
NATPE • MIAMI BEACH WEDNESDAY, JANUARY 23, 2019

S H O W D A I L Y

See ‘Brands’ Page 5

BRANDS
FEATURE 
CONTENT

See ‘GLOBAL’ Page 4

INT’L IS 
KEY TO 
GROWTH

See ‘Global’ Page 5

GAME 
PLAN: 
ADAPT

PH
O

TO
 B

Y 
AL

EX
  M

AT
EO

BY CATHY CORCORAN

When it comes to adver-
tising expenditures, 
the question brands 

ask is, “Where do we get the 
most bang for the buck?” 
For years, the answer was, 
“Broadcast TV,” where hit 
shows garnered 20 point 
Nielsen ratings.Now, with 
the advent of on-demand 
viewing, the growing success 
of Netflix and other OTT 
platforms, and hundreds of 
shows airing on YouTube 
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BY KRISTIN GALLAGHER

Over the last several years, 
the media–much like 
the rest of the world–has 

been focusing on the impor-
tance of international pro-
gramming and collaboration. 
NATPE’s agenda reflects this 
shift with an international 
programming track that 
highlights global program-
ming and distribution. 

Tuesday’s panel, What the 
World is Buying, looked at 

NAT PE  M i a m i  2 019 
kicked off Tuesday with 
opening remarks from JP 
Bommel, president and 
CEO, NATPE and Andy 
Kaplan, NATPE Board of 
Directors. Some insights: 
it’s already a record-setting 
year for the number of 
shows launched at NATPE 
Miami and for the influx 
of international attendees, 
representing 40 percent 
of attendees. As Bommel 
commented, “Content 
doesn’t need a passport, 
but it must be global to suc-
ceed.” Meanwhile, 35 per-
cent of registrants are at-
tending as buyers looking 
for quality ccontent. “It’s 
content with a capital ‘C’ 
and NATPE is all about it,” 
Bommel said….

See ‘At Deadline’ Page 5

BY CATHY CORCORAN

In what he called, “A  Nos-
tradamus moment,” Bruce 
David Klein, Executive Pro-

ducer for Atlas Media asked 
a panel of media experts 
where they thought the in-
dustry would be in five years. 
The general consensus was, 
“Nobody knows, but we’re 
moving forward anyway.”

That forward momentum 
is fueling media compa-
nies’ strategies to plot a fu-
ture course flexible enough 

The Walking Dead wins the “Most In-Demand TV Series” in the world for 2018 at the 
Global TV Demand Awards at NATPE Tuesday. The Walking Dead Executive Producer 
Denise Huth, and actors Josh McDermitt and Pollyanna McIntosh, accepted the award. 
The Global TV Demand Awards winner was determined using Parrot Analytics’ global 
audience demand measurement system, a metric capable of measuring how much a TV 
series is wanted in 100+ markets around the world, across all platforms.
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and Facebook, viewers can watch 
just about anything without com-
mercials. What’s a brand to do?

Enter branded content, now play-
ing 24/7 on YouTube and other 
platforms and attracting millions of 
viewers that modern brands want 
to reach. For the past several years, 
overall digital ad dollars have sur-
passed TV ad expenditures, and, as 
the industry continues to expand, 
NATPE is offering panel sessions 
featuring the brands and producers 
who are making it all happen.

Kaaren Whitney-Vernon is senior 
VP of Branded Entertainment for 
Shaftesbury Entertainment, a To-
ronto-based company that works 
closely with brands to develop con-
tent. In partnership with Kotex, 
Shaftesbury developed Carmilla, 
a web series that aired on You-
Tube channel KindaTV for three 

seasons. Each season aired 36 epi-
sodes from three to seven minutes 
in length. The format featured a 
single camera trained on Laura, a 
young college student who broad-
casted a fictional vlog about her 
missing roommate. Carmilla gener-
ated over 70 million views on line. 
At NATPE, Whitney-Vernon spoke 
on the panel, Reimagining Short 
Form for Television: Getting the 
Deal Done.

Whitney-Vernon says, “We do a 
deep dive looking at research from 
our client as well as information 

on the target market.” Shaftesbury 
aimed Carmilla at young women 18-
24 and selected specific YouTube 
channels popular with this group. 
They also worked with online influ-
encers to spread the word about the 
series.

Pre- and post-season research re-
vealed a high level of engagement 
with the brand among the target 
audience and greater favorability to 
purchasing Kotex products, Whit-
ney-Vernon says. In 2017, a full-
length feature film, The Carmilla 
Movie, was released in theaters.

Brand/production alliances can 
reach older demographics on more 
traditional platforms as well. Andy 
Singer, executive VP of TV & Digi-
tal Content at Los Angeles-based 
production company Alkemy-X, 
is a veteran of bringing branding 

campaigns to traditional networks. 
The one-hour series World Class 
Bartender of the Year, sponsored by 
premium liquor distributor Diageo 
Reserve, featured bartenders from 
60 countries who mixed cocktails 
for a panel of judges. “Think Ameri-
can Idol for bartenders,” Singer says. 
The series aired for three seasons on 
100 TV channels around the world, 
including the The Travel Channel 
and The Food Network. Singer will 
moderate today’s panel Brands Pow-
ering Creativity.

Some brands are even going fur-
ther, setting up their own in-house 
production studios, observes Marc 
Battaglia, Executive Creative Direc-
tor of Marriott International Cre-
ative and Content Marketing. “We 
think of ourselves as storytellers,” he 
says. “We’re not hitting viewers over 
the head with hotel logos or book-
ing sites. We’re telling stories that 
invite viewers to make emotional 
connections to far-off places. We 
remind them of how travel stretches 
our minds and connects us to oth-
ers, how it can leave us renewed and 
transformed.”

The in-house studio develops vid-
eo products for 30 different brands 
under the company umbrella, from 
the budget-friendly Courtyard to 
the exclusive Ritz Carlton Reserve 
properties. 

BRANDS’ CONTENT TAKES CENTER STAGE
CONTINUED FROM PAGE 1

Natasha Negovanlis as Carmilla and Elise 
Bauman, Carmilla.

EXTRA EXTRA’s press room at 
NATPE is located in Splash 7 at the 
Fontainebleau Hotel.

Email news and announcements 
to Sharon Donovan at 
extraextrashowdaily@gmail.com.

Daily deadline is 2 p.m.
For advertising sales contact Sandra 
Driggin (cell, 617-212-4000).
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the rich opportunities in internation-
al distribution and the rapid manner 
in which businesses are evolving in 
response to the globalization of con-
tent. “We are in the midst of a massive 
transformation in how viewers watch 
television and how producers present 
ideas,” explained panelist Carlotta 
Rossi Spencer, senior VP, format ac-
quisitions, Banijay Group. Once large-
ly passive, TV audiences now play a 
more active role in deciding what con-
tent to watch and when. Audiences 
have become accustomed to viewing 
content on demand and on multiple 
devices, rather than tuning in at a 
specific time to watch a program. Lib-
erated from thinking in terms of spe-
cific time slots, producers must now 
reflect on a more active audience in 
order to inform content, she says. 

Buffalo 8 Productions’ Steven 
Adams, head of management & 
partner, as well as panelist on Tues-
day’s Innovating International Co-
Productions, said that this shift 
in the industry has fundamentally 
impacted development. The world 
is connected in such a way that 
producers must think about inter-
national distribution and co-pro-
ductions from the outset. “We are 
on the verge of a brave new world 
of unprecedented internationalism 
that is creating new ways of collabo-
rating,” he said.

Armando Nuñez, president and 
CEO of CBS Global Distribution 
Group, sees the broadening of inter-
national markets as good for content 
creators. “One of the benefits of the 
global marketplace is the great inter-
national content that U.S. viewers can 
now watch.” Nuñez said. “Of course, 
program quality is still key to drive 
viewership or subscribers.” Nuñez 
was a panelist on What the World is 
Buying. 

With growing globalization, it  
appears that quality content is  
evolving to include more potential au-
diences than ever before. 

Amy Reinhard, VP content acquisi-
tion, Netflix, and What the World is 
Buying panelist explained, “The days 
of believing content could only appeal 
to advertiser-driven demographics are 
over. We find that a grandmother in 

India may watch something as fer-
vently as a 20-year-old college student 
in California. So that has opened the 
door for many new types of stories 
and storytellers.” Netflix, of course, is 
subscriber-driven rather than adver-
tiser driven.

“We’ve had years of programming 
from a specific point of view, type of 
casting, and voice in the world,” said 
Buffalo 8 Productions’ 
Adams. “We are now lev-
eling the playing field 
and opening up opportu-
nities for new voices.”

The opportunity to 
seek out those voices and 
share them with viewers 

around the globe is not 
lost on content distrib-
utors. As Sunita Uchil, 
chief business officer, 
global syndication & 
co-productions for Zee 
Entertainment Enter-
prises, pointed out, 
“Our team is on the 
ground in several ter-
ritories, learning what content appeals 
to those local audiences and discover-
ing who will be our best partners.”

New voices also translate to in-
novative programming, as well. For 
example, Israel-based Keshet Media 
Group is about to launch a reality TV 
concept, 2025, that will incorporate 
developing technologies to allow for a 
new form of storytelling. Keshet Me-
dia Group’s CEO, Avi Nir, will reveal 
specifics and highlight a clip during 

his keynote address this morning. 
The ‘Man with a Crystal Ball’ is 
scheduled for 9:20-9:50 am in Glim-
mer 5/6.

Experts agree that, as the industry 
shifts to avail itself of opportunities 
in an increasingly globalized world, 
borders become less important. Tim 
Mutimer, CEO, Banijay Right, shared, 
“The rise in the quality of scripted 

programming 
has meant the ap-
petite for good 
drama has in-
creased around 
the world,  re -

gardless 
of the lan-
guage and 
w h e r e  i t 
is produced.” In the unscripted uni-
verse, viewers’ penchant for reality 
programming—especially with well-
known brands such as Temptation Is-
land, Wife Swap, and Survivor—has 
prompted Banijay to create versions 
of these shows for an expanding 
audience. 

The creation of more foreign lan-
guage content is also growing audi-
ences and appealing to new viewers.“ 
The exciting thing we are seeing is 
foreign language programming trav-
eling around the world. To see the au-
dience (and critics, too) show up for 
a show like Babylon Berlin is tremen-
dously exciting and a real validation 
of our global approach to storytell-
ing,” Netflix’s Reinhard explained.

Licensing opportunities are also 
plentiful for international distribu-
tion. For example, Zee Entertainment 
Enterprises’ programs have been li-
censed in more than 25 different lan-

guages, including Arabic, 
Russian, and Swahili. It just 
completed a co-production 
called The Life of Earth from 
Space with the Smithson-
ian Networks in the U.S. 
and India, produced by 
UK-based Talesmith. “We 
joined our creative and busi-
ness teams together to come 
out with an extraordinary 
program about the history 
of earth,” says Zee’s Uchil. 

With so much potential 
for growth, these industry 
stalwarts might be strained 
to find any oppositional is-
sues. While some say that 

consolidation throughout the 
industry could pose challenges, 
others believe diversification of 
products could provide insula-
tion to any disruption caused 
by consolidation. For example, 
Banijay’s Mutimer said the com-
pany is launching proprietary 
OTT services that will allow it 
to work with all players seeking 
great content without being tied 
to vertical integration or a linear 
channel. 

“There’s so much investment 
in programming internationally 
that it feels like there are a lot 

more opportunities than challenges 
going into 2019,” observed Netflix’s 
Reinhard. “Certainly the biggest chal-
lenge has always been and will con-
tinue to be accessing great projects, 
finding new talent, and figuring out 
how to make the economics work for 
everyone.”

INTERNATIONAL COLLABORATION KEY TO MARKET SURGE
CONTINUED FROM PAGE 1

Carlotta Rossi Spencer, 
head of format acquisitions, 
Banijay Rights

Steven Adams, head of 
management & partner, 
Buffalo 8 Productions

Avi Nir, CEO,  Keshet 
Media Group

Tim Mutimer, CEO, 
Banijay Rights

Sunita Uchil, CBO global 
syndication & co-production, 
Zee Entertainment Enterprises

Highlights from Tuesday’s panel of Wall Street analysts: 
The five biggest players—Netflix, Disney, Amazon, ATT, 
and Comcast—spent about $107 billion on content in 
2018, a 20 percent increase over the previous year. Nearly 
60 percent of the analysts participating in a proprietary 
survey observed that traditional media companies should 
protect their businesses by selling them outright, while 
about 30 percent believed those companies should invest 
in such non-traditional businesses such as OTT or direct-
to-consumer services. With regard to direct-to-consumer 
trends, the analysts’ opinions differed on new services 
from Disney and WarnerMedia. While 60 percent were 
feeling bullish about Disney +, nearly the same amount 
felt bearish about WarnerMedia. This may be due to the 
WarnerMedia’s apparent inability to show viewers that 
it can be innovative in a streaming world, as well as po-

tential customer confusion regarding the three differ-
ent OTT products it is launching. Analysts agreed that 
the more than 100 direct-to-consumer services currently 
available are crowding the market and only a handful 
will survive. 

Bounce, part of  E.W. Scripps and the only emerging 
broadcast—or “multicast”—TV network producing origi-
nal scripted series, has renewed Saints & Sinners for a 
fourth season to premiere this summer. The network also 
has a new licensing agreement that will make previous ep-
isodes of the hit original drama series available to stream 
on Hulu. Three seasons of Saints & Sinners will stream 
on Hulu ahead of the season four premiere—marking the 
first time originally-produced content from Bounce will 
be available on the premium streaming service…

AT DEADLINE…  AT DEADLINE…
CONTINUED FROM PAGE 1

Wall Street powerhouse: James Marsh, SVP & head of 
investor relations, Lionsgate; Alexia Quadrani, manag-
ing director, J.P. Morgan; Michael Nathanson, found-
ing partner, MoffettNathanson; Amy Yong, analyst, 
Macquarie; and Steven Cahall, senior analyst, RBC 
Capital Markets

to adapt to changing distribution 
systems.

For example, Facebook is currently 
providing long form, short form, se-
rialized, and stand-alone content that 
resonates with different groups. 

Mina LeFevre, Facebook’s Head of 
Development & Programming, said 
that her group is still in the experi-
mental stages of providing original 
content on its platform. With more 
than 2.2 billion monthly active users, 
the audience is segmented into many 
different age, geographical, and cul-
tural groups. One programming size 
does not fit all, she said. 

From the production side of the 
equation, panelist David Collins shep-
herded a blockbuster series from a ca-
ble network platform to a digital one. 
Lead producer on the original series 
Queer Eye for the Straight Guy that aired 
on Bravo in the early 2000s, Collins 
brought the reboot of the show to Net-
flix in 2018, where it became the plat-
form’s first original reality series. 

The difference between produc-
ing the show for cable TV vs. for the 
world’s largest OTT platform was 
a matter of finding a new cast and 
tweaking the tone. “Netflix told us 
that they wanted an ‘evergreen’ show 
that viewers could watch any time. 
The cast had to be as diverse as possi-
ble to appeal to a global audience and 
the show had to ‘have a heart and soul 
to it,’” Collins said. Though Netflix 
is famous for not revealing audience 
numbers, the reboot of Queer Eye has 
been one of the most buzzed-about 
shows of 2018. The second season has 
just been released.

From a distribution perspective, 
new opportunities for programming 
mean more programs are available 
to viewers. “More than 1900 new un-
scripted series were aired last year on 
various platforms, along with an ad-
ditional 900 scripted shows, said John 
Ford, GM and head of programming 
for NPACT, a trade association for 
the non-fiction creative community. 
“Viewers are drowning in content,” he 
said. 

Greg Lipstone, President of Prop-
agate Content, said that he and his 
team distribute their programming to 
both OTT and traditional networks. 
The subscriber-based model is work-
ing for OTT platforms, he said, “But 
we don’t want to ignore the billions in 
advertising dollars out there that execs 
want to place with linear networks.”

“Even though companies have tre-
mendous data resources and ‘secret al-
gorithms’ that they use to green-light 
new programs, we’re not in the cy-
borg era yet,” panel moderator Klein 
said. “We still need audiences to con-
nect on an emotional level with our 
programs.”

GAME PLAN
CONTINUED FROM PAGE 1
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Twentieth Television team at NATPE
Juan Pablo Salvatore, Executive Producer, Inspector 
Roja, Villano; and DCD Rights’ Nicky Davies  
Williams, CEO, and Rick Barker, Head of Sales

Adam Lewinson, Chief  
Content Officer, Tubi

Lionsgate’s Agapy Kapouranis,  
President, International Television  
and Digital Distribution

David Armour, Creator & Executive 
Producer of Paternity and Personal 
Injury Court; Judge Lauren Lake, 
Paternity Court; and Judge Gino 
Brogdon, Personal Injury Court 

Andy Singer, Executive VP, and Justin 
Wineburgh, President & CEO, Alkemy-X

A+E Networks International’s Patrick Vien, Executive 
Managing Director; Ellen Lovejoy, VP/Head of Content 
Sales Americas and Formats; Richard Tulk-Hart, Managing 
Director, International Content Distribution and co-produc-
tions; Helen Jurado, Senior Director, Content Sales; Edward 
Sabin, Executive Managing Director  

Jerry Springer, of the new Judge Jerry  show  
and Kerry Shannon, Executive Producer

Alan Tacher, Chiquinquira 
Delgado, Univision

 Maikel Rodriguez, Alejandro Gonzalez, 
Los Pichy Boys

 Fernando Monzan, Carlos Gatman, David Larrad, 
cinemacomics.com

Sebastian Trujillo, Melissa Robles, Ramon Rodriguez, 
BBC Studios
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FIVE MINUTES WITH…  RITA MORENO
Editor’s Note: Over the course of 
her 70-year career, Rita Moreno 
has acted, sung and danced her 
way to an Oscar, a Tony, two 
Emmys, and a Grammy Award. 
Born in Puerto Rico, she and her 
mother moved to New York when 
Rita was a child. By age 11, she was 
reading Spanish-speaking voices 
for Hollywood films. Debuting 
on Broadway at age 13, she has 
starred in London’s West End and 
appeared in more than 40 feature 
films and numerous TV shows. 
Her one woman show, Life With-
out Makeup, had a long run at the 
Berkeley Repertory Theater. 
    She recently completed a 30-city 
concert and lecture tour and is 
currently starring in the Latino re-
make of Norman Lear’s classic sit-
com, One Day at a Time on Netflix. 
She voices the character “Abueli-
ta” on NBC-TV’s Sprout Network 
animated series, Nina’s World, and 
was the voice of Carmen Sandiego 
on Fox’s animated series Where on 
Earth is Carmen Sandiego? Author 
of The New York Times bestsell-
ing Rita Moreno: A Memoir, she was 
awarded a Presidential Medal of 
Freedom, the U.S.’s highest civil-
ian honor.
Who do you most admire?  
    I admire many people, but my 

current co-star Justina Machado 
(One Day at a Time) never ceases 
to amaze me. This woman is 
insanely crazy talented. She can 
be very funny and make you pee! 
And then she switches on a dime 
and she can make you weep. She 
knocks me out. She is probably 
one of the best acting partners I’ve 
ever had.
What accomplishment has given 
you the most joy?
    I’ve enjoyed just about ev-
erything I’ve done, but playing 
Maria Callas in Master Class (at the 
Berkeley Repertory Theater) was 
extraordinary.     
   Her character was written in a 
rich way and there were so many 
opportunities to really ham it up. 
That can be a trap of course. It’s 
easy to go too far. I prided myself 
on pulling back on having the 
control to do that. That role really 
made me grow as an actress.
    And of course, West Side Story 
was the opportunity of a lifetime 
for me.
From what mistake have you 
learned the most?
   After I won an Oscar for West 
Side Story, I thought I’d have 
my pick of parts, but everyone 
in Hollywood wanted to cast me 
as a dusky maiden or a Spanish 

spitfire. I refused those roles, 
thinking I’d show them! But 
they showed me—I didn’t do a 
film for seven years after West 
Side Story. It broke my heart.
If  you were not working in me-
dia, what would you be doing 
instead?
    I can’t imagine doing any-
thing else. I still love what I’m 
doing.
What is something that most 
people don’t know about you?
    I admit it, I sometimes envy 
Jennifer Lopez. She doesn’t 
have to talk with an Hispanic 
accent, she doesn’t have to 
play the kind of roles I had 
to play. And really, good for her. 
Finally, the door of stereotyping 
is ajar in Hollywood. It’s not wide 
open, and it’s heavy, and you have 
to push hard, but it is ajar. Thank 
God for that.
What would you like to add that we 
didn’t ask you?
    Since its very genesis, this 
country has been an incubator for 
hopeful immigrants, for dreamers. 
As far back as I can remember, I 
wanted to be a performer, to make 
it in show business. It took a long 
time, but I finally learned that the 
American dream could happen for 
people like me. 

Wrap up
    When Steven Spielberg an-
nounced his remake of the classic 
West Side Story, he wanted Moreno 
as part of the remake. She will be 
playing Valentina, a reconceived 
and expanded version of the 
character of Doc, the owner of the 
corner store where Tony works.
    “Never in my wildest dreams 
did I see myself revisiting this 
seminal work, “And to be asked by 
Steven Spielberg to participate is 
simply thrilling! I am tingling!”
    Filming for West Side Story is set 
to begin in this summer.

BRANDON TARTIKOFF 
LEGACY AWARDS

Recipients this year are comedian and media mogul Byron Allen, 
producer and writer Mara Brock Akil, former Chairman of NBC Entertainment Robert Greenblatt, 

and award winners and industry icons Rita Moreno, Betty White and Henry Winkler. 

TICKETS  SOLD SEPARATELY 

Profiles and Q&A interviews written and complied by Cathy Corcoran

TODAY
 FONTAINEBLEAU HOTEL. 5:30PM

Editor’s Note: Writer and pro-
ducer of more than 400 episodes 
of TV, Mara Brock Akil started 
her career writing and producing 
such classic programs as The Jamie 
Foxx Show and Moesha, and later 
went on to create the series Girl-
friends, its spin-off, The Game and 
BET’s hit series Being Mary Jane. 
Most recently, Brock Akil pro-
duced Black Lightning for The CW 
and created Love Is __ for OWN. 
In her writing, she has tackled 
the sensitive issues of AIDS, class, 
racism.
Who do you most admire? 
    I admire those who work with 

joy, passion, kindness and pro-
fessionalism, those who work 
as if the act itself is a prayer of 
gratitude, those who strive for 
greatness but remember to bring 
others along with them as they 
climb.   
And so I’m thinking of Wendy 
Raquel Robinson, the actress I 
collaborated with on The Game 
and who is the co-founder of 
Amazing Grace Conservatory. I’m 
thinking of Ruth Carter; the cos-
tume designer I collaborated with 
on Sparkle and Being Mary Jane.

    I’m thinking of Loretta Devine, 
the actress I collaborated with on 
The Game, Being Mary Jane, and 
Love Is___.  
I’m thinking of my dream team: 
Steven Calitri (cinematographer) 
and Jerry Fleming (production 
designer) and Provi Fulp Ramphal 
(costume designer) who I made 
magic with on Love Is___.   
    I, of course, am thinking of my 
mentor Ralph Farquhar who took 
a chance on me and so many in 
this business.  
    I’m thinking of my attorney, 
Stephen Barnes, who is always by 

my side. I’m thinking of so many 
amazing people I have had the 
honor to collaborate with in the 
25 years I’ve been in this business.
What accomplishment has given 
you the most joy?
Producing nearly 400 episodes of 
TV with dignity in the making of 
it and the telling of it. But I must 
highlight my most recent work, 
Love Is___.  It is how I envisioned 
telling stories back in 1993 when I 
first came to Hollywood to pur-
sue my dream of storytelling. It 
has taken me my entire career to 
exactly reflect my vision. I am so 
proud of this show.  It made me a 
360 degree storyteller—directing, 
writing, producing and creating 
the show. And I got to do it with a 
village of talented artists who had 
the courage to tell a story about 
love with love.   
    It’s important to me to give my 
time, attention and expertise to 
ambitious and talented people 
who are eager to learn. Along 
the way, I’ve learned to carefully 
choose the people I devote my 
energy to. It’s been a beautiful 
journey and it matters who is on 

that journey with you. 
If  you were not working in media, 
what would you be doing instead?
    I would be an architect and 
interior designer. My personal 
practice would center around 
living spaces, including hotels 
and resorts. It is another form 
of writing, rewriting and being a 
visionary.
What is something that most 
people don’t know about you?
    I love puzzles. Oh, and I talk 
to my angels more than I talk to 
people.
What do you wish you’d known 
when you started in your career?
    Not to worry so much along the 
way. 
Wrap up: Akil’s philanthropic 
efforts include active support 
of LAXArt, The Underground 
Museum, The Samburu Project, 
Dance Theatre of Harlem and 
The Studio Museum of Harlem. 
She serves on several boards, 
including the advisory board for 
the Humanitas Prize, WGA West’s 
Board of Directors, and North-
western University’s School of 
Communication National Advi-
sory Council. 

FIVE MINUTES WITH…  MARA BROCK AKIL
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Editor’s Note: When Robert 
Greenblatt was chairman of NBC 
Entertainment from 2011-2018, the 
peacock network’s ratings climbed 
to No. 1 in the 18-49 demo and 
remained in that position for five 
consecutive seasons. His hits in-
clude This Is Us, the revival of Will 
& Grace, World of Dance, The Good 
Place and Ellen’s Game of Games.
    A Golden Globe Award-winning 
TV producer (Six Feet Under) and 
Tony Award-winning Broadway 
producer (A Gentleman’s Guide to 
Love and Murder), Greenblatt also 
lead NBC to air several highly suc-
cessful live TV events, including, 
The Sound of Music Live!
Who do you most admire?  
    Steven Spielberg, Peter Chernin 
and Scott Rudin.  
   Steven is the greatest filmmaker 
of our time, but even more than 
that, he’s a superb and prolific TV 
and movie producer, and a hu-
manitarian who is deeply empa-
thetic, civic-minded and engaged 
in politics.  
   I believe that Peter Chernin—my 
personal mentor—is the most suc-
cessful entertainment executive of 
the last 30 years as he built News 
Corp/Fox into a worldwide pow-
erhouse. Also, he invented Hulu—
one of the first direct-to-consumer 
platforms.
    And Scott Rudin is simply the 

best creative producer of film, 
television, and theatre in a genera-
tion. 
 What accomplishment has given 
you the most joy?
    Producing Six Feet Under with 
my friends Alan Ball, David Janol-
lari and Alan Poul, and putting 
live musicals into millions of 
American homes. 
From what mistake have you 
learned the most?
   When I was a young executive at 
the Fox network in the 90s, I kept 
resisting the idea of developing 
The X Files because science fic-
tion didn’t appeal to me person-
ally. Chris Carter, the creator, kept 
at me with his unbridled passion 
for the show, and I realized maybe 
I should get out of the way and let 
him do it. The lightbulb went off 
for me that I can’t just get behind 
ideas I personally respond to, but 
rather I need to support creators 
and producers I respect and get 
behind their ideas. That has 
served me well.
If  you were not working in media, 
what would you be doing  instead?
    I can’t imagine doing anything 
else. But I also have a fantasy of 
running a fantastic restaurant 
where all my friends come every 
night to hear great music.    
What is something that most 
people don’t know about you?

    I used to say people don’t 
know that I play the piano, but 
I think that’s gotten out there 
over the years. So how about 
this? I went to college with Ang 
Lee!
What do you wish you’d known 
when you started in your ca-
reer?
  That television would one day 
become not only respected, but 
the most important media art 
form. When I began in 1990, 
you had to be in the feature 
film business if you wanted to 
be considered a serious artist 
and television was a second-
class citizen. Movies will always be 
important and respected, but it’s 
hard to argue that television, in all 
its forms today, doesn’t lead the 
industry.
What would you like to say that we 
didn’t ask you?
   I’m very honored to be receiv-
ing this award, named for one of 
the most iconic television execu-
tives in our business who I had the 
privilege to know. Brandon set a 
standard at NBC that will never be 
surpassed and I felt like we were 
all standing on his shoulders for 
the past eight years as we led the 
network back to its rightful place 
of being number one.        
Wrap Up: This past fall, Green-
blatt stepped down from his posi-

tion as NBC chairman.
On his last day at the network, he 
thanked his employees for their 
commitment to the network’s 
success and admitted he never 
thought it would be possible to 
bring NBC back to No. 1 among 
broadcast networks. 
   He thanked the creators, produc-
ers, performers, writers, and crew 
members who have worked at the 
network over the years. “People 
tend to give me too much of the 
credit (for our achievements), but 
the truth is all this has only hap-
pened because of the incredible 
people and the management teams 
across the entire company.”

FIVE MINUTES WITH…  ROBERT  GREENBLAT     T

Editor’s Note: Betty White’s 
career has spanned an incredible 
seven decades in Hollywood.  She 
has starred in long-running hit 
shows The Mary Tyler Moore Show, 
The Carol Burnett Show, Mama’s 
Family, Golden Girls, Hot in Cleve-
land and others. She hosted a daily 

NBC talk/variety show called 
The Betty White Show and was a 
recurring regular on The Tonight 
Show with Jack Paar, The Merv 
Griffin Show and The Tonight 
Show with Johnny Carson.
     Who do you most admire? 
     I’ve been fortunate to work 
with so many wonderful people 
in this business, it’s hard to sin-
gle anyone out, but I’m grate-
ful to the fabulous writers I’ve 
worked with over the years. I 
love and admire my Hot in Cleve-
land co-stars Valerie Bertinelli, 
Wendie Malick and Jane Leeves, 
and I especially admire director 
Jay Sandrich, who cast me as 
the innocent sweet-natured Rose 
Nylund in The Golden Girls.
What accomplishment has given 

you the most joy?
     I’ve been doing what I love for 
100 years, so again, it’s hard to 
pick one or two.  That said, White 
mentions such highlights as her 
famous Snickers commercial that 
aired during the Super Bowl in 
2010, and her gig hosting Saturday 

Night Live later that year. “Ter-
rifying, but the most fun I’ve ever 
had.”
From what mistake have you 
learned the most?  
    I wasted a whole year of my 
life telling Allen Ludden that 
I wouldn’t leave California, I 
wouldn’t move to New York, and 
I wouldn’t marry him. I finally 
did marry him (in 1963), and had 
the most wonderful 18 years as his 
wife. He was the love of my life.
If  you were not working in media, 
what would you be doing instead?
    I’d be an animal rights activist. 
Actually, I already am an animal 
rights activist. I just work in show 
business so I can support my work 
with animals.
What is something that most 
people don’t know about you?
    My favorite food is hot dogs 
and French fries, and I get all 
the exercise I need because I live 
in a two-story house and I have a 
bad memory. I’m running up and 
down the stairs all day looking for 
things I forgot!

What do you wish you’d known 
when you started your career?
    That it was okay to do a lot 
of different things. I’ve been an 
actress, a director, a producer, a 
writer. I’ve done game shows and 
devoted tremendous energy to 
helping animals. I’ve loved it all.
Wrap up
     When White was cast in The 
Golden Girls, she was first slated 
to play the man-hungry Blanche 
Devereaux. But before shooting 
began, director Jay Sandrich said, 
“If Betty plays another neighbor-
hood nymphomaniac, no matter 
how differently she plays it, the 
audience will think it’s Sue Ann 
Nivens (the character White made 
famous in The Mary Tyler Moore 
Show).  She went on to play the 
naive Rose character for seven sea-
sons of The Golden Girls, and won 
an Emmy Award for best actress.
      Note: At age 97, Betty is no 
longer doing live press interviews. 
These responses are compiled 
from previous interviews.

FIVE MINUTES WITH…  BETTY WHITE

Editor’s note: Byron Allen, the 
founder, chairman, and CEO of 
global media and technology com-
pany Entertainment Studios, owns 
eight TV networks, including The 
Weather Channel. The company 
produces, distributes, and sells 
advertising for 41 TV programs, 
making it one of the largest inde-
pendent producers/distributors 
of first-run syndicated television 
programming for broadcast TV 
stations. 
    His company launched with 
his first series, Entertainers with 
Byron Allen, a weekly, one-hour 
series profiling the current stars 
of film and TV. The show remains 
on the air today, cleared in nearly 
all TV households nationwide. 
    Who do you most admire?  
    I admire so many people, it 
would be impossible to pick just 
one or two. In the TV business, I 
always admired Johnny Carson, 
Berry Gordy and many others.
    In the business world, I admire 
Thomas Edison, Henry Ford, An-
drew Carnegie, the geniuses who 
pioneered the industrial revolu-
tion.
    On a personal level, I admire 
my mom, who did a pretty good 
job raising me, and my wife, who 
continues the work to this day.
What accomplishment has given 
you the most joy?

    As a young kid, I loved Johnny 
Carson and The Tonight Show. 
My mom worked as a publicist at 
NBC, and I was able to visit her 
and see The Tonight Show set.  I’d 
go in there when nobody else was 
around and sit on Johnny’s couch, 
pretending I was a guest.
   On May 17, 1979, I walked out 
onto that stage to do my first show 
as a guest comedian on The Tonight 
Show Starring Johnny Carson. I was 
only 18—the youngest comedian to 
ever appear on the show.
    Comedians have two birthdays. 
One is the day we’re born, and 
the other is the day we first do The 
Tonight Show.
From what mistake do you think 
you learned the most?  
    I’ve certainly made more than 
my share of mistakes, but that’s 
okay. Mistakes show you what not 
to do. The most dangerous person 
to be around is someone who’s 
never had any big setbacks. It’s 
like a fighter in the ring. If you’ve 
never been punched really hard in 
the face, you just don’t know how 
to protect yourself.
If  you were not working in media, 
what would you be doing instead?
    Residential real estate. I’ve al-
ways loved it. It’s a great business.
What is something that most 
people don’t know about you?
    I love art, and I also love great 

entrepreneurs. I study their work 
and their lives.
What do you wish you’d known 
when you started in your career?
    I wish I had known that life is a 
marathon, not a sprint. If you set 
goals and work hard, everything 
you want will come to pass. If I’d 
known that, I would have been 
able to relax a little and enjoy the 
journey.
What would you like to mention 
that we didn’t ask you?
    I think we’re living in phenom-
enal times. One hundred years 
ago, Henry Ford was building his 
automobiles and the industrial 
revolution was in full swing. To-
day, we’re in the digital revolution. 
It’s creating enormous opportuni-
ty for people who have talent and 
passion. So many barriers have 
fallen. There’s just no excuse not 
to pursue your dreams.
Wrap up :After his first appear-
ance on The Tonight Show Starring 
Johnny Carson, Allen was offered 
a position with the TV show, Real 
People at NBC. At the time, Bran-
don Tartikoff was a skinny young 
guy who was new at the network. 
Allen says he used to see Tartikoff 
in the corridors at NBC and one 
day, he got up the courage to ap-
proach him with some ideas.
    “Brandon told me he was pretty 
booked most days,” he says. “I was 

only 18 years old at the time and I 
thought he was brushing me off, 
but then he said, ‘Why don’t you 
come out to my house this week-
end and we’ll talk?’”
    “Brandon was not only brilliant 
and talented, he was kind, a real 
genuine guy. He came from his 
heart, not from his ego. I am hon-
ored to have had the opportunity 
to work with him and doubly hon-
ored to accept the award named 
after him.”

FIVE MINUTES WITH…  BYRON ALLEN

Editor’s Note: Perhaps best known 
to generations of TV viewers 
as Arthur Fonzarelli, aka “The 
Fonz,” in the TV series Happy 
Days, Henry Winkler has appeared 
in more than a dozen TV series, 
produced and directed program-
ming for both TV and the big 
screen and currently co-stars on 
the hit HBO series, Barry. He is 
also an executive producer of the 
new MacGyver series currently air-
ing its second season on CBS.

    With quality children’s 
TV programming a big pas-
sion, Winkler has produced 
several projects for PBS. 
He and his co-author, Lin 
Oliver, are New York Times 
bestselling authors, with 34 
children’s novels to their 
credit, including the popular 
Here’s Hank series featuring 
dyslexic fourth grader Hank 
Zipzer. 
Who is the  person you most 
admire?  
    Gary Marshall, creator 
of Happy Days, director of 
Pretty Woman and many other 

movies and TV shows. With all of 
his creativity, with all of his ac-
complishment, I never saw Gary 
disrespect a single person. He 
treated the studio janitor and the 
major star exactly the same, with 
kindness and respect.
What accomplishment has given 
you the most joy?
   My projects are like my chil-
dren—I don’t have a favorite. 
From what mistake do you think 
you learned the most? 

   In the past, I sometimes allowed 
my worry and my anxiety to throw 
me to the mat. What I learned 
eventually is that if you have will, 
tenacity and gratitude, you will 
eventually win. 
If  you were not working in media, 
what would you be doing instead?
   I would be working with chil-
dren, encouraging them and mak-
ing sure that their self-image was 
as strong as an evergreen.
What is something that most 
people don’t know about you?
   I’ve done so many interviews, 
I honestly don’t think there’s 
anything that people don’t know 
about me.  
What do you wish you’d known 
when you started in your career?
   When they say that youth is 
wasted on the young, they’re 
not kidding. I wish I had known 
myself better back then. I would 
have relaxed a whole lot more and 
enjoyed myself along the way. 
What’s next for you?
   I’ll be doing a third season of 
Barry, which I love, and we have a 
brand new book series coming out. 

I’m open to all kinds of things.
What would you like to mention 
that we didn’t ask you?
   I knew Brandon Tartikoff and 
I’m very honored that I was cho-
sen for this award. Our children 
went to the same pre-school and 
we used to see one another when 
we dropped the kids off at school. 
The man was a genius.
Wrap Up: Winkler was happy to 
report that, in addition to being 
available in several  languages, his 
children’s books are now being 
translated into braille.  
   Because of his dyslexia, he 
places in the bottom 3 percent of 
Americans in terms of academ-
ics. “You never get over this, but 
I’ve learned to work around it,” 
he says. “Every child I meet, I tell 
them—whether they want to hear 
it or not—that no matter what 
happens in school, no matter how 
the teachers treat you or what the 
other kids say about you, it has 
nothing to do with how brilliant 
you are inside.”

FIVE MINUTES WITH … HENRY WINKLER
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