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BIA: BROADCAST, CABLE TO SEE $4B IN LOCAL AD SPEND
POLITICAL TO PUSH TOTAL TO $161.3B IN 2020
  Driven in part by billions spent on political ads, local 
advertising revenue in the U.S. will jump 5.8 percent to 
$161.3 billion in 2020, up from $152.5 billion this year.
  By a roughly 60-40 split, traditional media will grab the 
majority of local ad dollars next year, even as digital media 
billings grow at a faster pace. Traditional media outlets are 
forecast to bill $94.4 billion in local business in 
2020, up from $93.2 billion in 2019. Online/digital 
revenue will grow to $66.9 billion, up from $59.3 
billion in 2019.
  The fresh numbers are from the newly released 
U.S. Local Advertising Forecast 2020 from  
BIA Advisory Services. Over-the-air television 
will once again attract the lion’s share – $3.07 
billion (or 47%) of the total $6.58 billion election booty. A 
significant chunk of that money, of course, will come from 
robust local political ad spending in what’s shaping up to be 
yet another historic and unprecedented presidential election 
from a spending standpoint.
  Online/digital will garner $1.42 billion (22%) of the political 
spend, followed by cable television with $915 million 
(13.9%). After cable is radio with $312 million (8.8%), and 
OTT locally activated advertising with $51 million (0.8%).
  “The expectation of an aggressive presidential election 
next year, along with primaries and state-wide races, 
indicate that political ad spending will be a serious driver of 
local ad revenue next year,” Mark Fratrik, chief economist 
and SVP at BIA Advisory Services, said in a news release. 
“Combine these factors with the ongoing growth of mobile 
and social advertising and the emergence and future 
significant advancement in over-the-top advertising, and 
the revenue landscape for next year looks robust.”
  As with any political ad forecast, your mileage may vary.  
Fratrik says election dollars “will vary significantly based on 
the size of the market and specifics of local elections. Local 
media outlets have the most to gain in each of the three 
top local political revenue generating markets: Los Angeles, 
Phoenix and Philadelphia.
  Beyond political, BIA forecasts major growth next year 
for OTT locally activated advertising, mobile and social 
advertising. Local ad spending on OTT will reach $1.06 
billion in 2020, before doubling to $2.13 billion by 2024. 
Some $29.5 billion will go to mobile in 2020, leaping to 
$44.6 billion by 2024. Nearly 40 percent of mobile spending 
will be tied to native social.
  Social media ad revenues from all forms of mobile 
devices now represent about 93.8 percent of total social 
ad spending, BIA says. That will grow to nearly 96 percent 
by 2024 as more user activity shifts away from desktops 
to portable devices. Indeed, the mobile native/social 
segment of mobile advertising is the fastest-growing 
area, forecast to grow 13.9 percent from 2019-2024.

(Continued on Page 2)

ADVERTISER NEWS
  Walgreens Boots Alliance has had early-stage talks with 
private equity firms about a possible leveraged buyout that 
would take the pharmacy chain private, Reuters reports. The 
company, which operates Walgreens and Duane Reade 
stores in the U.S., has been cutting costs through store 
closures and exploring growth through partnerships with 

companies including Kroger and Jenny Craig... 
Best Buy has shuttered 18 locations in recent 
weeks as part of an ongoing evaluation of its store 
portfolio. The Minneapolis Star Tribune says 
brick-and-mortar stores remain important to the 
retailer’s growth plans even as online shopping 
grows. But lease renewals for about 170 stores 
come up each year, creating opportunities to close 

or relocate underperforming stores, CEO Corie Barry says... 
Kroger has unveiled an updated logo and a slogan that will be 
used across its entire store portfolio. Kroger, Ralphs, Fry’s, 
Harris Teeter, Fred Meyer and several other banners will 
now operate under the slogan “Fresh for Everyone,” CNBC 
reports... Amazon now offers in-car delivery options in 50 
U.S. markets and is promoting the Key by Amazon service 
as the holidays approach. Adweek says the service works 
with six auto brands, and also offers in-garage and in-home 
delivery options... Starbucks will launch its holiday menu 
today with items that proved popular last year, and it will 
also bring back holiday-themed reusable cups. This year’s 
disposable holiday cups will sport several designs inspired 
by Christmas movies and songs, the company says... 
McDonald’s new CEO, Chris Kempczinski, is a relative 
newcomer to the fast-food giant, having joined the company 
as president of its U.S. business four years ago after stints 
with PepsiCo and Kraft. Forbes says he has work to do: 
As customer traffic has slowed in recent quarters, long-time 
franchisees have begun to voice some unhappiness with 
McDonald’s direction. Last year, a group of 400 franchisees 
created an independent group to put pressure on McDonald’s 
management to make changes... Robert Reisbeck, a retail 
veteran with experience taking companies through Chapter 
11 bankruptcy proceedings, has been named the new CEO 
at Pier 1 Imports. Reisbeck will assume his new duties 
while continuing to serve as the retailer’s CFO... CVS will 
shutter 75 retail stores in 2020, mostly through natural lease 
expirations, with 22 closures in the first quarter of the fiscal 
year, CFO Eva Boratto told analysts yesterday. That will be 
in addition to the 46 “underperforming stores” closed during 
the second quarter of fiscal 2019, according to a filing with 
the SEC... Papa John’s stock jumped yesterday after the 
pizza chain announced an executive reshuffle and reported 
quarterly revenue that topped Wall Street’s estimates. Same-
store sales in North America turned positive for the first time 
in two years, growing 1 percent. CFO Joe Smith will leave 
the company in 2020 after nearly 20 years. Chief Operating 
and Growth Officer Mike Nettles and CMO Karlin Linhardt 
will also be departing.
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ANALYST SEES MORE CORD-CUTTING PAIN IN 2020
  Cord cutting and pay-TV subscriber losses greatly 
accelerated in 2019 – thanks largely to rapid erosion of 
AT&T’s base – and that trend is expected to continue in 
2020, FierceVideo reports.
  UBS predicts the U.S. pay-TV industry will lose another 
6.2 million video subscribers in 2020, down slightly from the 
6.4 million the firm predicts will be lost in total this year. If 
that loss comes to bear it will represent a 6.7 percent rate 
of decline, ahead of 6.2 percent in 2019 and well ahead of 
1.2 percent in 2018, when video subscriber losses totaled 
1.2 million.

  “We now expect industry losses to remain 
in the 6-7 percent per year range for the 
medium term, suggesting worsening 
trends in domestic core affiliate into 
next year,” UBS analyst John Hodulik 
wrote in a research report. He said that 
improvement at AT&T will likely be offset 
by worsening trends for cable providers 
and other MVPDs.
  That doesn’t mean AT&T is out of the 
woods just yet with video subscriber 
declines. UBS predicts the company will 
lose another 2.6 million subscribers in 
2020, down 13 percent from 2019, when 

the company is expected to account for approximately two-
thirds of all U.S. video subscriber losses.

SINCLAIR AD REVENUE SINKS, MISSES ESTIMATES
  Although Sinclair Broadcast Group’s TV station 
distribution revenues continue to climb (up 11%), advertising 
revenue from its TV stations sank sharply by 18 percent in 
the third quarter, Television News Daily says.
  Advertising was at $301 million for the period, with 
distribution revenue landing at $340 million. Total TV station 
revenues for the TV station group declined 4 percent to 
$651 million.
  Although total company-wide revenues increased 47 
percent to $1.13 billion versus $766 million in the prior year 
period — due to the closing of its deal to acquire 21 RSNs 
and Fox College Sports from Walt Disney for $9.6 billion 
— it missed consensus revenue projections by $160 million.
  Sinclair said its RSNs posted $352 million in revenue for 
the third quarter, including $43 million in advertising and 
$306 million from distribution revenues.
  Sinclair posted a net loss to the company of $60 million 
versus net income of $64 million on the third quarter a year 
ago.

BIA: TELEVISION TO SEE $4B IN LOCAL ADS IN 2020
(Continued from Page 1)
  “We’ve been carefully charting the growth of mobile and 
social to track its growing importance to national and local 
advertisers and its ability to precisely target and reach local 
consumers,” said Rick Ducey, managing director of BIA 
Advisory Services. “Now, we expect the emergence of OTT 
to grow quickly because it can deliver the type of targetability 
and tracking advertisers require today.” In addition, the 
burgeoning OTT channel will give local television stations 
the opportunity to increase their online revenue, Ducey 
adds.
  BIA’s U.S. Local Advertising Forecast 2020 provides 
nationwide total U.S. spending estimates for five years, 
along with individual media forecasts for 13 media, now 
including OTT.
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ROKU’S ADVERTISING REVENUE SPIKES IN Q3
  Roku reported a 50 percent year-over-year rise in 
third-quarter revenue to $260.9 million, as it continues 
to experience huge advertising growth on its platform, 
Multichannel News reports.
  In fact, “platform revenue” as the streaming company calls 
it, increased 79 percent to $179.3 million in Q3 — notable, 
given that ad sales for Roku surpassed its hardware 
business only last year. “Player revenue,” the amount of 
money generated by selling Roku OTT boxes, dongles and 
smart speakers, increased 11 percent to $81.6 million.
  Roku, which has been the hottest — and at times, 
most volatile — stock in the streaming 
video world over the last 18 months, 
beat forecasts on revenue, gross profit 
and other metrics. Active users for the 
platform increased 1.7 million to 32.3 
million.
  In a letter to shareholders yesterday, 
Roku CEO Anthony Wood and CFO 
Steve Louden tied Roku’s expansion to 
the ongoing spike in cord-cutting. 
  “According to eMarketer, around 
56 million households in total will 
have canceled cable or satellite TV 
subscriptions by 2023,” the letter said. 
“Approximately 1.7 million consumers cut the cord in Q3 
alone. Our own research indicates that roughly 50 percent 
of U.S. cord cutters are Roku customers, and cord cutters 
who choose Roku products are highly satisfied with the 
decision and extremely unlikely to consider returning to a 
traditional pay-TV subscription.”

CABLENET CHATTER
  Upcoming Discovery series Street Outlaws: Fastest in 
America will debut Monday, Jan. 20 at 8 PM (ET). Eight 
of the fastest teams in America fight for a winner-takes-all 
purse of $100,000 – which the network says is the highest 
payout in street racing history... NBA Digital, which is 
co-operated by Turner Sports and the NBA, is officially 
making its linear channel NBA TV available as a direct-to-
consumer streaming app. The NBA TV streaming service 
will be available through NBA.com and the NBA app. It will 
cost $6.99 per month or $59.99 per year. Like the linear 
channel, the NBA TV streaming service will include access 
to more than 100 exclusive live NBA games, original 
programming and a list of on-demand video content.

ALTICE USA SHEDS 32,000 VIDEO SUBS IN Q3
  Altice USA continues to post relatively small video 
subscriber losses compared to some of its counterparts 
like AT&T and Comcast, FierceVideo reports.
  During the third quarter, Altice USA posted a net loss of 
32,000 video subscribers, up slightly from 28,000 in Q3 
2018. The company said that on an adjusted basis, video 
subscriber net losses totaled 28,000.
  Altice is still migrating customers onto its next-gen video 
platform, Altice One. The operator said it now has 492,000 
unique Altice One customers, or approximately 15 percent 
of total video customers, up from 7 percent at the end of 
the year-ago quarter.

Conan O’Brien

Paying for a boxing gym 
seems crazy to me. If you 
want to learn how to fight, 
just grab the last free pizza 

bagel sample at Costco.


