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THEY SAID IT!
“It’s been a little bit 
tougher than some 
years. We’re not
impervious to
general conditions
in the marketplace.”

— Seth Winter, execu-
tive VP of sales and 
sales marketing
for NBC Sports
Group, on the 
selling of commercial 

time for Super Bowl XLIX. NBC said
on Jan. 7 that it had sold out 95%
of its inventory.

“I am very proud of all 
the employees, and 
certainly the partners 
that we work with as 
well, who stood up 
against some of the 
extortionist efforts
of the criminals.”

—Sony CEO Kazuo Hirai 
during the Consumer 
Electronics Show in 
Las Vegas last week, 
speaking out for 
the fi rst time on the 
cyberattack against 

the company. For more coverage of
CES, see page 6.

“It has no refl ection 
on our business in 
any way. I know it 
frustrates you, but 
we’re going to stay 
away from it for as 
long as we can.”

—Netfl ix chief content 
offi cer Ted Sarandos, 
during his fi rst 
executive session
at the winter TCA 
press tour, defending 
the streaming ser-

vice’s stance on not releasing viewing 
data for its shows.

HOLLYWOOD DEFENDS 
FREE SPEECH IN WAKE
OF CHARLIE HEBDO ATTACK
THE JAN. 7 ATTACK on French satirical newspaper 
Charlie Hebdo that left at least 12 dead reverberated 
throughout the industry as Hollywood once again de-
fended the right of free speech.

“Today, as a Guild, we reaffi rm our belief in the 
free and open expression of ideas and in the pact all 
of us must make with each other, not to agree, but to 
be tolerant of that with which we disagree,” said Chris 
Keyser, president of Writers Guild of America, West.

During her session at TCA for her new Netfl ix com-
edy, Unbreakable Kimmy Schmidt, Tina Fey commented 
on the shooting: “It makes you remember how impor-
tant free speech is and must be defended. We all must 
stand fi rm on the issue of free speech….Even if it’s just dumb jokes in The Interview, we have the right to make them.”

Late-night hosts Jon Stewart and Conan O’Brien took time during their opening monologues to discuss the tragedy.
“In this country, we take it for granted it’s our right to poke fun at the untouchable or the sacred,” said O’Brien, while a 

noticeably emotional Stewart said the shooting was a “stark reminder” that the “legislators and journalists and institutions that 
we jab and ridicule are not, in any way, the enemy…and this type of violence only clarifi es that.”

Louie star Louis C.K. wore a red T-shirt with the magazine’s name written on it in black ink while performing onstage at 
New York’s Madison Square Garden on Jan. 7. —Tim Baysinger

The hashtag #JeSuisCharlie (I Am Charlie) began trending on Twitter, with many in the industry joining:
 

“Violence can not thwart freedom #JeSuisCharlie” —@mrmattwalsh, Veep’s Matt Walsh
 
“I’d rather die on my feet than live on my knees.” - Stephane #Charb Charbonnier #rip #JeSuisCharlie —@eshap, 
Evan Shapiro, executive VP, digital enterprises, NBCUniversal
 
My heart is with you France. #JeSuisCharlie —@ShawnRyanTV, TV producer Shawn Ryan 

$1.6 BILLION Approximate revenue of 
electronic sell-through in 2014 (the window when consum-
ers can buy digital copies of TV or fi lm titles from iTunes, 
Amazon, MVPDs or other distributors), according to the 
latest annual survey by industry consortium the Digital 
Entertainment Group. This would mark the fi rst time that 
digital downloads have topped $1.5 billion.

STAT OF THE WEEK

Louis C.K. showed his support
for Charlie Hebdo during a
performance in New York.

CABLE EXECS DEFEND OTT EFFORTS 
IN TV EVERYWHERE DISCUSSION
ESPN’s inclusion in 
Dish’s Sling TV is 
not a threat to the 
cable bundle model, 
executives from several 
cable networks, ESPN 
included, said last week 
during a panel focusing 
on TV Everywhere at 
the Television Critics 
Association
winter press pour.

Dish announced 
details of its new over-
the-top streaming 
product Jan. 5. Among 
the channels featured 
in the $20-a-month 
package is ESPN, the 
most expensive cable network for MVPDs to carry.

“No, we still fi rmly see the value of traditional multichannel 
video service,” James Rollins, VP of digital video distribu-
tion, affi liate sales and marketing at Disney and ESPN Media 
Networks, said when asked whether viewers who are paying 
for cable in order to have ESPN might defect to Dish’s lower-
cost offering. Rollins pointed out that Dish’s package is itself a 
bundle of multiple networks.

The Cable & Telecommunications Association for Market-
ing, which presented the panel, offered statistics identifying 
current customer awareness of TV Everywhere, which allows 
MVPD customers to access network programming via their 
mobile devices in and away from their homes, at 54%. CTAM 
said the industry goal is to raise that to 67% by the end
of the year. Current usage, according to the industry group,
is at 49%. CTAM’s goal is to raise that to 55% by year’s
end. —Daniel Holloway

ESPN’s Rollins says he doesn’t expect view-
ers to defect from TV bundles for Sling TV.

FOX NETWORKS GROUP 
CUTS AD SALES STAFF; 
LATORRE TAKES BUYOUT 
FOX NETWORKS GROUP is cut-
ting its ad sales staff following the 
consolidation of broadcast and ca-
ble ad sales units and Lou LaTorre, 
who had been president of ad sales 
for the Fox Cable Entertainment 
Networks, is leaving his post.

LaTorre is one of the longtime Fox executives who 
was eligible to take a voluntary buyout offered last 
November. Those buyouts are being followed with 
additional job eliminations that began Jan. 8 in New 
York. In all, the new consolidated sales unit will have 
about 75 fewer staffers.

 Fox announced its plan to consolidate its ad sales op-
eration in October under Fox Broadcasting sales chief 
Toby Byrne. At that time, LaTorre was expected to be 
Byrne’s No. 2. The 17-year Fox veteran will continue as 
a consultant to the company. —Jon Lafayette

LaTorre
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