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THE FUTURE OF TELEVISION? IT KICKS OFF TUESDAY
NEXT GEN TV MAKES STATIONS ‘ADDRESSABLE’
  It’s called Next Generation TV, or ATSC 3.0, and after a 
Phoenix market test turned up no fatal flaws, the FCC is now 
ready to begin allowing stations to start applying for licenses 
to use the new transmission standard starting Tuesday.
  Unlike the 2009 mandatory digital TV conversion, this 
transition will be voluntary, market-driven and most likely 
gradual. But there’s a big incentive for stations to do so.
  Thanks to the new ATSC 3.0 next-gen 
standard, TV stations will use new transmission 
and coding techniques to bring new services 
to viewers. Advertisers will be able to serve 
ads to a specific household rather than using 
a single spot in every market in one big national buy. That will 
transform TV ad sales from a “one-to-many” model to a “one-
to-one” medium by powering addressable ad delivery and 
measurement. Broadcasters hope to have 40 TV markets 
converted by the end of 2020.
  “We are very much in the kind of crawl-walk-run stage as 
it relates to the transition to ATSC 3.0,” Nexstar CEO Perry 
Sook said this month. “And obviously we have to build it 
before we can use it and have to have a fairly widespread 
platform. In terms of potential revenue opportunities, there’s 
obviously advanced advertising opportunities that we think 
will come to the fore.” But he told analysts the biggest value 
creator from a new use of TV digital spectrum may be 
something that hasn’t even been thought of yet.
  Tegna CEO David Lougee agrees. “Different applications 
will be tested like mobile, like targeted advertising, but as I’ve 
said all along, I believe that by the time it’s fully deployed 
and with the rate with which things are changing, that the 
winning business model may not even have been thought 
of yet,” Lougee said this month. “We view it sort of like the 
iPhone — that this new platform will be put out there and 
other developers will come and write some really interesting 
programs and applications for it,” he told analysts.
  In an effort to ensure it’s ready to measure Next Gen TV, 
Nielsen earlier this year struck an $11.25 million deal to buy 
Sorenson Media, a leading addressable TV technology 
provider. “It’s clear that a significant portion of TV advertising 
will be addressable long into the future,” Nielsen CEO 
David Kenny said in February. Specifics of what Nielsen’s 
product will look like are yet to come, but it will be part of 
its movement toward a Total Audience measurement 
service. The end product will be an AI-optimized platform 
that enables ad delivery, data-driven targeting, automation, 
real-time optimization, unified campaign management and 
measurement.
  As the FCC goes forward with licensing stations, the main 
requirement will be that stations must continue simulcasting 
using the current transmission technology. The agency itself 
is still working on several of the finer points of the rules, like 
how to handle proposed channel sharing arrangements. In a 
public notice yesterday it said it expects to have those rules 
sorted by the end of September.

ADVERTISER NEWS
  Best Buy’s profit rose in the latest quarter as growing 
online sales of appliances and electronics offset flat sales 
in its stores. The company said yesterday comparable 
sales increased 1.1 percent in the first quarter ended May 
4, slower than previous periods but the ninth consecutive 
quarter of growth. Best Buy CEO Hubert Joly said the 
results reflect the success of the strategy that was put in 

place after he joined in 2012. Joly recently 
announced he would step aside and hand 
over the CEO job to finance chief Corie Barry 
in June, making her one of the youngest 
CEOs of an S&P 500 company and one of 

the few women...  Target says urban shoppers who take 
advantage of the same-day delivery service in small-format 
stores buy way more items than those who buy and carry 
out. The retailer offers the option for shoppers to purchase 
their items and then arrange for delivery at a time of their 
choosing for a $7 flat fee, MarketWatch reports. “Once we 
solve the problem of carrying the order home, it frees them 
up to shop more, a lot more,” said John Mulligan, Target’s 
chief operating officer. “Average basket size on these 
orders is more than five times bigger than the average for 
these locations, and they include a very strong mix of items 
from our home category.” The home category was one of 
the areas where Target saw 3 percent same-store sales 
growth in the first quarter. Meanwhile: J.P. Morgan analyst 
Christopher Horvers has raised his evaluation of Target 
from a “middle bucket” retailer to one that is “Amazon 
safe.” Target posted a 4.8 percent gain in same-store 
sales in Q1, outpacing other legacy retailers that posted 
gains, including Home Depot, Lowe’s and Walmart... 
Bath & Body Works will renovate 175 stores, open 46 
new ones and shutter 24 locations this year, parent L 
Brands said during its earnings report. The retailer booked 
a 13 percent jump in first-quarter same-store sales, which 
includes digital channels... In what’s seen as a challenge 
to Amazon’s line of affordable devices, Walmart has 
unveiled three low-cost tablets that go on sale this week. 
ZDNet reports the lineup comprises an 8-inch device for 
$64, a 10.1-inch slate for $79 and 10.1-inch model with 
a detachable keyboard for $99... Avon Products has 
agreed to be acquired by Brazilian cosmetics company 
Natura in a stock swap, Reuters reports. The combined 
entity would be the fourth-biggest beauty company in the 
world, with annual revenue exceeding $10 billion... Ad Age 
says enough time has passed that Coca-Cola can poke 
fun at an inglorious chapter in its history: the failed launch 
of New Coke, a formula that was newsly launched in 1985 
and quickly discontinued when consumers rejected it. Now 
the company is marking its mistake in a partnership with 
Netflix’s sci-fi thriller Stranger Things, which is set in the 
1980s. New Coke will appear in a few episodes of the third 
season, which starts July 4. And for a limited time, Coca-
Cola will bring back New Coke.
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NFL TWEAKS SEVERAL TV RULES FOR 2019
  In a move that will please television viewers in two-team 
markets, the NFL has announced it will eliminate the single-
header rule, meaning fans throughout the U.S. will get to 
see three games every Sunday afternoon during the 2019 
regular season.
  USA Today says the decision was one of several TV-
related ones to come out of this week’s owners meetings in 
Key Biscayne, Fla. In addition, the league will push Sunday 
playoff games in the divisional round later in the day — to 
3 PM and 6:30 PM (ET) — to match the kickoff times in 
the conference championship round. And the number of 

commercial breaks in the Super Bowl 
will be cut from five to four per quarter.
  The most impactful of the changes 
involve the single-header, which 
previously occurred when viewers in two-
team markets (New York, Los Angeles, 
San Francisco/Oakland and Washington/
Baltimore) would only get the two games 
involving their home teams, and not a 
second game on the network televising 
that week’s Sunday doubleheader.
  The move will guarantee three Sunday 
afternoon games for every market, 
in addition to the nationally televised 

Sunday night game.

HERE ARE GEN Z’S 20 MOST-LOVED BRANDS
  Google is a hit with Gen Z. In a new poll, those born 
between 1995 and 2015 ranked it as their generation’s most 
beloved brand.
  Morning Consult Brand Intelligence, a survey research 
technology company, announced which companies are 
favored by Gen Z. In the coming year, it’s estimated that 
they will surpass millennials as the largest U.S. generation.
  The group, whose findings were reported by Fast Company, 
found that Gen Z particularly prefers tech, entertainment 
and food brands, which outperformed other categories. 
Following Google, the most popular companies included 
Netflix, YouTube, Amazon and Oreo. Several retailers also 
made the Top 10, such as Walmart and Target. And while 
Chick-Fil-A has earned some controversial headlines, it 
came in at No. 11.
  The Top 20: Google, Netflix, YouTube, Amazon, Oreo, 
PlayStation, Walmart, Target, Doritos, Nintendo, Chick-
fil-A, Nike, Marvel Studios, Spotify, Instagram, Pizza 
Hut, Sprite, Dunkin’ Donuts, Dollar Tree and Skittles.

THIS AND THAT
  The number of broadband subscribers that use one 
terabyte of data or more each month doubled on a year-
over-year basis in Q1 to reach 4.2 percent, reports analytics 
firm OpenVault. The trend will possibly affect policy at 
companies such as Comcast and CableOne. Homes 
without traditional pay-TV service consumed nearly twice 
the data that those of multichannel TV customers did... 
Online videos are playing a more prominent role in improving 
click-through rates on in-app ads, says a Q1 report from 
app marketers Smaato and Liftoff. App users are now at 
least seven times more likely to click through video spots 
than display ads... LG’s 2019 TVs in North America will be 
updated to include built-in Alexa voice commands for the 
first time, The Verge reports. Previously, an external Alexa 
smart speaker was needed to control a TV using Amazon’s 
virtual assistant.
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CABLENET CHATTER
  The six-episode series Truth Behind the Moon Landing 
will debut on Science Channel on Sunday, June 2 at 10 
PM (ET). The show will dissect the most popular conspiracy 
claims surrounding the iconic moon landing with the help of 
former NASA astronaut Leland Melvin, Iraq War veteran 
and former FBI agent Chad Jenkins, and best-selling author 
Mike Bara... Disney Channel has handed a Season 2 
renewal to Sydney at the Max, its live-action comedy. Ruth 
Righi plays the title role of Sydney in the series, which is set 
in the present day with flashbacks to the 1990s.

STUDY: AD SPEND LOST TO FRAUD 
UP 21%
  Advertisers will lose $42 billion of ad 
spend around the world in 2019 due to 
fraud across online, mobile and in-app 
channels, according to a new study from 
Juniper Research.
  This figure, according to Marketing Dive, 
represents a 21 percent increase from 
the reported $35 billion lost to advertising 
fraud in 2018.
  Juniper attributed the growth in loss to 
online scammers using more sophisticated 
techniques, and to smaller advertisers not 
adopting anti-fraud solutions. The report predicts advertisers 
will only save $16 billion of the ad spend that would otherwise 
be lost to fraud.
  Juniper also expects that available ad inventory will 
grow faster than advertiser demand in the next four years. 
Scammers are expected to take advantage of this trend by 
running fraudulent ads in this inventory.
  Fraudsters are likely to make a bigger play to target ad 
inventory on OTT TV services in the coming years, with a lack 
of standardization across this inventory potentially exposing 
these ad units to scammers at a time when investments by 
advertisers are growing.

MANY WORKERS HAVE NO RETIREMENT SAVINGS
  Many American households remain financially fragile and 
uncertain about their retirement prospects despite a booming 
job market that is lifting wages, according to a Federal 
Reserve survey released yesterday.
  One-quarter of working individuals say they have no 
retirement savings at all, the survey said, and 44 percent 
worry that their saving isn’t on track. Among younger workers 
18 to 29, 42 percent have nothing set aside, and only 26 
percent believe they are adequately prepared for retirement.
  Households are also struggling to cover their day-to-day 
expenses, the survey found, with 17 percent saying they 
wouldn’t be able to pay all their bills during the month of the 
survey. In most cases, that means they expect to forgo making 
part of their rent, mortgage, credit card or utility payments.
  Roughly a quarter of adults skipped medical care in 2018 
because they were unable to pay, and about 40 percent 
have unpaid debt from unexpected medical bills incurred last 
year. And almost 40 percent of Americans said they don’t 
have enough cash on hand to cover an unexpected $400 
expense. In most cases, they said they would rely on credit-
card balances or loans from family and friends.

Jim Gaffigan

The hardest part of 
the day is all the stuff 
after I open my eyes 

in the morning.


