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EMERGING BRANDS SPENT $1.4B LAST YEAR
  Ramping up efforts — just in time for the upfront ad selling 
season — direct-to-consumer (D2C) companies have 
sharply increased TV spending in recent periods, Television 
News Daily reports.
  Some 125 companies have increased spending by 60 
percent ($1.4 billion) in 2018 over 2017, totaling $3.8 billion 
on TV in 2018, according to the Video Advertising Bureau.
  The VAB says this comes from tracking — 
since 2014 —  265 data-focused, performance-
driven, digital-native D2C brands over 85 
categories. The VAB defines D2C brands 
as companies selling their product directly 
to customers without third-party retailers, 
wholesalers or other parties.
  In addition, the VAB says 41 out of the 63 (65%) “emerging” 
brands (eight years old, on average) were either new TV 
advertisers in 2018 or existing advertisers, more than 
doubling TV investment year-over-year. In 2018, emerging 
D2C brands spent more than $1.4 billion on TV, a 167 
percent increase over 2017.
  Key for many D2C brands is proving direct links to strong 
“business outcomes,” something many received from their 
digital media buys. For example, Touch of Modern, an 
online retail app targeting consumer products for men, grew 
sales revenue 33 percent in 2018 over the year before due 
to increasing its TV campaign spending.
  The VAB says other outcomes for many of businesses due 
to increased TV ad spending include more website unique 
visitors, more search queries, and more online video views.
  Peloton, which specializes in sales of indoor stationary 
exercise cycles, more than doubled its sales to $700 million 
after boosting its TV spending by 48 percent to $161.3 million 
last year, the highest among “expanding” D2C brands (13 
years old, on average) identified by the VAB. Uber, 23andMe, 
Carvana, Warby Parker and Grubhub also ranked high 
among expanding brands that boosted TV spending.
  Mattress marketer Purple led “emerging” brands in TV 
spending at $140.4 million last year, leading among those 
whose TV spending was minimal or non-existent in 2017. 
Poshmark, Apartment List, Touch of Modern, Keeps and 
online pharmacy Ro also were among 
that D2C brands that boosted their 
investment in TV.
  To sell the message of the strength of 
television, two executives from major 
on-air D2C companies — Peloton 
founder-CEO John Foley and Touch 
of Modern cofounder-CEO Jerry Hum 
— are appearing in a series of 15- and 
30-second ads. The campaign will be 
seen on more than 50 TV networks and 
local TV markets through major cable, 
satellite and telco video distributors for 
15 weeks.

D2C ADVERTISERS SEE SHARPLY HIGHER TV SPENDING
ADVERTISER NEWS
  Hudson’s Bay Executive Chairman Richard Baker 
yesterday teamed up with other shareholders and offered 
to take the struggling Canadian retailer private in a $1.31 
billion cash deal. Shares of Hudson’s Bay soared on the 
news. Hudson’s Bay, which owns Saks Fifth Avenue and 
Lord & Taylor, says it has formed a special committee 
of independent directors to review the proposal. The 

company’s shares have fallen 41 percent 
over the last 12 months. The shareholders 
group says it owns about 57 percent of the 
company... Target is adding a paid family 
leave benefit to help workers caring for a child 
or aging parent or in need of backup child 
care support, the Minneapolis Star Tribune 

reports. The chain’s new policy will double paid leave 
from two to four weeks for birth, adoption, surrogacy or 
foster child placement. It will also provide up to 20 days for 
“affordable backup care solutions” and reimburse workers 
up to $10,000 for fees related to adoption or surrogacy 
fees... FedEx says it’s not renewing an express shipping 
deal with Amazon.com, preferring to focus on “serving the 
broader e-commerce market” instead. According to The New 
York Times, the shipping service has built up a significant 
business with Target, Walgreens and Walmart and is 
making a strategic bet that those customers and others will 
continue to grow their businesses to the point of offsetting 
whatever growth may have come from Amazon. FedEx said 
Amazon accounts for 1.3 percent of its total revenue... ALDI 
is slated to become the third-largest grocery chain in the 
U.S. after Walmart and Kroger, following a $5 billion plan to 
grow from 1,900 to 2,500 stores by the end of 2022. As part 
of the expansion, the German discount grocer has opened 
a store in Walmart’s hometown of Bentonville, Ark., CNN 
reports... Luxury brands such as Louis Vuitton and Gucci 
are changing the digital advertising landscape, spending 
half of their advertising budgets on flashy digital campaigns, 
Reuters reports. The entrance of the big spenders is driving 
up the cost of ads on social media and raising the bar for 
tech design, putting the squeeze on mid-range retailers.
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AVAILS
  WPBF 25, the Hearst-owned ABC affiliate in the beautiful 
West Palm Beach market, has an incredible opportunity for 
you! WPBF 25 is looking for a dynamic sales superstar to 
join our phenomenal sales team. The ideal candidate will 
bring both Broadcast and Digital sales experience and will 
possess the drive and ability to thrive in a fast-paced, highly 
competitive market. Your creativity, originality and passion for 
developing new business will be encouraged and rewarded! 
CLICK HERE to apply. EOE.

See your ad here tomorrow! CLICK 
HERE for details.

FOR MADISON AVENUE, TV IS 
GETTING SAFER
  Variety reports advertisers are finding 
comfort in television, despite viewership 
declines. It says the big broadcast 
networks should secure an increase in 
advance advertising commitments – in 
the mid-single-digit percentage range –  
for their fall prime time schedules, citing 

executives familiar with the negotiations.
  There’s a growing consensus that the figure could be more 
robust for the industry’s annual upfront sales season than it 
has been in several years. The nation’s five English-language 
broadcast networks secured between $9.1 billion and $10.06 
billion in commitments for primetime schedules during last 
year’s haggle, according to Variety estimates, an increase of 
3 percent to 5 percent from the $8.69 billion and $9.55 billion 
advertisers committed in 2017.
  “The fact of the matter is that TV works. It still gives a 
strong performance” for advertisers, said one media-buying 
executive. “A lot of clients are seeing diminishing returns on 
some of these digital properties.”
  The surge in interest – NBCUniversal, CBS, Walt Disney, 
some WarnerMedia properties, the CW and Fox are seen 
moving along through the process in tandem – comes after 
years of advertisers placing increased emphasis on digital, 
mobile and social media.
  But in recent months, advertisers have grown more 
alarmed at a lack of transparency in the measurement of 
ad effectiveness by Facebook; difficulty in managing the 
behavior of influencers on Instagram and Twitter; and 
content issues on YouTube.

IT’S GETTING REALLY HARD TO FIND WORKERS
  The number of job openings exceeded the number of 
unemployed Americans by the largest margin on record in 
April, signaling difficulty for employers to find workers in a 
historically tight market.
  There were a seasonally adjusted 7.449 million unfilled 
jobs at the end of the month, barely budging from March, the 
Labor Department said yesterday. Meanwhile, the number 
of Americans seeking work in April dropped to 5.824 million 
from 6.211 million a month earlier.
  The number of openings increased across education, retail 
and construction and outnumbered the unemployed by 1.625 
million in April, the largest gap on records back to 2000.
  The most recent jobs data showed employers added 75,000 
jobs in May, largely a reflection of slowing global growth.

THIS AND THAT
  Microsoft says its new Xbox video game console, code-
named “Scarlett,” will be four times more powerful than 
the Xbox One X and will come with improved graphics, 
better resolution and greater memory. The new Xbox is 
expected to be released at the end of 2020... In addition 
to announcing recent upgrades to Alexa that make it more 
functional, Amazon also says the voice of Alexa will sound 
more human and conversational, Digital Trends reports. 
It’s the next step to making conversations with a smart 
assistant similar to interaction with a human, Amazon 
says... Canada will follow the lead of 
European counties in banning single-
use plastics as early as 2021, CBC 
News reports. Among the items to be 
included in the ban are cotton swabs, 
drink stirrers, plastic straws and some 
plastic bags. Canadians throw away 
more than 34 million plastic bags on a 
typical day, according to Environment 
and Climate Change Canada... The 
departures continue at Comscore, 
with COO Kathryn Bachmann leaving 
at the end of last month, reports Ad Age, shortly after the 
resignations of CEO Bryan Wiener and President Sarah 
Hofstetter.

STUDY: HERSHEY MAKING GOOD USE OF TV
  Hershey’s knows how to tug on consumers’ heartstrings, 
and it’s the most effective consumer packaged goods 
advertiser on television, according to a new study from 
System1 reported by Marketing Dive.
  The company reviewed CPG ads released this year 
using its technology, which weighs consumers’ emotional 
responses to ads to predict short- and long-term growth 
potential. The research revealed that among the top 10 
ads, 80 percent featured themes of community or sharing 
versus personal consumption. The winning ads include 
Hormel’s “Good Connection,” Pedigree’s “Simply The 
Best” and Dole’s “Generation Snack,” all of which feature 
families sharing featured products. Overall, 42.8 percent of 
reviewed CPG ads show no potential to drive growth.
  Hershey’s had three ads on the list, including 
“Heartwarming,” a series of ads depicting people sharing 
a Hershey’s bar, including one that features an elderly man 
buying candy to share with children in his community.

DONE DEALS
  Gray Television has appointed Tim Coles as the new 
general manager/general sales manager of WBKO (ABC/
Fox) in Bowling Green, Ky. (DMA 181). For the past four 
years, he’s served in the same role for Gray’s KMVT (CBS) 
and KSVT (Fox) in Twin Falls, Idaho (DMA 189). Prior to 
that, he spent 13 years as digital sales manager for Gray’s 
WKYT (CBS) in Lexington, Ky., and WYMT (CBS) in 
Hazard, Ky. Kathy Silk, general manager of Gray’s KNIN 
in Boise, Idaho, will now oversee the Twin Falls stations 
as their new GM. Over the past 28 years, she’s made her 
mark in television sales, holding various management 
positions in a number of markets, including Green Bay, 
Wis.; Wausau, Wis.; and Rapid City, S.D. The appointments 
will be effective Saturday.

6/11/2019

Jim Gaffigan

Do people ever post photos 
of what they’re eating on 
the internet? I’m going to 

start that as a thing.
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MOBILE INTERNET USAGE: 479 MINUTES A DAY
  The mobile internet has expanded the amount of time 
people spend consuming media each day, reaching an 
average of 479 minutes, according to Zenith’s latest Media 
Consumption Forecast. That number is projected to reach 
495 minutes a day by 2021. 
  “Mobile internet technology has expanded both the amount 
of time people spend with media and what counts as media,” 
says Jonathan Barnard, head of forecasting at Zenith. 
“Media now means comparing prices on the high street, 
sharing jokes with friends and booking your next holiday, 

opening up new opportunities for brands 
to connect with consumers.”
  Television remains the biggest medium 
globally, projected to attract 167 minutes 
of viewing each day in 2019, although 
Zenith predicts it will fall to 165 minutes 
a day by 2021. Between 2014 and 
2019, the average amount of time spent 
watching television has fallen from 171 to 
167 minutes daily.
  Zenith expects the average amount 
of time people around the world spend 

accessing the mobile internet to rise from 80 minutes daily in 
2015 to 130 minutes this year, averaging 13 percent growth 
a year. Annually, consumers will spend 800 hours using their 
mobile internet devices this year, which will increase to 930 
hours, or 39 full days, by 2021.

THIS AND THAT
  Microsoft says its new Xbox video game console, code-
named “Scarlett,” will be four times more powerful than the 
Xbox One X and will come with improved graphics, better 
resolution and greater memory. The new Xbox is expected to 
be released at the end of 2020... In addition to announcing 
recent upgrades to Alexa that make it more functional, 
Amazon also says the voice of Alexa will sound more human 
and conversational, Digital Trends reports. It’s the next step 
to making conversations with a smart assistant similar to 
interaction with a human, Amazon says.
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Robert A. Heinlein

Yield to temptation. It may 
not pass your way again.

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY

GAMBLING PUTS ESPN, FOX IN A NEW GAME
  ESPN is covering the NBA Finals from every angle — 
including bettor-centric information like whether the favored 
team beat the spread, The Wall Street Journal reports.
  This spring the Disney unit started airing Daily Wager, a 
one-hour show aimed at sports gamblers, on its ESPNews 
channel. Turner Sports, part of AT&T’s WarnerMedia, 
earlier struck a partnership with Caesars Entertainment to 
produce sports-betting content, including video segments 
shot from a newly built studio inside Caesars Palace in 
Las Vegas. And Fox debuted a show for sports bettors last 
year and is working on launching its own 
betting app.
  Sports gambling is only legal in a handful 
of states right now, yet many of the major 
sports broadcasters are grabbing a piece 
of the action — because the odds for 
expansion are good.
  If sports betting was legal nationally, it 
would generate more than $17 billion 
annually, with media companies making 
between $3 billion and $5 billion in 
additional revenue, according to Chris 
Grove, the managing director for sports and emerging 
verticals at research firm Eilers & Krejcik Gaming.
  Besides selling ads in programming, media companies see 
promise in cutting brand-licensing deals with casinos and 
generating revenue by referring potential bettors to sports 
books.
  Fox is launching Fox Bet, which is expected to go live this 
fall and will be powered by Stars Group, an online sports-
betting company in which Fox agreed to buy a 4.99 percent 
stake for $236 million last month. Fox’s FS1 channel caters 
to sports bettors with Lock It In, a daily, hourlong show.

SLOW PHONE MARKET HITS APPLE, BEST BUY
  As the U.S. smartphone market decelerates, Apple and 
Best Buy have been experiencing slower sales growth, and 
eMarketer forecasts that the number of smartphone users 
will grow just 3 percent in 2019.
  Apple sales have stagnated in all major markets that it 
reports. In Q1, sales in the Americas grew just 3 percent, 
and iPhone sales dropped 18.4 percent. The research firm 
forecasts that Apple’s e-commerce sales will slow to 13.4 
percent in 2019, down from 16.3 percent in 2018. Growth will 
be driven by sales on the App Store, wearables and home 
and accessories products.
  Best Buy reported retail e-commerce sales growth of 
approximately 10 percent in its Q4 2018, down from 17.9 
percent growth the year prior. Some of the deceleration could 
be attributable to the difference in their accounting schedule: 
Their fiscal Q4 had one less week in 2019 than 2018. It could 
also be attributed to the slowdown in mobile phone sales.
  Notably, computing and mobile phone sales decelerated to 
1.2 percent growth, according to the company’s Q4 report. 
eMarketer forecasts that Best Buy’s e-commerce sales 
growth rate will remain stable at 10.4 percent in 2019.
  As smartphone prices increase, with seemingly minor 
feature changes, customers are holding on to their phones 
longer before replacing them. The iPhone XR/XS line costs 
anywhere from $749 to $1,349, and the Samsung Galaxy 
S10 line ranges from $749.99 to $1,299.99.


