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STUDY: WILL TOP 50% OF GLOBAL SPEND IN 2021
  Internet advertising will account for 52 percent of global 
advertising expenditure in 2021, exceeding the 50 percent 
mark for the first time, according to research released 
earlier this month by Zenith. That’s up from the 47 percent 
of global ad spend in 2019 and 44 percent in 2018.
  However, Telecompaper reports, the growth rate is falling 
as the internet ad market matures. Internet ad spend grew 
17 percent in 2018, but activity in the first half of 2019 
leads the agency to expect only 12 percent growth for the 
year.
  By 2021, researchers expect internet ad spend 
growth to fall to 9 percent year on year. Growth is 
led by the overlapping channels of online video 
and social media, which are expected to grow 
at average rates of 18 percent and 17 percent a 
year, respectively, to 2021.
  Other channels are growing much less rapidly. Paid 
search, which accounted for 37 percent of internet 
ad spend in 2018, grew by 11 percent that year, and 
researchers forecast its growth rate to fall to 7 percent 
in 2021. A lot of innovation in search is taking place in 
voice, which is currently not monetized. Online classified 
advertising is starting to lose out to other digital channels 
or free alternatives.
  Within the traditional media, print has long been in 
decline as online alternatives have taken their readers and 
advertisers. The ad revenues of printed newspapers and 
magazines peaked at $164 billion in 2007 and will total just 
$70 billion this year. Broadcast television is now beginning 
to shrink, though not nearly on the same scale: the 
researchers expect traditional TV ad revenues to shrink 
every year from now to 2021, falling from $184 billion in 
2018 to $180 billion in 2021.
  Other traditional media are more healthy. Radio is 
increasing its ad revenue by 1 percent annually. Out-of-
home contractors continue to expand their digital display 
networks, contributing to 4 percent annual growth in their 
revenues. Cinema, though accounting for a tiny 0.8 percent 
of total adspend, is growing at 12 percent a year, thanks 
mainly to a boom in the popularity of cinema in China.
  The researchers forecast global ad spend to grow by 4.6 
percent in 2019 to reach $639 billion. That’s marginally 
down from the 4.7 percent growth forecast in March, but is 
a strong result given the increased estimates of how much 
was spent in 2018. Zenith now estimates growth in 2018 at 
6.4 percent, up from its previous estimate of 5.9 percent, 
creating a tougher comparative for 2019.
  Global ad spend is forecast to increase by $28 billion 
this year. Almost half this growth ($13 billion) will come 
from the U.S., which is benefiting from very rapid growth in 
internet advertising – at 15.4 percent, ahead of the global 
average of 11.7 percent. China will be the next biggest 
contributor to growth, adding $4 billion in extra ad spend, 
followed by the UK and India at $1 billion each.

ONLINE ADVERTISING ASCENDANT, BUT GROWTH SLOWS
ADVERTISER NEWS
  Big shoe brands including Nike and Adidas are speeding 
up sneaker releases to meet growing demand from Gen 
Z consumers, but it can be hard for smaller retailers to 
keep up with the quickening pace of the sneaker market. 
As a result, Bloomberg reports, smaller merchants are 
focusing on the shopping experience with efforts such as 
two-store retailer Sole Classics’ vending machines and 
its bar with a daily happy hour... An unlimited burger-and-
fries offering at Krystal has sparked customer curiosity 

and sales — so much so that the company is 
extending the offer through August. Krystal’s all-
you-can-eat promotion is part of a larger effort 
to innovate and improve operations, says CEO 
Paul Macaluso... Walmart is continuing to 
make executive changes as it works to integrate 
physical and digital operations, according to an 

internal memo. The retailer is merging its e-commerce and 
greater U.S. finance teams, as well as its supply chain 
groups, with Greg Smith set to lead the newly integrated 
supply chain team... Advertisers spent 3.8 times more 
for Amazon’s 2019 global Prime Day compared to any 
other day during the month of July and generated 5.8 
times their typical revenue, according to a Kenshsoo 
report. The increased spend focused primarily on toys and 
games, health and beauty, computers and electronics, and 
consumer packaged goods... Ford says it will invest $50 
million upgrading a Chicago facility to partially assemble 
hybrid electric SUVs and vehicles for police use, creating 
450 jobs. After retooling, the new production line will 
later this year start partially assembling hybrid versions 
of the Ford Explorer sport utility vehicle and the luxury 
Lincoln Aviator Grand Touring SUV, Reuters reports... 
Etsy is creating a presence for itself in a new vertical. 
The handmade and vintage goods e-commerce retailer is 
acquiring Reverb Holdings, a privately-held global online 
marketplace for new, used and vintage music gear, for $275 
million in cash. Reverb, which will operate as a standalone 
business when the deal closes, was founded in Chicago in 
2013. Chain Store Age reports Etsy intends to leverage its 
expertise to improve Reverb’s search and discovery, make 
selling and buying easier, and continue building its global 
brand and user community. Reverb’s sellers are generally 
individuals, brick-and-mortar retailers, dealers of all sizes, 
and performing artists... Gap plans on doubling down on 
its two-year-old Bright Rewards program, which allows 
shoppers to earn and spend rewards across Gap brands, 
Retail Dive reports. Bright now boasts more than 5 million 
members, a spokesperson said. The company began 
piloting the program in 2017, expanded it last year to all 
California stores and now offers it through more than 630 
stores and online. Customers using Bright Rewards are 
more likely to shop more often, and they spend as much as 
20 percent more than non-members, Gap head of loyalty 
Abinta Malik said in a company blog post.
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AVAILS
  WJZY/WMYT, the Fox O&O television station in Charlotte, 
N.C., seeks a highly motivated Account Executive who will 
help local and regional advertisers achieve their business 
objectives through effective TV and digital advertising. The 
ideal candidate must be able to identify qualified targets, use 
strong communication and presentation skills throughout 
the sales process, and maintain a high closing ratio. A four-
year college degree is required. Media sales experience is 
strongly preferred. Knowledge of media math, TV ratings and 
web metrics is a plus. CLICK HERE for details or to apply 

now. EOE/M/F/V/D.
  ABC7 Los Angeles is seeking a 
Director of Strategic Partnership 
Sales who will be responsible for 
driving non-traditional revenue across 
all KABC media platforms. Candidate 
will craft a compelling sales story, share 
it with passion, conviction, integrity and 
authenticity, close the deal, and deliver 
superior customer relations and service. 
You will develop new business and “go 
to market” strategies and tactics. Please 

apply online at www.ABC7.com/jobs. Equal Opportunity 
Employer — Female/Minority/Veteran/Disability/Sexual 
Orientation/Gender Identity.
  KOMO/KUNS in Seattle is seeking an experienced 
Business Manager. We are looking for someone to oversee 
the Accounting and Payroll functions in 
accordance with company policies and 
procedures. Responsibilities include 
assisting with the management of financial 
reporting and general accounting functions 
of multiple stations, and ensuring that all 
documentation complies with Sarbanes-Oxley, company 
regulations and GAAP reporting guidelines. Bachelor’s 
degree in Accounting or Finance required. CLICK HERE to 
apply. Sinclair Broadcast Group, Inc. is proud to be an Equal 
Opportunity Employer and Drug Free Workplace!
  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.

See your ad here tomorrow! CLICK HERE for details.

THIS AND THAT
  Credit-reporting company Equifax will pay up to $700 
million to settle claims it broke the law during a massive 
2017 data breach and to repay harmed consumers, in a 
landmark settlement that was nonetheless criticized by 
consumer advocates and some lawmakers who called for 
stricter regulation... Microsoft has agreed to pay about 
$25.3 million, including a criminal fine, to settle U.S. 
charges it made improper payments that were used to 
bribe government officials in Hungary and other countries, 
Reuters reports.

NETWORK NEWS
  The Season 4 premiere of The CW’s Riverdale will feature 
a special tribute to Luke Perry. Perry’s former Beverly 
Hills, 90210 co-star Shannen Doherty will guest star in the 
episode, which will air Wednesday, Oct. 9, at 8 PM (ET). 
Entitled Chapter Fifty-Eight: In Memoriam, the season 
premiere will reflect Perry’s legacy and the imprint his 
character, Fred Andrews, had on Riverdale... Maria Elena 
Salinas, a longtime anchor on Univision’s evening news, 
is joining CBS News as a contributor. Salinas will contribute 
reports across CBS News broadcasts and platforms and will 
cover the run-up to the 2020 election. 
While at Univision, Salinas was co-host 
of Noticiero Univision and co-host of 
newsmagazine Aquí y Ahora. Salinas 
has interviewed world leaders, including 
every U.S. president since Jimmy 
Carter, and covered virtually every major 
national and international news event of 
our time.

AMAZON SPENT $8.1M ON TV FOR 
PRIME DAY
  Prime Day was a good for TV networks, Broadcasting & 
Cable reports. Online giant Amazon spent $8.1 million on 
TV commercials to promote Prime Day, Kantar says.
  The $8.1 million was part of the $13.2 million Amazon spent 
overall on TV from July 1 to July 16. Of its spending behind 
Prime Day, $4.3 million went to cable TV networks. The 
internet retailer spent $1.8 million on network television and 
$1.6 million on Spanish-language TV. Kantar said the level of 
Spanish-langauge TV spending indicated the importance of 
the Hispanic market to Amazon.
  Amazon also spent $5.9 million on internet display ads from 
July 1 through July 16. The bulk of that spending was Prime 
Day banners on Amazon.com.
  Search was also a significant part of Amazon’s promotion 
for Prime Day. It spent $350,000 sponsoring the keyword 
“Amazon” Prime during the 16-day period.

DISNEY’S ‘LION KING’ TV AD SPEND NEARS $30M
  Disney’s big summer movie The Lion King rocketed to 
$185 million in box-office results for its opening day weekend, 
according to reports, surpassing the total gross box-office 
results on its own versus the same weekend a year ago, 
Media Daily News reports.
  Over the last two months, according to iSpot.tv, Disney is 
estimated to have spent $21.6 million in national/regional TV 
advertising for the movie — at $29.7 million overall. It has 
had 4,524 airings.
  Disney had more good news, with its Avengers: Endgame 
becoming the all-time top-grossing theatrical movie worldwide 
(topping Avatar), now totaling $2.79 billion, according to 
BoxOfficeMojo.com. Total U.S. national TV advertising 
spending for the movie is at $24.9 million with 3,697 airings.
  Over the last two months, the biggest theatrical advertising 
spenders were: Disney-Pixar’s Toy Story 4 at $25.1 million 
(5,594 total airings); Universal Pictures’ The Secret Life of 
Pets at $22.9 million (5,290); The Lion King at $21.6 million 
(4,524 airings); Sony Pictures’ Spider-Man: Far From 
Home at $23.9 million (4,301); and Fox’s Stuber at $20 
million (7,291).
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Stephen Colbert

I have a doctorate in fine 
arts from Knox College in 
Illinois. All I did was give a 

speech, and now everybody 
has to call me Dr. Colbert.
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TELEVISION STILL RULES POLITICAL AD SPEND
 Growth in political ad spending is expected to slow 
dramatically during the 2019-2020 election cycle, according 
to Kantar Media, which predicts political campaigns for U.S. 
federal office will spend $6 billion on paid media placements 
this year. But a greater share than ever will be directed toward 
digital channels.
  Kantar predicts federal election spending this cycle to 
increase 14 percent. Growth in 2018 was 21 percent.
  Of the $6 billion in political campaign spending this cycle, 
Kantar expects 20 percent, or $1.2 billion, to go to digital. 

TV still wins the lion’s share of campaign 
budgets, with almost three-quarters of 
the total split between broadcast and 
cable TV.
  Other recent estimates, from political 
ad-tracking firm Advertising Analytics 
and marketing analytics company Cross 
Screen Media, posited an even greater 
reliance on digital. Those companies also 
predicted U.S. political campaigns would 
spend $6 billion on ads this cycle, but 
they expected $1.6 billion to be devoted 

to digital video alone. That was more than double 2018 digital 
video spending and more than the $1.02 billion they thought 
political campaigns would spend on cable TV ads.
  Demand-side platform Centro released information in June 
about how state and local campaigns that had used Centro’s 
platform to buy ads in the 2018 election cycle allocated their 
spending. A majority (56%) went to video.
  eMarketer estimates that U.S. advertisers will spend 
$42.58 billion on digital video placements overall, amounting 
to 28.1 percent of digital ad spending. Most will be bought 
programmatically, with 82 percent of U.S. digital video ad 
spending forecast to be transacted in automated channels 
next year.
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It is awfully important to 
know what is and what is 
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MARKETERS ‘BEWILDERED’ BY OPTIONS
  Most local marketers from small and medium-size 
businesses don’t use marketing opportunities like smart 
speakers and voice, according to a new study.
  The Borrell Associates annual survey of local advertisers 
is scheduled for release in September. Preliminary findings 
show an interesting theme, wrote Gordon Borrell, CEO at 
Borrell Associates, in an e-mail to Search Marketing Daily.
  “Remember the saying ‘100 channels and nothing on 
TV?” he wrote. “It’s pretty clear local advertisers feel the 
same about expanding marketing channels. They are more 
bewildered than ever.”
  In Borrell’s preliminary findings, 62 
percent of the 2,086 local marketers 
who responded said they don’t optimize 
for voice search, and 87 percent don’t 
optimize for voice-activated content. 
Some 93 percent don’t market on Alexa 
or Google Home.
  According to an eMarketer estimate, 
about 111.8 million people in the U.S. this 
year will use a voice assistant at least 
monthly, up 9.5 percent from last year. 
This is equivalent to 39.4 percent of internet users and 33.8 
percent of the total population.
  While smartphones and smart speakers are the most 
popular choices for using voice assistants, cars, wearables, 
smart TVs, appliances and other connected gadgets are 
gaining in popularity. The majority of users ask their devices 
basic questions about weather and directions, or they search 
and listen to specific music.
  Despite the hype, little will change in the way of adoption 
in the next few years. Today about 33.8 percent of the U.S. 
population use voice assistants. That figure is expected to 
grow to 35.4 percent in 2020, and 36.6 percent in 2021.

FACEBOOK BRACES FOR $5B FINE FROM FTC
  Facebook’s expected settlement with U.S. regulators will 
create a board committee to help ensure senior-level scrutiny 
of the company’s privacy-related efforts, The Wall Street 
Journal reports.
  The Federal Trade Commission is expected as soon as 
this week to announce a settlement with the tech giant over 
its privacy practices, according to people familiar with the 
matter. The settlement, which includes a roughly $5 billion 
fine and other requirements of Facebook, would end a 
lengthy probe into whether the company kept its promises to 
protect user data. As part of the agreement, Facebook plans 
to form a new board committee focused on privacy oversight, 
one of the people said.

ACCOUNT ACTION
  Kroger has enlisted DDB New York to serve as its first 
creative agency of record, Supermarket News reports. 
Cincinnati-based Kroger says DDB will craft a “refreshed, 
stronger brand identity” for the company under its Restock 
Kroger, its multiyear plan to redefine the customer 
experience. Chief among DDB’s objectives will be to elevate 
the brand as it transforms itself into an omnichannel retailer, 
serving customers through physical stores, same-day 
delivery (Instacart), direct-to-consumer delivery (Kroger 
Ship) and store pickup.


