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Digital vs TV: Where Does it All Fall for the Upfronts

With the *16-"17 upfront now in full swing, major programmers are taking the healthy scatter market as a sign of an im-
proved market. But with advertising on digital platforms still leading on data insights, media buyers will be looking for TV

to behave more and more like digital. ‘All arrows are pointing to what looks like will be a strong upfront,” said Discovery
Comm ad sales pres Joe Abruzzese. The scatter market—particularly the last 3 quarters—has been healthy, with pricing
“consistently 15-25% above upfront,” he said. But the tight market is also about the lack of supply. “Not for everybody, but
the supply of cable network ratings have somewhat diminished—because you can't count everything... There may be less
ratings points in 16 and ‘17 than there probably will be in ‘15 and ‘16... So you have increased demand with less supply,
which can drive prices up.” Abruzzese expects dollars from the Olympics to flood back into the market. Scripps Networks
Interactive pres, national ad sales & marketing Jon Steinlauf also is optimistic. “The TV ad market turned positive around
9 months ago, and pretty positive for us. There seems to be momentum,” he said. The past 2 upfronts were about money
on the sidelines, money moving to digital and short-term commitments, he added, but the scatter market is “a sign of more
confidence in the TV network business.” But that doesn't mean digital ad dollars are not rising. Digital media will overtake
TV as the No. 1 ad category in the US in 2016, according to Magna Global, with nearly $68bln in ad sales compared with
$66bin for TV. Indeed, the digital networks’ newfront season has grown over the last few years, and companies such as
YouTube and Maker Studios have positioned their brands as original content machines worthy of TV dollars. According
to Horizon Media chief investment officer Marianne Gambelli, it's not necessarily about TV ad dollars moving to digital.
But clients are continuing to increase their digital spend overall. “Our clients know that television works, but we are seeing
our digital budgets increase exponentially because audiences and impressions are migrating there. Publishers like Google
and Facebook are doing a good job of capturing those dollars,” she said, because of their ability to overlay data, resulting
in more targeted and efficient investments: “Data infused advanced TV targeting will help to bridge the gap as TV becomes
more akin to digital.” Given the significance of data insights presented during the last season of upfront presentations, it's
likely to be even heavier handed this year. And cable nets mean to play ball. “The commitment to producing richer data
insights is something that the industry was well on to before the previous upfront and now is even further down the road,’

The FAXIES

Presented by Cablefax Entry Deadline: March 23

Best PR & Marketing for Cable & Broadband

The FAXIES Awards salute the year’s most outstanding communications initiatives and
programs in the highly competitive and dynamic cable arena. The coveted awards set the
industry benchmark for excellence across all areas of PR and marketing.

Questions: Mary-Lou French 301-354-1851 « mfrench@accessintel.com
Sponsorships: Rich Hauptner 203-899-8460 - rhauptner@accessintel.com

Access © 2016 Access Intelligence, LLC. Federal copyright law prohibits unauthorized reproduction by
M Intelligence any means and imposes fines of up to $150,000 for violations.



T. HOWARD
FOUNDATION

WEDNESDAY, MARCH 23, 2016

Partnering with media industry leaders to promote diversity

CORPORATE EXCELLENCE AWARD

HBO
Accepted by Richard Plepler, Chairman and CEO

CORPORATE CHAMPION AWARD
ABC Entertainment

DIVERSITY PARTNER AWARD

Crown Media Family Networks
Accepted by Bill Abbott, President and CEO

&

Microsoft Corporation
Accepted by Martin Sacchi, General Manager,
Business Development, Media & Entertainment Group

Cipriani Wall Street, 55 Wall Street, New York City
For further information, including table prices, please call Maria Ducheine
at (212) 997-0100, Ext. 1008 or e-mail at mducheine@projectsplusinc.com

DINNER CHAIRS

Bernadette Aulestia
EVP,
Global Distribution
Operations
HBO

Michael Biard
President, Distribution,
Fox Networks

David Grossman
Head of TV & Entertainment —
Content Partnerships
Twitter, Inc.

Bob Gruters
Group Leader, Global
Marketing Solutions,

Facebook

Benjamin Pyne
President, Global Distribution
Disney Media Networks

Lisa Garcia Quiroz
Senior Vice President
Cultural Investments &
Chief Diversity Officer,
Time Warner, Inc.

John Ridley
Executive Producer,
Writer, Director

Daniel York
Chief Content Officer
AT&T Entertainment Group



Cablefax Daily.. Monday, March 14, 2016 @ Page 3

CABLEFAX DAILY (ISSN 1069-66442) is published daily by Access Intelligence, LLC e www.cablefax.com @ 301.354.2101 e
Editorial Director: Amy Maclean, 301.354.1760, amaclean@accessintel.com e Publisher: Michael Grebb, 323.380.6263,
mgrebb @accessintel.com @ Sr.Editor: Joyce Wang, 301.354.1828, jwang@accessintel.com @ Cablefax/Screenster Editor: Kaylee Hultgren, 646.764.8267,
khultgren @accessintel.com @ Advisor: Seth Arenstein @ Dir. of Business Dev.: Rich Hauptner, 203.899.8460, rhauptner@accessintel.com @
Acct. Exec: Olivia Murray, 301.354.2010, omurray @accessintel.com @ Dir of Market Dev: Laurie Hofmann, 301.354.1796, hofmann@accessintel.com @
Production: Joann Fato, jfato@accessintel.com e Diane Schwartz, SVP Media Comms Group, dschwartz@accessintel.com e Group Subs:
Laurie Hofmann, 301.354.1796, Ihofmann@accessintel.com @ Sub Questions, Client Services: 301.354.2101, clientservices@accessintel.com e
Annual subscription price: $1,699.97/year @ Access Intelligence, LLC, 9211 Corporate Bivd., 4th Floor, Rockville, MD 20850

said Video Advertising Bureau pres/CEO Sean Cunningham. “Without a doubt, data was a focus in the 2015/16 upfront
and will continue to be this year,” said Turner ad sales pres Donna Speciale. “There were several media companies talking
about it, with a select few providing tangible examples of products that better allowed advertisers to buy against stronger
data solutions. For Turner, data is a thread woven through all that we do with not only advertising partners, but for our

own marketing and programming strategy.” Turner is offering audience-based targeting products like AudienceNOW and
products with increased intelligence around planning, such as Turner Incite. Look for the industry to showcase program-
matic solutions as well. NBCU, for one, recently announced linear TV programmatic platform NBCUXx launching this fall
that will let advertisers use data and automation to build media plans across cable and broadcast nets. Speciale said that
it's a mistake to pit TV versus digital. “The greatest value is in a campaign properly thread across all platforms. They are a
great complement to one another,” she said. Still, at least some media buyers are looking for TV to take a page from digital.
“Clients are still looking for flexibility, and | think they are looking for TV to behave more like digital, which means more real
time buying, more automation, more targeting,” Gambelli predicted. “l think that’s what we're going to push the TV side to
keep doing. Clients are going to demand that kind of accountability from TV because they can get it in digital”

More on Advertising: Where did all this ad money come from? That’s what analyst Michael Nathanson is asking given
that digital was expected to post growth but TV’s strong growth wasn't expected. “Driven by digital and national TV, 4Q US
advertising, as defined by our Ad Tracker, grew at the single highest rate of growth in a non-Olympic quarter in the last ten
years,” the MoffettNathanson analyst wrote. Supply and demand seems to be a factor as networks drastically reduced
upfront commitments and forced marketers into a scatter with limited inventory. Also helping was record automotive sea-
sonally adjusted annual rate of sales, Nathanson said. The firm increased its 2016 ad numbers by 260 basis points, +7%.
“Looking forward, we think that the strong scatter market will force buyers to move more money into the upfront,” he wrote.

GOP Still Debating: Another day, another debate. A less raucous GOP primary debate Thurs garnered 11.9min
viewers for CNN and nearly 2min live streams across all platforms (web, app, Apple TV and Roku). It was the 3rd
highest debate of the year in the 25-54 demo, with 3.7mIn watching.

Hoping for YES: A bipartisan group of CT lawmakers are urging YES and Comcast to reach a new deal in time for
Opening Day on Apr 4. “We hope you will put aside your respective differences between now and then to ensure Con-
necticut’s Yankees fans—including all boys and girls who are just learning to love the game—are not denied access to the
2016 season,” read the letter signed by 30+ legislators. YES has rolled out a multi-million campaign that will run in mass
transit stations, newspapers, billboards and TV in NY and central NJ. The goal is to let Comcast subs know they won't see
more than 120 Yankees games this season, with Sports Business Daily reporting that the Yankees are front-loading the
TV schedule with more games on the RSN than other nets (9 games are viewable outside YES during Apr and May from
15 in the same time period last year... No games are slated for siblings FS1 or Fox until June). YES said it appreciates the
CT legislators’ efforts. “We are particularly grateful for their recognition of the indisputable fact that the New York Yankees
are extremely popular with viewers and that the YES Network’s ratings are consistently among the highest of any chan-
nel on television when the Yankees are playing,” YES pres/CEOQO Tracy Dolgin said in a statement. “For our part, we were
extremely surprised and disappointed when Comcast unilaterally dropped YES in the dead of night last November, and
we stand ready to negotiate a deal with Comcast immediately” Comcast didn't immediately return a request for comment.

Univision Dealings: AT&T and Univision continue talking, with the 2 agreeing to extend access of Univision’s
cable net and its broadcast stations until Tam ET Sat on U-verse. The signal was brought back for Wed’s night
debate. Univision’s other nets, including Galavision, will continue to remain unavailable during that time. It's not

all contract deadlocks for Univision. Atlantic Broadband renewed a multi-year contract with the programmer in its
Miami footprint that will see the MSO adding EIl Rey in select markets by year-end. The new agreement also brings
with it rights for enhanced on demand content and TVE capabilities.

People: Univision Comm’s corporate research group is being shaken up with the departure of Kevin Conroy, who
has stepped down to pursue new opportunities in the technology sector. Univision hired Jed Meyer as evp, corpo-
rate research. Meyer, most recently of Omnicom Media’s Annalect, will report to evp, CMO Jessica Rodriguez. In
addition, Roberto Ruiz, evp, strategy and insights, will now also report to Rodriguez. Conroy will work closely with
both Meyer and Rodriguez over the next few weeks to support the transition.
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Cablefax Week in Review
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