
MEC @DIGITAL NEWFRONTS 2017
KEY TRENDS & ANNOUNCEMENTS



The IABõs NewFronts is an annual event for marketers and ad partners to connect with established 
and emerging content providers to preview the latest in original digital programming. Media creators 

and publishers showcase their content opportunities, digital investments and overall strategies, 
educating and encouraging marketers to evaluate the various opportunities through a similar lens to 

that of premium television content.

The 2017 event featured two weeks of content from over 35 companies, including major players like 
Hulu and YouTube, as well as new participants like Twitter, BBC.com and GroupNine. This year was a 

crossroads year for the NewFrontsña few companies decided to opt out, choosing to host more 
private events, while some even chose to do òvirtual NewFrontsó events online (like Studio71, a 

multichannel network that streamed their NewFronts event and made a donation to WE Charity for 
every stream), a major departure from the lavish events we usually see. 

With announcements surrounding brand safety, immersive storytelling and more among the hottest 
topics, MEC was in the front row, gathering the key trends and takeaways that illustrate the 

complexities of the Digital NewFronts and set the stage for the year ahead.

While this yearõs NewFronts resulted in mixed press and sentiment about the event, one thing is clear: 
thereõs more content than ever before, and increased opportunities for brands to partner with 

publishers to tell stories designed for their target audiences. Opinions may vary about the NewFrontsõ 
importanceñwe, however, believe that the content shared is indicative of major content trends we will 

see play out in the marketplace in the coming months.



To understand the 
sentiment surrounding 
the digital market 
before the annual 
NewFronts, the IAB and 
Advertisers Perceptions 
put out a report on 
video advertising spend. 

>75% of Video 

Advertisers agree that 

attending last yearõs 

NewFronts 

encouraged them to 

actively plan ways to 

incorporate VR or 360-

degree video 

advertising

90% of advertisers 

agree that their 

attendance at the 

2016 NewFronts 

resulted in increased 

spending on Original 

Digital Video content

Advertisers are 

spending on average 

more than $9 

million annually for 

their brandõs digital 

video advertising, 

representing a 67% 

increase from two                      

years ago

Video 

represents 

more than 

50% of the 

Digital/Mobile 

Ad Spending

SOURCE: IAB Video Ad Spend Study, IAB & 

Advertiser Perceptions, March - April 2017

Ad spending on 

original digital 

programming has 

nearly doubled 
since 2015

This yearõs 

NewFronts is 

poised to capture a 

full 40%of 

advertisersõ 

original digital 

video budgets

The average 

advertising spend 

supporting original 

online video ad spend 

increased from $2.4 

million in 2015 to 

$4.4 million in 

2017
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TREND 1 ðOpportunity Overload
For consumers who have cut the cord, or are simply looking for different ways to access content, many of this yearõs presenters sought 

to distinguish themselves via more live content offerings and/or more ways to access content on demand. There were a slew of 

announcements on programming and product offerings that allow users to stream live TV and on-demand content (comparable to 

devices like a Sling TV). Some companies (e.g. Hulu) focused on launching their own subscription packages, while others (e.g. Twitter & 

Bloomberg) announced collaborations to bring unique content to new spaces and platforms. We saw new OTT platforms unveiledñ

underscoring the belief that more and more platforms want to be the preferred choice on the big screen. 

While we used to lament about the lack of premium digital content, we now have a new problem: more content than we know what to do 

with. Weõve also reached a record when it comes to not only the sheer quantity, but also the quality of content. At some point, most 

likely sooner rather than later, consumers will reach their saturation point and even great content will struggle to break through what 

was once a golden age. With an overwhelming number of quality choices other factors start to become even more important - are there 

ads and, if so, how intrusive are they? If itõs a subscription service, what content exclusive and how many òneed to watchó pieces of 

content are there? Can I do more than watch? Can I shop or interact? These are the questions that will impact when, what and how a 

consumer selects their content. 

The plethora of access points and content options can be enticing to brands looking to target very specific, often niche audiences. 

However, the ability to sustain the vast variety of content, targeted at such specific niches remains to be seen.Video, no matter the 

length, platform or format, is becoming a cornerstone of how consumers engage brands they care about. It is now more critical than 

ever to find the right partners to ensure quality collaboration and resulting content, and to take advantage of the diverse opportunities. 



Trend 1

ANNOUNCEMENTS

Huluõsnew $39.99 a month

live TV bundle offers

livestreamingaccessto a slew

of networks, including

companies like 21st Century

Fox, Disney and A+E

Networks. Viewers can watch

50 channels, record up to 50

hours of programming and

access Hulu's on-demand

streamingcontent.

AtYouTubeõsBrandcastevent,

YouTube announced seven

new shows, with big name

stars like Ellen DeGeneres,

Kevin Hart, Katy Perry, Ryan

Seacrest and other shows

featuring YouTube stars like

TheSlowMo Guys.

Time Inc. announced its

second streaming service,

The Sports Illustrated

Network, an OTT network

that will feature live event

programming, original

documentariesand insights

from prominent Sports

Illustrated reporters, and

more.

Twitterõsfirst NewFronts

presentation featured a dozen

programming deals, including

a slew of livestreaming deals

across sports (e.g. MLB, PGA

Tour), news (e.g. Bloomberg

Mediaõs24/ 7 breaking news

network), current events (e.g.

BuzzFeedõsMorningFeed) and

entertainment (concerts

curated by Live Nation, IMG

Fashion Week coverage), all

exclusivelyon Twitter.



TREND 2 ðSocial: Required Viewing
To say that consumers are increasingly social is an understatement. With more platforms than ever, many consumers fail to delineate 

between content they engage with on õsocialõ platforms versus more ôtraditionalõ ones. Smart publishers are leveraging this insight for 

where and how they produce content, making it clear that they cater to social consumers, especially when it comes to how creators 

develop platform-agnostic digital content. 

Social platforms themselves clearly are looking to video content to drive growth and user retention;Twitterõs first-time presence at the 

NewFronts included a slew of original shows, Facebook, is rumored to be announcing their open original programming slate verysoon, 

and Snap, has deals with major producers like Disney and NBCU.

Publishers emphasized their social-dedicated work and the resulting growing audiences via platforms like Facebook Live. For example, 

The Times claimed their Facebook Live content got 200 million views last year, and, while on-site video traffic grew 40% from last year, 

Facebook Live grew a whopping 660%, an impressive feat for any publisher. Companies also talked about their expansion onto 

platforms like Snapchat (e.g. Hearst) and Twitter (e.g. Bloomberg). Meanwhile, Refinery 29 introduced an Instagram-first short film 

series, a strategy seen in various forms as publishers look to utilize platforms like Snapchat and Instagram to give content new life.

These type of investments deliver on both companiesõ promises of immediacy, and brand safety, since content will be verified by the 

platforms. Itõs clear that no matter the platform, storytelling is intertwined into social, adding another layer of creative complexity to 

brands looking to connect with their audiences. Understanding how audiences use these different platforms, the types of content that 

make sense for those formats and the nuances of each platform is critical to the creation of successful content.



Trend 2

ANNOUNCEMENTS

Disney unveiled the Disney

Digital Network,designedto

leverage Maker Studiosõ

creators and brands,

combining 300+ social

media channels and

current Disney editorial

brands (e.g. Babble,

StarWars.com). They also

announced new digital

programming that will

stream exclusively on

Facebook. Programming

includes, Club Mickey

Mouse, COIN that will be

available via Polaris' social

channels, as well as a

fashion reality show based

on the blockbuster

animated movie Frozen,

called Disney Design

Challenge.

Bloomberg Lens provides

users contextually relevant

info (based on Bloomberg

data) to any news

article/content theyõre

reading.

TZR Studios unveiled a slate

of shows on a variety of

platforms, including an

InstagramStorydocu-series.

Hearst has six separate

channels on Snapchatõs

Discoverplatform. Theyalso

announced a video

partnership for Seventeen

with the mobile singingapp

Musical.ly.

Vice announced that itõs

bringing several of its

brands to Twitch after

success with a 72-hour

gaming stream test. A

partnership with Twitch will

ò[program]the entire Vice

universeon Twitch.ó



TREND 3 ðThe Evolution of Storytelling
Not only is there more content than ever before, but publishers are pushing the boundaries on how they leverage newer and emerging 

technologies to tell better, more nuanced stories. Last yearõs NewFronts was a massive year for virtual reality (VR) with plenty of 

companies announcing the development of VR content and VR studios. This year, we saw that trend evolve, with many publishers 

emphasizing the need to tell stories across formats. For example, The New York Times is leveraging VR to tell stories from untouched 

areas of the world, in addition to experimenting and layering content formats, adding interactive elements (e.g. maps and 360-video) to 

their stories to bring them to life. 

On the horizon, brands like The Times teased what the future of augmented reality (AR) could look like for media (including 

newspapers), while companies like AOL launched testing labs to help brands access the latest tech-driven consumer 

experiences.Tapping into consumersõ need for immediate gratification, some publishers, like Cond® Nast Entertainment and Hulu, 

announced shoppablecontent as well as interactive and vertical-screen formats. 

Many brands preached the power of voice (something weõve seen with the growth of voice-controlled tech like the Amazon Echo). The 

effect that listening has on consumers versus reading or seeing it resulted in voice-activated and voice-driven announcements, like 

podcasts and partnerships with sound-based platforms like Spotify.

As publishers continue to evolve the methods and delivery mechanisms used for storytelling, as well as the types of devices consumers 

can access this content on, now is the time for brands to invest in calculated risks by co-creating unique content experiences with 

partners who excel in storytelling to uncover new ways to connect with consumers.



Trend 3

ANNOUNCEMENTS

Awesomeness announced

Awesomeness News, a

cross-platform division

focused on politics and

social justice, as well as an

upcomingchannel featuring

its premium content on the

growing array of skinny

bundles available via

YouTube,Hulu and others.

TheNew YorkTimespreached

the power of audio and the

effect it has on consumers

when listening to a first-hand

recap of a story versus

reading it, announcing a

Spotify partnership that will

give users accessto New York

Timespodcasts. Theyõrealso .

launching a weekend edition

of The Daily, which gained 25

million listens since its debut

last February.

Condé Nast Entertainment

announced an incubator,

launched in partnership with

Jaunt and the University of

Southern California, that will

focus on virtual reality (VR).

Hulu announced an e-

commerce ad unit in

partnership with BrightLine,

that allow viewers to make a

purchase directly inside an

advertisement.

Refinery29 is turning its

podcast Strong Opinions

Loosely Held into a

Facebook Page and a

personalessayseries.

AOL announced RYOT Lab,

designed to help both brands

and publishers develop

immersive video experiences

usingAR,VRand 360 video. GroupNineõsSeeker and

The Dodo announced

original VR content series

including titles like, The

Edge, Ceremonies and

AnimalEye,givingaccesstp

unique experiences and

neverbeforeseenplaces.



TREND 4 ðSafety: The Billion-Dollar Elephant
Being advertiser-friendly was one of the key messages this year as publishers focused on the notion that working with a publisher is 

òsafe.ó Many addressed the topic of safety directly, ensuring that a brandõs content is not alongside questionable content, highlighting 

their ability to help brands maintain publisher confidence. YouTubeõs CEO, Susan Wojcicki, said òWe work hard everyday to earn our 

advertisersõ and agenciesõ trust, and we apologize for letting some of you down. Iõm here to say that we can and we will do better.ó While 

the pitch was made in different words by different publishers, as Dawn Ostroff, President of Condé Nast Entertainment simply put it, 

òwe are a one-stop shop, and we make it very easy for the advertisers to know what they are getting.ó

Opportunities like direct-buying was attributed by some publishers as an easy way to ensure brand safety but these buying opportunities 

are not new, they are simply an easy way to address brandsõ concerns. We saw this pitch manifest itself in a slew of ways.For example, 

Latino video marketing company NGL Studios, highlighted their in-house own distribution platform, built on a proprietary tech stack, 

allowing them to distribute its original content across platforms, resulting in the ability to be not only language, but also platform 

agnostic. 

Many presentations implied that òcareful buyingó of quality inventory is the remedy for fraud, dangerous content and ads going 

unviewed. While òqualityó helps, thereõs no substitute for comprehensive third party verification. Not surprisingly, publishers touted the 

òbrand safetyó of their inventory while not mentioning that the best practice overall is to use aggressive buying and verification 

measures (like MEC/GroupM have been pushing since 2014) to ensure that clients only pay for impressions that are being fully seen, by 

humans, in an environment that is brand safe and free of fraud.



Trend 4

ANNOUNCEMENTS

Defy MediaõsôBuyBadge

and Buildõad process lets

brands buy against specific

content and shows,

addressing brandsafety

concerns. ôBuyõlets brands

run ads against specific

content categories,ôBadgeõ

lets brands sponsorcontent

without custom work, and

ôBuildõis the opportunity for

brands to create branded

content alongsideDefy.

Bloombergõsnew Trigr

offering allows marketers to

serve tailored content

(creative or branded) when

specific market conditions are

met. Exampletriggers include

very specific changes to the

stock market or indexes on

category funds like tech,

which could be quite alluring

to brands targeting affluent

consumers. The tech is in-

house, built on top of

Bloombergõsad server, and

ads will be based off a CPM

model, allowing them to layer

Trigr into all of Bloombergõs

offerings.

Condé Nast Entertainment

unveiled a new technology

called ôTheHit Predictorõ,

flaunted for its promised

ability to predict the success

and viral potential of online

content before it goes viral,

allowing advertisers to own

top trending content through a

varietyof packages.

Hulu announced that

brands will soon be able to

measure campaigns

running on Hulu across all

connected devices, with

Nielsen's Digital Ad Ratings

available on home screens.

They'realso partnering with

SambaTV and Nielsen

Catalina Solutions to

measureHuluadsõability to

drivepurchase.

Newsy introduced a

partnership with Nielsen and

Tru Optik to target specific

audiences across OTT

channels. They also

announced three new series

and a new two-hour live news

show.


