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BROADCAST TV DRIVING ONLINE VIEWING HABITS
  Five hours and 24 minutes each day. That’s the amount of 
time Nielsen reports U.S. adults spend with video. It makes 
up more than half the 10 hours and 30 minutes each day 
Americans spend on connected media, according the latest 
Nielsen Total Audience Report. Even as video use dominates 
the clock, it’s really television that rules. Nielsen says video 
consumed live and time-shifted TV added up to 4 hours 
and 13 minutes per day. That’s down 12 
minutes compared to a year ago, but the big 
set remains the big dog. Video viewing on 
smartphones, computers and tablets gets 11 
minutes or less.
  Beyond video, the new Nielsen data shows 
TV continues to hold its own when stacked up against all 
other media options available to consumers. Live TV and 
time-shifted TV viewing time is down 11 minutes compared 
to last year, but it’s again the biggest of any medium. App 
usage on smartphones is now firmly in second place, adding 
17 minutes to an average 2 hours, 31 minutes per day. But 
that compares to 4 hours and 14 minutes per day logged 
by live and time-shifted TV. Radio ranks third at 1 hour, 44 
minutes. (See a side-by-side comparison HERE.)
  Television use also varies by demo. Nielsen says Adults 
18-34 spend 37 percent of their time watching TV and TV-
connected devices. That’s down three points versus a year 
ago. At the same time, their time with digital platforms rose 
five points to 47 percent of their media time. On the other end 
of the age spectrum, Adults 50-64 spend 51 percent of their 
time with TV and 31 percent with digital. (Click HERE.)
  In a reflection of how digital is changing television, Nielsen 
says there are now four different types of TV households. 
The biggest group is those who have traditional cable TV. 
They make up 76 percent of U.S. TV households. Over-the-
air is the next biggest, at 13 percent, followed by broadband-
only homes at 7 percent. The smallest group is those 
with multichannel video services like Sling, Hulu Live or 
DirecTV Now, at 4 percent. “All together, 8 in 10 homes are 
considered multichannel homes and have access to cable 
programming,” the report says.
  At the same time, Nielsen says enabled smart-TV penetration 
keeps growing. It hit 41 percent in 
September 2018, up from 32 percent 
a year earlier, as Americans continue 
to replace older sets. That’s making it 
easier to use streaming video options. 
But it’s not for everyone.
  Among those who said they don’t 
intend to subscribe, 36 percent are 
satisfied with current TV services. 
And Nielsen says one-third believe 
streaming services aren’t worth the 
extra expense, while 18 percent said

(Continued on Page 3)

NIELSEN: TV REMAINS THE BIG DOG IN THE MEDIA DAY
ADVERTISER NEWS
  “Corngate” is escalating, Ad Age reports. MillerCoors is 
suing Anheuser-Busch InBev over what it calls “a false and 
misleading advertising campaign targeting Miller Lite and 
Coors Light.” It’s the latest step in a brewing marketing feud 
that began during the Super Bowl. Bud Light, in three spots 
that aired during the game, attacked MillerCoors’ Coors Light 
and Miller Lite brands by name, noting that those brews 

use corn syrup. MillerCoors, in its filing 
yesterday, said the ads are meant to deceive 
beer drinkers into thinking its beers contain 
corn syrup and high-fructose corn syrup 
in order to boost sales of Bud Light... CVS 
Health is selling products with a derivative 

of cannabis, the drugstore chain says, despite continuing 
questions about legality. MarketWatch reports that U.S. 
cannabis retailer Curaleaf Holdings says CVS will carry 
its line of CBD products. CVS says it has already started to 
sell CBD products in eight states, including creams, sprays, 
roll-ons, lotions and salves. The FDA has said that CBD 
remains a drug ingredient and, as a result, is illegal to add to 
food and health products... Olive Garden’s promotions and 
menu upgrades are paying off for parent company Darden 
Restaurants, which raised its fiscal 2019 outlook yesterday 
and beat analysts’ earnings estimates, CNBC reports. Olive 
Garden, which accounts for roughly half of its revenue, saw 
same-store sales growth of 4.3 percent, largely due to menu 
mix. The restaurant had record-breaking sales profit for the 
month of December, thanks to its Oven Baked Pastas and 
Never Ending Pasta menu items... eBay is responding to 
the payment preferences of mobile millennial and Gen Z 
consumers, Chain Store Age reports. Customers will soon 
be able to pay for purchases with the Google Pay digital 
payment platform. Beginning in April, users of Android 
devices can complete eBay transactions using Google 
Pay via the app, mobile Web and on desktop from sellers 
participating in managed payments. Customers who have 
the Google Pay digital wallet will also be able to complete 
purchases on desktop, regardless of operating system or 
device. eBay already accepts Apple Pay.
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SURVEY: MILLENNIALS LOVE ONLINE SHOPPING
  CouponFollow, an online couponing platform, surveyed 
more than 1,000 millennials between the ages of 22-37 
about their shopping, spending and saving habits for the 
company’s Millennial Shopping Report, and found they 
have a lot of enthusiasm for online shopping.
  According to Convenience Store Decisions, Millennials, 
born between 1982 and 1996, consist of 80 million people 
in the U.S. and spend nearly $600 billion annually. The 
generation now accounts for 28 percent of all daily per-
person consumer spending.

  CouponFollow’s report found online 
shopping has surpassed brick-and-
mortar in popularity; 79 percent of 
millennials say they browse online 
before making any purchase, whether 
in-store or online.
  Some 97 percent of millennials say 
they use Amazon for some portion of 
their online shopping. And 70 percent 
follow their favorite retailers on social 
media, underscoring the importance of 
a robust social presence.

  “Millennials have officially grown up, and so have their 
shopping and spending habits,” said Marc Mezzacca, 
CEO of CouponFollow. “As Millennials move towards 
a fully digital shopping experience, online retailers 
— like Amazon — have a tremendous opportunity to 
further increase their market share by prioritizing speed, 
convenience and savings across each touchpoint of the 
consumer journey.”

UNIVISION, NIELSEN IN NEW RATINGS DEAL
  Nielsen and Univision say they’ve signed a new long-
term agreement for audience measurement, Broadcasting 
& Cable reports. The new deal includes national and local 
TV ratings plus Nielsen’s SVOD content ratings and out of 
home viewing.
  Univision’s broadcast network, UniMas, Univision 
Deportes, Galavision, El Rey and 36 local TV stations are 
covered by Nielsen’s measurement and analytic services.
  The agreement comes as Nielsen argues that using 
return-path information from set-top boxes and smart 
TVs is not enough to accurately measure viewership by 
minority viewers. Nielsen adds it uses panel information 
to adjust raw data and better represent viewing patterns.

THIS AND THAT
  A new report from UK-based Ampere Analysis has 
found that in the year leading up to December 2018, 51 
percent of Netflix’s content consisted of Netflix originals 
— shows that Netflix has developed itself, or developed 
with partners — up from 25 percent in December 2016. 
The study also found that 11 percent of Netflix content in 
the U.S. is made up of Netflix originals, up from 4 percent 
in 2016 and more than the 1 percent of Amazon Prime 
Video and Hulu content that are platform originals... 
TechCrunch says combined hardware and software 
revenue in the gaming industry could exceed $200 billion 
by 2023. Mobile is expected to be a major growth market, 
as mobile app store revenues exceeded $100 billion in 
2018.

NETWORK NEWS
  Two months after the Season 1 finale of The Conners, 
ABC’s multi-camera comedy is inching closer to a second-
season pickup. Deadline reports the three principal cast 
members of the Roseanne spinoff — Sara Gilbert, 
John Goodman and Laurie Metcalf — have closed new 
deals to return next season. The new pacts would allow 
for the trio to do 13 episodes next season, up from 11 in 
Season 1... Comedian/actor Nick Thune (Dave Made A 
Maze) is set for a key series-regular role in the ensemble 
cast of Heart of Life, ABC’s drama pilot inspired by the 
John Mayer song. The project follows 
two sets of adult siblings from wildly 
different worlds who discover they’re 
related and must reassess everything 
they thought they knew about their 
shared father. As they explore the 
mystery of their separate childhoods, 
they’ll experience the difficulty in 
overcoming the sins of the past and 
learn the joys of reuniting with long-lost 
family... Nicole Richie is set as a series 
regular opposite Thomas Lennon in 
Richard Lovely, Fox’s single-camera comedy pilot. The 
story centers on the disgruntled author of a best-selling 
children’s book series called Mr. Mouse. He doesn’t hate 
children, but rather just everything about them. But after 
a publicity fiasco involving an unexpectedly savvy 9-year-
old kid, Mr. Mouse appears in Richard’s real life as he’s 
forced into an unlikely father/son relationship that will 
change his life forever.

WE’RE EVEN DIVIDED OVER LATE-NIGHT TV
  As Stephen Colbert’s more political Late Show on 
CBS begins to top Jimmy Fallon’s Tonight Show on 
NBC in the ratings, new polling shows Democrats and 
Republicans almost diametrically opposed on their views 
of late-night political content, indicating that it might be 
difficult for networks to find a late-night show to please all 
audiences.
  The March 7-10 Morning Consult/The Hollywood 
Reporter survey found that Fallon was the fan favorite 
among 2,201 adults, having the highest favorability at 58 
percent. Fallon was also the most popular late-night host 
among Republicans, with 48 percent viewing him favorably, 
and the second-most popular among Democrats, coming 
in 1 percentage point behind ABC’s Jimmy Kimmel of 
Jimmy Kimmel Live, who had a favorability of 73 percent. 
The margin of error for the Democratic subsample was 
3 percentage points, and the margin of error for the 
Republican subsample was 4 percentage points.
  Fallon’s Tonight Show had the highest share of talk-show 
favorability among the public (55%), as well as among 
Democrats (69%) and Republicans (45%).
  But despite Fallon’s bipartisan popularity, recent Nielsen 
data shows that Colbert’s The Late Show has been 
drawing in slightly more viewers than The Tonight Show 
in the 2018-19 season, with The Late Show averaging 
692,000 adult viewers under the age of 50, compared to 
686,000 for The Tonight Show. Meanwhile, Colbert’s show 
averaged 3.8 million total viewers per episode compared 
to Fallon’s 2.5 million.
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Ron White

There must be a parallel 
universe where people know 

how to parallel park.
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DISH WANTS NEXSTAR-TRIBUNE DEAL NIXED
  Add Dish to the list of those looking to block Nexstar’s effort 
to buy the Tribune stations that Sinclair failed to snag. That 
came in a petition to the FCC to deny the deal this week, the 
deadline for such filings, Broadcasting & Cable reports.
  The deal would make Nexstar the nation’s largest station 
group, with 216 stations either owned or to which the 
company would provide various services.
  As are cable operators, Dish is primarily concerned with the 
size of the new company and its impact on the prices Dish 
pays to carry their important local TV station signals. NCTA-

The Internet & Television Association 
also said the deal should not be approved 
absent conditions, but stopped short of 
petitioning to deny it.
  “Substantial further consolidation in the 
broadcast industry threatens to harm 
localism and consumers, necessitating a 
careful review of whether this transaction 
serves the public interest,” it told the 
FCC.
  Dish said since a retrans impasse holds 
the threat of losing both the Nexstar and 

former Tribune stations, it would more likely “capitulate” 
to higher retrans demands from the station than if they 
remained separate companies.

NIELSEN: TELEVISION STILL THE BIG DOG
(Continued from Page 1)
broadcast TV has a more reliable signal. Another 16 percent 
said they’re not sure how they’d access local news and 
weather. (See results HERE.)
  The biggest driver of what people are watching online is 
actually what they’re watching on broadcast TV.
  In an effort to determine what is influencing what content 
Americans watch on streaming services, its quarterly 
MediaTech Trender survey asked how people pick online 
shows. Two-thirds said they watch shows they used to see 
on traditional TV but are now available via streaming. And 
66 percent said they’re influenced by recommendations 
from family and friends. A majority (54%) said they watch 
new shows online that they learned about on broadcast 
media outlets.
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Funny Tweeter

You know those books 
that sit there unread on 
your night stand? Take 

them with you on vacation 
so they can remain unread 

in a sunny locale.
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BORRELL SEES ‘THINNING OF THE MEDIA PACK’
  Local media digital dollars are still on the rise, but many of 
those outlets will soon face a reckoning as their share of the 
overall pie begins to shrink, even as budgets increase.
 That’s just one takeaway from the 10th annual Local Online 
Advertising Conference, which was recapped in a webinar 
led by Borrell Associates CEO Gordon Borrell.
  Borrell calls it the “thinning of the media pack.” He noted 
that total digital revenues for U.S. local media companies 
were $9.9 billion in 2017 and $10.3 billion last year, with 
those revenues projected to hit $10.5 billion this year. But 
local media’s share is going down: 16.7 
percent in 2017, 15.3 percent in 2018, 
and an anticipated 14.3 percent this year.
  But that’s far from the entire story, he 
says. “What we see this as is a switch,” he 
said. “Those cutting newspapers or print 
directories, for example, might be moving 
into another medium, like TV.”
  Borrell Associates’ research indicates 
that local advertisers are as likely to cut 
one from company as to start buying with 
another. In the company’s latest findings, 
for instance, 23 percent say they’re planning to cut broadcast 
television from the mix. Yet 27 percent say they’re planning 
to add broadcast TV.
  For cable, 25 percent say they’re looking to cut their buys — 
but 33 percent say they’re planning an increase them.
  “What we think is happening,” Borrell explains, “is that 
they’re moving to a company that can serve them the right 
way, the way they really want to be served. There are just far 
too many companies or opportunities to advertise, so they’re 
making choices.”
  The key challenge facing local media entities, Borrell 
explained, is that advertisers have more options than ever — 
what Borrell calls “media overpopulation.”
  Borrell says media companies are responding by forming 
initiatives to retain, grow and acquire customers. Among 
them: training sales staffs on a “consultative” approach; 
targeting key categories (like automotive and hospitals); 
creating an initiative to increase share of each vertical; and 
create plan to grow “wallet share” of each customer.

JOBLESS CLAIMS DECLINED IN MID-MARCH
  The number of Americans filing applications for new 
unemployment benefits fell last week, showing the labor 
market’s strength, The Wall Street Journal reports.
  Initial jobless claims, a proxy for layoffs across the U.S., 
declined by 9,000 to a seasonally adjusted 221,000 in 
the week ended March 16, the Labor Department said 
yesterday. Economists surveyed by The Journal expected 
225,000 new claims last week.
  Data can be volatile from week to week. The four-week 
moving average of claims, a steadier measure, ticked up to 
225,000.
  Jobless claims have remained low by historical standards 
in recent years, while job growth continued at a solid pace, 
making it harder to find and keep good employees.
  The report also showed the number of claims workers made 
for longer than a week fell by 27,000 to 1,750,000 in the week 
ended March 9. The figure, also known as continuing claims, 
is reported with a one-week lag.
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