
ABC Family chief cre-
ative officer and executive 
VP Kate Juergens is leav-
ing the network. Juergens, 
with ABC Family since 
2004 and chief creative 
officer since 2013, oversaw 
the launches of Pretty Lit-
tle Liars, Switched at Birth 
and The Fosters. 

Lynn Stepanian, 
senior VP, acquisi-
tions and schedul-
ing, also is leaving 
the network as 
part of a broad re-
organization that 
will combine ABC Fami-
ly’s business strategy, plan-
ning and development and 

scheduling and 
acquisitions 
departments.

The depar-
tures come 
seven months 
after Tom 

Ascheim took over 
as president of ABC 
Family. –Daniel Holloway
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OVERHEARD AT TCA
The TCA Summer Press Tour kicked off last week with a slew  
of cablers including HBO, BBC America, WGN America and AMC. 
A few highlights from the opening days:

 HBO executives said they do not have a contingency plan for Game 
of Thrones if author George R.R. Martin does not finish the next book 
in the series on which the show is based in time to keep up with the 
TV show’s production schedule. “I think, certainly after next year, 
we will have to figure it out with George. The book’s not finished at 
this point. But we’re in conversations with him. We’re not concerned 
about it,” said HBO programming president Michael Lombardo.

The cast and crew for WGN America’s upcoming World War II-era 
drama Manhattan spoke about the rise of historical period dramas 
on TV. Executive producer Thomas Schlamme noted technological 
advances have made the effects needed to convincingly portray past 
periods more accessible. “Television has grown up so much in the last 20 years, so that first of all there 
are so many more shows, and you don’t have to restrict yourself anymore and go, ‘Well, how am I going  
to set up a world in the ’40s?’”

Stephen Soderbergh, whose drama The Knick was renewed for a second season ahead of its premiere, 
said that he asked Lombardo for the show to be on HBO’s movie-centric premium network, Cinemax.  
“I kind of wanted to be the big kid at a small school.” —Daniel Holloway & Jonathan Kuperberg

THEY SAID IT!
“This deal could give 
AT&T more power to 
increase consumers’ 
costs and decrease 
consumers’ choices 
by forcing consumers 
into bundled 
packages that 
include services 
that consumers may 

not want.”

—Sen. Al Franken 
(D-Minn.), in a 
letter addressed to 
both the FCC and 

Department of Justice, on the 
proposed AT&T-DirecTV merger.

AEREO WATCH
Aereo may be down but 
not out. The OTT platform 
is arguing that since the 
Supreme Court ruled it’s 
essentially a cable system, 
Aereo is entitled to a 
compulsory license. It said 
it’s in the process of filing 
“the necessary state-
ments of account and 
royalty fees,” according 
to a letter sent to federal 
district court in New York. 
For more, to go broad-
castingcable.com/Aereo.

STAT OF THE WEEK
45 Number of Primetime Emmy nominations for FX Net-
works, a single-year, basic cable record. Miniseries Fargo 
and American Horror Story: Coven got 18 and 17 nods, 
respectively. For more Emmy coverage, see page 12.

FATES & FORTUNES 
PROGRAMMING HEAD JUERGENS LEAVING ABC FAMILY

Juergens

Disney Sees Gains  
As It Wraps Kids Deals
Walt Disney Co. says it 
has concluded its deals 
in the kids upfront, 
posting significant sales 
gains in what the com-
pany expects to be an 
overall down market.

Because Disney Chan-
nel is non-commercial, 
selling sponsorship 
packages to marketers instead of spots, Disney 
is a small player in the kids ad market compared 
with its main rivals, Viacom’s Nickelodeon and 
Time Warner’s Turner Broadcasting.

Rita Ferro, executive VP, Disney media 
sales and marketing, says Disney’s sales were 
up 35% in the upfront. The gains were paced 
by packages combining Disney XD (which airs 
commercials), Radio Disney, Disney tablet 
apps and on-demand. 

Ferro says she expects the kids overall market 
to be down about 10%. Like the adult upfront, 
many marketers appear to be holding back 
money from the upfront to be more flexible.

Disney’s kids upfront strategy was to push 
for added volume rather than price, a strategy 
that might have been well-suited to a weak 
market in which buyers felt little pressure to 
accept rate hikes.

Nickelodeon and Turner’s Cartoon Network 
were not yet finished with their upfront deals 
as of presstime. —Jon Lafayette

LeBron James  
Is the Malaysia 

Flight 370 of ESPN. 
@mileskahn, Miles Kahn, writer and 

senior producer for Comedy Central’s  
The Daily Show, on the wall-to-wall coverage 

of NBA superstar LeBron James’ free agency; James 
announced in an exclusive letter to Sports Illustrated that he will 
return to the Cleveland Cavaliers, where he played from 2003-2010.
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