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SURVEY UNDERSCORES TV’S STAYING POWER
  Traditional ads are here to stay. That’s the message top 
marketing executives are sending in a new survey.
  The State of Advertising report, released this week by the 
World Federation of Advertisers (WFA), shows the vast 
majority of those interviewed disagree with the idea that five 
years from now traditional formats like TV advertising will be 
a thing of the past.
  The data shows 28 percent “strongly” disagree and 34% 
“somewhat” disagree with the statement: “Looking ahead 
five years, I can imagine a world without 
traditional advertising formats.” Just 8 
percent strongly agreed. “As an industry, we 
are often prone to overstating sweeping new 
trends, so this is a useful bellwether of what a 
lot of the world’s top brands really think,” said WFA president 
Stephan Loerke.
  Even as marketers say their top priority in the coming 
months is e-commerce investment, 60 percent of those 
surveyed said advertising on offline media like TV is a priority 
for them — including 14 percent who labeled it their “top” 
priority. Expect those dollars to flow through a media buying 
agency for these big brands who say the in-house trend may 
be overstated. Three-quarters say they’ll probably rely even 
more on media shops to buy traditional media like TV in 
the coming year. And 64% say they’ll rely on them more for 
media planning too. Where the agency will be less involved 
is with media strategizing, although few CMOs are going 
completely in-house for that task.
  The WFA survey also delivered good news for how 
advertising fits into overall strategy. Advertising represents 
on average 61 percent of total marketing budgets overall. 
And for one in five, advertising is how they spent more than 
90 percent of their total marketing budget.
  Those ad budgets are growing. Ad investment is up for 
43 percent of survey respondents in the last 12 months — 
including 15 percent who report a “significant” increase, with 
28 percent saying it was “somewhat more.” Among those 
reporting budget shrinkage, a quarter said it was “somewhat 
less,” with 7 percent citing a significant decrease. Asked 
what their message is focused on, 55 percent said their ads 
are designed to promote brand awareness, while 31 percent 
said it was a mix of brand awareness and driving a purchase.
  But more money doesn’t mean marketers are convinced 
advertising is becoming more effective. A third say they 
believe the opposite. Of those, two-thirds think people are 
increasingly turned off by ad clutter. And 53 percent say it’s 
getting easier to avoid ads with technology like DVRs and 
digital ad-blockers. A declining trust in advertising (39%) and 
the rise of subscription-based models (26%) were also cited. 
And 13 percent say people just don’t like advertising.
  The results are based on an online survey of WFA members 
conducted this month. More than 100 individuals responded 
from 70 companies across 15 categories, including consumer 
packaged goods, automotive, food, alcohol, tech and finance.

VANISHING TRADITIONAL ADS? THAT’S UNTHINKABLE
ADVERTISER NEWS
  A group of direct-to-consumer mattress and home goods 
brands including DreamCloud, Nectar Sleep and Bundle 
banded together last month to launch parent company 
Resident. Modern Retail says the move is expected 
to create efficiencies and make room for adding more 
new brands... Lululemon Athletica has shuttered its two 
standalone men’s stores in Toronto and New York City, 
but the workout wear retailer says it’s still moving forward 
with plans to grow menswear sales. Bloomberg says the 

Vancouver-based retailer, which reaffirmed 
a forecast to expand revenue from men’s 
products by more than 100 percent by 
2023, said its shoppers prefer a “dual-
gender” approach to the brand... Apple has 

expanded authorized repairs of its products to all 992 U.S. 
Best Buy stores, which have approximately 7,600 Geek 
Squad employees who are Apple-certified technicians. The 
Minneapolis Star Tribune says Best Buy stores can repair 
iPhones and other devices using Apple parts... Sneaker 
brand New Balance is planning to build a $33 million 
state-of-the-art factory in Methuen, Mass., planned for a 
2020 opening. The Boston Globe says the company will 
employ 60 people in the 80,000-square-foot facility, where 
it will test new manufacturing technologies, including 3D 
printing and focus on research and development... Walmart 
has begun testing autonomous vehicles to shuttle goods 
from one warehouse to another to get them closer to the 
customer. The technology partnership with a startup called 
Gatik is designed to halve the retailer’s costs for moving 
merchandise through the “middle mile,” Bloomberg reports... 
Panera Bread will expand a dinner menu test to nine more 
restaurants next month as part of the chain’s effort to grow 
sales beyond lunchtime. Restaurant Business online 
says the 10 new items, including bowls, flatbreads and 
sandwiches, will only be available after 4:30 PM... Samsung 
Electronics has fixed “most” of the issues related to its 
Galaxy Fold handset and is preparing to put the phone back 
on the market after withdrawing it in April following reports 
of technical problems, the company says. No word yet on 
the foldable phone’s revised release date... Mondelez, 
which owns Oreo, Ritz and Nabisco among other CPG 
brands, is acquiring a majority stake in Perfect Bar-parent 
Perfect Snacks, per CNBC. Last year, the company did $70 
million in sales and is seeing double-digit year-over-year 
growth... BJ’s Wholesale Club is the latest retailer to offer 
two-day shipping, Chain Store Age reports. BJ’s is quietly 
introducing a new program called BJ’s Stocked, which 
delivers essential products in two days. So far, the retailer 
has only announced BJ’s Stocked via social media and a 
banner ad on its homepage. Eligible items include canned 
and packaged food, candy and cookies, health and beauty, 
cleaning, and baby and kids. Orders must be placed by 1 
PM for two-day delivery. BJ’s Wholesale Club Holdings 
operates 215 clubs and 136 BJ’s Gas locations in 16 states.

mailto:sales%40spotsndots.com?subject=


PAGE 2 The Daily News of TV Sales @ www.spotsndots.com 

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.
  Philadelphia’s No. 1 station, WPVI-TV, a Walt Disney 

Company station and one of the most 
progressive stations in the country, is 
looking for a modern-day multi-media 
seller with a strong track record of 
developing business. Agency experience 
is beneficial but business development is 
priority No. 1. Candidate with 3-5 years’ 
TV experience preferred, but a strong 
demonstrated media sales performance 
track record is a must. Get more details 
or apply at www.disneycareers.com, 
look for job #675544BR. EOE/F/M/V/D/

SO/GI.
  WSYX/WTTE/WWHO-TV in Columbus, Ohio, is looking for 
a Market Revenue Officer to help guide our multi-platform 
sales efforts. This position requires 
an individual who possesses 
strong leadership skills and who 
can direct a sales organization 
in selling and creating revenue 
streams through a multi-screen 
integrated approach. The candidate must have a successful 
track record in sales management, staff recruitment and 
developmental skills, as well as strong leadership capabilities. 
CLICK HERE for info or to apply now. Equal Opportunity 
Employer and Drug Free Workplace!
  KRDO News Channel 13, located in beautiful Colorado 
Springs, Colo., along the front range of the Colorado 
Rockies, is looking for two Sales Account Executives with 
digital advertising experience, one position for TV and one 
for Radio. Sales experience preferred. Must be a self-starter, 
possessing a highly motivated personality and the ability to 
consistently maintain a positive attitude. Working knowledge 
of Microsoft Outlook is a must. Excellent interpersonal and 
organizational skills required! CLICK HERE for more info or 
to apply now. No calls, please!  EOE.

See your ad here tomorrow! CLICK HERE for details.

U.S. JOBLESS CLAIMS DECREASED LAST WEEK
  The number of Americans applying for first-time 
unemployment benefits fell last week, a sign of a firm labor 
market, The Wall Street Journal says. Initial jobless claims  
decreased by 6,000 to a seasonally adjusted 216,000 in the 
week ended June 15, the Labor Department said yesterday. 
Economists had expected 220,000 new claims.
  The four-week moving average, which shows the trend 
over the past month, rose slightly to 218,750 last week. The 
report also showed so-called continuing claims decreased by 
37,000 to 1,662,000 in the week ended June 8. That figure is 
reported with a one-week lag.

OUTLOOK: 2020 POLITICAL SPEND COULD HIT $10B
  A new political advertising forecast estimates that $10 
billion will be spent in the U.S. for the upcoming 2020 
election season, with digital media expected to pull in a near 
30 percent share, double its take for the 2016 presidential 
election-year.
  Digital media is expected to total $2.9 billion, according 
to the recently launched Tru Optik Political Data 
Cloud service. Tru Optik is an audience research/data-
management platform (DMP) for OTT (over the top)/CTV 
(connected TV) platforms, Television News Daily reports.
  Tru Optik estimates the biggest piece 
of 2020 political advertising revenue 
will remain with linear TV advertising 
— estimated to be $4.4 billion. Another 
$1.9 billion will split across analog radio, 
traditional print, telemarketing, out-of-
home and direct mail.
  Tru Optik says OTT /CTV platforms will 
see $500 million to $720 million, with 
$70 million to $90 million for streaming 
audio. The Tru Optik platform helps 
political advertisers use both OTT and 
streaming audio to target specific voter groups.
  Political ad revenues for 2020 are expected to top the 
midterms of 2018 and the presidential election of 2016. 
Borrell Associates said $9.8 billion was spent on the 
2016 presidential election (up 4.6 percent from 2012) — 
with $4.4 billion for broadcast TV, $1.4 billion for digital; 
$1.35 billion for cable, $621 million for radio, and $301 
million for direct mail.
  Kantar Media/Campaign Media Analysis Group said 
that for the 2016 presidential election, local broadcast 
political ad revenue was $2.85 billion, with local cable 
at $850 million. Kantar says national TV buys that year 
totaled $122 million. That’s a total for linear TV of $3.8 
billion. Digital media was $650 million in 2016 and $950 
million for the midterm elections in 2018, Kantar says.
  For the 2018 elections, Kantar said $5.25 billion was 
spent on advertising in local broadcast, local cable and 
digital. That’s 17 percent higher than in 2016.

CBS COMPLETES UPFRONTS WITH BIG GAINS
  CBS took advantage of a strong upfront market, recording 
volume gains of more than 5 percent in primetime, 
Broadcasting & Cable reports.
  Despite lower ratings and more digital alternatives, media 
buyers bid up prices for commercials for next season’s 
shows by 14 to 16 percent, people familiar with the 
negotiations say.
  CBS did even better in late night, where Stephen Colbert 
has become the top-rated host. Volume was up as much 
as 20 percent, with prices up in the mid-teens. CBS also 
saw an increase in the amount of sports inventory it sold, 
including its NFL and NCAA college football packages. 
Prices there were up in the mid-single digits.
  Digital sales were also up significantly as CBS’s OTT 
offerings, including CBS All Access, drew advertisers.
  As expected, upstart DTC marketers continued to 
increase their TV spending. Other strong categories 
included insurance, financial services, pharmaceuticals 
and wireless.
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Jimmy Fallon

Thank you, horseradish, 
for being neither a radish 

nor a horse. What you 
are is a liar food.
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SMI: TV AD REVENUES NOT MOVING HIGHER
  While TV networks continue to negotiate upfront deals — 
looking for mid-double-digit percentage price increases — 
TV ad revenues show a flat and/or downward trend over the 
last two years, Television News Daily reports.
  Standard Media Index says upfront-placed advertising 
revenue for the better part of last TV season (October 2018 
through April 2019) came in at $19.3 billion, down 3 percent 
on a two-year compound annual growth-rate (CAGR) basis. 
During the same period, scatter-placed advertising revenue 
is at $7.1 billion, which is flat on a two-year CAGR basis.

  Growth categories for upfront-based 
deals during that period include financial 
services — 6 percent higher to $2.4 
billion on a two-year CAGR basis — and 
scatter revenue, 15 percent more at $663 
million.
  The picture is a bit more mixed for 
pharmaceutical companies, up 2 percent. 
Those marketers placed $2 billion in 
upfront deals, with scatter revenue down 
14 percent to $658 million. SMI says the 
wellness category, mostly coming from 

DTC brands, is up 16 percent over a two-year period, to $513 
million. Scatter revenues has risen 21 percent to $304 million.
  Categories that declined include broad-based consumer 
product marketers — down 5 percent, looking at a two-year 
period through April, to $3.7 billion — while scatter is down 6 
percent to $1.1 billion.

THIS AND THAT
  Nielsen and Block Communications say they have 
reached a multi-year renewal agreement for Nielsen Local 
TV measurement services across Block’s television stations, 
including WDRB (Fox), WBKI (CW) and WMYO (MNT) in 
Louisville, Ky.; WAND (NBC) in Champaign-Springfield-
Decatur, Ill.; and WOHL (ABC), WOHL DT2 (CBS), WLIO 
(NBC) and WLIO DT2 (Fox) in Lima, Ohio... U.S. companies 
brought home more foreign profits in the first year after the 
tax-law overhaul than the government previously estimated. 
Firms repatriated $776.51 billion in profits made overseas in 
2018, the Commerce Department says. The agency revised 
up an estimate made in March by more than $111 billion.
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George Carlin

Most people work just 
hard enough not to get 
fired and get paid just 

enough money not to quit.

WEDNESDAY NIELSEN RATINGS - LIVE + SAME DAY

KOREAN CARMAKERS TOP QUALITY SURVEY
  Once-dominant Japanese brands like Toyota, Nissan 
and Honda have taken a mighty fall on the quality charts, 
toppled on J.D. Power’s closely followed Initial Quality 
Study by two of the Big Three in Detroit as well as South 
Korea’s top carmarkers, CNBC reports.
  Korean automakers Genesis, Kia and Hyundai led the 
industry with the top three highest marks and widened their 
gap in the rankings over brands like Toyota and Lexus that 
had long held the lead in the annual study. Not a single 
European brand, including the vaunted Mercedes-Benz 
and BMW, earned marks above the 
industry average this year.
  Ford, its Lincoln brand and General 
Motors’ Chevrolet ranked Nos. 4, 5 and 
6, respectively, followed by Nissan and 
and Fiat Chrysler’s Dodge.
 Among the Japanese, only Nissan, 
Lexus and Toyota managed to crack 
the top 10, ranking seventh, ninth and 
10th, respectively. Familiar brands like 
Mazda, Honda and Acura all ranked 
below industry average, with struggling 
Mitsubishi ranked third from the bottom among the 32 
brands covered by the 2019 survey.
  The study focuses on issues buyers experience during the 
first 90 days of ownership, reporting the results in terms of 
problems-per-100 vehicles. Industry quality leader Genesis 
had a score of 63 this year. The industry average was 93.

AT&T FILES ‘BAD FAITH’ RETRANS COMPLAINT
  On behalf of DirecTV, DirecTV Now or U-Verse, AT&T 
has filed a complaint against nine TV station owners it says 
have collectively “pulled” 20 stations from those services, 
blackouts it said continues “with no end in sight.”
  AT&T says all the stations have shared services agreements 
with Sinclair, which it says appears to “manage and control” 
the stations, but AT&T didn’t target Sinclair in the complaint.
  The takeaways from the complaint are that the nine 
stations have ignored individual proposals and refused to 
negotiate “for several months.” The station groups cited 
are Deerfield Media, GoCom Media of Illinois, Howard 
Stirk Holdings, Mercury Broadcast Group, MPS Media, 
Nashville License Holdings, Roberts Media, Second 
Generation of Iowa and Waitt Broadcasting.
  The “refusal to negotiate” is the operative phrase, 
Multichannel News says. Broadcasters are under no 
government obligation to strike deals for their signals and 
can require they be taken off an MVPD after a contract 
expires.
  The stations, according to AT&T, include KBTV Beaumont, 
Texas (Fox); WSTR Cincinnati (My Net); WPMI Mobile, Ala. 
(NBC); WJTC Mobile (independent); WHAM Rochester, 
N.Y. (ABC); WHAM-DT Rochester (CW); KMYS San 
Antonio (CW); WBUI Champaign, Ill. (CW); WCCU 
Champaign (Fox); WRSP Champaign (Fox); WWMB 
Myrtle Beach, S.C. (CW); WEYI Flint, Mich. (NBC); KMTW 
Wichita, Kan. (My Net); WFLI Chattanooga (CW); WNBW 
Gainesville, Fla. (NBC); WTLF Tallahassee (CW); WSWB 
Wilkes Barre/Scranton, Pa. (CW); WNAB Nashville (CW); 
KMTR Eugene, Ore. (NBC); KFXA Cedar Rapids (Fox); 
and KMEG Sioux City, Iowa (CBS).


