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ROKU MAKES BID FOR LINEAR TV ADVERTISING DOLLARS
OTT STREAMER UNVEILS MEASUREMENT TOOL 
  Roku released a new measurement tool yesteday intended 
to show advertisers how many more people they could 
reach by shifting budgets from TV to OTT, AdAge reports. 
“We’re working with partners, helping them understand and 
quantify how much viewing is moving from linear to OTT,” 
says Alison Levin, VP of sales and strategy at Roku. “So, 
brands can become whole again and find audiences they’ve 
been losing.”
  The measurement tool can analyze how 
many times a brand’s ad was viewed by Roku 
users watching traditional TV during a 90-day 
period. Then it can calculate how many more 
unique viewers the brand could have reached by advertising 
on its OTT streaming platform.
  OTT TV is a growing segment of the viewing audience, 
people who don’t watch through cable or broadcast TV, but 
stream video through devices like the one from Roku. In 
the U.S., 205 million people will watch some form of OTT 
TV in 2019, whether that’s through YouTube, Hulu, Netflix 
and others, according to eMarketer’s latest stats. The OTT 
market will grow 2.5 percent this year, eMarketer says, and 
reach 72 percent of all U.S. internet users.
  Roku has a growing ad business through its streaming video 
boxes that reach 29 million households, as of the end of last 
quarter, which was up 40 percent year over year, according 
to the company’s latest earnings report. Roku also expects to 
top $1 billion in ad revenue in 2019.
  Levin says studies show 30 percent of all TV viewing is 
happening through the internet, but OTT only captures 3 
percent of the TV ad revenue. Roku’s new measurement is 
just the latest example of how the company wants to use its 
connected devices to raise the value of its ad platform. The 
company is able to analyze the commercials viewed on 10 
million smart TVs that use Roku software, Levin says.
  Roku has already used this capability to do post-campaign 
reports for brands, after commercials run to show brands 
how they performed. For example, in a Baskin-Robbins 
campaign, 86 percent of 18- to 49-year-olds who saw 
an ad from the ice cream brand on Roku’s platform were 
unreachable through traditional TV, according to Roku’s 
analysis. Similar results were found for a campaign from Re/
Max.
  Instead of just using this type of measurement after a 
campaign, Roku is hoping to show advertisers the same data 
before they set their TV plans, so they can be swayed to 
allocate more of the ad budget to its platform.
  Roku is not alone trying to convince advertisers that it can 
tap into a unique audience that is increasingly alienated from 
TV. Facebook, YouTube and Amazon are just a few of the 
major rivals also promising to capture audiences as they shift 
viewing habits.
  Roku is promoting its measurement technique just after TV 
upfronts, when all the advertisers plan their media buys for 
the year with the major networks.

ADVERTISER NEWS
  A 44 percent increase in digital sales helped Target grow 
its comparable store revenues by 4.8 percent in the first 
quarter, the Minneapolis Star Tribune reports. The retailer 
also posted a profit increase of 9 percent, despite higher 
costs to fulfill online orders via delivery or in-store pickup. 
During the quarter, Target, which is maintaining its full-
year outlook, completed 53 of the approximate 300 store 

remodels it is scheduled to complete this 
year... TJX Companies posted a 5 percent 
increase in same-store sales during the first 
quarter, above the 3.4 percent forecast by 
analysts. Earnings per share came in at 57 

cents, slightly higher than the 55 cents Wall Street was 
expecting, The Street reports... Nordstrom pointed to 
an expected slowdown in retail sales and mistakes made 
in an update to the chain’s loyalty program as factors in 
net earnings of 23 cents per share in the first quarter, 47 
percent below the Wall Street consensus. The Seattle 
Times says the department store retailer reported that 
net sales fell 3.5 percent during the quarter... Kohl’s CEO 
Michelle Gass says the chain plans to cut prices using a 
“surgical approach” while adding more promotional offers 
in an effort to regain market share after the chain posted a 
3.4 percent decline in same-store sales for the first quarter, 
Business Insider reports... Lowe’s same-store sales 
were up 3.5 percent during the first quarter, higher than 
the 3.2 percent expected by analysts, CNBC reports. The 
chain’s earnings per share came in at $1.22 and not the 
$1.33 Wall Street was expecting... This year was expected 
to be the beginning of a turnaround for J.C. Penney’s 
business. If so, the chain has gotten off to a rocky start 
after posting a 5.5 percent decline in same-store sales for 
the first quarter. The Dallas Morning News says the chain 
lost 48 cents a share, up from a 25-cent loss during the 
same period in 2018... USA Today says 25 women have 
filed lawsuits or complaints with the Equal Employment 
Opportunity Commission against McDonald’s, claiming 
they were subject to sexual harassment while working in 
the chain’s restaurants or corporate offices in 20 U.S. cities. 
The alleged incidents included indecent exposure, groping 
and lewd comments by supervisors... British fashion retailer 
Topshop could close its 11 stores in the U.S. as part of a 
financial rescue plan and restructuring of parent company 
Arcadia Group, The Guardian reports. The retailer is also 
asking landlords to accept rent cuts in up to 194 of its 566 
U.K. and Irish stores, the report says. Arcadia’s sales and 
profits have fallen amid increasing competition from online 
players and fast-fashion giants such as Zara, H&M and 
Primark... Shares of L Brands, the owner of Victoria’s 
Secret and Bath & Body Works, rose nearly 11 percent in 
post-market trading yesterday after the company reported 
it beat revenue and earnings expectations, helped by the 
strength of its Bath & Body Works stores. The company 
raised the low end of its earnings forecast for 2019.
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COMCAST, DIRECTV STRUGGLE IN ACSI REPORT
  After a round of rotten figures for cord-cutting — topped 
by a MoffettNathanson estimate of 1.4 million canceled 
traditional pay TV subscriptions in the first quarter — a 
new study gives cable and satellite operators yet another 
number to fear. That would be 62, as in a customer 
satisfaction score of 62 out of 100 in the American 
Customer Satisfaction Index’s latest report, below even 
the industry’s 2001 score of 64.
  So while other sectors have clawed their way up — airlines 
improved from 61 to 74 over the same time — subscription 
TV has sunk to the bottom of the ACSI’s benchmarks, 

based on annual interviews with some 
300,000 customers, FierceVideo says.
  Among the services profiled, AT&T’s 
U-verse fiber-optic service ranked 
highest, with a score of 69; another 
fiber service, Verizon’s Fios, was right 
behind at 68. Satellite services Dish 
Network and AT&T’s DirecTV had 
scores of 67 and 66 despite massive 
subscriber losses.
  The highest-ranked cable service, 
Altice USA’s Optimum, only got a 61; 
the largest cable service, Comcast’s 
Xfinity, earned only a 57, the same 

score as last year.

WALMART TO DIRECTLY PITCH ITS AD BUSINESS
  Walmart will meet large consumer goods companies and 
advertising firms for the first time in New York next week to 
pitch its advertising business, as the world’s largest retailer 
aims to rev up its website and stores as a platform for other 
companies to reach customers.
  Reuters reports the event marks Walmart’s first effort 
to grow its nascent advertising business and heralds the 
retailer’s rising challenge to online ad leaders Alphabet’s 
Google, Facebook and Amazon.com. The event, called 
“5260,” is named after a Walmart store near the retailer’s 
hometown of Bentonville, Ark., which is known for being a 
test lab for retail innovation, Walmart said.
  It is likely to be attended by hundreds of companies 
ranging from Procter & Gamble, Unilever and Coca Cola 
to Mattel, Glaxosmithkline and NBC Universal, multiple 
sources said.
  Stefanie Jay, VP and GM of Walmart Media Group, told 
Reuters the company’s “core differentiator” is that its ad 
offerings are informed not just by online purchase behavior 
and intent but also by data on what people are buying in 
stores before and after they see an ad, something its online 
rivals are unable to see.

EXISTING-HOME SALES STILL SLUMPING IN APRIL
  The U.S. housing market continued to soften in April, with 
the spring selling season so far proving a disappointment. 
Existing-home sales fell 0.4 percent in April from the previous 
month to a seasonally adjusted annual rate of 5.19 million, 
the National Association of Realtors said. Compared with 
a year earlier, sales in April declined 4.4 percent, the 14th 
straight month of annual declines.
  The report for April continued to show that the market 
is shifting in favor of buyers. The median sale price for 
an existing home in April was $267,300, up 3.6 percent 
from a year earlier. Home-price appreciation has slowed 
significantly from a year ago, when price growth was running 
over 5 percent.
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CABLENET CHATTER
  ESPN will seek to include its ESPN+ streaming platform 
in its next round of negotiations for live sports events, 
Jimmy Pitaro, the network’s president, said at an industry 
conference. ESPN+, which lacks access to pro football 
and basketball games along with many baseball telecasts, 
could also air alternative versions of live events, he added... 
Oxygen and Bravo will introduce two loyalty programs 
next month that will offer exclusive content to members at 
no cost as a way of keeping them engaged as their viewing 
choices have multiplied, the networks say. Adweek reports 
members will receive extras such as behind-the-scenes clips, 
exclusive interviews and early viewings of 
certain previews... Oxygen will debut the 
new series License to Kill, hosted by Dr. 
Terry Dubrow (Botched) on Sunday, June 
23 at 7 PM (ET). The series chronicles 
the harrowing accounts of patients put 
into jeopardy by medical professionals’ 
insidious use of their expertise. The show 
offers the perspectives of victims, families, 
colleagues and law enforcement... Beto 
O’Rourke’s Tuesday night town hall 
with CNN’s Dana Bash failed to attract 
the hoped-for crowd. The 10-11:15 PM 
broadcast attracted only an average of 
714,000 viewers, Deadline reports. That includes 194,000 
in the news demo, a.k.a. viewers 25-54. In the same block 
of time, Fox News Channel clocked 2.26 million viewers 
and MSNBC logged 2.196 million. News-demo-wise, FNC 
averaged 362,000 25-54 year olds, with MSNBC not too 
far behind at 315,000. O’Rourke’s numbers fell 29 percent 
shy of CNN’s 2019 average in the Tuesday night block of 
time, and 38 percent short in the news demo. For context: 
Colorado Gov. John Hickenlooper attracted a bigger crowd 
when he town-halled on CNN (745,000) on a Wednesday 
back in March... Natural Born Thrillers, hosted by Bruce 
Campbell, will bow on Travel Channel on Sunday, June 9 at 
9 PM (ET). Campbell will shine the spotlight on six individuals 
who possess such uncanny ability, outrageous talent and 
fearlessness that they’re known as “Natural Born Thrillers.”

AT GRADUATION TIME, CASH IS KING
  This cap-and-gown season, Americans are expected to 
spend a total of $5.5 billion in presents for graduating high 
school and college students, according to the National 
Retail Federation. And while it might not be the most creative 
option, 53 percent of gift givers will be giving cash.
  In total, an estimated 34 percent of Americans plan on buying 
presents this year — averaging $107.48 in spending. “We 
are seeing an increase in spending over last year by about 
$5 on average per gifter,” NRF senior director of Industry and 
Consumer Insight Katherine Cullen tells Fortune.
  The NRF has been tracking graduation gift spending with 
Prosper Insights & Analytics since 2009, when Americans 
spent a total of $3.9 billion. While last year’s amount dipped 
to $5.2 billion from 2017’s record high of $5.6 billion, Cullen 
notes some of the deviation could be due to fluctuations in 
graduation rates, among other factors. Overall, she says, 
“spending has been up, and the four years have been very 
strong.”

Conan O’Brien

Cutting back on my meat 
intake because what if God 
turns out to be a gigantic 
condescending vegan?


