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DATA TO PLAY EVEN BIGGER ROLE IN BUYING, SELLING
NEW INITIATIVE BRINGING BLOCKCHAIN TO TV
  Using data to buy television isn’t new, but the sheer number 
of data points available to planners, as well as an explosion 
of media outlets to consider, is reshaping how data-driven TV 
buys are made.
  Blockgraph, the industry initiative spearheaded by 
Comcast’s FreeWheel, aims to bring blockchain technology 
to the TV industry to allow data to play a bigger role in buying 
and selling decisions.
  An eye-glazing term, blockchain is essentially a collection 
of information that’s gathered through a 
network that sits on top of the internet. In 
the case of how it will be used in television, 
Blockgraph will connect data from across 
the TV ecosystem. FreeWheel says that will 
enable TV to pair its current strengths — including efficient 
reach and high engagement — with the breadth and depth 
of data insights necessary for audience-based, data- driven 
TV buying.
  While today it’s all a bit wonky, the reality is more TV ad 
spending is data-enabled, whether through the use of data 
to improve planning, targeting or analyze attribution. And the 
numbers are growing. A survey of more than 150 advertisers 
and agencies conducted by Advertiser Perceptions for 
FreeWheel shows data-driven TV has grown at a 42 percent 
three-year compound annual growth rate. In 2018 a fifth of 
TV buying was data-enabled. This year, 29 percent will be, 
and the survey says next year that number will hit 40 percent.
  “Data usage has now become the norm for advertisers 
who are looking for better, more accurate targeting of 
relevant prospects and customers, at the desired frequency, 
with the ability to measure business outcomes,” says a 
new whitepaper from FreeWheel explaining where it sees 
things heading. Although data usage has been most easily 
adapted to digital media, the paper says the “rollout in the 
TV ecosystem is now underway and critical to ensuring a 
healthy, competitive future for television advertising.”
  Yet TV ad buyers still encounter a number of challenges, 
including growing content options and distribution channels, 
the fact that audience relationships and advertising rights are 
split between a number of distributors and content owners, 
and the data matching is done by third-party providers creating 
long turnaround times and expense. Among those surveyed, 
44 percent said transparency was the biggest barrier to 
their company using data to build audience segments 
for TV advertising. Close behind were accountability and 
measurement concerns (43%) and worries about data 
privacy (42%).
  “The findings confirmed that advertisers are eager to bring 
additional data to TV, similar to their use of data in digital 
media. Yet, there is also the recognition that TV is different,” 
said Blockgraph GM Jason Manningham. “So, while they 
are bringing more data to TV, the growth, albeit strong, is

(Continued on Page 2)

ADVERTISER NEWS
  Why should burger chains have all the fun? CNBC reports 
that KFC is joining the long list of restaurants thinking about 
adding plant-based meat substitutes to its menu. Kevin 
Hochman, who heads KFC’s U.S. division, said the company 
does not have any plans to test vegan alternatives right now, 
but Business Insider says he has meetings scheduled with 
several major suppliers to learn more about plant-based 
meats. Other chains such as Burger King and Del Taco 
have already taken the plunge using plant-based beef and 

sausage products and reaped the rewards... 
Gap cut its full-year earnings forecast and 
reported a bigger-than-expected drop in 
same-store sales, especially at its Gap 
brand outlets, sending its shares plunging 

in extended trading yesterday. Gap, once a trendsetter with 
its casual logo emblazoned hoodies and khaki cargos, has 
been under pressure as a lack of new designs pushed its 
customers to switch to fast-fashion rivals such as H&M and 
Inditex’s Zara. Sales at established Gap brand stores fell 10 
percent in the first quarter ended May 4, bigger than the 4 
percent decline analysts’ had estimated, according to IBES 
data from Refinitiv. Overall same-store sales fell 4 percent, 
larger than the 1.2 percent drop analysts had expected... 
FedEx plans to deliver packages seven days a week starting 
next January as it tries to keep up with the continuing boom 
in online shopping, MarketWatch reports. The company is 
also taking back nearly 2 million daily deliveries to homes 
that are currently handled by the post office. FedEx says 
shifting SmartPost packages back to its own network will 
give drivers more deliveries bunched closer together and 
increase their efficiency. FedEx already runs seven days a 
week around Christmas. FedEx says the change will increase 
the company’s ability to meet the demands of e-commerce 
retailers and online shoppers... A North Face campaign 
designed to hack Wikipedia’s system of disclosing paid 
advocacy has resulted in an apology from the sportswear 
brand, AdAge reports. Earlier this week, the brand touted 
a new campaign in which it updated the imagery on the 
Wikipedia pages of popular outdoors destinations to include 
pictures of athletes wearing The North Face products. 
The effort was designed to pull the brand to the top of 
Google search pages without costing the brand a cent. But 
Wikipedia editors and some consumers were outraged at the 
stunt, which Wikipedia says breaches its terms... Amazon 
has added a feature to its Echo devices that allows users 
to delete recordings of their voices with a simple command 
such as “Alexa, delete everything I said today.” The additional 
feature comes amid consumer concerns that Amazon was 
illegally collecting voice recordings and additional identifying 
information of minors with its Echo Dot Kids Edition... Uber 
Elevate has filed a petition with the FAA for permission to 
launch food delivery drones in San Diego. The drones the 
company wants to use are able to fly about three miles and 
carry up to 25 pounds.
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NRF EYES RECORD FATHER’S DAY SPENDING
  Father’s Day spending is set to reach a new record, 
according to the National Retail Federation (NRF). The 
annual NRF survey conducted by Prosper Insight & 
Analytics estimates total spending for Father’s Day in 
2019 will reach $16 billion. That’s the highest figure ever 
recorded by the survey and up 4.5 percent from last year’s 
$15.3 billion.
  Father’s Day spending has grown 70 percent, approximately 
$6.6 billion, since 2009. The biggest drivers are growth 
in spending by consumers ages 35-44, and spending on 
clothing, special outings and gift cards.

  This year, 76 percent plan to celebrate 
and are expected to spend a record 
$138.97, up from last year’s $132.82, 
and up from $91 in 2009.
  Those 35-44 plan to spend the most, at 
an average $197.66, over $100 more than 
this age group spent 10 years ago. Men 
planned to spend the most for Mother’s 
Day this year, and are also likely to spend 
more than women for Father’s Day at 
$160.74 compared with $118.29.
  The most popular item will be greeting 
cards, with 62 percent of consumers 
planning to spend $830 million.

COMING TO BEER ADS: ACTIVE NFL PLAYERS
  The NFL has loosened its alcohol ad policies, including 
giving official sponsors the freedom to use active players in 
beer ads for the first time, AdAge reports.
  The changes were first reported by Morning Consult, 
which cited a league email sent to team presidents and 
marketing and sponsorship executives. While liquor brands 
still can’t use active players in marketing, booze marketers 
can now promote themselves as the “official” product of 
teams they sponsor, according to the report.
  Anheuser-Busch InBev, the NFL’s official beer sponsor, 
confirmed the changes. The NFL’s update follows a deal 
the brewer struck last year with pro baseball and basketball 
players’ unions that cleared the way for the brewer to use 
more active players in ads from those sports.
  Spirits brands had been banned from running ads of any 
kind during NFL games until the league lifted the ban in 2017. 
Beer brands have long been able to run ads during games, 
but marketers were barred from using active players.

DATA GETS BIGGER ROLE IN BUYING, SELLING
(Continued from Page 1)
actually tempered a bit by today’s challenges.”
  Faced with those barriers, Blockgraph aims to offer a 
solution by partnering with some of the biggest companies 
in TV, digital video and advertising. It provides a platform 
that allows participating organizations to directly match their 
data sets quickly and in a way that helps them control and 
prevent access to any proprietary or identifying consumer 
information.
  “Considering that data is the cornerstone to almost all of 
the innovation that will make TV a smarter, more efficient, 
more effective advertising vehicle, we need to solve the 
sizable challenges that still surround data sharing and 
activation,” said Dave Clark, GM of FreeWheel. He thinks 
the Blockgraph initiative offers a path that can accelerate 
the growth trajectory of data-driven TV advertising, one that 
will benefit the television industry, advertisers, distributions 
and audience. Download the full white paper HERE.
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CABLENET CHATTER
  Shark Week returns to Discovery Channel on Sunday, July 
28, with more than 20 hours of shark programming and Rob 
Riggle back on board for the ultimate Shark Trip with celebrity 
pals. Discovery will again work with marine biologists and 
science institutions to bring new shark research technology 
and insights on some of the most unique shark species... 
Cartoon Network says it’s in production on We Bare Bears 
The Movie, a TV movie based on its hit series. A spinoff 
show is also in the works. We Bare Bears premiered in 2015 
and follows three endearing bear siblings who are also best 
friends... Deadline reports the National Geographic scripted 
series Barkskins has added Aneurin 
Barnard (The Goldfinch), Thomas M. 
Wright (Acute Misfortune) and Tallulah 
Haddon (Kiss Me First) as series 
regulars... MSNBC’s town hall with Sen. 
Kamala Harris (D-Calif.) is the second 
most watched of this election cycle, behind 
only Sen. Bernie Sanders on Fox News 
Channel, in April. Delivering 2.209 million 
total viewers, including 307,000 in the 25-
54 news demo,  Tuesday’s Lawrence 
O’Donnell-moderated town hall, topped 
all 21 of CNN’s town halls to date in total 
viewers... Science Channel will launch 
Savage Builds, featuring Adam Savage, on Wednesday, 
June 12 at 10 PM (ET). Each episode will focus on one 
project as Adam collaborates with notable experts in their 
fields, friends, colleagues and some of his favorite people 
on the planet, including filmmaker Peter Jackson, longtime 
MythBusters collaborator Tory Belleci and actor Gary 
Oldman... Season 2 of Final Space will premiere Monday, 
June 24 at 11:30 PM (ET) on Adult Swim. The new season 
finds Gary restarting with a new ship and a new AI voiced by 
Jane Lynch (Glee) as they recover what’s left of his crew. 
Conan O’Brien reprises his role as Clarence, alongside Ron 
Funches (Undatable) and Ashly Burch (Attack on Titan) 
as they embark on a mission to free the Titan Bolo (Keith 
David).

THIS AND THAT
  WarnerMedia’s forthcoming OTT service will cost more 
than Disney+, and the AT&T unit will offer subscribers only 
a single tier, Craig Moffett of MoffettNathanson wrote 
following a talk with WarnerMedia CEO John Stankey. 
Disney will charge $6.99 a month for its service, but Stankey 
reportedly believes WarnerMedia should charge more 
because it will provide a broader array of content... According 
to Variety, Peter Naylor, SVP and head of advertising sales 
for Hulu, estimates the streaming service has 82 million 
viewers, 70 percent of which use the service’s ad-supported 
plan. The service, which limits ad breaks to 90 seconds and is 
developing new models for ad breaks, brought in almost $1.5 
billion in ad revenue last year... CBS and Viacom shares 
climbed yesterday after CNBC said the two companies will 
restart merger talks in mid-June. Citing unnamed sources 
familiar with the deal, the network said the boards of both 
companies are preparing for deal talks and that current 
Viacom CEO Bob Bakish would likely become CEO of the 
combined company.

Larry The Cable Guy

Well, it’s looking less and 
less likely I’ll make the cover 

of Men’s Health. However, 
maybe I got a shot at getting 

on a Ben and Jerry’s lid.
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