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AD DOLLARS NOT REACHING ETHNIC AUDIENCES
  The Association of National Advertisers is telling its 
members that it needs to take another look at how it’s 
divvying up the dollars. In a the ANA’s U.S. Multicultural 
Media Forecast 2019 the trade group reports only 5.2 
percent of total advertising and marketing spending in 
the U.S. goes toward reaching African-Americans, Asian-
Americans and Hispanics. That’s despite those 
demos making up nearly 40 percent of the total 
U.S. population.
  The study, conducted by PQ Media on behalf 
of the ANA, found marketers spent $25.9 billion 
in 2018 on multicultural buys on TV, digital, 
radio, out-of-home, print and other smaller 
media segments. TV received the largest share. PQ Media 
says television’s 30 percent share totaled $7.67 billion in 
multicultural ad spending in 2018. The good news for local 
TV: The data shows local spending grew faster (+6.7%) 
than national media buys last year.
  Yet the ANA says the big picture is one of undercutting 
the value of ethnic audiences. The largest portion of 
multicultural dollars went to reach Hispanics. PQ Media 
pegs that investment at $18 billion. That was a 5.3 percent 
increase compared to 2017. A slightly larger year-to-year 
increase of 6.1 percent was recorded for African-American 
buys, which totaled $7.2 billion.
  The largest increase in terms of growth was for buys 
targeting Asian-Americans. PQ Media says that pool grew 
7 percent between 2017 and 2018. But in terms of dollars, 
Asian-target budgets are the smallest, totaling $722 million. 
The difference between the different groups, in part, is tied to 
their populations. According to 2017 U.S. Census Bureau 
figures, Hispanics comprise 18.1 percent of the overall 
population, while African-Americans make up 13.4 percent 
and Asian-Americans represent 5.8 percent. And the data 
shows that what was spent on ethnic media was more likely 
geared toward boosting sales rather than building a brand.
  “Multicultural customers are the fastest-growing 
demographic, but they are under-represented in media 
buying,” said PQ Media CEO Patrick Quinn. “Brands need 
to shift away from bland, generic total market messaging and 
concentrate on delivering culturally 
relevant copy in media that are being 
seen by multicultural audiences.”
  The ANA’s Alliance for Inclusive 
and Multicultural Marketing — 
created three years ago and including 
advertisers, media sellers, agencies 
and other key players — isn’t 
recommending a specific budget level 
that ethnic buys should receive. But it 
says marketers should take advantage 
of digital advertising to reach

(Continued on Page 3)

ANA: MULTICULTURAL MEDIA IS BEING SHORTCHANGED
ADVERTISER NEWS
  Petco is expanding its wellness services for pets, Chain 
Store Age reports. The retailer has announced a rapid 
growth plan to expand its footprint of in-store, full-service 
veterinary hospitals. Petco has added three new regional 
veterinary partners – Global Veterinary Partners (GVP), 
based in Weston, Fla.; VitalPet, based in Houston; and 

VetnCare, based in Oakland, Calif. With the 
new partners, Petco will more than double its 
count of full-service in-store vet hospitals by the 
end of 2019... Bankrupt Barneys New York 
now has more money and more time. CNBC 
reports the famed luxury retailer has until Oct. 
24 to find a buyer and avoid liquidation. Barneys 

New York had filed with $75 million in debtor-in-possession 
financing provided by Gordon Brothers and Hilco Global. 
But a new offer from Brigade Capital Management and 
B. Riley Financial will pay out that $75 million, while 
also injecting a further $143 million for Barneys to run its 
business while it looks for a buyer... H-E-B has announced 
plans to open a new technology center near its San Antonio 
headquarters. The grocer plans to hire 500 new employees, 
with the technology center employing up to 1,000 people. 
The center is expected to be completed by the summer of 
2022... Popeyes Louisiana Kitchen has added its first-ever 
chicken sandwich to the menu, and the chain is rolling it 
nationwide on Monday in an attempt to knock off rival Chick-
fil-A. The new sandwich is being called Popeyes’ biggest 
launch since it introduced crawfish to the menu in 1989, 
USA Today reports... Subway is introducing a new sub 
sandwich made with Beyond Meat’s meatless meatballs. 
The Beyond Meatball Marinara sub will be available for a 
limited time beginning next month at 685 locations in Canada 
and the U.S., according to CNN... Bloomingdale’s will 
debut a subscription fashion rental service called My List 
at Bloomingdale’s next month, with fall styles from more 
than 60 brands and around 100 exclusive pieces. Women’s 
Wear Daily reports the service will compete with Rent the 
Runway and rental programs from other retailers that appeal 
to city dwellers with limited closet space.
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AVAILS
  Account Executive: Discover the limitless opportunities 
of selling a true Legacy station based right out of the capital 
city of Jackson, Miss. All backed by the largest 
broadcasting family in the nation. If you are 
the type of salesperson who thrives when 
backed with industry-leading tools, leads 
and support, you will find unmatched growth 
opportunities with WJTV CBS and CW for 
Central Mississippi and Nexstar Broadcasting Inc. Please 
CLICK HERE for more info or to apply today. EOE.

  Cox Media Group Orlando is seeking 
an experienced Account Executive for 
its Television Group’s WFTV/WRDQ. 
We’re looking for an individual with the 
ability to build influential relationships 
with existing clientele and a proven 
track record of developing new revenue 
streams. Minimum of three years of 
media sales, account management or 
buying experience preferred. Minimum of 
two years of new business development 
and prospecting experience required. 

CLICK HERE for more info or to apply now. EOE.

See your ad here tomorrow! CLICK HERE for details.

GALLUP SURVEY: 1 IN 7 AMERICANS USE CBD
  Federal regulations haven’t been issued for CBD yet, but 
that’s not stopping Americans from utilizing the cannabis 
compound, according to a survey released by Gallup. In 
fact, one-in-seven Americans (14 percent) report using some 
form of CBD, primarily for therapeutic purposes.
  The poll, which involved phone interviews with more than 
2,500 adults from June 19-July 12, illustrates the wide appeal 
of CBD nationwide since the 2018 Farm Bill was approved 
in December, federally legalizing hemp and its derivatives 
like cannabidiol.
  Though young adults and people living in the West are the 
most likely to use CBD (20 and 21 percent, respectively), 
people from all demographics and regions are evidently 
partaking. Almost one-in-10 individuals 65 or older use 
CBD, for example. And 13 percent of people from the South 
reported using the non-intoxicating ingredient, compared to 
11 percent in both the Midwest and East.

NEWSPAPER MERGER HANGING BY A THREAD?
  A $1.4 billion deal to buy USA Today owner Gannett 
has been so poorly received since it was announced that 
executives from both Gannett and its wannabe buyer — New 
Media Investment — are hitting the road next week in bid 
to garner support, The New York Post reports. If they don’t 
succeed, the deal could be derailed, sources say.
  On Monday, New Media said it planned to buy Gannett, the 
nation’s largest newspaper publisher, in a cash-and-stock 
deal valued at $1.4 billion at the time.
  Only instead of cheering the deal, investors sent shares 
of New Media plummeting in a selloff that has lasted three 
days. The now sagging shares will be used as currency to 
pay Gannett shareholders for selling the company. They 
could vote the deal down if they feel they aren’t being properly 
compensated.

NETWORK NEWS
  Fox is moving forward with a series order to a U.S. 
remake of La La Land-influenced British reality show 
Flirty Dancing, Deadline reports. Fox in January ordered 
a pilot for an adaptation of the Channel 4 series Flirty 
Dancing, which blends two genres, dating and dancing. In 
the original, two complete strangers are taught one half of 
a dance routine and then go on a blind date where they 
dance. Once they finish the dance, each partner walks 
away not yet having spoken a word to the other with the 
hope that they have done enough to warrant a second 
date... Staying with Fox: The network 
won the Wednesday ratings derby, with 
the premiere of BH90210 pacing the 
network to a 1.2 in viewers 18-49, per 
the Nielsen overnights, and a 6 share. 
BH90210 posted a promising 1.5. A 
reboot of Beverly Hills, 90210, BH 
brings back Jason Priestley, Shannen 
Doherty, Jennie Garth, Ian Ziering, 
Gabrielle Carteris, Brian Austin 
Green and Tori Spelling, playing what 
Fox calls “heightened versions” of their 
off-screen personas. Fox will air six episodes... CBS All 
Access is making its first foray into children’s content. CBS’ 
digital SVOD and live streaming service says it’s adding 
children’s programming, with rollout scheduled for later 
this year. CBS All Access has licensed its first two original 
children’s series, ordering new seasons of Cloudy With 
A Chance Of Meatballs and Danger Mouse. In addition, 
CBS All Access will add more than 1,000 episodes of library 
children’s programming, including the classic original 
Danger Mouse series as well as Inspector Gadget, 
The Adventures of Paddington Bear, Madeline and 
Heathcliff... Fox Entertainment has acquired the rights 
to The Spellman Files book series by Lisa Lutz, which 
revolves around a family of PIs, to develop as a drama 
series, Deadline reports. Forging a path as an independent 
broadcast network with no affiliated studio, Fox has been 
focusing on access to talent and source material.

CBS, AT&T REACH DEAL, END BLACKOUT
  CBS and AT&T say they’ve reached a new multi-year 
agreement that ends a blackout that began July 19, 
Broadcasting & Cable reports. The new deal returns CBS-
owned stations to AT&T DirecTV and U-verse platforms, 
as well as CBS’s cable networks including CBS Sports 
Network and Smithsonian Channel.
  CBS affiliates available via DirecTV Now are returning 
to the streaming services. The agreement also covers 
upcoming AT&T TV platforms, the companies said. 
Financial terms were not disclosed. The blackout comes 
to an end as the NFL preseason begins in earnest this 
weekend.
  The agreement includes retransmission consent for all 26 
CBS-owned stations in 17 markets including New York, Los 
Angeles, Chicago, Philadelphia, Dallas, San Francisco, 
Boston, Atlanta, Tampa, Seattle, Detroit, Minneapolis, 
Miami, Denver, Sacramento, Pittsburgh and Baltimore. 
  AT&T continues to be in contract disputes with other 
broadcasters, including Nexstar, which has 120 stations 
off of AT&T platforms.
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Jimmy Fallon

Thank you, people who 
say ‘Wow, you’re really 

photogenic,’ for not saying 
what you really mean: ‘Wow, 
you’re really ugly in person.’
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CBS SEES RECORD Q2 FOR REVENUE, PROFIT
  CBS set records for revenue, adjusted operating income 
and earnings per share as it reported second-quarter results. 
The EPS figure of $1.16 beat Wall Street estimates by three 
cents and revenue of $3.81 billion also cleared the bar set 
by analysts by a good $100 million, up 10 percent from the 
year-earlier period.
  Advertising revenues grew 7 percent, which the company 
credited to broadcasts on CBS of April’s national semifinals 
and championship game of the NCAA Division I Men’s 
Basketball Tournament. The company expects a record 

full-year ad revenue tally.
  Content licensing and distribution 
revenues rose 12 percent, which the 
company said stemmed from higher 
domestic licensing sales.
  Affiliate and subscription fee revenues 
rose 13 percent, reflecting growth from the 
company’s direct-to-consumer streaming 
services and increases in fees from the 
CBS affiliate stations and retransmission 
revenues, driven by virtual MVPDs.
  The cable networks unit saw a slight 

uptick in revenue, but operating income declined to $185 
million from $245 million in the year-earlier period.

ANA: MULTICULTURAL MEDIA SHORTCHANGED
(Continued from Page 1)
multicultural consumers and close the gap between their 40 
percent population share and 5.2 percent of total ad spending. 
The Alliance also thinks more multicultural specialists should 
be working in general market media to create campaigns that 
appeal to both general market and multicultural audiences.
  ANA CEO Bob Liodice said the study “clearly shows” most 
companies are “missing an opportunity” by not focusing more 
of their marketing efforts on multicultural consumers. “The 
report reveals an opening for new ways to drive growth and 
offers a roadmap for how advertisers can compete more 
effectively,” he said.
  The report comes as PQ Media forecasts multicultural 
advertising and marketing spending is on pace to grow 4.5 
percent this year to slightly more than $27 billion. And it’s 
projected to increase 6.3% in 2020 to $28.7 billion.
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Will Rogers

The only difference between 
death and taxes is that 

death doesn’t get worse 
every time Congress meets.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY

DISNEY CLOSES UPFRONTS, UP 5% IN VOLUME
  Disney has closed its upfront advertising for all its TV 
and digital advertising brands — ABC, Disney Channels 
Worldwide, ESPN, Freeform, FX Networks and National 
Geographic Networks — with a 5 percent gain in dollar 
volume, according to Television News Daily.
  For the year ended September 2018, Disney’s total 
advertising revenue for its media networks was $7.76 billion. 
It was $8.13 billion in the previous year.
  Disney advertising sales completed its ABC network upfront 
deals with the cost per thousand viewer (CPMs) prices 
growing by 12 percent to 14 percent 
across all dayparts. Year-ago upfront 
estimates for ABC broadcast primetime 
programming were between $1.9 billion 
and $2.25 billion.
  Disney’s cable networks — ESPN and 
Freeform — took in low double-digit 
percentage hikes in CPMs. Bigger dollar 
volume gains were seen at ESPN for its 
Monday Night Football series, up 20 
percent versus the upfront a year ago. 
College football programming rose 7 
percent in dollar volume.
  For its NBA programming, ABC and ESPN witnessed 10 
percent improvements in the cost per thousand viewers. 
ABC’s news programming posted high single-digit percentage 
upfront CPM gains versus a year ago.
  Disney’s overall digital advertising upfront revenue posted 
50 percent volume gains. Another 50 percent improvement 
was seen for addressable ad deals versus a year ago.

MORE RETAIL SHOPPERS EMBRACE TECHNOLOGY
  Consumers are often hesitant to engage with the latest 
automated customer service offerings, eMarketer reports. In 
industries like healthcare and financial services, many prefer 
to consult with humans through traditional mediums. But 
in retail, more are willing to use emerging technologies — 
including chatbots and artificial intelligence (AI).
  Nearly half (49%) of U.S. consumers surveyed by call 
tracking and analytics firm Invoca and The Harris Poll said 
they trusted advice generated by AI technology in the retail 
category — more so than any other category analyzed. A 
smaller percentage (38%) said they would trust automated 
advice for hospitality services, while fewer respondents said 
the same for healthcare (20%) and financial services (19%).
  An April 2019 survey from Drift, a chatbot services company, 
found similar findings when looking at chabot engagement. 
Roughly four in 10 U.S. internet users said they used 
chatbots to engage with retailers in some form or fashion. 
By comparison, less than a quarter of consumers turned to 
chatbots for services like healthcare, utilities, entertainment 
and financial services.
  For retailers, chatbot technology isn’t just a customer 
service tool. It also can collect unique first-party customer 
data, according to Yash Kotak, co-founder and CEO of 
direct-to-consumer platform Jumper.ai. “When it comes to 
conversations, [chatbots] become a one-on-one connect,” 
Kotak said. “It also helps [retailers] collect data on where 
this customer is located and their buying preferences. You 
can ask questions that they’re comfortable answering in a 
conversational format rather than filling out a form.”


