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SOME STATIONS LOSE UP TO 25% OF VIEWING
  By one tally there have been more than 200 television 
blackouts across the U.S. so far this year as local station 
owners and cable and satellite providers have gone head-
to-head over how much money over-the-air stations should 
be paid to have their signals distributed. Now there’s some 
talk of finding a fix to the blackout epidemic in Washington, 
where a bipartisan bill aims to update copyright laws to make 
it tougher for disputes to lead to lost local 
channels for consumers.
  Reps. Anna Eshoo (D-Calif.) and Steve 
Scalise (R-La.) have introduced the Modern 
Television Act of 2019. The bill would 
replace the current retransmission consent 
system with a mechanism by which the FCC 
could compel parties to seek “baseball-style” 
binding arbitration through a neutral third 
party following an extended impasse or a finding of bad faith. 
In doing so, the sponsors say consumers would be protected 
from blackouts, and copyright holders would be assured 
they’d get paid for their content during the process.
  In announcing the proposal, Eshoo said that the 200 
blackouts recorded so far in 2019 are more than double 
the number logged five years ago. “In fact, my constituents 
are facing major broadcast blackouts right now,” she said. 
“These outdated regulations end up hurting consumers in 
their wallets.” She said cable and satellite companies paid 
more than $10 billion last year to carry local TV stations.
  But the TV group owners have largely been winners from 
the blackouts, typically walking away with higher retrans fees 
from cable and satellite companies. So not surprisingly, the 
National Association of Broadcasters, which represents 
TV groups, opposes the bill, saying it would “undermine” 
America’s leadership in free and local broadcasting.
  At the same time, AT&T, parent of DirecTV, said it’s all 
for new laws since they recognize the nearly 30-year-old 
rules are harming consumers. It accuses broadcast TV 
station owners of using “special protections” in current law 
to demand price increases from the customers of cable and 
satellite distributors for TV programming that consumers 
watch less and less. “Unfortunately, the result of this broken 
system is an alarming number of TV blackouts,” the company 
said in a statement. The bill also has the support of several 
taxpayer rights and media advocacy groups.
  The current blackout list includes AT&T pulling CBS stations 
off DirecTV. And Nexstar stations have also gone dark on 
DirecTV in a separate standoff.
  As screens remain dark, there’s word of how losing viewers 
on one pay TV service can impact a local station. Media 
blogger Robert Feder reports CBS O&O WBBM-TV in 
Chicago has lost more than a quarter of its viewers after being 
blacked out on DirecTV. Nielsen data shows WBBM ratings 
were down an average of 28 percent last week. Feder says 
the station’s 10 PM newscast was taking an even bigger hit, 
with ratings down by as much as 33 percent.

CONGRESS TACKLES GROWING TV BLACKOUT PROBLEM
ADVERTISER NEWS
  Shares of Under Armour fell in yesterday’s pre-market 
trading after the athletic wear brand lowered its sales 
forecast in North America to a slight decline, CNBC reports. 
The company’s prior guidance projected “relatively flat” sales 
in 2019. Under Armour narrowed its loss during the second 
quarter to four cents, an improvement over a 21-cent decline 
during the same period last year... Beyond Meat, which has 

seen its share price rise to around $205 since 
launching its IPO at $25, saw its stock fall 14 
percent on news that its earnings per share fell 
24 cents during the second quarter. According 
to Fast Company, analysts were expecting 
an eight-cent decline. Beyond Meat reported 
a 287 percent increase in year-over-year net 
revenue for the period... Mini plastic bottles 
of shampoo, conditioner and skin lotion may 

follow plastic straws as the next big thing to be replaced in 
the hospitality industry, The New York Times reports. Hotels 
have gotten behind plastic straw bans and now IHG, which 
operates the Holiday Inn and Intercontinental Hotel brands, 
plans to get rid of the mini bottles offered as a courtesy to 
guests. Instead, the chain plans to add refillable dispensers 
for these items in its guest rooms... Stop & Shop will no 
longer be giving customers in Connecticut single-use plastic 
bags to carry their purchases home, NBC Connecticut 
reports... Macy’s has installed interactive Fragrance Bars 
from tech firm Perch at 34 of its stores this summer, in 
a push to meld some of the best features of in-store and 
online shopping. Shoppers can access detailed information 
about 30 different scents by picking up the bottle, sniffing the 
fragrance and interacting with the screen... Gap’s first spot 
for the back-to-school season is part of a bigger effort by the 
retailer to grow sales and turn around the brand by focusing 
on the children’s apparel market, which is forecast to grow to 
$40.6 billion by 2023, according to Mintel. The spot features 
a band of musically talented kids wearing Gap’s back-to-
school fashions while playing the song “Sweet Child O’ Mine” 
by Guns N’ Roses... Charlotte’s Web and Veritas Farms 
have signed deals with Kroger to bring their CBD products 
to 1,350 stores across 22 states, Supermarket News 
reports. The items will roll out to banners including Kroger, 
Dillons, Fry’s, Fred Meyer, King Soopers, Mariano’s 
and Smith’s... Retailers worldwide are investing about $3.6 
billion in artificial intelligence technology and are expected to 
spend $12 billion in the next four years, according to Juniper 
Research. Kroger is building 20 automated warehouses and 
is trying out autonomous delivery cars; and many Giant 
Food Stores and Stop & Shop locations have introduced 
a robot named Marty to locate aisle hazards and run price 
checks... Urban Outfitters has debuted a fashion rental 
platform called Nuuly, with styles from upwards of 100 
brands including Urban’s own brands, Levi’s and Gal Meets 
Glam. Modern Retail says subscribers will pay $88 per 
month to rent up to six pieces at a time.
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AVAILS
  WPBF 25, the Hearst-owned ABC affiliate in the beautiful 
West Palm Beach market, has an incredible opportunity for 
you! WPBF 25 is looking for a dynamic sales superstar to 
join our phenomenal sales team. The ideal candidate will 
bring both Broadcast and Digital sales experience and will 
possess the drive and ability to thrive in a fast-paced, highly 
competitive market. Your creativity, originality and passion for 
developing new business will be encouraged and rewarded! 
CLICK HERE to apply. EOE.
  KMBC-TV, Hearst Television’s ABC affiliate in Kansas 

City, has an opening for an experienced 
Account Executive. We are 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 as well as the 
ability to effectively negotiate. If you 
have a proven track record of producing 
revenue on multiple platforms, click 
HERE to apply. EOE.

See your ad here tomorrow! CLICK HERE for details.

VIEWING DOWN, BUT TV ADVERTISING STABLE
  Despite double-digit percentage declines in traditional TV 
viewership, TV advertising remains stable, TV News Daily 
reports. A Bernstein Research report says broadcast TV 
networks showed a 13 percent decline, with cable networks 
sinking 15 percent, in Nielsen-measured C3 prime-time 18-
49 viewing for the second quarter of this year.
  Total average viewership did a bit better, with broadcast 
networks down 8 percent and cable TV networks down 10 
percent during the period, according to the report.
  Previous quarters show similar 18-49 viewership declines 
in total national TV viewing: a 15 percent drop in Q2 2019 
(broadcast and cable); a 15 percent drop in Q1 2019; 11 
percent down in Q4 2018; 12 percent in Q3 2018; and a 9 
percent dip in Q2 2018.
  Still, Todd Juenger, media analyst of Bernstein Research, 
notes TV networks groups are maintaining ad revenue. 
“Falling audiences represent a sharp decline in the supply 
pool of available video advertising impressions in the 
marketplace,” he said. “But demand has remained stable, 
and the growing substitutes (online video) are not yet big 
enough in absolute to replace the loss in TV supply... So with 
stable demand and falling supply, the unit price of delivering 
an advertising message gets bid up (which we see in CPM 
increases), and revenue remains stable (for now).”

CONSUMER CONFIDENCE REBOUNDS IN JULY
  American consumer confidence rebounded this month to 
the highest level since November after drooping in June, The 
Associated Press reports.
  The Conference Board said yesterday that its consumer 
confidence index rose to 135.7 in July from 124.3 in June. 
The bounce back from last month’s drop was much stronger 
than economists expected. The index measures consumers’ 
assessment of current economic conditions and their 
expectations for the next six months. Both rose substantially 
in July.

STUDY: BRANDS FALL SHORT ON OMNICHANNEL
  No matter what age, gender or location, consumers around 
the world agree that physical and digital engagement is 
paramount for effective customer engagement.
  That’s according to a survey by the Chief Marketing Officer 
Council, in partnership with Pitney Bowes, in which some 
85 percent of global consumers said that a blend of both 
digital and physical channel experiences is the preferred 
way of interfacing with brands. At the same time, only 13 
percent of consumers said they believed that brands are 
fully meeting this expectation and delivering across both 
physical and digital channels.
  The study, Critical Channels of Choice, 
bucks the assumption that younger 
generations are digital-only. Eighty-
seven percent of Millennials (born 
1981-1996) and Gen Z (born after 1997) 
said they prefer an omnichannel choice 
of communications. The overwhelming 
majority (91%) suggest that omnichannel 
experiences are either important or 
critical, with 29 percent suggesting that 
companies should be “where I want, 
when I want, ready to share and communicate how I expect.”
  Across all generations, key omnichannel touchpoints are 
an expectation, not an option. These include access to 
email, phone, Web, in-person engagements, video, social 
media and printed mail.

BIG RETAILERS EMBRACE CLICK-AND-COLLECT
  Walmart and Nordstrom are opening pickup hubs in cities 
and dense suburban communities to cater strictly to click-
and-collect shoppers. In other words, these will not be stores 
where shoppers can walk in, view the merchandise and 
shop, CNN reports.
  In recent weeks Walmart opened a 40,000-square-foot 
Walmart Pickup Point outside Chicago. Customers who 
have preordered online drive up to the bays, and Walmart 
staff then load up their car trunks. The shoppers don’t enter 
the store at all.
  Nordstrom Local operates similar hubs in Los 
Angeles and is scheduled to open two in New York City in 
September. These enable shoppers to pick up and return 
merchandise and to have alterations performed as needed. 
Nordstrom also offers click-and-collect pickup at all of its 
100 stores. Walmart says it will be doing this at about 3,000 
stores by the end of this year.
  Some 15 percent of U.S. shoppers have already shopped 
this way at some point, and click-and-collect sales will 
probably have reached about $35 billion annually by next 
year, according to financial services firm Cowen.

NETWORK NEWS
  The CW is adding a live, ad-supported linear extension of 
its six-year-old digital network, CW Seed, with PeopleTV 
onboard as launch content partner, Deadline reports. CW 
Seed Live will come online in late fall of 2019 via CWSeed.
com and the CW Seed app. The app has distribution 
on Roku, Apple TV, Fire TV, iOS, Android, Xbox, 
Chromecast and Android TV. PeopleTV draws from 
material in Meredith’s People and Entertainment Weekly 
media brands.
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Seth Meyers

Once you get past funny, 
my other qualities are so 
below average. It’s not 

like I’m handy.

https://hearst.referrals.selectminds.com/television/jobs/account-executive-5269
https://hearst.referrals.selectminds.com/television/jobs/account-executive-6505
https://www.spotsndots.com/site/forms/online_services/classified_ad/
https://www.cmocouncil.org/thought-leadership/reports/critical-channels-of-choice


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

STUDY: VOICE TECH NOT FOR BIG-TICKET ITEMS
  More than half (57%) of consumers said they would use 
voice technology to pay for low-priced goods and services, 
per a study that global payments provider Paysafe shared 
with Mobile Marketer. The firm’s research found that 11 
percent of people have used voice to confirm their identity 
when purchasing items online.
  Fifty-three percent said voice tech is quicker and more 
convenient than traditional payment methods. About two-
thirds said a greater choice of verification methods, such 
as voice and fingerprint, make them feel more secure 

about online payments. A big majority 
of consumers (81%) said they feel most 
comfortable if a password is included in 
the process.
  In the study, just 18 percent of consumers 
said they would pay for a vacation or 
book flights via voice. More than a third 
(37%) said they trust that their financial 
information is secure when using voice 
tech, while 45 percent said they don’t 
want companies having access to their 
personal biometric details.

  Paysafe worked with agency Loudhouse to survey more 
than 6,000 people in the U.S., U.K., Canada, Germany, 
Austria and Bulgaria.
  While voice commerce is forecast to grow to more than 
$80 billion a year by 2023, it mostly will consist of money 
transfers and digital media like on-demand movies, music 
and TV shows — not physical goods, Juniper Research 
said. Only about one out of five consumers have shopped 
using a voice assistant, per a study by digital commerce 
firm Sumo Heavy.

THIS AND THAT
  Uber is laying off 400 marketing employees, about one-
third of the department, to trim costs after it went public two 
months ago. The company has about 25,000 staff globally... 
Sales of Sony’s PlayStation 4 console have hit 100 million, 
reaching the mark two months faster than Nintendo’s Wii 
did, The Verge reports. Sony says that for the first time, 
sales of games via digital downloads have surpassed sales 
of physical discs.
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Carol Burnett

We don’t stop going 
to school when we 

graduate.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY

NETWORKS CRAMMING IN THE COMMERCIALS
  As TV networks lose more subscribers to cord-cutting, 
they’re showing more commercials to keep revenues afloat, 
Fast Company reports.
  A new report by MoffettNathanson says networks averaged 
12 minutes and 12 seconds of advertising per hour in the 
second quarter of 2019, up from 12 minutes flat a year ago. 
With the exception of Fox, which shaved six seconds off its 
ad loads last quarter, every major network group increased 
its advertising year-over-year. (A&E networks had the 
biggest increase, from 13.5 minutes to 14 minutes per hour, 
while Viacom channels remain the most 
ad-laden at 14.3 minutes per hour.)
  Although the industry made an effort 
to ease up on commercials around 
the middle of 2017, networks have 
consistently increased their ad loads 
every quarter since then.
  Incidentally, ratings were also down in 
the 18-49 demo across the industry, with 
MoffettNathanson estimating a 9 percent 
decline year-over-year for broadcast 
networks and a 14 percent decline for 
cable networks.
  But between more advertising and ever-higher carriage 
fees, networks aren’t yet feeling the effects of a dwindling 
audience. All of which adds up to what MoffettNathanson 
describes as a “strange juxtaposition” in media stocks: “one 
of crumbling fundamentals and strong stock performance.”

REPORT: SLOWDOWN IN BACK-TO-SCHOOL SALES
  A new report indicates that retailers shouldn’t expect a big 
jump in 2019 back-to-school sales over last year. Coresight 
Research’s U.S. Back to School 2019: Retail Outlook report 
forecasts a 2 percent to 2.5 percent year-over-year increase 
in back-to-school retail sales this year (the metric reflects 
total sales by non-food retailers from July to September).
  The estimate represents a meaningful slowdown from last 
year, when nonfood retailer sales grew 4.4 percent in same 
period, according to Coresight Research.
  “Our estimates are informed by June survey data from 
Prosper Insights & Analytics, which finds that only 17.1 
percent of back-to-school shoppers expect to spend more 
this year than last, while some 60 percent say they will spend 
the same amount,” the Coresight report stated. “Last year 
we saw a net 22.8 percent of back-to-school consumers 
expecting to spend more, which is higher than this year’s 
number, indicating a slowdown in spending growth for 2019.”
  Coresight Research says the biggest category for back-
to-school spending is clothing and accessories, with 
expected per-household expenditure of $239.82, followed 
by electronics at $203.44. Shoes and school supplies are 
expected to reach $135.96 and $117.49 per household, 
respectively. Spending on electronics during this season will 
increase from $187.10 last year but remain slightly below the 
$204.33 seen in 2017.
  The department store remains the top destination for back-
to-school shopping, although the proportion of respondents 
saying they will shop there declined 4.7 percentage points 
year over year to 52.5 percent. However, discount stores 
overtook online as the second biggest channel with 50.1 
percent expecting to shop at discount stores.

https://coresight.com/research/us-back-to-school-2019-retail-outlook/

