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TV’s BIG ADVERTISERS ALSO FACE CHALLENGES
NETWORKS HAVE SOME OPPORTUNITIES
   After hearing earnings reports form all of the major TV 
network owners, Pivotal Research Group analyst Brian 
Wieser figures Q2 advertising revenues were down about 
1% for national television. That was slightly better than the 
3% decline for Q1. So he’s sticking with his forecast that 
2017 in total will be down 1-2% and that “a generally flat to 
slightly negative advertising environment should persist for 
the foreseeable future.”
   While much has been made of the challenges facing 
television from new digital competitors—
and a lot of talk on the quarterly conference 
calls was about pricing and measurement—
Wieser says the point being missed is that 
many of the large advertisers who dominate 
TV are relatively weak at present, and not 
enough new advertisers are emerging to replace older ones.
 “The largest marketers who dominate spending on 
television—roughly 200 account for around 90% of network 
TV and around 60% of all TV—are facing many challenges 
at the present time. They are losing market share to 
companies who are smaller and who are structurally better 
positioned to spend money on digital media rather than TV. 
They are, in part because of those market share changes, 
reducing costs where possible, as the agency holding 
companies’ U.S. operations and Nielsen can attest,” 
Wieser wrote in his analysis of advertising trends. Shifts 
of spending away from TV and into digital media might be 
occurring on the margins, he told clients, but the analyst 
says those shifts are much less of a factor behind current 
TV advertising trends.
  “In addition, we think that creative destruction within 
the advertising economy is critical in supporting ongoing 
growth for the medium. We don’t see many new categories 
of marketers emerging who drive TV—those who are large, 
consumer focused, differentiate themselves on the basis of 
awareness of attributes, budget on a share-of-voice basis 
and operate in nationally oriented and oligopolistic sectors. 
Towards these ends, we don’t see a rebound in growth for 
traditional national TV advertising any time soon,” Wieser 
concluded.
   However, he noted that opportunities for growth will still 
exist for the various network owners to take audience 
share from others by producing relatively higher ratings or 
relatively more desirable programming for advertisers to 
buy or by innovating on ad products. He added that yield 
management, through advanced TV ad sales efforts, will 
also be helpful. “Other growth opportunities will occur 
through bundling of traditional TV inventory with other media 
in integrated marketing packages or by further expansion of 
digital content initiatives, which have opportunities to tap 
into different budgets than traditional TV ad sales do at 
present,” Wieser advised.

ADVERTISER NEWS
   Grocery chain Aldi has partnered with Instacart to 
deliver groceries in Los Angeles, Atlanta and Dallas, a 
move that comes amid intense competition and disruption 
in the industry. The partnership with Instacart will allow 
shoppers to order goods from Aldi stores using Instacart’s 
website and app. Instacart, which charges a delivery fee, 
does not hold inventory but picks up orders from the store 
and brings them to a customer’s home in as little as one 
hour....Target is buying a delivery logistics company to 

help it offer same-day delivery service 
to in-store shoppers. Software made by 
San Francisco-based Grand Junction 
connects retailers with about 700 delivery 
companies around the country that pick 
up items from distribution centers and 

take them to customers. Target has been working with 
Grand Junction to test same-day delivery at a New York 
store. Target plans to expand the service to other New York 
locations this year, then bring it to other major cities next 
year....BMO Capital Markets sees an ‘open road’ ahead 
for Camping World after the outdoors equipment provider 
increased guidance and reported 20% sales growth in Q2.  
“While controlling only 6 percent of U.S. RV dealerships, the 
company has a significant scale advantage in purchasing, 
pricing, advertising, cross-selling and leverage, allowing it 
to sell 15% of the industry’s new units ”, says BMO analyst 
Gerrick Johnson....The parent company of Applebee’s 
and IHOP plans to close up to 160 restaurants, a much 
higher number thatn originally announced. Up to 135 
Applebee’s restaurants will close, up from the 40 to 60 that 
parent DineEquity said would close in the first quarter. 
In addition, an estimated 20 to 25 IHOP restaurants will 
close. One analyst says Applebee’s “remains out-of-
favor with casual-dining consumers”....Chick-fil-A is 
adding breakfast bowls and burritos to its menu. The new 
breakfast bowl, called the hash brown scramble, is made 
with hash browns, scrambled eggs, Monterey Jack and 
cheddar cheeses, and a choice of either sliced chicken 
nuggets or pork sausage. Customers can also order the 
hash brown scramble as a burrito....CNBC reports that 
apparel and footwear maker VF Corp. is buying privately 
held Williamson-Dickie Mfg. Co, the owner of Dickies and 
Workrite workwear, for about $820 million in cash. VF 
owns Timberland and Wrangler clothing.... A new ad from 
President Donald Trump’s campaign started airing on TV 
on Sunday.  The ad accuses “Democrats and the media 
of standing in the way of Trump’s policies”, which are 
portrayed as widely supported by Americans.... Amazon 
is thinking of challenging Ticketmaster’s stranglehold on 
concert and other ticket sales. The company is in talks 
with venue owners who could serve as partners, Reuters 
reports. The e-commerce giant was previously in talks with 
Ticketmaster over a potential partnership, but those have 
ended, according to the report.
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NETWORK NEWS
    Netflix has secured an agreement with one of the top 
drama showrunners on broadcast television. Shonda 
Rhimes, the creator of Grey’s Anatomy and Scandal, 
is leaving ABC Studios for a multi-year deal with Netflix. 
The new deal will include Shondaland, which Rhimes 
has transformed into a full-fledged production company. 
Shondaland will function as a division of Netflix’s in-house 
studio. Deadline is reporting that after 12 years, Rhimes 
was getting restless, feeling that she had accomplished 
all she could on broadcast TV and was looking for new 
opportunities to evolve as an artist and 
push the envelope. She will continue to 
work on the ABC shows Shondaland 
has on the air including Grey’s Anatomy, 
the final season of Scandal, and How to 
Get Away with Murder. Rhimes has For 
the People upcoming for ABC as well as 
a Grey’s Anatomy spin-off. ABC Studios 
also has Adult Behavior with Allan 
Heinberg in development. The move is 
a major loss for ABC and ABC Studios, 
where she has become the most prolific 
drama producer over the past decade……Univision and 
Story House Entertainment announced that a 12-episode 
second season of its original series El Chapo will debut on 
the network Sunday, September 17th at 10 PM (ET). The 
new season will kick-off with El Chapo’s first prison break 
and goes on to reveal the critical role corrupt government 
officials play in aiding the rise of El Chapo over his rival crime 
bosses. The season will also examine his quest to become 
the leader of the Sinaloa Cartel, the most powerful criminal 
organization in the world, and how his ambitions affect those 
closest to him, including his family. The new season will 
be presented on Univision with English subtitles, another 
first for the Spanish-language network. The first season 
of El Chapo posted 3.5 million total viewers, according to 
the network. The series stars Marco de la O in the title 
role of Joaquin “El Chapo” Guzman and Humberto Busto 
as Attorney Conrado Sol, a key political party figure……
The CW’s freshman series Riverdale dominated Sunday’s 
Teen Choice Awards by picking up 7 awards, including the 
Choice Drama TV Show, Breakout Show, Choice Drama 
TV Actor (Cole Spouse), Choice Breakout TV Star (Lili 
Reinhart) and Choice Hissy Fit (Madelaine Petsch). The 
Flash, another CW series, picked up two awards including 
Choice Action TV Show and Choice Action TV Actor for 
Grant Gustin……Lionel Ritchie, Charlie Puth, Luke 
Bryan and Keith Urban are under consideration at ABC to 
join Katy Perry at the judge’s table for the network’s reboot 
of American Idol. “We don’t have to make any decisions 
immediately so we’re taking a lot of meetings because you 
want to get it right,” said Rob Mills of ABC. Auditions for 
the next American Idol begin next week while the judge’s 
auditions begin in October.

ACCOUNT ACTIONS
   Online auto retailer Vroom has named Anomoly its first-
ever agency of record. The three-year-old Vroom recently 
announced a new founding round of $76 million to grow 
its direct-to-consumer fulfillment model and a seamless 
private-seller acquisition service.

AVAILS
   WSMV/NBC Nashville, TN has an awesome opportunity 
here in Music for an Account Executive. We’re searching 
for talented AEs that know how to achieve 
assigned revenue goals, solicit new 
advertisers and increase their share of 
business. If you are an experienced driven 
self-starter and would love to join our team 
in Nashville and put satisfied advertisers on our station 
and digital properties, please apply online now at www.
meredith.com/careers, look for job code JR03770. EOE. 

   ABC6 in Providence, Rhode 
Island is looking for a sales professional 
with sales experience to join this 
growing ABC affiliate as an Account 
Executive. We need an enthusiastic, 
accountable individual to work with 
local and regional clients– at the 
agency and local levels. This position 
is a great opportunity for someone 
looking for a move into a top 60 market. 
Please send resume to cantonio@
abc6.com. No phone calls please. 

WLNE-TV / ABC6 is and equal opportunity employer. 
   WTVG/13abc, Toledo, OH has an exciting opportunity 
for an Account Executive.  The AE will handle all 
local and regional accounts and develop new business 
utilizing marketing skills and preparing/delivering client 
presentations.  Must have the ability to prospect, cold call 
and get face-to-face meetings and create compelling sales 
presentations. Bachelor’s Degree in Marketing/Advertising 
is strongly preferred, but not required. Experience in account 
engagement in a professional, fast paced sales environment 
required.  Great compensation and benefits.  No calls 
please.  CLICK HERE for more details or to apply now.  EOE. 
    Want an opportunity to grow with one of the nation’s 
largest Multi-Media companies with an industry leading 
digital business? There’s a great opportunity in Topeka, 
Kansas for a Local Sales Manager that 
can make an immediate impact with our AEs 
and clients. The LSM will be responsible for 
directing the local television sales efforts 
for the NBC/ABC/FOX & CW stations while 
working in concert with our Digital Sales Director to provide 
multimedia solutions. To apply for this position, please 
send your cover letter, resume and references via email to 
jfaith@ksnt.com. EOE/ M/F/D/V
 The FOX O&O/Duopoly in Orlando is looking 
for a motivated Account Executive with excellent 
communication skills that thrives in a goal-oriented team 

environment. Your opportunity is 
to manage an established account 
base as well as develop new 
broadcast and digital business, via 

customized marketing strategies and solutions. College 
degree and a minimum of two years’ work experience 
preferred.  If you are detail oriented and driven to succeed 
CLICK HERE for information to apply. EOE/M/F/Veteran/
Disabled.
   
CLICK HERE to place a job in Spots n Dots! 
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Jimmy Fallon

Tensions with North Korea 
continue to rise. And you 
can tell Trump’s nervous 

because he’s been wearing 
a “Make America Great 

Again” helmet. 
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BINGE VIEWING IS PERVASIVE
   According to new research from The Diffusion Group 
(TDG), binge viewing—that is, viewing more than one 
episode of a TV series back to back—is rapidly becoming 
universal. Nearly nine in ten adult broadband users (ABUs) 
now binge at least occasionally. But the frequency of binge 
viewing skews strongly in favor of younger adults.
   TDG says heavy bingers, who binge daily, now account 
for 14% of ABUs. Medium bingers, who binge monthly, 
comprise 51% of ABUs; and light bingers, who binge less 
than once a month, 21%. Only 14% don’t binge at all.
   The frequency of binging is strongly 
correlated with the viewer’s age. For 
example, TDG’s analysts found that 58% 
of heavy bingers are between the ages of 
18 and 34, while 56% of light/non-bingers 
are age 45 and older.
   31% of heavy bingers are 18-24 and 
27% 25-34. But that drops of to 20% of 
ABUs 35-44 and 16% of those 45-54. 
The heavy binging group contains only 
7% who are 56 to 65.
   TDG president Michael Greeson says 
the heavy binging by Millennials further illustrates just 
how different Millennial viewing habits are from those of 
older generations. As these consumers age and younger 
generations steeped in quantum habits follow behind 
them, Greeson argues that this behavior will become more 
prominent, further impacting programming and distribution 
strategies.

KANTAR ADDS FACEBOOK TO SOCIAL TV
  Kantar Media has added Facebook to what used to 
be called the Kantar Twitter TV Ratings tool. So, it has 
been renamed Kantar Social TV Ratings tool, with Kantar 
declaring that it will deliver an even more comprehensive 
picture of social TV engagement. The collaboration with 
Facebook now enables clients to see counts of posts, likes, 
comments and shares across the Facebook platform as it 
pertains to TV programs.
 “Working with Facebook to incorporate this data strengthens 
our service and provides clients with a more complete view 
of TV’s impact in social media channels,” said Carlos 
Sanchez, Director of Social TV at Kantar Media.

THIS AND THAT
  New research released by the Enterprise car rental 
company reveals that, even in today’s ever-connected 
world with its growing array of transportation options, the 
car remains king. Millennial drivers in particular say they 
would rather go without social media for a week (50%), lose 
an extra hour of sleep each day (41%) and skip one meal 
a day (39%) than lose access to their personal vehicle for 
an extended time……Ad-tech startup Storyzy, which seeks 
to root out fake news sites for clients, reports that in July it 
found more than 400 brands which had their ads placed on 
websites deemed to be fake news....They must not have 
interviewed anyone in TV; The L.A.Times reports that the 
American workplace is grueling, stressful and surprisingly 
hostile. Nearly one in five workers say they face a hostile or 
threatening environment at work, which can include sexual 
harassment and bullying. Full Story.

DEALERS’ AD INVESTMENTS VARY
   We noted in yesterday’s article about automotive dealers’ 
revenue and expenses for the first half of the year that the 
average store had invested a bit more in advertising so far 
this year, up 3.1% to $289,637.  That same average store 
has sold an average of 449 new vehicles and 358 used 
vehicles from January-June.
   The spending varies by dealer type, however.  The NADA 
reports the average dealer of domestic brands has upped 
spending only 1.5% to $244,835, while the average dealer 

of import brands has actually cut back 
spending by 1.2%, but still outspends 
his domestic competitor with an 
expenditure of $325,043.  That equates 
to the average domestic seller spending 
8.2% of his gross on advertising, while 
the average import dealer invested 
8.5% of gross.
   Looking at mass-market brands 
versus luxury brands, the gap widens.  
Luxury brand dealers have cut back by 
5.2% through June, spending $299,770, 
which is $762 per new vehicle retailed 

and 5.9% of their gross.  Mass-market dealerships, 
however, have increased advertising by 3.9% to $288,344, 
which is 8.9% of gross and $630 per new vehicle retailed.

ANALYST SEES NO CHARTER DEAL
   MoffettNathanson analyst Craig Moffett is pouring cold 
water on Wall Street rumors that Altice may try to acquire 
Charter Communications—and likewise for rumors that 
Verizon or SoftBank will try to buy Charter. “What is most 
surprising about the flurry of reported suitors—first Verizon, 
then SoftBank, now Altice—isn’t that they are considering 
deals, it is instead that the market takes them all seriously. 
None are credible,” Moffett told clients in a note. He figures 
any successful bid for Charter would have to total at least 
$185 billion—and none of the rumored suitors have the 
balance sheet to handle such a purchase.
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FunnyTweeter.com

Did you know that before 
electricity, they used to give 
criminals the acoustic chair?

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY
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