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DECK GOES HERE AND HERE AND HERE AND HERE
  A new pay-TV programming cost report from Kagan, S&P 
Global Market Intelligence, contains a wealth of data that 
documents the steep rise in sports programming costs in 
recent years, Telecompetitor reports.
  Sports programming costs for 2018 averaged $18.55 per 
user and represented 22.1 percent of average revenue per 
user (ARPU), up from 14.1 percent in 2009.
  Individual sports channels cost pay-TV providers an 
average of $1.11 per subscriber per month, which is more 
than double the average cost per channel of 
49 cents, according to the researchers. The 
researchers note, however, that the cost of 
sports channels varies considerably from 
one channel to the next. While the Outdoor 
Channel and Sportsman Channel cost 5 to 7 cents per 
subscriber per month, ESPN costs an average of $7.46 per 
month.
  Kagan’s research suggests that the fees pay-TV providers 
charge customers for sports networks are less than 
programming costs for those networks. According to the 
researchers, the average cost per subscriber for sports 
networks was $13.30 in 2018 – which is less than the average 
sports programming cost of $18.55 per subscriber.
  For now, pay-TV providers apparently are earning a margin 
by covering some sports programming costs with revenues 
from other types of programming. Moving forward, however, 
that may not be sustainable.
  As the researchers note, for non-sports fans, “the continued 
growth of sports programming costs in pay-TV bills has 
fueled the transition to digital platforms, where there is 
more customization, and prices better reflect a customer’s 
interests.”
  Unsurprisingly, the average cash flow margin at cable 
networks has grown from less than 30 percent in 1996 to 
more than 40 percent in 2018, according to Kagan. This as 
margins on video for pay-TV providers declined.
  The 2019 Sports Report notes that skyrocketing sports 
programming costs may be driven, in part, by the skyrocketing 
cost of attending live sports events. Despite how expensive 
sports programming has become, some customers may see 
it as a bargain in comparison with the cost of attending a 
game in person.
  The report also says the most valuable sports content in 
the U.S. comes from the National Football League, whose 
deal with ESPN ends in 2021. NFL deals with Fox, CBS and 
NBC expire in 2022. AT&T’s DirecTV unit has an exclusive 
contract with the NFL to broadcast every game to NFL 
Sunday Ticket package subscribers until the end of the 
2022 season.
  Of the other major professional sports leagues in the U.S. 
– Major League Baseball, the NBA and the NHL — the 
average length of active deals is 7.5 years. In the next two 
years, about one quarter of local sports rights agreements 
will expire, including five at the end of 2019.

SPORTS PROGRAMMING COSTS SURGING, KAGAN SAYS
ADVERTISER NEWS
  One of Amazon’s most promising new business areas, 
advertising sales, appears to be slowing down. The growth 
of Amazon’s “Other” segment, which consists primarily 
of advertising sales, slowed dramatically to 36 percent in 
the first quarter from the previous year, at $2.72 billion. 
That’s a big slowdown from 97 percent year-over-year 
growth last quarter, and more than 100 percent growth for 
three consecutive quarters before that. However, the rate 
of growth was artificially boosted in 2018 by an accounting 

change. On an adjusted basis, the year-
over-year growth rate in the “Other” segment 
in Q4 2018 was only 38 percent, and ranged 
between 51 percent and 73 percent in the 
previous quarters last year... Toys R Us is 

plotting a comeback — but with stores that are much smaller 
than the ones the iconic retail chain operated in the past. Tru 
Kids Brands, a licensing firm formed last year by creditors 
following the toy chain’s September 2017 bankruptcy filing, 
plans to open a handful of U.S. stores in time for the holidays 
that will span about 10,000 square feet each, The New York 
Post has learned. That’s downsized sharply from the 600 
stores that were shuttered for good last spring, which had 
typically spanned 20,000 to 50,000 square feet. No word yet 
on where the new shops will open... Starbucks achieved 
a 4 percent increase in U.S. same-store sales during the 
second quarter while profits improved 0.5 percent year-
over-year. “With solid first half financial results, we are 
on track to deliver on our full-year commitments,” Kevin 
Johnson, Starbucks CEO, said in a statement... Lowe’s 
is launching a new workforce development network called 
Generation T to educate young people on the opportunities 
and high pay associated with skilled construction jobs, the 
Charlotte Observer reports. A wide variety of businesses 
and educational institutions are participating in the program 
along with the home improvement retailer... Speedway has 
failed to convince a New Jersey state appellate court to 
overturn a previous ruling that found the gas/convenience 
chain had violated a “1938 law prohibits retailers from 
selling gasoline below the net cost of the fuel plus all selling 
expenses.” Speedway operates 70 convenience stores with 
gas pumps in New Jersey... Target is building anticipation for 
the launch of its design collaboration with Vineyard Vines 
by publishing a digital look book previewing the collection, 
Chain Store Age reports. The book comes three weeks 
before the goods hit Target’s stores and web site. It features 
all of the items in the 300-plus, summer-themed collection, 
which spans home and outdoor goods, apparel, accessories 
and swim. Most of the items are priced under $35... Panera 
Bread has appointed Niren Chaudhary as president and 
CEO. He succeeds Blaine Hurst, who is retiring as CEO of 
Panera effective May 23. Hurst will remain on the board of 
Panera and become vice chairman, and will work alongside 
Chaudhary after he joins the company in early May to help 
ensure a smooth transition.
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AVAILS
  KCCI, the market-leading Hearst Television CBS 
affiliate in Des Moines, Iowa, seeks an experienced account 
executive. If you are motivated by an 
excellent product, great compensation, 
and working with a talented team of 
professionals, look no further. You will 
work in one of America’s top cities for 
business climate and quality of life. We need someone with 
superb sales skills, a positive attitude, and a desire to WIN! If 
you want to work for the best, we want to hear from you 

today! CLICK HERE for more info or to 
apply now. EOE.
  Home office-based Account 
Executive: MNI Targeted Media, a 
Meredith Corporation company, is 
growing and moving into the key cities 
of Salt Lake City; Richmond, Va.; 
Lexington, Ky.; Bentonville, Ark.; 
and Seattle, as we continue market 
expansion. Are you the exceptional 
individual to develop the designated 
market and surrounding territory by 

building brand equity, driving business development and 
advancing advertising sales throughout the assigned 
territory? If so, we want to talk to you! Please send resumes 
with salary requirements to HumanResources@mni.com. 
Learn more at www.mni.com.
  Lockwood Broadcast Group is seeking General Manager 
candidates for oversight of two FOX stations, one located in 
Panama City, Fla., and one in Dothan, Ala. We are looking 
for a dynamic leader with a strong record of success in 
broadcasting who can drive station revenue and innovation 
while also holding station teams accountable for the 
attainment of station goals. Bachelor’s degree in business 
management or equivalent training and/or experience 
required. Candidates aspiring to grow their careers with a 
solid broadcast group should send resume to awanveer@
lockwoodbroadcast.com.
  KIRO TV, Cox Media Group, Seattle, seeks a Digital Sales 
Specialist to work with the media sales team to grow digital 
revenue by accompanying the media sales team in the field 
to conduct customer needs analysis and present client-facing 
solutions. The Digital Sales Specialist must understand all 
CMG Local Solutions digital product offerings and how to 
leverage them to meet the client’s strategic objectives. Digital 
assets include all kirotv.com core products and platforms 
inclusive of display advertising, streaming media and native 
advertising. CLICK HERE to apply.

See your ad here tomorrow! CLICK HERE for details.

NORTH AMERICA WOES WEIGH ON WPP’S Q1
  Client losses took a toll on WPP’s first-quarter results, 
especially in North America, Ad Age reports.
  The ad giant said its North American net sales – what it calls 
revenue less pass-through costs – plunged 8.5 percent year-
on-year. WPP lost its longtime creative assignment for Ford, 
among other accounts, and the company is in the midst of a 
three-year turnaround plan under CEO Mark Read.
  Overall, the company’s Q1 net sales fell 2.8 percent year-
on-year.

NETWORK NEWS
  Shannen Doherty has signed on to star in BH90210, 
Fox’s upcoming six-episode event series, joining fellow 
original Beverly Hills, 90210 cast members Jason 
Priestley, Jennie Garth, Ian Ziering, Gabrielle Carteris, 
Brian Austin Green and Tori Spelling. Doherty also will 
executive produce the series, slated to air this summer. 
The new 90210 is described as a serialized drama – with a 
dose of irreverence — inspired by the septet’s real lives and 
relationships... CBS’s board may give new momentum to 
merger talks with Viacom, Variety reports, saying members 
are getting closer to starting new 
discussions following CBS’s decision 
to stop searching for a long-term CEO. 
Sources say, however, that the two 
sides may have trouble agreeing on the 
worth of Viacom’s assets, as was the 
cause in failed talks last year... Amber 
Midthunder, who recurred in the first 
season of the rebooted CW’s Roswell, 
New Mexico, has been promoted to 
series regular for the just-announced 
second season. Midthunder appeared in 
seven Season 1 episodes as Rosa Ortecho, the sister of Liz 
(Jeanine Mason).

TV SYNDICATION MARKET SET FOR BUSY FALL
  After some lean times in recent years, the first-run syndication 
market is poised for a revival in 2019. In terms of both 
quantity of shows — six new daytime strips will launch in fall 
2019 — and the talent attached (Kelly Clarkson, Tamron 
Hall and Jerry Springer, among others), syndication is as 
robust as it’s been since the post-Oprah rush of 2012.
  “Any time there are more choices, that’s a good thing,” 
says Frank Cicha, EVP of programming for Fox Television 
Stations. “The last couple of years things may have felt a 
bit down, but certainly this year there are a number of high-
profile choices. I think that’s very encouraging.”
  Talker The Kelly Clarkson Show and Springer’s court 
show Judge Jerry, both distributed by NBCUniversal, 
are cleared in 99 percent of U.S. markets. Hall’s Disney-
distributed talk show also has a big national footprint, as 
does 20th TV’s game show 25 Words or Less, hosted 
by Meredith Vieira. Sony is launching a talker with best-
selling author Mel Robbins that’s cleared in 90 percent of 
the country, and MGM is adding Personal Injury Court to 
its portfolio of legal shows.
  Part of the uptick in the market has to do with distributors 
simply taking more shots, says Tracie Wilson, EVP of 
creative affairs at NBCUniversal Television Distribution. 
“I took this big role in the company a little over a year ago 
and was asked to come up with my strategy, and my strategy 
was really simple. It was more development,” she says.

THIS AND THAT
  Sony’s Interactive Entertainment division says it will 
not release the newest PlayStation console until at least 
April 2020... Under Microsoft’s ownership, LinkedIn’s 
engagement showed a 24 percent increase in the first 
quarter, increasing its revenue by 27 percent. The platform 
has 610 million members and plans to expand its offerings to 
include reactions, stories and other social media functions.

4/29/2019

Conan O’Brien

Bernie Sanders and Joe 
Biden should run together. 
I’d love to see America with 

mandatory 4 p.m. naps.
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TV STILL DOMINATES UPFRONT DOLLARS
  Growing digital video media apps/platforms will try to make 
an impact in the traditional TV upfront buying market this 
year. But Television News Daily says don’t expect much, 
if any dramatic shifts in dollars.
  When asked what digital media platforms can do to garner 
some of the upfront TV dollars, Steve Carbone, managing 
director, chief digital and investment officer, MediaCom, 
said: “The approach needs to be not about pulling away 
linear TV dollars, but how they can help support and amplify 
our client’s linear TV spends.”

  For digital video platforms, Carbone 
says this should include touting unique 
offerings, special content synergies, 
innovation, customization and data, 
as well as offering key performance 
indicators (KPIs) for moving a marketer’s 
business.
  Erin Elliott, VP of media for Walton 
Isaacson, said: “If they want TV money, 
they have to talk to the folks that control 
those budgets. [But] often times, based 
on legacy structures, those relationships 

just aren’t there.”
  There are also legacy, long-term pricing arrangements to 
consider. TV media agency buyers say this can be difficult. 
Many big brand TV network advertisers are wedded to many 
low CPM “bases” established with TV networks, with many 
unwilling to leave them for potential digital video platform 
deals.

HERE’S THE FINAL IRS SCORECARD FOR THIS YEAR
  It looks like the average tax refund check isn’t all that 
different from last year. It was $2,725 for the week ended 
April 19, according to the IRS. That’s down 2 percent from 
a year ago.
  In all, the federal government paid $260.9 billion in refunds 
to taxpayers, compared to $265.3 billion in 2018.
  Tax returns are in the public eye as filers and accountants 
grapple with the Tax Cuts and Jobs Act, the 2018 overhaul 
of the tax code. Under the new law, the standard deduction 
has been nearly doubled to $12,000 for single filers ($24,000 
for joint) and a number of key itemized deductions have 
been curtailed. The personal exemption — once valued at 
$4,050 for each filer, spouse and dependent — has been 
suspended.
  The new law also doubled the child tax credit to $2,000 
per kid under 17. The Tax Cuts and Jobs Act also trimmed 
down individual income tax rates across the board.
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Funny Tweeter

Eating a takeout salad 
alone in your car can feel 

depressing, but not if 
you fully commit to the 
backstory that you’re a 
detective on a stakeout.

SATURDAY NIELSEN RATINGS - LIVE + SAME DAY

PUTTING THE EVERYWHERE IN ‘TV EVERYWHERE’
  The basket of magazines in the bathroom may be the 
latest print institution to fall victim to digital media, eMarketer 
reports. According to polling by programmatic platform 
OpenX, 30 percent of U.S. adults now watch OTT video in 
the bathroom.
  The same number of respondents were as likely to watch 
OTT video in the bathroom while on vacation, but more likely 
than they were to (admit to) watch at their desk at work. 
“Many people think of OTT as happening on connected 
TVs, but there is an increasingly large contingent of those 
who stream apps on their smartphones,” 
said Brian Rifkin, co-founder and senior 
VP of strategic partnerships at video 
player software company JW Player. “I 
would hope this would be the most likely 
scenario for viewership in the bathroom.”
  Tablets are also likely to play a role 
— mobile devices have been key in 
consumers inviting video (and therefore 
marketers) into the smallest room in the 
house. eMarketer forecasts that U.S. 
users will spend 223.03 minutes per day 
on their mobile devices in 2019, up 3.8 percent from the 
previous year. The research firm also sees growth in time 
spent watching digital video with users, spending 97 minutes 
per day on digital video devices.
  The growing amount of time that people spend on their 
phones and tablets makes it easier to stream video or play 
video games in the bathroom. While some advertisers might 
find this viewing context unsettling, restroom ad specialists 
have described their viewers as a “captive audience.” 
Advertisers should think about their campaign goals before 
they flush away the opportunity to capture audiences’ 
attention, eMarketer says.

10% OF AMERICANS DON’T USE THE INTERNET
  For most Americans, going online is just a part of daily life. 
Yet today, 10 percent of U.S. adults don’t use the internet, 
according to a new Pew Research Center analysis of survey 
data.
  The size of this group has changed little over the past 
four years, despite ongoing government and social service 
programs to encourage internet adoption in underserved 
areas. But that 10 percent figure is substantially lower than in 
2000, when the Center first began to study the social impact 
of technology. That year, nearly half (48%) of American adults 
did not use the internet.
  Seniors are much more likely than younger adults to say 
they never go online. Although the share of non-internet 
users ages 65 and older has decreased by 7 percentage 
points since 2018, 27 percent still do not use the internet, 
compared with fewer than 10 percent of adults under the age 
of 65.
  Household income and education are also indicators of a 
person’s likelihood to be offline. Roughly three-in-ten adults 
with less than a high school education (29%) do not use the 
internet in 2019, compared with 35 percent in 2018. But that 
share falls as the level of educational attainment increases. 
Adults from households earning less than $30,000 a year are 
far more likely than the most affluent adults to not use the 
internet (18% vs. 2%).


