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THEY SAID IT!
“I believe in TV.
It’s part of the same 
fabric of storytell-
ing as fi lm. The two 
of them together are 
blurring….We’ll see if 
they come together as 
one or stay separate. 
But TV is advancing 
faster than major 
fi lmmaking.”

—Robert Redford, dur-
ing the Jan. 22 open-
ing press conference 
at his Sundance
Film Festival.

“The current tally 
stands at 35 women. 
How many more do 
we need? That’s like 
if Bill Cosby drugged 
and raped every 
U.S. president from 
George Washington 
to John. F Kennedy.”

—Larry Wilmore, 
during the opening 
monologue of his 
second Nightly Show 
on Jan. 20. Wilmore 

wasn’t the only one to weigh in on 
Cosby during the week, as former 
Tonight Show host Jay Leno said 

“I don’t know why it’s so hard to 
believe women,” in a Q&A at the 
NATPE conference. Leno also 
championed Wilmore’s ascent
as a late-night host.

PRINCESS CRUISES ON BOARD 
WITH WE TV’S WATCH AND WIN
PRINCESS CRUISES 
has signed up as the 
fi rst sponsor of WE tv’s 
watch and win effort 
aimed at getting people 
to tune in to shows and 
watch commercials 
within the three-day C3 
ratings window.

WE tv began the 
“Watch W/In” promo-
tion in November. 
Viewers were able to 
enter a sweepstakes 
by watching during 
a commercial break, 
spotting a code word 
and entering that word 
on the network’s website. Several thousand people entered the 
sweepstakes, the network said.

Princess Cruises on Jan. 23 began sponsoring WE tv’s series 
David Tutera Celebrations. Viewers will be urged to watch within 
three days and enter the code to win a seven-day cruise.

Princess had not advertised on WE before but found the 
networks’ demographics and the Celebrations show in par-
ticular a good match, according to Gordon Ho, senior VP of 
marketing and North American sales for the cruise line, which 
promotes holding special events on its ships. The watch and 
win promotion helps increase the chance the ads are seen and 
have an impact. “We’re really excited to be partnering with WE 
tv to drive more engagement with their shows and our Princess 
cruise vacations,” Ho said. He declined to say how much Prin-
cess would spend on the campaign. —Jon Lafayette
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NFL CONTINUES TO SCORE 
TOUCHDOWNS FOR ADVERTISERS
THE SLEW OF off-fi eld scandals and bad press has not defl ated 
marketers’ love for the NFL. Ad tracking fi rm iSpot provided a break-
down (with exclusive insights below) of how much the broadcast net-
works raked in this year from football as well as the top advertisers:

 AMOUNT SPENT 
BRAND (IN MILLIONS)
Verizon ..............................$128.0
Ford .........................................81.8
Southwest Airlines ............ 80.0
Toyota ....................................78.0
Geico .......................................77.0
Nissan ....................................76.8
Bud Light ...............................61.6
Subway ...................................61.2

 % OF NATIONAL TV  ESTIMATED # OF 
NETWORK NFL AD REVENUE  REVENUE COMMERCIAL AIRINGS
CBS .............................39.4 ...................... $1.62 billion .................. 3,134
Fox ..............................26.5 ......................$1.09 billion .................2,653
NBC ........................... 20.0 ...............$847.50 million ..................1,639

■  Through the Jan. 18 AFC and NFC championship games there were 11,660 national TV ad airings,
with an average insertion cost of $338,000.

■   The ads generated an estimated $3.95 billion in revenue for TV networks from national placements 
alone (not including local/affi liate inventory).

■   Automakers led the pack, running more than 2,000 TV ads on national broadcasts and spending 
a collective $812 million.

■ 25% of all digital activity for TV ads from NFL games were generated during NBC broadcasts. —Tim Baysinger

STAT OF 
THE WEEK
17% Average amount of live
TV consumption per person, per day
(4 hours, 32 minutes) in the third 
quarter of 2014, according to Nielsen’s 
newly renamed Total Audience Report. 
The fi gure was down from 284 minutes 
(4 hours, 44 minutes) a year earlier.

“Who ever 
thought ESPN 

would devote 
more time to 

infl ation than CNBC?” 
@AdamSchefter, ESPN reporter Adam Schefter, 
on the network’s coverage of the “defl ategate” 
scandal surrounding the New England Patriots.
 

Schefter

Quarterback Russell Wilson
of the Super Bowl-bound

Seattle Seahawks.

Princess Cruises’ promotion is running
on WE tv’s wedding planner-themed
reality series, David Tutera Celebrations.
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