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SAYS INDUSTRY HEADWINDS ‘MUCH WORSE’
  Looking at the second-quarter financial and operating 
results released so far by cable operators, analyst Michael 
Nathanson of MoffettNathanson Research said cord-
cutting has become “freaking ugly” and the headwinds 
faced by media companies have gotten “much worse.”
  In a report yesterday that was covered by Broadcasting 
& Cable, Nathanson noted that despite the troubling 
fundamentals, most of the media stocks he covers — 
Disney, Discovery, Viacom and CBS — 
have outperformed the S&P 500.
  But so far this quarter Comcast, AT&T 
and Charter have reported losing more 
than 1.25 million subscribers. “As a 
result of this bloodshed, we are estimating that the rate of 
traditional cord-cutting will reach 5.5 percent in 2019 (the 
worst rate it has ever been),” Nathanson said. “Even adding 
back virtual MVPD subscribers, the drop will be 2.7 percent, 
a new low,” he said, adding “we would expect that this trend 
will continue to accelerate over the back-end of 2019.”
  Nathanson notes the subscriber trends might not be fully 
reflected in the upcoming second-quarter results to be 
released by media companies in the coming weeks because 
of a lag in the time it takes for them to get subscriber data 
from distributors. He said that domestic affiliate fee growth 
for cable networks was 4 percent in the first quarter, 
down from 6 percent the previous two quarters. Q2 “will 
likely be the weakest cable network affiliate fee growth 
quarter on record,” he said. Retransmission fee growth for 
broadcasters remains strong, he added.
  The C3 ratings used to sell advertising were down 13 
percent in the quarter, Nathanson notes, with broadcast 
networks down 9 percent and cable dropping 14 percent.
  Over five years, the reach of broadcast networks is down 
17 percent to 60.2 percent and cable networks are down 7 
percent to 12.5 percent. On cable the biggest reach losers 
have been general entertainment networks.
  At the same time, he notes, the length of time each viewer 
spends tuned in to an individual network has gone up, with 
broadcast rising to 32.2 minutes from 28.1 minutes over 
those five years. Cable length-of-tune increases to 23.7 
minutes from 20.4 minutes. He says this is because the 
people who have not cut the cord are TV’s most passionate 
fans.
  While most networks have lost reach but gained length 
of tune, a handful of networks have gained both reach 
and length of tune. Those are all newer networks: INSP, 
Motor Trend, Discovery En Espanol and Discovery 
Family. A few have lost both reach and length of tune, 
including Viceland, Universal Kids, Hallmark Movies 
and Mysteries, Investigation Discovery, MTV Classic 
and TNT.
  Nathanson is forecasting that national advertising will be 
flat in the second quarter, with cable up 1 percent to $5.6 
billion and broadcast down 1 percent to $3.2 billion.

NATHANSON: CORD-CUTTING NOW ‘FREAKING UGLY’
ADVERTISER NEWS
  Amazon is considering further extension into the grocery 
space with a new chain that will likely be separate from 
Whole Foods Market, according to The New York Times. 
The new stores would be designed around pickup and 
delivery with a smaller selection of fresh items... J.C. Penney 
CEO Jill Soltau has hired experienced retail executives who 
built careers at retailers including Gap, Macy’s, Target and 
Walmart since she joined the company from crafts retailer 

JoAnn nine months ago, The Dallas 
Morning News reports. The retailer is 
testing new concepts in two stores in Texas, 
including a revamped dressing room staffed 
with a stylist and in-store classes on home 

and beauty techniques... Trader Joe’s has announced 
plans to cut prices by getting rid of plastic packaging for 
staples like potatoes, onions, garlic and apples, according 
to the San Francisco Chronicle. For produce unsuitable to 
be sold as loose items, such as blueberries, the retailer is 
testing strategies like biodegradable materials and thinner 
packaging... J. Crew Group cut dozens of corporate jobs 
at its headquarters last week, about half of them positions 
that were unfilled, sources tell Women’s Wear Daily. The 
fashion retailer is still searching for a permanent CEO to 
succeed interim chief Michael Nicholson... Panera Bread 
has joined with HMSHost on plans to start opening Panera 
eateries in airports and travel plazas, starting with units 
slated to open in 2020 at Charlotte Douglas International 
Airport and Salt Lake City International Airport. According 
to Restaurant Business online, plans also call for Panera 
locations at travel plazas with grab-and-go options included 
on the menu... Capital One has signed a multiyear deal with 
Taylor Swift, which kicks off with a humorous 30-second 
TV spot that touts the brand’s 4 percent cashback with its 
Savor card and features Swift as an inept bartender and 
waitress. The ad is set to the singer’s “Me!” track and Capital 
One customers can preorder an exclusive bundle that 
includes the star’s upcoming Lover album and a t-shirt... 
UPS recorded a 30 percent increase in next-day air volume 
during the second quarter, which helped increase revenue 
for its domestic unit by almost 8 percent, Reuters reports. 
The trend is expected to last as shippers continue to promise 
speedy delivery while UPS expands its service to seven 
days a week and fills a void left when FedEx discontinued 
its US air-shipping contract with Amazon... Barneys New 
York has opened The High End, a specialty store-within-a-
store concept for marijuana accessories, in its Beverly Hills 
location. CBS News says the shop is Barneys’ nod to the 
legalization of marijuana for recreational use in California... 
According to the Vibes 2019 U.S. Mobile Consumer Report, 
the five brands that are most often mentioned as being top 
of mind among smartphone-owning consumers are Amazon 
(63%), Walmart (49%), Target (34%), Home Depot (26%) 
and Kohl’s (22%). The report surveyed 1,000 smartphone 
owners between the ages of 21 and 74.
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REFINANCING BOOM LIFTS MORTGAGE LENDING
  The mortgage market had one of its most significant 
quarters since the financial crisis as falling rates prompted 
a flurry of refinancing and an uptick in purchases, The Wall 
Street Journal reports.
  The 30-year mortgage rate unexpectedly dropped to below 
4 percent in May and has remained near its lowest level in 
three years, opening a window for borrowers who bought at 
higher rates to lower their payments and for purchasers to 
jump in. With the Federal Reserve expected to lower short-
term rates this week and the yield on the longer-term 10-

year Treasury yield lingering just above 
2 percent, the period of low rates stands 
to continue.
  Falling rates are welcome news for 
lenders, but they mask a housing market 
that by some measures is cooling and 
remains vulnerable to a sudden updraft 
in rates. What’s more, home prices have 
continued to rise at a faster pace than 
median incomes, putting homeownership 
out of reach for more Americans.
  Lenders made $565 billion of mortgage 

loans in the second quarter, the most in more than two years. 
At that pace, originations could exceed $2 trillion for only 
the third year since the financial crisis, according to Inside 
Mortgage Finance.
  Banks including JPMorgan Chase, Wells Fargo and 
Citigroup all reported higher mortgage originations.

CBS, ALTICE USA REACH CARRIAGE DEAL
  As an impasse with AT&T continues into a second week, CBS 
Corp. has reached a carriage deal with Altice USA, Deadline 
reports. The new deal covers retransmission consent for 
CBS-owned stations and the carriage of Showtime, CBS 
Sports Network, Pop TV and Smithsonian Channel on 
the Optimum and Suddenlink cable systems run by Altice.
  Financial terms were not disclosed. Under the deal, Altice 
will also be able to continue offering the Showtime digital 
streaming service to its broadband customers. That option 
has been a sticking point in relations with AT&T, whose 
request to offer CBS All Access in the manner that Amazon 
and Roku do has been rebuffed.
  CBS-owned stations in 14 markets remain dark on AT&T-
owned DirecTV, DirecTV Now and U-verse cable systems.

THE DOWNSIDE OF CONSTANT CONNECTIVITY
  Ready technology access may be a mixed blessing for 
millennials, according to a new survey. The second annual 
Path to Better Health Study from CVS Health indicates 
millennials have more difficulty meeting new people or 
making social connections compared to other generations.
  More than half (53%) of consumers aged 18-34 say they 
don’t know where to meet new people, compared to just 27 
percent of people 65 and older and 35 percent of those aged 
51-64.
  Nearly half (48%) of millennials also say they no longer 
have a desire to be social, compared to just 20 percent of 
consumers 65 and older and 35 percent of those aged 51-64. 
Correlating survey data suggests this social isolation may be 
leading to increased problems with mental illness and abuse 
of alcohol among millennials.

NETWORK NEWS
  Norman Lear and Lin-Manuel Miranda have partnered 
on a new documentary exploring the life of West Side 
Story and One Day At A Time star Rita Moreno. The pair 
are working up Rita Moreno: The Girl Who Decided to 
Go For It (working title) for PBS and its Thirteen strand. 
The film, which will premiere in 2020, will explore the Puerto 
Rican actress’s 70-year career and will feature interviews 
with Moreno, Lear, Miranda, Gloria and Emilio Estefan, 
Morgan Freeman, Whoopi Goldberg, Eva Longoria, 
Justina Machado, Terrence McNally and Chita Rivera... 
The NFL’s 65-game 2019 preseason 
schedule, which includes a slate of 
eight nationally televised games, kicks 
off on Thursday at 8 PM (ET) on NBC, 
with the Atlanta Falcons facing the 
Denver Broncos in the NFL Hall of 
Fame Game in Canton, Ohio... PBS 
member stations are going over the top 
with Google’s YouTubeTV. The online 
live and subscription video service 
has agreed to carry any PBS member 
station that chooses to participate. It 
is the first such digital partnership for PBS and part of the 
expansion of its digital footprint. PBS and PBS Kids will 
have channels on YouTubeTV as well as being available on 
VOD and DVR services. PBS has more than 330 stations... 
The Carbonaro Effect is moving into broadcast syndication 
in September, with 93 percent of the U.S. currently cleared, 
Trifecta Entertainment & Media says. The hidden-camera 
prank series has been hosted by magician and prankster 
Michael Carbonaro on truTV since 2014. The series is 
cleared as two weekly half-hours on stations owned by 
Tribune (including WPIX New York), Sinclair, Gray, CBS, 
Hearst, Meredith, Scripps, Weigel, Nexstar, Mission and 
more.

GROWTH OF STREAMING DEVICES FLATTENING
  Thirty-nine percent of U.S. broadband households own a 
streaming media player. That’s an uptick of 1 percent from 
2018, according to Parks Associates. Despite the nearly 
flat growth, however, Parks’ 360 Deep Dive: Adoption and 
Use of Connected Video Devices found that purchase 
intentions are greater this year than in previous years.
  The dynamic suggests market saturation and that the 
focus must shift from hardware sales to service and 
advertising revenue. “Streaming media has reshaped how 
U.S. consumers interact with entertainment content and 
services, so as the market matures, sales increasingly 
come at another vendor’s expense,” Parks senior analyst 
Kristen Hanich said in a press release. “Video-quality 
features are the most important factors when consumers 
buy a connected video device, although Roku and Amazon 
have certainly benefited among streaming media players 
by having broad product portfolios that include lower price 
points.”
  Parks found that Roku and Fire TV from Amazon control 
almost 70 percent of the installed base. The company cites 
“consumer-reported data” to suggest that between the first 
quarters of 2017 and 2019, Roku’s share of the streaming 
media player market went from 37 percent to 39 percent 
and Amazon’s share grew from 24 percent to 30 percent.

7/30/2019

Jim Gaffigan

You ever look at medication 
that says, ‘Don’t take on an 
empty stomach”? Never a 

concern of mine.
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AUTO SALES MAY FALL FOR 7TH STRAIGHT TIME
  The U.S. auto industry appears poised to begin the year 
with seven consecutive monthly sales declines, despite 
the benefit of an additional selling day in July, Automotive 
News reports.
  TrueCar/ALG and J.D. Power/LMC predict light-
vehicle deliveries will decline 2.9 percent and 1.8 percent, 
respectively. Cox Automotive and Edmunds, however, 
call for modest gains around 0.5 percent.
  Automakers are scheduled to report July sales results 
Thursday, though it will be the first month in which Fiat 

Chrysler joins General Motors and 
Ford in switching to quarterly releases.
  The seasonally adjusted, annualized 
selling rate is projected to range from 
16.5 million to 16.7 million — in line 
with most full-year estimates for sales to 
come in below 17 million for the first time 
since 2014. LMC, however, increased 
its forecast by 40,000 units to 17 million.

THIS AND THAT
  Capital One, the fifth-largest U.S. 

credit-card issuer, said yesterday a hacker accessed the 
personal information of approximately 106 million card 
customers and applicants, one of the largest-ever data 
breaches of a big bank... Bankrate’s latest survey reveals 
that 43 percent of parents who have been back-to-school 
shopping, including 51 percent with children under age 18, 
feel pressured to overspend on items like clothing, school 
supplies and tech products... Yesterday marked the 38th 
anniversary of the “wedding of the century,” with Charles, 
Prince of Wales, marrying Lady Diana Frances Spencer 
at St. Paul’s Cathedral in London. The 1981 event was 
watched by an estimated global television audience of 750 
million viewers.
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Elvis Presley

I have no use for 
bodyguards, but I have 

very specific use for two 
highly trained certified 

public accountants.

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY

NATIONAL TV AD Q2 REVENUES MOSTLY FLAT
  Second-quarter national TV advertising revenues are 
generally flat versus the same time period a year ago, 
Television News Daily reports.
  National cable TV networks are up 1 percent totaling $5.7 
billion, with broadcast networks sinking 1 percent to $3.2 
billion, according to MoffettNathanson Research.
  Leading all groups will be CBS, estimated to grow 13 
percent to $946 million from the NCAA Men’s Final Four 
college basketball games and the PGA Championship. On 
the flip side, Fox will drop 16 percent to $345 million, due to 
comparisons with last year’s World Cup 
coverage.
  ABC will be down 2 percent to $595 
million; with NBC (including its advertising 
results from TV stations) down 4 percent 
to $1.4 billion.
  Better-performing cable networks: 
Discovery growing 4.1 percent to $1.1 
billion; Viacom is up 4 percent to $961 
million; and Fox adds 2.5 percent to $302 
million. Viacom benefited from a “strong 
scatter” market, according to the report.
  Disney’s cable networks will be generally flat (up 0.4%) 
at $967 million. NBCUniversal is also flat (0.2%) at $931 
million; Turner is down 3 percent to $1.1 billion. AMC is 
projected to decline 10 percent to $222 million.
  The report notes cable advertising inventory loads, with 
data from Nielsen, were up 1 percent. A+E Networks 
rose the most, 3.5 percent to 14 minutes per hour. On the 
flip side was Fox, dropping 2 percent to 10.4 minutes per 
hour. Viacom still leads all groups with 14.3 minutes of 
commercials per hour.

AMAZON ROLLS OUT ANOTHER BIG CAMPAIGN
  Flush from another blockbuster Prime Day, Amazon is 
turning its attention to younger consumers by rolling out its 
second-ever back-to-school campaign. The effort, debuting 
this week, includes a series of digital and TV spots created 
by its in-house creative department, AdAge reports.
  Few retailers carry the breadth of assortment — including 
both apparel and accessories as well as school supplies 
like pencils and notebooks — that Amazon offers, a fact 
that has not escaped the digital behemoth’s notice.
  “The merchandise strategy is showcasing the basics 
Amazon has, but also the special items for kids to achieve 
their [back-to-school] resolutions that Amazon can bring to 
a back-to-school shopping basket that not all retailers can,” 
says Claudine Cheever, global general manager of mass 
advertising at Amazon, which ran its first back-to-school 
campaign last year.
  She noted that the back-to-school shopping “pie is not 
getting any bigger” but is an event that is becoming a bigger 
part of Amazon’s strategy. Indeed, back-to-school spending 
has been flat in recent years. This year, sales are expected 
to hit $27.8 billion, a 2 percent rise over 2018, according to 
Deloitte.
  A 30-second hero spot counts down to a “Happy School 
Year” and showcases a diverse range of kids and products 
including backpacks, clothing, books and pizza socks. 
Cheever noted that both Amazon’s private label and outside 
brands are highlighted in the push.


