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EVEN YOUNGER VIEWERS ARE STILL TUNING IN
  The substantial viewership increases enjoyed by local 
evening news broadcasts during the earliest days of the 
COVID-19 pandemic may have eased from their March and 
April highs, but a recent analysis by TVB finds that viewing 
for the months of May and June remained significantly above 
and beyond their prior-year levels.
 The not-for-profit trade group, which represents local U.S. 
broadcasters, examined seven broadcast networks — ABC, 
CBS, The CW, Fox, NBC, Telemundo and 
Univision — during the months of March, April, 
May and June and compared their respective 
average weekly cumed impressions in 25 LPM 
markets to year-ago levels.
  What emerged from the data, according to Executive Vice 
President and Chief Research Officer Hadassa Gerber, 
was a clear understanding that America’s renewed interest 
in local evening news (Monday through Friday) is alive and 

well, even among those 18 to 34 years 
old. In that particular demo, Live+1 
viewership in May and June were up 
29% and 30% over prior-year levels, 
after seeing dramatic increases in March 
(52%) and April (59%).
  “And when you take a look at 25-54, 
you see a similar story,” Gerber said. 
“You see that people are watching more 
evening news. In May, it’s an increase of 
36% versus the year before. In June, it’s 

48%. Overall, you see significant viewing increases.”
  Gerber is quick to acknowledge that it has been a remarkable 
news year by any standard. In March, viewing was initially 
driven by the pandemic and the ensuing economic chaos. By 
the end of May and throughout June, however, viewers were 
following the death of George Floyd in Minneapolis and the 
resulting Black Lives Matter protests. Now, the pandemic 
is again gaining traction, as is the November presidential 
election. So could these levels persist?
  “After March, people said, ‘Well, this is going to go away. The 
viewing’s not going to be so high,’” Gerber said. “And after 
April they said, ‘Well, this going to go away in a few weeks... 
Yet here we are with May and June [numbers]... Yes, it did go 
down a bit, but it’s still significantly higher than last year, and 
we saw the same thing happening at the beginning of July. 
So yes, I think some of these viewers will stick around. The 
percentages, of course, remain to be seen.”
  One enduring component of local news is the trust factor. 
Earlier this year the Dynata Coronavirus Media Usage 
Study found that more than four out of five U.S. adults (83%) 
trust their local news stations over national network news 
(78%) and cable news channels (71%).
  And in the era of COVID-19, broadcast television (79%) 
demonstrated more reach than even social media (63%) and 
cable TV among younger adults — those 18 to 34 — seeking 
coronavirus information, Dynata found.

TVB: LOCAL NEWS VIEWING LEVELS REMAIN ELEVATED
ADVERTISER NEWS
  Mall operator Simon Property Group is exploring having 
Amazon turn former department store anchor spaces 
into distribution hubs, according to sources. Specifically, 
Amazon is reportedly eyeing spaces used by J.C. Penney 
and Sears… McDonald’s, Subway and Taco Bell are 
among restaurant chains that have reduced the number of 
meal options on their menus in response to the coronavirus 
pandemic. Reducing selection helps restaurants speed up 

turnaround time in kitchens and cut wait times 
on drive-through lines. Whether items delisted 
from menus will return once the pandemic 
threat passes is unclear… Chipotle Mexican 

Grill has launched a new, limited-edition Tony Hawk 
burrito through Friday. The first 2,000 customers who order 
the burrito made with chicken, guacamole, black beans and 
brown rice through Chipotle’s app or website will be able to 
play Tony Hawk’s Pro Skater 1 and 2 Warehouse Demo 
for PlayStation 4, Xbox One or PC… The Federal Trade 
Commission has received more than 34,000 complaints 
about online shopping experiences in April and May, with 
more than 18,000 of those over items that were purchased 
but never delivered. Many of the complaints in recent 
months were connected to non-delivery of face masks. 
Other COVID-19-related items, such as hand sanitizer, 
thermometers and gloves, were also on the list... J. Crew 
Group yesterday said it has received concessions from 
landlords of its namesake and Madewell stores, including 
one-time waivers and rent deferrals, adding up to about $70 
million in savings this year and about $60 million next year, 
“assuming sales are in line with projections.” As of Sunday, 
the company has reopened 458 stores, or about 95% of its 
fleet, after temporarily shutting them due to the pandemic... 
Casper says it has formed partnerships with four furniture 
and mattress retailers across North America, including 
Sam’s Club. The direct-to-consumer mattress brand also 
partnered with Ashley HomeStore, Denver Mattress and 
Mathis Brothers, pushing its total number of retail tie-ups 
to 21 across North America, the company said. Casper 
said all of the retailers will sell its mattresses beginning this 
month... With the pandemic, the number of packages has 
spiked — and so have the shipping surcharges at United 
Parcel Service. The shipping company said in a memo 
last week that it has tacked on additional fees for some 
packages shipped within the U.S. and others shipped 
internationally. The shipping surcharges depend on the 
item’s weight, when it is sent and whether a customer 
ships a high volumes. The charges can be as high as $4 
a package for air shipments to residences… Target’s 
e-commerce sales surged 141% in the latest quarter, and 
more than 5 million people shopped online with the retailer 
for the first time. Digital sales soared to records the retailer 
hadn’t expected to see until 2023, and using stores as 
fulfillment centers helped Target quickly shift from in-store 
to online sales.
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AVAILS
  WDAF in Kansas City, Mo. is seeking an Account 
Executive. The AE generates advertising revenue by 
calling on established agencies, cold-calling new prospects 
and convincing potential clients of the merits of television 
advertising. Bachelor’s degree in Marketing, Advertising or 
Mass Communications, or a related field, or an equivalent 
combination of education and work-related experience, 
and a minimum one year’s experience in sales, preferably 
in the media field. CLICK HERE for more info or to apply. 
It’s fun to work in a company where people truly believe in 

what they are doing!
  Coastal Television Holdings Company 
LLC has openings for Multimedia 
Journalists with locations in 
Cheyenne and Casper, Wyo. You will 
support the newsroom workflow, which 
is connected to a much larger National 
News Network and growing each day. 
Using new and modern operating 
systems, you will work in tandem with 
National News Services such as CNN, 
AP, ABC News One and FOX News 

Edge for news source and content gathering. Ideal for 
an entry-level position, with a short-term commitment of 
two years. To apply, please include a link to your reel 
on your resume, and email your resume to hcorson@
visionwyoming.com.
  AdOps Coordinator – WRAL-TV, Raleigh N.C.: This 
person will assist the AdOps Managers with all 
aspects of campaign delivery. We’re looking for 
someone who has a passion and desire to be an 
integral part of workflow processes and systems; 
someone who is comfortable with making decisions 
that benefit our clients and the station. Applicants 
must be technically capable and process-driven with the 
ability to multitask and have strong interpersonal skills. A 
pre-employment drug screening is required. EOE. M/F. 
All Capitol Broadcasting Company properties are tobacco 
free. CBC participates in E-Verify. CLICK HERE to apply.

See your ad here tomorrow! CLICK HERE for details.

COMSCORE NARROWS LOSS, REVIEW CONTINUES
  Comscore said it reduced its losses in the second quarter 
and is continuing a review that could lead to the company 
adopting strategic alternatives, including selling some or 
all of its businesses.
  Comscore’s net loss for Q2 was 
$10.4 million, or 15 cents a share, 
compared to a $279 million loss, or 
$4.61, a year ago. The company 
said that earnings before interest, taxes, depreciation and 
amortization turned positive at $9.2 million compared to a 
loss of $3.2 million a year ago.
  Revenue fell 8% to $88.6 million from $96.6 million, but 
the company said it saw growth in its TV and addressable 
business.
  Ratings and planning revenue slipped to $63.8 million 
from $68.9 million a year ago. National TV revenue was 
flat compared to a year ago, but up from Q1, due in part to 
Comscore’s agreement to work with LiveRamp.

TRADE DESK QUARTERLY REVENUES SINK 13%
  Independent demand-side advertising platform The Trade 
Desk continues to see strong results from advertising deals 
for connected TV media, even as total Q2 revenues sank 
13% overall due to the COVID-19 pandemic.
  After a weak Q1, the company has seen a 40% rise in 
CTV advertising billing activity, after an expected increase 
of 80% in Q3 this year. The Trade Desk did not break out 
revenue details or the CTV share of its revenues.
  Although there have been double-digit percentage revenue 
declines, Needham & Co. media analyst Laura Needham 
writes that The Trade Desk benefited 
from a Facebook ad boycott because 
brands want to avoid ads being placed 
adjacent to hate speech content.
  Q2 revenues for The Trade Desk were 
down 13% (a bit better than analysts’ 
estimates) to $139.4 million versus a 
year ago, and down from Q1’s total of 
$160.7 million. Net income was down 8% 
to $25.5 million.
  Gross advertising billings through its 
system amounted to $663.6 million. 
That’s down from $751.8 million in Q1.

ANALYST: OTT REVENUES HIT $83B LAST YEAR
  Global online TV episode and movie revenues reached 
$83 billion in 2019, climbing from $67 billion in 2018 and up 
by $50 billion on 2017, according to the OTT TV and Video 
Databook from analyst firm Digital TV Research.
  From the $16 billion additional OTT revenues in 2019, 
SVoD contributed $12 billion. SVoD’s share of OTT 
revenues reached 58% in 2019, up from 41% in 2015. 
SVoD revenues were $48 billion in 2019.
  From the 138 countries covered, the top five commanded 
72% of the global revenues by 2019. OTT revenues 
exceeded $1 billion in 13 countries in 2019.
  “The U.S. added $8 billion in revenues in 2019 – half of 
the global additions, with China up by $1 billion,” advises 
Simon Murray, Principal Analyst at Digital TV Research.

ANDROID TV ACTIVE USERS UP 80% FROM 2019
  Google revealed yesterday that active users for its 
Android TV video operating system are up 80% year over 
year.
  Google, which disclosed the data as part of a product 
update, didn’t offer up an actual active user count. Both 
Roku and Amazon, the top video OS suppliers in the U.S., 
boast more than 40 million active users worldwide.
  Google also said that it partners with seven of the top 
10 smart-TV OEMs globally, supplying Android TV as the 
operating system for their devices. Globally, Android TV is 
battling Samsun’s Tizen and LG’s webOS for smart-TV 
dominance. Roku has a strong position in smart-TV in the 
U.S., but its key partner in that endeavor, China’s TCL, 
recently signed a deal to also supply Android TV-powered 
sets.
  Meanwhile, Google also said that more than 160 pay-
TV operators use its platform (a number unchanged since 
Google’s last disclosure).
  And more than 7,000 apps for Android TV are deployed in 
the Google Play Store, up from 5,000 in April 2019.
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Larry The Cable Guy

Why do all these late-night 
commercials say they will 

double the offer if you 
order now? Why not just 
cut the price in half and 

give you one?
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DONE DEALS
  Nexstar Media Group says Andrew Wyatt has been 
named vice president and GM of the company’s broadcast 
and digital operations serving the Wilkes-Barre/Scranton, 
Pa., area (DMA #60). In his new role, Wyatt will have oversight 
responsibility for WBRE-TV (NBC) and pahomepage.com, 
and all of their related social media channels. Wyatt will also 
oversee Nexstar’s relationship with Mission Broadcasting’s 
WYOU-TV (CBS) under a joint operating agreement... The 
NBCUniversal Owned Television Stations division says 
Anzio Williams has been promoted to Senior Vice President 

of Diversity, Equity and Inclusion for the 
division. He will transition from his current 
role as VP of News for NBC10 / WCAU 
and Telemundo62 / WWSI. In this newly 
created role, Williams will be responsible 
for developing and implementing a 
comprehensive strategy that will make 
diversity and inclusion issues a top 
priority across NBCUniversal’s owned 
stations group... The Telemundo Station 
Group says Migdalia Figueroa is the 
new president and GM of Telemundo 

31 / WTMO, the Telemundo-owned station serving Spanish-
speaking audiences in Central Florida. Effective immediately, 
Figueroa is responsible for leading all station operations, 
including news/digital, sales, marketing/promotions, human 
resources, community affairs and technology/operations.

THIS AND THAT
  Disney will raise the monthly fee for new subscriptions 
to ESPN+ from $4.99 to $5.99 starting tomorrow. Existing 
subscribers won’t be hit with the monthly fee increase for 
a year. In addition, the price for an annual subscription 
will remain at $49.99. ESPN+ is also available as part of a 
bundle with Disney+ and Hulu, priced at $12.99 per month. 
The price hike is the first since the streaming sports service 
launched in April 2018.
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FunnyTweeter.com

Big thanks to everyone 
who bought us wedding 
china. I think about you 

every time we move.

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY

SUPPLY WOES THREATEN FURNITURE’S BIG YEAR
  Whatever else is happening in the world right now, the 
U.S. consumer has an unprecedented hunger for furniture. 
That’s according to Furniture Today, which notes that 
Wayfair posted an 84% revenue gain in Q2, allowing the 
e-tailer to swing into the black for the first time.
  Overall, retail conversion rates are through the roof, and 
manufacturers are taking orders almost as fast as they can 
enter them. But factories? That’s where it gets complicated.
  Labor and shipping issues, in addition to a global pandemic 
that shuttered factories across the globe, sending workers 
home and causing shipping companies 
to reduce capacity, have resulted in 
shortages, backlogs and delays.
  Place an order now, and depending on 
a few variables, you could be looking at 
delivery windows anywhere from 120 
days to sometime next February.
  And while some may look to gain share 
by eating the cost of shipping across the 
ocean, there is a larger group that will 
need to pass along some of that in the 
form of higher prices. The good news 
appears to be that consumers, for one of the rare times in 
the industry’s history, appear to be unfazed by higher prices 
and simply want to refurnish their homes.

DESPITE AD WOES, SCRIPPS SEES REVENUE LIFT
  In a three-month period marked by the effects of the 
COVID-19 pandemic, E.W. Scripps has revealed a positive 
second quarter.
  For the quarter ended June 30th, the broadcaster posted 
revenue of $359 million, an increase of 12% compared 
with the prior-year quarter. This figure includes incremental 
revenue from TV stations acquired from Cordillera 
Communications in May and from the Nexstar transaction 
with Tribune in September 2019, totalling $55.7 million. 
Political revenue in the quarter was $13.4 million.
  Revenue from the company’s local media business line 
was $277 million, up 17% from the same time at 2019. The 
key retransmission revenue source increased 56% year-
over-year to $142 million and Scripps noted that during 
2020 it had renegotiated retransmission consent contracts 
covering more than 30% of its subscribers.
  However, despite the general revenue increase, Scripps 
also revealed that Q2 core advertising revenue fell 17% on 
an annual basis to $117 million.

ACCOUNT ACTION
  Inspire Brands is placing its national media business 
up for review, under Jones Lundin Beals + Partners 
(JLB+P). Last year, the restaurant company spent $424 
million advertising its brands, including Arby’s, Sonic, 
Buffalo Wild Wings and Jimmy John’s, according to 
Kantar Media. Incumbent agencies have been invited to 
participate in the process, MediaPost reports, though it 
is unclear whether the representing agencies will defend. 
Inspire currently works with Zenith on Arby’s and Sonic, 
Mindshare for Buffalo Wild Wings, and Haworth on Jimmy 
John’s. Inspire ranks as the U.S.’s fourth-biggest restaurant 
company with more than $14 billion in annual sales and 
11,200 locations in 16 countries.


