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THEY SAID IT!
“It all happened so fast, 
and I would say for 
myself, because I can’t 
speak for the industry, 
we could have, and 
should have done 
more, for Michael 
[Lynton] and Sony….
But you get caught up 
in ‘Is this going to be-
come Whack-a-Mole? 
How do I say this in 
a way that’s support-
ive without seeming 
self-serving?’ When 
you get lawyers and 
people in the room, 
things don’t happen.”

—Warner Bros. CEO 
Kevin Tsujihara, 
at the Code/Media 
conference in Dana 
Point, Calif., lament-

ing not helping out Sony during 
the cyber attack on the studio.
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AT THIS UPFRONT 
THE AGENCY BUYS DRINKS
AT A TIME when TV ad spending is fl at and agencies are busier than ever, 
B&C Hall of Fame media buyer John Muszynski of Chicago-based Spark 
is trying a new way to give networks—and other video distributors—their 
best shot at selling their top ideas to his clients.

The new process starts March 5 with the Sparkfront, where the agency 
buys the drinks and network execs listen to the agency’s plan for the up-
front. “We truly appreciate our partnership with our sales community,” 
Muszynski says. 

That’s followed by Spark Confi dential, meetings at which agencies get 
briefed on client marketing goals. The next step has the networks mak-
ing upfront presentations designed to answer specifi c questions the agency 
wants answered. By late April-early May, agency and client execs will man 
conference rooms, making themselves accessible to answer nets’ questions.

The initiative is designed to eliminate meetings that don’t need to take place. But it’s not designed to prevent 
one-on-one meetings. “When you do have a one-on-one meeting, you have it with the client that it makes sense 
for. And you make that meeting incredibly productive,” Muszynski says. —Jon Lafayette

STATOF
THEWEEK
5.2 Rating 
among adults 18-49 
for Fox’s freshman 
drama Empire for its 
Feb. 18 episode. Empire 
became the fi rst broadcast 
drama to top the 5.0 demo 
rating mark since ABC’s 
Lost  (5.8 for its series 
fi nale) in 2010.

Muszynski

HERZOG, ZARGHAMI ADD NETWORKS 
IN VIACOM RESTRUCTURING
Viacom executives Doug 
Herzog and Cyma Zarghami 
added new networks to their 
purview in a restructuring 
of the company’s cable net-
works into two groups.

 The Viacom Music and 
Entertainment Group will 
report to Herzog. It will con-
sist of MTV, MTV2, Logo, 
VH1, Comedy Central and 
Spike. The Viacom Kids and 
Family Group will report to 
Zarghami. It will be made up of the Nickelode-
on Group channels plus TV Land, CMT and 
CMT Pure Country.

The moves come in the wake of longtime
Viacom exec Van Toffl er’s announcement that 
he will leave the company. —Jon Lafayette
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THE FUTURE OF TELEVISION, 
BY PAMELA DOUGLAS

PREDICTING THE FUTURE of 
television is a bit like guessing 
what will be the lead story on CNN 
next Tuesday. But we give Pamela 

Douglas, author of The Future of Television: Your 
Guide to Creating TV in the New World, points for 
trying. The screenwriter and author, also a professor 
at USC’s School of Cinematic Arts, offers a clear-
eyed account of what the TV landscape is trending 

toward, tailored specifi cally 
to the content creators of 
today and tomorrow.

She’s all over the original 
OTT offerings from the likes 
of Amazon, Netfl ix and Hulu, 
and checks in with a number 
of key fi gures in the content 
realm including Ted Saran-
dos, John Wells, Charlie 
Collier and Beau Willimon. 
Douglas also speaks with 
the young screenwriters 
and producers looking to 
make sense of the cluttered 
video landscape.

In tackling such a topic, one risks sounding dated 
before the book even lands; NBC’s canceled drama 
Revolution is held up as an example of a successful 
broadcast network series. A Yahoo exec asked the 
author to scrap their 2013 interview because the 
company’s strategy had changed.

 But The Future of Television offers a keen 
glimpse at just how long this golden age of televi-
sion will last. It may be a while; says Chris Long, Di-
recTV senior VP of entertainment: “More and more 
people are seeing premium television as what’s 
really going to attract people for the long term. It’s 
not that quick fi x.” —Michael Malone 

BOOKMOBILE

“Also, thanks to those of you who 
watched and rated #MadDogs. I know 

your passion for the show was a big 
reason @Amazon_Studios picked it up.”

@ShawnRyanTV, Shawn Ryan, creator of Amazon’s Mad Dogs, one of the 
streaming service’s fi ve pilots that were picked up to series on Feb. 18.

Ryan

Taraji P. Henson in Fox’s Empire
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