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BY JON LAFAYETTE

AS THE UPFRONTS sched-
ule moves forward, Univi-
sion is revving up its ad 

sales with luxury automakers.
Keith Turner, president of 

advertising sales for Univision, 
said that in the last couple of 
years, BMW, Mercedes and 
Audi have been on the air.

Automakers have been a 
focus for Univision, which 
rather than fret about 
tougher competition from 
Comcast’s Telemundo is 
working to get advertisers 
that spend money only on 
English-language networks 
to invest in the fast-growing 
Hispanic market.

“It’s still about business de-
velopment for us, it’s still about 
automotive, it’s still about phar-
maceutical, it’s still about movie 
studios, and we’ve made great 
strides,” says Turner, citing 80 
new brand activations this year. 
“It’s an educational process that 
we still have to go through.”

Univision will hold its upfront 

presentation May 17 at the Lyric 
Theatre in New York.

At the presentation, media 
buyers will see the network 
taking a “younger, smarter and 
crisper” approach to the tele-
novelas Univision airs, Turner 
says. In addition, “you’ll see a 
comedy strategy. You’ll see a mu-
sic strategy and a digital focus. 
We’ve been in the digital busi-
ness, but as the industry changes 

we’re changing with it.”
Univision is also evolving its 

portfolio of brands into a con-
tent ecosystem with a focus on 
content verticals based around 
demographics, psychographics 
and genres. That includes verti-
cals focused on comedy, sports 
and music—including regional 
Mexican music, one of the most 
popular genres for Hispanics in 
the U.S.

Turner says that advertisers 
are seeking innovation. “They 
want something that hasn’t been 
done before. That’s a challenge 
to the industry,” he says.

Univision mounted a three-
month campaign with Sony for 
its movie Hotel Transylvania 2. 
The fi lm generated $47.5 million 
at the box offi ce on its opening 
weekend last September. Some 
of that success was due to the 
Hispanic audience supporting the 
fi lm as a result of promotion that 
included media, custom integra-
tions and talent involvement.

Like sales executives at the 
English-language networks, 
Turner sees a potentially strong 
upfront market this spring.

Univision’s upfront last year 
was stronger than most, he says. 
“The last three quarters, we’ve 
had signifi cant growth. The sec-
ond quarter looks pretty strong. 
It’s always been an indicator. A 
strong second quarter usually 
signals a strong upfront. It’s way 
too early, but all the signals that 
we normally look at, all the indi-
cators, it feels pretty good.” 

  

Driving Brands to Hispanic Media
Univision upfront will focus on new strategies for telenovelas, comedy and music

Keith Turner, Univision president of advertising sales, hopes
a smarter approach to telenovelas like El Hotel de los Secretos 
will draw more advertisers to the Spanish-language market.

DONALD TRUMP
Canvs detected 
72,567 emotional 
reactions (ERs) 
out of 306,776 
tweets captured 
by Nielsen. The 
majority of the ERs fell into the 
categories “hate” (12.9%), “crazy” 
(10.5%), “idiot” (6.1%) and “afraid” 
(4.9%), with “love” leading the way 
at 33.3% (vs. 16.9% “dislike”).

TED CRUZ
Canvs detected 
25,957 ERs 
out of 116,400 
tweets captured 
by Nielsen. The 
majority of these 
ERs were classifi ed as “hate” 
(14.6%), “crazy” (9.3%), “afraid” 
(6.3%) and “idiot” (4.0%),
with “love” leading at 26.4%
(vs. 22.9% “dislike”).

JOHN KASICH
Canvs detected 7,114 
ERs out of 30,122 
tweets captured by 
Nielsen about the 
Ohio governor. The 
majority of these ERs 
were “hate” (14.7%), 
“crazy” (9.8%), “idiot” (5.6%) 
and “afraid” (2.4%), with
“love” leading at 24.1%
(vs. 21.5% “dislike”).

CNN’S GOP TOWN HALL STIRS RANGE OF VIEWER EMOTION 
CNN’s GOP Presidential Town 
Hall that aired March 29 
prompted 172,900 emotional 
reactions (ERs) out of 724,120 
tweets captured by Nielsen 
and analyzed by Canvs, which 
measures and maps emotions 
around television. The overall 
reaction rate for the program 
was 23.9%, and on average 
there were more than 288 
reactions per minute.
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Sexy Outlander is back for 
season 2 on Starz this week-
end (see page 16), which will 
make the women at
The Mindy Project happy. 
Talking about the strong fe-
male personalities in her writ-
ers’ room recently, creator 
Mindy Kaling said, “We bully 
the men and make them talk 
about Outlander.”

So what does Outlander 
showrunner Ronald D. Moore 
watch for fun? Some 
Bojack Horseman, a 
bit of Mr. Robot…and 
a whole lot of Sein-
feld. “I literally watch 
it almost every single 
day,” Moore says. “It 
just becomes how 
you live your life—you 

watch Seinfeld before going 
to bed.”

A new book by former NBCU 
CEO Bob Wright, inevitably 
titled The Wright Stuff, offers 
a tasty tidbit about negotiat-
ing with Jerry Seinfeld for a 
10th season. Wright and Jack 
Welch met with Seinfeld at 
Wright’s Trump Tower apart-
ment in 1997 and offered him 
$67 million to extend the com-
edy another year. Concerned 

about slipping ratings, 
Seinfeld said no. Ever 
the master negotiator, 
Wright told Jerry to 
sleep on it. Jerry did—
and still said no. 

Seinfeld has gone 
on to earn more than 
$500 million since 

it went off the air, says 
Wright, so Ronald D. 
Moore clearly isn’t the 
only one tuning in daily. 

Another ‘90s TV staple 
continues to haunt televi-
sion today. FX’s The Peo-
ple v. O.J. Simpson ends this 
week, while ESPN’s O.J.: Made 
in America debuts in June. The 
People v. O.J. stars Cuba Good-
ing and John Travolta were on 
hand at FX’s upfront party at a 
Manhattan bowling alley, pleas-
antly obliging a thousand media 
buyers wanting photos. 

Henry Schleiff, Investigation 
Discovery group president, 
teased Hard Evidence: O.J. Is 
Innocent at Discovery Net-
works’ upfront late last week. 
“For the fi rst time, I ques-

tioned if everything I thought 
about the case was true,” 
Schleiff said of the project. 

Perhaps there’s a bit of 
Simpson fatigue setting in? 
No way, says Schleiff. “I don’t 
think you can run out of Juice,” 
he quipped. 

Schleiff also talked up origi-
nal movies featuring “A-list ac-
tors” on I.D. Like, Gooding and 
Travolta caliber? Not quite. 

“We grade on a curve…a
big curve,” said Schleiff. “You’ll 
recognize them if you’re from 
Canada.”

STATOFTHEWEEK

1,004 
Hours viewers spent watching live TV in the fourth 

quarter, up 7% from 936 hours a year ago, according to 
comScore’s 2015 Cross-Platform Future in Focus report.

THEY SAID IT
“It’s not going to happen for the next three to four years because 
almost all of the programmers have contracts.…But if we’re sitting 
here eight years from now and there is a skinny bundle, and we have 
a network like Velocity that has a superfan group that absolutely 
loves it, Velocity could work really well direct-to-consumer in the 
future.…It becomes an off-ramp if the world changes.” 

—Discovery CEO David Zaslav during the company’s March 31 upfront event 
for press, responding to a question about whether skinny bundles would 
squeeze larger network portfolios such as Discovery’s.

“Our city and world lost a great friend and giant of social justice, Bill 
Rosendahl. He had the biggest heart I know and I will miss him deeply.” 

—Eric Garcetti, mayor of Los Angeles, on the death of Bill Rosendahl 
March 30. Rosendahl was the fi rst openly gay man to serve on Los Angeles’ 
City Council, a former cable executive and the host and producer of multiple 
public affairs TV shows.

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

No ‘Seinfeld’ Shrinkage, and OD’ing on O.J.

Outlander

Seinfeld

             PROGRAMMING UPDATE:

             SHOW CAROUSEL
Discovery Communi-
cations dove deeper 
into the scripted realm, 
ordering a series with
(1) Tyler Perry for TLC 
as well as projects on 
the Unabomber for 
Discovery Channel, O.J. 
Simpson for Investiga-
tion Discovery and 
Adolf Hitler for Ameri-
can Heroes Channel. 
Comedy Central made 
a fl urry of orders, in-
cluding fi ve new series, 
10 new specials and 11 
pilots. The net also renewed Tosh.0, Not Safe With Nikki Glaser and 
(2) Drunk History. Showtime set a comedy special with (3) W. Kamau 
Bell. NBC got theatrical, slating a live production of Aaron Sorkin’s 
A Few Good Men. Also on broadcast, CBS announced pickups for 
Blue Bloods, Elementary, (4) Hawaii Five-0, Madam Secretary, Mom, 
NCIS: Los Angeles, NCIS: New Orleans, Scorpion, 2 Broke Girls, 
Survivor and The Amazing Race.
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