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aMa atlanta Launches entertainment sig

 Q Why did you form  
the SIG?

Arthur Smith: Seventy-two 
percent of brands and agencies use 
entertainment marketing as part of 
their current marketing mix, and 
85% of entertainment marketers state 
that entertainment marketing works. 
It’s under that premise that the SIG 
was formed. It’s for three principle 
reasons: first, to provide opportunities 
for entertainment marketers to stay 
connected to industry best practices 
and trends; second, to support the 
entertainment industry by convening 
talented practitioners; and, third, in 
the spirit of AMA competitiveness. We 
wanted to build the Atlanta membership. 
We’re No. 3 currently and we want to 
become the No. 1 chapter in the country. 
It will serve as a benchmark for other 
chapters to grow. 

 The atlanta chapter of the 
aMa is taking advantage of 
the city’s rich entertainment 
and branding connections 

from the likes of Coca-Cola and 
turner by forming an entertainment 
marketing special interest group 
(sig). the atlanta chapter is 
partnering with Hothouse, an  
atlanta-based activation 
marketing agency specializing in 
entertainment, for the effort.             

Marketing News caught up 
with arthur smith, chair of the 
entertainment marketing sig, who 
ran his own talent management 
firm with clients including terrence 
Jenkins from Bet and e! news, 
Dahéli Hall from MaDtv and 
shawn edwards of Fox tV, and 
has consulted with state Farm, 
adly and at&t on entertainment 
engagements and activations; and 
nick schittone, vice president of 
business development at Hothouse, 
to discuss the new sig. 

“For us, it’s about getting all of the content 
creators, distributors and consumer brands 
together to take a look at how they can stay on  
top of these trends. … It’s about having them 
collaborate and better understand their business 
needs, and to help them plan long term.”

NIck SchIttoNe, hothouSe 
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 Q What entertainment industry 
developments are happening in 

Atlanta that the SIG will address?

AS: The brands that are here,  
Coca-Cola and Turner, are global  
brands. We’re looking for creative ways  
to reach consumers in the U.S. and 
abroad. Our conversations will center 
around such trends. 

Our first event is titled, ‘The  
Future of Television: Do Millennials 
Hold the Remote?’ That conversation 
will highlight how younger consumers 
watch content. We have executives from 
NPD, Cox, Coca-Cola, Turner and Turner 
Sports, and Hulu. Our goal is to focus in 
on industry developments. 

 Q have more marketers from the 
entertainment industry joined 

the AMA-Atlanta chapter recently, 
or is this SIG a way to attract new 
members from the industry?

Nick Schittone: Marketers are curious 
here in Atlanta about what’s happening 
in the entertainment industry, and we 
thought it would be a huge opportunity 
to get these marketers together, to look 
at what’s happening with entertainment 
production and how they can leverage 
those opportunities locally. We know  
that consumers are looking for engaging 
levels of content that resonate with  
their lifestyles and evolving interests.  
This SIG will reinforce ways to think 
outside the box. 

 Q tell me about your agenda and 
goals for the SIG.

NS: We’re going to put together topics that 
we feel will be influential to the marketing 
community. The first is millennials. We 
see a lot of disruption in the industry as 
a result of technology. We see streaming 
services competing with traditional 
ones. They’re challenging the model. For 
us, it’s about getting all of the content 
creators, distributors and consumer 
brands together to take a look at how they 
can stay on top of these trends. … It’s 
about having them collaborate and better 
understand their business needs, and to 
help them plan long term. m

Arthur Smith, chair 
of AMA Atlanta’s 
new entertainment 
marketing SIG

Nick Schittone, 
vice president 

of business 
development at 

Hothouse
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