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Summary of Findings 
 Digital advertising spending is up year to year. Online

video and social media are experiencing the most growth.
Mobile advertising continues to garner more mindshare
than spending share.

 Digital spending is growing from national advertisers’
budgets for local markets, but not from network TV
budgets despite the complementary nature of TV and
digital.

 Local TV markets improved slightly from the first quarter
in year-to-year growth, supported mainly by local
advertisers. However, local cable is performing the best
because it can be easily purchased by national advertisers
looking to geotarget in local markets.

 Out-of-home advertising continues to find pockets of
strength throughout the country and has improved overall
from 2012. Stronger OOH markets are benefiting from
auto advertising.

 The spot TV market has improved since the first quarter,
but the second half of 2013 will be challenged by difficult
comps with a political year. Healthcare advertising, related
to upcoming reform measures, should boost fourth-
quarter spending.

Spending Rates 2H13 

Digital Media 
Executives 

Spot TV Advertising 

Out-of-Home 
Advertising 

Research Question: 

Has local advertising improved from its sluggish start to 2013? Has digital advertising 
maintained its growth momentum? 

Silo Summaries 
1) DIGITAL MEDIA EXECUTIVES
These seven sources said spending on digital advertising is up 
year to year, partly because of CPC (cost per click) rates. More 
traditional and digital advertising units are being paired with 
social media. Mobile media continues to command mindshare, 
but execution remains unsatisfactory. Social and video 
advertising bears watching. 

2) SPOT TV BUYERS
These three sources said advertisers are maintaining or 
increasing their budgets year to year for spot TV but that rates 
have been aggressively low because 2013 is a post-political 
year. Two sources said digital is gaining share of the advertising 
spending pie because of national advertisers in local markets. 
Another said the local market should get a spending boost from 
the healthcare laws going into effect January 2014. 

3) SPOT TV SELLERS
These four sources said the second quarter was better than the 
first quarter in terms of year-to-year spending growth. 
Healthcare ad spending is expected to offset political comps in 
the back half of 2013. Stations were being aggressive on rates, 
but one source reported being in an overbooked status and had 
to readjust rates based on the market’s developing strength. 

4) OUT-OF-HOME BUYER
This year is going to be very strong for business and has topped 
last year by 5% so far. The source categorized the past years as 
follows: 2007 was the best year ever; 2008 had a falloff; 2009 
was horrible; 2010 saw a rebound; 2011 was a great year; and 
2012 fell apart but was a great year nonetheless. 

5) OUT-OF-HOME SELLERS
These three sources said the OOH market is a mixed story, as it 
has been for the past several quarters. National advertising is 
weak while local advertisers are spending. Since revenue 
depends on local advertisers, consistently raising rates has 
been difficult. Growth levels are on a market-by-market basis. 

6) INDUSTRY SPECIALIST
This source has insight into local and national radio markets 
throughout the country and said that the second quarter has 
been better than the first quarter. However, year-to-year 
spending by national advertisers remains weak in most 
markets, and most stations are relying on local advertisers. 
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Advertising Update 

Background 
Sources for Blueshift Research’s April 9 and May 21 report updates as well as its June 18 upfront advertising report said the 
network TV and cable market had gained momentum in second-quarter scatter but had resulted in a slightly weaker than 
expected upfront market. Top-tier cable networks were performing better than their broadcast peers. Local markets were 
expectedly weak because of a lack of political and Olympic advertising dollars, while newspapers were suffering from 
additional share shifts away from print. Out-of-home (OOH) continued to be a market-by-market story. Online spending was 
showing its best growth in video and ad exchanges while mobile and social still commanded mindshare. 
 
 
CURRENT RESEARCH 
In this next study, Blueshift assessed whether the weaker upfront market was reflected in local advertising spending or in a 
shift to digital. (A separate, simultaneous July 10 Facebook report also is available.) We employed our pattern mining 
approach to establish seven independent silos, comprising 19 primary sources (including 11 repeat sources) and three 
relevant secondary sources focused on advertising trends: 

1) Digital media executives (7) 
2) Spot TV buyers (3) 
3) Spot TV sellers (4) 
4) Out-of-home buyer (1) 
5) Out-of-home sellers (3) 
6) Industry specialist (1) 
7) Secondary sources (3) 

 
 

Next Steps 
Blueshift will continue to monitor changes in the local advertising market as well as identify trends in digital ad spending on a 
quarterly basis. We also will check network TV and cable advertising as well as demand for print advertising. 
 
 

Silos 
 
1) DIGITAL MEDIA EXECUTIVES 
These seven sources said spending on digital advertising is up year to year, partly because of CPC (cost per click) rates. More 
traditional and digital advertising units are being paired with social media. Mobile media continues to command mindshare, 
but execution remains unsatisfactory. Social and video advertising bears watching. 
 
 
KEY SILO FINDINGS 
Spending 

- Spending continues to rise in the low double digits year to year as more advertisers shift budgets toward digital 
channels. 

Rates 
- CPC rates are up year to year, but this has not been a deterrent to attracting advertisers. 

Trends 
- Social media continues to grow its share of digital ad budgets as it complements existing platforms, especially for 

brand advertisers. 
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Advertising Update 

1. Partner of a digital media agency dedicated to social marketing 

Digital budgets are increasing but the landscape is fragmented, so spending is being spread across more suppliers. For 
the past few years, this source’s budgets have been up nearly 100% as more clients spend on social and experimental 
digital. More budget dollars are spent on creating content than placing it with paid ads. This source is working on 
boosting advertiser loyalty and advocacy on social networks. 

Spending 
 “Our budgets are up as we continue to invest in this space, but it is getting 

pricier.” 
 “We continue to do more with earned and owned to leverage the paid 

space.” 
 “Clients are looking to do more for their money, to get more value from the 

same amount of spending.” 
 “The real takeaway is people want more for the same amount.” 
 “We are diversifying across channels, but money is getting thinner as it hits.” 
 “With this type of content, we can throw some paid media placement behind 

it based on predictive analytics.” 
 “More money is shifting over to social because brands are seeing more 

results now that they understand how to leverage and use the channels more efficiently.” 
 “In search versus social, we are looking at the broader impact on search, not just from a paid media standpoint but 

how it is tagged, optimized as well as metadata.” 
Rates 
 “We are thinking of the broader digital picture with digital, loyalty, advocacy and long-term digital solutions. We don’t 

give a crap about click-through rates.” 
Trends 
 “We are producing ‘snackable’ content so that our clients can make smart and informed paid media choices.” 
 “We’re seeing more urgency and more thoughtful approaches as brands step up.” 
 “We’re not doing display outside of building assets and supporting and amplifying content. We try to stay as far away 

from banner ads as possible.” 
 “We’re seeing a lot more real-time decisions that inform paid media decisions.” 
 “We are looking at the broader strategic landscape of loyalty and advocacy. Loyalty is a big deal, and we are 

constantly looking at this.” 
 “It is more fragmented, and yet there is a greater demand for greater service.” 
 “Community management is being taken in-house while several years ago that wasn’t the case. Now clients’ needs 

for this are dwindling.” 
 
 

2. Group media director for a large digital agency 

This source is spending more on social to complement traditional advertising while continuing to spend on search 
advertising and exchanges. Mobile remains hot but elusive in terms of generating advertiser ROI as well as 
accountability. 

Spending 
 “Our spending is up 10% to 15%.” 
 “We are using our TV assets for video, and socializing it a little bit and increasing our spending.” 
 “Our search spending is up 20% to 25%.” 
Rates 
 N/A 
Trends 
 “We are increasing our exposure on video, social and mobile.” 
 “We are all super-enthused about mobile but are not taking advantage of it yet.” 
 “The reporting, analytics and measurement are not there yet for mobile.” 

More money is shifting over to 
social because brands are 
seeing more results now that 
they understand how to 
leverage and use the channels 
more efficiently. 

Partner, Digital Media Agency 
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Advertising Update 

 “Targeting is not there yet for mobile.” 
 “There are a ton of mobile publishers, but it’s hard to weed out.” 
 “We use the AdMobs [Google Inc./GOOG] and Jumptaps of the world, but we haven’t really found a mobile DSP to 

take advantage of yet.” 
 “We will have more opportunities with mobile once we figure it out.” 
 “There are so many elements, but I would say every media now has a piece of social in it.” 
 “Our strategy with display is programmatic with DSPs, in that world—real-time bidding.” 
 “We are looking at private exchanges for more secure premium space. [Google’s] DoubleClick is a big one, our go-to 

supplier.” 
 “We also use Turn though it depends on the client.” 

 
 

3. Director of regional digital sales for a top-five media company 

Digital ad spending continues to grow, with search and video taking the lion’s share of year-to-year growth. This source is 
optimistic about the ad market but said mobile remains a challenge despite being popular. 

Spending 
 “Digital is up 30%; we grew 30% last year and projected similar growth this year.” 
 “Display spending is flat. VOD [video on demand] is up 50% to 100%, similar to mobile; that is off a really small base. 

We continue to spend more on search. We are looking at social media and second-screen social TV much more.” 
 “Pandora [Media Inc./P] is still doing a phenomenal job and has the best ad experience with desirable creative 

execution across all of their properties. However, they oversaturating their environment, which will affect the 
consumer experience.” 

 “Shazam [Entertainment Ltd.] is a silly service that is unreliable. In the NBA 
playoffs there was a Shazam-enabled Budweiser commercial where you 
point at the TV and get a QR code; both are absurd. No one points their 
phone at the TV, and no one wants a QR code.” 

 “Overall it’s a healthy marketplace, but some markets are soft.” 
Rates 
 N/A 
Trends 
 “Day to day, the whole programmatic area is difficult to read where it’s 

going. Sometimes it feels as if it will take over the world and be a huge 
influence. Sometimes it is difficult to carve out a portion of how the 
business is going there.” 

 “Due to an ease of use, programmatic is gaining momentum, but most of 
what is sold shouldn’t be so difficult to buy.” 

 “For the thousands who work in advertising sales, we need maybe only 25% 
or 50% of them. We have to determine what is high touch and what’s not.” 

 “I don’t know anyone who has mobile right. There are more media 
companies doing genuinely tailored environments for the mobile screen. 
But we can’t sell multimillion-dollar packages on mobile, only hundred-thousand-dollar packages and maybe some 
upward of a million dollars.” 

 “A lot are designing experiences for the mobile screen and finding ad opportunities. A lot are doing HTML sites and 
making progress. About 5% of my digital budget goes to mobile, but a screen’s a screen. If we can put an ad on 
there, we want to buy screen-neutral.” 

 “Nielsen [Holding NV/NLSN] is trying to create a uniform metric across all screens. Both they and ComScore 
[Inc./SCOR] have a good product. No measurement is perfect. A lot of clients use ComScore direct contracts because 
they are using it to measure everything else online, so it makes sense to use it for online video.” 

 
 
 

I don’t know anyone who has 
mobile right. There are more 
media companies doing 
genuinely tailored 
environments for the mobile 
screen. But we can’t sell 
multimillion-dollar packages on 
mobile, only hundred-thousand-
dollar packages and maybe 
some upward of a million 
dollars. 

Director of Regional Digital Sales  
Top-five Media Company 
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Advertising Update 

4. Director of innovation and strategy for a top-five digital agency

This year’s spending is up year to year despite a lack of catalysts for growth in the advertising marketplace. Next year 
should be better for advertising in general because of upcoming significant events. Mobile is a very small piece of the 
overall pie. This source sees a challenge with the glut of data as it is not a substitute for human planning. 

Spending 
 “Advertiser budgets are up [in the low double digits], and no one is cutting back.”
 “It’s not the worst of times. We thought this year would be somewhat of a malaise because nothing cultural is going

on. We have five months left, and the windows don’t look so hot with [Federal Reserve Chairman Ben] Bernanke’s
comments and ‘Obamacare’ costs coming in.”

 “2014 will be a better year with the World Cup, Olympics and congressional elections.”
 “Spending on mobile is up high but off of such a small base. It depends on what device you are talking about as to

where growth is going. Smartphone and tablet are two different devices.”
 “Display spending is what it is. The web has morphed based on 1993 specs to one that redevelops through HTML5

and mobility. Display is the classified ads of the web; it has its place, but it’s not where it’s at.”
 “Video should be the standard.”
Rates 
 “[In terms of rate commoditization] programmatic is problematic because at

the end of the day we will see how long it lasts. It is getting better, more
efficient, but it’s not going to reign supreme as more and more clients will
take it in-house. We are at the twilight of the era of banners where supply is
outstripping demand. We’re in a glut, with way too many pixels to be
monetized and layer upon layer built in the twilight of the narrow band web.
But now we’re getting to the full outburst of the broadband web, and this is
changing the dynamic.”

 “Banners cannot brand the same way a video can—they are night and day—
so we’re headed to a world based on video that can carry a conversation,
convince, make you cry, develop and maintain relationships. None of this
can be done through programmatic.”

 “We are returning to context; important to context is video, not more
banners.”

Trends 
 “From an advertiser’s perspective, smartphone growth is dead in the water

as a direct response vehicle. From a marketing perspective, with geotargeting and loyalty, it is a phenomenal device.
Smartphones are not a brand advertising vehicle and never will be.”

 “The smartphone will grow solely and perhaps get some reach, but not for advertising—only for marketing.”
 “Tablets we are watching more and more but not as an out-of-home device. There is a very interesting symbiotic

relationship between the TV and the tablet. I am not a big believer in second-screen apps—it’s not content. GetGlue
and Viggle have their place, but they just don’t scale. They are occasional use vehicles, not show after show that
would gain stickiness. They don’t provide real loyalty.”

 “People watch TV to veg, to be entertained, to follow a storyline. They also will chat or Tweet, but that’s secondary to
following storylines.”

 “We’re due for a renaissance. What does the world look like that is not built on 1994 technology? We need to start
over and build out from there.”

 “Data is getting worse, not better. We have multiple use devices and a loud group saying, ‘Pay us for our data,’ but
data is not any more effective than smart planning. It’s good to have data if you are smart and know what to do with
it. But no amount of data will tell you what happens tomorrow, particularly because humans are irrational and
emotional. Data is important, but we have absolutely overinvested in it.”

 “In the fourth quarter [Microsoft Corp.’s/MSFT] Xbox and Sony Corp.’s/TYO:6758/SNE] PS4 will dominate buying
trends. I give the edge to Xbox although the design looks like a 1990 VCR.”

From an advertiser’s 
perspective, smartphone 
growth is dead in the water as 
a direct response vehicle. From 
a marketing perspective, with 
geotargeting and loyalty, it is a 
phenomenal device. 
Smartphones are not a brand 
advertising vehicle and never 
will be. 

Director of Innovation & Strategy  
Top-five Digital Agency 
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Advertising Update 

5. President of a midsize digital and social media agency; repeat source 

Marketing has moved to the forefront of digital spending with opportunities across all screens to engage users. This 
source sees opportunities to stand out in social media because not a lot of advertisers are using the space wisely. 

Spending 
 “Budgets are up 20%.” 
 “Our budgets are strong similar to last year.” 
 “We’re in a whole new area, especially around intent. There is a place for 

advertisers to advertise, but we are also looking at utility tools and services 
that can connect people.” 

Rates 
 “We are not focused on price, we are focused on performance.” 
Trends 
 “We don’t live in a multiscreen world; the only screen that matters is the one 

in front of us.” 
 “If you are connected to YouTube on a smartphone, it is not the same experience as on a tablet.” 
 “Measurement is as far along as we want it to be.” 
Categories 
 “[Nike Inc.’s/NKE] Nike+ has the ability with wearable technology to elevate the experience above the product.” 

 
 

6. VP of marketing for a midsize digital agency 

This agency is changing its focus to sell the technology it has been using to manage clients’ business while also using 
that money to increase its own marketing budget. Most of the agency’s and its clients’ spending is going toward the top 
three social platforms. 

Spending 
 “Our sales increased 30% to 40%, so our marketing budget increased similarly because the company is doing well.” 
 “We are spending on Google AdWords and a little on search. Then we spend on Facebook [Inc./FB], Twitter [Inc.] and 

LinkedIn [Corp./LNKD]; all together we spend more on these channels than we do on AdWords.” 
Rates 
 “Our click-through rate has been successful in helping us to identify leads. 

We are not seeing that rate go up.” 
Trends 
 “We are changing our focus because we are now getting most of our 

revenue from our tech services. Our tech has a tremendous value, and we 
are scaling and growing it.” 

 “We are directing ad spending at campaigns that use traditional banners 
and a number of media outlets that target CMOs, for example, on 
Advertising Age’s website.” 

 “I’m a big fan of mobile and believe every piece of content needs to be 
mobile-enabled.” 

Categories 
 “Healthcare is definitely an industry that is opening up to us and using social media despite its challenges with 

regulations.” 
 “Large retail and financial services have been strong categories for us as well.” 

 
 

7. Director of digital/search for a top digital agency; repeat source 

This source continues to see steady growth in digital advertising and is a heavy user of Facebook Exchange. CPC rate 
increases are driving some of the spending growth. 

We don’t live in a multiscreen 
world; the only screen that 
matters is the one in front of 
us. 

President 
Midsize Digital & Social Media Agency 

Healthcare is definitely an 
industry that is opening up to 
us and using social media 
despite its challenges with 
regulations. 

VP of Marketing  
Midsize Digital Agency 
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Advertising Update 

Spending 
 “Budgets are up 10% to 15%.” 
 “No question that budgets will continue to show incremental growth based 

on the CPC increases in Google Enhanced, the attractiveness again of FBX, 
and brand dollars being aligned in [Google’s] YouTube.” 

Rates 
 N/A 
Trends 
 “We are still seeing good success with [Facebook, Google and Rubicon 

Project] exchanges and their platforms. … They are still strong performers.” 
 “Google’s tweaking of the algorithms that put tablet and desktop on the 

same page was confusing to marketers. I think there is less confusion to 
marketers now.” 

 
 
 
2) SPOT TV BUYERS 
These three sources said advertisers are maintaining or increasing their budgets year to year for spot TV but that rates have 
been aggressively low because 2013 is a post-political year. Two sources said digital is gaining share of the advertising 
spending pie because of national advertisers in local markets. Another said the local market should get a spending boost 
from the healthcare laws going into effect January 2014. 
 
 

KEY SILO FINDINGS 
Spending 

- Spending is relatively flat. 
Rates 

- Local TV stations have been aggressive on rates, given the lack of political spending. 
Trends 

- National advertiser spending is shifting to digital in local markets. 
Categories 

- Healthcare is expected to drive spending in the local market, especially in the fall. 
 
 

1. EVP of local media for a top-three advertising agency in the South 

This source mentioned some interesting trends, including local cable thriving because of national advertisers’ ability to 
easily buy a local market via geotargeting. The source also cited a shift to digital for national advertisers in local markets, 
both of which are creating a national advertiser deficit in local markets. This source lost two large clients and said 
spending is cyclical. 

Spending 
 “Our spending is flat to down a little for local broadcast.” 
 “One client pulled out of our market and sold to a competitor—a hit for us.” 
 “The TV side is tough right now from a client roster because we have so many big national or multinational 

advertisers that have product distribution nationally so they buy network.” 
 “We have been using Pandora. That is working well—not necessarily from an analytics standpoint but clients know 

there are listeners there and so they should move their money there because it’s … radio streamed. We are calling 
this audio now, not just radio.” 

 “There are some inappropriate advertisers on Pandora. We had a funeral home wanting to advertise on Pandora. 
Also, people feel like they hear the same ad all the time. … It could be a function of fewer ads that makes it seem 
that way.” 

Rates 

No question that budgets will 
continue to show incremental 
growth based on the CPC 
increases in Google Enhanced, 
the attractiveness again of FBX, 
and brand dollars being aligned 
in [Google’s] YouTube. 

Director of Digital/Search  
Top Digital Agency 
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Advertising Update 

 “For our buying of individual markets in spot radio, our rates are planned at minimal increase—less than 5% with all 
the competition with online and Pandora—and our buyers hitting that.” 

 “Rates on Pandora are hard to compare because we are still buying traditional radio spot on a CPP [cost per point] 
basis. On Pandora it is on a CPM or through geotargeting, which is the beauty of it. You can buy listeners in suburban 
Chicago as opposed to all of Chicago.” 

 “TV rates really depend on the market you are buying in. … [This has always 
been] the case but is even more appropriate now given this is not a political 
year.” 

Trends 
 “We are pitching new business so have our fingers crossed. And we are 

looking at shifts from ‘spot and dot’ buying to more of designing an overall 
plan and thinking holistically how the consumer interacts with media, 
whether mobile or digital. We are seeing shifts in budgets to digital, and I 
think … we can use online in mobile to geotarget like with Pandora. So in a 
marketer’s mind there are options to reach local markets without buying 
local broadcast.” 

 “We are seeing this geotargeting with our food client where we can deliver 
coupons to people’s cell phones and geofence to know where they are 
physically located and only send to cell phones where they are within a mile 
of the restaurant. … And there are a number of third-party marketing companies working with carriers to buy key 
words.” 

 “We are using social more on a national basis; we are not doing that much locally. We might do Yelp [Inc./YELP] 
nationally, divvying up to certain markets. Yelp is a national portal. We have to figure out a model that takes 
advantage of the digital medium as well as geotargeting.” 

 “Local cable is in a great place because we have always been able to buy on zoned basis and buy on geotargeted if 
you wanted to. The way local cable is priced, you can buy an entire market for much less than divvying up individual 
markets. The way you buy local broadcast, there’s no way to not buy the whole DMA [designated market area]. 
Broadcasters need to figure out that model. You still get mom-and-pops buying broadcast the old way, but for big 
national agencies we have to be smarter how we spend. We’re getting back to trying to design a better overall media 
plan that takes advantage of the overall consumer mindset.” 

 “If you look at cable, you can pick the content on, say, HGTV, Food Network or sports, but with broadcast you are 
buying the news. … It’s hard for the spot TV marketplace.” 

 “The spot TV marketplace is two different markets. You have your true local advertisers … the local chains buying 
media themselves or via a local agency. That is 60% of the money that comes to local TV stations. … But the money 
is 40% coming from big agencies like us, so the problem is that they are trapped in this business model because 
they know they will get 60% of that money; those advertisers are not going to shift away from TV. And they haven’t 
paid much attention to the 40% before because of the cyclical nature of the political business, so 40% is just now 
starting to hurt them. This is why local broadcasters are trying to figure out mobile TV or TV Everywhere; they are 
trying to monetize their audience watching their news on other devices, and they’re already behind on this.” 

Categories 
 “A large financial client continues to spend in TV and radio—doing quite a bit of radio—not dollar-wise but business-

wise. They can use it promotionally, last minute, and build events around their product, whether on premise or in DJ 
chatter.” 

 “Client budgets are not being cut back. We lost some big accounts, but the ones we do have are not cutting.” 
 “One bright spot is a large fast-food client doing a lot of radio as well as TV … but it is on a market-by-market basis.” 

 
 

2. Media director for a midsize advertising agency in the South 

Clients that used to spend money in a traditional pattern of TV and newspaper, filled in all other media, now are pushing 
for digital; some have even gone 100% digital. Budgets are up modestly year to year. 

Spending 
 “Our spending is continuously shifting to digital; that is the common thread across all media.” 

We are seeing shifts in budgets 
to digital, and I think … we can 
use online in mobile to 
geotarget like with Pandora. So 
in a marketer’s mind there are 
options to reach local markets 
without buying local broadcast. 

EVP of Local Media  
Top-three Advertising Agency, South 
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Advertising Update 

 “Our budgets are up year to year by a small percentage.” 
 “We spend on Facebook and Twitter for sponsored posts but have just 

started looking at Facebook Exchange. We are seeing ROI on the sponsored 
posts, but it is too early on FBX to tell.” 

Rates 
 N/A 
Trends 
 “We are moving some accounts to 100% digital or predominately TV and 

digital.” 
 “We are seeing ROI from Sponsored Stories and Tweets.” 
Categories 
 N/A 

 
 

3. Media buyer for a midsize advertising agency in New York; repeat source 

This source is moderately optimistic as spending has been steady and most suppliers are offering competitive rates. 
Healthcare ad spending is expected to pick up in the back half of the year. 

Spending 
 “First-quarter through third-quarter spending year to year is flat.” 
 “Everyone is a little more optimistic. The economy is picking up but slowly.” 
 “We’re spending on TV and cable and a little bit on OOH.” 
Rates 
 “TV rates are 20% lower, but cable rates are the same year to year.” 
 “We’re getting deals on TV right now, but we’re seeing inventory tightening 

in the fall.” 
 “We are buying 10% below SQAD. Last year’s political was not as bad as 

everyone thought it would be here. We are a blue state, so we didn’t attract 
a lot of political dollars. We had some initiatives such as gay marriage and 
medical marijuana.” 

 “The third quarter with the first three weeks of September are seeing OK 
rates.” 

 “Rates for OOH are flattish. We have been able to cut deals and basically 
tell them what we want and get it.” 

Trends 
 “Housing prices are up. Interest rates are up 4%.” 
Categories 
 “Healthcare is going to break in the fall.” 
 “The healthcare advertisers are ready for the first one to break.” 
 “Insurance companies are spending their own money to advertise.” 
 “Advertisers and insurance companies have to figure out their own message.” 
 “Financial and banks are spending.” 

 
 
 
3) SPOT TV SELLERS 
These four sources said the second quarter was better than the first quarter in terms of year-to-year spending growth. 
Healthcare ad spending is expected to offset political comps in the back half of 2013. Stations were being aggressive on 
rates, but one source reported being in an overbooked status and had to readjust rates based on the market’s developing 
strength. 
 
 

We are moving some accounts 
to 100% digital or 
predominately TV and digital. 

Media Director  
Midsize Advertising Agency, South 

We are buying 10% below 
SQAD. Last year’s political was 
not as bad as everyone thought 
it would be here. We are a blue 
state, so we didn’t attract a lot 
of political dollars. We had 
some initiatives such as gay 
marriage and medical 
marijuana. 

Media Buyer  
Midsize Advertising Agency, New York 
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KEY SILO FINDINGS 
Spending 

- Spending is up in this ex-political year compared with 2012, and is better than sources expected. 
Rates 

- Rates are lower year to year as stations comp political spending. 
Trends 

- National advertisers remain the weak link in local advertising sales. 
Categories 

- Food stores are advertising more while restaurant advertising has been weak. 
- Healthcare ad spending is expected to pick up in light of healthcare reform that begins January 2014. 
- Auto is spending more year to year. 

 
 

1. Director of sales for a local spot station group in the Southeast; repeat source 

Second-quarter spending was up, and the third quarter appears strong as well, with local and national markets getting a 
lift from the auto category. However, second-quarter spending is down year to year if political comps are factored in. The 
source hopes full year-to-year growth will be down only in the single digits. 

Spending 
 “Second-quarter spending saw local up 11% and national up 18% in core spending.” 
 “The third quarter is pacing up 18% in core.” 
 “The second quarter with political, however, is pacing up 5% with national 

down in May and June.” 
 “The third quarter looks great, with local and national business both up, but 

if you include political year to year, national looks bad because that is where 
the political dollars came from.” 

Rates 
 “Our news rates are off a percent or two because the average unit rate is 

down. What drives an average unit rate is issue advertising money.” 
 “The sweetheart time from 6 a.m. to 7 a.m., early morning news, is where 

everyone wants to be. This is our ‘sirloin’ time, and we are able to raise 
rates here.” 

 “We are down across the board with rates though, about 4% to 5%.” 
 “We have lots of activity with our six o’clock news tight, but we don’t price off of CPP or SQAD. It’s supply and 

demand driven.” 
 “It’s not where it was prior to the general election last year, but we are able to raise rates on the six o’clock news.” 
Trends 
 “Things are a little better than I expected.” 
 “I don’t see things going downhill.” 
 “My problem is inventory; I don’t have enough.” 
 “Local advertisers are doing backflips because there is no political.” 
 “We are not one of the states affected by healthcare spending.” 
Categories 
 “Auto is driving the train.” 
 “The automotive category has been huge, and they are selling cars in this market like crazy. They’ve gone from 200 

cars to 600 cars.” 
 “Fast food has been all over it with advertising.” 

 
 

2. General sales manager for a Midwest station group; repeat source 

Categories, such as food service, travel and leisure that depend on disposable spending, have been weak, but home 
services advertising has rebounded. Healthcare ad spending has been disappointing, but the source is optimistic that 

We are down across the board 
with rates though, about 4% to 
5%. 

Director of Sales 
Local Spot Station Group, Southeast 
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this industry as well as displaced advertisers from last year’s political landslide will pick up spending in the second half of 
the year. 

Spending 
 “The second quarter is a mixed story.” 
 “Similar to the first quarter, the second quarter is up mid-single digits year 

to year, ex-political.” 
 “We have no guidance for the second half of the year though because of 

the size of political spending last year.” 
Rates 
 N/A 
Trends 
 “Last year broadcast networks had leftover inventory and did deals that 

sucked dollars out of spot.” 
 “Third-quarter displacement should generate positive gains due to political 

across all categories. So many got pushed out last year.” 
 “Healthcare is already spending requirement dollars for affordable care, but 

it varies by market. … They have RFPs out everywhere. In Colorado the 
spending has started now, but in California they are waiting till the fourth 
quarter to start spending because that market is on fire. The reform goes 
live in January.” 

 “Denver is also hot while Kansas City is a question mark.” 
Categories 
 “Auto is where we expected it to be, higher in the first and second quarters.” 
 “There have been some changes with the auto category.” 
 “Our auto is going up against huge numbers in the first half of 2012, but they are up double digits in the second 

quarter.” 
 “Auto is also up against a giant 2011, which was up against huge digits compared to 2010.” 
 “Services with medical hospitals are sitting back and have been a disappointment. They are not where we expected 

them to be, and it’s a big enough category that it brings the whole category down.” 
 “Food service and restaurants are all down while food stores are up.” 
 “Retail is weighted differently, higher in the first quarter than in the second quarter.” 
 “Auto, retail and telco will spend due to last year’s displacement.” 
 “AT&T is really aggressive with a new product.” 

 
 

3. Director of sales for a local station group in the Rocky Mountains; repeat source 

The source began 2013 expecting the full year to be up in the very low single digits but has rapidly readjusted 
expectations as national advertisers continue to drag on quarterly results. Local and business development with local 
advertisers has been able to help fill the gap. The second quarter, although better from original pacings and quarter to 
quarter, is still weak nationally. This will bring down full-year numbers to a double-digit loss. 

Spending 
 “We had thought at the beginning of the year that it was realistic to expect to be up 1% to 2% for the full year 

because auto was expected to be way up and everyone was talking about the new models coming out. Also, 
healthcare was supposed to start spending in June.” 

 “The second quarter is up 12% for local but down 16% for national, so combined is up 1% ex-political. Local is way 
better than we expected, while national is way worse.” 

 “The first quarter ended down 3% in local and down 12.9% for national, worse than we had expected.” 
 “The second quarter feels better than the first quarter, but two weeks before it started we were pacing down 28%. So 

we dove in and got aggressive. About seven to eight days later we were hardly pacing down.” 
 “The third quarter feels a lot better, but again it’s a tale of two crystal balls. With national, I was hoping it would be 

down 3% to 5% and it looks to be down 10%. Local may be up 18% to 22%.” 

Healthcare is already spending 
requirement dollars for 
affordable care, but it varies by 
market. … They have RFPs out 
everywhere. In Colorado the 
spending has started now, but 
in California they are waiting till 
the fourth quarter to start 
spending because that market 
is on fire. The reform goes live 
in January. 

General Sales Manager  
Station Group, Midwest 
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 “The market should be down 17.4% for the third quarter, but we will do better and take share. We should be down 
13%, including political. Excluding political, our third quarter would be up 
12%. But with national being down 10%, it is more likely to be in that 2.5% 
to 3% range up year to year.” 

 “The fourth quarter has core billed at up 29% for local and up 12% for 
national due to healthcare spending. However, with political the fourth 
quarter would be down 22%; that is why we need that healthcare money.” 

 “All in all our FY13 will be down 15%. That is why we have to have the 
healthcare money or we might be down as much as 20%.” 

Rates 
 “We became very aggressive before the second quarter started because of 

what we weren’t seeing, and then we had overbooked.” 
 “We are raising rates in the third quarter, and the local advertisers are 

paying the higher rates.” 
 “Healthcare spending will be high rates, but they have to pay it.” 
Trends 
 “The business is coming in late; we oversold our stations twice as late money came in.” 
 “It’s a schizophrenic market. We are raising rates in the third quarter, especially to position ourselves for the 

healthcare dollars coming in, but a lot of our stations are not doing well.” 
 “Everyone was surprised by the second quarter—by how the money was coming in. We were bearish in the second 

quarter and got slammed. We also are bullish for the third quarter. Who knows?” 
 “The newspaper has been on the rough side, like us, in the first six months.” 
 “The general manager of a radio group said she thinks radio is a little worse than TV this quarter.” 
Categories 
 “Auto is doing very well locally, but a lot of the top manufacturers spend 

locally here. Jeep Chrysler Dodge, Subaru are national.” 
 “Fast food is spending like crazy; casual dining is down, but grocery store 

spending is up.” 
 “Healthcare was supposed to be spent in the third quarter, but it got pushed 

into the fourth quarter. We needed that money.” 
 “Healthcare spending could be anywhere from $1 million to $5 million; we 

don’t know.” 
 “Charitable organizations have picked up spending. We have three 

nonprofits advertising because they are raising money and want to attract 
more of it.” 

 “The real estate market has been on fire.” 
 “The big categories are also hurting; banks, credit unions and insurance are all down. I think insurance is saving their 

money for the fourth quarter to spend on healthcare.” 
 “We’re hearing a lot of chatter that travel is taking a hit.” 
 “We’re keeping an eye on cell carriers. They haven’t been what we had hoped for and are just not a player right 

now.” 
 
 

4. General sales manager for a local station group in the Pacific Northwest; repeat source 

The source had expected local spending to be higher than it was for the second quarter. However, national advertisers 
were the largest drag on the quarter. 

Spending 
 “Local was up 4% and national down 16%.” 
 “The second quarter was projected to be down 4% year to year.” 
Rates and Trends 
 N/A 
Categories 

It’s a schizophrenic market. We 
are raising rates in the third 
quarter, especially to position 
ourselves for the healthcare 
dollars coming in, but a lot of 
our stations are not doing well. 

Director of Sales 
Local Station Group, Rocky Mountains 

Charitable organizations have 
picked up spending. We have 
three nonprofits advertising 
because they are raising money 
and want to attract more of it. 

Director of Sales 
Local Station Group, Rocky Mountains 
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 “Second-tier auto is spending.” 
 “Financial and banks have been very competitive.” 
 “Healthcare continues to spend.” 
 “Insurance is back with Geico, Progressive and Safeco, the big ones, spending.” 

 
 
 
4) OUT-OF-HOME BUYER 
 
 

1. President of a midsize OOH agency; repeat source 

This year is going to be very strong for business and has topped last year by 5% so far. The source categorized the past 
years as follows: 2007 was the best year ever; 2008 had a falloff; 2009 was horrible; 2010 saw a rebound; 2011 was a 
great year; and 2012 fell apart but was a great year nonetheless. 

Spending 
 “Second quarter is up 5%. 
 “We are moving at a super pace.” 
Categories 
 “Entertainment and media are spending.” 

 
 
 
5) OUT-OF-HOME SELLERS 
These three sources said the OOH market is a mixed story, as it has been for the past several quarters. National advertising is 
weak while local advertisers are spending. Since revenue depends on local advertisers, consistently raising rates has been 
difficult. Growth levels are on a market-by-market basis. 
 
 
KEY SILO FINDINGS 
Spending 

- Spending is mixed with some markets showing low double-digit growth while another is flat. 
Rates 

- Most companies are focused on building occupancy and expanding digital rather than raising rates. However, some 
markets have been able to raise rates in high demand areas. 

Trends 
- National advertising remains a weak spot for OOH. 

Categories 
- Auto advertising has not been as strong as expected. 

 
 

1. General sales manager for a large national OOH company in the Southeast; repeat source 

This market continues to grow in the low double digits and is up against high comps from last year. The market has been 
relying on local healthcare and restaurant spending; auto has not been that strong. 

Spending 
 “The second quarter is up about 15%.” 
 “We are on track to be up similar for the full year 2013.” 
 “Revenue is up on our digital boards.” 
Rates 
 N/A 
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Trends 
 “Static board occupancy is up 70% while digital occupancy is not as high because we continue to add inventory.” 
Categories 
 “Healthcare is spending.” 
 “Quick-serve restaurants and retail helped.” 

 
 

2. General sales manager for a large national OOH company in the South; repeat source 

This market has been mirroring the economy and has been building toward positive this year. National advertisers 
continue to be the weak link. 

Spending 
 “Spending is up slightly year to year in second quarter, stronger than the first quarter.” 
 “Digital sales are helping.” 
Rates 
 “Rates are flat as we build occupancy.” 
Trends 
 “The back half looks like it will be stronger than the first half.” 
 “Local advertisers continue to drive business.” 
Categories 
 “National advertisers have been weak while locals are the ones advertising in this market.” 

 
 

3. Owner of a midsized OOH supplier in the Midwest 

Spending was up in the mid-single digits but slowed significantly in the summer because of bad weather and clients’ 
plans for advertising for a big event in 2014. 

Spending 
 “Spending is down 10% to 15% as no one seems to be putting money into the big rally this summer.” 
 “We didn’t feel the recession before, but now we do.” 
 “It’s really slow, and we are working on collections more than new business, which sucks.” 
Rates 
 N/A 
Trends 
 “We didn’t have a very good spring weather-wise, so tourism has been way off. That sort of set the mood.” 
Categories 
 N/A 

 
 
 
6) INDUSTRY SPECIALIST 
 
 

1. Local and national radio expert; repeat source 

This source has insight into local and national radio markets throughout the country and said that the second quarter has 
been better than the first quarter. However, year-to-year spending by national advertisers remains weak in most markets, 
and most stations are relying on local advertisers. 

Spending 
 “Second quarter is up 1% to 2%.” 
 “Second quarter is better than the first quarter year to year but still is not robust.” 
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 “The market is worried about the second half because there are no political dollars.” 
 “New York City was up 8% in May and 6% year to date, which is better than most markets. LA is not that strong.” 
 “Portland, OR, was off 3% through May year to date.” 
Trends 
 “Spanish radio is outperforming the general market.” 
 “Stations and agencies have been caught off guard by a shift to digital and mobile.” 
 “I just spoke with one guy in a midsize market who says he had a great May but 95% of the dollars were local. So 

national seems to be a bit weak.” 
 “Pandora has had no impact on local sales yet. Nationally, not really either. It’s on the plans, but no one is freaking 

out about shifting dollars. I heard some say in recent weeks that iTunes Radio could help because Apple [Inc./AAPL] 
will draw attention to digital radio advertising. That will lift all boats.” 

Categories 
 “The big problem is auto because there may be a major reallocation going on or maybe just a test, but time will tell.” 
 “Auto has been softer than anyone expected.” 
 “Chrysler was pouring new dollars into radio but has cut way back. Others have too, like Ford. GM has been lighter on 

radio, so there has been less of an impact from them.” 
 “For some stations this loss of auto has caused a bit of panic.” 

 
 

Secondary Sources 
These three secondary sources highlighted social media claiming more mindshare as it becomes an amplifier for brands, 
while the industry is at a loss in utilizing big data. 
 
 July 3 Ragan’s PR Daily article 

Pinterest and retail have a growing affinity that has not even yet begun to scale. 
 “I noticed an interesting thing at a Chicago Nordstrom this past weekend amid the Fourth of July sale items. It 

was a table with about half-dozen handbags on it emblazoned with Pinterest logos.” 
 “These, a sign explained, were some of the ‘Top Pinned Items’ on the social network.” 
 “Nordstrom is taking the whole Pinterest integration thing very seriously. You can find the ubiquitous red ‘P’ logo 

throughout the store on some of its most popular items. As Jezebel put it, the store is ‘pinning stuff IRL.’” 
 “The Pinterest program is running in 12 other stores. It’s giving Nordstrom employees a sort of shorthand when 

it comes to displaying the most-popular items, which can easily be measured via Pinterest.” 
 “A Nordstrom spokesman recently told the Huffington Post: ‘It’s our fastest-growing social channel, so we 

wanted to integrate the feedback that we’re getting from our Pinterest community.’” 
 “Nordstrom has about 4.5 million followers on Pinterest, It’s the second-most-popular brand on the site. Only 

L.L. Bean, which has about 5.7 million followers, tops it.” 
 
 June 28 article from The Makegood 

Social and traditional media will intersect as more social media become the “water cooler” for TV shows. 
 “Nearly half of buyers of video said that they have included mobile into their media plans for this year, up from 

just 32 percent last year. Interestingly, most also say mobile is increasingly a viable complement to broadcast TV 
and online video, and that’s without any true standard in place to measure audiences across screens. With both 
comScore and Nielsen poised to incorporate mobile into their cross-measurement efforts, you can expect those 
percentages to accelerate even higher, very soon.” 

 “Translation: Expect even more digital TV and over-the-top content deals to be struck soon, and additional 
‘crown jewel’ content (i.e. content you actually want to watch) to start flowing to more mobile devices. Case in 
point, the trail-blazing path of HBO Go in moving the market.” 

 “While the advent of Nielsen’s OCR & comScore’s competing vCE, has certainly evolved the dialogue, lots of 
questions still remain about the suitability of the GRP in a world of increasingly sophisticated targeting, as well 
as the interplay of paid and earned reach and engagement.” 
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 “And much like the challenges the music industry faced with digital 
distribution (and piracy), networks run the risk of losing control of their 
content, if they don’t move quickly enough to sate consumer embrace 
of on-demand. Expect a flood of authentication-enabled offerings—part 
of what the TV industry has dubbed ‘TV Everywhere’—which extend 
offline subscriptions to any device while still protecting the legacy 
models of big media.” 

 “While video viewing has grown enormously over the past five years, 
advertisers are still looking at new ways to increase the halo effect of 
their spend. Many say they are or will be using social media as a new 
distribution point, highlighted by the recent spate of deals Twitter 
signed with Turner, A&E, Vevo, BBC, and others.” 

 “The bet is that social platforms will become the ‘water coolers’ of old—
so promoting video content right next to the water cooler, seems 
prescient. Bottom line: publishers and advertisers are looking for better 
analytics to help connect all of their video efforts across screens and 
platforms, and are placing bets that social will be yet another layer to 
add to an increasingly complicated stack. Witness Twitter’s acquisition 
of Bluefin Labs, which lays the foundation for their aggressive courting 
of TV dollars.” 

 “In response, publishers, and advertisers agree that programmatic video trading (and its associated efficiencies) 
will increase in the coming year, especially as video publishers continue to make premium video available on the 
Web to capture—and in the case of TV programmers, recapture—their audiences.” 

 
 May 20 All Things D article 

Big data commands enormous mindshare these days, but knowing what to do with all this data remains the great 
challenge of the 21st century. 

 “We’ve seen huge advances in our ability to generate, collect and store an explosion of data points: 90 percent 
of the world’s data has been accumulated in the last two years alone. We’re generating 2.5 quintillion bytes of 
data daily, and every serious company is dutifully logging and contextualizing every impression, every click and 
every purchase with excruciating detail.” 

 “That said, shockingly little happens to the information once it has been 
stowed in the database. A good friend gave voice to this dirty little 
industry secret the other day: ‘Nobody wants to use the data.’” 

 “He’s remarkably spot-on. Even though almost every CEO says their 
companies are becoming data-driven, the fact is that most high-level 
decisions are still being made from bullet points, not data points.” 

 “The trouble with data is that it asks as many questions as it answers. 
Your engagement is down, bounce rate is up, search traffic is up—why is 
that, and what can we do to make it higher, lower and higher? Data 
almost never hands you the answers or insights directly; it just 
illuminates the issue. And it illuminates a whole bunch of them at once, 
so it’s up to you to figure out what the priorities are.” 

 “Until recently, we have had startlingly few case studies of the 
transformative power of Big Data on which to model our own big changes in media. Instead we’ve had IT 
initiatives that promised big insights, but ended up delivering big databases and bigger IT bills. For once, it’s not 
the IT department’s fault—it’s those of us who are using the data (and, more often, aren’t using it) who are to 
blame.” 

 “Forget about Omniture and Google Analytics and all of the data minutiae you’re already tracking. Forget about 
little personalization features. The most valuable data doesn’t fit on the dashboard.” 

 “When it comes to dealing with Big Data, our skills haven’t evolved as fast as our capacity. We all have a 
functional specialty, whether it be content creation or distribution or sales or management—so whose job is it to 
ask the right questions of the data? Big insights and actions aren’t led by a data scientist; they are led by an 
executive who has an integrated view of customers, products, distribution and sales.” 

Publishers and advertisers are 
looking for better analytics to 
help connect all of their video 
efforts across screens and 
platforms, and are placing bets 
that social will be yet another 
layer to add to an increasingly 
complicated stack. Witness 
Twitter’s acquisition of Bluefin 
Labs, which lays the foundation 
for their aggressive courting of 
TV dollars. 

The Makegood Article 

That said, shockingly little 
happens to the information 
once it has been stowed in the 
database. A good friend gave 
voice to this dirty little industry 
secret the other day: ‘Nobody 
wants to use the data. 

All Things D Article 
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