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BY JON LAFAYETTE

LOOKING TO bring the 
technology that is making 
national TV commercials 

more targeted, Viamedia will in-
troduce two new products to take 
advantage of advanced television 
technology.

The company — which man-
ages ad sales for more than 65 
cable operators and telecom-
munications service providers, 
including ones attending The 
Independent Show this week 
— has unveiled placeLocal, a 
simple targeting and advertising 
platform that enables Viamedia 
sales executives to automatically 
generate TV ad campaigns based 
on budget, geography and target 
audience definitions.

A second product, SpotHop, 
is designed to help allow the 
company to manage and auto-
mate impression based selling on 
Google Fiber systems for Viamedia 
account executives. Viamedia sells 

local TV advertising on 
behalf of Google Fiber.

“The common de-
nominator is that we 
have developed friendly 
user interfaces for the 
selling of both linear and 
impression-based local 
cable-TV advertising, a 
significant step,” Viame-
dia president and CEO 
Mark Lieberman said.

With placeLocal, “our 
local AEs can, in just 
seconds, help deliver an 
entire media plan and 
allow the advertiser to 
react and adjust the plan 
with our team in one conversa-
tion,” Lieberman said.

Though it employs auto-
mation, the system is not a 
programmatic solution, because 
the client and Viamedia sales 
executives still get together to 
discuss a campaign’s goals.

SpotHop helps Viamedia 
account executives deliver 

audience-based TV campaigns, 
offering clients the attributes of a 
digital media campaign.

Google is a force in ad sales, 
and has made attempts at get-
ting into the TV advertising 
technology business but Google 
Fiber does not sell its own 
ads and has hired Viamedia to 
handle those chores.

While SpotHop is now being 

used for Google Fiber systems, 
“as we continue to roll out other 
digital television solutions, we’ll 
have the ability to roll them 
out even faster on behalf of our 
MVPD partners,” Lieberman said.

Viamedia is not just investing 
in technology, he added: 

“We’re training the local sell-
ers on how to use these more 
advanced features as well as the 
local advertisers,” he said. “Much 
of the investment has been at the 
national level for national adver-
tisers for either national broad-
cast or national cable. And what 
we’re doing is really accelerating 
this at the local level.”

The new ad platforms were 
developed in-house by Viamedia.

“We don’t currently have 
any intention of licensing this 
platform out,” Lieberman said. 
“It really is just to be able to 
increase the amount of revenues 
that we can produce on behalf of 
our MVPDs, whose local ad sales 
we run.” 

  mememe

Viamedia Unveils Targeted Tools 
For Local Advertising Sales
Impression-based campaigns are created automatically

Viamedia’s  
Mark Lieberman: 
Going local with 

ad targeting.

FCC TO CONGRESS: SHOW BROADCASTERS THE MONEY
BROADCASTERS CAME just short of 
saying “I told you so” last week after 
FCC chairman Ajit Pai conceded that 
Congress’ $1.75 billion fund to com-
pensate broadcasters and multichan-
nel video programming distributors 
for their post-spectrum auction move 
was unlikely to be enough.

The broadcasters’ initial estimate 
of the cost of the move came to $2.1 
billion, with still more stations to 
weigh in. But there was still the pos-

sibility the FCC would shave some off 
that figure as the commission vetted 
the estimates to see if they squared 
with the “reasonable expenses” test.

But Pai told a hill hearing panel 
last week that the FCC had concluded 
the $1.75 didn’t look to be enough 
and Congress would need to come up 
with more money if it wanted to hold 
broadcasters — and, by extension,  
affected viewers — harmless.

Enter Rep. Frank Pallone (D-N.J.), 

who last week introduced a bill to 
fuel the fund with an extra billion 
dollars if broadcasters need it. In 
addition, he said that money could 
be used for paying FM radio sta-
tions who might be affected (those 
co-located on the same towers as TV 
stations, for instance) as part of the 
move, with whatever was left over 
available to help low-powers and 
translators, who are not protected in 
the repack. — John Eggerton

Rep. Frank Pallone  
(D-N.J.)
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          THE WATCHMAN
                          Deputy Editor Michael Malone’s weekly look at the programming scene

A Very Merry ‘Murdoch’ Christmas, and Some 
Funny ‘People of Earth’ … and Beyond 

IT’S CHRISTMAS IN JULY! Acorn TV is making 
Once Upon a Murdoch Christmas, the annual spe-
cial from Canadian detective series Murdoch Mys-
teries, available to subscribers on July 24. Yannick 
Bisson plays Murdoch. Christmas specials seem to 
do well this time of year, he said. 

“Sometimes Hallmark airs Christmas specials in 
the middle of summer,” Bisson said. “It’s not some-
thing I would tune into, but people dig it.”

Murdoch Mysteries is set in Toronto at the turn of 
the 20th century. Besides mystery, the series offers comedy and romance and incorporates 
historical figures, such as Nikola Tesla and Henry Ford, into its storylines. It also shows the 
very early days of forensic science in law enforcement. “It’s pre-CSI stage,” quipped Bisson. 

The Christmas special sees Toronto’s wealthiest businessmen targeted in robberies, 
and Murdoch pushed to solve the case. 

With its 11th season in the works, Murdoch Mysteries is going strong. (Seven seasons 
of it are available on Netflix.) Bisson said there’s no end in sight. “The show seems to 
touch everybody on a different level,” he said. “It’s never the same thing twice.”

Also starting up July 24 is People of Earth on TBS. The way offbeat comedy, with Wy-
att Cenac playing journalist Ozzie, who ventures to Beacon, N.Y., to write about an alien 
abductee support group, was a bit of a hit in season one — it scored a 92% among critics 
on the Rotten Tomatoes Tomatometer. 

Brian Huskey, who plays sad sack Richard Schultz, 
promises a funnier, deeper batch of episodes in its sopho-
more run. “It’s more in-depth for all the characters and 
their respective storylines,” he said. 

People of Earth has a distinct approach to comedy that 
suits the world’s increasingly sophisticated viewers, Huskey 
said. “It’s good at being funny, and then, in the next mo-
ment, having genuine heart to it,” he said. 

In the off-season, Huskey consumed documentaries about President Donald 
Trump. They helped “inform my character’s paranoia,” he said. Indeed, Richard is known 
as “Poor Richard” around the set for the misery that envelopes him. His wife left him — 
or was she abducted by aliens? — and the robot Richard fell in love with blew up on him. 
Huskey called it “standard fare in modern dating.”

People of Earth has some notable people of Earth among its executive producers, includ-
ing Conan O’Brien and Greg Daniels. Huskey said those not of Earth set the show apart. 

“Alien-being comedies out there?” he said. “We’re the only alien game in town!”

Once Upon a Murdoch Christmas

FATES AND FORTUNES

INDUSTRY MOVES  
OF THE WEEK

n (1) CHRISTINA DAVIS 
is leaving her post as 
executive VP of drama 
series development at 
CBS Entertainment. 
Davis, who joined 
CBS in 1997 as an 
assistant to then head 
of drama Nina Tassler, 
was tapped as EVP in 
2009. She has been 
on maternity leave. 
n A+E Networks has 
upped (2) ROBERT 
SHARENOW to presi-
dent of programming. 
Sharenow, who has 
been executive VP 
and general manager 
of A&E and Lifetime 
since 2015, will over-
see content across the 
entire A+E Networks 
portfolio. (3) ELI LEHRER 
was also tapped as ex-
ecutive VP of program-
ming at History. He 
most recently headed 
creative and business 
operations for MTV2. 
Finally, PAUL CABANA 
was named to the new 
post of executive VP, 

Biography and History Digital and THOMAS 
MOODY advanced to executive VP, program 
strategy and acquisitions, at A+E Networks. 
n (4) FRED GRAVER has joined Discovery 
Communications as senior VP of digital 
content and social. He was most recently 
Twitter’s global head of TV. n Acting Federal 
Trade Commission chair MAUREEN OHLHAU-
SEN appointed several officials, including: 
BRUCE HOFFMAN as acting director of the 
Bureau of Competition; MICHAEL VITA as 
acting director of the Bureau of Econom-
ics; and NEIL ALAN CHILSON as acting chief 
technologist. n Turner Content Distribution 
reported several executive moves: JENNIFER 
MIRGOROD was appointed executive VP of 
content distribution and strategic partner-
ships; SCOTT MILLER was named executive 
VP of content negotiations and strategy; and 
DONNA NORTHINGTON was tapped as execu-
tive VP of distribution planning and strategy.
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People of Earth
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STATOFTHEWEEK

$594 BILLION
The amount of dollars being held by the top five U.S. corporate 

cash holders — Apple, Microsoft, Google, Cisco and Oracle —  
according to a Moody’s report analyzing corporate cash piles. 
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