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TV TOPS FOR VOTER TRUST, AWARENESS
  Billions of dollars will be up for grabs heading into the 
2020 election. And before most candidates even announce 
they’re running, the TVB is drumming the message for why 
television is the best place for campaign teams to spend 
their ad budgets.
  TVB is out with results from a new survey it commissioned 
in the days after last November’s midterms, and the 
numbers demonstrate the medium’s strength.
  The data shows that 89 percent of those who were exposed 
to political ads said they saw a spot on TV. And a majority 
of voters (55%) credit television as the most influential 
medium when they were becoming aware 
of local candidates. That’s about ten times 
the number who credit direct mail pieces 
(6%), social media (5%) or radio (4%).
  Newspapers, once the powerhouse of 
political information in local markets, are now little more 
than an afterthought to most voters, according to the survey. 
“When you’re talking about ‘most important,’ there’s nothing 
that comes close to television,” says Hadassa Gerber, 
chief research officer at the TVB.
  As voters moved past the awareness stage, TV also had 
the biggest impact on driving their interest and efforts to 
get more information about a candidate during the 2018 
campaign. And when it came time to consider who to vote 
for, 46 percent credit TV spots for helping them make a 
decision. That’s nearly seven times greater any other media.
  “Television is the most important platform that influenced 
them at each of these stages — that’s really something 
significant,” Gerber says. “Not only is there nothing close 
to television, but those who said that television was most 
important in influencing them is more than all the other 
media combined.”
  Yet even as some political buyers are suggesting more 
money should be allocated toward digital advertising, the 
TVB survey shows how the two mediums can work together. 
Three-quarters said TV ads influenced their online search 
activity for political information.
  Television ads had other ripple effects too: 27 percent who 
saw a TV spot reported they talked with other people about 
the commercial. And 10 percent even credited the TV ad 
with making them turn into a debate.
  “Advertising on local TV remains key to political campaigns 
because it continues to reach, influence and motivate 
voters,” says TVB President Steve Lanzano.
  The survey also confirms earlier TVB research when it 
comes to which medium voters trust most. A clear majority 
(59%) said “fake news” was most prevalent on social media. 
“People use social media, but they don’t necessarily trust 
social media — especially for political,” Gerber says.
  In contrast, just 6 percent said they felt their local television 
newscasts had “fake news,” and 37 percent said they didn’t

(Continued on Page 3)

SURVEY REASSERTS TELEVISION’S POLITICAL POWER
ADVERTISER NEWS
  Without Babies R Us, Target sees an opportunity to 
double down on its own baby business, CNBC reports. 
The retailer is expanding its in-house brand Cloud Island, 
which currently sells items like crib sheets, stuffed animals 
and baby bath toys, to include essential items like diapers, 
wipes, toiletries, utensils and bowls. The launch of about 
30 new items happens Sunday. Target says most goods 
will be priced under $10 — 30 to 40 percent less expensive 
than comparable national premium brands... GameStop 
has completed its $700 million sale of 1,284 AT&T 
Wireless stores to Texas-based Prime Communications, 

the Dallas Morning News reports. The 
sale will allow the retailer to increase its 
focus on its core gaming and collectibles 
businesses, said Executive Chairman Dan 
DeMatteo... What was widely expected 

has now happened: Gymboree Group, which operates 
more than 900 stores under its namesake banner as well 
as Crazy 8 and Janie and Jack, has filed for bankruptcy for 
the second time in less than two years. The retailer plans 
to shutter the Crazy 8 and Gymboree businesses while 
seeking a buyer for Janie and Jack... General merchandise 
retailer Shopko has filed for Chapter 11 bankruptcy 
protection and said it would close more than 100 stores 
as part of its reorganization plan. The troubled company, 
already in the midst of closing more than 60 stores, added 
38 more store closures with its bankruptcy announcement, 
CBS MoneyWatch reports. Shopko was not immediately 
able say how many of its 18,000 employees might be 
affected by the store closures. Purchased by Sun Capital 
Partners, a private-equity firm, for about $1.1 billion in 
2005, the Green Bay, Wis.-based company operates 363 
stores in 24 states under varying formats, according to its 
website... Walmart is adding more delivery companies to 
its roster to get groceries to shoppers’ homes, CNBC says. 
The retailer says in a blog post that it’s now working with 
Point Pickup, Skipcart, AxleHire and Roadie in cities 
across four states, to start, with a larger expansion to take 
place “in the coming weeks.” Walmart currently is working 
with DoorDash, Postmates and Deliv. And the company 
says it’s still on track to have its online grocery delivery 
service available in more than 800 stores by the end of this 
fiscal year, then doubling that in 2019... Sears’ unsecured 
creditors filed an objection yesterday to Chairman Eddie 
Lampert’s deal to save the company through his hedge 
fund, ESL Investments, requesting a public hearing to air 
its grievances. In documents filed in federal bankruptcy 
court, the committee said it has uncovered facts that 
demonstrate Sears’ downfall was “precipitated by years 
of misconduct by Lampert, ESL, and others against Sears 
and its creditors,” in addition to the broader challenges 
facing the retail industry. A hearing is scheduled for Feb. 
1, at which the judge overseeing the case will assess the 
merits of any objections.
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NETWORK NEWS
  NBC has handed a pilot order to Lincoln (fka The Bone 
Collector), a drama based on the bestselling book series 
by Jeffery Deaver which had been previously adapted into 
the 1999 movie of the same name. Written by VJ Boyd 
and Mark Bianculli, Lincoln follows forensic criminologist 
Lincoln Rhyme, who was seriously injured during his hunt 
for the serial killer known as the Bone Collector. Called 
back into action when the killer re-emerges, Lincoln forms 
a unique partnership with Amelia Sachs, a young beat cop 
who helps him hunt the mastermind... Deadline reports that 
British actor Fabien Frankel has landed 
the lead role of Theo Sipowicz in ABC’s 
pilot NYPD Blue, a new iteration of the 
iconic cop drama. The sequel centers 
on Theo, the son of Dennis Franz’s 
Detective Andy Sipowicz character from 
the original series, who tries to earn his 
detective shield and work in the 15th 
squad while investigating his father’s 
murder. Frankel’s Theo leads a quartet 
that includes Detective Nicole Lazarus 
(Alona Tal) and two cast members from 
the original series, Kim Delaney and Bill Brochtrup, who 
will reprise their roles as Diane Russell and John Irvin... 
Peter Sarsgaard will lead the cast of CBS All Access’ 
straight-to-series true-crime drama Interrogation. It’s an 
original concept based on a true story that spanned more 
than 30 years, in which a young man was charged and 
convicted of brutally murdering his mother. Each episode 
is structured around an interrogation taken directly from the 
real police case files, with the goal of turning the viewer into 
a detective. Sarsgaard will play the detective on the case.

ALCOHOLIC-DRINK MAKERS TURNING TO PLAN B
  Americans are increasingly laying off the booze, prompting 
the world’s biggest brewers and liquor companies to push 
beyond their traditional fare and roll out teas, energy drinks 
and nonalcoholic spirits, The Wall Street Journal reports.
  New data show that U.S. alcohol volumes dropped 0.8 
percent last year, slightly steeper than the 0.7 percent 
decline in 2017. Beer was worst hit, with volumes down 1.5 
percent in 2018, compared with a 1.1 percent decline in 
2017, while growth in wine and spirits slowed, according 
to data compiled for The Journal by industry tracker IWSR.
  The fall in alcohol volumes reflects “a growing trend toward 
mindful drinking or complete abstinence, particularly among 
the millennial cohort,” says IWSR’s U.S. head Brandy 
Rand. Wine grew by 0.4 percent, down from 1 percent the 
year before, while spirits climbed 1.9 percent, compared 
with 2.2 percent in 2017. IWSR’s figures are based on 
products shipped.
  In response to the slowdown, alcohol makers are trying 
to diversify. Molson Coors Brewing Co. has turned to 
kombucha, Budweiser brewer Anheuser-Busch InBev 
sells a spiked coconut water, and Smirnoff maker Diageo 
wants teetotalers to start mixing cocktails with a pricey, 
alcohol-free gin alternative.
  IWSR forecasts low- and no-alcohol products in the U.S. 
— still a small slice of the market — to grow 32.1 percent 
between 2018 and 2022, triple the category’s growth over 
the past five years.
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James Corden

Netflix just announced they 
will be raising subscription 
prices by up to $2 a month. 
Yeah, I know, this is awful 

news for the person whose 
account you use.

AVAILS
  CBS owned and operated WUPA Television, Atlanta’s 
CW affiliate in the 10th-ranked market, is seeking a local 
Account Executive. This role will lead an established 
client base, with a strong emphasis on developing markets 
and advertisers not currently served. Ideal candidate 
will grow their expertise in CRM pipeline management 
process, digital reach extensions including OTT platforms, 
and linear broadcast sales. Background working with 
WideOrbit, Comscore, Strata, Salesforce CRM, Kantar 
Media, Prime Lingo, Winmo and programmatic ad 

exchanges is preferred.  CLICK HERE 
to apply. No calls! WUPA is an EOE.
  WHEC-TV, News10NBC, Rochester, 
N.Y., a Hubbard Broadcasting station, 
seeks an energetic, passionate, 
analytical and creative Digital Sales 
Manager. This person is responsible 
for leading digital sales revenue goals, 
developing and selling digital and 
non-spot cross-platform marketing 
campaigns. The DSM directs a 
team of well-trained, digitally savvy 

AEs, ensuring that revenue retention, news business 
development and products and services are in a 
continuous state of growth. Great working environment, 
competitive salary and benefits. CLICK HERE for more 
info or to apply.  No calls! EOE.
  KDVR, FOX31 Denver and Colorado’s Own 2, Tribune 
Broadcasting stations, has an opening for an experienced 
Account Executive. The AE is responsible for managing 
and growing transactional accounts and the development 
of new business and digital business. Bachelor’s degree 
and 1-3 years’ experience in sales and online/digital sales 
experience preferred. Must have a demonstrated ability 
to close new business! Qualified candidates, send cover 
letter and resume to: ktorgerson@tribunemedia.com. 
EOE.
  Account Executive: WSMV, a Meredith Corporation 
TV station in Nashville, Tenn., has an awesome 
opportunity in Music City. Are you an over-performing 
salesperson ready to move to a bigger market and 
bigger opportunities? We’re looking to expand our sales 
team, and if you answered “YES” then we need to talk to 
you. We’re searching for talented and creative Account 
Executives who know how to grow existing accounts 
and develop new business. Apply directly online at www.
meredith.com/careers or send your resume directly to 
Paul.Scott@wsmv.com. EOE
  General Manager, 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 best candidate 
will facilitate financial goals being met, establish long-
range goals and strategies that will result in the growth 
and long-term viability of the stations, further the creative 
marketing vision and community based informational 
programming as well as related digital content. To apply, 
please send your resume to: wfxbcareers@wfxb.com. 
EOE.

See your ad here tomorrow! CLICK HERE for details.
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THE HIGH PRICE OF PASSWORD SHARING
  Some 16 percent of U.S. broadband units are sharing 
their passwords for their video service with other people, 
according to Parks Associates.
  Previously, Parks estimated that password sharing could 
cost TV/video providers $9.9 billion by 2021.
  Other studies show millennials share passwords more 
often — up to 35 percent, according to media research firm 
Magid, which released a study earlier this year. Magid says 
this is nearly double the percentage of 19 percent for older-
Generation Xers with subscriptions, and nearly three times 
the percentage (13%) of baby boomers.
  Magid says younger users — 21 years 
and under — are sharing at an even 
higher rate, about 42 percent.
  Eliminating the need for passwords are 
thumbprint and voice authentication. But 
Parks says only one-third or fewer of U.S. 
broadband households are willing to use 
these tools.
  The Parks study also says 54 percent 
of U.S. broadband households are willing, 
or very willing, to enter a username and 
password once and save it on a device.
  Overall, 62 percent of consumers indicate they are 
concerned about hacking an online service and obtaining 
personal information.
  The Parks study was done in the fourth quarter of 2018. It 
draws from multiple online surveys fielded between 2011 and 
the first quarter of 2018, consisting of up to 10,000 heads of 
broadband households in the U.S.

NFL’S RATINGS REBOUND NO ACCIDENT
  Ad Age says the NFL is heading into Championship 
Sunday with a spring in its step as ratings for the first two 
rounds of the playoffs suggest that the league’s season-long 
ratings rebound hasn’t been a fluke.
  According to Nielsen live-plus-same-day data, the four 
Wild Card and four Divisional Round broadcasts averaged 
30.4 million viewers and a 17.2 household rating, which 
works out to a 10 percent improvement compared to last 
year’s analogous games. Seven of the eight postseason 
showdowns put up higher numbers than their year-ago 
counterparts.
  The biggest draw of the two early rounds came courtesy of 
Fox’s coverage of Sunday evening’s hotly contested Eagles-
Saints matchup, a win for New Orleans, which averaged 38.2 
million viewers and a 20.9 rating, up 8 percent compared to 
last year’s Saints-Vikings window.
  Advertisers buying time in Sunday’s games are investing 
as much as $3.2 million for each 30-second slice of in-game 
inventory. Among the top spenders: Verizon, Ford, Geico, 
Progressive, AT&T, Chevrolet, Apple, State Farm, Bud 
Light and Hyundai.

DONE DEAL
  Lockwood Broadcast Group has appointed Denise 
Vickers general manager of its Fox affiliate WFXG Augusta, 
Ga. Vickers was most recently the station manager and VP 
of news at WHNT Huntsville, Ala. WFXG is one of four Fox 
affiliates acquired by Lockwood at the close of the Gray-
Raycom merger on Jan. 1.

THIS AND THAT
  A Pew Research Center survey has found that while 
74 percent of U.S. adult Facebook users didn’t know that 
Facebook kept track of their interests and traits for ads, just 
over half were uncomfortable with the practice. “Americans, 
being Americans, say that it matters, but they behave in a way 
that doesn’t indicate that it matters,” said Pew’s Lee Rainie... 
YouTube has announced a policy amendment that bans 
videos encouraging “dangerous challenges and pranks,” 
The New York Times reports. The amendment follows 
various viral dares that have caused physical or emotional 

harm, such as the Tide pod challenge 
and the recent Bird Box challenge, 
which was inspired by the Netflix 
movie. Speaking of Bird Box, Netflix 
has broken its longstanding practice of 
withholding viewer data to reveal that it’s 
been viewed by 80 million households 
in its first four weeks of release... Labor 
markets tightened across the U.S. as 
businesses struggled to find workers and 
wages grew moderately, the Federal 
Reserve said in its latest report on the 

economy. The central bank’s “Beige Book” report found tight 
labor markets across all 12 Fed districts.

SURVEY REASSERTS TV’S POLITICAL POWER
(Continued from Page 1)
believe what they saw on cable news channels, while 21 
percent doubted what’s on network newscasts. Gerber says 
when it came to trustworthiness, national media did worse 
than local outlets.
  The survey was conducted by Research Now SSI as part 
of the TVB’s We Get Voters initiative. Data was collected 
via an online survey of 10,000 registered voters in the four 
days following the 2018 midterm elections in 10 tossup 
states including Arizona, Florida, Illinois, Indiana, Michigan, 
Minnesota, Missouri, Nevada, Ohio and Wisconsin.
  Download the TVB’s guide for 2019-20 political races HERE.
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Funny Tweeter

Welcome to 50, where your 
body says no to you far more 
than you have the energy to 

say it to your kids.

WEDNESDAY NIELSEN RATINGS - LIVE + SAME DAY
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