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OUTLOOK: NATIONAL TV TO GROW 6.6% IN 2021
  While parts of the economy remain in tatters due to 
COVID-19, GroupM’s latest ad spending forecast for the 
U.S. finds that the damage won’t be as a bad as the firm 
initially believed in June when it predicted a 13% drop in 
advertising (excluding political) for this year.
  Now the company is forecasting just a 9% drop for 2020 on 
an underlying basis to $214.5 billion. But add political — a 
massive $14 billion this year — and the overall decline is 
“only” 3.9%, for a total of $228.1 billion. 
  That’s a steeper decline than the ad recession of 2001, 
but “certainly better” than the fallout experienced after the 
financial crisis of 2008, GroupM concludes. 
  And 2021 is forecast to yield a solid double-digit underlying 
gain of 11.8% to nearly $240 billion. Factor in political and 
the growth is still a healthy 6.2% to $242.1 billion.
  For 2022, the firm is forecasting underlying growth of 4.8% 
and for the following two years an additional 4% growth for 
each. The growth in all three years will 
reflect “an accelerated pace of investment 
in digital media by marketers of all sizes,” 
per the report, entitled This Year, Next 
Year.
  The forecast, penned by GroupM Global 
President for Business Intelligence Brian Wieser, describes 
the recovery as “K-shaped,” where some parts of the overall 
and advertising economy recover quickly after taking a 
beating while other parts continue to suffer extremely. 
  Digital, for example, took a sizeable hit early in the year but 
rebounded by the third quarter. But locally-skewed traditional 
media like radio, newspapers and OOH plummeted in Q2 
and continued to decline sharply in Q3. 
  Digital is the “bright spot” in a pretty dark year for the industry, 
and will grow by 9% during 2020 on an underlying basis. 
During 2021, GroupM estimates that digital advertising will 
account for 55% of all advertising it tracks. During 2020, 
roughly 4% of total digital advertising was political. 
  National TV advertising will see a decline of 7.9% during 
2020 and rebound with 6.6% growth during 2021. At that 
pace, national TV is faring better than every category of 
media other than digital, per the report. 
  Local TV advertising will have an 
underlying decline of 21% this year 
but, next year should experience a 
2.7% underlying gain.
  OOH advertising, including its digital 
extensions, will decline by 31% during 
2020 on an underlying basis. Next 
year the report forecasts a partial 
rebound of 23% growth.  
  Audio advertising, including its digital 
extensions, will fall by 27% this year 
(underlying) with what the report 
described as “muted growth” next year 
of around 6.6%.

GROUPM SEES 11.8% RISE IN U.S. AD SPENDING IN 2021
ADVERTISER NEWS
  Amazon said yesterday that this year’s holiday shopping 
season has been the biggest in its history, as the coronavirus 
pandemic forced more people than ever to do their shopping 
online. The e-commerce giant, which didn’t reveal dollar fig-
ures, said in a blog post that customers have been shopping 
early for gifts and seasonal items for their loved ones... Mod-
erate-income Americans shopped at department stores for 
decades, but that changed as income disparity hollowed out 
the nation’s middle class, according to Recode/Vox. The re-
sult has been record numbers of department store closures 
in recent years, with the number of stores falling from 8,600 
in 2011 to 6,000 today. The number of people employed by 
department stores has fallen to fewer than 700,000, down 
from more than 1.2 million nine years back... Samsung Elec-
tronics has no plans to offer an updated version of its large-
screen Galaxy Note phone next year and will instead steer 
its resources toward developing foldable handsets, Reuters 

reports. Sources point to sharp declines in 
sales of flagship phones as a result of the 
COVID-19 pandemic... Starbucks is giving 
away free tall coffees to first responders 
and healthcare workers during the month 
of December as cases of COVID-19 spike 

across the U.S. “Our hope with this is to reignite the move-
ment of gratitude and to show those on the front line how 
much they are appreciated,” said Virginia Tenpenny, vice 
president of global social impact at the coffee giant... Just a 
few weeks after Ulta’s blockbuster deal with Target, Sepho-
ra has announced its own new partnership — with depart-
ment store Kohl’s. The deal plans for “at least” 850 Sephora 
shop-in-shop locations in Kohl’s stores by 2023, and will 
eventually replace its partnership with J.C. Penney. Dubbed 
Sephora at Kohl’s, 200 of the stores will be open by fall of 
2021, and the beauty retailer will also launch an online store 
on Kohls.com at the same time... Walmart will lay off 1,241 
employees in Arkansas and New Jersey on Jan. 31, accord-
ing to notices filed with authorities in those states. The cuts 
are intended to bolster Walmart’s omnichannel operations,

(Continued on Page 3)
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AVAILS
  WCSC-TV (CBS) Account Executive: Do you have a 
strong competitive drive and determination to win? Are you 
a natural relationship builder and collaborator? 
If so, a fantastic opportunity awaits at the top 
media outlet in the “No. 1 City in the World” — 
Charleston, S.C. You will have the opportunity 
to sell across all WCSC’s television and digital 
platforms, providing advertising solutions to 
new customers that will help them generate sales and 
increase profitability. Previous broadcast sales experience 

preferred. Please apply online HERE. 
EOE.
  Bahakel Communications seeks a 
General Manager for WFXB/FOX 
in Myrtle Beach, S.C. The GM is 
responsible for the strategic and 
operational leadership of WFXB, with 
emphasis on local advertising sales 
and national advertising sales. The 
GM handles national sales through 
WFXB’s national rep. The GM will 
establish strategy to grow profitability 

of station assets, online and on-air, and is responsible for 
the success and profitability of the station. To apply, send 
your resume via e-mail to: wfxbcareers@wfxb.com. EOE.
  WSLS-TV, the Graham Media/NBC affiliate in Roanoke/
Lynchburg, Va., is seeking a dynamic, enthusiastic 
and results-oriented Account Executive. The AE will 
sell WSLS-TV, Me TV Roanoke, WSLS.com and their 
advanced Omne digital solutions. Primary focus is on 
developing and growing a new client base. Candidate 
must be able to learn, understand and pitch the vast array 
of multi-media advertising opportunities available. To 
apply, please attach cover letter and resume via email to: 
amower@wsls.com. No calls, please. EOE.

See your ad here tomorrow! CLICK HERE for details.

CASH FLOWS AHEAD OF GA. SENATE RUNOFFS
  With control of the U.S. Senate on the line in Georgia’s 
runoff elections, the campaigns and outside groups 
are dishing out huge sums of money on ads in the twin 
showdowns, Fox Business reports.
  In the four weeks since Election Day, the campaigns 
of the four candidates, the national political parties, 
and outside groups such as super PACs have already 
shelled out more than $280 million to reserve time to 
run TV commercials in the Jan. 5 elections, according to 
Advertising Analytics.
  “We are already seeing $41 million in total ad placement 
for the week of 12/1, bringing total ad expenditures for 
Georgia runoffs combined to over $280 million,” AdImpact 
vice president John Link told Fox Business.
  With five full weeks until the Jan. 5 elections, AdImpact 
says total ad spending in the two Senate face-offs could 
reach half a billion dollars.
  “At current pace, $500 million would be top end, but 
achievable,” Link said. “Given the overall importance 
and national attention these races are receiving, it would 
not surprise me. Right now our call is $450-500 million 
combined between both races.”

NETWORK NEWS
  Felicity Huffman is returning to acting — and to ABC 
— with a single-camera comedy that has landed a big 
pilot production commitment at the network. The Peanut 
Butter Falcon’s Zack Gottsagen will co-star in the 
project. Written by Becky Hartman Edwards, the untitled 
comedy is inspired by Susan Savage, the real-life owner 
of the Triple-A baseball team the Sacramento River Cats. 
It marks the first project Huffman has taken on since the 
2019 college admission scandal and a brief stint in prison... 
Amanda Kloots and Elaine Welteroth are joining CBS’ 
The Talk as new co-hosts. Kloots and 
Welteroth, who recently appeared as 
guest co-hosts on multiple episodes in 
October and November, have landed 
permanent spots alongside Sharon 
Osbourne, Sheryl Underwood and 
Carrie Ann Inaba... Set to join the 
family of ABC crime drama Big Sky 
are Camille Sullivan, Chad Willett and 
Patrick Gallagher in recurring roles. 
Starring Katheryn Winnick, Kylie 
Bunbury and Ryan Phillippe, Big Sky 
centers on private detectives Cassie Dewell and Cody 
Hoyt, who team with ex-cop Jenny Hoyt to search for two 
sisters mysteriously kidnapped by a truck driver in Montana. 
Upon learning that the kidnapping isn’t an isolated incident, 
the law officials must race against the clock to prevent 
any more abductions... David Ramsey will be busy both 
behind and in front of the camera for the CW. Ramsey, who 
most recently starred in Arrow as John Diggle/Spartan, 
will return to direct five episodes in the DC Universe, 
including the new series Superman & Lois, and Supergirl. 
Additionally, Ramsey will guest star in five episodes across 
the Arrowverse, returning as fan favorite John Diggle in 
Superman & Lois, Supergirl, The Flash and Batwoman, 
along with a mystery role in DC’s Legends of Tomorrow 
that is being kept under wraps... CBS is developing a 
single-camera comedy about foster parents and children 
from feature writers Chris Hazzard and Michael Fontana. 
The network has put into development the half-hour Foster 
Friends, which follows three foster-parent couples who 
team to adopt a sibling set of five children, resulting in three 
very different sets of parents trying to raise one group of 
kids. The comedy was inspired by Hazzard’s experience as 
a foster parent... Lilly Singh is making some changes to 
her NBC late night show for its second season. On screen, 
A Little Late With Lilly Singh will have a new set, ditching 
the traditional desk-and-couch setup for a house in Los 
Angeles that will give Singh more room to move around and 
try new things. A Little Late is set to open its second season 
on Monday, Jan. 11. Repeats of Season 1 are currently 
airing in the 1:35 AM timeslot... Abby Dalton, the bubbly 
actress who starred on the 1960s sitcoms Hennesey and 
The Joey Bishop Show before portraying the scheming 
winery heiress Julia Cumson on the primetime soap Falcon 
Crest, has died. She was 88. Dalton died Nov. 23 in Los 
Angeles after a long illness, her family said. She was an 
original and longtime panelist on The Hollywood Squares, 
which premiered on NBC in 1966. She also worked for two 
seasons (1967-1969) on the CBS sketch comedy program 
The Jonathan Winters Show.
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Rodney Dangerfield

When I played in the 
sandbox, the cat kept 

covering me up.

https://gray.tv/careers#currentopenings
mailto:wfxbcareers%40wfxb.com?subject=
mailto:amower%40wsls.com?subject=
https://www.spotsndots.com/site/forms/online_services/classified_ad/


 The Daily News of TV Sales @ www.spotsndots.com PAGE 3

TEGNA STATIONS GO DARK IN DIRECTV DISPUTE
  Tegna said its stations have gone dark in a retransmission 
consent dispute with AT&T’s DirecTV and U-verse services. 
The original distribution agreement expired Monday. But it 
was extended until yesterday at 7 PM.
  Tegna said its stations reach 75 million viewers and 39% 
of all U.S. households. It owns Big 4 affiliates in 25 markets. 
The dispute affects 51 markets.
  “Unfortunately, DirecTV AT&T U-Verse have not come to 
an agreement with Tegna to keep our stations available on 
their services. Our company has successfully negotiated 

multi-year deals with hundreds of cable 
and satellite providers across the country 
without disruptions to service,” Tegna 
said in a statement.
  An AT&T spokesperson accused Tegna 
of taking advantage of viewers during a 
crisis.
  “In the midst of an ongoing pandemic, 
Tegna is demanding the largest rate 
increase we have ever seen, and 
intentionally blacking out its most loyal 
viewers. We challenge Tegna to return its 

local stations immediately while we finalize a new agreement 
and pledge to pay Tegna retroactively whatever higher rates 
to which we eventually agree,” the spokesperson said.

ADVERTISER NEWS
(Continued from Page 1)
according to a July memo in which the retailer internally an-
nounced layoffs were imminent… Under Armour and NBA 
star Steph Curry yesterday launched Curry Brand, a col-
lection of “footwear, apparel and accessories backed by Un-
der Armour’s performance product innovations.” A percent-
age of the brand’s annual revenue will be invested in under-
resourced communities... Fewer consumers went shopping 
during the five-day period from Black Friday to Cyber 
Monday. An estimated 186.4 million consumers shopped 
in-store and online during the holiday weekend, down from 
189.6 million shoppers last year, but up from 165.8 million 
shoppers in 2018, according to the annual survey by the 
NRF and Prosper Insights & Analytics.
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FunnyTweeter.com

Instead of buying more 
stuff of Cyber Monday, I got 

rid of it by putting it in an 
Amazon box on my porch 
and letting it get stolen.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY

NIELSEN SAYS DAYTIME IS THE NEW PRIMETIME
  After eight months of the COVID-19 pandemic, daytime 
TV viewing has become a “second primetime,” according to 
Nielsen, due to the continuing growth of kids viewing and 
at-home workers’ TV and internet consumption.
  For example, in October, professional and managerial 
workers increased total TV time by 21% between 9 AM 
and 4 PM (26 additional minutes per day) versus the same 
period a year ago. (Nielsen defines total TV time as live, 
time-shifted, internet-connected device, or game console.)
  For an entire typical work week – Monday through Friday 9 
AM to 4 PM – workers are now consuming 
TV a total of two hours and 10 minutes 
more than they were a year ago.
  The highest-performing hourly time 
periods during the day are the noon, 1 
PM and 2 PM hours. In addition, with 
more kids doing virtual at-home video 
schoolwork, this audience has also grown 
in TV and internet usage.
  On a daily basis, in October, TV usage 
was up 40% to 80% for kids 6-11 and 12-
17 during the hourly periods of 11 AM, 
noon, 1 PM and 2 PM. On a weekly basis, TV usage grew 
50 minutes for kids 2-5; three hours 25 minutes for kids 
6-11; and two hours among kids 12-17.
  And not surprisingly, there is much higher daytime internet-
connected usage for kids. For example, internet-connected 
device use rose anywhere from 100% to 160% higher for 
kids 6-11 and kids 12-17 in Monday to Friday hourly time 
periods, 11 AM, noon, 1 PM and 2 PM.
  Likewise, professionals/managers have witnessed higher 
daytime internet-connected device usage, up 40% to 60% 
from 7 AM to 9 PM on a typical workday.

ADOBE: CYBER MONDAY SALES BREAK $10B
  The largest online shopping day in U.S. history capped off 
the most successful Cyber Week (Thanksgiving – Cyber 
Monday) yet.
  According to Adobe Analytics, U.S. consumers spent a 
record $10.8 billion online by the end of Cyber Monday 
(Nov. 30), an increase of 15% year-over-year. Cyber 
Monday 2020 stands as the largest online shopping day 
in U.S. history, beating the previous $9.4 billion record set 
during Cyber Monday 2019. 
  Cyber Monday put total season-to-date spending as 
tracked by Adobe Analytics over the $100 billion threshold, 
at $106.5 billion. This figure represents a 28% year-over-
year increase, with U.S. retailers surpassing this milestone 
nine days faster than in 2019.   
  Curbside pickup options continued to see strong growth 
on Cyber Monday, increasing 30% year-over-year. For 
last-minute online purchasing, the most preferred shipping 
option is one-day shipping (45%) followed by curbside 
pickup (37%). Mobile devices accounted for 37% of Cyber 
Monday digital sales.
  Based on online shopping behaviors over the holiday 
weekend (Thanksgiving through Cyber Monday), Adobe 
is now predicting U.S. online holiday sales will total $184 
billion, up 30% from 2019, but down slightly from Adobe’s 
original forecast of $189 billion (33% year-over-year 
increase).


