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U.S. TV vs. Digital Video Ad Spending 2015-2020
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1 BIG BANG THEORY CBS 11.5

2 NCIS CBS 11.4

3 SUNDAY NIGHT FOOTBALL NBC 11.2

4 NBC THURSDAY NIGHT NFL FOOTBALL NBC 10.2

5 BULL CBS

6 THIS IS US NBC

7 BLUE BLOODS CBS

8 CBS THURSDAY NIGHT FOOTBALL CBS

9 WALKING DEAD AMC 8.6

10 NCIS: NEW ORLEANS CBS

DANCING W/STARS 23 ABC

12 DANCING W/STARS 24 ABC 7.9

13 THE VOICE 11 NBC 7.8

14 NCIS: LOS ANGELES CBS 7.8

15 60 MINUTES CBS 7.7

16 HAWAII FIVE-0 CBS 7.6

17 THE VOICE 12 NBC 7.5

17 THE VOICE 11, TUES NBC 7.5

17 DESIGNATED SURVIVOR ABC 7.5

20 GREY'S ANATOMY ABC 7.3

21 THE VOICE 12, TUES NBC 7.1

22 CRIMINAL MINDS CBS 6.9

22 MADAM SECRETARY CBS 6.9

22 NFL REGULAR SEASON   ESPN 6.9

25 EMPIRE FOX 6.7

25 SCORPION CBS
17
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320
million

Page Views

30
million
Average Visitor

Per Month

214
million
Videos Viewed

29+
million

Social Interactions

Source: Scripps analytics 
Data for second-quarter 2017
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Have signed 
contracts 

to carry 
Scripps’ 

local television
programming
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Core
advertising

Automated

advertising

New 

over-the-top

audiences

Ownership

deregulation

Growth in

over-the-air

viewing

GDP
growth

Improved

station

ratings

ATSC 3.0
and addressable 

advertising
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12 U.S. Senate Races and 
16 Governors’ Races 

Will Be Held in Scripps 
States Next Year
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2013, 2014 and 2015 figures are based on adjusted combined historical results, which do not necessarily reflect historical results and are not necessarily indicative of future results.
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A 2-minute video of the show Pickler & Ben is 

shown during this portion of the presentation.
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BUY
SELL

SWAP
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A 2-minute video of the Katz networks programming is 

shown during this portion of the presentation and can 

be found at scripps.com under Investor Information.
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A 1-minute video of Newsy’s new show “The Why” is shown 

during this portion of the presentation and can be found at 

scripps.com under Investor Information.
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23%

23%

26%

28%

5%

71%

8%

13%

2%

5%
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CARRIAGE FEES

ADVERTISING

ADVERTISING   

ADVERTISING

As audience grows, we diversify our advertising base

CABLE AND SATELLITE 

OVER-THE-TOP 

DIGITAL

+ +
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Expanding 

distribution

Improving

advertiser

base

Developing

brand
Revenue

Growth
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A 1-minute video of the new Cracked show “Some News” 

is shown during this portion of the presentation and can be 

found at scripps.com under Investor Information.
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A 30-second clip from the podcast “Masters of Scale” 

plays during this portion of the presentation.
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24 million

40 million

67 million

90 million
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% of audience composed of 

people ages:
Podcast Listenership, 2016

Talk Radio Listenership, 1998 and 2011

As people age, they are expected to bring their 

podcast-listening habits with them, so listening 

among older demographic groups will grow.

0%

10%

20%

30%

40%

12-17 18-34 35-44 45-54 55-64 65+
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listening to 

finding

creating

distributing

advertising on 

The best place in the world for podcasts.
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0

0.5

1

1.5

2

2.5

3

3.5

Q2 17 Q3 17 Q4 17 Q1 18 Q2 18 Q3 18 Q4 18

2x 2x

~3x

Share 

repurchase

24%

Digital

acquisitions

20%

Dividend

9%

Television station 

acquisitions

47%

Ratios for Q4 2017 and later are forecasts.
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