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GROUPM FORECAST SEES $9.9B OF 2020 POLITICAL ADS
TELEVISION EXPECTED TO ENDURE A FLAT 2019
  WPP’s media buying shop GroupM expects record-breaking 
political ad spending next year, and that should give the 
television industry a biannual revenue tailwind like no other. 
Brian Wieser, global president of Business Intelligence for 
GroupM, forecasts campaign spending will increase $3.6 
billion to what would be a record $9.9 billion in 2020 — or 
a 57 percent increase compared with the last 
presidential election year, when $6.3 billion was 
spent in 2016.
  “Political advertising skews television growth 
rates in extreme ways. However, political 
advertising has a meaningful impact, especially 
at the local level of television,” Wieser’s just-
released U.S. Media Forecast Report says.
  The result is the TV industry’s revenue grew 6 percent in 
2018, but Wieser thinks total industry revenue will decline 5.4 
percent this year. And it’ll be back on the upswing in 2020, 
when he expects TV revenue to increase 3.6 percent. “If 
we exclude political advertising and what it means for local 
TV, national TV generally will hold up better than local TV 
and should outperform, as should the digital inventory these 
media owners offer,” Wieser says.
  Strip away the impact of political ad dollars, and Wieser 
says TV still plays a “primary role for most large brand 
owners, given its unique capacity to support and build upon 
their awareness-of-brand-attribute-centered goals.” He says 
television is also benefiting from the emergence of new 
advertisers, many of whom operate in the digital space.
  Yet TV also has challenges. “It is hampered by the relative 
weakness of the medium’s traditional sponsors,” Wieser 
says. He pegs core revenue growth for 2018 at a marginal 
0.7 percent and doesn’t expect things to pick up anytime 
soon. Wieser expects core TV revenue to remain flat (up 
0.2%) this year, but decline 2.3 percent in 2020 as political 
ad buys push some core clients off the air.
  But TV’s issues aren’t all that unique. “Traditional advertisers 
are not likely growing as fast as the industry average,” 
Wieser says. The inescapable struggles of retailers and 
other consumer goods sectors have meant slower growth 
for marketing budgets. The result is political years give most 
media companies a rollercoaster of revenue results.
  “Extreme variation in growth rates has become the norm in 
the U.S. advertising industry, as political advertising itself is 
causing mid-single-digit swings of growth and decline from 
year to year,” Wieser says.
  Overall, Wieser is forecasting U.S. total ad revenue to 
increase “a solid” 5.8 percent in 2019, excluding phone 
directories and direct mail spending. He credits a still-strong 
economy. And next year he expects some softening, pegging 
underlying growth in core advertising at 4.8 percent for 2020. 
But political spending will nearly double that. “It seems 
unlikely that political advertising won’t be bigger in 2020

(Continued on Page 2)

ADVERTISER NEWS
  Droga5’s new campaign for IHOP touts new burgers, 
or what it’s calling pancakes, with a series of spots that 
reference the brand’s previous IHOb name-change 
campaign and the consumers on social who told the brand 
to stick to pancakes, Adweek reports. The campaign also 
encourages Twitter users on “The Bancake List” — those 

who responded negatively about the chain’s 
IHOb push — to tweet positively about the 
chain’s products and is rewarding those who 
did post nice things with undisclosed goodies... 
CVS Health will expand its HealthHUB pilot 
concept from three locations to 1,500 stores 
over the next few years, Forbes says. The 
locations will dedicate more than one-fifth 

of the store space to health services, medical equipment, 
supplies and other health-related products... Forever 21 is 
exploring strategic options for restructuring and is talking 
with Apollo Global Management about raising funds in 
the event the fashion retailer files for bankruptcy protection, 
a source tells CNBC. The retailer operates more than 815 
stores, many of which are mall-based... Walmart will court 
high school-age employees with perks including free SAT 
and ACT prep classes and the promise to pay for college 
through Walmart’s Live Better U partnership with Guild 
Education. The offer will build on a previously announced 
program to help employees who haven’t finished college 
earn their degrees... In-store Bluemercury shops have 
spurred double-digit growth at the 20 Macy’s stores 
where they’re already open, and Macy’s plans to grow the 
brand further with new in-store locations and standalone 
stores, CEO Jeff Gennette says. According to Women’s 
Wear Daily, the beauty brand had 60 stores when Macy’s 
acquired it in 2015, and it boasts 164 freestanding locations 
today, with 10 more scheduled to open by year’s end... 
Anheuser-Busch previously announced it would use 100 
percent renewable electricity in brewing its beer made in the 
U.S. by 2025. But as it turns out, the brewer isn’t planning 
to wait that long. According to Fast Company, it now 
expects to reach that goal four years ahead of schedule... 
The Wall Street Journal reports it was a tough quarter at 
the mall. A number of retailers and brands primarily sold 
in mall stores saw their share prices fall dramatically after 
reporting disappointing earnings last week. Abercrombie 
& Fitch’s shares were down 26 percent, Gap was down 9 
percent, J. Jill fell 53 percent and PVH Corp., which owns 
Calvin Klein, Tommy Hilfiger and Van Heusen, dropped 
10 percent... Michaels is revamping its store assortment 
to better meet the demands of tech-savvy DIYers, Chain 
Store Age reports. The specialty arts and crafts retailer is 
renovating its in-store technology department, doubling the 
footprint and increasing product assortment by 49 percent. 
Michaels’ new in-store technology focus includes offering 
an assortment of machines, tools, accessories and surface 
materials from creative technology company Cricut.
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A BIPARTISAN PUSH TO BAN BLACKOUTS
  The second-ranking House Republican and a key 
Democrat say they’ll try to end broadcasters’ ability to black 
out signals during negotiations with cable and satellite 
service providers, Bloomberg reports.
  Republican Whip Steve Scalise and senior Energy and 
Commerce Committee member Anna Eshoo say they 
will unveil a bill in the coming weeks. It’s likely to set off a 
fierce lobbying battle between broadcasters, which would 
lose negotiating leverage, and cable providers, which stand 
to benefit.
  “The system today leaves consumers being held hostage 

to blackouts due to disputes between 
companies,” said Eshoo of California. 
“Our bipartisan approach will eliminate 
blackouts and stem the rising costs.” The 
number of blackouts has doubled in the 
last five years, she said.
  At issue are conflicts over fees charged 
by television stations for cable providers 
to use the broadcast signal. If the sides 
don’t agree on fees, the broadcaster can 
withhold network programming, including 
sports, from cable systems.
  Broadcasters, which have a powerful 
presence on Capitol Hill, have opposed 

proposals to change rules for the negotiation process.

AUTO SALES AIDED BY LOWER INTEREST RATES
  Several major automakers saw sales increase in May as 
interest rates dipped to the lowest levels of the year, the 
Detroit News says. The upward trend last month represents 
a bounce-back as rising car prices and bad weather have 
steered drivers away from dealer lots for most of the winter 
and spring.
  Interest rates for new vehicles averaged 6.1 percent in 
May, compared to 6.27 percent in April, according to data 
provided by Edmunds. The month-over-month change can 
likely be attributed to an increase in zero-percent finance 
deals in May. Still, monthly payments reached record highs 
— $559 a month on average — as car prices climb.
  “Even with a slight uptick in zero-percent finance offers 
compared to last month, average monthly payments 
reached record highs and interest rates still hovered above 
6 percent,” said Jeremy Acevedo, Edmunds’ manager of 
industry analysis. “These conditions are tough on shopper 
wallets, no matter how you look at it.”
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versus 2018,” Wieser says. “And so with an estimate of $10 
billion in our model for the present time, we forecast 8.2 
percent headline growth for 2020.”
  Digital will remain the fast-growing medium, but those 
rates should decelerate. Wieser estimates the segment’s 
ad revenue increased 23 percent in 2018 but will grow 
a smaller 17 percent this year and 15 percent in 2020, 
excluding political spending.
  Among other media, Wieser expects both newspapers and 
magazines to have two more years of double-digit declines 
in 2020. “We also anticipate sustained declines for print 
media into the future,” he says. Radio is predicted to be off 
by low-single digits as more dollars get pulled up to national 
buys. Outdoor will have modest gains. It’s expected to see 
low single-digit growth as it benefits from a digital screen 
conversion.
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CABLENET CHATTER
  ESPN’s 2019 Sunday Night Baseball viewership is up 3 
percent from 2018, according to Nielsen. The franchise is 
averaging 1,505,000 viewers through 10 telecasts, up from 
1,460,000 last year. In addition, ESPN has generated five 
consecutive weeks of year-over-year audience increases 
for Sunday Night Baseball. The June 2 edition, in which 
the Boston Red Sox defeated the New York Yankees, 
averaged 1,973,000 viewers, up 36 percent from 1,446,000 
viewers for last year’s comparable game (Red Sox vs. 
Houston Astros). It’s now ESPN’s most-watched Sunday 
Night Baseball telecast since Aug. 12, 2018 (Chicago Cubs 
vs. Washington Nationals). Sunday’s 
telecast peaked with 2,565,000 viewers 
from 9-9:15 PM (ET). Matt Vasgersian 
provides the play-by-play, alongside 
analysts Jessica Mendoza and Alex 
Rodriguez, and reporter Buster Olney... 
Elizabeth Banks is set to co-star opposite 
Cate Blanchett in Mrs. America, FX’s 
nine-episode limited series that tells the true 
story of the movement to ratify the Equal 
Rights Amendment, and the unexpected 
backlash led by a conservative woman 
named Phyllis Schlafly (Blanchett). 
Through the eyes of the women of that era, 
the series explores how one of the toughest battlegrounds in 
the culture wars of the 1970s helped give rise to the Moral 
Majority and forever shifted the U.S. political landscape... 
Nickelodeon has given a 13-episode series order to Kamp 
Koral (working title), a spinoff of the network’s signature series 
SpongeBob SquarePants. Deadline reports that while the 
mothership is a classic 2D cartoon, the offshoot will be a CG-
animated series, which serves as a prequel to SpongeBob. 
Earlier this year, Nickelodeon said it’s developing for the 
first time ever spinoff projects for SpongeBob SquarePants 
characters. Kamp Koral marks the first such project to get a 
green light... Meanwhile: Nickelodeon is bringing UK game 
show The Crystal Maze to the U.S. in an all-new version. It’s 
described as a competitive challenge featuring a family team 
who must utilize physical and mental skills to successfully 
navigate an elaborate labyrinth of four giant and immersive 
themed zones.

REPORT SAYS AD FRAUD TO REACH $23 BILLION
  A new report by cybersecurity company Cheq says 
advertisers will lose more than $23 billion globally to ad fraud 
in 2019. Additionally, it says for every ad dollar spent, roughly 
10 to 15 percent goes toward paying companies that protect 
marketers from getting bilked by bad actors.
  Cheq’s report is in stark comparison to another recent 
fraud study published by White Ops and the Association 
of National Advertisers, which said ad fraud will cost 
advertisers $5.8 billion in 2019, down from the $6.5 billion 
the groups reported in 2017.
  Ad Age says the difference between those numbers boils 
down to a convoluted digital ad ecosystem with too many 
black boxes — brands, ad tech companies and other vendors 
— who do not openly share data, making it impossible for 
either White Ops and Cheq, for instance, to get a complete 
view of the entire ad ecosystem.

Jim Gaffigan

Recently I saw an apple, 
and for a moment, just a 

moment, I didn’t recognize 
it. It’s so weird to not see 

it in a pie.


