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NFL ACTION HELPS CBS, FOX POST UPFRONT CPM GAINS
ADVERTISER NEWS
  Nielsen says consumers look for transparency in three key 
attributes when it comes to making food purchases in the fast-
moving consumer goods arena: sustainability, processing 
(such as organic or natural) and ingredients. With access to a lot 
of information, shoppers can be selective and look for products 
and services that meet their specific needs. Nearly 65 percent 
of U.S. households buy sustainable products, according to the 
Nielsen report. The greatest sales growth in that area comes 

from products that claim sustainable farming 
(+14%), social responsibility (+8%), sustainable 
resource management (+6%) and sustainable 
seafood (+3%)... Global alcohol consumption 
rose by 0.01 percent last year, compared to a 
1.2 percent decline in 2016, according to IWSR 
market research reported by FoodBev Media. 
Wine and cider had the biggest sales hikes 
globally. Agave-based liquor — such as tequila 
and mezcal — had the biggest increases in the 

Americas, boasting 5.3 percent growth. Whiskey expanded 
by 2.7 million cases (3.2 percent) and vodka grew by 1.7 
million cases (1.8 percent)... Meanwhile, there’s a beer battle 
brewing: MillerCoors and Pabst are headed to court. It’s 
over a half-a-billion dollar lawsuit Pabst lodged against the 
Keystone beer maker. CNBC reports the center of the dispute 
is a decades-old agreement under which MillerCoors brews 
Pabst’s legacy beers, including Pabst Blue Ribbon. That deal 
is set to expire in 2020, but MillerCoors says it may not have 
the capacity to continue. Pabst alleges breach of contract, 
among other things... Buick’s small crossover, the Envision, 
which starts at $32,990 including shipping, is among the 
handful of autos imported into the U.S. from China. With the 
Trump administration planning to impose 25 percent duties 
on products including motor vehicles, each of the crossovers 
could be subject to levies of about $8,000, reports autonews.
com. Volvo’s S60 sedan could also be hit with tariffs. The 
U.S. imported just 58,437 passenger vehicles from China last 
year. China imports nearly 270,000 U.S.-made light vehicles 
annually, worth $11 billion.

SHOW REVIVALS ALSO BOLSTER CBS RESULTS
  Adweek reports that while CBS wasn’t the first of the 
broadcast networks to complete its upfront sales this year, 
it still managed to complete business a week ahead of its 
2016 negotiations—with a strong showing in all dayparts.
  The network is said to be finishing upfront negotiations with 
robust CPM increases. A source tells the magazine they 
range from high single-digit to double-digit jumps. Volume 
was also said to be up over last year, when it had been flat 
on a year-over-year basis.
  Buyers were drawn to daytime, news and 
late night, driven by excitement about the 
new CBS prime-time lineup. That includes 
revivals of Magnum P.I. and Murphy Brown, 
as well as FBI, from Law & Order producer 
Dick Wolf. Its National Football League 
games—including the Super Bowl, which will 
be broadcast in February—also drew heavy 
interest.
  Despite the accelerated finish, CBS didn’t wrap up as 
quickly as The CW, which finished its upfront business last 
Friday. Fox has also crossed the finish line. CBS reportedly 
saw an increase in C7 deals over last year, when a majority 
of its deals were transacted on the metric. Retail, consumer 
packaged goods, pharmaceutical and financial were among 
the strongest categories.
  Last season CBS finished as the most-watched network 
in total viewers for the 10th consecutive year. It also tied 
Fox and ABC for second in the 18-49 demo. But it was 
far behind NBC, which aired the Super Bowl and Winter 
Olympics. But since CBS will have the Super Bowl next 
season, it has a chance to take the blue ribbon in the 18-49 
demo.

FOOTBALL ALSO HELPS POWER FOX’S UPFRONT
  Fox also enjoyed strong upfront demand for its Thursday 
night NFL games, Adweek reports. The network, which 
finished up its upfront negotiations almost three weeks 
earlier than last year, is sticking to its 
“business as usual” approach—even 
as Comcast and Disney wage war 
over who will get to buy its parent 
company.
  A source tells Adweek that 21st 
Century Fox—the parent of Fox, 
Fox Sports, FX, FXX, National 
Geographic Channel, Nat Geo Wild 
and Nat Geo Mundo (but not Fox 
News Channel) has secured high-
single-digit CPM gains in primetime.
  On the cable side, FX’s CPM gains 
were said to be on par with the 
broadcast jumps, while the other 
networks saw smaller CPM
(Continued on page 3)
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NETWORK NEWS
  The proposed Roseanne spinoff is still very much alive 
at ABC. Sources tell The Hollywood Reporter that 
Roseanne Barr has agreed in principle to walk away from 
the characters she helped create to allow Roseanne’s cast 
and crew to pursue a spinoff in the wake of the show’s 
May cancelation. ABC and producer Carsey-Werner are 
insisting that Barr not participate financially or creatively 
in the proposed spinoff. Roseanne writer-producers and 
cast members, including John Goodman and Laurie 
Metcalf, are said to be tentatively on board, and would 
receive the same fees as previously 
negotiated for the second season of 
Roseanne revival.  Since Barr would 
be entitled to substantial fees and 
backend on any spin-off of Roseanne, 
she must waive those rights before any 
such show could proceed. Now under 
consideration is how much, if any, one-
time payment Barr should receive as “go-
away money,” as one source puts it. The 
Los Angeles Times has a good article 
on TV shows that continued without their 
“star”... Coverage on the second round of the 2018 U.S. 
Open Championship beat 2017’s numbers, up 7 percent, 
averaging just over 1.5 million viewers on FOX, FS1 and 
FOX Sports Digital Platforms combined. In 2017, the 
combined tally was just over 1.4 million. The FOX broadcast 
network posted a 1.5/4 HH rating/share, with 2,090,000 
viewers, according to fast national figures by Nielsen. That 
was 9 percent better than 2017’s average audience... Apple 
and Oprah Winfrey have a signed a multi-year content 
partnership. Winfrey and Apple will create programs that 
will be released as part of Apple’s original content lineup. 
Sources tell Variety that Apple’s deal with Winfrey does not 
conflict with the Discovery agreement, which was recently 
extended through 2025...The first competitive match in the 
FIFA tournament in Russia, the 11 AM PT matchup between 
Portugal and Spain, game did a 2.6/8 for Fox in metered 
markets. Even with the time zone differences, that’s up 
about 75 percent from what the Russia opener drew....If 
you haven’t heard, Fox canceled Lucifer back in May after 
three seasons. But the show will live on at Netflix, which 
ordered a fourth season of the supernatural crime drama. 
The renewal came just a day before the cast’s options were 
to expire.

THEY WERE BARKING UP THE WRONG TREE
  BarkBox has joined the growing group of direct-to-
consumer companies that are redistributing their Facebook 
spending to traditional channels, says Digiday.
 The subscription service, which delivers boxes of dog treats 
and toys starting at $21 per month, has spend around 75 
percent of its ad budget on Facebook since launching in 
2012. In April, it cut that to 25 percent to spend more on TV, 
direct mail, events and retail.
  BarkBox tested its first national direct-response TV ad last 
November and looked at the number of subscriptions were 
generated in the five minutes after the ad aired. BarkBox 
would not share its results so far.
  The company brought in over $100 million last year and 
expects to double that this year.

AVAILS
  Looking for a great place to live and to work for an 
industry leader? WJCL 22, the Hearst-owned ABC affiliate 
in the Savannah-Hilton Head market, is looking for a 
Research Director. The ideal candidate will be analytical, 
creative and proactive and should also be proficient in 
Nielsen software, Kantar and Wide Orbit Media Sales. 
This position is actively engaged in providing relevant 
research and strategic guidance to the stations’ news, 
programming and creative services departments. 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.
  WMBF in Myrtle Beach is seeking a Senior Digital Sales 
Specialist. This individual is a highly skilled hunter who 
will focus on developing new revenue and new customers 
by identifying the prospect’s digital marketing needs. The 
successful candidate will provide inspiring leadership, 
drive results for clients, and grow revenue within our 
market. This person must set the pace as a digital seller 
among the sales team. Qualified applicants, visit Raycom 
Media Careers to apply. Be prepared to attach resume 
with cover letter. No phone calls please. EOE-M/F/D/V

AMAZON, THE DIGITAL ADVERTISING GIANT
  MarketWatch says that while much has been said about 
Amazon’s aggressive bets on brick-and-mortar retail, 
health care and other industries, it has quietly built a 
sizable and growing digital advertising business.
  Advertising pulled in up to $4 billion for Amazon last year. 
The e-commerce giant says first-quarter revenue from 
ads and other service offerings more than doubled this 
year.
  This is surely of interest to the two tech titans that have 
built dominant positions in the market, Alphabet’s Google 
and Facebook. It also appears that Amazon is poised 
to grow: BMO Capital Markets analyst Daniel Salmon 
says he believes Amazon’s ad revenue will be $9.5 billion 
this year and nearly double that, to $18.58 billion, in 2020.
  Amazon’s numbers are no doubt enhanced by the 
company’s large collection of personal data that it 
acquires from Prime memberships. There are more than 
100 million Prime accounts linked to specific people, 
which enables Amazon to help advertisers find and track 
users from their existing databases, in addition to locating 
new potential customers.
  The MarketWatch report notes that tying data to an 
identity is crucial for advertisers because it lets them 
target with immense accuracy across the Internet. Google 
is able to achieve this via the myriad accounts that users 
sign into, among other things, as does Facebook.
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Jimmy Fallon

In November, people in 
California will vote on whether 

they want to break the state 
up in to three smaller states. 
The states would be Northern 

California, Southern California, 
and Kardashistan.
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IHOP FLIPS A LETTER, REAPS THE REWARDS
  What’s in a name, or even a single letter? A lot, if you’re 
IHOP—formally known as the International House of 
Pancakes—which has had a few rough years of late. As 
Adweek reports, sales and brand awareness are down, 
and ever-changing diet trends threaten its core offering.
  That, of course, was before a tweet on June 11th, when 
“IHOP” became “IHOb.” We eventually learned, after a few 
days of intense speculation on social media, that the little “b” 
stands for “burgers.” It may have caused 
confusion, Adweek says, but it served a  
crucial purpose: drawing attention to an 
increasingly popular non-breakfast item 
that’s always been on the menu.
  The magazine says there are three 
reasons why IHOP’s move may go down 
in history: the campaign revived the 
brand’s lagging social media presence; 
it effectively responded to the steady 
decline of pancakes and the simultaneous 
rise of hamburgers; and it revitalized its 
own customer base by getting people to 
talk about something new instead of something old.
  That in itself is somewhat ironic, because burgers at IHOP 
have been on the menu since the business began in the 
1950s. They’ve just never been the menu’s focal point.
  Time will tell if IHOP sells a lot of burgers. But for the time 
being, there’s no question that it succeeded in changing the 
conversation about its brand.

TIME WARNER IS NOW WARNERMEDIA
   AT&T acted fast after a judge ruled in favor of the 
acquisition on Tuesday, updating its name to WarnerMedia. 
  “Why WarnerMedia?” John Stankey, the new CEO of the 
company, says the short answer is that it tested very well 
externally as a naming convention that holds the valuable 
HBO, Turner and Warner Bros. brands,” he wrote. “In 
addition, we felt that maintaining an element of the proud, 
established and successful Time Warner is a testament 
and sign of respect for both its history and for you, as 
architects of that legacy.”
 AT&T’s acquisition of the former Time Warner is the 
biggest media industry deal in nearly a decade. Stankey 
will hold town halls with employees at each division this 
week. 

FBI INTERESTED IN MEDIA TRADING PRACTICES?
  The FBI is looking into media trading and transparency in 
the U.S. advertising market. That’s according to Campaign, 
which says it’s learned from multiple sources that the FBI 
has contacted multiple people with knowledge of the ad 
industry in recent months. It’s unclear if the FBI has opened 
a formal investigation. A spokesman reached by Campaign 
offered no comment.
  There has been speculation the government might launch 
a probe after the Association of National Advertisers 
(ANA) published a report by private investigators K2 
Intelligence about “non-transparent” practices at U.S. 
media agencies in June 2016. No specific companies were 
identified, but it suggested that some agency groups were 
receiving secret rebates from media owners and marking 
up the cost of ads at a profit.

AT&T LAUNCHES WATCH TV
 AT&T’s green light to seal its $85.4 billion deal for Time 
Warner, which was given last week when a federal 
judge turned away government efforts to block the deal, 
is expected to kick off a new wave of video-streaming 
services seeking to battle Netflix.
  Consumers won’t have to wait long to see new products 
from the No. 2 wireless company and owner of DirecTV, 
which is now adding Turner, HBO and Warner Bros. 

studio to its content stable.
  AT&T this week will launch Watch 
TV, an ad-supported video service 
that’s free for its unlimited wireless 
subscribers and $15 per month for 
other consumers. The service will have 
Turner channels but no sports, says 
AT&T CEO Randall Stephenson, who 
calls the offering a “very, very skinny 
bundle.”
  “Those are the kind of things we are 
going to be bringing to market,” he said 
Friday on CNBC.

  Stephenson also sees a brave new world on the horizon. 
In the coming years, he told the network, “There’s going 
to be opportunities to distribute premium video like we 
never imagined.
  “The tech companies are just demonstrating that to us,” 
he explained. “So we want to participate in this,” he said 
in reference to Netflix and Amazon, both of which have 
disrupted the media landscape by delivering original 
programming directly to users online.

ACCOUNT ACTIONS
  Ally Financial, the digital banking company that focuses 
on auto lending, has selected WPP’s MediaCom as 
its new media agency of record following a review that 
started in April, reports Adweek. Spark Foundry was the 
incumbent. Ally spent $53.6 million on measured media in 
the U.S. in 2017 and $31.8 million just in the first half of this 
year, according to Kantar Media. 

FOOTBALL ALSO HELPS POWER FOX’S UPFRONT 
(Continued from page 1)
hikes. Fox Networks Group also had “significant” 
volume increases over last year’s upfront, in addition to 
double-digit revenue increases on the digital side.
  Fox’s upfront gains were driven by Fox Sports’ NFL 
games, which this year includes Thursday Night 
Football. In January, Fox outbid CBS and NBC to land 
the Thursday package for the next five years.
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FunnyTweeter.com

If I cut my shower down to 
three minutes and breakfast 

down to five, I can hit the 
nine-minute snooze three 

more times and only be five 
minutes late.

SATURDAY NIELSEN RATINGS - LIVE + SAME DAY


