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REBRANDED ‘EFFECTV’ TO PUT FOCUS ON OUTCOMES
NEW OFFERING COMES WITH ADDITIONAL TOOLS
  Years after it launched as Comcast Cable’s TV ad sales 
unit, Comcast Spotlight is rebranding in a move that 
disassociates it from the Comcast name but provides a 
new focus on ad outcomes, Beet.TV reports.
  The new name, Effectv (“ef-fec-tiv”), is aimed at 
accentuating the unit’s ability deliver measurable ad results 
for brands across screens.
  In an interview with Beet.TV, Comcast 
Advertising chief marketing officer Maria 
Weaver said the rebrand came after more 
than a year of reflection along with Landor, a 
brand consultancy, and Yamamoto, a creative 
agency that had already worked on Comcast 
Spotlight.
  It also came after the group this year kick-started On 
Addressability – a consortium including Cox and Charter 
with the aim of broadening the scale of Advanced TV ad 
targeting – and after it launched TV Ad Planner, a self-
service web tool for small businesses to buy TV ads from 
as little as $250 a month; and Instant Impact, an attribution 
tool that measures visits to an advertiser’s websites that 
occur within 30 minutes of a TV ad airing.
  The rebrand comes with two more new products, including 
Audience Intelligence, a tool for planning and running 
data-driven linear TV ad buys that match target audiences 
at local, regional or national level; and Addressable Full 
Avails, a tool using household-level targeting, based on 
both Comcast and third-party data, to allow an advertiser to 
show one of up to five different ads to a viewer.
  “The data that we are utilizing is our own set-top box data, 
partnered with third-party data in order for us to identify 
segments that we know our brands are trying to reach,” 
Weaver says. “We can actually say, ‘If you’re trying to reach 
men 25 to 54, don’t assume that they’re all watching this 
one channel – we actually can show you a broader swath of 
the networks that they’re watching, we can actually target 
that audience in a broader way.’”
  For Weaver, it’s all about enabling three different kinds 
of ad buyer. They include small local businesses, medium-
sized businesses and national brands.
  Effectv shapes up against the likes of Xandr, the advertising 
and analytics division that was previously pulled from AT&T 
AdWorks and adjacent units in the increasingly large AT&T 
and WarnerMedia footprint.
  But Weaver is happy to see a range of new joint industry 
initiatives, like her own On Addressability, are forming 
through which competitors and peers are teaming to 
harmonize standards and increase scale for new-wave TV 
ad-buying capabilities.
  “I can recall times when it was very clear that there were 
like lines in the sand that were drawn and one company 
didn’t talk to another,” she says. “It’s exciting to see that not 
be the case right now. If we can come at that together so 
that our advertisers aren’t confused, we’ve won.”

ADVERTISER NEWS
  Costco has released “holiday savings offers” for club 
members, with some deals beginning tomorrow. USA Today 
says the warehouse club operator plans to release special 
deals for Thanksgiving Day, Black Friday and Cyber 
Monday. Costco’s clubs will be closed on Thanksgiving... 
Shopify can now boast that it has a million businesses on 

its online platform, Fast Company reports. 
The company, which has seen $183 billion in 
worldwide economic activity generated on its 
platform between 2016 and 2018, still lags far 
behind Amazon, which generated $207 billion 
last year alone. Shopify, however, is growing 
at a faster annual clip and believes its model, 

which emphasizes brands and retailers operating their own 
stores, will be a winner over the long haul... A few staffers at a 
Buffalo Wild Wings near Chicago are out of their jobs after 
they asked a group of people celebrating a birthday to leave 
their table and move elsewhere because another customer 
didn’t want to sit next to black people, The Washington 
Post reports. Buffalo Wild Wings “values an inclusive 
environment and has zero tolerance for discrimination of 
any kind,” a company spokesperson said... Birchbox will 
expand its brick-and-mortar partnership with Walgreens 
for the holiday season, from 11 permanent locations to 500 
pop-ups. The Birchbox shop-in-shops will be available in 
Walgreens stores in 44 states beginning Friday and run 
through December... David’s Bridal says it has received 
“firm commitments” for $55 million in new capital from its 
lenders to fund growth investments. The wedding apparel 
retailer also forged an agreement to trade $276 million on 
its term loan principal into new stock in the company. The 
agreement had unanimous support from David’s Bridal 
lenders and leaves the company with total funded debt of 
$75 million and a revolving credit facility of $125 million... 
UPS projects returns will peak on Jan. 2 with 1.9 million, 
representing a 26 percent bump from the peak return day 
in 2018. Returns volume before Christmas Day will be even 
more intense in aggregate, however, with UPS projecting 
1.6 million returns per day in the week preceding the holiday. 
“Gone are the days where returns were isolated to January 
– today’s empowered consumers will be sending packages 
back to retailers all season long,” Kevin Warren, UPS’ chief 
marketing officer, said in a statement, warning retailers to 
be prepared for this new normal... More and more people 
are going to the mall to eat at the food court, not to buy 
clothes, according to a survey from UBS. The investment 
bank says apparel spending continues to move online, 
away from brick-and-mortar stores, with about 25 percent 
of total apparel sales in the U.S. taking place on the internet 
today. It expects that to grow to 31 percent by 2023. UBS 
expects the shift will hurt department store chains, such as 
Macy’s and J.C. Penney, more than anything else. It said 
“disruption” in the apparel industry will go on for at least 
another five years.
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CTV SPENDING TO SOAR 38% TO $7B THIS YEAR
  Connected TV (CTV) media spending will surge 38 percent 
to $6.94 billion in the U.S. this year as advertisers work to 
reach audiences on streaming services like Hulu, Roku 
and YouTube, eMarketer reports.
  The firm estimates that CTV ad spending will hit $14.1 
billion by 2023. CTV usage is forecast to grow 5.3 percent 
to reach 195.1 million viewers by the end of this year and 
will surpass 200 million by 2020.
  Roku is the most popular streaming device, with about 44 
percent of viewers, followed by Amazon Fire TV (33%), 
Google Chromecast (16%) and Apple TV (13%), and 

there is some overlap among users of 
multiple devices.
  YouTube is estimated to have 198 
million U.S. viewers, making it the most 
popular OTT video service that runs 
advertising, followed by 75.8 million for 
Hulu’s ad-supported tier and 7 million for 
Sling TV, eMarketer estimated.
  Netflix, which is ad-free, had 60.6 
million U.S. subscribers at the end of 
Q3, per a quarterly report.
  eMarketer’s estimate on CTV ad 
spending arrives as the OTT space 
goes through one of the most disruptive 

periods in the history of the fledgling industry.
  Media and tech giants are launching a slew of new services 
that aim to reach viewers who connect their TVs directly 
to the internet instead of relying on a cable or satellite TV 
subscription.

ALTICE USA Q3 REVENUE, CASH FLOW FLAT
  Revenue and cash flow at Altice USA were basically 
flat in the third quarter, as the migration of its Suddenlink 
Communications customers to a new billing system 
impacted subscriber growth, Multichannel News reports.
  Revenue at Altice USA increased 1 percent to $2.44 billion 
in the period, while adjusted EBITDA, a measure of cash 
flow, was flat at $1.07 billion. Video subscribers declined by 
32,000 in the period, up from the 28,000 it lost in the prior 
year. Broadband customers rose by 15,000 subscribers, 
compared to a 14,000-customer gain in 2018.
  Net income rose sharply in the period to $77 million (12 
cents per share) from $33 million (4 cents per share) in the 
previous year.
  For the full year 2019, Altice USA expects revenue to rise 
about 2.5 percent.

THIS AND THAT
  The FCC yesterday released its Oct. 16 order allowing 
T-Mobile to merge with Sprint in a $26.5 billion deal. The 
commissioners approved the deal last month on a closed-
door, 3-2 party-line vote. The merger was praised by 
Republican commissioners as a boon for rural America and 
by Democratic commissioners as a disaster for consumers. 
The merger still faces a legal challenge by a coalition 
of state attorneys general... It would appear that a lot of 
shoppers want to buy gifts for someone very special this 
holiday season: themselves. A JLL 2019 Retail Holiday 
Survey reported by Retail Dive found that 53.2 percent of 
shoppers are planning to buy gifts for themselves, and 73.5 
percent of consumers with a budget of more than $500 are 
expecting to buy gifts for themselves. Clothing and shoes 
top the list for self gifts (20.4%), followed by electronics 
(11.5%) and home furnishings (8.3%).
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COMSCORE TAPS BOARD MEMBER AS CEO
  Comscore has named board Vice Chairman Bill Livek as 
its new CEO and executive vice chairman as it tries to move 
past a period of turmoil, The Wall Street Journal reports.
  Marketers are interested in a strong Comscore, as an 
alternative to industry leader Nielsen Holdings and because 
they want new measurement tools in a swiftly changing 
media business. But several incidents have complicated 
Comscore’s efforts to deliver.
  The previous top executives, CEO Bryan Wiener and 
President Sarah Hofstetter, left in March after less than 
a year in their roles. The board and the executives said 
they disagreed over how to execute the 
company’s strategy. Board member Dale 
Fuller has been operating as interim chief 
executive.
  Combined with an SEC investigation over 
accounting issues, the executive shake-
up alarmed shareholders. Comscore’s 
stock has fallen 88.3 percent since March 
29, just before Wiener and Hofstetter left.
  The company has been trying to calm the 
waters. It said in May that it would cut its 
workforce by 10 percent, or roughly 180 
people, and take other steps to reduce 
costs. In September, Comscore said it had 
settled the probe by the SEC.
  Yesterday the company reported third-quarter revenue of 
$94.3 million, down from $102.9 million during the same 
period last year. It reported a net loss of 16 cents a share, 
narrower than a net loss of 42 cents a year earlier.

CABLENET CHATTER
  Fox News and ESPN were the big winners in the cable 
ratings race during the month of October, according to 
Nielsen. ESPN, on the strength of its Monday Night Football 
telecasts, averaged 2.8 million viewers for the period of Sept. 
30 to Oct. 27 to top all cable networks, according to Nielsen. 
Fox News was second with 2.6 million, followed by MSNBC 
with 1.9 million and TBS with 1.7 million. MLB playoffs-
infused Fox Sports 1 finished fifth with 1.4 million, followed 
by CNN (1.2 million), TLC (1.1 million), HGTV (999,000), 
Hallmark Channel (899,000) and A&E Network (842,000), 
said Nielsen. Fox News was the most watched cable network 
on a total day basis for the 40th consecutive month, with 1.4 
million viewers, followed by MSNBC with 1.1 million. ESPN, 
CNN and TBS rounded out the top five of most watched 
in October on a 24-hour basis... Lance Bass will host the 
special Outrageous Holiday Houses, which premieres on 
Thanksgiving, Nov. 28, on HGTV. Bass will take viewers 
“on a whirlwind coast-to-coast tour of North America’s most 
spectacular holiday displays,” HGTV says... The Hollywood 
Reporter says the first two episodes of Treadstone, USA 
Network’s extension of the Bourne franchise, drew modest 
initial audiences: The series premiere on Oct. 15 brought 
in 647,000 viewers, and the second episode a week later 
dipped to 536,000. The drama, however, has made huge 
gains in delayed viewing. The series debut nearly tripled its 
audience after seven days, growing to 1.84 million viewers. 
Episode 2 grew by a factor of more than 3½, rising to 1.97 
million and surpassing the premiere.

Whitney Cummings

An angel dies every 
time a model posts 

an inspirational quote 
on Instagram.


