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BROADCASTERS MUST DIVEST IN 13 MARKETS
  Nexstar and Tribune have settled with the Justice 
Department to get their proposed $6.4 billion merger 
approved, Broadcasting & Cable reports.  
  The FCC must still complete its public interest review of the 
merger, which goes beyond antitrust issues.
  Specifically, Justice filed a civil antitrust suit against the 
deal in the U.S. District Court for the District of Columbia 
yesterday, but at the same time filed the settlement that, if 
accepted by the court (and they almost always 
are), would resolve the suit bcause Justice says 
the spin-offs remedy the competitive harms —  
higher retrans and spot prices — that are alleged 
in the complaint. 
  The broadcasters have agreed to divest TV 
stations in 13 markets to get that approval, which 
was based in part on the assertion that without those, the 
combined company “would likely charge cable and satellite 
companies higher retransmission consent fees to carry the 
combined company’s broadcast stations, resulting in higher 
monthly cable and satellite bills for millions of Americans,” as 
well as higher spot prices in the divestiture markets.
  Justice has been looking at spot prices in TV advertising, 
including settling with Nexstar and other broadcast groups 
over their sharing of competitively sensitive information.
  Justice has concluded for the purposes of this and other 
mergers in the space that cable and digital are not sufficient 
competitors to be included in the relevant product market, 
meaning it is focused on the impact of deals on the TV spot 
market irrespective of the other outlets, which it says are not 
sufficient substitutes.
  Nexstar and Tribune had already told the FCC it would be 
spinning off stations in most of those markets anyway, but 
in Indianapolis it had asked to be allowed to retain Tribune’s 
existing pair of top four stations. That ask is now moot. 
  “Without the required divestitures, Nexstar’s merger with 
Tribune threatens significant competitive harm to cable 
and satellite TV subscribers and small businesses,” said 
Assistant Attorney General Makan Delrahim of the Justice 
Department’s Antitrust Division. “I am pleased, however, that 
we have been able to reach a resolution of the Division’s 
concerns, thanks in part to the 
parties’ commitment to engage in 
good faith settlement talks from the 
outset of our investigation.” 
  The markets are Davenport, Iowa; 
Des Moines, Iowa; Fort Smith, Ark.; 
Grand Rapids, Mich.; Harrisburg, 
Pa.; Hartford, Conn.; Huntsville, 
Ala.; Indianapolis; Memphis, Tenn.; 
Norfolk, Va.; Richmond, Va.; Salt 
Lake City; and Wilkes-Barre, Pa. 
  Nexstar will have to sell either one 
of its stations, or one of Tribune’s, 
in each of those markets.

DOJ GIVES GREEN LIGHT TO NEXSTAR-TRIBUNE MERGER
ADVERTISER NEWS
  Amazon has added a personal styling service to its 
Prime Wardrobe box, which lets customers order and 
try on clothing at home before paying. For $5 a month, 
Amazon Prime Wardrobe customers can also get access 
to recommendations from a combination of personalized 
algorithms and human stylists, making it a direct shot at 
online styling service Stitch Fix, Modern Retail reports... 
Meanwhile: Amazon has launched AmazonCommercial, 

a private-label line of bulk CPG products aimed 
at business customers. The venture’s offerings 
currently include toilet paper, paper towels and 
tissues... Target is putting back-to-school sales 
in its crosshairs with the latest expansion of its 
Drive Up curbside click-and-collect service. 
Timed for the start of the new school year, the 

discounter is rolling out Drive Up to more than 300 new 
stores, making curbside pickup available at more than 1,550 
stores total. As part of the expansion, for the first time Drive 
Up is coming to New England with the addition of stores in 
Massachusetts, Rhode Island, Maine, and New Hampshire... 
The earnings report for luxury goods company LVMH in the 
first half of 2019 showed sales of about $14 billion — a 15 
percent increase, Glossy reports. The company’s success 
pushed the brand to purchase a stake in Stella McCartney 
as well as increase its marketing expenses by 15 percent... 
Retail brands are going big on podcasting, Modern Retail 
reports. Staples last week announced its new Worklife 
content offering, consisting of a magazine, blog entries and 
a podcast that will launch later this summer. Staples joins 
a list of other retailers melding marketing with podcasting. 
Harrods launched an audio program earlier this year, 
focused on luxury. Avon too has one, as does Barneys 
New York. These brands are focusing on building out 
more robust content programs... Ralph Lauren is finally 
beginning to gain relevance among Millennials and Gen Z 
consumers, Ad Age reports. The fashion brand and retailer, 
which increased its marketing spending by 19 percent in Q1, 
reported that sales had grown 3 percent in the quarter and 
net income was up 7 percent.
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AVAILS
  Cox Media Group Orlando seeks an experienced Account 
Executive for its Television Group’s WFTV/WRDQ. As 
an Account Executive, you will be highly compensated for 
your performance as you work closely with local business 
owners to create and implement advertising campaigns 
using station resources such as commercial advertising, 
event marketing, promotions and internet advertising. At 
Cox Media Group Orlando TV, the Sales and Marketing 
staff believe in accountability, dedication, professionalism, 
honesty, communication, resources and integrity. CLICK 

HERE for more info or to apply.
  KTSF, a well-established leader in 
Asian Language Television in the 
San Francisco Bay Area, seeks a 
driven Account Executive to be a 
key, engaging liaison between our 
television station and businesses to 
deliver outstanding results through the 
effective sales presentation of television 
and digital solutions. The ideal candidate 
will be energetic, positive, goal-oriented 
and have a sense of urgency. Must be 

highly organized and possess strong verbal and written 
communication skills. To apply for this position: please email 
your resume to Javier Ortiz; jortiz@ktsftv.com and hrd@
ktsftv.com.

See your ad here tomorrow! CLICK HERE for details.

TEGNA GOES IN-HOUSE, WILL SHED COX REPS
  Tegna has confirmed that as of Sept. 9 it will be taking 
national sales in-house and will no longer employ Cox Reps 
for national sales, except for the Tribune stations that it’s in 
the process of acquiring, TVNewsCheck reports.
  “This is a strategic change in how we go to market, and 
is aimed at taking advantage of our scale to deepen our 
relationships with national clients by embracing automation, 
and focusing our talented marketing executives on solutions 
that drive client results,” the station group said in a statement.
  Acknowledging that they were parting ways, CoxReps 
thanked Tegna “for a very productive and tenured partnership 
that has driven the national spot business forward and 
produced positive results for both parties, as well as for 
advertising agencies and clients.
  Tegna announced in March a deal to buy 11 stations in 
eight markets being spun off from Nexstar’s pending merger 
with Tribune. That deal carries a $740 million price tag.

GUTHRIE TO REMAIN WITH APOLLO/COX AS CEO
  Cox Media Group says Kim Guthrie will continue as 
head of the station group after its acquisition by an Apollo 
private equity fund is approved by the FCC and closes, 
TVNewsCheck reports. She will carry the title of CEO.
  Prior to being named president of CMG in 2016, Guthrie 
was president of CoxReps and EVP of the national ad 
platform business, which includes Gamut and Videa. Before 
that, she was EVP of radio, where she was responsible for all 
programming, operations and sales for CMG’s radio division.
  With a background in journalism, she began her more than 
21-year career with Cox in 1998 as VP and GM for its Long 
Island, N.Y., radio stations.

IT’S NOT JUST THE CORD THAT’S GETTING CUT
  The share of TV channels the average American household 
actually tunes to continues to fall, dropping to 6.6 percent 
in 2018, according to a Research Intelligencer analysis of 
data from Nielsen’s Total Audience Report.
  That’s less than half the share of channels tuned to 10 
years ago, and reflects the ongoing fragmentation of linear 
TV, as well as a “paradox of choice” as the number of 
alternative viewing options grows via non-linear options 
such as OTT and subscription video-on-demand services.
  The data also helps explain why cord-cutting has gotten, 
as one analyst put it, “freakin’ ugly,” 
because it reveals how dispensable 
most linear TV channels have grown.
  Of the 191.8 channels available to the 
average TV household in 2018, only 
12.7 (or 6.6%) were actually tuned. 
That’s down an average of nearly five 
channels from 2008, when the average 
TV household tuned to 17.3 (or 13.7%) 
of the 129.3 channels that they received.

ADP: PRIVATE SECTOR ADDED 
156,000 JOBS IN JULY
  The nonfarm private sector in the U.S. added 156,000 
jobs in July, according to the ADP National Employment 
Report, and showed job growth across businesses of all 
sizes. Economists polled by The Wall Street Journal were 
expecting 150,000 new jobs.
  The service-producing sector drove the increase, 
accounting for 146,000 of those new jobs. “A moderation 
in growth is expected as the labor market tightens further,” 
Ahu Yildirmaz, co-head of the ADP Research Institute, 
said in prepared remarks.
  Large businesses, or those that have at least 500 
employees, added 78,000 jobs. Midsize businesses 
added 67,000 jobs and small businesses, or those with 49 
employees or fewer, added 11,000 jobs.
  Of the 146,000 jobs the service-producing sector added, 
the growth was across industries, except for information 
jobs, which fell by 5,000. The professional and business 
and education and health sectors both brought in the most 
new jobs, and added 44,000 and 37,000, respectively.
  Within the goods-producing sector, the construction industry 
added 15,000 jobs whereas natural resources and mining 
jobs fell by 6,000. Manufacturing reported 1,000 additional 
jobs. Overall, the report said, the goods-producing sector 
added 9,000 jobs.

HOME-PRICE GAINS KEPT SLOWING IN MAY
  The growth of U.S. home prices eased again in May, as 
the housing market continues to moderate during what has 
been a relatively weak year for sales.
  Sales prices grew 3.4 percent for the year ending in May 
2019, down from the 3.5 percent increase during the year 
ending in April, according to the S&P CoreLogic Case-
Shiller National Home Price Index.
  In the nation’s 20 largest cities, price gains were at their 
most modest, growing 2.4 percent for the year ending in 
May. However, the data for these individual cities was highly 
variable. While prices grew 6.4 percent in Las Vegas, they 
declined by 1.2 percent in Seattle.
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Conan O’Brien

I thought my back yard 
was full of fireflies, but 
it was just me standing 

up too fast.
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HERE’S WHO CONSUMERS TRUST ON SHOPPING
  Despite their high profiles, influencers and bloggers 
are among the least trusted sources of shopping 
recommendations. So are tech-related sources such as 
Alexa. That’s according to a study conducted by Oracle 
in partnership with Jeanne Bliss, customer experience 
pioneer and founder of Customer Bliss, which revealed 
that consumers are twice as likely to trust family members 
(77%) and friends (75%) than any other source for shopping 
recommendations. The next most trusted source is 
colleagues (38%).

  The study, reported by Chain Store 
Age, found that it’s getting increasingly 
difficult for brands to influence 
purchasing behavior as consumers. 
Politicians (2%), celebrities (7%), a 
company employee you engage with 
online (12%), and influencers/bloggers 
(14%) are among the least trusted 
sources of shopping recommendations, 
according to the report.
  The study, One Size Doesn’t Fit All, 
includes insights from more than 1,100 

U.S. consumers across four generations.

P&G SALES SOAR AS AD SPENDING DROPS
  Procter & Gamble has delivered the best quarterly and 
fiscal-year sales growth it’s had in a decade, all while 
decreasing ad spending in absolute terms and as a share 
of sales, AdAge reports.
  P&G had organic sales growth of 7 percent last quarter, 
excluding currency, acquisition and divestiture effects. That 
pace doubled global rival Unilever’s 3.5 percent growth, 
and beat competitors Kimberly-Clark (5%) and Colgate-
Palmolive (4%). The whole industry benefited from price 
hikes to recoup prior commodity and transportation cost 
increases as well as foreign currency devaluation.
  P&G reported savings in marketing outlays and overhead 
of around $240 million (1.4 percent of sales) last quarter, 
but increased overall “marketing reinvestment” by around 
$290 million (1.7 percent of sales).
  Despite the strong top-line — up 5 percent organically for 
the full year — P&G recorded a net loss of $2.12 per share, 
due largely to an $8 billion non-cash writedown of the value 
of the Gillette shave business.
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Albert Einstein

Any man who can drive 
safely while kissing a pretty 
girl is simply not giving the 

kiss the attention it deserves.

TUESDAY NIELSEN RATINGS - LIVE + SAME DAY

NETWORKS SUE LOCAST OVER LOCAL STREAMS
  The four major U.S. broadcast networks — ABC, CBS, 
NBC and Fox — have joined together to file a lawsuit 
against Locast, a non-profit organization that enables local 
TV streams, Deadline says.
  Locast is attempting to gather customer data and advance 
commercial purposes, despite presenting itself as a non-
profit “Robin Hood of television,” the suit maintains. Its 
“founding, funding and operations reveal its decidedly 
commercial purposes.”
  The suit aims to block Locast’s streams of local signals.
  Backers of Locast, which was founded 
in 2018, say it is adhering to copyright 
laws, which permit “boosters” of local 
broadcast signals, which are designed 
to secure the accessibility of broadcast 
signals.
  The friction with Locast recalls a previous 
clash between traditional TV powers and 
Aereo, a Barry Diller-backed startup 
that was beaming TV signals directly to 
computers and claiming fair use. That 
threat went by the boards in 2014 after 
the Supreme Court found it was violating copyright laws. 
The service subsequently shut down.
  Dennis Wharton, a spokesman for the National 
Association of Broadcasters, said Locast is “thinly 
disguised as a not-for-profit entity that mirrors failed 
predecessors Aereo and FilmOn in its bid to legitimize the 
theft of local TV broadcast signals.” He added that the NAB 
is “confident the courts will... uphold the integrity of U.S. 
copyright laws that sustain the economic viability of local 
broadcasting.”

NIELSEN AUCTION PROVES A BUST, REPORT SAYS
  An auction to sell Nielsen Holdings appears to be a bust 
— but the ratings giant has not given up and is now looking 
to sell itself in pieces, the New York Post says.
  The company has started to contact buyers about acquiring 
parts of its business, two sources with direct knowledge 
of the discussions said. “There is now some openness” 
to selling the company in pieces, one source said of the 
board. The board was not open to the idea just a few weeks 
ago, this person added.
  A sale of Nielsen, which has an enterprise value of more 
than $17 billion including debt, would have marked one 
of the largest leveraged buyouts since the 2008 financial 
crisis. The company’s preference had been to sell itself 
whole, but it has failed to land a buyer since kicking off the 
sales process earlier this year.
  Goldman Sachs, the last private equity firm at the 
negotiating table, dropped out earlier this summer, sources 
said.
  Nielsen has two sides to its business: a consumer products 
market share segment, which includes clients Procter & 
Gamble and Coca-Cola; and its TV ratings business.
  Billionaire Paul Singer’s Elliott Management has been 
pushing the company to sell itself since it took an 8.4 percent 
stake in Nielsen last year. Nielsen’s shares soared more 
than 20 percent following media reports in August 2018 that 
Elliott was pushing a sale — to above $27 a share from 
under $22.

https://www.oracle.com/a/ocom/docs/cx-one-size-doesnt-fit-all.pdf

