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SLOWING GROWTH BRINGS NEW ROUTINES
  The average commercial televsion station in the U.S. 
made $1,597,874 in digital ad revenue in 2018, 21 percent 
more than the previous year. That’s according to Borrell 
Associates’ annual Benchmarking Local Media’s Digital 
Revenues report. “It’s due mostly to aggressive selling 
of audience-extension advertising, which encompasses 
banners and video advertising,” says firm 
president Gordon Borrell. “It’s the easiest 
thing for TV reps to sell, and advertisers have 
been responding.”
  The fastest growth occurred in small markets, 
which saw digital average jump 29 percent to 
$756,138. Stations in Top 10 markets averaged 
$2,846,514, growing 11 percent. Stations in 
markets 21-50 pulled in about $2.5 million in digital billings, 
stations in markets 51-100 had $1.2 million, and 101-200 
had $878,000.
  “Stations in smaller markets have had a lot of catching up 
to do,” Borrell explains. “But what’s actually fueling growth 
more is the relative lack of competition, particularly from 
the digital wolves selling SEO, social media management, 
and other digital services. The small-market advertiser 
has fewer options, to media in those markets have been 
growing market share.”
  He says in smaller markets there’s often one company 
that gets bitten by the “digital bug” while its competitors 
hang back. Sometimes it’s TV, other times it’s the local 
newspaper or radio group. “In markets where the station is 
owned by a strong chain that has powerful digital assets — 
like Nexstar or Gray — they often dominate digital sales,” 
Borrell says.
  “The meteoric rise of digital advertising over the past five 
years has forged a new reality for local media companies,” 
the report says. “The last few who had viewed digital 
media as a competitor are now espousing it as a part of 
their sales packages.” Borrell says nearly 80 percent of the 
army of 60,000 local sales reps offers digital advertising or 
marketing service as part of their offerings.
  The reason is simple: demand is growing. Borrell calculates 
local businesses spent $67.4 billion on digital ads last year, 
nearly half of what was spent on advertising overall. “We 
expect digital to plateau at about a 63 percent share of local 
advertising, by 2020, when it should hit and hold at about 
$77 billion,” the report says. Even so, it says growth rates 
in digital advertising have “slowed considerably” during the 
past two years as the “normalization” in spending occurs.
  “Local advertisers are less inclined to increase digital 
spending and more inclined to adjust the dials to find the 
appropriate digital channels,” the report says.
  The result is what it predicts will be a “dog-eat-dog” phase 
as ad buyers want proof their digital buyers are paying off. 
“We foresee a dog-eat-dog five years for local media. It
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ADVERTISER NEWS
  The New York Post reports that top executives at major 
retail chains like Walmart and Target have been quietly 
meeting with makers of drinks, gummy bears, topical creams 
and oils that are infused with cannabidiol, or CBD. CBD is an 
ingredient in marijuana plants that doesn’t get you high, but 
is said to relieve pain as well as stress symptoms, including 

anxiety and insomnia. The chains, which also 
include big supermarkets such as Kroger and 
Safeway, are requesting samples of CBD 
products, along with lab results and pricing 
information, manufacturers said. The FDA says 
it’s illegal to spike food and beverages with CBD 
or THC — the pot ingredient that does get you 
high — or to transport them over state lines... 

Walmart yesterday reported its best Q1 U.S. comparable 
sales figures in nine years, with comps jumping to 3.4 
percent in the first quarter. Total revenue in the quarter rose 
1 percent year over year to $123.9 billion. Walmart U.S. 
e-commerce sales rose 37 percent, helped along by “strong 
growth” in online grocery sales and Walmart.com sales of 
home and fashion goods, the company said. Sam’s Club 
e-commerce sales were up 28 percent. Brick and mortar 
didn’t fare as well, as comp sales rose at a sluggish 0.3 
percent, hurt by a decline in tobacco sales, the company 
said. Capital expenditures increased $400 million to $2.2 
billion, while operating income fell 4.1 percent to $4.9 billion... 
Fred’s plans to close an additional 104 stores by the end 
of June, Retail Dive reports. The decision was made amid 
an ongoing review of the drug store retailer’s store portfolio 
and on top of the nearly 160 closures it announced in April, 
according to a securities filing. Fred’s CEO Joseph Anto 
describes the additional closures as a “necessary step in 
the continued restructuring of Fred’s.” The retailer has hired 
Malfitano Advisors and SB360 Capital Partners to help 
liquidate the stores... Kohl’s has approached At Home 
Group to express interest in acquiring the U.S. home decor 
retail chain, Reuters reports. A deal would help Kohl’s 
expand its customer base, which focuses on women’s, 
men’s and children’s clothing, and boost its presence in the 
home goods category, which has traditionally accounted for 
a small part of its business... Nestle has entered exclusive 
talks to sell its skin health business to a consortium led by 
EQT Partners for $10.1 billion, as the food group shifts its 
portfolio in response to changing consumer demands. The 
proposed transaction is expected to close in the second half 
of 2019 pending regulatory approval, Nestle said yesterday. 
Nestle CEO Mark Schneider put the skin health unit up 
for sale last September... Taco Bell’s latest limited-time 
offer isn’t Nacho Fries — it’s a hotel, CNBC reports. The 
fast-food chain is taking over a Palm Springs, Calif., hotel 
and resort in its latest move to recognize the brand’s super 
fans. Reservations will open in June, and guests can start 
checking in Aug. 9. The Yum Brands unit didn’t specify how 
long it would operate the hotel.
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AVAILS
  Account Executive — Oklahoma City: KOCO 5, the Hearst 
Television ABC affiliate in Oklahoma City (45th DMA and 
growing), has an opportunity for a highly motivated Account 
Executive. Exceed your goals utilizing the top syndicated 
programming, OU and OSU football, OKC Thunder NBA, 
OKC’s No. 1 web and mobile sites, and MeTV. The successful 
candidate will be organized, have strong presentation skills 
and a passion for developing new business. CLICK HERE to 
apply. EOE M/F/D/V.
  Account Executive: Nexstar, Tampa, Fla., WFLA-TV 

(NBC) is looking for an experienced 
television and digital 
seller. We’re looking for 
someone with a minimum 
of 3 years’ television 
sales experience, who 
will generate advertising 
revenue by calling on established 
advertising agencies and cold-calling 
new prospects to develop new business 
as well as digital revenue. Bachelor’s 
degree in Marketing, Advertising or 

Mass Communications or a related field, or an equivalent 
combination of education and work-related experience. To 
apply online go to https://www.nexstar.tv/careers. EOE.

See your ad here tomorrow! CLICK HERE for details.

MCDERMOTT STARTS TO BUILD STATION GROUP
  Operating under the banner of Standard Media, veteran 
broadcaster Deb McDermott has built the foundation of a 
new station group with the purchase of ABC affiliates WLNE 
Providence, R.I. (DMA 53), and KLKN Lincoln-Hastings, 
Neb. (DMA 111), TVNewsCheck reports.
  According to McDermott, Standard Media is paying $83 
million for the two ABC affiliates. She wouldn’t say what 
multiple she paid.
  The seller is Citadel Communications, owned by Phil 
Lombardo, a longtime, small-market broadcaster and 
former NAB chairman who has been selling off his holdings. 
He bought WLNE out of receivership in 2011 for $5.8 million.
  Standard Media is not the same Standard Media that agreed 
to buy, but never closed, on 11 stations that were being spun 
off from the Sinclair-Tribune merger last year. That Standard 
Media was controlled by investor and former Media General 
principal Soo Kim. Its deal for the nine stations collapsed 
when the FCC decided not to approve the merger.
  The new Standard Media is owned by McDermott, whom 
Kim tapped to run his broadcasting investments.

THIS AND THAT
  Amazon has surpassed 34 million active users on Fire TV 
and expanded the streaming platform’s lead over competitor 
Roku by picking up about 4 million new accounts since 
January, Amazon says... This spring’s college graduates are 
getting a pay bump over their Class of 2018 counterparts, 
but not a big one, The Wall Street Journal reports. Salaries 
for entry-level jobs for new degree-holders average $51,347 
in 2019, up 1.9 percent over last year — which is virtually 
flat after adjusting for inflation, according to new data from 
recruiting firm Korn Ferry.

NETWORK NEWS
  Touting a six-night (and 12-hour) fall primetime schedule 
featuring only scripted programming (all dramas), The 
CW will introduce two new series this fall: Batwoman and 
Nancy Drew. Batwoman will air Sundays at 8 PM (ET) 
into relocated Supergirl, while Nancy Drew is slated for 
Wednesday at 9 PM out of Riverdale. A third new series, 
Riverdale spin-off Katy Keene, also part of the Archie 
comic book universe, will debut in midseason.

AMAZON TOPS WALMART AS LARGEST RETAILER
  It was bound to happen sooner than 
later: Amazon has surpassed Walmart 
as the biggest retailer on the planet, 
Forbes reports. The e-commerce 
juggernaut jumped 25 spots to No. 28 on 
Forbes’ Global 2000 list of the world’s 
biggest public companies, as measured 
by a composite score of revenues, 
profits, assets and market value. That 
was sufficient enough for it to steal the 
title of the world’s largest retailer away 
from Walmart, which slipped five spots 
to No. 29 on this year’s overall list.
  Amazon has continued to chart a path to retail domination, 
with the number of Americans who subscribe to Amazon 
Prime topping 100 million in 2019. The company has 
beefed up the benefits attached to its annual membership 
in an effort to make it a must-have in every household, such 
as offering special discounts at Whole Foods, investing 
heavily in television and movies and expanding free 
shipping. In April, Amazon said it would invest $800 million 
to make free one-day shipping the new normal, up from the 
standard two-day shipping the company offers now.
  Thanks to investor enthusiasm in its breakneck growth, 
Amazon has a high-flying stock that has made its founder 
Jeff Bezos the world’s richest man and given it a market 
capitalization of over $900 billion, which is rivaled only by 
Apple.

U.S. HOUSING STARTS ROSE IN APRIL
  A gauge of home building across the U.S. increased in 
April, driven by an uptick in single-family construction 
across much of the country.
  So-called housing starts rose 5.7 percent in April from 
the prior month to a seasonally adjusted annual rate of 
1.235 million, the Commerce Department said yesterday. 
Residential building permits, which can signal how much 
construction is in the pipeline, climbed 0.6 percent from 
March to an annual pace of 1.296 million in April, the first 
monthly increase since December.
  Building projects for single-family homes rose in every 
region of the U.S. but the South. Meanwhile, construction 
in the Northeast increased at the fastest pace in nearly two 
years. This building uptick suggests residential construction 
could boost economic growth in the second quarter more 
than expected.
  Overall building rose for both single-family homes and 
apartment properties. Permits for single-family homes, 
however, declined, suggesting the starts gain “might 
represent a temporary burst rather than a fundamental turn,” 
according to Daiwa Capital Markets’ Michael Moran.
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Larry The Cable Guy

My wife and I have a 13-year 
age difference. That means 

when I’m 80, she’ll be... in the 
Bahamas with my accountant.
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AVAILS
  NPG of Idaho seeks a Director of Sales. This person is 
responsible for achieving the revenue goals and coordinating 
the sales activities of our stations. The DOS manages the 
sales, traffic and commercial production departments of KIFI, 
KIDK, KXPI, CW, Telemundo and Local News 8 Now, Idaho 
Falls-Pocatello, Idaho (market No. 161), and supervises and 
is responsible for achieving digital revenue goals. College 
degree and experience in television sales management 
preferred. Qualified candidates, send info to: robyn.clegg@
localnews8.com. EOE.

  WSOC-TV/ABC, Cox Media Group, 
Charlotte, N.C., and subsidiaries 
including WSOCTV.com, 
Local Solutions and Cox 
Health Marketing, seek 
a Local Sales Manager. 
The LSM co-directs the 
local sales team and 
must be organized, goal oriented and 
structured. This person must possess 
an entrepreneurial mindset, competitive 
spirit and exhibit passion for marketing 

sales, broadcast and digital. 3+ years of sales management 
experience or 5+ years established television sales 
experience, and a proven track record of building, developing 
and training strong sales teams required. CLICK HERE to 
apply now.

AVERAGE TV STATION: $1.5M IN DIGITAL ADS IN ’18
(Continued from Page 1)
comes down to who has the best marketing package at the 
best price, with the best results,” the report says.
  Facing that future, Borrell suggests stations need to break 
out of the habit of reading Kantar data to see who’s buying 
what on competitors’ stations. “Digital products offer a 
fantastic opportunity for stations to expand their customer 
base beyond just those who are buying TV ads,” he says. “The 
biggest growth in video advertising isn’t with TV customers; 
it’s with advertisers who’ve never bought TV before.”
  Individual sales reps should also be changing their routines, 
Borrell says. “They really need to be prospecting a lot more,” 
he says. “ I think most reps would be surprised to know how 
small of a market share the station really has, and how much 
money is available in categories that they’re barely tapping.”
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No man has a good 
enough memory to be 

a successful liar.
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REPORT: COKE WIDENS GAP OVER PEPSI
  Coca-Cola increased its lead against archrival PepsiCo 
last year in their decades-long battle for U.S. soda drinkers, 
according to a closely watched report. In a positive sign for 
both companies, though, U.S. volumes of carbonated soft 
drinks barely dipped in 2018 after more than a decade of 
steeper declines, industry tracker Beverage Digest says.
  The Atlanta Journal-Constitution reports that PepsiCo’s 
four biggest soda brands — Pepsi-Cola, Mountain Dew, 
Diet Mountain Dew and Diet Pepsi — all lost market share 
in volume terms. Coca-Cola’s flagship full-calorie cola had 
flat volumes and its leading 17.8 percent 
share of U.S. soda volumes remained 
unchanged. Diet Coke’s market share 
dipped slightly, but Coke Zero Sugar and 
Sprite gained share.
  Overall, U.S. carbonated soft drink 
volumes dipped 0.1 percent, the smallest 
decline in 14 years. The decline would 
have been larger if it hadn’t been for 
energy drinks like Monster and Red Bull, 
which continue to post growth.
  Another good sign for the soda industry, 
if not consumers: Prices for carbonated soft drinks rose 3.4 
percent last year, more than the 2.6 percent increase in 2017, 
Beverage Digest estimated.

SURVEY: TV HOME TO MORE RELEVANT ADS
  Despite marketers’ efforts with advanced programmatic 
and data targeting for video ads, consumers still find that 
they are more likely to be served a relevant ad on linear TV, 
eMarketer reports.
  According to a survey conducted by Adobe in February, 49 
percent of U.S. internet users said that TV was one of the 
mediums where they were most likely to see a relevant ad, 
while just 12 percent said the same about streaming video.
  Valuable ad placements and the ability to reach a mass 
audience have kept TV ads relevant in the digital age. But 
digital video allures marketers with advanced targeting 
through programmatic advertising, which uses audience 
data that TV doesn’t have. This year, eMarketer estimates 
$29.24 billion will be spent on programmatic video ads — 
accounting for 81.2 percent of digital video ad spend. For TV, 
just 4 percent of ad spending in the U.S. will be programmatic.

UNSOLD VEHICLES HIT 10-YEAR HIGH IN MAY
  The high number of unsold vehicles across the auto industry 
retreated slightly last month, but slowing sales in April meant 
dealers and automakers started May with their highest days 
supply for this time of year since 2009.
  Automakers and dealers had an estimated 4,120,900 unsold 
vehicles on hand to open May, a 78-day supply, according to 
the Automotive News Data Center. That’s 67,300 vehicles 
fewer than at the beginning of April, which meant a 70-day 
supply of cars and light trucks, but 18,800 more than where 
the industry stood a year ago. The estimated 78-day supply 
was the highest number for what is traditionally the start of 
the summer selling season since it reached 85 days in 2009.
  Cars represented just over 26 percent of vehicles in 
inventory to open the month. As a result, dealers and 
automakers began May with just a 69-day supply of unsold 
cars, compared with an 81-day supply of light trucks.
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