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1 This has been a year of reflection for me. My twins, Austin & Asia, graduated college a 
couple of weeks ago, both with degrees in television and film, and I’ve been thinking a 
lot about their future, and of course ours, since I still have those college bills to pay 
off! For those of you who don’t know my kids personally you might recognize them 
here. They were the models for the PBS Kids logo when they were 3 years old. Now 
they’re 22, and boy has the industry changed—PBS Kids is still going strong—but the 
rest of the industry is in upheaval. And maybe that’s a good thing. Because I see a 
parallel to the beginning of their careers and mine. 

2 I remember when I started out in this business at the beginning of the cable TV 
revolution. No one knew what this new technology—multi-channel content delivered 
by satellite and coax—what it might bring, except maybe a handful of visionaries like 
Ted Turner. But the rest of us who started out in the cable world found there were no 
rules and very few metrics, so we had to create our own, and in turn changed the 
television business. 

3 In those early days, cable was so outside the mainstream that I couldn’t even attend 
this conference or join this organization, back then called the Broadcast Promotion 
Association. Luckily, today we’ve learned our lessons and embrace marketers and 
designers from every aspect of electronic media.

4 But I think we’re at a similar inflection point today. The rules are changing, and we 
don’t yet know what they are. 
Just in the last year, we’ve seen the beginnings of an explosion of specialized SVOD—
subscription video on demand—services. I was talking to a friend and client from 
those early cable days, who is currently launching a specialty SVOD service, and he 
remarked at how similar it is to the wild west days of cable, when we thought 
anything could be a cable channel. 
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5 Remember, The Puppy Channel? It was a 24/7 cable network that only showed cute 
videos of puppies. And according to their press materials, it tested better than CNBC!  

6 Well, 20 years later, the Puppy Channel has grown up. Comcast now has an SVOD 
service called Dog TV, ”offer(ing)…”

7 and I kid you not, ”scientifically designed programs to keep your dog company when 
you’re away.” It’s only $4.99 month. 

8 And don’t forget the swag! 
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9 It seems like the industry is coming full circle. 
I believe the next generation of promo and marketing creatives—maybe my own kids
—and hopefully a lot of you will rewrite the rules, because I can tell you the old ones 
are falling apart. 

”On the new Hulu, you’ll no longer have to flip to 
ABC or even need to know that it airs on (ABC).”

10 Last month I saw an interesting article in Fortune on Hulu’s move to Live TV. This was 
the GIF that accompanied the story. 
Here are some quotes that stood out. Now remember, Hulu is owned by networks: 
ABC, FOX, NBC and Time Warner. 
”Want to catch Modern Family in real time? On traditional cable, you have to know 
where to find it or do some cumbersome searching. On the new Hulu, you’ll no longer 
have to flip to ABC or even need to know that it airs on (ABC). The content you like just 
bubbles to the top of your Hulu ‘Lineup’ page.” 

”Navigation should not be about networks.”  
-Ben Smith, Hulu Head of Experience

11 ”Which network is The Voice on? Hulu viewers won’t need to care. ‘Navigation should 
not be about networks,’ according to Ben Smith, Hulu’s Head of Experience.” 

”The brands are 60 Minutes                 
and Stephen Colbert and NCIS.” 

- Les Moonves      

12 Even Les Moonves, the stalwart of broadcasting sees the change. 
”’I truly believe people know that 60 Minutes and Stephen Colbert and NCIS are on CBS, 
but gun to their head, that’s not the most important thing… The brands are 60 
Minutes and Stephen Colbert and NCIS.’” 
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13 Let’s see if Les is right… 
Gabriella Mirabelli of Anatomy Media recently released a study, in fact just this week, 
of young millennial media consumption. 
Her team used aided recall brand recognition tests to assess whether young 
millennials could connect program brands with their related network brands. 

Sample Question

Brand Recognition Survey

Source: Anatomy Media, 2017

14 Respondents were shown images of key art from programs, then asked to select the 
correct corresponding network brand from a list of just seven choices. 
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Source: Anatomy Media, 2017

15 The results are pretty telling. Only 1/3 of the respondents could correctly identify the 
source of ABC, CBS and NBC shows. Fox fared better at 40%. Amazon came in at 20%. 
Hulu, owned by ABC, NBC, FOX and Time Warner came in at 15%. Netflix, however, had 
a correlation of 65%.   
Why?  
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16 According to the study, Netflix's higher score can be attributed to their commitment to 
improving the user experience and their ability to consistently communicate brand 
value across key digital consumer touch points —from social media to SEO to digital 
advertising.   
According to Anatomy’s rankings, Netflix outscored its competitors in all those 
categories.   
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17 Sure, you could also argue that Netflix was first-to-market in creating original OTT 
programming, and therefore more top of mind, but based on the Anatomy scores they 
have a better user interface, faster page load times, better technology, more 
consistent branding on social media, and a smarter social strategy.  

leehuntLLCSource: Anatomy Media, 2017

”Putting the user experience at the 
center of a marketing strategy 

maximizes a media brand’s ability to 
communicate its value.”

18 Anatomy concludes that "user experience determines the success of media brands in 
a non-linear, multiplatform world. Putting the user experience at the center of a 
marketing strategy maximizes a media brand’s ability to communicate its value."  

”How do we make sure these brands 
continue to mean something to people?” 

- James Murdoch      

19 Going back to the article, James Murdoch, CEO of 21st Century FOX said, ”How you 
articulate your brand in this environment is something we’re experimenting with. This 
puts the burden on us—how do we make sure these brands continue to mean 
something to people?” 
It’s all about creating the new rules. 
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5

Source: Nielsen. Prime time total viewers, Live+7; Broadcast data: 12/28/15-12/4/16 and 12/29/14-12/6/15; Cable data: 12/28/15-12/18/16, most current, and 12/29/14-12/27/15.

20 Let’s start with the 50 highest rated linear networks of 2016. 
It’s a healthy mix of genres, demographics, and psychographics.  
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21 But looks what happens when you take a step up the corporate ladder. 
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22 14 media companies control all 50 networks.  
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82% of the 50 
top rated  
networks 8media  

companies

23 Now if we remove the independents: INSP, Sony’s Game Show Network, media 
companies with only two networks in the top 50; and for now, let’s focus on English 
language channels and take Univision out of the mix, we find that 82% of the top 50 
networks are controlled by 8 media companies. 
Now some people might think that’s scary, but I think that’s the ultimate skinny 
bundle. What if you had 8 brands that contained most of the content of the top 50 ad 
supported networks? Now of course that’s not possible in a linear world. But in an OTT 
one, it is.  
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24 That is, after all what Hulu tries to do, sort of. Except their bundle pits competing 
media companies against one another, each trying to out-maneuver the other. 
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25 But what if they were vertical bundles? By media companies. Essentially the old 
walled garden idea.
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26 CBS already took the leap. And we’ll take a look at their model in a moment.  
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27 But in the meantime, I think we’re already seeing a natural progression to this model 
with other media companies. 
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28 It wasn’t that long ago that most of these linear channels were independent, and even 
when they were acquired by a larger media company, they tended to operate as stand 
alone entities focusing on their individual P&Ls.  Each channel operated as a silo. 
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29 But we’ve seen that change pretty dramatically just in the last couple of years. 
Portfolio strategies are becoming as important, if not more important, than channel 
strategies. 

30 You may remember a couple of years ago we talked about the power of NBCU’s 
Symphony, a Comcast initiative to find ”creative, technological and strategic 
opportunities between Comcast and NBCU’s portfolio: the broadcast and cable 
networks, Universal Studios, the theme parks, television production operations, and 
the stations group.” 
It’s still going strong.  Here’s an example of an integration from last summer. This is a 
spot for Ghostbusters from Universal Pictures that included talent from NBC, USA, 
Bravo, and E!.  

31 (1:00 NBCU Ghostbusters Integration) 
But NBCU is not alone. 

leehuntLLCCMO Intelligence

5

32 My analytics company, CMO Intelligence, which tracks the on-air marketing of 18 
general entertainment networks, found that FOX Networks does the best job of 
supporting their portfolio on-air. 
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513%
33 We found that an average of 13% of FOX’s primetime promo inventory went to cross 

promoting other channels and shows from its portfolio. 

leehuntLLCCMO Intelligence

521%
34 And over on FX, an average of 21% of promo time goes to cross channel. You could 

break that out to say that more than 1 in 5 FX promos is used to support other FOX 
properties. 
But it’s not just about gross weight. It’s also creative depth. Over at NBCU we often 
see what we at CMO Intelligence call not cross-channel promos, but cross-channel 
integrations—literally weaving the promotion of one show into the cross promotion of 
a sister network’s program. 

35 (:60 NBCU Cross Integration x 2) 
Here’s another example, an NBC spot that specifically ran in Syfy’s zombie apocalypse 
show, Z Nation. 

(:15 NBC Superstore XC)

36 (:15 NBC Superstore XC) 
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37 We’re also seeing a lot more cross-portfolio programming. 
NBC’s This is Us airing on USA. USA’s Colony running on Syfy. Syfy’s Incorporated 
scheduled on USA.

38 History’s American Pickers on A&E. A&E’s Marriage at First Sight on FYI and Lifetime.

39 FOX’s 24 Legacy and APB on FX.

40 Or an entire weekend of Science Channel on Discovery.  

New Best Practices 2017 - June 7, 2017



41 I get that as a programming strategy, and think it’s very smart, but as a brand 
strategy, its problematic. Part of the promise of our networks, that are continuously 
under assault, is content exclusivity. If my original programming appears on other 
linear channels as well as a slew of digital platforms, what makes my network brand 
unique; how do I remain relevant? 

42 Well I think John Landgraf’s FX Networks has figured that out. 
Unlike most portfolios that host an assortment of varied, disconnected channels, FX 
Networks is built holistically.  Granted, it is part of a larger portfolio, FOX Networks, 
and we’re going to get to that, but look at this. 
First, all the logos all come from the same design scheme. It looks like a family of 
networks.  

43 The positioning and tagline for the portfolio and all four networks is the same, 
Fearless. As in Fearless Storytelling. The one thing that connects them all. What other 
networks shares their tagline? 

44 And you might remember when they rolled out this strategy a couple of years ago, 
almost all their end pages included every channel in the portfolio.  
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FX Networks Brand

45

FX Networks Brand

46

FX Networks Brand

47

FX Networks Brand

48
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49 Notice that I’m calling their TVE service, FX Now, a channel. Because FX Networks is 
the only ad supported portfolio that I’ve seen that treats its TV Everywhere product as 
equal to its linear channels. For most networks, TVE tends to be an afterthought. 
And that’s probably why after 8 years only 19% of MVPD customers recognize the term 
TV Everywhere. 

50 Not only does FX Networks treat FX Now on par with their networks, they are the only 
group that consistently, season after season, promotes horizontally, whether it is at 
the highest level of the brand… 

51 (:20 FX Networks 11 TCA Nominations) 
Or for particular genre, like comedy programming. 

52 (:45 FX Networks Brand) 
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53 So while these 3 channels are unique places on the linear dial, and the fourth is a 
platform, they all live under a ”super channel brand,” FX Networks. 

54 And actually, not to get too complicated here, FX Networks is really just FX Now, at 
least in the digital world. In the OTT space FX Now is content from FX, FXX and FXM.  

55

56 And if you look closely, they’ve even thrown in some relevant programming from FOX 
and Nat Geo. That is genius! 
But within the FOX portfolio there is more than one strategy.  
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57 Take a look at Nat Geo’s TVE Service—Nat Geo TV. It’s a portfolio, but bifurcated.  

58 Where FX Now mixes and matches content from different channels, with Nat Geo TV, 
you click on the app and you have a choice of experiencing National Geographic or Nat 
Geo Wild.  

59 What’s also interesting is that they removed the word ”channel” from their linear 
name—much like History, and Hallmark Movies and Mysteries did…

60 …but added ”TV” to the name of their digital portfolio.  
Is this a trend? A new appellation for content on digital platforms? 

New Best Practices 2017 - June 7, 2017



61 A couple of weeks ago FOX announced that FOX Now, FOX’s TVE service, will contain 
content from FOX, FX Networks and Nat Geo TV. Portfolios within portfolios. Like 
those little Russian dolls you might expect to see on The Americans. 

62 I think that’s the future, portfolio brands. But it seems to require one big general 
entertainment channel brand as an umbrella, though, whether it be FOX or FX. 

leehuntLLC

63 And that is why I’m intrigued with the changes going on at Viacom. I think Bob Bakish, 
Viacom’s new CEO, is on to something. 
If you remember, Viacom Networks used to be called MTV Networks, after its flagship 
channel. The portfolio was a mix of home grown and acquired channels. There was no 
grand plan to the collection, though at one point it was called a cradle to grave 
strategy.  In reality it was built opportunistically over time. 
And as we all know, they’ve had a rough patch of it the last few years. 
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64 When Bob came over he looked across the portfolio and realized resources were 
spread too thin, and determined the primary focus would be on these 6 channels. 
Here’s where it gets interesting.  
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65 If you look at those six, BET is a demo based channel, Comedy Central is genre, MTV is 
demo, Nick Jr, and Nickelodeon are demos, and until recently Spike was a demo based 
network—a channel for men, particularly young men.  That changed a couple of years 
ago when they shifted to a general entertainment positioning. 
And Spike has done well, but it’s not a well-known general entertainment channel; 
certainly not the flagship channel of the portfolio. That’s still MTV, but of course, MTV 
could never—should never—become a general entertainment network.  

leehuntLLC

66 So Viacom decided to focus Spike; but they needed a flagship name. Now they could 
have called it the ”Viacom Network.”  

67 But Viacom is not a consumer facing name. They learned that the hard way when they 
opened and then quickly closed the Viacom Entertainment stores.  

leehuntLLC

68 So, what to do? Bob comes from the international side of Viacom where they have had 
success with The Paramount Channel. A brand named after the 105 year old movie 
studio. Now that’s a brand with a history. And like almost all movie studios, it 
represents general entertainment. And it’s never been fully exploited as a television 
brand in the US.  
Of course, there are some down sides as well. Studio brand recognition tends to skew 
older, and unlike Disney or Universal they have no auxiliary business like theme parks 
or music labels. But it’s better than starting from scratch. 
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69 It’s a logical choice, and potentially could be the umbrella that unites the portfolio. 
But does an umbrella master brand always work?

70 If you remember a couple of years ago, Discovery Communications launched an 
aggregated app—9 Discovery networks available in one place.  
(:30 DCI App spot) 
I thought that made a lot of sense. Combing all those networks into a single app 
allowed users to save space on their tablets and mobile devices. The reality is that 
there's only a certain amount of real estate on a phone or tablet, so it’s reasonable to 
expect that people will only download so many apps.

71 But more importantly, it gave Discovery a new way to share content with audiences 
who might not otherwise be aware of it. Having one app would create greater 
exposure for some of Discovery's smaller networks. 
But Discovery found there wasn’t a lot of cross-pollination among networks. And if 
you think about it that makes sense. Viewers of Discovery’s hot-rod show, Street 
Outlaws probably aren’t going to be watching TLC’s Say Yes to the Dress. 
When you have a portfolio of very diverse, contrasting genres, shows and 
demographics, there may not be as much interplay as you’d hope.
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72 So now DCI has gone back to individual network apps to continue to build loyal 
individual network audiences.
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73 But let’s talk about a network brand that’s found success in the digital world as a 
master brand without a portfolio. CBS All Access. 
In 2014, CBS decided to enter the streaming game. Instead of following NBC, ABC and 
FOX to Hulu, CBS launched CBS All Access. For a monthly fee, subscribers can access a 
vast library of On Demand CBS programming (old and new) and live stream their local 
CBS station in real time.  
Here’s a promotional clip from the website. 
(1:30 CBS All Access) 

✓ Live Streaming of local CBS affiliate 

✓ Current Season Episodes Next Day 

✓ All episodes of current & previous 
seasons 

✓ Ad free classic show library 

✓ Exclusive Content

✓ Added value content 

✓ Shopping 

✓ Platform Agnostic 

✓ Full commercial 

✓ Limited commercial 

✓ Commercial free

74 More recently, they’ve quietly added movies from the Paramount library, and not so 
quietly, added the NFL. 
Essentially, CBS All Access has taken the attributes of a broadcast network and 
blended them with the opportunities of Internet delivered content: 
We’ve been talking about all these linear brands moving to digital platforms, but we 
really haven’t discussed the unique advantages of that medium. 

✓ Live Streaming of local CBS affiliate 

✓ Current Season Episodes Next Day 

✓ All episodes of current & previous 
seasons 

✓ Ad free classic show library 

✓ Exclusive Content

✓ Added value content 

✓ Shopping 

✓ Platform Agnostic 

✓ Full commercial 

✓ Limited commercial 

✓ Commercial free

75 Here’s what CBS All Access has: 
• Live streaming of local CBS affiliates 
• Current season episodes available next day 
• All episodes of current season  
• All episodes of previous seasons 
• Ad free classic show library 
• Exclusive content, like the spin off to The Good Wife, The Good Fight, Big 
Brother, the Star Trek reboot.  

✓ Live Streaming of local CBS affiliate 

✓ Current Season Episodes Next Day 

✓ All episodes of current & previous 
seasons 

✓ Ad free classic show library 

✓ Exclusive Content

✓ Added value content 

✓ Shopping 

✓ Platform Agnostic 

✓ Full commercial 

✓ Limited commercial 

✓ Commercial free

76 And as an aside it’s interesting that they use the broadcast network as a barker 
channel to get people to subscribe. You can see the premiere episode on CBS, but you 
have to subscribe to All Access to watch the entire season. 
• Added value content typically found on network marketing websites and 
linear interstitials 
• Shopping 
• It’s platform agnostic. And all this is available with a full commercial, limited 
commercial, or commercial free load.
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✓ Control what surrounds the content 

✓ Network only search 

✓ Pause, rewind, fast forward 

✓ View, re-view, early abandon 

✓ Page count 

✓ Time of day viewing

✓ Device used 

✓ Geo-location 

✓ Suggest and direct content 

✓ Linking to added value 

✓ Influence, measure and monetize

77 Think about this. Unlike Netflix, Hulu or Amazon, CBS controls every facet of the 
entertainment experience: what surrounds the content on the page physically, what 
precedes and follows the content; what other choices the viewer encounters while 
searching for content; when viewers pause, rewind, fast forward; when they view, re-
view, dump out of a show early, the number of page views it takes to choose content, 
the time of day viewers watch, the device they use, their geo-location. 
All this gives CBS the ability to suggest and direct viewers to more CBS content, and 
link that content to added value content to create a more engaging experience.  

✓ Control what surrounds the content 

✓ Network only search 

✓ Pause, rewind, fast forward 

✓ View, re-view, early abandon 

✓ Page count 

✓ Time of day viewing

✓ Device used 

✓ Geo-location 

✓ Suggest and direct content 

✓ Linking to added value 

✓ Influence, measure and monetize

78 Overall, CBS All Access has the ability to continually influence, measure and monetize 
viewer behavior. Something the rest of us struggle to do. 
All the things we complain about Netflix—their ability to use big data to learn 
everything about how their subscribers make viewing decisions and capitalize on that 
knowledge—CBS theoretically can now do.  
They take all the advantages of an OTT service like Netflix, but retain their network 
brand. 
Now that helps CBS, but what about their viewers? 

leehuntLLC

Third Dimension of Television
79 Essentially, over-the-air-television is what I like to call two-dimensional. It flows past 

you like a river.

leehuntLLC

Third Dimension of Television
80 IP based delivery allows you to stop the flow and dive in deep—to add a third 

dimension, engagement in the Z-axis.  
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81 Let me give you an example. My wife was binge-watching The Good Wife on our 
Amazon Fire TV.  
(:12 Good Wife 1) 
She discovered that when she hit pause, a lower third bar appeared and gave her a 
thumbnail image with information on the actors who appeared in that scene—just 
that scene. And she could get even more information by clicking on View All XRay. Or 
she could just continue on with the show. She loved that. 

82 Several episodes later there was a scene with a piece of music she really liked. She 
said, ”Lee, get your phone out and Shazam this.”  
(:17 Good Wife 3) 

83 Instead, I said,”just hit pause”. She did, and then by clicking XRay, she was able to 
learn everything that was going on in that scene, including where the music came 
from. 

84 What else? She could jump from scene to scene… 
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85 …learn more about the cast…

86 …or from a different perspective, the characters…

87 …there was even trivia. 
Now this was Amazon, so she should have been able to buy the music. But we’re not 
there yet. Or are we? 

White Wine Glasses 
Crate & Barrel $50

www.crateandbarrel.com

Knife Set
Crate & Barrel $90

www.crateandbarrel.com

Ikea Kitchen Cabinets 
$641 www.ikea.com

Teapot Set Crate & 
Barrel $64

www.crateandbarrel.com
Prada Dress Shirt $275

www.barneys.com

Prada Tie $150
www.barneys.com

Rolex Watch $750
www.rolex.comRPrada Dress Shirt $275

www.barneys.com

88 I was talking about this with the tech guys at Broadway Video. They do a lot of the 
metadata insertion that allows shows to exploit this information. And they told me 
this is just the tip of the iceberg. That certainly with a service like Amazon, I could 
eventually point to anything on the screen and buy it. 
Now, many of us remember the hollow promise of ordering pizza from our cable set 
top box, but the time for transactional television is nearly here. 
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89 I particularly loved this example Broadway Video gave me from The Walking Dead. 
Yes, you can even buy the walker-killing weapons. Full disclosure, it’s just a cosplay 
prop. 

leehuntLLC

The Concert 
Experience 

90 Now over at Scripps Networks, Michael Smith, who is SVP and General Manager of 
their Digital Video Channels, describes this as what I’ll call, ”The Concert Experience.” 
You go to a concert to see your favorite band. You share that experience with like-
minded fans. You buy the t-shirt, the drinks, the snacks, maybe a DVD.  
And according to Michael, this analog carries over to the way a lot of digital media 
companies are pivoting to diversify away from advertising with events, memberships, 
podcasts, e-commerce.  You have a main draw, like the concert headliner, and then 
you try to do a bunch of other business around it.  

91 But CBS has an advantage that those aggregators don’t have. The power of a network 
brand. And that’s something we’ve been fighting to hang on to. 
So let’s go back full circle to the value of a linear network brand. 

leehuntLLCleehuntLLC

Networks
‣ Efficiently organize content 
‣ Balance hits and misses 
‣ Use successful shows to drive to new or lesser 

performing shows 
‣ Drive affinity—like to like 
‣ Move viewers show to show to create dayparts 
‣ A controlled, contextually relevant environment

92 Linear networks efficiently organize content for viewers and advertisers. From a 
business perspective, they balance hits and misses. For every hit series there are a 
dozen or more failed ones. Networks achieve success by balancing a mix of successful 
and less successful programs. We use our hits to drive viewers to new, undiscovered 
or struggling series. And we move viewers contiguously from show to show to show 
using affinity. That creates dayparts and that increases time spent viewing. But most 
importantly, and something I think we take for granted, a linear network is a 
controlled, contextually relevant environment. 
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‣ A controlled, contextually relevant environment
• The programming, the packaging, the promotion, the 

advertising, the added value content 
• What goes where, in what order, for how long and how 

often

Networks

Linear networks create a holistic entertainment experience

93  Let me explain that.   
We control the programming, the packaging, the promotion, the advertising, the added 
value content.  
We decide what goes where, in what order, for how long and how often. Linear 
networks create a holistic entertainment experience.  
And that’s key. We need to stop, or at least slow down, selling single shows, and start 
selling multiple experiences.  

94 (:30 Bravo April On Bravo) 
That’s good. But I see too many spots that are just a laundry list of clips and titles. The 
best experience spots find a theme. 

95 (1:30 Multiple experiences x 3) 
Dramatically Different. A mega week. Thank God it’s Thursday. All brand promises. 
Or sometimes it’s just about rolling it all up in your unique brand voice. 

96 (1:30 Brand VoiceViceland/FXX) 
But of course, we do need to sell single shows at times. So what can we do that OTT 
services can’t? Well, we’re linear. They’re not. Let’s use that as an advantage.
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97 Last year, I showed you how FX built a campaign arc of 14 unique pieces of creative 
over 112 days—16 weeks—for The People vs. OJ Simpson. It became cable’s most-
watched new series of 2016 and the FX’s top-rated first-year series ever. 

98 Now that was a new series, how about a returning series? 
Within our CMO Intelligence audit of 13 general entertainment cable networks for 
2016, FX holds the lead for number of creative executions for a returning series for 
their comedy, Baskets.  We counted 15 unique pieces of creative. TNT led with 
campaign duration for season 2 of Animal Kingdom with a campaign that stretched 
over 191 days.

12/28 2/2 2/14 2/26 3/2 3/23 4/3 4/7 4/10

99 But if we look for the most executions against the longest duration, AMC’s Better Call 
Saul comes up the winner. 12 unique pieces of creative aired over 104 days— almost 
15 weeks. Let’s put a calendar on it and see how it played out. 
(3:35 AMC Better Call Saul montage) 
We can and should take advantage of our linear stream of entertainment, where 
people dip in and out of our channel, to create strategic and creative campaign arcs 
that over time build intent to view. We may not be able to afford to do that off-air, but 
on our own air we can, and again it’s not something OTT services have the ability to 

100 We can and should take advantage of our linear stream of entertainment, where 
people dip in and out of our channel, to create strategic and creative campaign arcs 
that over time build intent to view. We may not be able to afford to do that off-air, but 
on our own air we can, and again it’s not something OTT services have the ability to 
pull off. 
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New Best Practices 2017
‣ Make your network brand relevant in a title driven world 

‣ Use messaging and marketing that connect programs to 
networks 

‣ Take advantage of your channel portfolio 

‣ Don’t assume linear strategies work with digital content 

‣ Learn from your competitors 

‣ Experiment! 

‣ Exploit your linear advantages

101 First, it’s time to rewrite the rules. Figure out how to make your linear network brand 
not just survive but flourish in an increasingly title driven world. 
Use the messaging and marketing platforms that drive correlations between shows 
and networks. 
Second, if you are part of a channel portfolio, take advantage of it. Start thinking 
outside your channel, and learn how you and your sister networks can support one 
another.

leehuntLLCleehuntLLC

New Best Practices 2017
‣ Make your network brand relevant in a title driven world 
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networks 
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‣ Exploit your linear advantages

102 Don’t assume that your TVE, On Demand, or SVOD services have to stick to the linear 
rules. Does a master brand strategy work? Or are decentralized brands smarter for 
you? Either way, there will be political, contractual, legal and maybe even regulatory 
challenges, but to succeed you’re going to have to create a new set of rules.  
Learn from the successes and failures of your competitors. If you can’t be a trailblazer, 
study the paths of those who are.
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networks 
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103 Understand exactly what you can and can’t do outside of linear media. Don’t assume 
the old models will work. Realize that you’re going to have to experiment with the new 
ones.  
Remember that linear networks have aggregation abilities that OTT services don’t. 
Exploit those advantages. You’re not a collection of shows. You are a curation of 
shared experiences. You control your air, use it to build campaign story arcs. 

8/3 8/7 8/11 8/19 8/23 8/27 9/4 9/8 9/12

104 We prepare a campaign duration and creative execution report like you just saw for 
Better Call Saul every quarter, and I just couldn’t leave without showing you the 
largest number of creative executions that played in a relatively short amount of time. 
22 unique creatives in a 44-day period. Essentially a new piece of creative every other 
day. And what creative! I’m sure you’ll be seeing a lot of it at the awards show, but 
here it is all together.  FX’s campaign for American Horror Story Season 6. 
(5:19 FX AHS Launch montage)
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