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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.

THE FUTURE OF TELEVISION? IT KICKS OFF TUESDAY
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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AVAILS
  WHDH, an independent television station in Boston, is 
searching for an Account Executive. The AE will generate 
new and service existing local accounts, ensuring all 
financial goals of the TV station are being exceeded, while 
developing and maintaining relationships with agencies and 
clients. Must have the ability to manage and enhance direct 
relationships with agencies and clients to promote station 
image and perception. Experience with One Domain, CMR 
and OSI software applications a plus. Resume and cover 
letter to: human_resources@whdh.com. EOE.

  KEZI 9, Eugene, Ore. (ABC), 
seeks an experienced Digital Sales 
Manager. Candidates must have a 
strong understanding of digital media 
advertising products, social media 
networks, digital media measurement 
tools and analytics, and the role of digital 
media as part of an overall marketing 
and advertising strategy. A minimum of 
3-5 years’ experience in media sales or 
related field is preferred. We’re looking 
for a team-oriented professional with 

a proven record of new business development, digital 
advertising sales, and a tireless work ethic. Cover letter/
resumes to: debbiecarter@kezi.com. EOE.
  WBRC FOX6 News, the dominant No. 1 station in 
Birmingham, Ala. (market No. 43), has an immediate opening 
for a talented, motivated Account 
Executive to join our energetic and 
professional sales team. We seek a 
self-starter with a sense of urgency who 
can sell new business on-air, online 
and on mobile platforms while maintaining and growing 
existing business. Candidates must be detail oriented and 
have excellent communication and customer service skills, 
plus 1-3 years’ sales success in TV, radio, digital or cable. 
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 Monday! CLICK HERE for details.

THIS AND THAT
  Online videos are playing a more prominent role in 
improving click-through rates on in-app ads, says a first-
quarter 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 this month 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.

NETWORK NEWS
  Fueled by big turnout for Jimmy Kimmel’s passion project: 
Live in Front of a Studio Audience: Norman Lear’s All in 
the Family and The Jeffersons, ABC won the final night of 
the 2018-19 season by strong margins on Wednesday. From 
8-9:30 PM (ET), ABC’s live Lear sitcoms reboot averaged 
10.4 million viewers and a 1.7 demo rating to outstrip all the 
competition.

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.

FEWER TV SHOWS REACHING 10M VIEWER MARK
  Ratings for the four network broadcast prime-time TV shows 
continue to decline by low double-digit percentages for the 
2018-2019 TV season. Television News Daily says that 
has resulted in fewer top shows under key viewing levels.
  Through 35 weeks, with the TV season wrapping up this 
week, just five broadcast network shows earned more than 
10 million viewers on average this past TV season: Big Bang 
Theory, NCIS, Young Sheldon, AGT: Champions and 60 
Minutes. This is according to Nielsen’s live program-plus 
same day-time-shifted viewing measure.
  A year ago, through the same time period, there were 
nine series that had more than 10 million viewers: Big Bang 
Theory, ABC’s Roseanne, NCIS, Young Sheldon, This Is 
Us, 60 Minutes, CBS’ Bull and two editions of NBC’s The 
Voice. Only three network shows averaged more than a 2.0 
Nielsen rating among 18-49 viewers this season: Fox’s The 
Masked Singer, Big Bang Theory and NBC’s This Is Us. A 
year ago, there were six, including two — Roseanne (3.6) 
and This Is Us (3.1) — that posted more than a 3.0 number.
  Looking at the overall top programming in prime time, 
NBC’s Sunday Night Football was again the top series, 
averaging 19.3 million viewers, up 7 percent from the year 
before. Fox/NFL Network’s Thursday Night Football was 
second, earning 14.3 million viewers, up slightly versus the 
year before.
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Jim Gaffigan

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

in the morning.
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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.

TV: YOUTUBE’S FASTEST-GROWING PLATFORM
  The future of YouTube may be on the TV set. That’s one 
takeaway from data generated by Collab, a YouTube-
focused digital entertainment studio.
  Collab analyzed a dataset comprised of 60 million unique 
viewers of its content, between 2016-2018. It found that 
while overall YouTube viewership rose significantly in that 
time, the fastest-growing platform for YouTube consumption 
was on TV sets; usage grew by 272 percent in that time. 
Among Collab’s “owned-and-operated” content, that growth 
was 455 percent.
  For comparison, viewership on mobile devices rose 220 
percent in that time, desktop viewership rose 140 percent, 
and tablet viewers rose 141 percent.
  According to its own internal data, YouTube says viewership 
on TV sets now tops 250 million hours per day.
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Robin Williams

Why do they call it 
‘rush hour’ when 
nothing moves?

WEDNESDAY NIELSEN RATINGS - LIVE + SAME DAY

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 includes 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.
  Most loved by women includes Bath & Body Works (No. 
4), Walt Disney (No. 9), and Dove (No. 13). Gen Z males, 
meanwhile, have a soft spot for Playstation (No. 4), Doritos 
(No. 7) and Marvel Studios (No. 9).

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. Roughly a quarter of adults skipped medical care 
in 2018 because they were unable to pay, 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.

U.S. JOBLESS CLAIMS DECREASED LAST WEEK
  The number of Americans filing applications for new 
unemployment benefits fell last week for the third consecutive 
week, pointing to a historically tight labor market.
  Initial jobless claims, a proxy for layoffs across the U.S., 
were a seasonally adjusted 211,000 in the week ended May 
18, the Labor Department said yesterday. Economists 
surveyed by The Wall Street Journal expected 215,000 
new claims last week.
  Data can be volatile from week to week. The four-week 
moving average of claims, a steadier measure, decreased 
to 220,250.


