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IN A BIZARRE 2020, ONLY UNCERTAINTY IS CERTAIN
  Sports are back — but they are far from normal. While many 
consumers are eager to sit back and watch a televised game, 
others aren’t as eager to jump into the distraction yet.
  How are consumers responding, and what does that mean 
for advertising?
  Sports are a boon for networks, MediaRadar points out. 
The NFL alone created $4.6 billion in national TV ad revenue 
in 2019. But this year is unlike any other — and it’s difficult to 
say with confidence if scheduled games will fully pull through, 
how fans will engage, and which advertisers 
will come back.
  For many fans, it’s strange — if not 
disturbing — to watch a game with fake 
cardboard or virtual fans in the stadium, or 
seats covered in a blue backdrop with the 
Delta logo, reminding them of times when 
they travelled by plane. The consumer 
response will largely impact TV networks 
and their sponsors.
  According to some analysts, the return of sports will be great 
for networks. “We believe that the return of seven pro sports 
in July and August plus the NFL in September suggests 
higher linear TV sub ads in the second half, including by cord-
nevers, and higher subscriber churn for streaming services,” 
explained Needham & Co. analyst Laura Martin.
  However, it might not be that simple. Others say that ratings 
have been all over the place — and for many reasons. The 
lack of real human emotion in the stadiums, the strange 
timing of the seasons, political advocacy at the forefront of 
the games, all amid a pandemic don’t make an environment 
where sports feel as fun or relaxing as they normally do. 
  It gets even more complicated for college sports. For 
example, the University of North Carolina moved all 
classes online for undergraduate students, but planned to 
continue football, raising questions asking which comes first: 
“student” or “athlete.”
  College football generated $1.2 billion in ad revenue for 
U.S. television networks last year, and if the season gets cut, 
networks would experience big losses.
  The cancellation of the season would have bigger 
implications than football advertising itself. Fourteen percent 
of cable-TV customers in a UBS Securities survey said 
they’d cancel their service if college football didn’t happen. 
If the seasons are cut short or don’t continue networks will 
have less value to offer advertisers.
  For the three major sports that have already returned (NBA, 
MLB, NHL), MediaRadar compared the advertisers running 
ads during the game pre-COVID to the advertisers running 
ads after games returned.
  Since sports came back to national TV, 527 companies 
have spent nearly $100 million on TV ads during games. 
Looking at the top 100 advertisers across all three sports
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SPORTS ARE BACK, BUT HOW ABOUT THE ADVERTISERS?
ADVERTISER NEWS
  Shortages of laptops and other supplies are among the 
challenges that schools face as kids begin the new academic 
year. “This is going to be like asking an artist to paint a pic-
ture without paint. You can’t have a kid do distance learning 
without a computer,” said Tom Baumgarten, superintendent 
of the Morongo Unified School District in California. All 
8,000 students in Baumgarten’s district qualify for free lunch 
and most need computers to participate in distance learn-
ing... Non-essential retailers face challenges getting shop-

pers through their store doors so many are 
moving online to generate new sources of 
revenue. Shopify, an online platform that 
hosts e-commerce sites, reported a 71% 
increase in new merchants coming aboard 
in Q2… A growing number of retailers are 
going to cloud computing to keep up with on-
line sales demands that have increased in 
parallel with the spread of the novel corona-
virus pandemic. Etsy migrated its informa-

tion technology systems to Google Cloud back in February. 
“We couldn’t have predicted better timing,” said Mike Fisher, 
Etsy’s chief technology officer. Etsy has seen the amount of 
data it has had to process double in recent months… CVS 
is following other retailers, including Target and Walmart, 
in introducing an in-house digital ad network. The CVS Me-
dia Exchange platform is intended to enable the drugstore 
chain’s consumer packaged brand suppliers to “efficiently 
reach existing and potential customers” via in-store ads, 
website banners, online video, social media and search en-
gines. Norman de Greve, CVS Health’s CMO, said the data 
the retailer has on 74 million consumers will be invaluable 
to advertisers… More than 52,000 Hasbro Super Soaker 
XP 20 & 30 water guns sold by Target are being recalled 
over concerns that the stickers on the toy exceed the gov-
ernment’s limit on lead content. Consumers are being told to 
keep kids away from the water guns and return them for a full 
refund… The Food and Drug Administration is investigat-
ing a salmonella outbreak tied to bagged peaches that have 
sickened 68 people in nine states. The peaches, under the 
Wawona brand, were sold in Aldi, Walmart and Wegmans 
stores in 16 states. States where infections have been re-
ported include Iowa, Maryland, Michigan, Minnesota, New 
Jersey, New York, Pennsylvania, Virginia and Wisconsin… 
Estée Lauder has announced a two-year post-pandemic 
Business Acceleration Program in conjunction with its Q4 
earnings, which includes reducing its physical footprint and 
shifting priorities online. The company aims to close 10% to 
15% of its standalone stores globally as part of the effort, ac-
cording to a company press release… Lord & Taylor is clos-
ing two-dozen stores for good as it continues to search for a 
buyer to restructure under bankruptcy protection and keep 
its business alive. Considered the nation’s first department 
store chain when it opened its inaugural shop in New York in 
1826, Lord & Taylor filed for Chapter 11 earlier this month.
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AVAILS
  KTWO has an opening for a full-time on-air Broadcast 
Meteorologist. A degree in meteorology or plans on continuing 
education in meteorology is strongly preferred. Candidate 
must possess a strong passion for forecasting in a region with 
often unpredictable weather in all four seasons. We forecast 
weather for the entire state, and with the vast geographic 
area and diverse terrain it can be quite a challenge. Send 
resume and other info to: jobs@frontrangetelevision.com. 
When applying, please include a link to your reel in your 
resume. EOE.

  KMBC-TV, Hearst Television’s ABC 
affiliate in Kansas City, has an 
opening for an experienced Account 
Executive. We’re looking for an AE who 
is highly motivated, can grow revenue 
on existing accounts and secure new 
advertisers to the station. Ideal candidate 
will have strong business development 
experience and the ability to effectively 
negotiate. If you have a proven track 
record of producing revenue on multiple 
platforms, click HERE to apply. EOE.

  WKCF, Hearst’s CW affiliate, has an opening for a 
superstar multi-platform seller to join the team in sunny 
Orlando! With 6.5 hours daily of local news and high-profile 
programs like The Goldbergs, Mom and 
Whose Line Is It Anyway?, we have some 
of the top programming in our market. If you 
are highly driven and looking for a lucrative 
compensation plan based on results, please contact Sam 
Johnson at sjohnson@hearst.com or apply HERE.

See your ad here tomorrow! CLICK HERE for details.

PARKS: 62% OF BROADBAND HOMES HAVE PAY-TV
  Despite finding high-speed Internet service in almost 
every home, with weekly video consumption up more than 
37 hours per household, new data from Parks Associates 
contends 62% of U.S. broadband households still subscribe 
to a traditional pay-TV service, down from 69% in Q1 2019.
  “The explosion of online viewing options and video 
consumption came at the same time many shelter-in-place 
orders were enacted,” says research director Steve Nason.
  Nason said as households rely more on OTT services, the 
spike in online video consumption and decrease in linear-
only households, the gap between OTT and traditional pay-
TV is widening. “Traditional services are looking to migrate to 
the cloud to get the best of pay-TV and OTT,” he said.
  Nuno Sanches, GM, media & telecom at New York-based 
software company Kaltura, said the paradigm shift in the 
pay-TV consumption underscores the benefits of putting 
cloud-based TV at the heart of the ecosystem. He says cloud 
TV combines the agility, speed and multiscreen usability of 
OTT, with the reliability, robustness, and scale of pay-TV.
  “Just five years ago it was considered impossible to deliver 
operator-grade service from the cloud,” Sanches said. “The 
economics was perceived to be too expensive, and it seemed 
that telecom operators would not accept the perceived loss 
of control involved in utilizing the open Internet to deliver 
pay-TV services. But today, we have multinational pay-TV 
operators embracing online TV.”

NETWORK NEWS
  The Kentucky Derby producers have changed their 
minds about having fans attend the Run for the Roses. The 
Churchill Downs race, scheduled for Sept. 5, had planned 
to have a limited number of socially distanced fans attend. 
But the Louisville, Ky., area has seen a spike in COVID-19 
cases, causing the track to re-think its plan. The Derby is 
normally held in May but was bumped to the fall by the 
pandemic. It is now the second Triple Crown event this 
year, following the shortened Belmont Stakes in June. The 
Kentucky Derby will air on NBC, with coverage beginning 
at noon (ET), with an undercard airing 
on NBC Sports... ABC has put in 
development Why You Will Marry The 
Wrong Person, a one-hour dramedy 
based on Alain de Botton’s article of 
the same name. Written by Matt Tarses, 
Why You Will Marry The Wrong Person 
explores multiple possible relationships 
in parallel universes, as each of the two 
leads, on the eve of marriage, wonders 
“what if?”... Fox has given a script 
commitment with penalty to a one-hour 
drama based on Joshilyn Jackson’s bestselling suspense 
novel Never Have I Ever. Written by Nurse Jackie co-
creator Liz Brixius, the Untitled Liz Brixius Project 
centers on a friendly book club of suburban moms that 
becomes the perfect feeding ground for a charismatic new 
neighbor with a penchant for blackmail... Courtney Hope is 
jumping from one CBS soap to another. Just a few weeks 
after announcing her exit from The Bold and the Beautiful, 
she says she’s heading to The Young and the Restless. 
CBS confirmed the move, but no character details have 
been revealed. Hope, who portrayed Sally Spectra on B&B 
since 2017, announced Aug. 4 that she was departing the 
daytime drama... For the first time in the 36-year history 
of MTV’s Video Music Awards, the show will air live on 
a broadcast network. The 2020 VMAs will simulcast on 
the CW. The network joins 11 ViacomCBS brands that 
also will carry the show live alongside MTV at 8 PM (ET) 
Sunday... Despite the continued shutdown of Broadway 
theaters, the annual Tony Awards will be telecast on CBS 
this fall. Originally scheduled to air live on June 7, it will 
now be a virtual telecast on a still to be confirmed date. No 
further details were offered. All 41 Broadway theaters have 
been dark since March 12 due to the ongoing COVID-19 
pandemic, which the longest shutdown in its history... 
ABC’s rebooted Who Wants to Be a Millionaire was one 
of the last nonscripted shows to finish production before 
the COVID-19 production shutdown in March. Host Jimmy 
Kimmel and the production team shot eight episodes of the 
game show the weekend of March 14 without an audience 
to get in under the wire. Who Wants to Be a Millionaire 
now is back for a second Kimmel-hosted season on ABC, 
and Deadline reports the show is back in production. 
Celebrity contestants, playing for charity, who appeared on 
the first season of the reboot included Modern Family’s 
Eric Stonestreet, The Last Man on Earth’s Will Forte, 
Flipped’s Kaitlin Olson and CNN’s Anderson Cooper. 
They were handed a new “Ask the Host” lifeline given the 
lack of an audience. Season 2 will also feature frontline 
workers and others severely affected by COVID-19.
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Larry The Cable Guy

What’s the time of day that 
if you haven’t showered 

by now, you might as well 
wait until tomorrow? I’ll go 

with 12:12 PM.
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SPORTS ARE BACK, BUT ARE THE ADVERTISERS?
(Continued from Page 1)
prior to COVID-19, 83% returned to advertising during the 
return to play.
  Of the 17 companies that haven’t yet returned to advertising, 
only five come from the top 50 prior to COVID-19. Notable 
companies that didn’t return include Microsoft, LVMH, 
Expedia and Sprint.
  Brands that are running ads during the return to play, but 
did not pre-COVID include Quibi, Biden for President and 
Slack.

  There have been changes in the makeup 
of advertisers who are buying the ads. 
For example, financial firms and alcohol 
brands are making up a larger share of 
the spending during the return to play.
  Noticeably absent are travel companies. 
Prior to COVID-19, across the three major 
sports, travel companies accounted for 
2.1% of ad spending. Since the return 
to play, they account for only 0.2%, as 
companies like Expedia and Marriott 
have not returned their advertising.

DELTA PLANNING TO FURLOUGH 1,900+ PILOTS
  Delta Air Lines will furlough 1,941 of its pilots in October 
unless it can reach a cost-cutting agreement with the 
employees’ labor union, the airline said yesterday.
  U.S. airlines that accepted $25 billion in federal aid are 
prohibited from cutting jobs through Sept. 30.
  “We are six months into this pandemic and only 25% of 
our revenues have been recovered,” said John Laughter, 
Delta’s senior vice president of flight operations in a memo to 
pilots, CNBC reports.
  This summer, Delta warned 2,558 of its pilots about potential 
furloughs. The number was lowered by more than 1,800 pilots 
who took early retirement packages, but Laughter warned it 
is not enough to avoid the furloughs altogether.
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FunnyTweeter.com

A person walks into a bar in 
New Orleans and orders two 
hurricanes and a Corona... 

and the bartender says, 
“That will be $20.20!”

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY

DIGITAL DISPLAY ADS WEATHERING THE STORM
  The vast majority of digital display advertising in the 
U.S. is bought and sold programmatically — that is, with 
automation, including programmatic direct setups and 
more traditional forms of real-time bidding (RTB). This 
year, these transactions will make up 84.5% of the digital 
display ad market, eMarketer reports.
  Programmatic display spending in the U.S. will 
continue to grow this year, despite the recession, but 
at a severely depressed rate before bouncing back in 
2021. Programmatic advertising will be buoyed by mobile 
spending, which will rise by $3.93 billion; 
by video spending, which will increase 
by $2.83 billion; and by programmatic 
direct transactions, which will account 
for $4.07 billion in incremental spending.
  Spending on non-video programmatic 
display ads will increase by nearly $900 
million this year, but video ads are a 
much bigger driver of programmatic 
ad growth. Spending on video ads 
transacted programmatically will 
increase 11.6% to $27.37 billion, and 
growth will accelerate to 31.3% next year as the economic 
effects of the pandemic subside.
  The research firm’s U.S. programmatic display estimates 
were last updated in October 2019. eMarketer also made 
some significant revisions to its underlying U.S. digital ad 
spending forecast in March 2020, prior to the pandemic, 
that would have flowed through to these programmatic 
breakouts.

AMERICANS SWAP MASS TRANSIT FOR VEHICLES
  Cars.com found that more than a third of Americans are 
telecommuting as commuting habits have changed over 
the pandemic, placing more dependence on personal 
vehicles.
  The firm found that 66% of workers are saving valuable 
time on their trips to work, with buses, subways and train 
platforms remaining mostly empty as more Americans are 
working from home, according to a press release.
  Cars.com found that 43% of Americans don’t trust other 
passengers to follow wellness and safety rules, and 57% 
at least moderately trust other riders. Sixty-five percent of 
bus passengers have stopped taking trips or are taking 
trips less often, while 60% of commuter rail or subway 
passengers have stopped riding or are riding less often.
  Approximately half (49%) believe it will be at least three 
months before public transit goes back to pre-pandemic 
levels. A further 7% indicate they will never go back to their 
pre-pandemic public transportation levels. Also, 21% have 
bought a car in the last six months, with 57% indicating it 
was because of COVID-19.
  Additionally, 66% of Americans are saving at least a half-
hour daily on their commutes.
  “Workers are saving up to an hour or more a day by not 
commuting, and finding significant value in this newfound 
gift of time. And when they do finally return to the office, it 
won’t be via mass transit,” Cars.com Assistant Managing 
Editor Matt Schmitz said in the press release. “Personal 
vehicles will dominate the work commute as distrust in 
public transport and ridesharing continues.”


