
EDITORS’ NOTE Christa D’Alimonte 
joined Viacom as Senior Vice 
President, Deputy General Counsel 
and Assistant Secretary in 2012 from 
Shearman & Sterling LLP, where she 
was Deputy Practice Group Leader 
of the Firm’s Global Mergers & 
Acquisitions group. D’Alimonte 
joined Shearman & Sterling in 1993, 
and became a partner in January 
2001. D’Alimonte graduated from 
Georgetown University Law Center 
and received her A.B. in Politics and 
a Certifi cate of Profi ciency in Latin 
American Studies from Princeton University. 

COMPANY BRIEF Viacom (viacom.com) is home 
to premier global media brands that create com-
pelling entertainment content – including television 
programs, motion pictures, short-form content, apps, 
games, consumer products, podcasts, live events and 
social media experiences – for audiences in more than 
180 countries. Viacom’s media networks, including 
Nickelodeon, Nick Jr., MTV, BET, Comedy Central, 
Spike (to be rebranded as Paramount Network in the 
U.S.), VH1, TV Land, CMT, Logo, Channel 5 (U.K.), 
Telefe (Argentina), Colors (India) and Paramount 
Channel, reach approximately 4.3 billion cumula-
tive television subscribers worldwide. Paramount 
Pictures is a major global producer and distributor of 
fi lmed entertainment. Paramount Television devel-
ops, fi nances and produces original programming 
for television and digital platforms.

Will you discuss your role at Viacom and your 
key areas of focus?

As General Counsel and Secretary, I guide 
global legal affairs for the company, overseeing a 
team of more than 600 employees worldwide who 
together make up the Viacom Law Department. We 
work across all of our brands and business units, 
coordinating legal functions to advance our stra-
tegic priorities and growth initiatives. Additionally, 
I advise and support our Board of Directors on 
governance matters, ensuring that Viacom fulfi lls its 
duties to our investors and other key stakeholders. 

We are continuously working to enhance 
and improve collaboration both within the depart-
ment and with other teams across the organiza-
tion. In many companies, the law department 
is perceived as a place where you go to get an 
answer to a specifi c question (and often a “no”). 
We approach things differently at Viacom – our 
overarching philosophy is to partner closely 

with our clients on an ongoing basis, 
thinking creatively at every step and 
helping the company move forward on 
its ambitious strategic plan. We have an 
outstanding team across all disciplines 
and our clients recognize the real value 
the legal affairs team brings to the table, 
day in and day out.

 What have been the keys to 
Viacom’s consistent leadership in the 
industry and what makes Viacom’s 
brands so strong?

Viacom has one the leading portfo-
lios of media brands in the world, pow-

ered by employees who are the best at what they 
do – creating, delivering and supporting enter-
tainment content that people love. The drive to 
develop meaningful connections with audiences 
has always stood at the core of Viacom and is even 
more important today as our industry moves into a 
more interactive and deeply exciting era. 

Currently, we are focused on executing 
against a strategy to unlock the full potential of 
our business by strengthening our core group 
of global brands, including MTV, Nickelodeon, 
Comedy Central, BET and Paramount, while 
diversifying our offerings and accelerating our 
push into next-generation digital and mobile 
platforms. For my team, that means leveraging 
our expertise around production, distribution, 
technology, data and so many other areas across 
the business. There’s a lot of reinvention at work, 
and it’s thrilling to be a part of it. 

At the same time, we’re also boosting our 
commitment to providing audiences with world-
class content and experiences. This month, we’ll 
be launching Paramount Network, a rebrand of 
the Spike channel, which features a whole new 
lineup of premium programming that’s going to 
set new standards for scripted drama on televi-
sion. All of this work underscores a long-held 
willingness to be bold and to take smart risks to 
evolve and grow.

What advice do you give to young women 
interested in a career in entertainment law?

While we have made signifi cant progress 
in the fi eld of entertainment law, there is always 
more work to do. Viacom has a great deal of gen-
der diversity, and that includes the composition 
of our board, which is comprised of 50 percent 
women – far greater than the average among 
Fortune 500 companies. Within Viacom we have 
a wonderfully diverse array of infl uential, inspir-
ing and brilliant female leaders.

Young lawyers today often feel a need to spe-
cialize early in their careers – and I think the true 
path to success is to avoid this approach. While 
successful lawyers certainly have technical exper-
tise, a great lawyer distinguishes herself by showing 
sound judgment, providing thoughtful advice and 
counsel on a variety of matters and demonstrating 
the ability to identify – and anticipate – a multitude 
of issues. The early years of one’s career should be 
about getting as broad an education as possible. I 
also can’t overstate the importance of being fl exible 
in making career choices. It’s great to have goals, 
and to have a strong view of where you would 
like to be in 2, 5, 10 years or longer, but make 
sure to keep your eyes open, be willing to pivot if 
a great opportunity comes along, and realize that 
your career is long. The path from start to end is 
not necessarily a straight line. 

 Viacom is a leader in corporate respon-
sibility and community engagement. Would 
you discuss these efforts?

Giving back to our communities is central to 
who we are, and as a company that operates glob-
ally across a large number of businesses, this unites 
us all in a deeply meaningful way. Our corporate 
social responsibility programs build more inclusive 
societies, pioneer positive social change and pro-
mote healthy living, among other key focus areas. 

Perhaps the most impressive display of this 
collaboration is our annual worldwide day of 
service, Viacommunity Day, which is now in its 
22nd year. This past April, thousands of Viacom 
employees in 16 countries participated in support 
of more than 150 community service projects that 
ranged from providing humanitarian assistance for 
displaced refugees to giving pro bono legal aid for 
those applying for U.S. citizenship to leading job 
training and mentoring sessions for students inter-
ested in media and entertainment.

Pro bono work has also been a longtime 
focus of the Viacom Law Department. Our legal 
teams often partner with law fi rms and other orga-
nizations on unique public service projects, coun-
seling NGOs seeking compliance with state legal 
requirements, or assisting them with simple bylaw 
and governance issues that are critical to their 
operations. We also participate in pro bono legal 
clinics for local community groups that are work-
ing to improve the quality of life in our neigh-
borhoods, providing training and consultation that 
may be diffi cult to come by elsewhere. It’s incred-
ibly humbling to see the small role we play in 
advancing initiatives that make an enormous dif-
ference in people’s lives.•
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EDITORS’ NOTE Sarah Kirshbaum 
Levy most recently served as the COO of 
the Viacom Kids & Family Group. 
During her nearly 20-year tenure at 
Viacom, she has led a diverse range 
of departments and businesses 
within the company,from con-
sumer products to TV networks 
to ad sales. Prior to her role as 
COO of the Kids & Family Group, she 
served as COO for Nickelodeon. She 
began her career with Nickelodeon 
in 1998 as Director of Business 
Development. Kirshbaum received 
a B.A. in economics from Harvard College 
and an M.B.A. from Harvard Business School. 
Prior to business school, she worked at The Walt 
Disney Company and at Goldman Sachs. 

COMPANY BRIEF Viacom Media Networks 
operates through three brand groups based on 
target audience, similarity of programming and 
other factors: their Global Entertainment Group 
offers content that reaches a diverse group 
of adults and young adults who love com-
edy, music, pop culture and general entertain-
ment. It consists of MTV, Comedy Central, 
Spike (rebranded as the Paramount Network in 
the U.S. as of January 18, 2018), VH1, CMT, TV 
Land, Logo and Viacom International Media 
Networks; the Nickelodeon Group offers content 
designed for kids ages 2 to 17 and their fami-
lies; and BET Networks offers content targeted to 
African American audiences and consumers of 
Black culture.

How do you defi ne your role at Viacom and 
what are your key areas of focus? 

As part of our strategic plan to grow Viacom 
and more effectively leverage our scale, I was 
appointed to oversee operations and strategy for 
the Viacom Global Entertainment Group (GEG). 
GEG is home to iconic brands including MTV, 
Comedy Central, Paramount Network (Spike), 
VH1, CMT, TV Land and Logo that, together 
with Viacom International Media Networks, 
serve audiences in more than 180 countries. My 
team works across a variety of business func-
tions, from production management, business 
development, multiplatform product, research 
and programming to fi nance, legal affairs and 
human resources to ensure that Viacom’s brand 
portfolio operates cohesively in support of our 
strategic plan for long-term growth. 

My mandate is to make the most 
out of our existing businesses as well 
as lead teams that break totally new 
ground in content, distribution and the 
expansion of our brands’ off-screen 
presence, including consumer prod-
ucts and live events. At the organiza-
tional level, I’m committed to removing 
silos to ensure we truly operate at scale 
while strengthening internal collabora-
tion among our networks around the 
world. It’s an exciting time to be at 
Viacom during a transition with so 
much opportunity ahead. 

What have been the keys to Viacom’s 
consistent leadership in the industry and 
what makes Viacom’s brands so strong?

 Our brands each have distinctive identities, 
offering content and experiences that super-
serve their respective audiences. Deep audience 
insights fuel everything we do and distinguish 
us in a crowded marketplace. There is also tre-
mendous power in our diverse portfolio that 
ensures we welcome creativity in all its forms 
and for every audience. 

What truly differentiates us in the market-
place is something that unites all our brands: 
the ability to create frequently disruptive enter-
tainment that elevates culture and connects 
deeply with audiences. MTV has been doing 
exactly this for decades, from the launch of The 
Real World – which sparked an entire genre 
of reality TV – and ignited much-needed con-
versations about racism, sexual prejudice 
and AIDS in the ’90s, to the network’s historic 
move to gender neutral awards at the 2017 
VMAs, hailed as a watershed moment for the 
industry. Comedy Central’s South Park and The 
Daily Show have been producing some of the 
most noteworthy, talked-about social commen-
tary for decades, and they remain top series 
for young adults. The same could be said for 
Nickelodeon, BET or Paramount; these brands 
are household names because they excel at tell-
ing authentic stories that refl ect the diverse per-
spectives of our audiences. 

Viacom places a major emphasis on 
building a diverse and inclusive workforce. 
How critical is this effort to Viacom’s cul-
ture and the future success of the company?

 We are deeply dedicated to promoting a 
culture of inclusion that cultivates strong com-
munities of people with diverse viewpoints and 
experiences – communities that not only support 

our employees, but our fans, talent and partners 
too. That’s one reason why it’s so important for 
Viacom to recruit, hire and retain employees 
from different backgrounds; we need to refl ect 
the consumers we serve to continue making 
content that matters to everyone.

From a business perspective, the case for 
inclusion has never been stronger. All businesses 
require diversity of thought and experience to 
truly be successful and content businesses even 
more so. If we are truly committed to pushing 
the envelope on creativity, our workplace must 
be a welcoming environment for those ideas. 

Are there strong opportunities for 
women at senior leadership positions in 
the industry and what advice do you give 
to young women interested in a career in 
media?

 There are more opportunities than ever for 
women in media, but there could – and should – 
be even more. Such progress must occur from the 
top. It’s so important for women, especially those 
just starting out in their careers, to be surrounded 
by senior female role models who can offer 
them guidance. My advice to them is to seek out 
mentors and choose to work for organizations 
that have that support system in place. I have 
been fortunate to work with – and be mentored 
by – successful women throughout my time at 
Viacom, and it has made all the difference. 

Viacom is a leader in corporate respon-
sibility and community engagement. Would 
you discuss these efforts and how deeply 
engrained this is as part of the values of the 
company?

Social responsibility has long been a part 
of our culture. Viacom’s work to give back is 
largely centered on leveraging the power of our 
brands and platforms to drive positive impacts 
on the issues and causes that matter most to 
our audiences, from education and social jus-
tice to health and the environment. Recently, 
Nickelodeon held its 2017 HALO Awards, which 
honors and celebrates young leaders who are 
“Helping and Leading Others” to better their 
communities. That we can amplify the efforts 
of those making a difference and, in doing so, 
inspire others to act, is incredibly rewarding. 
Ultimately, doing good strengthens our connec-
tions to our fans as much as it does to each 
other, and the sheer breadth of pro-social ini-
tiatives that take place across the organization 
never ceases to amaze me. It’s one reason why 
I’m so proud to work here.•
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