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Ever smile while watching a movie on TV because, say, you just saw the scene from “The 
Godfather” when Vito Corleone leaves his office at the Genco Olive Oil factory and a 
commercial comes on for Bertolli olive oil? Turner Entertainment Networks wants to turn those 
coincidences into sales opportunities. 
 
At the Turner Entertainment upfront presentation on Wednesday, Linda Yaccarino, executive 
vice president and general manager for advertising sales and marketing, described a new 
system intended to pair commercials with relevant moments in the shows they interrupt. The 
system, called TV in Context, was more than a year in development, she said. 
 
Ms. Yaccarino likened TV in Context to contextual targeting, which is all the rage in online 
advertising and takes advantage of tracking the online behavior of computer users to serve 
them ads they would find relevant. The Turner Entertainment system, part of Time Warner, 
“matches spots with relevant scenes,” she said, in the movies and series that are shown by the 
TBS, TNT and TruTV cable networks. 
 
TV in Context involves combing through the thousands of properties in the Turner 
Entertainment library, cataloging scenes by subject matter and tracking the commercials that 
agencies deliver to the networks to run. The first placements are available in the fall. 
 
Ms. Yaccarino showed an example as part of her presentation. After the conclusion of a scene 
from the movie “Anchorman” in which Will Ferrell, Paul Rudd and Steve Carell discuss love, the 
first spot in the next commercial break could be for the eHarmony.com online dating service. 
 
She also described an example of a scene from the movie “Hitch” in which Will Smith suffers 
an allergic reaction to his food. That could be followed, Ms. Yaccarino said, by a commercial for 
the Walgreen drugstore chain for the allergy medicine Zyrtec. 
 
The growing allure of contextual targeting online is encouraging several TV networks to look 
into offering their own versions. For instance, the AMC cable network is teaming up with 
Nielsen Media Research to offer what it calls A.I.M., for Audience Identity Metric. AMC will put 
together packages of movies from its film library for advertisers that are tailored to the 
behavior of the consumers who watch those movies. 
 
For example, an automaker that wants to reach men ages 25 to 49 in the market for a new car 
may have its commercials run in a movie package that would include “The Godfather.” 
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