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Summary of Findings 

 Local advertising spending in spot TV improved in the second 

quarter compared with the first quarter. Radio advertising was flat 

year to year, which also represents an improvement. 

 The 2015–2016 upfront network TV and cable advertising market 

is almost wrapped up. Although second-quarter spending was 

tepid, CPM rates were flat to up 4%. Also, inventory sellouts were in 

the normal ranges. 

 Advertisers are targeting social media, mobile and video in their 

digital spending, which is primarily benefitting Google Inc.’s 

(GOOG/GOOGL) YouTube and Facebook Inc. (FB). Instagram holds 

promise as a similar platform to Facebook, its parent company. 

Twitter Inc. (TWTR) did not garner as many positive reviews as in 

Blueshift Research’s past reports. 

 Newspaper ad spending is bucking the trend and is more stable. 

The industry’s digital and other product strategies are helping to 

retain advertisers. 

 Out-of-home (OOH) recovered from a slow first quarter to see 

occupancy and rates rise in the second quarter year to year. 
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Research Question: 

Are national advertisers spending in the local markets again? 

Silo Summaries 

1) Digital Media Buyers and Executives 
These four sources said advertisers continue to seek 

digital opportunities to target consumers. The most 

desirable inventory remains social media, mobile and 

video. Facebook still is enjoying growth from agencies 

increasingly using programmatic to buy digital media, 

as well as from social media continuing its prominence 

in marketing plans. Google’s YouTube is benefitting 

from the rise in video advertising. 

 

2) Network TV/Cable Buyers 
These five sources said advertiser budgets for the 

2015–2016 upfront market were flat to down in the 

mid-single digits. Spending in the scatter market has 

been consistently flowing but is not helping overall 

spending. Buyers were able to write upfront deals with 

minimal CPM rate hikes, ranging from flat to up 4%. 

Meanwhile, some networks like News Corp.’s Fox 

showed a decrease in rates. Most conglomerates tied 

together all available inventory, including NBCU, which 

incorporated Olympics into its upfront deals to have 

more eyeballs to sell.  

 

3) Local Broadcast Buyers and Sellers 
These six sources said local broadcast fared better in 

the second quarter than in the first quarter. Spot TV 

advertisers already are becoming concerned about the 

onset of political dollars. Radio was flat year to year, an 

improvement from the first quarter. 

 

4) Newspaper Sales Directors 
Preprint, with its lucrative margins, is under pressure 

for all three sources. However, spending and rates were 

flat to slightly up year to year, and optimism increased 

in the second quarter. 

 

5) OOH Sellers 
These four sources said OOH had a rocky beginning to 

the year but that the second quarter showed an 

improvement in revenue and rates compared with 

2014. Automotive was a big spender in some markets 

and helped to fuel optimism for the year. The third 

quarter is expected to be up in the low single digits year 

to year. Sources reported little visibility into the fourth 

quarter as advertisers are waiting until the last minute 

to place buys. 
 

 

 

racheldangermond@blueshiftideas.com
https://www.youtube.com/yt/advertise/
https://www.facebook.com/business/
https://business.instagram.com/advertising/
https://biz.twitter.com/ad-products
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Background 

Blueshift Research’s April 7 report found a slight increase in scatter spending on network TV year to year but a decline in 

overall TV spending. Local spot ad spending for both TV and radio was softer than expected in the first quarter. Newspapers 

saw ad spending stabilize. OOH had a weaker-than-expected first quarter, but sources said visibility into the second quarter 

showed improvement. Sources for our June 26 report said networks were selling upfront 2015–2016 inventory at CPM rates 

that were flat to 4% higher year to year, and added that News Corp.’s (NWS/NWSA) Fox was selling inventory at negative CPM 

rates and was able to get an average of flat to slightly up by bundling inventory. 

 

Current Research 
In this update, Blueshift Research assessed whether the local advertising market had improved and how advertisers were 

spending their digital dollars. We employed our pattern mining approach to establish five independent silos, comprising 22 

primary sources who all have taken part in past reports. These media experts largely comprise sources of more than 15 years. 

Their roles and the media they oversee are morphing as digital infiltrates all media fronts; a newspaper sales executive also 

might comment on digital sales, a spot TV general station manager might discuss web, streaming and mobile sales, and an 

OOH source might try to marry many marketing strategies around mobile devices. Increasingly, our silos that have been 

divided between traditional and digital are growing more porous, and we will be adjusting how we define our sources. For now, 

please note that almost every source listed speaks in some measure to digital media spending: 

1) Digital media buyers and executives (4) 

2) Network TV/cable buyers (5) 

3) Local broadcast buyers/sellers (6) 

4) Newspaper sales directors (3) 

5) OOH sellers (4) 

 

 

Next Steps 

Blueshift Research’s next advertising update will take place in the middle of the third quarter. 

 

Silos 

 

 

1) Digital Media Buyers and Executives 
These four sources said advertisers continue to seek digital opportunities to target consumers. The most desirable inventory 

remains social media, mobile and video. Facebook still is enjoying growth from agencies increasingly using programmatic to 

buy digital media, as well as from social media continuing its prominence in marketing plans. Google’s YouTube is benefitting 

from the rise in video advertising. 

 

 

Key Silo Findings 
Spending and Rates 

- Digital ad spending was flat for 1 consultant representing multiple advertisers, and was up in the single digits, in the 

low double digits, and 10% to 12% for 3 sources representing large agencies. 

- Rates remain stable year to year. The only premiums being paid are for long-form content. 

Visibility into 2015 

- Facebook continues to attract the most attention, particularly because of its desire to turn Instagram into an image-

based social platform similar to what it did with content. Facebook also is benefitting from programmatic buying. 

- Twitter still is viewed as a good fit with TV ad campaigns, but this was the first report in which Twitter’s growth levels 

were viewed with concern. 

http://blueshiftideas.com/reports/041502FirstQuarteraRoughRideforLocalAdvertisingMarkets.pdf
http://blueshiftideas.com/reports/061511ProtractedUpfrontNegotiationsResultinCPMRatesThatAreFlattoUp4.pdf
http://www.fox.com/fbcadvertiserguidelines
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- YouTube is enjoying the rise in spending and advertisers’ desire to be in online video content. 

 

 

1) Chief digital officer, global, for a top-five media agency; repeat source 

Digital budgets are up 10% to 12% year to year as advertisers increasingly shift dollars from traditional budgets to digital. 

Programmatic spending is up as well. Overall budgets have risen 5% to 6% due to inflation.  

Spending and Rates 

 “Overall budgets are growing 5% to 6% for 2015 year to year, part of which are inflationary dollars. The increase will 

move up spending for everyone except newspapers and magazines, which won’t rise with the tide. Digital display, 

video, programmatic and social will be up 10% to 12% year to year.” 

 “Programmatic is increasing 20% to 25% year to year, with it now one-third 

of our buying. It is inching up to be 35% to 40% of our spending.” 

 “We are definitely moving more in the direction of video-neutral; it is not TV 

or broadcast but digital. More major large marketers are accepting this and 

moving in that direction. The networks are bundling and want to sell a 

package that includes all their assets, so we have had to adjust to approach 

buying to have our broadcast buyers understand how to buy digital. They are 

still just selling impressions on audiences, and it is not really very 

innovative.” 

 “It’s a catch-22: We want more digital inventory to buy from the TV networks, 

but the networks are not offering it. They think they can get away with not 

doing it. … Seven or eight years ago when the networks started to put 

content on their own websites, they were getting very low traffic and offering 

bundles as well, but no one was biting because measurement wasn’t there. … That went on the shelf for a number of 

years but was resurrected three years ago when newfronts started in the marketplace and pure play started 

developing content. They needed an answer to that so they started bundling everything back again. But there is 

nothing innovative about it. They are not doing interactive with the video.” 

 “Live sports and interactivity—just think about it for archived sports and things you could do with interactive 

technology. Some of the major tentpole events like the Oscars, Grammys, Golden Globes … or the prime-time 

shows—there is room for a lot of innovation, but no one is really stepping up. Regardless of that, we are still buying 

it.” 

Visibility into 2015 

 “Fifty-percent of our budget goes to programmatic, 80% goes to networks, and then within the network most of the 

video is television impressions and selling not as a package but their total audiences. ‘We will get your ratings,’ 

Google has said. Twenty-percent of Google’s YouTube desperately want to grow bigger. … Search has gone mobile. 

What’s next? … Their growth in search doesn’t have the same trajectory, and Google will be losing in the AOL deal 

[with Verizon Communications Inc./VZ]. … They are looking at display network and video.” 

 “Video is another opportunity for [Facebook]. … Facebook is betting they can create a product around image 

advertising in the same the manner as what Pinterest does. … You’ve got to drive traffic to it, so Facebook is saying, 

‘We have the ecosystem to drive it, and we can drive it in Instagram and Facebook. We have this data to target your 

ads, and we have the serving capabilities with Atlas,’ which is the same model as Facebook except a different 

content platform.” 

 “Twitter’s share price has been more static, not on the same trajectory. They still are selling a lot of sponsored 

tweets, trying to find new ways to expand those sponsored tweets. Twitter for TV—that is all about ‘We have a 

platform you can use for promoting your commercials through TV.’ … We can figure out based on the audiences and 

when they are tweeting about a program whether your analog TV ad was in there and remarket to you.” 

 

 

2) Chief digital officer, multicultural, for a top-five media agency; repeat source 

TV dollars are down while digital budgets are up in the single digits. Programmatic has grown to 50% of digital buying. 

Rates are flat to down in the single digits except for full-length professional video content, which is commanding a 

Programmatic is increasing 

20% to 25% year to year, with it 

now one-third of our buying. It 

is inching up to be 35% to 40% 

of our spending. 

Chief digital officer, global, for a top-

five media agency  

http://fortune.com/2015/05/12/verizon-aol-ma-deals/
https://ads.pinterest.com/
http://atlassolutions.com/
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premium. Facebook, Instagram and YouTube will continue to grow. The source’s agency is spending on Twitter but 

believes the company is struggling with user growth and attention. 

Spending and Rates 

 “Our TV budgets are down year to year. Digital budgets are up, but it is hard to answer where the spending is going 

because we used to have a perfect purview into a defined amount of time. … There is visibility because no client 

wants to lock in money, so the budget is flexible and fluid.” 

 “There is a big demand for agency transparency, and there is no better way to get it than to renegotiate and get more 

for less. That is why there are so many account reviews right now.” 

 “We are shifting dramatically to programmatic. Some of our clients are 100% in programmatic, and some are 20%. I 

think where it is netting out for the agency this year is 50/50, but some clients want control of the data.” 

 “Depending on the tactics, a lot of inventory is being bought on the open exchange, but the fastest growing areas are 

video and mobile and social. There is still a huge chunk of display because it’s entrenched but not the biggest 

growth. There is a growth in inventory because of how consumers are using—so social and mobile.” 

 “Instagram is really interesting, but it’s not as scaled as Facebook. It has a solid and strong user base that offers a 

different and awesome way to share images and get brands engaged, but it is predicated on content being images.” 

 “Another thing that is impossible to read is whether budgets are moving 

from Facebook to Instagram, but in some cases dollars might originate from 

content distribution play and, like social channels and Instagram, would be a 

part of that. But don’t think you would swap Facebook for Instagram.” 

 “[Twitter is] not growing quickly enough. There is a microcosm of people who 

are super avid with Twitter but can’t get it to scale. The users are quick in 

and easy out and not dwelling. … We have never had a Twitter budget; we 

have a budget to amplify. If you have awesome content, the question is how 

to amplify. Trying to do that it is usually an ‘and,’ not an ‘or,’ decision of 

spending money.” 

 “Rates are flat or down because there are too many options. Display is 

100% commoditized, and no one will pay any premium. The only place for 

premium—but it depends on the content—is in FEP [full episode player], 

where you get high-premium, high-form content. Shorter-form content or 

display or anything you can buy programmatically or direct is under 

pressure.” 

 “Social and mobile are the hottest topics still.” 

 “A lot of people are talking about viewability and verifying what you buy. This has a lot of publishers talking about 

native ads. You can’t discern it is an ad because it’s like an advertorial in print. Because publishers are being 

pressed on viewability, we will see this rising as a trend.” 

Visibility into 2015 

 “Facebook and Instagram will grow this year. And Twitter has a lot of promise, but they haven’t figured it out. Their 

targeting is not as advanced as it should it be.” 

 “Facebook had not cared at all about the advertiser community until they went public, so now working with agencies 

is enormously benefitting Facebook.” 

 “[Online video] is absolutely everywhere, and the model on YouTube is more competitive with TV, square on going 

after TV dollars. They are doing guarantees with the same model as TV. Video is going to grow enormously on 

Facebook and Twitter but differently and not user-initiated. It will be more of a distribution play for content than a 

mechanism to have an ad you can guarantee against. Facebook is totally trying to figure it out, and they understand 

their model is not the same.” 

 

 

3) Chief marketing officer for a top toy manufacturer; repeat source 

Spending is up 15% to 20% for digital advertising, up for video and social, and up in the mid-to high single digits for 

search year to year. Digital’s growth should not come at the expense of traditional media. Google is not moving into the 

app economy that its digital competitors are creating and that mobile audiences are moving toward with more frequency. 

 “[Twitter is] not growing quickly 

enough. There is a microcosm 

of people who are super avid 

with Twitter but can’t get it to 

scale. The users are quick in 

and easy out and not dwelling. 

Twitter has a lot of promise, but 

they haven’t figured it out. 

Chief digital officer, multicultural, for a 

top-five media agency 
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Spending and Rates 

 “Our spending is down 10% year to year; the bulk of our decreases were in TV.” 

 “The media pie is split with 35% going to digital; that includes social, video and programmatic, search and display. 

Then there is 60% on TV, more in cable than on broadcast. We do very little out-of-home and no radio or print.” 

 “The price for video has gone up low single digits year to year, while display is down that same amount. Search is 

market price and is either flat to up slightly. Social has gone up in the single digits.” 

 “We are buying video on Facebook and YouTube, and the CPV [cost per view] is usually in the range of 8¢ to 13¢. 

You have to watch a certain length before we pay, like 30 seconds.” 

 “We are selling toys so we are looking for children 11 to 12 years old and targeting moms and kids who read. We buy 

a lot of kid TV. We are looking for moms online; millennial moms will be on mobile while pregnant moms will be on 

tablets or mobile. We get our data from DSP [demand side platform] and 

networks like [Johnson & Johnson’s/JNJ] BabyCenter or TotallyHer. They all 

have apps like What to Expect does.” 

Visibility into 2015 

 “We use Twitter to support our PR efforts. Every campaign we use to reach 

moms with deals, sales and promotions, we do on Facebook in their 

newsfeed. We have not tried Twitter’s new direct response products. But 

overall where we can find moms with what brands are communicating on 

Twitter, we target there.” 

 “We are buying [Time Warner Inc.’s/TWX] Cartoon Network and [Walt] 

Disney [Co./DIS] in the upfront. Kids’ upfront buys still happen earlier than 

adults.” 

 “We are buying online video programmatically, and the networks all come with that solution.” 

 “On YouTube we are looking for influencers who turned these people into celebrities. … We pay a premium for the 

talent and to buy the media. They will make it for you and guarantee a certain number of viewers and then build the 

media around it.” 

 “There is very little targeting of moms on TV; to get them you have to go to digital.” 

 “We haven’t taken much out of TV. The kid viewership numbers are just starting to go down, so it’s a lag.” 

 “We pay social media managers and Instagram photoshoots out of our ad budgets as well.” 

 “Digital is becoming more expensive, and it moves so quickly and there is still a lot of fragmentation. People change 

their behavior online very quickly. … TV still gives it all in one spot. Technology is changing constantly, and it’s an 

industry problem. Snapchat comes out of nowhere, and then they are huge overnight.” 

 “We use ComScore [Inc./SCOR] for digital to measure because they have a vCE product and viewability to measure 

where you are on a page. It doesn’t work on mobile. We run into this all the time. Marketers want to rely on their own 

data now because external data is difficult.” 

 

 

4) President/CEO, consultant and expert on emerging media; repeat source 

Advertising budgets are not growing, and spending and rates are flat year to year. This executive expects another round 

of media consolidation. Advertisers desire more ways to target consumers directly. 

Spending and Rates 

 “Overall advertising spending in the second quarter and 2015 is flat at best.” 

 “2015 is looking a lot like 2014 in terms of spending, but the wheels are turning to a more efficient allocation of 

media spending.” 

 “The cyclical bounty of political will put a Band-Aid on the structural issues that exist in spot TV.” 

 “In the short term most operators are focused on maximizing what they currently have under what is currently 

written.” 

 “[E.W.] Scripps [Co./SSP] has acquired Midroll, which is a brilliant move because it is future-oriented. Scripps is 

betting on nonlinear audio and podcasting’s future.” 

Visibility into 2015 

 “Adobe [Systems Inc./ADBE] and SAP [SE/SAP] are starting to modernize and digitize direct marketing and making it 

a lot more efficient. This is unnerving agencies. Media has been a disproportionately large spend of marketing, and it 

Digital is becoming more 

expensive, and it moves so 

quickly and there is still a lot of 

fragmentation. 

Chief marketing officer for a top toy 

manufacturer 

http://www.babycenter.com/
http://www.totallyher.com/
http://www.whattoexpect.com/what-to-expect/landing-page.aspx
http://www.reuters.com/article/2015/07/08/us-twitter-ads-directresponse-idUSKCN0PI20D20150708
http://www.cartoonnetwork.com/adspecs/rich_media.html
https://thewaltdisneycompany.com/content/business-business-0
https://thewaltdisneycompany.com/content/business-business-0
https://www.snapchat.com/ads
http://www.comscore.com/
http://www.comscore.com/Products/Advertising-Analytics/validated-Campaign-Essentials-2
http://www.hollywoodreporter.com/news/ew-scripps-acquires-podcast-network-810326
http://offers.adobe.com/en/na/marketing/landings/_64409_campaign_dma_survey_ebook.html
https://help.sap.com/saphelp_nw74/helpdata/en/31/e89a3d35cf6f53e10000000a114084/content.htm?frameset=/en/be/92fb3b28904f73e10000000a114084/frameset.htm
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doesn’t necessarily need to be the largest spend. Now advertisers are looking for ROI and how to generate more 

sales.” 

 “I think we will see another round of network consolidation. We now have a small group … AT&T [Inc./T], DirecTV 

[DTV], Charter [Communications Inc./CHTR], Time Warner, Comcast [Corp./CMCSA] and [its] NCBU. Altice 

[SA/AMS:ATC] is trying for Cox, and there is rumor that Verizon and DISH [Network Corp./DISH] will join.” 

 “We are seeing skinny bundles being offered like CBS [Corp./CBS] All Access and [Time Warner’s] HBO Go; any 

channel that can do their own thing will be doing it. Their existence of CBS All Access has little to do with what 

consumers want and more to do with the way affiliates have been structured. Broadcast has had its cake and eaten 

it too. CBS is trying to move beyond local TV. There is no reason to own a local station.” 

 “Buyers are using other currencies than Nielsen [NV/NLSN], like Rentrak [Corp./RENT]. The closer to airdate, the 

more Nielsen matters, but the further from it, the more it doesn’t matter.” 

 “Marketers are moving from the broader demo of women 18 to 49, to women 32 to 37 who are homeowners. They 

are finding that in digital, which is making TV look more dumb and not 

effective.” 

 “In the last five years the question has become, what is TV? In 2015 video 

is mobile, on tablets, [DISH’s] Sling TV, OTT. Viacom [Inc./VIA/VIAB] has a 

point: The viewing for their programming is going higher than ever, but it is 

happening where Nielsen has no knowledge of it. If a child is watching 

Nickelodeon on their Xbox, it is not in the ratings mix. Or if you are watching 

Jon Stewart on late-night, it is not in the mix.” 

 “Stations were looking at digital as merely promotional for their linear 

programs, and that is changing. Gannett [Co. Inc./GCI] now has a robust 

digital offering with ad targeting. Sinclair [Broadcast Group Inc./SBGI] is 

working with Technicolor [SA/TCLRY]. Tribune [Media Co./TRCO] is 

innovating with metadata on Gracenote, Raycom and sports. Scripps with 

Midroll is moving into podcasts. This is all contributes to single-digit growth, 

but it is directional.” 

 “Local stations will start ramping up political. Broadcast networks in general will remain flat to down year to year. 

Live sports and day and date programs will do better, but the need to watch live is lessening every day. Late-night 

and live news have a short expiration date. Sports, local news and talk shows still have a freshness.” 

 “The digital world is still phenomenally enamored with Facebook and will have its colonization moment where people 

start to see it too much. Google and Facebook have mastered the universal login, and the gap is growing larger 

between them and the AOLs and Yahoos [Yahoo! Inc./YHOO].” 

 “Instagram will be Facebook’s new frontier. They know data and audience targeting; it is their secret sauce. Now that 

Facebook is in video, it becomes a credible competitor to TV. Live Ramp is taking TV video ads with targeting and 

logically taking TV money and putting it into Facebook.” 

 

 

 

2) Network TV/Cable Buyers 
These five sources said advertiser budgets for the 2015–2016 upfront market were flat to down in the mid-single digits. 

Spending in the scatter market has been consistently flowing but is not helping overall spending. Buyers were able to write 

upfront deals with minimal CPM rate hikes, ranging from flat to up 4%. Meanwhile, some networks like News Corp.’s Fox 

showed a decrease in rates. Most conglomerates tied together all available inventory, including NBCU, which incorporated 

Olympics into its upfront deals to have more eyeballs to sell.  

 

 

Key Silo Findings 
Spending and Rates 

- Scatter spending has been steady but tepid. 

- Rates in the upfront market were flat to up 4%, with Fox writing some inventory at negative CPMs. 

Visibility into 2015 

Instagram will be Facebook’s 

new frontier. They know data 

and audience targeting; it is 

their secret sauce. Now that 

Facebook is in video, it 

becomes a credible competitor 

to TV. 

President/CEO, consultant and expert 

on emerging media  

http://adworks.att.com/
http://directvadsales.com/
http://chartermedia.com/advertising-platforms
http://www.comcastspotlight.com/
https://together.nbcuni.com/
http://www.reuters.com/article/2015/05/26/us-twc-m-a-charter-communi-altice-idUSKBN0OB1U120150526
http://www.cbs.com/all-access/
http://www.hbogo.com/#home/
http://www.nielsen.com/us/en.html
http://www.rentrak.com/
https://www.sling.com/
http://nypost.com/2015/02/04/moonves-looks-to-buy-cbs-ahead-of-potential-viacom-merger/
http://www.gannett.com/
http://www.technicolor.com/en/who-we-are/press-news-center/press-releases/technicolor-and-sinclair-broadcast-group-demonstrate-live-next-generation-television-platform-broadcasters
https://www.gracenote.com/company/
http://www.tribunemedia.com/tag/raycom/
https://advertising.yahoo.com/
http://liveramp.com/
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- Buyers do not see a catalyst for scatter spending to increase from its steady state. Most now believe the money that 

has left the TV market for digital will not come back soon. 

 

 

1) Executive of national broadcast for a top-five media agency; repeat source 

This top network TV negotiator said overall TV budgets were down 5% to 10%. No surprises emerged in the upfront 

market except that most expected cable to be down less than it was in total spending. 

Spending and Rates 

 “Both our broadcast and cable upfront dollars were down 5% to 10% year to year. We treated cable the same in our 

budgets, so all of our television dollars were down year to year.” 

 “There were no surprises in this upfront market. Overall television continued to lose share.” 

 “Viacom used the kid’s marketplace to push agencies to talk to them about all of their inventory, and offered 

inventory with little to no rate hikes to take in as much as they could.” 

Visibility into 2015 

 “The scatter market has been on a steady but slow stream since January, and I don’t expect that to change.” 

 

 

2) Executive of national broadcast for a top-five media agency; repeat source 

Network TV and cable budgets were down 5% to 6% year to year for the upfront 

2015–2016 season. CPM rates ranged from flat to up 4% year to year. This 

source continues to believe the economy is to blame, as are secular shifts to 

digital. 

Upfront Spending and Rates 

 “Our clients budgets were down 5% to 6% year to year. 

 “No one paid over 4% year to year in CPM rate hikes this upfront.” 

 “Viacom was flattish to slightly down.” 

 “There is about a 50% to 70% sellout in the cable upfront vs. broadcast, 

which sells out 80% to 85% of its inventory.” 

 “Discovery [Communications Inc./DISCA] came in the low single-digit 

range, but they have high legacy CPMs with ratings that are not what they 

used to be. They used to be upscale. Though they do have a large portfolio, 

they struggle on the base brand.” 

Visibility into 2015 

 “I expect the full year will look pretty much the same. Scatter money will 

trickle in as needed, and the market is down overall year to year. 

 

 

 

3) Executive of national broadcast for a top-10 media agency; repeat source 

When the networks presented their upfront roster, no one was offering much new to the marketplace. Some clients 

chose to shift dollars from linear TV to digital inventory, but overall budgets were flat. The agency was able to get price 

concessions on Fox, but most networks signed at rates that were up in the low single digits year to year. The money that 

has left the upfront market in the last two years is not expected to return in scatter. 

Upfront Spending and Rates 

 “Our clients are flat with some moving from linear to digital TV. The money that left the TV market is not coming 

back.” 

 “Fox wrote negative CPMs year to year.” 

 “CBS was up 3% year to year for CPMs.” 

Discovery [Communications 

Inc./DISCA] came in the low 

single-digit range, but they 

have high legacy CPMs with 

ratings that are not what they 

used to be. They used to be 

upscale. Though they do have a 

large portfolio, they struggle on 

the base brand. 

Executive of national broadcast for a 

top-five media agency 

http://corporate.discovery.com/contact/advertising/
http://corporate.discovery.com/contact/advertising/
http://corporate.discovery.com/contact/advertising/


 

 
301 Battery Street, 2nd Floor, San Francisco, CA 94111 | www.blueshiftideas.com 

8 

Quarterly Advertising Report 

 “A&E [joint venture between Disney and Hearst Corp.] and Discovery were in no rush to close deals. Both came in up 

low single digits.” 

 “Sellout levels were the same as they have been; broadcast sold approximately 80% of its inventory, with cable 

networks selling approximately 60%.” 

Visibility into 2015 

 “I expect the full year to be more of the same.” 

 “NFL pricing cannot go much higher because of all the surplus inventory in the market.” 

 

 

4) Executive of national broadcast for a top-10 media agency; repeat source 

Total dollars are down for broadcast and cable networks. Most deals had CPM rates of flat to up 4%. More money was 

shifted to digital; some of that was purchased through upfront budgets. 

Spending and Rates 

 “NBC’s late night saw higher than 5% CPM rate hikes. But they only got 4% higher in prime, and they got much less 

on other networks. They also had Olympics in the mix. The good news is that it shows people are spending money on 

television still.” 

 “Fox’s rates were flattish, with some networks down. CBS was up 3% year to year. ESPN [Disney and Hearst] was up 

about 1% to 2%.” 

 “Discovery is up a point because TLC and ID [Investigation Discovery] are not doing well and Discovery is only OK.” 

 “[Disney’s] ABC is less bad than other networks, but I don’t know if they deserve to be at the top. I don’t think there 

will be any big spread between winners and losers.” 

 “AMC [Networks Inc./AMCX] tiered their programs, lumping Walking Dead and some others at one number and then 

others a lesser number. They most likely will end with CPMs on average up 3% to 4% year to year.” 

Visibility into 2015 

 “More money went into digital with some of the linear television budgets going there. Some advertisers wanted to 

purchase digital as digital, and others wanted to purchase it as digital properties on television.” 

 “Hispanic is just getting underway.” 

 

 

5) Vice president of sales for a top-five broadcast and cable network company; repeat source 

Spending on network broadcast and cable is up in the low single digits year to year as ad budgets are shrinking for TV. 

Cable stands to be the biggest loser as the eyeballs that advertisers sought in the long tail of cable now can be found on 

YouTube and Facebook. Nielsen is unable to account for all viewers on all 

devices. 

Spending and Rates 

 “The upfront strategy was for a total audience approach across all of our 

programming and all of our distribution points. Everybody did this because 

the numbers are down. People are cutting deals and are platform-neutral.” 

 “The scatter market has been soft. We’ve been hitting our numbers, but our 

ratings are down.” 

 “The scatter dollars so far this year are not more or less than expected. 

Everyone would like more spending, but the ratings are down and liability is 

up.” 

 “Digital is having a bigger impact than we originally thought. Fifty percent of 

TV impressions are coming from VOD and OTT; in other words, they are 

being digitally delivered.” 

 “There is an underestimation of who is watching what because Nielsen is 

not rating places like [Amazon.com Inc.’s/AMZN] Amazon Prime, and we are 

telling Nielsen we want this fixed. Rentrak is trying to figure this out, but we 

need the nonbiased set-top box info, which is better than a limited panel.” 

There is an underestimation of 

who is watching what because 

Nielsen is not rating places like 

Amazon Prime, and we are 

telling Nielsen we want this 

fixed. Rentrak is trying to figure 

this out, but we need the 

nonbiased set-top box info, 

which is better than a limited 

panel. 

Vice president of sales for a top-five 

broadcast and cable network company 

http://www.aenetworks.com/advertise
http://espn.go.com/espn/mediakit/
http://www.comcastspotlight.com/network/abc-family-channel
http://www.amcnetworks.com/about-us/ad-sales
http://www.amazon.com/Prime-Instant-Video/b/ref=nav_shopall_aiv_piv?ie=UTF8&node=2676882011
http://www.amazon.com/Prime-Instant-Video/b/ref=nav_shopall_aiv_piv?ie=UTF8&node=2676882011
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 “Supply has gone down, so rates have to go up. But rate hikes hit a ceiling in the low single-digit range. Pricing was 

flat to up depending on what property you were buying.” 

Visibility into 2015 

 “Google wants to mine these television dollars. The biggest hit is going to come from cable because advertisers used 

to go to cable for a ton of frequency and a lot of content, but now there are too many cable networks. So these 

dollars are shifting instead to places like YouTube.” 

 “Programmatic is an ongoing theme. Last year was much more display-driven remnant inventory for video, and this 

will continue to play a role. But premium content providers will get more creative, and real budgets will be there.” 

 “Kraft and Ford have been asking for content for a long time, and we don’t hear them saying they have $10 million 

and now they want to spend $20 million creating it. They’ve been in experiment mode, which is labor-intensive and 

expensive, but I think they will shift back to agencies providing the content because it is not feasible for them.” 

 “There could be a fallout in 2015 from a cable standpoint, especially individual cable networks not tied to a larger 

organization. There are bigger risks for cable networks, especially with ratings down and budgets shifting to digital.” 

 “YouTube will be a winner and will take advantage of some budget shifting to them from TV.” 

 “It will be interesting to see what happens with Facebook and auto-initiated videos. Does this replace TV or YouTube? 

I’m not sure. Facebook users go on at least eight times a day, and they are seeing posts and videos for about three 

to four minutes. YouTube watchers are watching programs that replace stuff like the Today Show. Facebook is not 

conducive to long-form content.” 

 

 

 

 

3) Local Broadcast Buyers and Sellers 
These six sources said local broadcast fared better in the second quarter than in the first quarter. Spot TV advertisers already 

are becoming concerned about the onset of political dollars. Radio was flat year to year, an improvement from the first 

quarter. 

 

 

Key Silo Findings 
Spending and Rates 

- Spot TV spending was flat to up low single digits in the second quarter year to year. Radio was flat, an improvement 

from the first quarter’s decline of low double digits. 

- Rates were flat to up slightly year to year. 

- Pandora Media Inc. (P) raised its rates 5% to 10% in the second quarter, with new advertisers paying the higher 

increases. 

Visibility into 2015 

- Although the second quarter was an improvement from the first quarter, the third quarter appears to be flat year to 

year. However, the fourth quarter is expected to start seeing an influx of political dollars, particularly issue 

advertising. 

 

 

1) Group director of local media for a large independent media agency; repeat source 

2015 was expected to see spending rise 1.5% for spot TV and 2% for radio, but radio instead has come in flat. However, 

clients are gearing up for 2016 because political spending is expected to start as early as the fourth quarter of this year. 

Spending and Rates 

 “Radio is flatter than what stations managers had been hoping for. They say things are improving in the third quarter, 

but the first half of the year was slow. I think it had a lot to do with one brutal month of weather that impacted retail 

and auto.” 

 “Radio is now going to be flat for 2015. The rates are not necessarily decreasing but are holding at earlier negotiated 

low rates.” 

http://advertising.pandora.com/
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 “Broadcast TV is up 1.5% year to year, but there has been more interest in 

digital.” 

 “The strongest categories are telecom, auto, retail and finance. 

Visibility into 2015 

 “We are testing with a few programmatic buys to see if it makes sense for 

us to buy spot TV this way. We don’t know if we can do it well for local.” 

 “Political for 2016 is supposed to start ramping up as early as the fourth 

quarter. We are predicting an increase of 5% in our spending on spot and a 

3% increase in spending on radio because things are going to trickle 

down.” 

 

 

 

 

 

 

 

2) Group director of local media of a midsize independent media agency; repeat source 

Local advertising spending for 2015 is up in the low single digits year to year. The back half is expected to see flat 

spending. Rates are discounted as much as 30% in some markets. More dollars are shifting to digital, and Pandora is 

expected to benefit during politically tight windows. Pandora raised its rates 5% year to year. 

Spending and Rates 

 “Budgets were up 2% to 3% in the first and second quarters year to year. We haven’t seen our budgets yet because 

we are on a July-through-June schedule, and are anticipating they will be the same. We had one client add a few 

markets so we will add those, and the other markets will be flat.” 

 “Digital has certainly came to our attention the first half of the year because clients were demanding it. They want 

programmatic. They see everyone else is doing it, even though they don’t fully understand.” 

 “Rates are still 10% to 20% below SQAD, but for both TV and radio the SQAD numbers are always high and it is about 

a 30% discount. Radio stations who do well [have high rates], but everyone else is screaming for dollars.” 

 “The first half of the year is the last half for our clients so digital wasn’t the hot button last year, but it has been for 

this year. We are doing more programmatic, and a lot of the budget is going to digital.” 

 “It is always the case that our radio budgets are moving to Pandora.” 

 “We have spent on SEO and programmatic and getting better deals. This is taking away from our [local spot] cable 

budget. Thirty-percent of our digital spending is going to programmatic. It will grow unless there are no results.” 

 “We were buying zoned cable, but it was taking up too many avails for those who want to buy the whole DMA so we 

put a large part of our budget from January through March into other timeslots. But that didn’t work out well, so we 

shifted the money and put a huge chunk into spot TV. Some of that was buying the news, live programs that are not 

pushed out a week, and sports.” 

Visibility into 2015 

 “Next year we won’t be on in October and November although we have to. I would think if we are on TV, it would be 

because we don’t buy a lot of news programming. We’ll be on heavy in September and then December; for the other 

stuff we will use Pandora and online.” 

 “There is supposed to be $377 million for political. There is a caucus here in February so they are gearing up to 

spend a lot of money. There are 14 Republican candidates. Corporate will benefit from this spending, but not local 

salespeople.” 

 “Pandora is having the same problem that radio had for a long time. They only have a certain number of breaks and 

can’t add because they will lose their listeners. So they push their premium stuff, and that pulls people way from ads. 

You would think that would be a higher-income type listeners. Rates are up 5% year to year. Clients take our lead and 

know prices go up.” 

 “Google, we think, has issues; up to 30% could be false clicks.” 

 “Some of our digital budgets are going [to social media], but we use Centro to buy remnant inventory.” 

 

Political for 2016 is supposed 

to start ramping up as early as 

the fourth quarter. We are 

predicting an increase of 5% in 

our spending on spot and a 3% 

increase in spending on radio 

because things are going to 

trickle down. 

Group director of local media for a 

large independent media agency 

http://sqad.com/
http://www.centro.net/


 

 
301 Battery Street, 2nd Floor, San Francisco, CA 94111 | www.blueshiftideas.com 

11 

Quarterly Advertising Report 

 

3) Spot TV/radio strategist for a large independent media agency; repeat source 

The softness in the first quarter segued into a tighter market for spot TV, especially in the second quarter. Radio also 

picked up in the second quarter, but rates remained flat year to year. Political spending is expected to start in the fourth 

quarter. 

Spending and Rates 

 “When we spoke last time, my budgets were pretty flat, and we were delivering more GRPs. How quickly things 

changed. The market blew up just weeks after we spoke in a lot of cases. We booked a lot of units and were able to 

get really good deals, and the stations honored those deals. The markets broke late. However, by the middle of April, 

several markets saw automotive that wasn’t heavy in the first quarter come back with vengeance.” 

 “We were really soft [in radio] in the first quarter, and then it picked up in some of our markets in the second quarter. 

Media Life contacted me, and the sales manager pacings in June were up 7% year to date. It could be radio took 

money during the All-Star game, and it could be a market-by-market basis. But other markets are doing radio in the 

Southeast, and we’ve gone ahead and laid in as much as we can. Rates were flat year to year … whereas in the first 

quarter rates were down 10% to 15% because they were fighting for money. We are still moving inventory but not 

with rate increases.” 

 “[Spot TV] also ramped up in the second quarter because national picked up across the board. National has done 

better than local with categories like auto, tourism with gas prices so low, attractions. We have seen way more from 

tourism boards in many states spending to reach those driving more due to 

the lower gas. The states are reaching a little bit further because of low gas 

prices.” 

 “Fast-food spending has been soft, and retail has been lackluster.” 

 “We may have to buy stations that were not our first choice but more cost-

efficient.” 

Visibility into 2015 

 “Political is starting already because in this area they are gearing up for the 

marijuana issue, right-to-work issues, and a governor in another region that 

[will] trickle over.” 

 “We are getting ready to send out a POV on how clients need to approach 

political and our buyers how to buy it. I’m part of the political task force and will educate our client teams. We stay in 

the know of the hot markets and are constantly following that. We’re encouraging clients that need to be on to place 

earlier than they have. We don’t have 2016 budgets, but we’re getting ready for it.” 

 “Cable has not always been efficient in a lot of markets. We don’t do a cable-only buy unless that client wants 

frequency. Of what we spend on TV, 10% to 20% of our overall spend for video in a market is on cable. There is so 

much out there, and the audiences are fragmented.” 

 “We had a client that did a huge shift to digital, a retailer, and they could get more of ROI and could do some really 

cool, hip retargeting and video things. Could go back and retarget a day or two later.” 

 “We have clients that are shifting to digital audio and spending on Pandora and Spotify. Now Spotify [will be using] 

Triton [Webcast Metrics, which is accredited by MRC]. Pandora is using Triton.” 

 “When you look at the ratings together—[Nielsen’s] Arbitron and Triton—we can then use them in our system and 

place them like a station in the market. Spotify just started being rated in the last three months. … Pandora has the 

lion’s share of this market though.” 

 “Pandora raised rates 5% to 10% year to year. If you are an older client, they raised it less than if you are a newer 

client. Originally you could only buy on digital platform, but then they went to an audio platform. They started selling 

in different ways. Do you want to just get your audio spot across or use an action like a click-through to your website? 

What do you want the consumer to do? It is based on those questions that you determine which products you want 

to buy. If you compare on a CPP basis, Pandora’s digital is a little higher than terrestrial but [with] less clutter … so 

you are buying a much more engaged listener.” 

 “[Pandora and Spotify] are comparable. Spotify might be a little cheaper because they are trying to get more 

advertisers to use it. I have a lot more people signed up with Pandora because they were first in the market, so they 

are constantly revamping things but they have a lot of share.” 

[B]y the middle of April, several 

markets saw automotive that 

wasn’t heavy in the first quarter 

come back with vengeance. 

Spot TV/radio strategist for a large 

independent media agency 

http://www.medialifemagazine.com/
https://www.spotify.com/us/brands/
http://www.tritondigital.com/press-releases/spotify-launches-geo-targeted-audio-platform-for-brands
http://www.nielsen.com/us/en/solutions/capabilities/audio.html
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 “Typically audio everywhere runs about $13 CPM for existing clients and about $15 to $16 for new clients on 

Pandora. If I truly want it for an audio to compare to terrestrial. There are obviously deals. If I am spending a million 

dollars, they will work with us.” 

 “There is a halo effect with our clients. We have added Pandora based on a limited budget. The client tries Pandora 

and sees what happens. We have seen increases in leads. You take Pandora away and you see a decrease in leads. 

If Pandora was the No. 1 ranker, then they increase the leads if you advertise with them. Some markets, it doesn’t 

make sense in.” 

 

 

4) Radio industry executive of national and local radio; repeat source 

This long-time source and expert on radio has been citing a secular weakening in dollars spent on radio advertising for 

more than a year now. Still, radio spending improved slightly compared with the first quarter. 

Spending and Rates 

 “Radio was slightly better in the second quarter vs. the first quarter—flat 

rather than down double digits. Telecom is weaker, but automotive has 

improved.” 

 “If there is a bright spot, it is automotive. I am hearing that it’s actually 

holding its own and in some cases up over last year for some markets and 

some groups. There’s a sense that perhaps the auto companies have 

realized they pulled too much money out of radio, which can work pretty well 

in tandem with their digital efforts. Sure, everyone researches a car online in 

2015, but radio thinks it can play a role in pushing people to those websites. 

There’s also a hope that as car sales become more promotional, radio will 

benefit.” 

 “Spot TV also improved in the second quarter.” 

Visibility into 2015 

 “I heard that CBS is cutting back its radio staff. What does that tell you about the market?” 

 

 

5) General sales manager for a regional station group; repeat source 

The first quarter was softer than expected, but the second quarter picked up. This group was up in the low single digits 

for same-station revenue in the second quarter. Still, the manager remains concerned about economic recovery in 

general. 

Spending and Rates 

 “The second quarter finished pretty well. We had a strong June. It was big for 

us in sports. May was solid, June was strong for us, and then July was OK. It 

seems like the market has stabilized, which is what we saw in May and 

seems to be the same right now. It’s only the first week of July, and we have 

two slow booking weeks because of vacations of going into and coming out 

of the 4th.” 

 “Fast food is struggling a little bit. It is upscale vs. McDonald’s, Wendy’s and 

Burger King, and there are so many options out there. … Panera puts in a 

drive-through, and they have lines.” 

 “I don’t deny that [dollars moving to digital] is happening but not dollar for dollar. Digital revenue is low double digits, 

and our growth is north of 20% year to year for digital.” 

 “Spending is stable. The service categories are doing well. Auto is a mixed bag; auto is still touch-and-go in many 

markets, but services is what is making the overall market pretty stable. Retail is just OK, food services are OK, and 

telco is starting to come back.” 

 “We have some markets that are good. Actually the smaller ones are healthier than larger because I think the bigger 

markets are battling for money that is very easily moved to broadcast and cable networks.” 

Radio was slightly better in the 

second quarter vs. the first 

quarter—flat rather than down 

double digits. Telecom is 

weaker, but automotive has 

improved. 

Radio industry executive of national 

and local radio 

Politics—we already are seeing 

people going into the toss-up 

senate races in swing states 

like Iowa and Nevada, and they 

are starting to talk about it. 

General sales manager for a regional 

station group 
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 “What I see is the fragile nature of the economy. I think there is a lot of false positive.” 

Visibility into 2015 

 “The third quarter looks OK. We are pacing ahead on same-station basis. We would go ahead of last year, but we are 

going up against political displacement. … The first quarter we were up low single digits. The second quarter we will 

be up high double digits, but in second-quarter same-station we are up low single digits, without political. The third-

quarter is pacing up low single digits.” 

 “We are starting to see some money creep back into local from the national side due to its effectiveness, I think. We 

saw Verizon move money from network to a large market list in the second quarter, and there is more of that.” 

 “However, if it comes down to a cheapest medium possible, that is always a threat. And an economic downturn is a 

threat.” 

 “Politics—we already are seeing people going into the toss-up senate races in swing states like Iowa and Nevada, and 

they are starting to talk about it.” 

 “A long primary cycle is not good for stations owners in swing states. The primary calendar is out, but the problem is 

there are two dozen people running for president. If it is not over by Super Tuesday in March and they can garner 

enough delegates to get to the convention, you lose the general election spending April, May, June and July. If it is 

over in March on Super Tuesday, then they go into 12 or 13 swing states till the general election.” 

 

 

6) General sales manager for a regional station group; repeat source 

The station group has found stronger spending in national than in local. The source’s market is affluent, which is the 

draw for national advertisers. Overall national advertising was up in the low double digits, but the market was flat 

because local ad spending was down in the high single digits. 

Spending and Rates 

 “We just got our second-quarter audit in, and we were flat. The market overall saw national up 12% and local down 

7.5%. We are 65 national and 35 local.” 

 “Automotive continues to be the leading category. Most stations are getting 30% of their revenue from this category.” 

 “A couple of things that have spiked for us is the tourism category. We had six different active groups going into the 

second quarter from Vancouver down to New Orleans spending. This is a fairly new category for us—one that from an 

index standpoint was through the roof, with several million dollars in spending. Fast food has been flat. Soft drinks 

have been flat. … The beer category has been up because there was virtually no spending at all in 2014. Insurance 

and financial services are up slightly. We have seen almost no spending in healthcare.” 

 “Unemployment is way low in our market, and we have a lot of vitality. We have a high average household income 

and high education so national advertisers use this market with a rifle approach.” 

 “The local market is down due to experimentation with the digital opportunities that continue to evolve like SEM or 

SEO or retargeting or geotargeting. Our digital revenue is up through the roof. In the second quarter it was up almost 

double and is now 10% of our revenue.” 

Visibility into 2015 

 “The third quarter will be flat year to year. National is up slightly and will carry the down of what local is through the 

back half of the year. This is not an even year … so core spot should be flat to up a tick. Political will be down but not 

by a big number.” 

 “This is a Blue state, so we have not seen a ton of presidential. We have a whole different beast with 15 candidates 

on the Republican side, but we won’t see what Iowa gets. The governor’s race will be the biggest, and a senator is up 

for reelection. The other wildcard is the initiatives, from marijuana to GMO food. That drives whether you have a huge 

political spend. There was $48 million 2010.” 

 “Displacement will be evenly spread across all spot—local and national.” 

 “We’ve learned from the recessionary years is that you have to play in the digital space. But if you don’t have brand 

identity, then you can have all the tweets and blogs, but it doesn’t play well.” 

 “The primary will be in August, so 45 days out from August and then 60 days out from the first Tuesday in November, 

we will see light to moderate spending with some of the PAC spending early on.” 
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4) Newspaper Sales Directors 
Preprint, with its lucrative margins, is under pressure for all three sources. However, spending and rates were flat to slightly up 

year to year, and optimism increased in the second quarter. 

 

 

Key Silo Findings 
Spending and Rates 

- Newspaper spending is flat to up, and sources are more optimistic that the industry is stabilizing. 

- Rates are up single digits year to year. 

Visibility into 2015 

- Newspaper ad spending is expected to be flat to up single digits year to year. 

- Digital revenue continues to grow, and larger newspapers are making significant investments into digital. 

 

 

1) General sales manager for a midsize market daily newspaper in the Southeast; repeat source 

This newspaper has been showing low single-digit revenue and rate growth year to year, which is coming from automotive 

as well as real estate. Four-percent growth in the first half of 2015 represents an improvement over the last few years. 

Spending and Rates 

 “Compared to last year, we are showing some gains every month. June was an anomaly because we had the Open 

last year, so we had to throw out the number. But when you took that out, we did very well.” 

 “We were up 4% in the first quarter and the second quarter year to year. … One bad month was April, and I don’t 

know where that came from. The first half of the year has been positive.” 

 “I hear more positives than I have heard in a long time. I think people have at least found the bottom, and are 

building on lower revenues since the recession started and now building back on top of that. I am not hearing the 

wailing and gnashing of teeth from two or three years ago.” 

 “The auto national dollars are funneled through the dealership in the form of rebates, and a certain amount of co-op 

is in it. Cadillac doesn’t do a national ad; they go through local dealers. But yes, automotive has been the best gainer 

for us. Real estate has been the other one. We took a huge hit during the depth of the recession. The under-

$400,000 category is what is moving, but even the larger properties are better and moving now.” 

Visibility into 2015 

 “A formula for concern is preprint.” 

 “There have been two parallel moves. Some preprint users are cutting the number of pages. We charge by circulation 

numbers. … Then there is also a lot of demand for price concessions. Across the board, it doesn’t seem to matter 

what you are charging. The letter comes and the client demands an 8%, 10% or 12% drop in rate. If the newspapers 

cave, they are better off and the third party that has gotten their position by promising to reduce cost gets paid. If 

rates are pretty solid, newspapers tend to resist, but if you are at the top end of the pay scale, you might bend a 

little.” 

 “The New York Times [Co./NYT] has it across the board. Because of the national nature of the newspaper, I don’t 

know how much of the preprint load The New York Times takes. It’s more applicable to Cincinnati, Newark and San 

Antonio newspapers because they are local and the stores are in that market. But we are seeing some trimming 

back of single copy where they are not putting in preprint. Home delivery is different because they still want to reach 

the people who live here, but some of them see a single copy buyer as less valuable because it is just passing 

through.” 

 “Rates are up 2% to 3% year to year.” 

 “We don’t have a TV station, but we have cable advertising and two local radio stations. One is weak, and the other is 

the local FM station, which seem to be doing OK. They never make any money; they always lose money.” 

 “Part of the shift in this market is we’re having some growth and three large-scale commercial construction projects 

in retail. With that is a transition of most of the restaurants that were locally owned to now … more Bonefish Grills 

and Outback and Texas Longhorn. These are homogenous Americana restaurants, but they are not spending what 

the locals did. We have a two-page restaurant page and used to have a waiting list and sometimes even spill to a 

third page, but now we usually have two to three spots open.” 

https://advertising.nytimes.com/ATWWeb/public/portalhome.jsp
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2) Sales manager for a midsize market daily newspaper in the Midwest; repeat source 

Two new salespeople and some growth from cellular helped deliver flat revenue and rates in the first half of the year. The 

back half has the potential to grow a point or two. 

Spending and Rates 

 “The first half of 2015 was flat for revenue and rates year to year.” 

Visibility into 2015 

 “The preprints continue to be under pressure. Major advertisers are arguing that they want decreased rates because 

circ numbers are not what they used to be. We don’t give in and we still win, but it’s a daily pain. We have not lost 

any of them and we have gained a few that are zoned preprint, so there is a little bit of growth.” 

 “I do have people working with me who are upbeat and are growing a little bit of business. The other person is 

hungry and comes from cellular services.” 

 “Old business is coming back, and wireless is coming back a little. Auto is still down, but we have a brand-new 

dealership. They are not a big fan of print, but they are using us because our market is a little different than others. 

You can’t rely on digital and TV because it is an older community.” 

 “The second half of the year we are hoping we’ll be up slightly or flat. Up 1% to 2% would be wonderful.” 

 

 

3) Sales manager for a large market daily newspaper in the Rocky Mountains region; repeat source 

Preprint is under pressure. Revenue and rates were flat for the first half of the year. Automotive is spending more year to 

year. 

Spending and Rates 

 “The first half of 2015 was flat [YTY].” 

 “Our biggest challenge is preprint with big-box retailers pulling back their optimizing at the ZIP code level and 

continuing to feel ROI pressure. Preprint was a profitable piece of our business, but it is all under contract 

negotiations.” 

 “More than 20% of our growth is in digital, but the profit margin on preprints are more lucrative. In local ROP we are 

holding our own, but preprint happened so suddenly where advertisers turned to digital and to their bottom line. 

Retailers are challenged as well because they are not seeing the profits they expected and the whole preprint cycle, 

from plan to ship is inefficient. But it works; it drives customers.” 

Visibility into 2015 

 “Auto on digital is on fire and is leading our other categories in terms of year-to-year growth and deal size and 

retention. The print is very challenged because it is lead-driven and conversion-based, so those dollars are moving 

rather quickly to digital. … Manufacturing turning their back on print. Starting this year, Ford or Chevy is being very 

careful with their co-op dollars.” 

 “We get about 30% of our revenue from digital because print has been rapidly declining, so the pie is shrinking. Our 

fiscal year just started in July; we are down year to year.” 

 

 

 

5) Out-of-Home Sellers 
These four sources said OOH had a rocky beginning to the year but that the second quarter showed an improvement in 

revenue and rates compared with 2014. Automotive was a big spender in some markets and helped to fuel optimism for the 

year. The third quarter is expected to be up in the low single digits year to year. Sources reported little visibility into the fourth 

quarter as advertisers are waiting until the last minute to place buys. 

 

 

Key Silo Findings 
Spending and Rates 
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- Spending and rates were up low single digits year to year. 

- Rates were flat to up year to year. 

Visibility into 2015 

- The third quarter appears to be as strong as the second quarter year to year, but the fourth quarter is questionable 

because advertisers are waiting until the last minute to place buys. 

 

 

1) General sales manager for a large, private national OOH company; repeat source 

This company is doing better than last year, when internal restructuring kept growth in check. Revenue is flat year to year, 

an improvement from 2014’s growth. 

Spending and Rates 

 “We’re having a good year, but there is no doubt that online continues to garner more and more revenue.” 

 “We are flat to slightly up year to year in revenues and rates for both first and second quarters.” 

Visibility into 2015 

 “We continue to look for economies of scale, and I’m optimistic about the future.” 

 “National ad dollars in the top five or 10 markets are not coming down to the 15 and below markets.” 

 “I am hearing very good reports from automotive, builders and developers, banking and the industries that are doing 

well in a vibrant midmarket city [such as] Baltimore and Indianapolis and the Carolinas, which are overall magnets 

for people moving to those areas.” 

 

 

2) General sales manager for a large, private national OOH company; repeat source 

Spending was up 4% in the first quarter and 6% to 7% in the second quarter year to year. Automotive is delivering the 

growth. The source expects an increase in the third quarter but a possible decline in the fourth quarter.  

Spending and Rates 

 “We are pretty good. The first six months of 2015 have been better than the first six months of 2014.” 

 “For 2015 we will be up 5%, and we were up 3% year to year last year. We’re at the top of the company.” 

 “Lamar [Advertising Co./LAMR] finally raised rates—something we have been doing for years.” 

 “It is a fairly regular occurrence that clients complain about our rates, but I don’t hear that about Lamar.” 

 “Automotive is getting better. A dealer group is giving us some money.” 

 “Fast food is steady, while medical—hospitals cut way back and one that went away completely came back.” 

 “The first quarter was up 4% year to year.” 

 “February was strong, and March bailed us out because January sucked. In the second quarter we were up 6% to 

7%.” 

Visibility into 2015 

 “The third quarter looks good, but the fourth quarter looks a little weak right now. One thing that is going on … is the 

shortened planning cycle, which is getting worse.” 

 “We are not making millions on interactive with our digital boards, but we do it with the local sports team. There is a 

profit. We use it exclusively with Twitter because it’s easy.” 

 “Digital keeps getting cooler in terms of what technology can do with digital boards and mobile. The resolution gets 

better and better. We use Formetco right now for our digital boards.” 

 “Newspaper is not doing anything in these markets.” 

 “I’m pretty happy with Charleston and other markets I work in too. The Southeast seems to be doing well.” 

 

 

3) Account executive for a public OOH company; repeat source 

Revenue rose in the low single digits in the first quarter but then fell 2% in the second quarter year to year. National 

advertisers pulled down revenue. Rates were up 3% year to year. 

http://www.lamar.com/
http://www.formetco.com/
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Spending and Rates 

 “Revenue in the first quarter is up 3% to 4% year to year.” 

 “Second-quarter revenue was down 2%. Even with huge buys, we didn’t hit 100%. We finished our last three weeks 

in a huge flurry. We didn’t hit budget, but we came close.” 

 “Local business is doing a little bit better, but national business has been killing us. We are doing really well with 

auto, but Anheuser-Busch fell off the map. Metro PCS was another big loss, and some of the fast food has been 

inconsistent. Alcohol is saving us nationally, so everybody but A-B. Auto locally is doing great, and healthcare is doing 

really well because hospitals are pretty strong. The real estate market is doing well, but they are just renewing but 

not buying additional.” 

 “Rates are going up slightly year to year; they are up 3%. Depending on the market … we are sold out in some 

situations.” 

Visibility into 2015 

 “Occupancy is OK. But unless something comes through in the third quarter, companywide we are not looking good, 

and fourth quarter, because budgets are still high, is looking even worse.” 

 “Third quarter looks OK locally. I don’t feel bad, but the combination of major corporate players that are not coming 

through and local is a concern. It’s not that nationals are getting out of it, but it’s that the ones spending $250 are 

now spending $125.” 

 “Anheuser-Busch is the weakest link. They went from a $600,000 to $700,000 account to a $100,000 annual.” 

 “In our region, Clear Channel [Outdoor Holdings Inc./CCO] is doing worse than us. They have that monster bond 

payment coming up soon. … And from what I’ve heard, they’ve had tons of turnover with staff.” 

 “On a local level … everyone is going from long-term contracts to eight- to 12-week contracts; that is hurting us. A 

super-long contract is a year, not more these days. I think this comes from the smartphone industry, which has 

crushed us because everyone wants everything right now and want to see it right this second.” 

 “I think the local salesperson is going to be pushed out of the OOH business, and it will be combined with a 

national/local and called a hybrid account executive.” 

 “Twenty years ago it was 70% was local, 30% national, and now it’s 55% local and 45% national. That’s a monster 

swing. National is not as dependable. … When you were able to do annual contracts, you could establish and fill in 

with shorter-term stuff, but not anymore.” 

 

 

4) Account executive for a private OOH company; repeat source 

A major sporting event has resulted in sold-out inventory since December, and revenue rose in the low double digits. 

However, Lamar has some premium boards that have not been filled. 

Spending and Rates 

 “This is our crazy time of year because of a big event here in August. We sell out as early as December. Occupancy 

has been 90% all year, and everyone is doing all right.” 

 “We had a terrible windstorm that knocked out some boards, but all media has been status quo or better.” 

 “We are up 10% year to year.” 

 “Rates were bumped a little bit, up low single digits because we don’t want to take advantage of a situation.” 

 “Categories that are strong are Budweiser, Geico, lawyers and financial services, who are spending more than 

anyone else.” 

Visibility into 2015 

 “We don’t overcharge, so we fill up first, Lamar goes next; they go up on rates, but their expensive boards are not 

selling, which means they are not selling out theirs. We are a local company, and the big companies check us first. 

But we take care of Budweiser and do a lot of their events hanging signs for them, so they take care of us. Lamar’s 

premium boards are not getting filled.” 

 “After the event we have a special where locals who gave up space get a discount, and then they come back, like 

political.” 

 

 

 

 

http://clearchanneloutdoor.com/
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