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TV STILL TOPS WHEN IT COMES TO CONSUMPTION
  For all that women do each week, they still find time 
to spend nearly 73 hours with media — and the biggest 
recipient of that time is television. A new Nielsen analysis 
shows that not only do women have five more hours of 
media use during the typical week than men, but TV gets 
eight out of every 10 minutes of media consumed.
  Nielsen says during an average day American women watch 
television for 5 hours and 19 minutes. The vast majority of 
that is watching live TV. The data shows 3 
hours and 54 minutes is credited to live TV, 
with another 36 minutes coming via time-
shifted viewing. The remainder is done by 
watching TV other ways such as on various 
internet-connected devices. Men are TV 
laggards in comparison, watching 4 hours and 44 minutes 
per day. Three-quarters of that is live programming.
  “Adult women in the U.S. spend almost four hours per day 
with live TV, which offers a prime engagement opportunity,” 
says Nielsen. “And what’s more, they’re interested in 
watching even more: 29.4 percent of women 18 and older 
say they are interested or somewhat interested in watching 
live TV on their phones, while 14 percent say they would 
pay a monthly fee to watch live TV on their phones.”
  The increasingly long list of media options means American 
adults spend 21 minutes more with media on average this 
year compared with last. But they’ve also sliced away some 
television viewing time. For instance, women watched five 
fewer minutes of TV this year compared with a year ago. 
And viewing time is down 22 minutes versus 2016. Yet 
faced with all the new distractions, television remains tops 
for media consumption.
  Nielsen says during the average week women 18 and 
older watch 10 hours more of live TV programming than 
mobile apps on their phone. Plus nearly 18 hours more with 
live TV than radio. Those figures don’t include the additional 
hours spent watching time-shifted TV, which Nielsen says 
adds up to 4 hours and 14 minutes during a typical week.
  “Importantly, women in the U.S. are more likely to 
consider TV advertising as a source of meaningful and 
useful product and service information than men,” says 
Nielsen. The data shows 52 percent of women 18 and older 
agree TV advertising is “useful,” and 40 percent agree it 
is “meaningful.” Those numbers are even higher among 
mothers—stay-at-home moms and working ones.
  “So right out of the gate, advertisers have better odds 
with women than men,” Nielsen says in a blog post. “And 
when advertisers strike the right chord with their intended 
audiences, their odds improve even more.”
  Even as some studies suggest marketers aren’t targeting 
their ads by gender as much as they once did, some product 
categories are still heavily female-skewing. Kantar Media 
says two-thirds of food ad dollars last year targeted women
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NIELSEN: WOMEN FIND TV ADS MEANINGFUL, USEFUL
ADVERTISER NEWS
  Sluggish sales at Home Depot and Kohl’s show the 
challenges retailers face ahead of the holiday season, while 
growth at off-price retailer TJX showed that shoppers are 
still snapping up bargains, The Wall Street Journal reports. 
Despite a strong U.S. economy, traditional retail chains 
have battled for customers as spending moves online and 
people do more browsing on smartphones and less in the 
aisles of department stores. Yesterday’s mixed results follow 

a strong quarterly performance by Walmart, 
the country’s biggest retailer. Last week, 
the company said traffic to its U.S. stores 
was increasing and consumer spending 
was healthy. Tomorrow investors are set to 
hear from Target, which like Walmart has 

been taking market share from weaker chains... Warby 
Parker, which has grown its business providing prescription 
eyeglasses at substantially lower prices than those sold 
through the major eyewear chains, has launched Scout, its 
own line of contact lenses. Forbes says the retailer estimates 
that 40 percent of its current customers wear both eyeglasses 
and contact lenses... The nation’s largest department store 
chain says it’s the victim of an online security breach. In a 
letter to customers, Macy’s says in October it was alerted 
to a “suspicious connection” between the macys.com 
e-commerce site and another site. Based on an internal 
investigation, Macy’s believes that an “unauthorized third 
party” added malware to the checkout page and wallet page 
on its e-commerce site. The malware enabled unauthorized 
access to personal and financial data shoppers entered on 
these two pages, including payment card information for 
completed orders as well as customer first and last names, 
street addresses, and email addresses... Consumers 
plan to use mobile payments this holiday season, but with 
reservations, Chain Store Age reports. According to the 
2019 Holiday Shopping and Mobile Payments Survey 
from mobile rewards/payments platform Ibotta, nearly six in 
10 respondents are likely to use a mobile payments solution 
for some holiday purchases this year. Another 39 percent 
are interested in learning more about mobile payments 
and rewards programs. But shoppers don’t have uniformly 
positive views of mobile commerce as the holidays approach. 
More than half (52%) say they feel overwhelmed by the 
large number of mobile payments and rewards programs... 
Kroger and Infarm, a Berlin-based urban farming network, 
have announced a first-of-its-kind partnership in the U.S. 
that will bring modular living produce farms to Kroger’s QFC 
stores in Washington state. Supermarket News says the 
living produce farms will launch this month at two of the 15 
stores planned at QFC, at locations in Bellevue and Kirkland. 
Using hydroponic technology, the produce will grow on site, 
removing the need for extended transportation and storage 
and producing a more eco-conscious product. The farms are 
designed to scale and will provide shoppers the freshest and 
most sustainable living produce options available.
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AVAILS
  KMSB FOX11/KTTU My18 in Tucson, Ariz., is looking for 
a strong and strategic Director of Local Sales. This position 
is responsible for creating and executing the KMSB FOX11/
KTTU My18 sales strategy to meet revenue goals across all 
station platforms. Bachelor’s degree in marketing, business 
or related field, and a minimum of 7+ years of local television 
sales management experience required. Please see OUR 
ONLINE AD to see if you qualify for this job. If so, please 
CLICK HERE to apply. EOE.
  WAFF-TV, the NBC affiliate in Huntsville, Ala., has an 

immediate opening for a Digital Sales 
Manager.  The Digital Sales Manager 
is responsible for achieving the station’s 
advertising revenue goals and works 
closely with the entire WAFF sales team 
to train, prospect, develop, close and 
maintain accounts. The DSM works 
in partnership with the sales team to 
identify clients’ needs and to recommend 
effective multi-platform marketing 
solutions, integrating traditional television 
advertising with non-traditional digital 

tools and new media platforms. CLICK HERE for more info 
or to apply now. No calls, please. EOE-M/F/D/V.
  TrustDALE has an opening for an investigative journalist 
in Atlanta. If you’re tired of churning stories every night to 
meet a deadline then this is a great alternative! 
Our goal is to tell a story and get a resolution 
for consumers who have been harmed by 
dishonest companies. We’re looking for a 
candidate with 3-5 years’ experience in story 
development and research. The right candidate 
will be able to shoot, edit and write stories for TrustDALE 
media platforms, including our television program, social 
media and YouTube. Resume to Laura@trustdale.com.

See your ad here tomorrow! CLICK HERE for details.

METH IN S.D.? ‘WE’RE ON IT,’ RIDICULED AD SAYS
  South Dakota is on meth — at least, that’s the message 
behind a new anti-drug advertising campaign that’s being 
widely mocked, The Washington Post reports.
  The Meth. We’re On It. awareness initiative was unveiled 
this week by Gov. Kristi L. Noem (R) to address the 
state’s methamphetamine crisis. In a news release, officials 
underscored the importance of combating drug use in a state 
where twice as many 12- to 17-year-olds reported using 
meth compared with the national average.
  “South Dakota’s meth crisis is growing at an alarming rate. 
It impacts every community in our state, and it threatens the 
success of the next generation,” Noem said in a PSA. “This 
is our problem, and together, we need to get on it.”
  “Let’s get meth out of South Dakota,” she added.
  The state paid a Minneapolis ad agency nearly $449,000 this 
fall for the effort, the Sioux Falls Argus Leader reported, citing 
the state’s finances website. Several of the advertisements 
feature photos of people stamped with the “Meth. I’m On 
It.” motto. Noem also requested more than $1 million in 
funding to support meth treatment services, according to the 
news release, and a website — onmeth.com — promises to 
connect residents to preventive and treatment resources.

NETWORK NEWS
  NBC has put in development Private Dickersons, a single-
camera couples comedy from writer David Young. In Private 
Dickersons, to inject some excitement and spontaneity back 
into their marriage, a bored couple who spends every night 
watching true-crime shows decide to take matters into their 
own hands and try solving local unsolved crimes... The CW 
is developing Midnighters, a drama based on the Alloy 
sci-fi/fantasy book series by Scott Westerfeld. Penned by 
Chris Pozzebon, in Midnighters, on their 29th birthday, an 
estranged brother and sister discover they’re Midnighters, 
a chosen few born at the stroke of 
midnight, with access to a magical 
25th hour each day that their kind can 
use to dramatic, comedic and poignant 
advantage. Ultimately, they learn their 
destiny is to protect the world from an 
ancient evil that has been trapped inside 
the 25th hour for centuries and is about 
to break free... CBS is developing an 
adaptation of British comedy Ghosts. 
The oddball comedy follows a young 
couple, whose dreams come true when 
they inherit a beautiful country house, only to find it’s both 
falling apart and inhabited by many of the deceased previous 
residents. Ghosts originally aired on BBC One in April 2019... 
Fox has put in development Every Other Weekend, a half-
hour single-camera comedy written by Adrienne Carter 
(Everybody Hates Chris). Every Other Weekend follows 
four single moms who try to reclaim their fun, sexy selves 
two weekends a month after discovering that their custody 
weekends are in sync.

FOX REALIZES WORLD SERIES GAINS, SQAD FINDS
  Just as the 2019 World Series seesawed between the 
Houston Astros and champion Washington Nationals, the 
prices Fox got for commercials fluctuated, according to data 
from SQAD MediaCosts: National.
  With the series going the full seven games, Fox saw an 
increase in revenue from 2018, when the Boston Red Sox 
beat the Los Angeles Dodgers in five games, despite an 11 
percent decrease in total viewership, according to Dan Klar, 
VP, product director of SQAD’s MediaCosts: National. But for 
some games, the price per 30-second spot was down from a 
year ago, Broadcasting & Cable reports.
  Generally speaking with a seven-game series, networks 
sell the first five games to advertisers in advance. The other 
games, less likely to be played, are sold separately.
  SQAD MediaCosts’ data show that for the first two games 
of the 2019 World Series, the average price of a 30-second 
spot was up from 2018, with advertisers paying as much as 
$370,000 per unit. For Game 2, the average cost was up 10 
percent to $360,000 from $323,777 the prior year.
  But for the next three games, the average price for a 
commercial was down. Game 3 prices were 7 percent lower 
than the previous year, they slipped 2.2 percent for Game 4 
and dipped 0.6 percent in Game 5.
  As it became clear that Games 6 and 7 were more likely to 
be played, advertisers bought spots. The prices were 2 to 3 
percent lower than for the first five games, but Game 6 and 
7 prices were up from 2017, when the series last went seven 
games.
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Jim Gaffigan

Some of those rides at the 
fair don’t look safe. I’ll just 

let my kids go first. No 
sense in us all dying.
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KPMG: CONSUMERS WILL PAY UP FOR STREAMERS
  As more subscription streaming video services enter the 
market, the potential total cost for consumers keeps going 
up. But a new survey finds consumers may be willing to pay 
significantly more to get the services they want.
  KPMG — an audit, tax and advisory services firm — 
surveyed more than 2,000 subscribers and found they’d be 
willing to pay 50 percent more than what they already shell 
out. On average, consumers pay $22 per month for streaming 
services, and they’d be willing to tack on another $11 per 
month, FierceVideo reports.

  “The fact that consumers are willing 
to pay 50 percent more, on average, 
provides a critical marker for providers as 
our study indicates a high degree of price 
sensitivity,” Michelle Wroan, KPMG 
national media sector leader, said in a 
statement.
  Among the survey respondents, who 
ranged in ages from 18 to 60, price was 
the most important factor when choosing 
a streaming service. Consumers 18-24 
ranked ad-free service a close second, 

followed by content, while 25- to 60-year-old consumers 
listed content a distant second, followed by ease of access, 
according to KPMG.
  The survey found that just under 70 percent of respondents 
18-24 and nearly 80 percent of those 25-60 currently pay 
$10-$40 per month for streaming subscriptions. Across age 
groups, when considering additional streaming services, 
most people would be willing to pay up to $20 more per 
month.

THIS AND THAT
  The National Association of Broadcasters is introducing 
Broadcast Essentials, a new online educational program for 
radio and TV stations designed to help new station employees 
in small and medium markets navigate the industry with the 
knowledge, tools and resources needed to succeed... Gerry 
McGavick, who since 2017 has served as director of sales 
for WMUR-TV, the Hearst Television station in Manchester, 
N.H., will add the newly created role of director, political 
advertising. He will continue his responsibilities at WMUR. 
McGavick was general sales manager of Boston station 
WLVI-TV before moving to WMUR.
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Unless your vacation 
pictures contain a 

shark attack, please 
keep them to yourself.
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ESTIMATE: DISNEY BIGGEST CONTENT SPENDER
  Research analyst Michael Nathanson said earlier this week 
at Recode’s Code Media conference that he estimates that 
Disney spends the most on content annually, followed by 
Comcast and AT&T.
  Axios says there’s been a long-standing narrative that 
Netflix spends more on content than its streaming rivals, but 
the MoffettNathanson estimates dispute that notion.
  Nathanson estimates Disney’s total content spend for 2019 
to be $19.6 billion, with $13.4 billion going to television. 
It’s followed by Comcast ($15.9B), AT&T ($12.2B), CBS + 
Viacom ($9.3B), Netflix ($9.2B), Amazon 
($5.8B), Fox ($3.8B), Discovery ($2.6B), 
Apple ($2B) and AMC ($1B).
  The data shows the amount of money 
spent on content other than sports — but 
Nathanson argues sports are a big outlier 
that could disrupt a streaming bundle. 
“Half of the bundle price is due to sports,” 
Nathanson said. “We’ve been waiting for 
one of the [Big Tech] platforms to really 
invest in streaming sports.”
  Nathanson says the average American 
is willing to spend around $45 per month on subscription 
streaming services, similar to broadcast analytics company 
Magid’s estimate earlier this year of $42 monthly. He says 
this means those services “really can’t raise prices” much 
more on consumers if they want to stay competitive.
  Nathanson estimates that by 2023, Disney will spend about 
$24.3 billion on content, AT&T will spend $16.3 billion and 
Netflix will spend $15.7 billion.

U.S. WANTS TO BE DEBT FREE FOR CHRISTMAS
  The vast majority, or roughly 70 percent, of adults are stressed 
about the upcoming holiday season, mostly thanks to money 
woes, according to a survey from Country Financial.
  If money were no object, half of those surveyed said having 
one of their debts, such as their mortgage, credit card or 
student loan balance, completely paid off would be at the top 
of their holiday wish list — versus just 19 percent who wanted 
a vacation or luxury item. Country Financial polled more than 
1,000 adults in October.
  However, paying down debt is no small feat. The average 
person said they would need $58,673, on average, to be 
totally free of all their cumulative debts this season, Country 
Financial found. It’s a tab that has only increased in recent 
years and shows no signs of slowing.
  Despite being worried about debt, consumers will still spend 
an average of $1,679 on gifts this year, 75 percent more than 
last year, according to a separate survey by Experian.

WOMEN FIND TV ADS MEANINGFUL, USEFUL
(Continued from Page 1)
as did 87 percent of household cleaner ads.
  Nielsen data shows there’s good reason for that. For better 
or worse, 93 percent of women in North America have shared 
or have primary responsibility for daily shopping, household 
chores and food preparation.
  But at the same time 53 percent of women in the U.S. say 
they’re the head of the household, up from a 50-50 split in 
2009. There are also 6 million more women than men in the 
United States.


