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INDUSTRY EAGERLY AWAITS POST-COVID WORLD
  TV giants continue to see ad revenue declines in the latest 
quarter, but ad sales fell at a slower rate, Ad Age reports.
  ViacomCBS posted a 6% decline in ad revenue, which 
was a sequential improvement from the 27% plunge in the 
previous quarter, and better than Wall Street expected. 
Domestic ad sales declined 5% to $1.9 billion. While ad 
revenue on the broadcast side remained stable, down just 
1%, its cable unit reported an 11% drop to $1.1 billion.
  Fox reported one of the best quarters of the bunch, thanks to 
the strength of Fox News. During the quarter, the company 
posted a 2% increase in revenue to $2.72 billion, which was 
also helped by a payment from Disney related to the sale of 
its assets.
  Still, advertising revenue declined nearly 
7% due to the shutdown of live sports during 
the pandemic. This drop was partially offset 
by its cable division, which saw an 18% 
surge in ad revenue.
  Looking into Fox’s Q2, CFO Steve Tomsic 
said the strong advertising momentum at 
news and local TV stations, and Tubi, the 
company’s streaming service, has carried over through the 
first month of the current quarter. Tomsic noted that while the 
bulk of political advertising was local, there’s been a growth 
in national political spending.
  “We anticipate that these factors, coupled with a heavy 
schedule of sports events, will translate into a return to 
growth in overall net advertising revenue in the fiscal 
second quarter,” he said, even with a delay in high-profile 
entertainment programming to mid-season.
  During the upfronts, Tomsic said the company held back 
more inventory than usual — about 5% — which he said is 
paying off “handsomely” in scatter.
  AMC Networks also noted an improvement in the overall 
health of the advertising market in the most recent quarter, 
compared to the quarter prior, but it still reported a nearly 
16% drop in ad sales to $164 million due to a delay in some 
of its original programming. Fear the Walking Dead, for 
example, which aired in the third quarter of 2019, was moved 
to the fourth quarter of this year.
  AMC, which aside from the flagship network also owns 
We, IFC and Sundance, reported a 9% decline in revenue 
to $654 million from $718.6 million, while its net income fell 
to $61.6 million, or $1.17 per share, compared with $116.9 
million, or $2.07 a share, in the year prior.
  Comcast’s ad revenue declined 2.2% in the most recent 
quarter, a significant improvement from the 30% decline 
it reported in the previous quarter. On the cable side, ad 
revenue fell 2%, while the broadcast side decreased 12%, 
better than the 28% decline during the prior quarter.
  Discovery’s ad revenue dropped 8% in the U.S., an 
improvement over the 14% decline in the previous quarter.

(Continued on Page 3)

REPORT: TV AD TRENDS ARE IMPROVING, BUT SLOWLY
ADVERTISER NEWS
  Vehicle listings site CarGurus more than tripled its net 
income in the third quarter on a slight dip in revenue, with 
the company pulling back on sales and marketing expenses 
during the coronavirus pandemic. The company last week 
reported net income of $32.6 million in the quarter ended 
Sept. 30, up 213% from $10.4 million in the same quarter in 
2019. Revenue was $147.5 million, down 2% from the year-
earlier quarter. Subscription revenue generated by its listings 
marketplace fell 4% to $130 million — $121.8 million of that in 
the U.S. — while advertising and other revenue grew 17% to 
$17.5 million… After an examination of T-Mobile US’ claims 
about its 5G network, the National Advertising Division 

of the Better Business Bureau (NAD) 
has found that the carrier’s ads have been 
potentially misleading consumers. While 
NAD determined that some of the carrier’s 
claims about its future network — such as 
saying it will “build America’s largest 5G 
network” and that it will have “more towers, 
more engineers and more coverage” 
than its competitors — are reasonable 

enough, it also said that claims about it being the “best 5G 
network” or that it “will deliver unprecedented […] reliability, 
and the highest capacity in history” are problematic... 
Tuesday Morning has sold its Dallas headquarters and 
warehouse facilities to Rialto Capital for $60 million as part 
of a reorganization plan. The home goods retailer has also 
secured new financing as it looks to emerge from bankruptcy 
reorganization next month as a publicly traded company 
with about 500 stores... Working with Instacart, Schnuck 
Markets is adding a curbside pickup option at 10 additional 
sites in and around its St. Louis base and temporarily 
waiving the usual fee for the service. Schnucks launched 
its curbside pickup in an expansion of its home delivery 
program with Instacart in 2018 and now offers the option 
at 70 of its 112 stores... Papa John’s is considering a plan 
to sell some of its 600 established company-owned units to 
prospective franchisees, which would give new operators a 
starting point for growth. The pizza chain, which saw same-
store sales rise 24% last quarter, is also planning to add 
new corporate locations next year... Kohl’s is counting on 
new brands like Lands’ End and Lauren Conrad Beauty 
to drive interest and sales at its stores and website during 
the holiday season. That’s according to Forbes, which 
says the retailer is also expanding its toy assortment and 
related product categories for Christmas... Petco, which 
was acquired by a group of private equity investors in 2016, 
has confidentially filed for an initial public offering pending 
scrutiny by the SEC. The pet products retailer has seen sales 
of cat and dog food as well as pet supplies rise substantially 
during the COVID-19 pandemic... Hershey reported that 
retail sales of its candy brands were up nearly 10% in the 
third quarter as the company beat Wall Street’s revenue and 
profit expectations.
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ANOTHER WINNER ON ELECTION DAY: CANNABIS
  Tuesday’s election brought a mixed bag of results for the 
cannabis industry — and for those hoping for a windfall of 
new marketing spending in the sector, Ad Age reports.
  Voters in New Jersey, South Dakota, Montana and Arizona 
approved recreational pot legalization — which will open up 
new consumer markets and more ad spending, especially 
in the potentially huge Jersey marketplace. Marijuana 
Business Daily projects that the four newly legalized 
states will account for $2.5 billion in cannabis sales by 2024 
(including medical use), with $1 billion of that coming from 

New Jersey. But if Republicans hold 
control of the Senate — which seems 
likely — the prospect does not look 
good for pot becoming federally legal 
anytime soon.
  “A GOP Senate likely means 
legalization is off the table for the next 
two years as Senate Majority Leader 
Mitch McConnell has been a steadfast 
opponent who refuses to bring cannabis 
measures to the floor,” Jaret Seiberg, 
an analyst for Cowen Washington 

Research Group, wrote in a note to investors.
  Big publicly traded media companies like Facebook and 
Twitter have remained on the sidelines when it comes 
to accepting marijuana ads — a stance they are likely to 
maintain as long as cannabis legality remains governed by 
a patchwork of state laws.

THIS AND THAT
  The National Association of Broadcasters (NAB) 
Leadership Foundation has elected seven new members 
to the Leadership Foundation Board of Directors: Katz Media 
Group’s Artie Altman, Gray Television’s Jan Goldstein, 
The E.W. Scripps Company’s Brian Lawlor, Viacom 
CBS’s DeDe Lea, ABC Television’s Wendy McMahon, 
Quincy Media’s Ralph Oakley and iHeartMedia’s Gayle 
Troberman. The NAB Leadership Foundation is a non-
profit organization dedicated to advancing the future of 
broadcasting through leadership, diversity and community 
service... Individuals spent 34% of their YouTube video 
watch time on connected TV during the third quarter, versus 
27% during the fourth quarter of 2019, according to Collab 
research. The average YouTube view time for connected 
TV is 7.26 minutes, compared with 5.74 minutes for desktop 
and 3.61 minutes for mobile.

ROKU SWINGS TO PROFIT AS SUBS INCREASE
  Roku continues to fire on all cylinders despite, and because 
of, the ongoing pandemic. The streaming media software 
manufacturer and ad-supported VOD platform operator last 
week reported Q3 revenue of $452 million, up 73% year-
over-year from $261.2 million last year.
  Roku platform revenue increased 78% to $319 million from 
$184.3 million. The company posted a profit of $12 million 
compared to a $26.5 million loss a year ago.
  The company added 2.9 million incremental active accounts 
in the quarter to reach 46 million. Streaming hours increased 
by 200 million hours over last quarter to 14.8 billion. The 
Roku Channel reached U.S. households with an estimated 
54 million people.

ICONIC JEOPARDY! HOST ALEX TREBEK, 80, DIES
  The last episode of Jeopardy! hosted by late game-show 
legend Alex Trebek will air on Christmas Day, but the million-
dollar question of who will replace him remains unanswered.
  The 80-year-old host’s last day in the Culver City, Calif., 
studio was Oct. 29, just over a week before his death 
yesterday morning at his home in Los Angeles. “Jeopardy! 
episodes hosted by Alex will air through December 25, 
2020,” the show said in a statement.
  It’s unclear how the show will move forward without the long-
running quiz-show host — though some have speculated 
that champion Ken Jennings would take 
over hosting duties.
  Trebek hosted more than 8,200 
episodes, setting a Guinness World 
Record for hosting the most episodes of 
a single game show. He announced last 
year that he had been diagnosed with 
stage-four pancreatic cancer, but vowed 
to power through to film new episodes.
  Trebek was signed on to host through 
the 2021-2022 season at the time of his 
death.

NETWORK NEWS
  Fall promotional campaigns at CBS are being tweaked 
this year to focus on providing audiences with comfort 
and acknowledging that this year has not been normal, 
says Mike Benson, the network’s chief marketing officer. 
Benson adds that messaging has also shifted away from 
emphasizing time slots in a nod to the network’s streaming 
service, which lets viewers watch their favorite shows 
whenever they choose... Holly Robinson Peete has 
been tapped for a major recurring role in the current fifth 
season of the ABC comedy series American Housewife. 
Peete will play Tami, a close friend of Katie’s (Katy Mixon) 
before the Ottos moved to Westport. American Housewife 
is about a mother (Mixon) of three raising her flawed family 
in a wealthy Connecticut town... Despite an interruption for 
politics, NBC Sports’ coverage of Saturday night’s top-five 
clash between the No. 1 Clemson Tigers and the No. 4 
Notre Dame Fighting Irish averaged a preliminary Total 
Audience Delivery of 9.44 million viewers across NBC TV 
and NBC Sports Digital. That makes it the most-watched 
Notre Dame on NBC game in 15 years, according to Fast 
National Data released yesterday by Nielsen and digital 
data from Adobe Analytics. The totals do not include OOH 
viewership, which is included in official national viewership, 
and will be available tomorrow. Viewership also does not 
include the portion of the game that was interrupted on NBC 
by coverage of President-elect Joe Biden’s speech... 
CBS has moved the season premiere of SEAL Team. The 
network will now launch a two-hour season premiere of the 
David Boreanaz-fronted drama at 9 PM on Wednesday, 
Dec. 2. It had been set to launch Nov. 25. This comes after 
one of the two hours of The Amazing Race was pushed on 
Wednesday to make way for coverage of the presidential 
election. The competition show now will air from 8-10 PM 
on Wednesday, Nov. 25, with a new original episode airing 
in the 9 PM hour that was previously set for SEAL Team. 
S.W.A.T. will air at 10 PM on Nov. 25. On Dec. 2, SEAL 
Team will follow an 8 PM episode of The Amazing Race.
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Bigfoot is blurry. That’s 
extra scary to me. There’s a 
large, out-of-focus monster 
roaming the countryside.
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COVID-19: TOILET PAPER LIMITS MAKE COMEBACK
  Several leading grocery chains are reimposing limits on 
key items such as toilet paper, paper towels and disinfecting 
wipes, hoping to keep their shelves stocked and prevent 
shoppers from hoarding as they did when the pandemic 
began in the spring, CNN Business reports.
  At Kroger, customers can purchase a maximum of two 
items when it comes to products like bath tissue, paper 
towels, disinfecting wipes and hand soap. The limits began 
last week and apply in stores and online.
  Giant, a grocery chain in the Northeast, said the company 

was “seeing little evidence of stockpiling, 
and there is no need to create panic.” 
But since the supply chain “remains 
challenged,” Giant is limiting purchases 
of toilet paper and paper towels.
  H-E-B in Texas has implemented 
similar policies in recent weeks. Some 
H-E-B stores have instituted limits of 
two on purchases of disinfecting and 
antibacterial sprays, while other stores 
have limited toilet paper and paper 
towels to two.

REPORT: TV AD TRENDS IMPROVING, BUT SLOWLY
(Continued from Page 1)
  October ad revenue trends domestically remained 
unchanged from the same time last year, CFO Gunnar 
Wiedenfels said during an earnings call. The company is 
expecting improvement to continue into its third quarter, 
but given the uptick in COVID-19 rates, doesn’t expect the 
entire fourth quarter to follow this trend.
  Discovery CEO David Zaslav said during this year’s 
upfront that the company took another step towards getting 
paid “fair value” for its networks, which, aside from the 
flagship channel, include TLC, Food Network and Animal 
Planet, among others. “We did better than anyone,” he 
said.
  Revenue declined 4% to $2.56 billion, while net income 
increased 15% to $300 million.

ACCOUNT ACTION
  American Express has expanded its creative work 
with Dentsumcgarrybowen to all international markets, 
ending an almost 60-year relationship with Ogilvy. 
That’s according to Campaign US, which says American 
Express has been consolidating its creative account under 
Dentsumcgarrybowen since 2017, when it handed its global 
brand and U.S. creative accounts to the agency without 
a formal review. Ogilvy will retain American Express’ PR 
account. American Express spends roughly $400 million 
on media globally, with around $300 million in the U.S., 
according to global pitch consultant R3.
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I find few things more 
alarming than a toddler 

with a permanent 
marker in her hand.
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PRESIDENTIAL CAMPAIGN AD SPEND: $3 BILLION
  Presient-elect Joe Biden and President Trump’s White 
House campaigns and outside groups spent a combined 
$3 billion on advertising throughout the 2020 cycle, a 
gargantuan sum that fueled ad blitzes across the U.S. and 
in key swing states for months, The Hill reports.
  Non-partisan ad tracking firm Advertising Analytics said 
the spending in the presidential race was just a fraction 
of the roughly $8.4 billion that was dropped across 5,618 
elections. The presidential race saw $104.2 million spent on 
ads in the last week of the contest alone.
  Both Biden and Trump dropped millions 
into ads, though Biden outspent Trump 
in the final months of the campaign after 
enjoying a sharp spike in fundraising.
  The Biden campaign had two of the three 
ads that aired the most in the last week. 
Both videos centered around the former 
vice president’s plan to confront the 
coronavirus pandemic and its economic 
fallout, the cornerstone of his campaign 
in the final sprint to Election Day.
  The most expensive down-ballot race 
in the 2020 cycle was the North Carolina Senate race, 
which saw about $264 million spent on advertising. That 
race has also not been called, but Sen. Thom Tillis (R) is 
currently leading Democratic challenger Cal Cunningham. 
California is the state that saw the most spending overall, 
with campaigns and outside groups dropping $653 million 
on ads in the Golden State.

IN GEORGIA, THE SPENDING IS FAR FROM OVER
  Spending on runoff elections for Georgia’s two U.S. Senate 
seats — which could decide control of the chamber — will 
likely exceed $200 million and shatter records.
  Republicans plan to pour at least $100 million into efforts 
to return Republican Sen. Kelly Loeffler to the Capitol, 
CNBC said.
  The prediction came from a Republican strategist who’s 
familiar with the plans and who also said Democrats were 
expected to spend a similar amount on behalf of challenger 
Raphael Warnock, CNBC reported.
  Loeffler and Warnock, pastor of Atlanta’s famed Ebenezer 
Baptist Church, are projected to face off Jan. 5 after neither 
won at least 50% of the votes in the Peach State’s “jungle 
primary” special election on Tuesday.
  Georgia’s other Senate race — between freshman 
Republican Sen. David Perdue and Democratic challenger 
Jon Ossoff — has yet to be declared. But Perdue’s 
unofficial vote tally was at 49.7% on Sunday, with 98% of 
the vote counted, according to reports.
  Under Georgia law, a candidate must capture at least 50% 
to win an election or face a runoff against the runner-up.
  Democratic fundraiser Charles Myers, a former vice 
chairman of the Evercore independent investment bank, 
predicted that the Perdue-Ossoff race would also result in 
record-setting campaign expenditures. “There will be more 
money spent on both sides than in any Senate races in 
history,” Myers told CNBC.
  Tuesday’s elections left the incoming Senate split 48-48, 
with races in North Carolina and Alaska also undecided, 
according to projections by Fox News.


