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BETTER AD TARGETING IS BIG DRAW
 Programmatic ad buying is still overwhelmingly 
focused on digital inventory, but that’s changing. A survey 
of 200 media buyers by advertising tech vendor WideOrbit 
finds increasing interest in buying television advertising on 
programmatic platforms.
 The survey found that 89% of the respondents 
surveyed anonymously in March already use programmatic 
to buy digital, but only half use the method to purchase TV. 
Currently 22% say they spend 5% of more of their budgets 
programmatic. However, that percentage 
will jump dramatically to 64% in 2017. A 
significant percentage (73%) expect to 
spend up to half of their TV advertising 
budgets on programmatic TV next year. 
The report went on to say that the increase 
will be fueled by shifting spending from 
other media, including digital video.
 When asked for the primary driver 
behind the move to programmatic TV, 58% 
of the respondents agreed that improved targeting was 
the most important benefit. The report stated that more 
than two-thirds (68%) said they will use programmatic TV 
to extend audience reach. Almost all of the respondents 
(98%) agree that it’s important to have TV and Digital 
advertise together. 
 As far as which TV inventory they want to buy 
programmatically, the short answer is “all”—with more 
than 40% interested in each type offered. The leader was 
national cable networks at 61%, with connected devices/TV 
at 55%. There is considerable interest in broadcast TV, with 
53% wanting to buy national networks programmatically 
and 49% wishing to buy local broadcast TV. Interest in 
free to consumer over-the-top (OTT) was at 43% and video 
on demand 40%. 
 When considering the results of this study, it’s 
important to understand that WideOrbit has a stake in its 
success. WideOrbit sells software solutions that create 
a conduit between buyer and seller in the programmatic 
TV environment and collects 
a commission on transactions. 
However, a company spokesman 
said “Joining the marketplace is 
free and does not require any 
subscription-style fees. They can 
elect to join, never transact, and not 
owe us a dime.”
 With the success of 
programmatic buying and selling of 
digital advertising, it’s not a stretch 
to see how programmatic TV is here 
to stay and will represent a new 
buying and selling experience for 
many in the industry. 

ADVERTISER NEWS
 Automotive News reports a “spurt” of off-lease vehicles 
expected to hit the market in the next few years, and that’s 
leading to the possibility that more dealers may move into 
used-vehicle leasing. Cox Automotive’s Chief Economist 
said on a conference call used-vehicle leasing “has been a 
hard business model to put together in the past, but limited 
to a (Certified Pre-Owned)-type product…certainly helps 
and will be beneficial.” Off-lease returns are expected to 
rise from 3.1 million this year to 3.6 million next year and 

better than 4 million in 2018……General 
Motors reported a quarterly profit of $2.9 
billion, up from $1.1 billion last year, with total 
revenue up 11%. It made about $100 million 
in Europe, the first profit there in five years…..
Beverage World reports that Coca-Cola will 
use its sponsorship of the upcoming Summer 
Olympics to help raise awareness of its “non-
fizzy drink brands” as part of efforts to counter 
declining sales of carbonated beverages. 

Vitaminwater, Minute Maid, Zico, Powerade and Core 
Power will be the brands in the spotlight……Dunkin’ 
Brands reported slower growth than expected with comps 
up just 0.5% at Dunkin’ Donuts and 0.6% at Baskin-
Robbins. It continues to sell off company-owned stores 
and expects to be down to single digits of owned stores 
by the end of the year……The Carl’s Jr. and Hardee’s 
siblings have often in the past gone against the tide of most 
restaurants moving towards healthier offerings, and the pair 
are now introducing the Bacon 3-Way Burger with lettuce, 
tomato, American cheese, and three types of bacon: thick-
cut strips, crumbled bacon and bacon jam. The highlighted 
1/3-pound version weighs in at 880 calories and 50 grams 
of fat……Del Taco same-store sales were up 3.3% in the 
latest quarter—the company said higher prices and lower 
commodity costs helped to offset an increase in California’s 
minimum wage and produce a 20.6% margin, up 80 basis 
points (0.8%) from last year……Crestor has been one of
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NETWORK NEWS
 Paget Brewster will guest star in multiple episodes of 
Criminal Minds during the series’ upcoming 12th season 
on CBS. Brewster will reprise her role as SSA Emily 
Prentiss, joining the BAU when they need her most, with 
the escape of 13 serial killers. Criminal Minds returns for its 
season premiere on Wednesday, September 28, at 9:00 pm 
(ET)……NBC Sports Group is scheduled to present 106 
NHL regular-season games during the 2016-17 season—
the most ever across NBC Sports Group heading into a 
season—featuring 14 games on NBC and 92 games on 
cable sibling NBCSN. 

WEDNESDAY RATINGS
 America’s Got Talent was the most-
watched show on Wednesday night and 
gave NBC a strong lead-in to another 
night of leading the broadcast networks 
in coverage of the Republican National 
Convention during the final hour of 
primetime. The Nielsen overnights put 
NBC at an average 1.9 rating in Adults 
18-49 and 5.3 in Households, with an 
average audience of 8.700 million viewers. CBS, with Big 
Brother, was at 0.9 18-49, 2.2 HH and 3.347 million; FOX, 
with MasterChef, 0.9 18-49, 1.8 HH and 2.963 million; 
ABC 0.6 18-49, 1.6 HH and 2.419 million; Univision 0.6 
18-49, 1.0 HH and 1.722 million; Telemundo 0.6 18-49, 0.8 
HH and 1.529 million; and The CW 0.3 18-49, 0.7 HH and 
1.151 million.

ROGER AILES OUT AT FOX
 Under pressure from allegations of sexual harassment—
including one lawsuit—Roger Ailes has resigned as 
Chairman and CEO of Fox News Channel and Fox 
Business Network, and Chairman of Fox Television 
Stations, effective immediately. Rupert Murdoch, 
Executive Chairman of 21st Century Fox will assume the 
role of Chairman and acting CEO of Fox News Channel and 
Fox Business Network. And Murdoch, who praised Ailes for 
his 20 years of service in building Fox News, said he will 
continue the legacy with the existing management team 
under Bill Shine, Jay Wallace and Mark Kranz.
 Terms of Aile’s exit agreement have not been released, 
but sources told The Hollywood Reporter he will walk 
away with $40 million—the remainder left on his contract—
which originally extended into 2018. There is also no 
formal advisory role in the exit agreement, but Ailes will be 
available to Rupert Murdoch during the transition period. 
And THR’s sources say there is a non-compete clause in 
the exit agreement, which is standard.

THIS AND THAT
 The Department of Justice has filed antitrust lawsuits 
to block both the $48 billion acquisition of Cigna by Anthem 
and Aetna’s $37 billion takeover of Humana……Having 
gone through the Great Recession, American consumers 
are more cautious about amassing debt and more prone to 
save, according to a banking study by the market research 
firm Packaged Facts. 72% of consumers say that because 
of the recession, they are more conservative about taking 
on debt—and that’s relatively uniform across demos.

AVAILS
 WBTV CBS/wbtv.com/BOUNCE TV, in Charlotte, NC 
seeks a Multi-Screen Marketing Specialist. Candidate 
must demonstrate a knowledge of agency negotiations, 
a track record of successful new business and internet 
development. Candidate must be detail-oriented, a problem 
solver and have professional presentation skills. One-
two years broadcast experience required and a college 
degree preferred. Qualified applicants, please apply online 
https://careers-raycommedia.icims.com and attach 
resume and links to your work. No phone calls please. 

EOE/M/F/D/V
 WLNE-TV in Providence, RI is 
seeking a highly motivated Promotion 
Manager. Candidates must have a 
proven track record of strong leadership 
skills, exceptional marketing skills, brand 
management, and innovative ideas. 
Promotion Manager will be responsible 
for on-air, off-
air, and digital 
p romo t i on . 
C a n d i d a t e 

will work closely with Operations 
Manager, News Director and 
General Manager in developing 
brand and marketing strategies 
for the station, internet properties 
including web and mobile apps and social media. Please 
send resume and cover letter to: cantonio@abc6.com. 
Equal Opportunity Employer.
 WAVY-TV10/WVBT Fox 43, Norfolk, VA market seeks 
a Digital Account Executive. This person is responsible 

for aggressively pursuing digital 
media ad sales with local direct 
clients and with interactive and 
traditional advertising agencies. 
Must demonstrate an ability to 
think creatively, sell strategically, 
and communicate effectively 
internally and externally. 5+ years 
of sales experience, and 2+ years 
of Digital Marketing sales required. 
Candidates must APPLY ONLINE; 

click ‘MORE’, then ‘WORK FOR US’. Be prepared to upload 
your cover letter/resume. No calls! EOE.

MORE AVAILS ONLINE @ SPOTSNDOTS.COM
Place a classified, email: ads@spotsndots.com

AUTO AUCTION VOLUME SLIPS
 Kelley Blue Book reports that used car auction volume 
declined 2% in Q2, although it’s still up 11% for the first 
half of 2016. The Q1 peak had been attributed to a glut 
of off-lease vehicles. Analyst Sean Foyil suggests that 
“automakers and rental companies may not be sending 
all of their off-lease vehicles to auction in an effort to keep 
values stable.”
 Overall, auction values for used 1- to 3-year-old 
vehicles declined 3.6%, or roughly $671, in Q2.  While the 
first quarter of 2016 experienced an unusual decline, it is 
worthwhile to note that the Q2 decline was less drastic than 
KBB analysts expected.  7/22/2016

Planned Parenthood has 
a new Pokémon character 

which promotes safe sex and 
is shaped like an unrolled 
condom. Of course, it only 

works if you haven't already 
caught them all.

Seth Meyers
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SURVEY: BACK-TO-SCHOOL TO HIT $75.8B
 With back-to-school (BTS) spending on a “stock up” cycle 
rather than a “make do” cycle, the average family is expected 
to spend more freely on school and college supplies this 
year, according to the National Retail Federation’s annual 
survey conducted by Prosper Insights and Analytics. 
Total spending for K-12 and college is expected to reach 
$75.8 billion—a strong gain from last year’s $68 billion.
 “Families are still looking for bargains, but there are 
signs that they are less worried about the economy than in 
the past,” said NRF President and CEO Matthew Shay. He 
also expects retailers to be aggressive 
with offering great deals both in stores 
and online to draw buyers.
 Families with children in K-12 plan to 
spend an average $673.57 on apparel 
and accessories, electronics, shoes 
and school supplies, up from last year’s 
$630.36 for a total of $27.3 billion. That’s 
an increase of 9.6% from last year’s 
$24.9 billion and compares with a total 
growth of 54.8% over the past 10 years.
 According to the survey, K-12 
consumers plan to spend $9.54 billion on clothing (purchased 
by 95%), $8.27 billion on electronics such as computers or 
calculators (57%), $5.12 billion on shoes (94%) and $4.37 
billion on school supplies such as notebooks, folders, 
pencils, backpacks and lunchboxes (96%). 
 While discount stores continue to be the choice of the 
largest share of shoppers at 61%, the number is at its lowest 
level in the survey’s history. But 46% of parents said they 
would shop online, a dramatic jump from last year’s 36%. 
The vast majority of online shoppers plan to take advantage 
of free shipping (89% of those surveyed) and conveniences 
like buy online, pick up in store (54%).
 College students and families with children in college 
plan to spend an average of $888.71. That’s down slightly 
from $899.18 last year, but total spending is expected to be 
up at $48.5 billion—compared with $43.1 billion last year—
due to an increase in shoppers for back-to-college.
 Back-to-college consumers plan to spend $11.54 billion 
on electronics (purchased by 50%), $7.49 billion on clothing 
(70%), $6.23 billion on dorm furnishings (43%), $5.78 billion 
on food items (69%), $4.26 billion on personal care items 
(72%), $3.84 billion on shoes (67%), $3.53 billion on school 
supplies (81%), $3.14 billion on gift cards (36%) and $2.7 
billion on branded collegiate gear (49%).

ADVERTISER NEWS
Continued from Page 1
the heavier TV users among prescription drugs, and 
AstraZeneca has lost a legal effort to prevent generic 
versions from getting to market. The New York Times 
reports Crestor has been selling for about $260 a month, 
but with multiple generics ready to go on sale, the price 
of the original could drop by 80-90%......Tractor Supply 
had a comp stores sales decline (including online sales) of 
0.5% in the second quarter, noting cool spring weather hurt 
sales of big-ticket items such as lawn mowers and power 
equipment. But profit and overall revenue were up, mostly 
because expansion in the past year brought new stores into 
the sales and profit pictures.

MARKETERS CONFIDENT, SPENDING MORE
 The Marketers Confidence Index remained stable 
in the second quarter of 2016, increasing two points from 
121 to 123. That confidence came despite a dampened 
jobs report, stock market turmoil and political upheaval. 
(A reading of 100 in the Index represents neutral.) The 
Index, which was released by the American Marketing 
Association (AMA) in partnership with Millward Brown 
Vermeer, measures the degree of optimism on the state of 
the economy that U.S. marketers are expressing through 
their organizational spending and growth.

 The Index found 53% of U.S. 
marketers surveyed believe their 
businesses will grow in revenue in the 
next few years, and that 60% believe the 
marketing function will grow in influence 
and power within their organization. 
Others expressed concern that senior 
leadership does not really understand 
the value of digital technologies, and 
that there isn’t sufficient training for how 
marketers can convert big data and 
analytics into results.

 Spending also played a big role in the Index with over 
60% of marketers feeling like this is the right time to invest; 
40% feeling as if customer spending will increase; and nearly 
30% planning on increasing the size of their marketing budget 
over the next six months. “As marketing budgets increase, 
we expect most of the dollars to be allocated toward media 
placement, new product development, sponsorships, and 
market research and analytics,” said Russ Klein, CEO of 
the American Marketing Association.
 ROI, though, is another matter. The Index found that 
only 22% of respondents have insight in the true ROI of all 
key marketing programs.

OTT CALLED ‘SAVIOR FOR NETWORKS’
 Skinny bundles and the growing popularity of over-the-
top (OTT) streaming services may be a threat to MVPDs, 
but new research from Juniper Research sees OTT as a 
hot new monetization channel for programming networks. 
In fact, analyst Lauren Foye calls Internet subscription-
based viewing the “savior for networks.”
 Free online video is already a hit with consumers, she 
notes, led by YouTube of course. But she now sees a move 
to monetize these OTT services via subscription and PPV 
(Pay per View), rather than the through the more common 
advertising based models. The report says subscription 
video-on-demand (SVOD) providers can expect to see 
substantial returns on their expansion and growth strategies, 
as more countries and markets move to this method of 
video consumption, in a continual move away from linear, 
scheduled TV.
 Foye also notes that video hosting giant YouTube has 
initiated plans to offer some popular cable channels via its 
online platform as part of a premium subscription package. 
“The service is known as ‘Unplugged’ and may launch 
as soon as 2017, however none of the ‘big name’ cable 
brands are currently signed up to the project, although 
it has been reported that they are in talks,” she said. As 
well as YouTube, Hulu has also announced plans for an 
online service providing live channels to customers, with 
the platform due to launch in Q1 2017, including broadcast 
channels offered at a price point of $35 per month. 7/22/2016

They say the Verizon guy 
switched to Sprint but if you 

watch the commercial he 
mouths the words: 

‘Verizon, I’m sorry, they 
have my family.’

Conan O'Brien
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