
BY JON LAFAYETTE

THE PEACOCK is going 
programmatic.

Heading into an upfront 
that will likely feature strong 
demand from traditional buyers, 
NBCUniversal says it will also be 
offering advertising on its linear 
TV and cable networks via its 
programmatic platform, NBCUx.

NBCU has already introduced 
advanced advertising products 
that use data to help advertisers 
more effi ciently reach the audi-
ence likely to buy their prod-
ucts. They also sell ads that are 
addressable, meaning the spots 
only go to homes where people 
are in the target market.

The arcane way television 
commercials were sold has 
changed little until recently. 
Prices are based on how long 
a client has been doing busi-
ness with a network and how 
much money it brings to the 
table—and on the strength of 
the relationship between the 

salesperson and the buyer.
Data and automation have 

been creeping into the conversa-
tion, especially as traditional 
ratings have fallen, making it 
diffi cult for networks to grow 
ad revenue without overstuffi ng 
programs with commercials that 
scare more viewers away.

Programmatic is a bit scary 
because it has the potential to 
disassemble that dynamic by 
automating the ad sales process 

and making more decisions 
based on cold, hard data.

NBCU executives have been 
careful to make sure the ma-
chines won’t run amok, slashing 
prices the way programmatic 
once did to the market for digi-
tal banner ads.

“We feel we’ve got a complete 
hold on what we’re doing here, 
and we feel very confi dent that 
everything being done is going 
to be done with our agency and 

advertising partners in mind,” 
says Dan Lovinger, executive 
VP for NBCU’s entertainment 
advertising sales group.

“It is really meant to simplify 
the process of planning and 
transacting linear television 
inventory. It is not a real-time 
bidding tool,” adds Krishan 
Bhatia, executive VP, business 
operations and strategy at 
NBCU. Real-time bidding is es-
sentially an auction that deter-
mines the price for advertising.

The NBCU execs say that 
clients are demanding a 
simpler process for buying 
television ads. Marketers are 
also looking for ways to make 
their TV campaigns more
effi cient and effective.

“What this offering does is 
it allows the advertiser to fi nd 
audiences,” says Lovinger. 

Those viewers could be in 
dayparts or networks where the 
advertiser hasn’t bought before, 
or even on one of NBCU’s 
Spanish-language networks. 

4   B R O A D C A S T I N G  &  C A B L E   F E B R U A R Y  2 9 ,  2 0 1 6   B R O A D C A S T I N G C A B L E . C O M

NBCUx Marks Programmatic TV Spot

Lead-In
Linear television advertising time joins movement toward automation

NBCUx will now also connect clients to audiences on linear broadcast and cable networks.

THE LEGAL monkey wrenches 
were fl ying last week as the 
days marched toward the March 
29 start date for the broadcast 
incentive auction.

The U.S. Court of Appeals for 
the D.C. Circuit said it would 
not hear oral arguments in the 
Videohouse station challenge to 

auction 
participation 
until May. That 
means the court could render
a decision about the time the 
FCC was hoping to be wrapping 
up the reverse auction (broad-
casters) and starting the forward 
auction (wireless and perhaps 

cable operators bidding on
that spectrum).

Elsewhere, the FCC denied La-
tina Broadcasters’ challenge, 

which could mean more 
work for the same court.

In the Videohouse 
challenge, the court did 

expedite a hearing schedule, 
but denied the request that it 

wrap it up before March 29, thus 
the May oral argument date.

In the latter challenge, Latina 
Broadcasters of Daytona Beach, 
Fla., which the FCC had identi-
fi ed as auction-eligible at an 

opening bid price of more than 
$80 million before deciding Feb. 
12 it was ineligible after all, had 
asked the FCC to stay that rever-
sal of fortune and let it partici-
pate in the auction provisionally 
while the D.C. court heard its 
challenge. Latina also asked that 
the auction start be delayed if 
the FCC did not want to stay the 
Feb. 12 decision.

The FCC denied both requests. 
Latina’s lawyer plans to ask the 
same court to stay the FCC Feb. 
12 decision while it hears the 
challenge, or delay the auction. 

AUCTION ACTION 
From Videohouse to Latina Broadcasters, 
the spectrum auction heats up
BY JOHN EGGERTON SPECTRUM 
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FATES AND FORTUNES

INDUSTRY MOVES 
OF THE WEEK
■ (1) ADAM STOTSKY 
has been upped 
to president of E!. 
Stotsky, previously 
general manager of the 
NBCUniversal-owned 
network, will continue 
as president of sibling 
net Esquire and add E! 
unscripted program-
ming and development 
to his purview. ■ (2) 
REBECCA CAMPBELL has 
been given oversight of 
daytime programming 
at ABC. Campbell, who 
is president of ABC’s 
owned TV stations, has 
taken over daytime 
responsibilities from 
Paul Lee. Lee resigned 
from the company last 
week. Her new duties 
include management 
of The Chew, General 
Hospital, the syndi-
cated Who Wants to Be 
a Millionaire as well as 
future daytime devel-
opment. ■ Showtime 
has promoted (3) JULIA 
VEALE to executive 
VP of business, product development and 
management. Veale played a pivotal role in 
the rollouts of the premium cabler’s stream-
ing service and the authenticated viewing 
platform Showtime Anytime. ■ Discovery 
Communications chief fi nancial offi cer 
(4) ANDREW WARREN is leaving the company. 
Warren, who joined Discovery in 2012, will 
stay on through the end of the year while 
the company searches for his replacement.
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          THE WATCHMAN
                          Deputy Editor Michael Malone’s weekly look at the programming scene

Looking ‘Beyond Borders’ 
For Next Doctor Who
WE HOPE YOU’LL PARDON The Watchman’s British 
accent this week, as we’ve been chatting with a num-
ber of TV types from across the pond. 

Chris Lunt, creator of new series Prey on BBC 
America, explains on page 40 how he learned to write 
from edgy American dramas—none more infl uential 
than Shawn Ryan’s late, great The Shield. Lunt even 
took to social media to thank Ryan for creating the se-
ries. “I tweeted that, if it wasn’t for you, my TV series 
wouldn’t be made,” Lunt tells B&C. 

These days, Ryan is working on time-travel pilot 
Time for NBC and is exec producer on Amazon’s Mad Dogs. The latter is a remake
of a British series; Philip Glenister, who starred in the U.K. Mad Dogs, plays a prison
guard with a secret in Prey. “These things are not a coincidence,” says Lunt, a fan
of the original. 

How come more people aren’t raving about Mad Dogs? It’s loads of fun, with stand-
out performances from Steve Zahn and Michael Imperioli, and the gorgeous Belizean 
B-roll is a jarring juxtaposition to the harrowing predicaments of the four American 
tourists. The quartet can’t get out of Belize. I kept thinking that what they really need 
are the fearless folks from Criminal Minds: Beyond Borders, who swoop in when you’re 
stuck in a foreign country with rival drug kingpins trying to kill you. 

Alas, it may be too late for the Mad men when Beyond Borders debuts March 2.
Another Brit who’s a fan of American crime dramas is the dashing James Purefoy. 
Purefoy starred in the 2009 NBC drama The Philanthropist along with Michael

Kenneth Williams, best known as stickup man Omar Little in HBO’s The Wire. “I was 
slightly alarmed at the thought of spending time with Omar,” admits Purefoy. “But he’s 
a pussycat in a lot of ways.”

The pair became pals, and Williams suggested Purefoy look into Sundance TV proj-
ect Hap and Leonard. “I was packing up and ready to leave New York,” Purefoy tells 
The Watchman. “Michael told me he was Leonard, and they didn’t have a Hap.”

Score! The two play best buds in ‘80s rural Texas—Hap a drifter redneck, Leonard a 
gay Vietnam veteran. Hap and Leonard debuts March 2. 

Could the versatile Williams pull off, say, Doctor Who? There’s a petition afoot to 
make the next Doctor Who a person of color, or a woman—either of which would be a 
fi rst for the eternally running BBC drama. At presstime, the petition was within spit-
ting distance of its 15,000-signature goal. “I think Idris Elba would be a great choice,” 
says Jen Johnson, the petition’s architect. “Or a woman.” 
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James Purefoy and 
Michael Kenneth Williams 
in Hap and Leonard.

STATOFTHEWEEK

78% Percent of The CW’s prime-
time programming that is viewed out of pattern, 
according to TiVo. The CW was the most time-shifted 
broadcast network, followed by CBS at 64%, ABC
at 63%, Fox at 56% and NBC at 52%.

THEY SAID IT
“I don’t think there will be a negative effect, 
because once it becomes a nationwide 
campaign post-convention, money 
will need to be spent to win.”

—Perry Sook, chairman, president and CEO
of Nexstar Broadcasting Group, on Feb. 25
about political ad revenue in light of Donald 
Trump’s reliance on earned media.

CW’s The Flash
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