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EFFECTIVE PATH FOR FINDING NEW CONSUMERS
  Independent retailers and brands around the U.S. are 
increasingly discovering (or rediscovering) the power of local 
TV advertising, reports Footwear News, which says it’s a 
cost-effective and targeted marketing tool that continues to 
hold its own against the growing popularity of social media.
  According to a Q3 2018 report from Nielsen, television 
remains the most popular media choice among U.S. adults 
age 18 and over. On average, they spent 3 hours and 44 
minutes per day watching live TV, plus another 
30 minutes watching time-shifted TV.
  The FN report says: “When it comes to 
connecting to consumers today, there’s not one 
medium that can do it all, but TV advertising 
continues to be a powerful advertising option 
to gain awareness.”
  But for ads to be impactful, though, retailers 
must be strategic. “There are lots of places 
you can spend your money — billboards, radio,” said Jim 
Sajdak, president and CEO of Stan’s Fit For Your Feet, 
a fashion-comfort chain in Wisconsin. “You have to choose 
your arsenal. Direct mail talks to our existing customers, while 
TV talks to existing ones and those we’re trying to acquire.”
  Bruce Mittman, owner of Mittcom, an advertising agency 
based in Needham, Mass., says companies first must 
understand their store’s demographics and plan accordingly. 
“Today, TV advertising is more program-oriented than station-
oriented,” he said. “You have to find out what programs are 
truly making an impact against the demographic you’re 
trying to reach.” Mittman suggests targeting news and sports 
programs since they’re live and tend to be less DVRd.
  But Paul Karaz, owner of Paul Karaz Shoes in Fayetteville, 
N.Y., who’s advertised on TV for 30 years, takes a less 
calculated approach. “I’ve found trying to pick a station that 
matches your customer profile is close to impossible,” he 
said. Instead, he relies on his instinct, opting for the Hallmark 
Channel during the holiday season.
  Although small businesses can’t afford a spot during the 
Super Bowl, local TV commercials can be surprisingly cost-
effective. According to experts, ads in large markets such 
as Chicago could run about $3,000 for a 30-second spot; 
however, a similar ad in Madison, Wis., could cost just $200.
  Advertising industry insider Darren Magarro, president of 
marketing firm DSM in Mahwah, N.J., said a 30-second spot 
on Fox News in New Jersey’s Bergen County West between 
5 a.m. and 9 a.m. can cost as little as $10.50, while the more 
densely populated Bergen County East region can cost $18 
for the same spot.
  For stores preparing an ad budget, Mittman suggested 
allocating between 5 percent and 7 percent of gross sales, 
with 3 percent as a good starting point. “It’s about what 
retailers can affordably do to reach the most customers, as 
well as sustain over time,” he said. “You don’t want to buy 
an ad a week. You want to make a commitment. It’s about 
consistency.”

TV ADVERTISING STILL VIABLE FOR SMALL BUSINESSES
ADVERTISER NEWS
  Macy’s is celebrating the great outdoors — with a little 
help from Dick’s Sporting Goods and Miracle-Gro — in its 
latest experiential store concept, Chain Store Age reports. 
The department store retailer has added Outdoor Story 
shops to 36 locations nationwide. The shops are the second 
iteration of Story at Macy’s, and come about 14 months 
after Macy’s acquired Story, the experiential Manhattan 
retailer that reinvents itself with a new theme every couple of 

months. Macy’s collaborated with Dick’s and 
Miracle-Gro on Outdoor, which is focused on 
entertaining, bringing the outside indoors and 
recreational activities. The theme is explored 
through a mix of curated merchandise from 
more than 70 brands and community-focused 
programming... Crate & Barrel will open an 
eatery called The Table at Crate in a store 
in the Chicago market this month, to create 

a new in-store experience designed to bring shoppers back 
more often. Bloomberg reports the home goods retailer 
has teamed with Cornerstone Restaurant Group and chef 
Bill Kim to run the restaurant, where most of the plates 
and furniture will be available for purchase... Pet product 
sales are on track to top $75 billion this year, up from $36 
billion in 2005, according to the American Pet Products 
Association, as U.S. consumers continue to spend more 
on everything from premium pet foods to canine fashions. 
Petco has created in-store kitchens as part of its focus on 
pet nutrition, and Walmart is expanding its in-store veterinary 
clinics... Lady Gaga will launch a beauty line called Haus 
Laboratories in September exclusively on Amazon in about 
a dozen countries, including the U.S., Japan and Germany, 
Reuters reports. The new collection will further expand 
Amazon’s beauty offerings, which include Belei, a private-
label line of skin care products... Restaurants, from mom-
and-pop establishments to national chains, are seeking to 
balance higher wages brought about by increases in the 
minimum wage with prices that consumers are willing to pay, 
the Chicago Tribune reports. A University of California 
at Berkeley study of nearly 900 restaurants in San Jose, 
Calif., found menu prices increased 1.45 percent after that 
city raised its minimum wage from $8 to $10 an hour... 
McDonald’s U.S. franchisees want a chicken sandwich to 
rival Chick-fil-A’s as the Southern chain’s threat to their 
business continues to grow, CNBC reports. “A Chicken 
Sandwich at McDonald’s should be our top priority,” the 
National Owners Association board said in an email to 
fellow operators. McDonald’s carries Chicken McNuggets 
and the McChicken sandwich. But the board wrote in 
the email that they don’t compete in the premium chicken 
sandwich category, with either a grilled or crispy option. 
“Chick Fil A’s results demonstrate the power of chicken,” 
the board wrote. This year, Chick-fil-A ranked highest of all 
fast-food chains on the American Customer Satisfaction 
Index. McDonald’s landed at the bottom of the list.
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AVAILS
  ABC7 Los Angeles seeks  a Media & Marketing Planner 
who will work with the VP of Sales Marketing to help create, 
develop and implement KABC sales and marketing strategies, 
cross-platform solutions and promotion executions. Minimum 
2-5 years of media planning / marketing / project management 
experience, as well as knowledge of and ability to analyze 
and interpret local TV and digital research. Experience 
with promotions and sweepstakes management is a must. 
Keynote and Wide Orbit experience preferred. Bachelor’s 
degree required; marketing degree preferred. CLICK HERE 

for more info or to apply now. EOE.
  WDSU-TV, Hearst Television-owned 
NBC affiliate in New Orleans, has 
an opening for a highly motivated, 
dynamic and results-driven Account 
Executive. The AE will be responsible 
for selling WDSU-
TV, MeTV, WDSU.
com, digital services, 
audience extension, 
OTT and our specialty 
apps. New business 

development is our No. 1 priority. If you 
want work for the best and live in a great city with a unique 
and rich culture and history, lots of activities and events all 
year long, not to mention the best cuisine in the country, click 
HERE to apply. WATCH. EOE.
  WRCB TV, NBC, in scenic Chattanooga, Tenn., seeks 
an experienced Account Executive to service established 
clients and develop new business. You must have a strong 
track record of increasing station revenue on existing 
business in addition to developing new business in both 
traditional television and digital sales. Minimum of 2 years 
of broadcast television sales required. If you are a strong 
competitor and also a team player, we should talk. Submit 
resumes only to sales@wrcbtv.com. EOE.

See your ad here tomorrow! CLICK HERE for details.

HOUSING MARKET POISED FOR ANOTHER SHIFT
  The housing shortage that fueled competition and resulted 
in sky-high price gains throughout 2017 and the first half of 
2018 is on the horizon yet again, USA Today reports. Supply 
is expected to drop and potentially hit a new low, according to 
realtor.com, after increasing in the second half of last year.
  The number of for-sale listings was up 2.8 percent annually 
in June, but that was down from May’s 2.9 percent gain. 
Inventory gains began to slow this year from 6.4 percent 
growth in January to 5.8 percent in February. Gains continued 
to slow throughout the spring, and supply is now expected 
to flatten over the next three months and could hit its first 
decline in October of this year, according to realtor.com.
  “It was only 18 months ago that the number of homes for 
sale hit its lowest level in recorded history and sparked the 
fiercest competition among buyers we’ve ever seen. If the 
trend we’re seeing continues, overall inventory could near 
record lows by early next year,” said Danielle Hale, chief 
economist at realtor.com. “So far there’s been a lackluster 
response to low mortgage rates, but if they do spark fresh 
buyer interest later in the year, U.S. inventory could set new 
record lows this winter.”

FCC MOVES TV CARRIAGE ELECTIONS ONLINE
  As expected, the FCC has voted to tweak the broadcast 
TV station signal carriage election process, Multichannel 
News reports. At the FCC’s monthly meeting yesterday 
the commission voted unanimously to allow TV stations 
to transition their notifications to MVPDs of their carriage 
election — must-carry or retrans — to email.
  The FCC will also now only require such notifications if 
a broadcaster changes its election or when first electing 
carriage. The notices must also be posted to a broadcaster’s 
public file.
  Broadcasters had been required to send 
a paper notice by certified mail to each 
cable system every three years, whether 
they changed their carriage election of 
not. The FCC was essentially voting on 
a compromise approach to the revamp 
offered up by the NAB and NCTA-The 
Internet & Television Association.
  “NAB applauds the FCC for updating 
the notification process for carriage 
of local TV stations’ signals on pay-
TV systems,” said NAB VP of media 
relations Zamir Ahmed. “Allowing for a more limited set 
of carriage notices to be sent electronically rather than by 
outdated and expensive certified mail represents a smart 
approach to streamlining bureaucracy that has outlived its 
usefulness. We appreciate NCTA’s willingness to work with 
NAB to alleviate this regulatory relic and thank the FCC for 
its flexible approach to carriage elections.”

NETWORK NEWS
  NBC’s summer juggernaut America’s Got Talent has a few 
aces up its sleeve for the rest of the summer. Ellie Kemper, 
Jay Leno, country singer Brad Paisley and NBA legend 
Dwyane Wade are set as guest judges on the competition 
series in the coming weeks. The quartet individually will join 
regulars Simon Cowell, Gabrielle Union — who is married 
to Wade — Julianne Hough and Howie Mandel, along with 
host Terry Crews. Paisley will be the first to augment the 
panel on Tuesday... Another Tell Me a Story Season 1 series 
regular, Danielle Campbell, is returning for the second 
season, Deadline reports. Also set as a lead in the second 
installment of the CBS All Access anthology series is The 
Matrix star Carrie-Anne Moss. The duo joins previously 
cast Odette Annable, Natalie Alyn Lind and fellow returning 
Season 1 co-star Paul Wesley.

NIELSEN, SAGAMOREHILL IN MULTI-YEAR DEAL
  Nielsen and SagamoreHill Broadcasting say they’ve 
reached a multi-year agreement for Nielsen Local TV 
measurement services for two markets. The stations are 
WVNC-NBC and WLTZ-NBC/WLTZ-DT2-CW, respectively, 
in Watertown, N.Y., and Columbus, Ga. (Opelika, Ala.).
  “We are pleased to be working again with Nielsen,” Louis 
Wall, president and CEO of SagamoreHill Broadcasting, said 
in a news release. “Their local TV audience research, which 
includes coverage of broadcast-only homes, will enable 
us to accurately and comprehensively show our value to 
advertisers.”
  Under the new deal, SagamoreHill TV stations will utilize a 
comprehensive suite of Nielsen data.
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Conan O’Brien

I’m guessing there will 
soon be entire generations 

that assume apples the 
fruit were named after 
Apples the computers.

https://jobs.disneycareers.com/job/glendale/media-and-marketing-planner-kabc-tv/391/12404176
https://hearst.referrals.selectminds.com/television/jobs/account-executive-6235
https://www.youtube.com/watch?v=4mEHqVRwn8c&feature=youtu.be
mailto:sales%40wrcbtv.com?subject=
https://www.spotsndots.com/site/forms/online_services/classified_ad/


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

2020 POLITICAL AD RACE PROJECTED TO HIT $6B
  Combined political ad buys on broadcast, cable and 
digital media outlets will reach $6 billion during the 2020 
Presidential election year campaign cycle, according to a 
new report released yesterday by Advertising Analytics 
and Cross Screen Media. The projection represents a 
57 percent increase over what was spent during the 2018 
midterm election cycle.
  That breakdown includes $3.26 billion going to broadcast 
television, up from $2.52 billion in 2018, and $1.02 billion for 
cable, up from $660 million.

  “These projections will also likely 
change as the landscape changes,” the 
companies say in the report, noting, 
“Currently, the Senate has fewer top tier 
races than it did in 2018. However, if 
Stacey Abrams were to enter the race in 
Georgia, for example, we would expect 
that race to become far more competitive 
and therefore be weighted higher in our 
model.”
  The analysts said they are projecting “8 
million broadcast airings of political ads in 

2020, about 2.5 million more than aired in 2018.
  Presidential campaign spending will account $2.7 billion, or 
about 45 percent of all political ad spending during the cycle. 
Digital will account for about $800 million, or 29 percent, of 
total presidential campaign spending.

THIS AND THAT
  WarnerMedia has a name for its upcoming streaming 
service. HBO Max, which is scheduled to launch commercially 
in spring of 2020, is expected to premiere with 10,000 hours 
of premium content. Included will be the exclusive streaming 
rights at launch to all episodes of Friends, The Fresh 
Prince of Bel Air and Pretty Little Liars... The number of 
people regularly tuning in to podcasts has climbed from last 
year’s 57 million to 90 million in the first part of this year, 
Triton Digital and Edison report. A study by the Interactive 
Advertising Bureau and PricewaterhouseCoopers also 
says that revenue from podcast advertising hit $479.1 million 
last year, while 2017 revenue was roughly $313.9 million.
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My friends tell me I have 
an intimacy problem. But 

they don’t really know me.

TUESDAY NIELSEN RATINGS - LIVE + SAME DAY

PRIME DAY: WALMART, TARGET LOOK TO CASH IN
  It may have started as a holiday manufactured by Amazon, 
but Prime Day has become one of the biggest shopping 
events of the year, eMarketer reports. Nearly every major 
online retailer — including Walmart, Target and eBay — 
now offers competing sales during the annual July shopping 
event. For many Prime Day shoppers, the search for the 
best deals online doesn’t end with Amazon.
  Nearly seven in 10 U.S. consumers who plan to shop 
during Prime Day — taking place Monday and Tuesday — 
will look outside of Amazon to comparison shop, according 
to a survey conducted by marketing 
technology and analytics agency 
Adlucent. Of those planned comparison 
shoppers, half will consider Walmart, but 
Target (33%) and Best Buy (32%) are 
also popular options, while 31 percent 
plan to comparison shop elsewhere.
  If more than half of these shoppers look 
for deals elsewhere, there will be many 
opportunities for alternative retailers to 
cash in, as long as they offer the right 
products at a competitive rate. Walmart is 
hoping to get ahead of the competition by starting its three-
day sale on Sunday, one day before Prime Day begins. 
Target’s Deal Days sale will take place in the same 48-hour 
window as Prime Day. And marketplace competitor eBay 
has announced that its Crash Sale, which pokes fun at 
Amazon’s Prime Day website crash in 2018, will take place 
Monday.

ANOTHER TAKE ON BACK-TO-SCHOOL SPENDING
  A new survey from Deloitte suggests back-to-school 
spending — the second-busiest shopping period of the 
year — will be about flat with year-ago levels, CNBC 
reports. Consumers shopping for clothing, school supplies 
and electronics for children in grades K-12 are expected to 
spend $27.8 billion this year, up just 1.8 percent from 2018, 
the survey found.
  The survey is in contrast to an earlier report from digital-
retail-coupon provider RetailMeNot, which said this year’s 
season will be longer than ever and more lucrative for 
retailers, with parents spending an average of $507 per 
household during the season, up 9 percent over the $465 
they spent last year.
  Deloitte projects households will average $519 a student 
and spend 54 percent of their budget on clothing and 
accessories, generating $15 billion in sales, according to the 
survey, which polled 1,200 parents who have at least one 
child attending school in grades K-12 this fall. For students 
going back to college, parents will spend $25.1 billion, or 
$1,362 a student, which is up 2.4 percent from last year, 
according to a separate poll of 1,025 parents of college 
students.
  In recent years, parents have been putting more of their 
money toward tech, but this year spending in the category 
will be more focused on gadgets than computers. Expect 
to see more K-12 students showing off new cellphones 
and e-readers, as consumers are projected to spend $800 
million more on electronic gadgets than last year, for a total 
of $3.6 billion, or a 29 percent increase. The computer and 
hardware category faces a 16 percent decline to $3.1 billion.


