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BY DADE HAYES

WHEN PROMAXBDA was 
formed in 1956, the goal 
was to address a growing 

problem: how to stand out in a 
three-network world.

The seven local promotion man-
agers in Chicago who formed the 
organization “were realizing, ‘Oh my 
God, our viewers could watch two 
other things! My gosh, how do you 
even market a TV show?’” chuck-
les Steve Kazanjian, who became 
president and CEO in late 2014. “In 
reality, though, that’s pretty vision-
ary to establish this organization and 
start to implement best practices 
that early on.”

Cut to this week as the organiza-
tion marks its 60th anniversary with 
its annual conference, which alter-
nates between Los Angeles and New 
York. This year’s Manhattan edition 
will kick off with a reception June 
13 at the Rainbow Room and offer 
three days of panels aimed at helping 
the expected 2,400 attendees grapple 
with how to stand out in today’s satu-
rated, multiplatform landscape.

The program will range from an 
opening keynote with Kevin Smith, 
known as an indie filmmaker but 
more recently an expanding multi-
media brand, to sessions featuring 
execs from Hulu, Facebook and 
other digital companies to a political 
roundtable featuring Katie Couric 
and James Carville. Cable networks 
will also factor heavily into the 
week—for example, FX Networks 
CEO John Landgraf will sit down 
with Dennis Leary, creator and star 

of FX’s Sex & Drugs & Rock & Roll.
The anniversary “is a very cool 

milestone,” said Kazanjian, who 
joined Promax a year and a half ago 
after a career in brand marketing 
and several entrepreneurial ven-
tures. “It’s especially cool because 
of all of the dynamic change that’s 
going on. You have these inflection 
points in the TV business—five or six 
times over the life of the medium, it 
has completely changed. And we are 
witnessing that right now with the 
shift toward digital.”

 Promax, he emphasized, is “not 
a conference organization—it’s a 
member-based organization,” with 
some 10,000 worldwide members 
that can access the group’s resources 
year-round. Even so, the group does 
11 annual conferences, including the 
Station Summit for those in local TV, 
syndication and related sectors.

The path across six decades has not 

been a straight line, Kazanjian said. 
“In the ’60s, we were lucky if we hit 
300 people” at the annual confab. 
Once TV proved it could outlast the 
surge of Hollywood movie block-
busters in the ’70s and the advent of 
VCRs and the DVR, Promax grew 
with it. But then, by 2003, Kazanjian 
recalled, “we saw a definitive shrink-
ing in the industry, with less content 
being produced” amid the rise of 
reality franchises and the nonexis-
tence of today’s scripted glut. “That’s 
definitely not a problem now.”  

PromaxBDA Preps for 
60th Anniversary Conference
Marketers will descend on New York in search of clues 
to connnecting with viewers via TV and digital platforms
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About 2,400 attendees are expected at this 
week’s three-day PromaxBDA conference in 
New York; president/CEO Steve Kazanjian 
has led the organization’s focus on digital.

SPECTRUM 
AUCTION ACTION

 
One broker predicts the FCC has 
already committed to pay open-
ing bid prices to north of a hun-
dred stations, while the FCC has 
boosted the number of rounds 
and signaled it needs money 
from forward auction bidders 
by month’s end.

Stephan Sloan, executive 
director of Media Services Group, 
estimates the FCC may have had 
to “freeze” some 115 TV stations’ 
$40 billion worth of TV station 
spectrum—pay the FCC’s initial 
top bid price—in the first stages 
of the spectrum auction, with 
still much more spectrum to buy.

If so, that would be more than 
some estimates of what the FCC 
would pay for all the spectrum 
in the auction and raise the likeli-
hood that the FCC would have 
to lower the clearing target—
currently 126 MHz—and extend 
the auction, unless it could get 
forward auction bidders to cover 
that amount, plus the cost of 
conducting the auction and  
$1.75 billion to repack TV 
stations afterward.

Sloan is basing that on the 
presumption that there would 
be “scarce” participation in the 
largest markets by the most 
valuable stations.

The FCC last week increased 
the number of bidding rounds 
from two to three per day, with 
rounds shortened to an hour. At 
that rate, the reverse auction 
would be over in 12 business days 
from June 13, unless the FCC 
can’t raise enough to pay for 126 
MHz in the forward auction and 
has to lower its target.

To that point, the FCC also said 
last week that upfront payments 
for the forward auction are due 
July 1. —John Eggerton

SPECTRUM  
WATCH
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 THE WATCHMAN
 Deputy Editor Michael Malone’s weekly look 
at the programming scene

Almost Showtime for Crowe, 
New Life After Good Wife
A SHOW NOT ONLY 
has to be really good to 
stand out these days—it 
has to be pretty darn 
different, too. Being 
different is a key point 
of, well, differentiation 
for Showtime’s Roadies, 
according to executive 
producer Winnie Holzer. 
The Cameron Crowe 
project is just what the 
name suggests—a series 
about the grunts who 
set up and break down 
the stage for bands and 
spend a lot of time on 
buses, and in each other’s faces, in between. 

“It shows a workplace that I think has never been explored before,” 
says Holzer. “It’s just different from anything on TV.” 

Holzer actually had a small part in Jerry Maguire and got to know 
director Crowe during long hours on set. Roadies has early buzz, but 
Holzer defl ects any advance praise to Crowe. “I’m a partner, a helper,” 
she says. “It’s his show, his vision, his characters.” 

June 26 will be a busy night in TV land, with Showtime debuting 
Roadies and the new season of Ray Donovan and ABC rolling out its 
game block, which includes Michael Strahan on $100,000 Pyramid and 
Alec Baldwin fronting Match Game. 

But before that, CBS aims to spin summer gold with some offbeat 
concepts. BrainDead, an absurdist sci-fi  thriller set within the Beltway, 
has political fi gures fi ghting off brain-eating bugs. Creators Robert and 
Michelle King, masterminds behind The Good Wife, envisioned Wash-
ington’s partisan gridlock as a result of a virus that causes outlandish 
behavior in members of Congress. 

“The connection we made 
was, that’s the way horror 
movies work,” Robert said, 
citing Invasion of the Body 
Snatchers. “That’s a very 
strong metaphor for what 
happens a lot in DC.”

BrainDead rolls June 13. 
Also featuring Good Wife 

DNA is a 13-part murder 
mystery that’s meant to be 
consumed like a sunblock-
stained paperback. Ameri-
can Gothic debuts on CBS 
June 22 and represents 
the fi rst crack at showrun-

ning for Corinne Brinkerhoff—who made her bones on The Good Wife. 
“I’ve worked under so many amazing showrunners,” Brinkerhoff told 

B&C. “I try to cull tips from all of them.” 
The cast includes a couple Cinemax hotshots—Antony Starr, star of 

Banshee, and Juliet Rylance, who plays uptown girl Cornelia on The 
Knick. (Juliet Rylance fact: Just as Tony Danza always seemed to play 
“Tony” on a sitcom, Rylance once played “Juliet” in a London stage 
production of Romeo and Juliet.)

Brinkerhoff has come to realize how little time a boss gets to spend 
actually writing. “The one thing you feel most equipped to do,” she 
says, “you have the least time for.”

How much does she miss the writers’ room? “It’s my habitat!” 
Brinkerhoff says. “It’s where I feel most useful and happiest.” 
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FATES AND FORTUNES

EXEC MOVES OF THE WEEK
■ NBC executives (1) PAUL TELEGDY and (2) MEREDITH AHR 
have expanded their roles at the company. Telegdy, previ-
ously executive VP of alternative programming at NBC 
and Universal Television, has been tapped as president of the 
alternative and reality group at NBC Entertainment. 
Ahr, who was executive VP of alternative programming, 
has been appointed president of NBC’s new initiative, 
Universal Television Alternative Studio. ■ Nickelodeon 
veteran (3) RUSSELL HICKS is stepping down from his post 
as president of content development and production. Hicks, 
who has been with the network for 18 years, was promoted 
to president in 2012. ■ FRANCESCA ORSI and DAVID LEVINE 
have been promoted to coheads of HBO drama series, 
overseeing development and production of all drama series 
for the network. Both Orsi and Levine had previously been 
senior VPs of HBO programming. ■ (4) JON WAX has been 
upped to executive VP of original programming at WGN 
America and Tribune Studios. Wax was previously senior VP 
of scripted programming and worked on WGN America origi-
nals Underground, Outsiders, Salem and Manhattan. ■ 

KERRY TRAINOR is exiting his post as CEO of Vimeo. Trainor 
has helmedthe video-sharing service for nearly four years. 
JOEY LEVIN, who is CEO of parent company IAC, will serve 
as Vimeo’s interim chief. ■ PactUS has named its executive 
board of directors, which includes: All3Media America CEO 
GREGORY LIPSTONE, Endemol Shine COO BEN SAMEK, Propa-
gate Content founder  and co-CEO HOWARD OWENS, Electus 
International Global Distribution president JOHN POLLAK, 
Punched in the Head owner AMELIA D’ENTRONE, Hot Snakes 
Media founding partner ERIC EVANGELISTA, Talos Films co-
president ELLI HAKAMI, 51 Minds COO TEMPLE WILLIAMS and 
Pact CEO JOHN MCVAY. PactUS is an association of 30-plus 
independent production companies.
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Roadies

BrainDead

“Great storytelling rises 
to the top, no matter 
the device.”—David Levy 
#mirrors16
—@JPedde, The Community Manager cofounder 
and editor-in-chief Jenn Pedde, quoting Turner 
president David Levy as he accepted the Fred 
Dressler Leadership Award at the 10th annual 
Mirror Awards ceremony June 9 in New York.
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STATOFTHEWEEK

14.4 
MILLION 

Number of 18-to-49-year-old viewers who watched 
Netfl ix’s Fuller House within 35 days of its Feb. 26 

premiere, according to Symphony Advanced Media—
more than Nielsen 18-49 champ The Walking Dead. 

It’s worth noting that the release method 
and the 35-day window make the comparisons apples 

to oranges. And Symphony’s data was dismissed 
as “remarkably inaccurate” by Netfl ix’s Ted Sarandos 

at last January’s winter press tour. Fuller House
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