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TRADITIONAL TV RETAINS WORLDWIDE PRIMACY 
  Despite declines in viewership, linear television remains 
the dominant form of TV viewing for consumers across the 
U.S. and other major economies, according to data from 
Omdia.
  Linear TV accounted for 63% of television viewing in 
the U.S. in 2019, compared to 16% for long-form viewing 
and 12% for DVR time-shifted content. Linear’ TVs share 
of viewing declined from 67% in 2018. Similar trends 
occurred in most of the other countries 
tracked by Omdia. The report covered TV 
viewership trends in the U.S., Australia, the 
Netherlands, Spain, Italy, Germany, France 
and the United Kingdom.
  Average linear TV viewing time declined 
in all but one market, with decreases ranging from four 
minutes in Italy to 19 minutes in the U.S. The Netherlands 
was the only market to not see a decline in linear viewing, 
remaining unchanged from last year.
  “Although traditional linear television viewing is undergoing 
a broad-based decline, this form of entertainment remains 
central to most people’s viewing habits,” analyst Rob 
Moyser said in a statement. “As a result, linear still accounts 
for the majority of viewing in all countries tracked. In some 
countries, linear still strongly dominates viewing, totaling 
90% in Italy, for example.”
  On the non-linear front, online long-form video is the main 
platform driving growth in 2019. Online long-form was a 
key area of growth across all markets, driven largely by 
online subscription video services such as Netflix and 
Amazon Prime Video. Growth of online long-form video 
content in 2019 ranged from 55% in Australia to 10% in the 
Netherlands.
  Growth in OTT subscribers, D2C launches, and a rise 
in connected TV and pay-TV partnerships are fueling the 
increase in online, long-term video viewing.
  However, the fastest-growing segment of the non-linear 
view market is social media. Social media viewing across 
the countries tracked increased by 10 minutes in 2019, a 
growth rate that surpassed all other forms of non-linear 
television video. The U.S. led social media viewing, with 
49.3 minutes in 2019.
  Time spent viewing video content on social media platforms 
increased by 10 minutes in 2019 to an average of 41 minutes 
per-person per-day across the eight markets analyzed. In 
comparison, all other forms of non-linear viewing increased 
by a cumulative of seven minutes over the year.
  In other findings, average total daily viewing time for the 
markets analyzed rose to 306 minutes per-person, per-day 
in 2019, an increase of four minutes year-on-year.
  In addition, TV viewing saw a massive rise in consumption 
in March and April 2020 following the implementation of 
lockdown measures across the countries covered. Italy had 
the highest total for viewing time in Europe in March at five 
hours and 46 minutes.

LINEAR TV STILL TOP FORM OF TV VIEWERSHIP IN 2019
ADVERTISER NEWS
  Authentic Brands, along with Simon Property Group 
and Brookfield, are considering making a bid for Ascena 
Group, the parent company of Ann Taylor, Lane Bry-
ant and other retailers. Sycamore Partners, a private 
equity firm that has invested in Aeropostale, Hot Topic, 
Staples and others, is also reportedly eyeing an acquisi-
tion of Ascena… Once the ultimate in comfort and casual 
wear, jeans have been usurped by more comfortable — and 

stretchier — options. White-collar workers 
who are logging in from home say they’re 
increasingly reaching for basketball shorts 
and yoga pants to pair with more profes-
sional-looking tops for video calls. Jeans 
sales have been sluggish for five years, but 

the pandemic has taken a real toll. True Religion, Lucky 
Brand and G-Star RAW have all declared bankruptcy since 
April, while the parent company of Joe’s Jeans and Hud-
son Jeans filed for Chapter 11 protection in May. Levi’s this 
month posted a 62% drop in Q2 revenue and announced 
plans to cut 700, or 15%, of its corporate workforce… Mc-
Donald’s reported a 23.9% decline in same-store sales for 
Q2 as the COVID-19 pandemic forced the burger giant to 
close restaurants in markets around the globe. The chain’s 
same-store sales in the U.S. fell 8.7% in the quarter as the 
company simplified its menus and shifted its business to fo-
cus more on pickup, delivery and drive-thrus… Under Ar-
mour reports in a filing that it received Wells Notices from 
the SEC in relation to an investigation that’s been underway 
since July of 2017 into the retailer’s accounting practices. A 
Wells Notice means the investigation has been completed 
and the SEC might bring civil action against the company; 
it also gives the retailer a chance to respond with additional 
information before the SEC decides to formally charge the 
parties… Apparel retailer Francesca’s sounded an optimis-
tic note yesterday, reporting that sales fell 50% in the latest 
quarter, during which its 700-plus stores were closed due to 
the COVID-19 pandemic. In a press release, CEO Andrew 
Clarke said sales at its reopened stores have been in line 
with expectations, with high conversions making up for lower 
traffic. The company’s estimates for Q2, of sales up to $71 
million and comparable sales declines of 11% to 16%, were 
relatively upbeat and sent the company’s stock price high-
er… Victoria’s Secret owner L Brands said yesterday that 
it is preparing to cut 15% of its corporate workforce, or about 
850 jobs. It said it plans to save about $400 million annually 
through its cost-cutting efforts, which include the layoffs. L 
Brands also offered a preliminary look at its Q2 financial re-
sults, which are expected to be released Aug. 19. Net sales 
are forecast to be down 20% overall compared with a year 
ago... Best Buy will close on Thanksgiving Day, along with 
Walmart, Target and Dick’s Sporting Goods. The retailer 
has been a popular destination for customers to seek out 
deals as the holiday season kicks off. The company said it 
will start holiday offers earlier than in previous years.
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AVAILS
  Capitol Broadcasting Company is looking for a Key 
Account Manager for our WRAL and FOX50, Raleigh, 
N.C., sales teams. The mission of the Key Account 
Manager is to grow market share by developing 
client/agency relationships, developing local 
contacts with key decision makers and providing 
clients with unprecedented client service. 
Candidate should be a strong and accomplished 
seller, comfortable managing large scale accounts, and 
have a strong desire to help grow WRAL and FOX50’s 

market share. Broadcast media sales 
experience required. Please CLICK 
HERE to apply. EOE. CBC participates 
in E-Verify.
  News Director – ABC 6: Standard 
Media Group LLC, a new and growing 
media company, is searching for an 
innovative leader to run the newsroom 
of its ABC affiliate in Providence, 
R.I. (DMA #56). The News Director 
is responsible for developing and 
maintaining the news budget, hiring and 

managing their staff, and leading the editorial process for 
content delivered by WLNE-TV. We are looking for a leader 
with a proven track record of developing and distributing 
news across broadcast, digital and social platforms. 3-5 
years of newsroom leadership is preferred. Please state 
referring source and send resume to: cantonio@abc6.com. 
EOE.
  Capitol Broadcasting Company, Raleigh N.C., is seeking 
a Strategic Account Coordinator who will assist the WRAL 
TV sales teams in their day-to-day responsibilities. You will 
be an integral part of a vibrant and developing sales team 
dedicated to providing excellent value and customer service 
to our clients. Each day brings opportunities to work with 
talented individuals from a variety of departments across 
CBC, though most work will be focused on business for our 
multiple TV stations in the Raleigh market. CLICK HERE 
to apply. A pre-employment drug screening is required. 
EOE. M/F. All Capitol Broadcasting Company properties are 
tobacco free. Capitol Broadcasting Company participates in 
E-Verify.

See your ad here tomorrow! CLICK HERE for details.

CES TRADE SHOW MOVING ONLINE FOR 2021
  The annual in-person Consumer Electronics Show in Las 
Vegas — an industry mainstay for 50 years — has been 
cancelled due to surges in COVID-19 infections and will be 
replaced by an all-digital format, Jan. 6-9, 2021, organizer 
Consumer Technology Association announced yesterday.
  CTA said it plans to return to Las Vegas for CES 2022, 
combining elements of a physical and digital show. The 
trade show in January — before the pandemic exploded — 
attracted 170,000 attendees and more than 4,400 exhibiting 
companies, according to CTA. That was down from 175,000 
attendees and 4,500-plus exhibitors in 2019, Media Play 
News reports.
  In January 2020, more than 175,000 industry professionals, 
including more than 61,000 from outside the U.S., convened 
in Las Vegas for CES 2020.

NETWORK NEWS
  ESPN’s WNBA opening weekend coverage (July 25-
26) tipped off the season in strong fashion with Saturday’s 
opener between the Los Angeles Sparks and Phoenix 
Mercury on ABC becoming the league’s most-watched 
opener on the ESPN family of networks since 2012, 
delivering an average 539,000 viewers. ESPN’s four-game 
opening slate averaged 401,000 viewers across ESPN and 
ABC, up 63% over the 2019 WNBA regular season average 
on ESPN’s Networks. In addition to achieving a multi-year 
high, ABC’s viewership for Saturday’s Sparks-Mercury 
match-up (3 PM ET) was up 19% from 
last year’s season opener on ABC. The 
game peaked during the 3:45-4 PM 
quarter hour at 617,000 viewers. ESPN’s 
Saturday telecast between the Seattle 
Storm and New York Liberty (noon) 
averaged 419,000 viewers, making it 
the most watched season opener on 
ESPN since 2016. The game peaked in 
the 12:30-12:45 PM quarter hour with 
526,000 viewers. Sunday’s match-up 
between the Connecticut Sun and the 
Minnesota Lynx on ESPN averaged 202,000 viewers... 
Another legacy broadcast reality series, ABC’s Shark 
Tank, is heading back to production after a coronavirus-
related shutdown. The popular family-friendly unscripted 
show, which traditionally shoots on the Sony lot in Culver 
City, Calif., will film its upcoming 12th season in Las Vegas. 
That’s according to Deadline, which says the show, already 
in pre-production at an undisclosed location, is employing 
a quarantine bubble and keeping the stars and crew within 
a single facility with COVID-19 safety protocols, including 
testing, in place. A large portion of Shark Tank’s Los 
Angeles-based crew members have reportedly made the 
trip to Las Vegas to work on the new episodes, set to begin 
shooting soon.

TOYS SELLING, BUT BRANDS AREN’T CASHING IN
  Toys from Barbie dolls to board games are flying off the 
shelves as parents look for ways to entertain their children 
during the coronavirus pandemic. But retailers haven’t 
rushed to restock their inventory, causing financial pain at 
toy makers, The Wall Street Journal reports.
  The discrepancy caused sharp revenue declines at Hasbro 
and Mattel in Q2 compared with a year earlier, even as the 
companies say global retail toy sales rose in the period.
  Mattel said Barbie’s sales rose 35% at the retail level, 
but only increased 7% on a wholesale basis. Hasbro said 
its games business, which includes Monopoly and Nerf, 
posted a 50% increase in retail sales, five times higher than 
revenue growth for the company.
  The wide split between point-of-sale trends, which toy 
makers say reflects underlying demand, and financial 
performance reflects the extreme retailing conditions 
during the global pandemic. About 30% of stores were 
closed globally at the start of the quarter, the companies 
said, halting sales and any follow-on orders to replenish 
inventory.
  As stores have opened, retailers have been cautious to 
stock up, amid uncertainty from the virus and precarious 
financial situations at some chains.
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Whitney Cummings

Every Zoom should 
be a phone call, and 

every phone call 
should be a text.
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BIG 3 AGENCIES SEE RECEDING U.S. AD ECONOMY
  The U.S. and world ad economies will contract 6.3% and 
9.4%, respectively, according to a consensus of the Big 
3 agency holding company forecasters that have revised 
their outlooks in the aftermath of the COVID-19 pandemic, 
as well as the U.S. and global economic recessions, 
MediaPost reports.
  The consensus, which could well change as other key 
industry forecasters weigh in, or as the Big 3 fine-tune their 
estimates further, is a simple average of revised outlooks 
by WPP’s GroupM and IPG Mediabrands’ Magna in 

June, and Publicis Media’s Zenith.
  What it shows is that the U.S. will prove 
much more resilient than the global 
ad economy to the effects of multiple 
crises reshaping advertising, media and 
consumer marketing.
  In fact, the most recent data reflecting 
actual U.S. ad spending from the major 
agency holding companies, the U.S. Ad 
Tracker index, shows that the rate of 
erosion has begun to moderate in June 
(-17%) vs. much steeper cuts in April 

(-35%) and May (-31%).

THIS AND THAT
  Seven local TV stations in Portland, Ore., including 
KATU (ABC), KOIN (CBS), KGW (NBC), KPTV (Fox), 
KOPB-TV (PBS), KRCW-TV (CW) and KPDX (MyNet), 
as of yesterday are among the first in the U.S. to begin 
broadcasting with NEXTGEN TV, a new digital broadcast 
technology. Based on the same fundamental technology as 
the Internet, digital applications, and other web services, 
NEXTGEN TV can support a wide range of features 
currently in development... Citing the negative impact of 
the pandemic, Omnicom Group reported a Q2 revenue 
decline of 24.7% to $2.8 billion. The net loss for the 
quarter was $24.2 million compared to net income a year 
ago of $370.7 million... Forty-eight percent of Americans 
feel favorably toward brands when their ads subtly refer to 
face masks, 33% feel negatively and 19% are indifferent 
or have mixed emotions, according to a study from Ace 
Metrix.
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FunnyTweeter.com

Growing up, I was 
convinced the only reason 
my parents had kids was 
so we could change the 

channel on the TV.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY

P&G GOES DIRECT TO NETS FOR UPFRONT DEALS
  Procter & Gamble is striking ad deals for the 2020-2021 
TV season outside of its media agencies, multiple buyers 
and sellers familiar with conversations tell Ad Age. 
  The consumer packaged goods giant is one of a handful of 
marketers moving ahead of its media buying agencies and 
going directly to TV network sellers to commit ad dollars in 
the upfronts.
  Because negotiations during this year’s upfronts — when 
networks look to secure ad commitments for the new 
season — are slow-moving due to the uncertainty around 
COVID-19, some brands are still eager 
to get deals done in the hope of securing 
favorable pricing. 
  This is an unusual practice, and not 
something commonly seen outside of 
negotiations for some live sports or 
tentpole events, including the Academy 
Awards. Agency holding companies 
typically strike deals on behalf of clients, 
with the idea that agencies can leverage 
the buying power of all of their clients to 
strike more favorable deals.
  P&G’s decision to move outside its agencies comes 
as Chief Brand Officer Marc Pritchard has been vocal 
about the need for the TV industry to move away from 
the traditional upfront selling season and look to strike 
deals on a calendar basis. He spoke out in June when the 
Association of National Advertisers called for the TV 
industry to rethink the upfront timing and process.

TRUMP CAMPAIGN OPENS UP ITS POCKETBOOK
  President Trump’s re-election campaign has made 
advance bookings of $147.2 million for TV ads (broadcast 
and cable) set to air from Labor Day through Election 
Day, and three out of the top 10 markets being targeted 
are in Florida: Tampa-St. Petersburg (Sarasota), Miami-
Fort Lauderdale and Orlando-Daytona Beach-Melbourne.
  TV stations in those DMAs are set to see a windfall of $32.5 
million thanks to the Trump campaign. Those tallies come 
from the latest Ad Age Campaign Ad Scorecard analysis 
— an ongoing project led by the Ad Age Datacenter in 
partnership with Kantar/CMAG.
  Other markets include Minneapolis-St. Paul, which will 
see $9.4 million worth of Trump TV ads from Labor Day 
through Election Day; Philadelphia ($9.3 million); Detroit 
($7.7 million); Cleveland-Akron, Ohio ($7.3 million); 
Columbus, Ohio ($7 million); Phoenix-Prescott, Ariz. ($6.9 
million); and Charlotte, N.C. ($5.9 million). It’s worth noting 
that in 2016 Trump carried all of the states these markets 
are in, except Minnesota, which suggests that he’s playing 
defense.
  All of Trump’s trackable campaign ad spending now adds 
up to $307.4 million.
  Some context: Billionaire and former New York City 
Mayor Mike Bloomberg burned through $592.8 million 
on TV/radio/digital advertising before dropping out of the 
presidential race March 4.
  By comparison, former Vice President Joe Biden’s 
campaign ad spending tally from the start of his campaign 
through July 22 comes to $85.6 million — with much of that 
outlay coming during primary season.


