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BY DIANA MARSZALEK

DESPITE A DROP in politi-
cal ads, car sales peaking 
and all kinds of audience 

measurement-related issues, 
things are looking up for local TV, 
according to industry insiders in 
New York last week for the TVB’s 
annual Forward Conference. 

“Broadcast is healthy,” 
said Marci Ryvicker, a 
Wells Fargo industry 
analyst, adding that the 
medium is holding its own 
with stakeholders even as 
new competitors includ-
ing streaming services 
threaten its dominance.

“Broadcast is a key asset 
in this ecosystem,” Ryvick-
er said at the Sept. 29 event, not-
ing that over-the-air TV is far and 
away the most effective means of 
advertising. “If TV didn’t matter, 
then why is Donald Trump raising 
$140 million, most of which he 
will spend on television?”

That fervent belief in the 
broadcast business was a theme 
throughout the day-long confer-
ence, which drew the breadth of 
industry types—station group 
execs, sales teams and analysts 

among them. 
Although dis-

cussion revolved 
around the chal-
lenges local TV fac-

es, ranging from the unorthodox 
political year—i.e. Trump’s lack of 
ad spending—to the onslaught of 
digital competitors, the gathering 
focused on moving the industry 
forward despite them (hence, the 
conference’s name).

Presenters returned time and 
again to the overarching theme 
that local TV still rules—and will 
continue to.

Ryvicker said there are a 
number of factors contributing 

to broadcast television’s healthy 
prognosis, including a forecast 
that calls for continued high 
single-digit growth in retransmis-
sion consent fees; investment 
opportunities stemming from 
the spectrum auction, including 
consolidation; and new revenue 
streams that will be created 
when ATSC 3.0, the new broad-
cast standard, is adopted.

And although political ad fore-
casts for the year have dropped 
from the original $3.3 billion, 
new estimates of $2.65 billion 
to $2.8 billion are nothing to 
sneer at, presenters said. Local 
TV would still be getting more 

than half the amount of money 
campaigns are expected to spend 
on advertising this season.

There could even be an upside 
to a slowdown in the car indus-
try—local TV’s biggest advertis-
ing sector—after seven years 
of consecutive growth, said 
Steven Szakaly, chief economist 
for the National Automobile 
Dealers Association. 

Increased consumer incentives, 
as well as ads to promote them, 
could be on the horizon, Szakaly 
said. Although spot TV could 
lose dealer ads to digital plat-
forms and the targeted ads they 
offer, TV is still the best medium 
for car manufacturers to reach 
consumers, he said. “Nobody is 
debating about broadcast,” added 
Steve Passwaiter, Kantar Media 
VP and general manager. 

For example, roughly 70% of 
TVB members said they consider 
the lower-than-expected political 
spend this year “a fad” rather 
than the new normal. 

“Here’s what’s changed: 
Trump,” Passwaiter said. “If we 
took ‘unprecedented’ out of the 
English language, we would have 
nothing to say about this presi-
dential election.” 

  mememe

TVB Forward Greenlights Local TV  
Industry watchers at conference say broadcast stations will continue to rule 

LARRY WILMORE TO COHOST B&C HALL OF FAME
COMEDIAN AND writer Larry 
Wilmore has been tapped to cohost 
the 26th annual B&C Hall of Fame.

Wilmore produced and hosted 
Comedy Central’s The Nightly 
Show With Larry Wilmore, which 
ran for nearly two years before 
signing off in August. He also 
cocreated and is a consulting 

producer on HBO’s Insecure and 
is an executive producer on 
ABC’s Black-ish.

The industry vet will emcee 
the Oct. 18 event with CBS News’ 
Norah O’Donnell, who cohosts 
CBS This Morning and is a con-
tributor to 60 Minutes and fill-in 
anchor for CBS Evening News.

The Hall of Fame ceremony, 
which is part of NewBay Media’s 
NYC Television and Video Week, 
will take place at New York’s 
Waldorf Astoria.

A portion of the net proceeds 
go to the Broadcasters Founda-
tion of America and the Paley 
Center for Media. —B&C staff

Wells Fargo analyst Marci Ryvicker said Donald Trump’s lack of TV 
advertising is an anomaly in the largely healthy broadcast industry. 

Wilmore
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 THE WATCHMAN
 Deputy Editor Michael Malone’s weekly look at the programming scene

Gallaghers Still Shameless, FX Fearless, Landgraf Never Speechless 
A NEW SEASON of stylishly 
scuzzy Shameless is here, kick-
ing off with a sublime under-
water sequence featuring the 
feuding Gallaghers. Star Wil-
liam H. Macy had his castmates 
over for the premiere party, 
as the gang saluted seven 
seasons on Showtime.  

Exec producer Nancy 
Pimental says the family vibe 
has helped Shameless stay 
fresh. “People are con-
stantly changing and 
evolving and growing 
up,” she says. “Some-
times they fly the coop, 
and then realize they 
belong at home.” 

Pimental initially en-
visioned eight seasons, 
but is rethinking that. “I 
think it can keep going 
on forever,” she says. “I 

really do.” 
Speaking of dark comedies, 

FX chief John Landgraf got 
roasted at the Center for 
Communication shindig in New 
York late last week. It’s a good, 
profane, Friars Club-esque 
roast, and Landgraf knew what 
he was in for. “If you can’t take 
a good, swift kick in the nuts,” 
he told B&C beforehand, “you 
shouldn’t be in this business.”

Roasters in-
cluded Louis C.K., 
Americans stars 
Keri Russell and 
Matthew Rhys and 
AMC Networks CEO 
Josh Sapan. “When 
I met John Land-
graf, I was a touring 
comedian,” said C.K. “A couple 
years later, I was making 
television and winning Emmy 
awards—and making about half 
as much money. I’m back on 
the road now, so I can afford to 
make television on FX.” 

Landgraf’s great skill, said 
C.K., is not so much greenlight-
ing peculiar projects but get-
ting his bosses to pay for them. 
He imagined Landgraf’s pitch to 
his superiors for Louie, about 
“a comedian, he’s 39, nobody’s 
talking about him, he’s kind of 

heavy and balding and 
gross,” said C.K. “Some-
how, he gets them to 
say, ‘Yeah, sure.’”

Sapan touted Land-
graf’s taste and FX’s 
“level of, almost, beauty 
[that] one doesn’t find 
in television.”

Landgraf, for his part, de-
livered a philosophical homily 
on stories’ role in civilization 
that touched on the industrial 
revolution, the printing press 
and the creation of technol-
ogy. He also saluted Sapan as 
a reminder that he once turned 
down a future hit show. What-
ever he achieves in life, Land-
graf said, his tombstone will 
read: “Loving husband to wife 
Ally, father to three beautiful 
boys and also the idiot who 
passed on Breaking Bad.”

STATOFTHEWEEK
58 Percentage of 2016-17 TV shows  
Comcast estimates the Big Four broadcast  
networks will offer on demand, up from 
23% two years ago.

Landgraf

FATES AND FORTUNES
n Soap opera queen (1) AGNES NIXON has died. The 
93-year-old passed away Sept. 28 in her Pennsylvania 
home. Nixon created the ABC soaps All My Children 
and One Life to Live. She won multiple daytime Emmys 
for her work, including the Lifetime Achievement Award 
in 2010.  n Viacom has upped CHRISTIAN KURZ to senior 
VP, global consumer insights. Kurz had previously been 
senior VP, research, insights and reporting for Viacom 
International Media Networks. n (2) NCIS showrunner 
GARY GLASBERG has died. He was 50. Glasberg was also 
executive producer of NCIS as well as creator and EP 
of NCIS: New Orleans. n (3) KIM GUTHRIE will replace 
Bill Hoffman as president of Cox Media Group when he 
retires at the end of the year. Guthrie currently serves as 
executive VP of national ad platforms and president of 
Cox Reps and oversees sales automation system Videa. 
n Global digital studio Gunpowder & Sky has made six 
new Los Angeles hires. The appointments are: DAVID HAR-
RIS as VP of development; LAURA PRANGLEY as director of 
development; SAMA’AN ASHRAWI as creative executive; PI-
ETRO MORO as VP of finance and operations; LOTTE VAN DER VEER as business 
development manager; and RYAN NUGENT as VP of content strategy.
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Shameless

CABLE SHOW SHOWN THE DOOR
The NCTA board voted last week to end 
INTX: The Internet and Television Expo, 
known for much of its 65-year-run as 
simply The Cable Show. The move was 
seen as a sign of the times as cable 
operators consolidate and get most of 
their revenue from broadband services.

Former attendees paid tribute on the show’s Facebook 
page. “This feels like the passing of an era,” wrote Sandy 
Teger, a longtime broadband consultant. “When the Western 
Show ended after the 2003 event, I held onto my media 
badge as a memento. I still look at it from time to time and 
am grateful for all the wonderful people I have met over the 
years from our industry.”

Fox’s Pitch
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