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D2C BUSINESSES SPENT $2B ON TV LAST YEAR
  TV spending by direct-to-consumer (D2C) brands has 
almost doubled since 2016, according to The Video 
Advertising Agency. The organization tracked 120 D2C 
brands using Nielsen data, and found that D2Cs spent $2 
billion on TV in 2018 — and 70 of the 120 were using TV 
for the first time.
  It’s a natural move for the growing brands which, in their 
quest for larger audiences, are finding it too expensive to 
rely solely on the social channels they 
used to build their businesses.
  Another factor driving TV spending is 
the increasing CPMs on Facebook. 
“We can’t work fast enough to maintain 
the stability of the pricing,” Fabian 
Seelbach, senior vice president of 
marketing at Curology, told Digiday. 
“The effectiveness for Facebook has gone down and got 
particularly bad in late April and early May, which is why we 
are shifting significant spend.”
  TV networks and agencies have taken note. In November 
2018, NBC launched a program that makes TV ads more 
accessible to D2C brands, who can be scared off by 
high entry prices. It also solves the measurement issues 
TV creates for D2Cs that need to prove ad dollars aren’t 
going to waste by guaranteeing business results instead 
of Nielsen demographics. This is a big change for the 
TV industry, and chairman of advertising sales and client 
partnerships at NBC Linda Yaccarino called it a “new day 
of measurement” in an interview with Ad Age.
  Simulmedia has a similar program in open beta, and 
is collaborating with D2C brands to figure out the best 
measurement solution. “We’re spending most of our 
time with analytic folks, testing out different attribution 
techniques,” said the company’s CEO, Dave Morgan. “We 
needed to find a way to parse out attribution, and give a 
certain predictability for delivery so they can see it in their 
business results.”
  Their solution enables brands to tie back an individual 
TV spot’s contribution to website traffic by linking pixels on 
destination sites to matched, anonymous TV viewing data. 
Most brands are venture-backed, and either need to grow 
or die, so this level of measurement is key.
  Measurement for the industry as a whole will continue 
to improve as TV inventory become more addressable and 
targeted, and in Morgan’s mind, digitally native D2Cs are in 
a perfect position to take advantage.
  In a recent column for MediaPost, Morgan noted that D2C 
companies are just getting started. He says it’s not too late 
to start an e-commerce company, even given the massive 
scale of competitors like Amazon, Alibaba and eBay. He 
notes that e-commerce is only at 9 percent of sales in the 
U.S. today. That remaining 91 percent leaves a lot of room 
for growth and upside for new digitally centric marketers 
and merchants.

SEEKING SCALE, D2C BRANDS MOVING TO TELEVISION
ADVERTISER NEWS
  Federal air-safety regulators are investigating Southwest 
Airlines for widespread failures to accurately track the 
combined weight of checked bags loaded into each of its 
jets, The Wall Street Journal reports, citing government 
officials and internal agency documents. The Federal 
Aviation Administration’s yearlong civil probe, the 
documents show, found systemic and significant mistakes 
with employee calculations and luggage-loading practices, 

resulting in potential discrepancies 
when pilots compute takeoff weights... 
Amazon.com currently handles delivery 
of 26 percent of the orders placed on its 
site. CNBC says the retailer is looking 
to grow that capacity with an expansion 
of Amazon Air. The aeronautical arm 
of Amazon is ramping up operations 

with 50 new planes and several regional distribution hubs, 
including a $1.5 billion facility to open in northern Kentucky 
in 2021... And on the subject of Amazon: Fifty-six percent 
of New York State residents polled support the e-commerce 
giant opening a portion of its second headquarters in Long 
Island City, Queens. The poll, conducted by Siena College, 
found in New York City itself, the number of respondents 
in favor of Amazon HQ2 was 23 percent higher than those 
opposed... Samsung will expand its retail presence in the 
U.S. with the launch of Samsung Experience stores, where 
shoppers will get a chance to try out the latest devices, 
the Houston Chronicle reports. The South Korea-based 
company already operates Experience stores in Australia 
and Canada, and the first three U.S. stores are set to open 
Feb. 20 in Houston, Long Island, N.Y., and Los Angeles... 
Following a significant sales decline for the Acadia in 2018, 
GMC plans to get the large crossover “back on track” with a 
substantial freshening for the 2020 model year that includes 
updated styling and new transmission and engine offerings, 
Automotive News reports. The new engine — standard 
on SLT and Denali models — is a 2.0-liter turbo-four rated 
at an estimated 230 hp and 258 pound-feet of torque. The 
base engine remains a 2.5-liter inline-four rated at 193 hp 
and 188 pound-feet of torque. A 3.6-liter V-6 engine rated 
at 310 hp and 271 pound-feet of torque remains optional 
on most trims... Hy-Vee is doubling down on its smaller-
store format. The company has opened the second location 
of its new Fast & Fresh format, in Altoona, Iowa. The first 
location opened in December 2018, in Davenport, Iowa. At 
least two additional Fast & Fresh stores are set to open in 
the Des Moines metro area by yearend, the Des Moines 
Register reported... Nature’s Path Foods is recalling more 
than 400,000 boxes of its kids’ gluten-free cereal because 
they may contain an “undeclared gluten,” according to an 
FDA recall notice. The voluntary recall is for more than 
400,000 boxes in the company’s EnviroKidz line – Choco 
Chimps, Gorilla Munch and Jungle Munch – with specific 
“best before” dates.
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SMALL-BUSINESS MAJORITY: RECESSION AHEAD
  Main Street has caught up to Wall Street, at least when it 
comes to increased fears of a recession, CNBC reports. A 
narrow majority of small-business owners across the U.S. 
expect a recession in the next year, according to the latest 
CNBC/SurveyMonkey Small Business Survey. This 
was the first time in the two-year-plus history of the survey 
that small-business owners were asked for their recession 
forecast, but the broader survey trends over time indicate 
more caution on the part of entrepreneurs as multiple 
readings of small-business sentiment have declined.
  The record level for the CNBC/
SurveyMonkey Small Business 
Confidence Index was reached in the 
third quarter of 2018 and has declined 
since then. Expectations for revenue 
and hiring, as well as over business 
conditions, also have declined from peak 
levels in Q3 2018.
  The survey — conducted by 
SurveyMonkey among more than 2,200 
small-business owners across the U.S. 
between Jan. 28 and Feb. 4 — does not 
indicate a major retreat on Main Street when the results are 
viewed on a longer-term basis. The current levels for these 
indicators remain much higher than they were a few years 
ago. The confidence decline from the third-quarter 2018 
peak level occurred over the same period of time when the 
U.S. stock market, which soared into the third quarter of last 
year, suffered a dramatic decline with many sectors of the 
economy ending 2018 in a correction (decline of 10 percent) 
or bear market (decline of 20 percent).

VISA, MASTERCARD EYE HIGHER FEES
  Visa and Mastercard, the two biggest U.S. card networks, 
are preparing to raise certain fees levied on U.S. merchants 
for processing transactions from this April, The Wall Street 
Journal reports, citing people familiar with the matter.
  Some of the changes relate to so-called interchange fees, 
the report said. Interchange fees are what merchants pay to 
banks when consumers use a credit or a debit card to make 
a purchase from their store.
  Fees that Mastercard and Visa charge financial institutions, 
such as banks, for processing card payments on behalf of 
merchants, are also set to go up, the report said.
  A Visa spokesperson confirmed that the fee hikes would go 
into effect in April of 2019, but only for merchant banks, and 
not merchants.
  Merchant banks are financial institutions that maintain 
accounts for sellers such as Amazon and Costco. 
JPMorgan, Citigroup and Bank of America are some of 
the top merchant banks in the U.S.
  However, it is up to merchant banks if they want to pass on 
the fee hike to sellers or absorb it themselves. Similarly, it is 
sellers’ discretion to pass on the hike to consumers or not.
  Up to 2.5 percent of prices for goods and services go to 
cover card fees, the Journal said.
 Card companies have said in the past that their credit 
and debit cards usually result in more sales for merchants, 
especially in countries like the U.S. They also say that 
expenses for ramping up anti-fraud/theft security measures, 
to make payment processing safer, need to be covered.
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Jim Gaffigan

When I’m dead and gone, 
please remind my children 

that I risked my life and spent 
all my money so they could 

become decent skiers.

AVAILS
  Inside Sales Representative (WCMC-FM, Raleigh, N.C.). 
Person to generate qualified new business appointments 
each week for our sports marketing sales team. 2 years 
of inside sales experience preferred. CLICK HERE to 
apply online. EOE M/F. All Capitol Broadcasting Company 
properties are tobacco free. Capitol Broadcasting Company 
participates in E-Verify.
  WMOR (Tampa, Fla.) and WMTW/WPXT (Portland, 
Maine) have an opening for an experienced Regional 
Research Director. This is a great opportunity to join one of 

the broadcast industry’s most respected 
companies, Hearst Television. The 
director will analyze and translate digital 
research into meaningful stories and 
strategies to support cross-platform 
sales and promotion. This position will 
be based in Tampa and will require some 
travel to Portland. For more information, 
CLICK HERE. EOE.
  KTRK, the ABC/Walt Disney owned 
station in Houston, is looking for a 
forward-thinking Digital Marketing 

Campaign Specialist to work closely 
with our Marketing and Sales teams 
to help take our digital campaigns and 
branded content to the next level. 2-4 
years of digital content experience 
creating content in a marketing, 
advertising, communications or 
related field required. To be considered, you must apply 
online at www.disneycareers.com by uploading a resume 
file, cover letter and references. Please search for Job ID: 
636668BR. EOE.
  ABC7 Los Angeles seeks an Account Executive to 
represent all of its broadcast, digital and social properties.  
The AE will grow an established 
account list and develop new business 
across all ABC sales platforms. 
If you’re the kind of person who 
thrives on being an integral part of a 
transforming industry and creating 
solutions to challenging issues, this 
may be the perfect opportunity for you! 
Must be PC, Mac literate, and Microsoft Office literate, and 
well-versed in all aspects of social media. CLICK HERE to 
apply. EOE M/VD/V.
  KASW-TV, Your Phoenix CW, has an immediate opening 
for a Digital Sales Manager. We’re are looking for a leader 
who will work with our local sales team foster a positive 
culture of success. This is a selling sales manager, player/
coach role. The ideal 
candidate will be an expert 
in local digital and cross-
platform sales, have a 
solid understanding of the 
local digital marketplace, and be knowledgeable about how 
to effectively package our digital assets to maximize our 
digital advertising and marketing services revenue. CLICK 
HERE to apply. EOE.

See your ad here tomorrow! CLICK HERE for details.

http://jobs.jobvite.com/careers/capitolbroadcastingcompany/job/oGto9fwq/apply?__jvst=Job+Board&__jvsd=SpotsNDots
https://hearst.referrals.selectminds.com/television/jobs/research-director-multiple-mkt-5158
http://www.disneycareers.com
https://abc7.com/jobs/
https://www.yourphx.com/work-for-us
https://www.yourphx.com/work-for-us
https://www.spotsndots.com/site/forms/online_services/classified_ad/
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BROADCAST FOUNDATION NAMES HONOREES
  The Broadcasters Foundation of America, the charity 
devoted exclusively to helping broadcasters in acute need, 
has announced the recipients of the 2019 Leadership 
Awards.
  The Awards will be presented at the Broadcasters 
Foundation annual breakfast on Wednesday, April 10 in 
Las Vegas during the 2019 NAB Show.
  The 2019 Leadership Awards honorees include Bobby 
Caldwell, owner and CEO, East Arkansas Broadcasters; 
Jean Dietze, president, Affiliate Relations, NBC 

Broadcasting; Richard A. Foreman, 
president, Richard A. Foreman 
Associates, Inc.; Mark Gray, CEO, 
Katz Media Group; Paul McTear, 
former president and CEO, Raycom 
Media; David Poltrack, chief research 
officer, CBS Corp.
  The Leadership Awards are given 
annually by the Broadcasters 
Foundation in recognition of career 
contributions to the broadcast industry 
and the community at-large.

THIS AND THAT
  An updated FDIC report finds that about 6.5 percent of 
American households qualify as unbanked, meaning no 
person in the family has a checking or even a savings 
account. More than half of those surveyed cited insufficient 
funds, but others identified predatory banking fees, distrust 
of financial services corporations, and lacking legal U.S. 
documentation... The U.S. Government Accountability 
Office has written a 56-page report that recommends 
the introduction of a federal digital data privacy law that 
should be overseen by the Federal Trade Commission... 
Minecraft’s mobile version earned $110 million on in 2018, 
according to market analysis firm Sensor Tower. That’s 
the best year ever for the iOS and Android versions and an 
increase of 7 percent compared to 2017, when Minecraft 
made $103 million mobile.
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Funny Tweeter

Million dollar idea: A 
smoke detector that 

shuts off when you yell 
“I’m just cooking!”

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY

THE DISCOUNTS ON SUVs ARE GETTING BIGGER
  Automakers are pulling back on discounts on sedans and 
shifting more promotional dollars to sport-utility vehicles and 
trucks, The Wall Street Journal reports.
  After years of struggling with too many sedans and small 
cars on the market, manufacturers have shifted production 
to larger vehicles, which are more in demand. As a result, 
sedan inventories have shrunk, and automaker profits are 
up. But the changing emphasis, analysts say, has spawned 
another problem: How to move rising inventories of SUVs on 
dealer lots.
  The availability of unsold SUVs and trucks 
grew 12 percent in January over the prior-
year period, according to WardsAuto, 
putting pressure on brands to pile on more 
sales promotions. Average SUV and truck 
discounts have ticked higher for the fourth 
year in a row, reaching $3,995 per vehicle 
in 2018, according to J.D. Power.
  Meanwhile, the size of discounts on 
sedans dropped nearly 8 percent in 2018 
to $3,810 per vehicle and is expected 
to decline further this year, according to 
J.D. Power. Unsold sedan and passenger-car inventory was 
down 16 percent in January, according to WardsAuto.
  “While the perception is that you’d be able to get a great 
deal on a sedan while everyone is flocking to SUVs, that 
really wasn’t the 2018 story and it won’t be the story in 
2019,” said Jeremy Acevedo, an analyst at car-shopping 
site Edmunds.com.
  The pullback in sedan discounts isn’t limited to just a few 
models. Of the 25 top-selling cars in the U.S., automakers 
reduced discounts on 18 of them last year, J.D. Power found. 
Part of the reason is that Toyota’s Camry and Honda’s 
Accord — which make up a majority of the market — got 
redesigned last year. Carmakers are less likely to discount 
models that are fresh, analysts say.

HULU LAUNCHES SPORTS-FOCUSED CAMPAIGN
  Hulu is betting big on live sports and has launched a new 
brand campaign to drive awareness of its offerings in the 
space, MediaPost reports.
  The national marketing campaign kicked off over the 
weekend during the NBA All-Star Game festivities. The 
campaign, “Hulu Sellouts,” features professional basketball 
players “selling out” to Hulu, and letting everyone know, in 
autographs and even tattoos, that “Hulu has live sports.” The 
first spot has NBA star Damian Lillard getting a Hulu tattoo, 
and the All-Star Game spot has the Philadelphia 76ers’ Joel 
Embiid signing all of his autographs as Joel “Hulu Has Live 
Sports” Embiid.
  The campaign is meant to drive awareness of Hulu’s live TV 
offering, which includes streaming live broadcast and cable 
channels, including ABC, ESPN and TNT, which have NBA 
TV rights.
 Streaming services such as Hulu and YouTube TV have 
been aggressive in their live sports sponsorships, in an 
effort to let sports fans know they can watch games without 
a traditional pay-TV package. YouTube has sponsored the 
World Series, Super Bowl pre-game show and NBA Finals, 
while Hulu has sponsored the Stanley Cup playoffs and is 
also a sponsor of TNT’s NBA playoffs coverage.


