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BY MIKE FARRELL

DESPITE DECLINES in 
traditional linear viewer-
ship and ratings, TV ad 

revenue should grow at a steady 
pace over the next decade or so, 
with targeted messages and other 
advanced-advertising methods 
rising to replace money that con-
tinues to head to digital providers 
such as Google and Facebook.

Credit Suisse media analyst 
Omar Sheikh, in an April report 
whose bullish messages were cited 
several times at the B&C and 
Multichannel News-sponsored 
Programmatic Summit, said 
targeted ads could account for an 
additional $100 billion in revenue 
or more through the year 2030. 
That would transform what some 
analysts have predicted would 
be a slowdown in ad growth (to 
about 2% annually) into an ac-
celeration, with average growth in 
the 5% to 7% range.

Rise of Relevance 
Key to that thesis is Sheikh’s 

belief that the ad model is evolv-
ing from one centered on reach 
— making sure a message is put 

before as many people as pos-
sible — to one where relevance is 
paramount.

That is already apparent in the 
ascension of digital advertising, 
which accounted for about 40% 
of total ad revenue in the first 
quarter, compared to 32% for 
TV, according to the Interactive 
Advertising Bureau (IAB). 

“Digital platforms are intrin-
sically better able to deliver 
relevant advertising and, as they 
grow in size, are on a near-inex-
orable path to take share from 
all parts of marketing budgets,” 
Sheikh wrote.

The TV business appears to be 
ready to embrace targeting fully, 
as major networks are joining 
together to ensure their targeted 
messages are more efficient. 
Sheikh pointed to the Open AP 
initiative by Viacom, 21st Cen-
tury Fox and Turner, which allows 
advertisers to use their own data, 
as well as third-party information, 
to target audiences and ads across 
all three network platforms. 
So, instead of using Nielsen’s 
demographic audience defini-
tions — mainly age and gender 
— advertisers could target ads to 

specific consumer segments, such 
as drivers with auto leases about 
to expire. 

With more targeted and effi-
cient messaging, the Credit Suisse 
analyst believes networks could 
reduce ad loads from their current 
15 minutes per hour to as little 
as two to five minutes per hour 
— putting networks on closer 
footing with ad-free subscription 
video-on-demand services such as 
Netflix and Amazon Video. 

Not everyone is convinced the 
advanced ad revolution will come 
that quickly. Pivotal Research 
Group senior research analyst-
advertising Brian Wieser said 
advanced ads are a nice addition 
to the overall ad pie. 

But when it comes to television 
advertising, nothing substitutes 
for reach.  

Wieser said there is a differ-

ence between targeting individual 
digital devices and “inventory 
prioritization” on traditional TV. 

In Praise of Reach 
“Traditional TV as a source of 

premium TV, with adjacent adver-
tising opportunities, continues to 
dwarf everything else,” Wieser said 
in an interview. “As long as you 
have reach, it means you have the 
opportunity to manage a campaign 
against a broad group of the popu-
lation. Prices go up, frequencies 
may be difficult to manage, but 
you can still reach everyone.”

Wieser said about 200 advertis-
ers account for about 90% of net-
work TV advertising. That same 
group accounts for 60% of all TV 
ads and 33% of all advertising. 

“They need to reach every-
body,” Wieser said. “For the most 
part, you want mass reach.” 

  mememe

Targeting a Path Forward for TV Ads,
Data Could Create a $100B Upside
Credit Suisse forecast sparks optimism amid digital gains
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“Traditional TV as a source  
of premium TV, with adjacent  

advertising opportunities, continues 
to dwarf everything else.”

— Brian Wieser, senior research analyst-advertising,  
Pivotal Research Group

STEADY AS SHE GOES
After several years of strong growth, U.S. TV advertising share is 
expected to level off to the 35% range. 
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 THE WATCHMAN
 Deputy editor Michael Malone’s weekly look at the programming scene

Network Stars Prep for ‘Battle,’  
Amazon Football Series Gets Rammed    
THE NEW SEASON of Battle 
of the Network Stars starts up 
June 29 on ABC. Unlike the 
original series, which pitted 
network against network,  
the reboot has 20 teams of 
five, each team reflecting  
the celebrities’ TV careers. 
There’s a TV Kids team, an-
other of TV Sex Symbols and 
one of Troublemakers. 

Executive producer  

Andrew Glassman says Battle 
of the Network Stars is hitting 
America at the right time. “I 
think we all remember how fun 
and positive it was,” he said. 
“It seems like everyone will 
welcome that now.”

The original Howard Cosell-
hosted series ran on ABC from 
1976 to 1988. The new show 
has a number of stars from that 
era too, including Lisa Whelchel 

from The Facts of 
Life, Lou Ferrigno 
of The Incredible 
Hulk and Erik 
Estrada of CHiPS. 
“It’s TV fantasy 
camp for people 
who spend too 
much time watch-
ing television,” 
Glassman said. 

Glassman 
won’t offer up 
the top athlete 

from the new season, 
but singles out Nolan 
Gould — Luke Dunphy 
of Modern Family — for executing 
a stellar flip. “Some people make 
it look very easy,” he said of the 
show’s events. “Some made it 
look very difficult as they wound 
up face-first in the grass.”

The Los Angeles Rams ended 
up face first in the grass during 
their first season back in L.A. 
Amazon’s All or Nothing series 
was there to chronicle every 
aspect of their 4-12 season, 
including quarterbacks Case 
Keenum and Jared Goff bat-
tling for the starting spot, and 
the firing of coach Jeff Fisher. 
It starts on Prime June 30.  

So which do the producers 
prefer — a winning team or a 
losing one? “Both make for 
compelling television,” All or 
Nothing director Shannon  
Furman said. 

An NFL Films crew followed 
the Rams from July into  
January and for 20 games, 
including preseason, Furman 
said. The party even ventured 
to London for a game. “We 
probably could’ve done a two-
hour show just on the London 
trip,” Furman said. 

As with the first season of 
All or Nothing, which focused 
on the Arizona Cardinals, Jon 
Hamm is the narrator. “He’s a 
great storyteller,” Furman said. 
“We love the way he fits into 
the show.” 

The show has gotten  
4.8 out of 5 stars from 1,431 
Amazon voters, making a 
strong case for All or Nothing 
to stick around for a few more 
seasons. 

“We hope it becomes a 
yearly thing,” Furman said. 

All or Nothing

Jack Osbourne 
in Battle of the 
Network Stars
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FATES AND FORTUNES

EXEC MOVES  
OF THE WEEK
n (1) MATT CHERNISS is stepping 
down as president and general man-
ager of WGN America and Tribune 
Studios at the end of June. Tribune 
Media is set to be acquired by Sin-
clair Broadcast Group. n Fox Tele-
vision Group has upped SHANNON 
RYAN to chief marketing officer. Ryan, who had 
been executive VP of marketing and communica-
tions, will manage marketing and publicity for Fox 
Broadcasting, 20th Century Fox Television and 
Fox 21 Television Studios. FTG also tapped DARREN  
SCHILLACE as executive VP of marketing for Fox 
Broadcasting. Schillace joins Fox from ABC Enter-
tainment. n (2) ERIN UNDERHILL has been promoted 
to executive VP, drama development at Universal 

Television. She was most recently 
senior VP of drama development. n 
JEN NEAL has been elevated to ex-
ecutive producer, live events at E!. 
In her new role, she will oversee the 
network’s live events and program-
ming initiatives while continuing to 
serve as executive VP, marketing. n 
Fox Business Network has upped 
GARY SCHREIER to senior VP, over-
seeing all programming talent and 
editorial content, and TOM BOWMAN 

to VP, managing day-to-day business coverage, 
planning and special programming. n CBS Day-
time has promoted a trio of executives. The pro-
motions include: (3) MARGOT WAIN to senior VP 
of daytime programs and RAY PAOLANTONIO and 
LAURIE SEIDMAN to VPs of daytime programs. Wain 
was most recently VP of daytime programs, while  
Paolantonio and Seidman were most recently di-
rectors of daytime programs.

STATOF
THEWEEK

$4.53
Incremental retail return  
on ad spend for Zicam’s  
recent 12-week targeted TV  
ad campaign, according to 
Simulmedia, which helped 
Zicam create the custom spot.
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