 
collaboration. 

“Tina brings an intentionality around 
collaboration,” ESPN executive VP, program¬ 
ming and acquisitions Rosalyn Durant said. 
“Tina lives it and she’s known for it. She 
thinks about ways she can bring people along 
and have everyone feel like they’re a part of 
the same team. I don’t think our teams have 
ever worked more closely together than they 
do now. We are intentional about that.” 

Collaboration can be difficult to achieve 
across departments in large organizations, 
but Thornton focuses on it. 

“ I really do try to set a vision and goals for my 
collective team and I prioritize collaboration 
amongst my teams,” she said. “Collaboration 
and trust are extremely important to me.” 

Thornton’s emphasis on empathy, trust and 
collaboration gives her reports freedom to 
express themselves and try new things. 

“Under Tina’s leadership, we’ve been given 
the gift of being able to show up as our full 
selves and give that permission to others,” 

I Carrie Brzezinski-Hsu, senior VP, ESPN 
! Creative Studio, said. “Tina has a unique 
ability to rise above her purview and lead as a 
neutral party, across the organization, to coach 
multiple divisions and leaders to collaborate 
and solve challenges more effectively.” 

“Tina’s leadership is unrivaled,” agreed 
Celia Kelly Bouza, VP, ESPN Next and social 
production. “Working with her, I’vehada 

[ front-row seat to see what it means to be a 
transparent leader first and foremost. She 
also knows how to identify talent and push 
them outside of their comfort zone.” 

That includes Kelly Bouza, who has worked 
closely with Thornton over the years, 

. advising her as a producer when Thornton 
' was leading content operations and advising 
her in developing ESPN’s DEI (diversity, 
equity and inclusion) strategy. 

“One of the things we are most proud of was 
the town halls we ran in which we created 
some courageous conversations and brought 
leaders together to talk about their experi¬ 
ence,” Kelly Bouzasaid. “Tina was 

! really a proponent of bringing 
[ people together to have hard 
! conversations. She 
encouraged all of us to be 
our authentic selves.” 

i Thornton is a rarity 

44 One of my reports has always 
called me a servant leader. I think 
my leadership style revolves around 
listening, learning and not trying to
be the smartest person in the room.” 
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Kavita Vazirani 

nancy.lombardi@gmail.com 

SPECIAL REPORT: WONDER WOMEN OF NEW YORK 
— 

challenging to do virtual school with her,” 
Vazirani said. 

Though her husband is a stay-at-home 
dad, the lockdown took a toll on the whole 
family. At the same time, the industry she 
worked in for decades was in a state of dis¬ 
ruption. 

“I was spending a ton of time at work, even 
though it was from home,” she said. “And 
I’m watching my husband try to do seventh 
grade with our daughter while our two other 
children are in their bedrooms in virtual 
classrooms.” 

She said she felt overwhelmed with every¬ 
thing. 

Over the years while mentoring others, 
there’s talk of work/life balance. Now it 
applied to her and Vazirani shared great 
advice she received from a friend: “There’s 
a lot of balls you juggle,” she said. “The one 
that’s your family is made of glass and 
when you drop it, it will break. The 
other balls will bounce back. That 
advice stood out in my head.” 

Vazirani made the difficult 
decision to take a break from 
work and focus on her family’s 
needs. 

After six months at home, 
she took on consulting 
projects and connected 
with former colleague 
Debra OConnell, who is 

Advocating for Others 
Vazirani was born in India, lived in Hong 

Kong and came to the U.S. to attend college. 
Her life’s journey and her family’s path 
make her a strong advocate for inclusion. 
She supported women through mentor 

programs. She’s passionately dedicat¬ 
ed to her local Down syndrome par¬ 
enting groups, working tirelessly 
to help parents who are expecting 
a child, engage school districts 
and create a strong community 

I for families. 
“I always think about, 
how do we create opportu¬ 
nities for new thinking?” 

she said. 
The brief career 

break was a move 
that would have 
scared many, but not 
Vazirani. It allowed 
her to focus on her 
family while posi¬ 
tioning her to jump 
into a challenging 
new role stronger 
than ever. • 

now president, News Group and Networks 
at Disney Entertainment. So, when a role at 
Disney opened up, Vazirani was ready and 
OConnell became her boss. 

“ Kavita is one of the most strategic think¬ 
ers in the research and insights area," OCon¬ 
nell said. “Her ability is not limited to simply 
viewing and analyzing this field as it is, but 
also discerning how this data may evolve in 
a changing industry and recognizing oppor¬ 
tunities to work holistically across teams to 
achieve results.” 

In addition to her role leading a modern 
integrated research and insights team, 
Vazirani runs the Disney Entertainment 
Group’s DE&I Council. 

“Kavita is the type of person who is al¬ 
ways thinking about other people, and how 
we can all work together to make the world 
a better place,” OConnell said. “It’s that 
kindness and thoughtfulness that makes 
her an incredible leader and the natural 
choice to lead our DE&I team.” 

EVP of Research, Insights and Analytics 
Disney Entertainment, News Group and 
Networks 

44 I always thir 
about, how do we 
create opportunities 
for newthinking?” ■ 
Kavita Vazirani 

. 4^ By Nancy Lombardi 

COVID-19's Silver Lining 
Then the COVID-19 lockdown changed 

everything. 
“I have three children. One has 

Down syndrome, and it was especially 

Vazirani take a giant leap forward 
to advocate for others. 

Since 2022, Vazirani has led 
The Walt Disney Co.’s integrated 

research and insights team, supporting all 
media and entertainment distribution busi¬ 
nesses and functions across the Disney Enter¬ 
tainment Group. Where she started, though, 
was as a research manager for Comcast Cable. 
Early on, Vazirani said, Comcast lacked infra¬ 
structure, and it was exciting to help build a 
Media Sciences Group that fueled a data-driv¬ 
en approach to media spend and predictive 
modeling to forecast outcomes. 

She was responsible for strategy develop¬ 
ment, planning and placement of more than 
$1.5 billion in paid or owned media across 
Comcast’s portfolio and rose to senior VP of 
media strategy and sciences. 

“I loved the company and the culture,” Va¬ 
zirani said of Comcast. “It was a big company, 
but still had that entrepreneurial feel.” 

In 2013, Comcast completed its acquisition 
of NBCUniversal and Vazirani became NBCU’s 
executive VP of insights and measurement. 

Vazirani focused on aligning NBCUniver-
sal’s research, insights and measurement 
capabilities across all of the media company’s 
platforms and partnerships. She oversaw 
measurement and research initiatives across 
marketing and agency partners beyond tradi¬ 
tional viewing patterns. 
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Adriana Waterston 
Executive VP, Insights & Strategy 
Horowitz Research di\/ 

By Cathy Applefeld Olson 
I' j catholson331@gmail.com 

ong before the words diversity, 
equity and inclusion were staples 
in the media business, Adriana 
Waterston was enlisting the power of 
research, insights and data to educate 

executives about underserved opportunities 
and advocate for underserved audiences. 

“Doing right by these communities,” she 
said, “is where I feel my calling is.” 

That calling came after Waterston — who 
had early ambitions of a career in front of the 
camera and studied theater at Brandeis Uni¬ 
versity, alongside Debra Messing — took a job 
at Horowitz Research, the firm founded by her j 
sister and brother in-law, in what she thought 
was a stepping-stone role. She never left. 

“I discovered research and a passion for 
what we do, which is so fundamental to every 
aspect of entertainment and, by extension, 
culture,” Waterston said. “The media indus¬ 
try in and of itself is a critical piece of culture. 
What we put on screen, and what we deliv¬ 
er to consumers every single day, changes 
minds and changes hearts.” 

Defining moments punctuate Waterston’s 
decades-long career. She received the CTAM 
TAMI award for multicultural marketing in 
2005, and more recently the Rafael Eli Pio¬ 
neer in Hispanic Television Award, which 
she accepted on behalf of Horowitz Research 
at the 2023 Hispanic Television Summit. 

“Awards are most often given to high-profile 
‘movers and shakers' from major media and 
telecommunications companies,” said Joe 
Schramm, managing partner/president of 
Schramm Marketing Group. “It’s less often we 
get to celebrate the women from the smaller 
firms that also have made important contribu¬ 
tions to our industry. Adriana is one of those. 

“Adriana’s work has had a tremendous 

ision, MARC Research 

influence on the cable TV industry through 
the research and insights she and the 
Horowitz team deliver to their cable clients,” 
he added. “In turn, those clients apply these 
insights in their programming, marketing 
and branding strategies.” 

Among the most salient defining moments 
for Waterston was the first time, in the early 
2000s, when she realized the power to elevate 
her work from her own lived experience as a 
Latina born and raised in Puerto Rico. 

“ It was the first attempt at doing groups that 
included Spanish-language groups, Hispanic-
descent groups, and it became evident to me 
that using my experiences as a launching 
point to advocate for the consumers we were 
serving was really powerful,” she said. 

Changing the Narrative 
She shepherded the Horowitz Cultural In¬ 

sights Forum, a pioneering event with a strat¬ 
egy focus, designed to educate cable compa¬ 
nies and networks about the value of investing 
in multicultural content and communities. 
It grew from a small group to nearly 400 at¬ 
tendees at its last gathering in 2018 — driving 
a data-backed narrative that changed the early 
cable roadmap and continues to spur inclusive 
decision-making for both on-screen represen¬ 
tation in storytelling and in the workforce. 

“Every year, every data set, the ones who 

I were most likely to pay, the people who were 
most excited about the technology, were Black, 
Latinx, Asian and other multicultural groups,” 
she said. “And those were the years when cable 

! was being heavily redlined. All the inner cities, 
all the Black neighborhoods—people were not 
laying cable in those areas and the rationale 
was, ‘These people don’t have enough money 
to pay for entertainment services.’ It couldn’t 
have been further from the truth.” 

While the pendulum is swinging in the right 
j direction, Waterston said the industry still has 
a way to go in combatting structural inequities. 

I The solutions aren’t always clear-cut. 
“It’s not a question of whether the DE&I 

department or executive should be there,” 
Waterston said. “What I’m asking is, where’s 
the commitment to DE&I in all aspects of 
the organization? Where is the support for 
creators of color, what pipeline do you have to 
bring that type of talent in? If you look at your 
staff at all levels and see diversity, then you’re 
doing well. But if without the DE&I practice 
you don’t see that, then you’re failing.” 

Horowitz last year was acquired by MARC 
j Research, where Waterson now serves as 
executive VP, insights & strategy for the 

I Horowitz Research division. She’s excited to 
bring her expertise in multicultural insights 
to clients in other verticals, while never 
straying far from her first love. 

“My heart is still with what we do here in 
the media space,” she said. “I’m so passionate 
about storytelling and seeing the people that 

I are my research sub-
I jects come to life on 
television or on the 
bigscreen. It’s so 

1 rewarding." • 

44 The media industry in and of 
itself is a critical piece of culture. 
What we put on screen, and 
what we deliver to consumers 
every single day, changes 
minds and changes hearts.’ 
Adriana Waterston 
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Lindsey Woodland 

somethingyou either have oryou don’t have.” 
605 sends her to speak at conferences and to 

explain to clients what the research says, the 
methodology involved and which strategies 
and options they should pursue. 

Juan Solana, global director, measurement, 
advanced analytics and performance-driven 
marketing at General Motors, first worked with 
Woodland when he was with Walmart. When 
he moved to GM, 605 and Woodland “was one of 
the first vendors I brought on board in order to 
understand better the impact of TV on foot 
traffic,” hesaid. “She’saverygood translator 
between business and data science.” 

Keaveney said Woodland’s people skills are 
valuable inside the company as well. “She 
nurtures her team,” he said. “They all adore her. 
She builds incredible loyalty, but also she’s very 
much focused on advancing them. I’ve seen her 
organization and I see a whole bunch of mini 
Lindseys coming through.” 

Woodland also develops herself, asking to 
understand the company’s profit and loss 
statement and its strategy going forward. 
“This is somebody who can achieve a huge 
amount,” Keaveney said. 

opportunities for creativity and personal 
career growth. 

Woodland dug into the attribution issue. 
She found a lot of the solutions available at the 
time weren’t very sophisticated and did the 
math that proved to be the basis for 605’s 
attribution product, called 605 Impact. 

Woodland said she used modeling and 
machine learning to calculate how clients’ 
advertising was performing and provide that 
information quickly enough for clients to 
adjust campaigns. She also created visualiza¬ 
tions, making the data easier to picture. 

“She’s really been the leading light when it 
comes to product innovation,” Tom Keaveney, 
president of605, said. “The most noteworthy 
thing she’s done is when we talk about how ad 
dollars work.” 

The 605 Impact product is one reason why 
iSpot.tv decided to buy 605 last year. 

Figuring out the impact ad dollars have on 
various aspects of consumer behavior can be 
complex, and if clients don’t buy in the best 
data goes to naught. 

But Woodland can do something many other 
data scientists can’t. “What makes her 
particularly special is the people 
skills that she has, and in particu¬ 
lar that ability to make complex 
topics understood at any level,” 
Keaveney said. “And no 
academic qualification is 
going to give you that. That’s 

A Positive Presence 
On top of that, “she’s just a good person to 

have around,” he added. “When she walks 
into the office, she just lifts everyone's spirit. 
She always has a smile on her face.” 

Since becoming part of iSpot, 
Woodland has become the 605er with the 
most visibility across the organization, 

according to Keaveney. “A lot of that is 
because she really felt we could do 
better together.” 

“We now have access to our 
combined companies’ data, which is 
pretty great,” Woodland said. 

Woodland has been playing golf 
with her family since she was a kid 
and was on the varsity team at her 

Division III school. Her people 
skills may not include the 
ru le that you don’t beat 
clients on the links. 

“I’ve heard that, but it’s 
hard,” she said. “Do you 
really want to let them win? 
I don’t know." • 

indsey Woodland, group VP of 
client data service at 605 and 
iSpot.tv, majored in math because 
she likes solving puzzles. “I still do 
math today,” said Woodland, who 

has a Ph.D. in mathematics from the Universi¬ 
ty of Missouri-Columbia. 

Woodland thought she would be a teacher or 
professor. “After grad school, I realized that you 
can teach at any job," she said. “When you lead a 
department or a team, you’re teaching them as 
you go, so it’s applicable in most careers.” 

Woodland used math to come up with a 
solution to one of the television industry’s 
toughest questions: How well is my advertis¬ 
ing working? 

She started to address that question after 
one of her professors suggested she go to work 
for Prognos, which specialized in projecting 
sales for consumer packaged goods based on 
pricing and promotion. Prognos was acquired 
by Antuit.ai, a big data solutions business. 

Woodland moved to 605, Kristin Dolan’s 
analytics company, in 2017 and got more 
involved in analyzing television and advertising. 

“I felt like at my old company, we solved a 
lot of the math problems we were working 
on,” she recalled. 605 was a startup company 
that was planning to grow and offered more 

44 After grad school, I realized that you 
can teach at anyjob. When you lead a 
department or a team, you’re teaching 
them as you go, so it’s applicable in 
most careers.” 

Lindsey Woodland 
Group VP of Client Data Science 
605 and iSpot.tv 

By Jon Lafayette «5 ’ jon.lafayette@futurenet.com 
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Honor Roll 
RECAPPING PAST WONDER WOMEN OF NEW YORK SINCE 1999 

The 2023 Multichannel News Wonder Women (from I ): Event host Natasha Verma; 2023 Wonder Women honorees Samira Bakhtiar and Michelle 

Strong; Zillah Byng-Thorne, former CEO, Future PLC; honorees Kate O'Brian, Annie Howell, Margaret Brennan, Sharon Peters, Ron Peters, Pola 

Changnon, Melody Smalls, Suzanne Scott, Marnie Black, Monica Williams and Amy Campbell; Shenan Reed, representing Empowerment Award winner 

L'Oreal USA; honoree Karen Barroeta; Carmel King, VP, Global Head of Content, B2B, Future; and event co-hosts Kaitlan Collins and Kimberly A. Martin. 

CLASS OF 2023 
WOMAN OF INFLUENCE 
MARGARET BRENNAN 
Face the Nation Moderator 
and Chief Foreign Affairs 
Correspondent, 
CBS News 

SAMIRA BAKHTIAR 
Director of Global Media and 
Entertainment, 
Amazon Web Services 

KARENBARROETA 
Executive VP, Production 
and Development, 
Telemundo Global Studios 

MARNIE BLACK 
Executive VP, 
Public Relations, 
AMC Networks 

AMY CAMPBELL 
Chief Marketing Officer, 
MTV Entertainment Studios and 
Paramount Media Networks 

POLACHANGNON 

KATHLEEN FINCH 
J Chairman and Chief Content Officer, 
I U.S. Networks Group, 
1 Warner Bros. Discovery 

ANNIE HOWELL 
Chief Communications Officer, 
Hallmark Media 

KATE O’BRIAN 
President of News, 
Scripps Networks 

RORIPETERS 
Senior VP, Content Distribution 
& Sales Strategy, 
TV One and Cleo TV 

SHARON PETERS 
Executive VP and Chief Marketing Officer, 
Charter Communications 

MELODY SMALLS 
Executive VP, Global Human Resources, 
Allen Media Group 

MICHELLE STRONG 
Senior VP of Distribution, 
A+E Networks 

SUZANNE SULLIVAN 
Executive VP of Ad Sales, 
Fox Entertainment, 
Fox Corp 

MONICA WILLIAMS 

CLASS OF 2022 
WOMAN OF INFLUENCE 
MARTHA RADDATZ 
Chief Global Affairs Correspondent, 
ABC News 

KAREN BAILEY 
Executive VP of Original Programming, 
Starz 

TONYA CORNILEUS 
VP, Development, Inclusion and Wellness, 
ESPN 

KATRINA CUKAJ 
Executive VP of Ad Sales 
and Client Partnerships, 
WarnerMedia 

SARAH KATE ELLIS 
President and CEO, GLAAD 

LATASHA GILLESPIE 
Executive Head, Global Diversity, Equity 
& Inclusion, Amazon Studios 

AMY ISRAEL 
Executive VP, Scripted Programming, 
Showtime Networks 

KIM KELLEHER 
President, Commercial Revenue 
and Partnerships, AMC Networks 

MINA LEFEVRE 

WONYA LUCAS 
President and CEO, 
Crown Media Family Networks 

LAURA MOLEN 
President, Advertising & Partnerships, 
NBCUniversal 

ROXANNASHERWOOD 
Senior Executive Producer, Original 
Longform Content, ABC News 

COURTNEY WHITE 
President, Food Network & Streaming 
Food Content, Discovery Inc. 

DALILA WILSON-SCOTT 
Executive VP, 
Chief Diversity Officer, 
Comcast Corp. 

JOELLA WIND 
Group VP, Sales Operations, Spectrum 
Enterprise 

CLASS OF 2020-21 
WOMAN OF INFLUENCE 
CONNIE CHUNG 
Television Journalist 

FRIDAY ABERNETHY 
Senior VP, Content Distribution, 
Univision Communications 

TRICIA ALCAMO 
Group VP, Human Resources, Spectrum 
Enterprise, Charter Communications 

General Manager, 
Turner Classic Movies 

SONIA COLEMAN 
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SUSANNE MCAVOY 
Executive VP, Marketing, Creative and 
Communications, Crown Media Family 
Networks 
JAMIE POWER 
Managing Partner, Modi Media 
LINDA SCHUPACK 
Executive VP of Marketing, AMC and 
SundanceTV 

MYRNA SOTO 
Senior VP and Global Chief Information 
Security Officer, Comcast Corp. 

CHRISTINA SPADE 
Executive VP and Chief Financial Officer, 
Showtime Networks 
SANDRA STERN 
President. Lionsgate Television Group 

LISA WILLIAMS-FAUNTROY 
Senior VP for Business and Legal Affairs, 
Discovery Communications 

CLASS OF 2017 
JANA BENNETT 
President and General Manager, History 

SANDRA DEWEY 
President, TNT and TBS Production 
and Business Affairs, Head of Studio T, 
Turner Broadcasting System 

LAURA GENTILE 
Senior VP, espnW/Women's Initiatives, 
ESPN 

JESSICA HERRERA-FLANIGAN 
Executive VP of Government 
and Corporate Affairs, Univision 
Communications Inc. 

COLLEEN LANGNER 
Senior VP, Marketing Operations, 
Cox Communications 

CLASS OF 2014 
SARAH BARNETT 
President, SundanceTV 

JENNIFER CHUN 
Senior VP, Content Acquisition, 
Time Warner Cable 

PATRICIA FILI-KRUSHEL 
Chairman, NBCUniversal News Group 

BRENDA FREEMAN 
Chief Marketing Officer, Animation, 
Young Adults and Kids' Media, Turner 
Broadcasting System 

TARA MAITRA 
Senior VP, General Manager, Content and 
Media Sales, TiVo 

KIMBERLY MAKI 
Corporate VP, Communications, Bright 
House Networks 

JODI MARKLEY 
Senior VP, Operations, ESPN 

JANET NOVA 
Executive VP and Deputy Group General 
Counsel, 21st Century Fox 

JESSICA RODRIGUEZ 
Executive VP, Program Scheduling & 
Promotions, Univision Communications 

LISA ROSENBLUM 
Executive VP, Government and Public 
Affairs, Cablevision Systems 

KATHRYN ZACHEM 
Senior VP, Regulatory, Comcast 

LISA BONNELL 
Senior VP, Global Audit and General 
Auditor, Comcast NBCUniversal 
SAMANTHA COOPER 
Executive VP, Global Content Licensing, 
ViacomCBS 

NANCY DANIELS 
Chief Brand Officer, Discovery Inc., 
Discovery & Factual 

ROSALYN DURANT 
Senior VP, Operations, Disney Springs, 
ESPN Wide World of Sports and Water 
Parks for the Walt Disney World Resort 
MÓNICA GIL 
Chief Marketing Officer and Executive VP, 
NBCUniversal Telemundo Enterprises 
GEORGIA JUVELIS 
Executive VP and Co-Head, Corporate 
Communications, AMC Networks 
JENNIFER KOESTER 
Director of Telco & Video Distribution 
Partnerships, Google 

JEANINE LIBURD 
Chief Social Impact & Communications 
Officer, BET Networks 

TINA PERRY 
President, OWN: Oprah Winfrey Network 

STEPHANIE PLASSE 
SVP and Deputy General Counsel, 
Global Revenue, Partnerships & 
Distribution, A+E Networks 

MICHELLE WILSON 
Co-President, World Wrestling 
Entertainment 
LEIGH WOISARD 
Senior VP, Public Affairs, Cox 
Communications 

CLASS OF 2019 
WOMAN OF INFLUENCE 
DEBRA LEE 
President and Chief Operating Officer, 
Black Entertainment Television 

LORI FINK 
Chief Legal Officer, Xandr 
(an AT&T company) 

MICHELLE THORNTON GHEE 
Executive VP, Business Development 
Endeavor Global Marketing 

MARGARET LAZO 
Chief Human Resources Officer, 
Univision Communications 

LAURA NATHANSON 
Executive VP, Revenue & Operations, 
Disney Advertising Sales 

FRANCESCA ORSI 
Executive VP and Co-Head of Drama, HBO 

ALISON OVERHOLT 
VP, Editor-in-Chief, ESPN the Magazine, 
espnW and The ESPYs, ESPN 
JOANN ROSS 
President and Chief Revenue Officer, 
CBS Corp. 
MADHU GOEL SOUTHWORTH 
Senior VP, Legal & Business Affairs, 
AMC and SundanceTV (AMC Networks) 

MELISSA TOLCHIN 
Senior VP of Partner Marketing, 
Content Distribution, NBCUniversal 

CHRISTINE WHITAKER 
Senior VP. Keystone Region, Comcast 

JENNIFER HIGHTOWER 
Senior VP of Law and Policy, General 
Counsel, Cox Communications 
SANDRA HOWE 
Senior VP, Global Marketing, Arris 

SUSETTE HSIUNG 
Executive VP, Network Production, 
Management and Operations. 
Disney Channel 

SANDRA KAPELL 
Executive VP, Human Resources 
Administration, Cablevision Systems 

JUDI LOPEZ 
Senior VP, Affiliate Distribution 
Marketing, NUVOtv and Fuse 
SARAH MADIGAN 
Executive VP, Content Distribution, 
Univision Communications 
MELISSA MAXFIELD 
Senior VP of Federal Government Affairs, 
Comcast 
COURTENEY MONROE 
CEO. National Geographic Channels U.S. 

TINA PIDGEON 
General Counsel Compliance Officer, 
Senior VP of Government Affairs, 
General Communication Inc. 

JANE RICE 
Senior VP, Distribution, A+E Networks 

CLAUDIA TERAN 
Executive VP, Deputy General Counsel, 
Fox Networks Group, Fox Sports 

CLASS OF 2016 
PATRICIA BETRON 
Senior VP, Multimedia Sales, ESPN 
NICOLE BUIE 
VP of Marketing, Cox Media 

MEGAN CLARKEN 
President, Product Leadership, 
Nielsen 

KAREN GRINTHAL 
Senior VP, National Ad Sales, 
Scripps Networks Interactive 
CYNTHIA HOOK 
Senior VP, General Auditor and Global 
Risk Officer, Comcast Corp. 

HOLLY JACOBS 
Executive VP, U.S. Reality and Syndicated 
Programming, Sony Pictures Television 
PAMELA KAUFMAN 
Chief Marketing Officer and President, 
Consumer Products, Nickelodeon 

ARLENE MANOS 
President, National Advertising Sales, 
AMC Networks 

STEPHANIE MCMAHON 
Chief Brand Officer, World Wrestling 
Entertainment 

JILL RATNER 
Executive VP, Litigation, Fox Group 

MICHELLE RICE 
Executive VP, Content Distribution and 
Marketing, TV One 

SAVALLESIMS 
Executive VP, Deputy General Counsel, 
Discovery Communications 
ELLEN STONE 
Executive VP, Marketing, Bravo/Oxygen 

CLASS OF 2015 
LYNN CHARYTAN 
Senior VP of Legal Regulatory Affairs, 
Senior Deputy General Counsel, Comcast 

KATY FERGUSON 
Executive VP Managing Partner, 
Entertainment, Horizon Media 

CLASS OF 2018 
WOMAN OF INFLUENCE 
HANNAH STORM 
SportsCenter Anchor, Producer, 
Director, Philanthropist, ESPN 

DARCY ANTONELLIS 
CEO, Vubiquity 
KERRY BROCKHAGE 
Executive VP & Chief Counsel, Content 
Distribution, NBCUniversal 
CHRISTA D ALIMONTE 
Executive VP, General Counsel & 
Secretary, Viacom 
STEPHANIE DRULEY 
Senior VP, Event & Studio Production, 
ESPN 

MARIANNE GAMBELLI 
President, Ad Sales, Fox News Channel 
and Fox Business 

SARAH GITCHELL 
Senior VP, Deputy General Counsel & 
Chief Counsel - Content Acquisition, 
Comcast Cable 

BETH MAIN 
Senior VP, Domestic Network 
Distribution, HBO 

JENNIFER MIRGOROD 
Executive VP of Content Distribution 
& Strategic Partnerships, Turner 

DEBRA O’CONNELL 
Executive VP, Sales & Marketing Disney/ 
ABC Television Group 

ELAINE PAUL 
Chief Financial Officer, Strategy 
& Business Development, Hulu 
LORETTA POLK 
VP & Associate General Counsel NCTA -
The Internet & Television Association 

JOSIETHOMAS 
Executive VP, Chief Diversity & Inclusion 
Officer: CBS Corp. 



JAMIA BIGALOW 
Senior VP, Distribution Marketing, 
Fox Networks 
DENISE DENSON 
Executive VP, Content Distribution and 
Marketing, Viacom Media Networks 

VIVIANE EISENBERG 
Senior VP and Chief Counsel, 
Programming, Global Marketing 
& Global Licensing, HBO 

IRENE ESTEVES 
Executive VP and Chief Financial Officer, 
Time Warner Cable 

TAMARA FRANKLIN 
Senior VP, Affiliate Strategy and Business 
Development, Scripps Networks Interactive 
JACQUELINE HERNANDEZ 
Chief Operating Officer, Telemundo Media 
AVA JORDHAMO 
President, New York, Zenith 

NANCY KANTER 
Senior VP, Original Programming and GM, 
Disney Junior Worldwide 

MARJORIE KAPLAN 
President and GM, Animal Planet/ 
President, Science & Velocity Networks 

CATHY KILSTROM 
Senior VP, Customer Care, Comcast Cable 
West Division 

KIM NORRIS 
Executive VP, Emerging Businesses & 
Data Analytics, Cablevision Media Sales 
DONNA SPECIALE 
President, Turner Entertainment and 
Young Adults Ad Sales 

JENNIFER BALL 
Senior VP, Affiliate Marketing and 
Distribution, Univision Communications 

SHERRY BRENNAN 
Senior VP, Distribution Strategy and 
Development, Fox Networks 

JODI BRENNER 
Senior VP, Business and Legal Affairs, TV 
Networks Distribution, NBCUniversal 

KAREN DOUGHERTY 
BUCHHOLZ 
VP of Administration, Comcast 

MARISSA FREEMAN 
Senior VP of Brand Strategy and 
Marketing Communications, 
Time Warner Cable 

REBECCA GLASHOW 
Senior VP, Digital Media Distribution, 
Discovery Communications 

KELLIE GRUTKO 
VP of Marketing, Comcast Spotlight 

RHONDA HOLT 
Senior VP of Media Platform 
Technologies and Operations, Turner 

LORI LEBAS 
Senior VP of Strategy and Business 
Operations, ESPN 

MARY MEDUSKI 
Executive VP and Chief Financial Officer, 
Suddenlink Communications 

GEMMA TONER 
Senior VP of Marketing and Business 
Development, Cablevision Systems 

MICHELLE VICARY 
Executive VP of Programming, Crown 
Media Networks 
DANA ZIMMER 
Executive VP, TV Networks Distribution, 
NBCUniversal 

LORI CONKLING 
Executive VP, Distribution, National 
Accounts, Field Sales & Canada, A&E 
Television Networks 

KIMBERLY EDMUNDS 
Senior VP, Customer Operations, 
Cox Communications 
STEPHANIE GIBBONS 
Executive VP, Marketing and On-Air 
Promotions, FX 
MINDY GROSSMAN 
CEO and Director, HSN 
JADZ JANUCIK 
Senior VP, Association Affairs, NCTA 

GRACE KILLELEA 
Senior VP, Talent, Comcast 
MICHELLE KIM 
Group VP and Chief Counsel, 
Programming, Time Warner Cable 
CHRISTINA MILLER 
Senior VP, Turner Sports Strategy/ 
Marketing/Programming and 
Cartoon Network Enterprises, 
Turner Broadcasting System 
STEPHANIE MITCHKO 
VP, Interactive Platform, 
Cablevision Systems 
LISA SCHWARTZ 
Executive VP, Distribution and Business 
Development, IFC Entertainment 

DIANE TRYNESKI 
Senior VP, Broadcast, Studio Operations 
and Engineering, HBO 

JENNIFER CASERTA 
Executive VP and General Manager, IFC 

JENNIFER DANGAR 
Senior VP, Domestic Distribution, 
Discovery Communications 

KRISTINE FAULKNER 
VP, Product Development and 
Management, Cox Communications 
MELANI GRIFFITH 
Senior VP, Programming and Video 
Services, Insight Communications 
CATHY HETZEL 
President. Advanced Media and 
Information, Rentrak 

PEARLENA IGBOKWE 
Senior VP, Original Programming, 
Showtime 

DIANA KEREKES 
VP, Video Content, Comcast 
KATHLEEN MAYO 
Executive VP, Consumer Operations, 
Cablevision Systems 

GAIL MACKINNON 
Executive VP and Chief Government 
Relations Officer, Time Warner Cable 

SUENAEGLE 
President, HBO Entertainment 
TONIA O'CONNOR 
Executive VP, Distribution, 
Sales and Marketing, Univision 

RITATUZON 
Executive VP and General Counsel, 
Fox Networks Group 

PEGGY BALLARD 
Senior Director, Worldwide Service 
Provider Marketing, Cisco Systems 

ALINA FALCON 
Executive VP and Operating Manager, 
Univision 

JENNIFER GAISKI 
Senior VP, Content Acquisition, Comcast 

JOAN GILLMAN 
Executive VP and President of Media 
Sales, Time Warner Cable 

KATEJUERGENS 
Executive VP of Original Programming 
and Development, ABC Family 
VICKI LINS 
Chief Marketing Officer, Canoe Ventures 

GWEN MARCUS 
Executive VP and General Counsel, 
Showtime Networks 

Patricia mccaskill 
Senior VP of Programming, Suddenlink 
Communications 

EILEEN O'NEILL 
President and General Manager, TLC 

KATHY PAYNE 
VP of Programming, Cox Communications 

DIANE ROBINA 
President, FearNet, Comcast 
Programming Group 

JANICE AROUH 
Senior VP, Network Distribution 
and Service, Hallmark Channel and 
Hallmark Movie Channel 
SUSAN BUNDA 
Executive VP, Content and Strategy, 
CNN Worldwide 

JACKIE DE CRINIS 
Senior VP of Original Scripted Series 
Programming, USA Network 

CHARLOTTE FIELD 
Senior VP, Testing and Operations, 
Comcast 

ROSA GATTI 
Senior VP, Corporate Communications 

! and Outreach, ESPN 

BROWN JOHNSON 
Executive VP and Executive 
Creative Director, Nickelodeon; 
Preschool General Manager, Noggin 
AMYTYKESON 
President and CEO, BendBroadband 

SANDY WAX 
President, PBS Kids Sprout 

MARY WHITE 
President, Central Division, Charter 
Communications 
MELINDA WITMER 
Executive VP and Chief Programming 
Officer, Time Warner Cable 

CLASS OF 2007 
COLLEEN ABDOULAH 
President, WideOpenWest 

CATHY AVGIRIS 
Senior VP and General Manager, 
Comcast Voice Services 
DEBBY BEECE 
President of Programming and Marketing, 
Oxygen Media 

FRANCES BERWICK 
Executive VP of Programming and 
Production, Bravo Network 

NANCY DUBUC 
Executive VP and General Manager, 
The History Channel 

MICHELE GANELESS 
Executive VP and General Manager, 
Comedy Central 
JILL LUCKETT 
Senior VP of Program Network Policy, 
NCTA 
LINDA McMAHON 
CEO, World Wrestling Entertainment 

MARILYN O'CONNELL 
Senior VP of Video Solutions, Verizon 
Communications 

ELOISE SCHMITZ 
Senior VP of Strategic Planning, Charter 
Communications 

SHARI ANNE BRILL 
VP and Director, Programming, Carat USA 

LOUISE HENRY BRYSON 
President, Distribution and 
Affiliate Sales Development, 
Lifetime Entertainment Services; 
Executive VP and General Manager, 
Lifetime Movie Network 
CHRISTINE DRIESSEN 
Executive VP and CFO, ESPN 

PATRICIA GOTTESMAN 
Executive VP. Product Management and 
Marketing, Cablevision Systems 

SUE ANN HAMILTON 
Executive VP, Programming, 
Charter Communications 

CAROLHEVEY 
Executive VP, Operations, 
Time Warner Cable Carolinas Region 
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KIM MARTIN 
Executive VP and General Manager, WE tv 
LORI McFARLING 
Senior VP, Distribution, 
Discovery Communications 

CHRISTINA NORMAN 
President, MTV 
REBECCA SCILINGO 
VP, Integration and Deployment, Comcast 

SUZANNE SCOTT 
Network Executive Producer, Fox News 

CATHY WEEDEN 
VP and General Manager, 
Sunshine Network 

CLASS OF 2005 
NOMI BERGMAN 
Executive VP, Strategy and Development, 
Advance/Newhouse Communications 
DEBORAH BLACKWELL 
Senior VP and General Manager, SoapNet 

STEPHANIE CAMPBELL 
Executive VP, Programming, DirecTV 

LAUREN CORRAO 
Senior VP, Original Programming and 
Head of Development, Comedy Central 

LISAGERSH 
Chief Operating Officer and Co-Founder, 
Oxygen Media 

JILL GREENTHAL 
Senior Managing Director, Corporate 
Advisory Services, The Blackstone Group 

MICHELE JAMES 
Chief Talent Scout and Co-Founder, 
James and Co. 

SUZANNE KEENAN 
Senior VP, Customer Service, Comcast 
STACEY LYNN KOERNER 
Executive VP and Director of Global 
Research and Planning, Viacom 

HARRIET NOVET 
VP, Time Warner Cable 
of New York and New Jersey 

SUSAN SWAIN 
Executive VP and Co-Chief Operating 
Officer, C-SPAN 

MEREDITH WAGNER 
EVP, Public Affairs and Corporate 
Communications, Lifetime Television 

PANDIT WRIGHT 
Senior Executive VP, Human Resources 
and Administration, Discovery 
Communications 
LINDA YACCARINO 
Executive VP and General Manager, 
Turner Entertainment Sales and 
Marketing 
LAUREN ZALAZNICK 
President, Bravo and Trio, 
NBCUniversal Cable 

CLASS OF 2004 
JENNY ALONZO 
NAMIC President/VP, Creative Services 
and Production, Lifetime Television 

BRIDGET BAKER 
Senior VP, Cable Distribution, NBC Cable 

ITALIA COMMISSO WEINAND 
Senior VP, Programming, Human 
Resources, Mediacom Communications 
LYNNE COSTANTINI 
VP, Programming, Time Warner Cable 

LEE ANN DALY 
I Senior VP, Marketing, ESPN 

KRISTIN DOLAN 
Senior VP, Digital Product Management, 
Cablevision Systems 

ELLEN EAST 
VP, Communications and Investor 
Relations, Cox Communications 

BETSY FRANK 
Executive VP, Research and Planning, 

I MTV Networks 

ANDREA GREENBERG 
President, Distribution, 
Rainbow Sports Networks 

DENA KAPLAN 
Senior VP, Marketing, GSN 

LYNN PICARD 
Executive VP and General Manager, 
Lifetime Television 

JESSICA REIF COHEN 
I First VP, Senior Media and Entertainment 
I Research Analyst, Merrill Lynch 

DEBORA WILSON 
Chief Operating Officer, 
The Weather Channel and 
The Weather Channel Interactive 

CLASS OF 2003 
AMY BANSE 

, VP, Programming Investments, Comcast 

MARY-ELLIS BUNIM 
Executive Producer and Co-Founder, 
Bunim/Murray Productions 

MAE DOUGLAS 
Senior VP and Chief People Officer, 
Cox Communications 

DANIELLE GELBER 
I VP, Original Programming, Showtime 
I Networks 

PAMELA EULER HALLING 
Senior VP, Marketing and Programming, 
Insight Communications 

KATHY JOHNSON 
Executive VP, NAMIC 

LAUREEN ONG 
I President, National Geographic Channel 

ELLEN SCHNED 
' Senior VP, National Accounts and 
Affiliate Marketing, Court TV 

LINDA SIMENSKY 
Senior VP, Original Animation, 

I Cartoon Network 

CAROLYN STRAUSS 
I Executive VP, Original Programming, HBO 

DOMINIQUE TELSON 
VP, Original Programming, 

I Showtime Networks 

SUSAN WHITING 
j President and CEO, 
I Nielsen Media Research 
CYMAZARGHAMI 
Executive VP and General Manager, 
Nickelodeon 

CLASS OF 2002 
NICOLE BROWNING 
President, Affiliate Sales and Marketing, 
MTV Networks 

SHERITA CAESAR 
I VP and General Manager, Subscriber 

Network Services, Scientific Atlanta 

JILL CAMPBELL 
Operations VP, Cox Communications 

MIRANDA CURTIS 
President, Liberty Media International 
SUSAN MARSHALL 

j Senior VP, AT&T Broadband 
CHRIS MOSELEY 
Executive VP, Worldwide Marketing, 
Crown Media Holdings 

SHEILA NEVINS 
Executive VP, Original Programming, HBO 
ABBE RAVEN 
General Manager and Executive VP, 
The History Channel 

PAMELA THOMAS-GRAHAM 
President and CEO. CNBC 

BARBARA YORK 
[ Senior Industry Affairs VP and Chief 
¡ Administrative Officer, NCTA 

CLASS OF 2001 
CHAR BEALES 
President/CEO, Cable & 
Telecommunications Association 
for Marketing 

MARY PAT BLAKE 
' Senior VP, Marketing, 
] Charter Communications 

ANN CARLSEN 
Founder and Chairman, Carlsen Resources 

KATHLEEN DORE 
President, Bravo Networks 
JUDY GIRARD 

I Senior VP and General Manager, 
I Food Network 

YVETTE GORDON 
Interactive Technologies Director, 
SeaChange International 

BONNIE HAMMER 
Executive VP and General Manager, 
Sei Fi Channel 
KIM KELLY 

■ Executive VP, Chief Operating Officer 
1 and Chief Financial Officer, 
Insight Communications 

DEBRA LEE 
President and Chief Operating Officer, 
Black Entertainment Television 
ANN MONTGOMERY 
Senior VP, Operations, 

1 Adelphia Communications 

DAWN TARNOFSKY-OSTROFF 
Executive VP, Entertainment, Lifetime 
Television 

CLASS OF 2000 
MAGGIE BELLVILLE 

I Executive Operations VP, 
I Cox Communications 

CAROLE BLACK 
President and CEO, Lifetime Television 

CHRISTIE HEFNER 
Chairman and CEO, Playboy Enterprises 

MINDY HERMAN 
I President and CEO, In Demand LLC 

BROOKE JOHNSON/ 
DELIA FINE 
Executive VP and General Manager; 
Original Films, Drama, Performing Arts 
VP, A&E Network 

JUDITH MCHALE 
President and Chief Operating Officer, 
Discovery Communications 

PAM McKISSICK/LUCY HOOD 
President and Chief Operating Officer, 

j TV Guide Networks; Senior VP and 
General Manager, Sneak Prevue 

ROSEMARIE NYE 
Cable Communications VP, 
Lucent Technologies 

PAT THOMPSON 
Senior VP, Daniels and Associates 

MAGGIE WILDEROTTER 
. President and CEO, Wink 
Communications 

CLASS OF 1999 
BETTY COHEN 
President, Cartoon Network 

DEBORAH LATHEN 
Cable Services Bureau Chief, 
Federal Communications Commission 

GERALDINE LAYBOURNE 
Chairman, Oxygen Media 

MARGARET LOESCH 
President and CEO, Odyssey Network 

KATE MCENROE 
j President, American Movie Classics, 
AMC Networks 

JUDY MCGRATH 
President, MTV Networks 

SUSAN PACKARD 
Chief Operating Officer, 

■ Home & Garden Television 

JAN PETERS/JULIE BERG/ 
JUDITH ALLEN 
President and CEO; Executive 
VP and Chief Marketing Officer; 

I Senior VP, Video, MediaOne Group 

FRAN SHEA 
Acting President, E! Networks 

ANNE SWEENEY 
! President, Disney/ABC Cable Networks 
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FATES & FORTUNES 

People 
Notable executives on the move 

AMPERSAND 

Mike Dean has joined 
New York-based TV ad 
sales and technology 
firm Ampersand as 
president. He had been 
managing director in 
Deloitte Consulting’s 
Technology, Media, & 
Telecommunications 
sector, where he led the 
ad sales practice. 

FOX NEWS MEDIA 

ASG 

Advanced Systems Group 
(ASG) has named Jimmy 
Biro as a senior account 
executive, supporting 
the media solutions 
provider’s growth in 

j the Southern California 
I postproduction market. 
He had been senior 
account manager at 
ALT Systems. 

FREMANTLE 

Ryan Roelie was promoted 
to senior VP national sales ' 
at Fox News Media, based 
in Chicago and tasked with 
focusing on endemic and 
national advertising. She 
had been VP of linear and 
digital ad sales, Central re¬ 
gion, based in Fox News’s 
Chicago bureau. 

Kimberly Kleid was pro¬ 
moted to executive VP of 
current programming at 
Fremantle. Formerly senior 
VP of unscripted program¬ 
ming, Kleid has overseen 
game shows such as Family 
Feud, The Price Is Right and 
Press Your Luck since joining 
Fremantle in 2015. 

COMCAST DISNEY 

Comcast Cable promoted 
Ricky Frazier Jr. to 
senior VP of its Keystone 
Region, comprising 
systems in Western, 
Central and Northeastern 
Pennsylvania, Eastern 
Ohio, Northern West 
Virginia and the Maryland 
panhandle. He had been 
VP, digital platforms. 

The Walt Disney Co. 
promoted Debra 
OConnell to president, 
News Group and 
Networks, Disney 
Entertainment, adding 
oversight of ABC News 
to her responsibilities. 
She had been president, 
Networks and Television 
Business Operations. 

HALLMARK NEXSTAR 

John Matts was named 
chief operating officer at 
Hallmark Media, overseeing 
commercial operations such 
as ad sales, distribution, in¬ 
ternational and streaming. 
The former NBCUniversal 
and Viacom executive had 
been Hallmark’s chief finan¬ 
cial officer since 2022. 

Stacey Lynn Schulman was 
named executive VP, plat¬ 
form marketing and intelli¬ 
gence at Nexstar Media 
Group, leading Nexstar 
Advertising’s integrated 
marketing efforts and sales 
intelligence business unit. 
She was chief marketing of¬ 
ficer at Katz Media Group. 

FOX NEWS MEDIA 

Fox News Media has 
named Trey Gargano as 
executive VP, ad sales, 
overseeing all of the 
unit’s platforms. 
Formerly senior VP of 
Fox News Media, he 
succeeds Jeff Collins, 

I who was promoted to 
I president of ad sales at 
I parent Fox Corp. 

NEXSTAR 

Chris Pruitt was named 
VP and general manager 
of Nexstar Media Group’s 
operations in Springfield, 
Missouri, including KRBK 
(Fox), KOZL (MyNetwork-
TV) and Mission Broadcast¬ 
ing-owned KOLR (CBS). 
He had been overseeing 
Nexstar’s Houston stations. 
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FATES & FORTUNES 

SCRIPPS SCRIPPS SINCLAIR 

E.W. Scripps has named 
Tony Song to the newly 
created role of head of 
network sales and ad¬ 
vanced TV, responsible for 
driving revenue growth 
across the company’s 
national assets. He joins 
from AMC Networks, 
where he was senior VP of 
ad sales and partnerships. 

Dave Giles has been 
elevated to chief legal 
officer at E.W. Scripps 
effective at year-end, 
upon the retirement of 

j current chief legal officer 
. Bill Appleton. Giles is 
currently Scripps’ deputy 
general counsel and has 
served as the company’s 
chief ethics officer. 

Sinclair has named Amy 
Calvert as VP and general 
manager of KOKH-KOCB 
Oklahoma City, its Fox-
The CW duo in the No. 46 
U.S. media market. She 
comes from KRJH in 
Tulsa, Oklahoma, where 
she was VP and general 
manager of the Scripps-
owned NBC station. 

SPT 

Sony Pictures Television 
promoted Suzanne Prete 
to president, game shows, 
at Sony Pictures Television. 
The 29-year studio veteran 
has led the studio’s game¬ 
show division, focused on 
expanding brands such as 
Jeopardy! and Wheel of For¬ 
tune, for the past two years. 

THUNDERBIRD 

ï Vancouver, British Colum-
i bia-based Thunderbird 
Entertainment Group has 
tapped Simon Bodymore to 
serve as chief financial offi-

¡ cer of the production, dis-
I tribution and rights-man-
I agement company. He was 
I CFO of software firm Task-
! top Technologies. 

WCNC 

WCNC, the Tegna-owned 
NBC affiliate in Charlotte, 
North Carolina, has named 
Todd Spessard as its news 
director. He was VP of 
content at Griffin Media in 
Oklahoma City and has led 
newsrooms at stations such 
as KWTV Oklahoma City 
and KOKI Tulsa. 

SINCLAIR 

Jennifer Hansen has 
been named VP and 
general manager of 
Sinclair-owned WBMA-
WABM-WTTO Birming¬ 
ham, Alabama. She comes 
from Richmond, Virginia, 
where she was VP/general 
manager of WRLH, a 
Fox station also owned 
by Sinclair. 

WPIX 

Kendis Gibson has joined 
WPIX New York, a Mission 
Broadcasting-owned The 
CW station operated by 
Nexstar Media Group, as an¬ 
chor of the 4 p.m. and 5 p.m. 
newscasts. He comes from 
CBS Stations-owned WFOR 
Miami, where he was an an¬ 
chor and reporter. 

BRIEFLY 
NOTED 
Other industry execs 
making moves 

Ampersand also 
promoted Ethan Heft¬ 
man to chief revenue 
officer from senior 
VP, industry sales.... 
C2HR, the Content & 
Connectivity Human 
Resources associa¬ 
tion, has named Kia 
Painter, executive VP 
and chief people of¬ 
ficer at Cox Commu¬ 
nications, as its pres¬ 
ident. Also named to 
the C2HR board were: 
Melissa Dutmers, 
VP of performance 
and engagement, 
Paramount Global; 
Kristin Hansen, VP 
of human resources, 
Hearst TV; Christiane 
Sentianin, VP and 
HR business partner, 
Disney Entertainment 
Television; Ericka 
Tate, VP, global people 
business partner, 
Roku; Guillermo Villa, 
senior VP of total 
rewards and human 
capital operations, 
TelevisaUnivision; and 
John Wilson, senior 
VP, people and culture, 
Warner Bros. Dis¬ 
covery. ... Paramount 
Advertising president 
John Halley was 
named chair of the 
Interactive Advertising 
Bureau (IAB). 

For more personnel news from 
the TV, video and connectivity 
business, go to nexttv.com/ 
fates-and-fortunes. 
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FREEZE FRAME 

UIÜ 

At the œd-carpet premiere of FX's Shogun at the Academy Museum in Los Angeles 

(I. to r ): John Landgraf, chairman, FX Content and FX Productions; Anna Sawai; 

Hiroyuki Sanada; and Dana Walden, co-chairman, Disney Entertainment. 

At NBCUniversal s TCA Winter Press Tour reception in Pasadena, Calif. (I. to 

r.): Lisa Katz, president, scripted content, NBCUniversal Entertainment; Kelly 

Campbell, president, Peacock & Direct-to-Consumer; Frances Berwick, chairman, 

NBCUniversal Entertainment; Corie Henson, EVP, unscripted content, competition 

and game shows, NBCUniversal Entertainment; and Rachel Smith, EVP, unscripted 

Gina Prince-Bythewood (I.) and Reggie Rock 

Bythewood at the Los Angeles premiere of 

National Geographic's Genius: MLK/X at the 

Samuel Goldwyn Theater in Beverly Hills, Calif. 

At the Los Angeles premiere of Apple TV Plus 

series Masters of the Air (I. to r.): Zack Van 

Amburg, head, worldwide video, Apple; Eddy 

Cue, senior VP, services, Apple; Steven Spielberg, 

executive producer; and Jamie Erlicht, head, 

worldwide video, Apple. 

Snoop Dogg (rear) and (front, I. to r.) Jonigan 

Booth, Alexander Gordon, Adan James Carrillo, 

Caleb Dixon, Kylah Davila and Shamori 

Washington at the world premiere afterparty 

for Prime Video's The Underdoggs at The Culver 

content, lifestyle and documentaries, NBCUniversal Entertainment Studios in Culver City, Calif. 
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FREEZE FRAME 

I M F D I A ' MEDIA 

(From I.): Kim Kimble, Kara Saun and Vanessa 

■ Riley of Loveuary's Sense & Sensibility at 

Hallmark Media’s TCA Winter Press Tour session. 

Musician Charlie Puth (I.) and songwriter 

Bernie Taupin at PBS’s TCA Winter Press Tour 

session for the special Elton John and Bernie 

Taupin The Library of Congress Gershwin Prize 

for Popular Song. 

Sonja Sohn of ABC’s Will Trent at the network's 

TCA Winter Press Tour press conference. 

At AMC’s TCA Winter Press Tour session for Parish (I. to r.); Zackary Momoh, 

Giancarlo Esposito and Skeet Ulrich. 

(From I.): Bryan Terrell Clark; Jeanine Liburd, chief social impact and 

communications officer, BET; and Diarra Kilpatrick and Dominique Perry at the TCA 

Winter Press Tour presentation for BET Plus's Diarra From Detroit. 
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data mine 

Most Likable Super Bowl LVIII Ads 
Which “Big Game” spots scored the most with audiences this year? 

Highlighted below are the most likable ads that ran during Super Bowl LVIII,according to the ¡Spot Creative Assessment Survey 

Super Spotlight: The ¡Spot 
Creative Assessment 
Survey measures the 
extent to which survey 
respondents like an ad -
in this case,relative to the 
average score during this 
year’s Super Bowl. Brands 
deployed humor and a 
long list of celebrities 
during Super Bowl ads 
once again in 2024,in an 
attempt to maximize 
appeal across 
demographics. 

1 BMW: Talkin’Like Walken 
Likability Score: 17% above norm 

Top Emotion: Funny 

Brand Recognition: 65% 

2. Volkswagen: An American Love Story 
Likability Score: 15% above norm 

Top Emotion: Nostalgic 

Brand Recognition: 81% 

3.State Farm: Like a Good Neighbaaa 
Likability Score: 14% above norm 

Top Emotion: Funny 

Brand Recognition: 92% ^•StdteFdrm 

4. Doritos: Dina and Mita 
Likability Score: 14% above norm 

Top Emotion: Curiosity 

Brand Recognition: 67% 

5. Toyota: Dareful Handle 
Likability Score: 14% above norm 

Top Emotion: Curiosity 

Brand Recognition: 88% 

Doritos 

iSpot.lv 

AVERAGE MONTHLY PRICE FOR SVOD SERVICES OVER TIME 
Competition among STODs for subscribers over the last few years has helped keep prices in check. But with the entire industry now looking to 
improve direct-to-consumer arerage revenue per user (ARPU), price hikes have started to proliferate across the board. The chart below, derived 
from One Touch Intelligence's StreamTRrlK video-intelligence service, shows how average prices have crept higher over the last year. 

* Data as of Feb 22,2024 I SOURCE: One Touch Intelligence's StreamTRAK video intelligence service. 

Month Price 

February 2023 

March 2023 

April 2023 

May 2023 

June 2023 

July 2023 

August 2023 

September 2023 

October 2023 

November 2023 

December 2023 

January 2024 

‘February 2024 

$10.05 

$10.05 

$10.05 

$10.42 

$10.33 

$10.45 

$10.45 

$10.24 

$10.97 

$10.97 

$10.97 

$10.97 

$11.01 
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THE FIVE SPOT 

Harris Faulkner 
Anchor and host, Fox News Channel 
‘Faulkner Focus’ anchor, ‘Outnumbered’ co-host 
is starting 2024 on a ratings roll 

With the 2024 
presidential 
election season 
underway, Fox 
News Channel 

anchor and host Harris Faulkner is 
heating upon the ratings front as the 
host of two daily shows on the cable 
news network. 

The 19-year Fox News veteran’s 
morning news series. The Faulkner 
Focus, averaged nearly 15 million 
viewers in January. That’s a larger 
average audience than such broadcast 
shows as GMA3: What You Need to Know 
on ABC and CBS’s The Talk tallied during 
the first week of February, according to 
Nielsen data provided by Fox News. 
Outnumbered — Faulkner’s other daily 

series, which she co-hosts with Emily 
Compagno and Kayleigh McEnany — is 
marking its 10th year on air in 2024. 
That show features a panel of regular 
contributors discussing breaking news 
and issues of the day. 

Faulkner recently spoke to B+C 
Multichannel News senior content 
producer R. Thomas Umstead about the 
upcoming election news cycle and the 
challenges of competing in a crowded 
television environment. 

How have you been able to build 
ratings momentum in a noisy, 
competitive television news 
environment? It's about consistency. 
When people tune in, they know what 
they’re going to get. My only goal is to 
tell the truth and to get the audience 
to remember some of those words by 
the way that I deliver it. I don’t want to 

waste their time and I don’t want them 
to think that I take them for granted. 

How has the cable-news business 
changed since you’ve been at Fox News? 
The platforms are all still changing, but [ 

I when you talk about reaching viewers, I 

BONUS 
FIVE 
Favorite TV show 
of all time? Star 
Trek - every 
version. 

TV show you're 
currently 
binge-watching? 
One Day (Netflix) 

Most recent best 
meal? River Palm 
Terrace, right in my 
New Jersey hood. 

Destination on 
your bucket list? 
The southern tip of 
Spain. 

The person in 
history whom you 
would've loved to 
have interviewed? 
My mom. 

especially a young audience, staying 
relevant is everybody’s goal. You’ve 
got to be there when news happens ... 
that’s what makes you relevant in this 
business. Whatever they are doing to 
consume the information, you have to 
bring the truth to them and tell it in a 
memorable way. 

Has the cable news business improved 
for women in general, and for women 
of color in particular? The one 
place I want to see more of us — 
and this includes Fox by the way — is 
as content drivers behind the scenes. 
We need line producers, senior 
producers and executive producers. 
We need people who are handling 
and driving the content behind the 
scenes. I think we have representation 
in front of the camera with people of 
many diverse lanes, and I encourage 
networks to look at more than skin 
color and hair texture when it comes 
to diversity. 

What role will the media serve in the 
2024 elections? I do think we have a 
responsibility to prepare the viewer. 
The unifying message to me, the 
nonpolitical, apolitical message to me is 
to go and to do what my dad fought for 
— go do your supreme right of freedom 
and vote. In that sense, that’s our most 
important job. And the way that you 
do that is to instill confidence in people 

I that you’re preparing them and that 
I you’re telling them the truth, especially 
around presidential elections. 

What’s left for you to accomplish in the 
news business? It is an accomplishment 
when you’re on a team for there to be 
a measurable way to show them how 
you’re doing. So while I don’t think it’s 
the end-all be-all, when we have good 
news to share about how the show is 
doing I’m extremely proud. Sometimes 
the only measurement that we get 

I besides the beautiful comments from 
I viewers that we get to meet in person 
are the ratings, and that’s of course what 

I our bosses look at. • 
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March 21, 2024 Ziegfeld Ballroom, NYC 

WONDER 
WOMEN 
NEW YORK CITY 

Prepare to celebrate the remarkable achievements 
of the most outstanding women in the media and 
entertainment industry as we acknowledge their 
unwavering dedication, innovation, and leadership 

Í i 

w MARKETING 
PARTNERS 

TheWICT 

Network 

CONGRATULATIONS 
TO THIS YEAR’S 
HONOREES 

Why join us? The Multichannel News Wonder Women 
Awards offer an unforgettable afternoon featuring 

celebrations, inspirational speeches, and an 
unparalleled opportunity to network with industry 

leaders and establish powerful connections. 

K's not just 

Z CZ ÊR Multichannel -ent 
ARE PRESENTED BY NCWS PARTNER HOROWITZ IQ kaitz

ooo 
(©MCNWonderWomen 
#MCNWonderWomen 



INGRID 
CIPRIAN-MATTHEWS 

President 
CBS News 

KIM GRANITO 
Chief Mlarketng Officer 

AMC Networks 

GINA REDUTO 
Senior Vice President, 

Client Strategy 
NBCUniversal 

TINA THORNTON 
EVP. Creative Studio 

ana Marketing 
ESPN 

LUCILLA D’AGOSTINO 
Head of Evolut on Media 

and Big Fish Entertainment 
Evolution Media and 

Big Fish Entertainment 
(Amazon/MGM companies) 

BARBARA MAUSHARD 
Senior Vice President. News 

Hearst Television 

STEPHANIE DORMAN 
Chief Customer Officer 

Mediaocean 

KATE MORGAN 
CPO, EVP Global Media 
Entertainment & Games 

Magid 

SARAH KATE ELLIS 
President anc CEO 

GLAAD 

LAURA PALUMBO 
JOHNSON 

Partner. Co-Founder and 
Executive Producer 

Magilla Entertainment 

ADRIENNE ROARK 
President. Content Development 

and Integration 
CBS News and Stations and 

CBS Media Ventures 

NOGA ROSENTHAL 
General Counsel and Chief 

Privacy Officer 
Ampersand 

SHEEREEN RUSSELL 

WAR I 
DISC 

EVP, Ad Sales, Client Partne'ships 
& Inclusive Solutions 

Warner Bros Discovery 

KAVITA VAZIRANI 
EVP of Research. 

Insights and Analytics 
The Walt Disney Company 

ADRIANA WATERSTON 
EVP. Insightsand Strategy 

Horowitz Research, division 
of MlA IRIC Research 

LINDSEY WOODLAND 
Group Vice President 
of Client Data Science 
605 and iSpot.tv 

Scan me to book tickets and tables 

SPONSORSHIPS, TABLES, TICKETS & ADS CONTACT: 
Jessica Wolin | 212-685-4233 | mcnwonderwomenevents@gmail.com 



APRIL 18, 2024 • ZIEGFELD BALLROOM • NY( 

CARLE 
HA1 IofFAME 

LIZ 
CLAMAN 

Anchor, 

FOX Business Network, 

The Claman Countdown 

BONNIE 
HAMMER 
Vice Chairman, 

NBCUniversal 

YVETTE 
KANOUFF 

Partner, 

JC2 Ventures 

LARRY E. 
ROMRELL 
Board Member, 

Liberty Media and 

Liberty Global 

STEVEN A. 
WHITE 
President, 

Special Counsel to CEO, 

Comcast Cable 

ROUZBEH 
YASSINI-FARD 

Founder and 

Board Member, 

YAS Foundation 

REGISTER NOW 
FOR MORE INFORMATION OR TO MAKE 

A SPONSORSHIP RESERVATION, CONTACT US AT 

720.502.7513 
or myacovetta@cablecenter.org 

CABLEHALLofFAME.com 
chof@syndeoinstitute.org / #CableHOF 

3' amdocs JC@VENTURES 

Cablefax 

THANK YOU TO OUR SPONSORS 
AS OF 2/20/24 

O Light Reading Multichannel 
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