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INVESTMENTS WILL BE ‘DIFFICULT TO SUSTAIN’
  Video entertainment ad spending, which has been 
accelerating faster than most categories thanks to the 
aggressive introduction of new OTT and streaming video 
services in recent years, will decline this year and will remain 
flat next year before rebounding again in 2022, according 
to new estimates released by Publicis Media’s Zenith unit.
  But while video entertainment ad spending will fall 0.2% 
this year in the 10 key markets representing more than 
half of worldwide ad spending analyzed in Zenith’s Video 
Entertainment Report, it will nonetheless perform 
significantly better than the 8.9% decline in overall ad 
spending projected for those markets this year, according to 
Television News Daily, which reported on Zenith’s findings.
  In the analysis, Zenith defines “video 
entertainment” as “long-form video content, 
supplied either by conventional television or 
online, including free TV, pay-TV and online 
video-on-demand platforms.”
  “Consumers are currently benefiting from 
a generous supply of video content from 
brands vying for their loyalty,” Zenith Head 
of Forecasting Jonathan Barnard notes, adding: “This 
competition is providing a large boost to video entertainment 
ad spend this year. But this level of investment in both content 
and advertising will prove difficult to sustain for the long-term, 
and we forecast very little growth in 2021 and 2022.”
  While the category is projected to remain flat in 2020 and 
expand modestly in 2021, Zenith projects the U.S. will remain 
the “only market where video entertainment ad spend” 
continues to decline.
  A main reason for the flattening and decline of the category is 
that many online video entertainment services “will have less 
capacity to raise budgets after spending heavily in 2020,” the 
report explains, noting the “traditional TV broadcasters will 
be weighed down by shrinking revenues from TV advertising 
and pay-TV subscriptions.”

NIELSEN TURNS Q3 PROFIT AS REVENUE FALLS
  Nielsen reported a third-quarter profit as it cut costs amid 
the COVID-19 pandemic and prepared to sell off its Global 
Connect business.
  On Sunday, Nielsen announced that it would sell the 
business for $2.7 billion. It had previously planned to spin the 
unit off into a separate company.
  Third quarter net income was $7 million, or 2 cents a share, 
compared to a net loss of $472 million, or $1.33 per share, 
a year ago. The 2020 results included restructuring charges, 
higher depreciation and amortization expenses. The year-
ago quarter included a $1 billion writedown of goodwill at 
Global Connect, which will be renamed Nielsen IQ.
  Adjusted earnings per share were 43 cents a share, down 
from $51 cents a share. Adjusted earnings before interest, 
taxes, depreciation and amortization were up 5.3% to $601 
million. Revenue fell 3.3% to $1.563 million.

ZENITH: VIDEO ENTERTAINMENT AD SPEND TO STAY FLAT
ADVERTISER NEWS
  Inspire Brands, the parent company of Arby’s, Buffalo 
Wild Wings, Jimmy John’s and Sonic Drive-in, has agreed 
to pay $11.3 billion in cash to acquire Dunkin’ Brands, in-
cluding its namesake chain and Baskin-Robbins. “Dunkin’ 
and Baskin-Robbins are category leaders with more than 70 
years of rich heritage, and together they are two of the most 
iconic restaurant brands in the world. By joining Inspire, 
these brands will add complementary guest experiences 
and occasions to our current portfolio,” said Paul Brown, 
co-founder and CEO of Inspire Brands… Total written sales 
for furniture retailer Havertys were up 22.8% for the third 
quarter of 2020. The company also reported earnings per 
share of 97 cents compared with 31 cents in Q3 of last year. 

Overall sales rose 3.9%, while comparable-
store sales increased by 4%, and written com-
parable store sales rose 22.6%. Atlanta-based 
Havertys also expects to open a location in a 
new market — Myrtle Beach, S.C. — in early 
March 2021... CBL & Associates Properties 
has filed for Chapter 11 bankruptcy protection 
with both assets and liabilities in a range of $1 

billion to $10 billion. The mall operator announced a restruc-
turing agreement with bondholders in August, but that wasn’t 
enough to avoid its bankruptcy filing… Meanwhile: Friend-
ly’s Restaurants has cited up to $100 million in financial lia-
bilities with no means to pay them as the reason for its latest 
filing for Chapter 11 bankruptcy protection. The well-known 
East Coast chain filed for Chapter 11 in 2011… A specialty 
footwear brand is automatically blocking injected ads from 
its e-commerce site with artificial intelligence (AI) technol-
ogy. Crocs Inc. is implementing the Namogoo Customer 
Journey Hijacking Prevention solution in an effort to boost 
revenues and conversion rates. Namogoo’s consumer-side 
technology uses machine learning to identify and block un-
authorized ads injected into web sessions that divert cus-
tomers to competitors’ sites… Amazon is planning to launch 
its first fulfillment center in the state of North Dakota in 2021. 
Located in Fargo, the 1 million-square-foot fulfillment center 
is expected to create 500 full-time jobs. Employees at the fa-
cility will pack and ship large items like sports equipment, pa-
tio furniture and bicycles… Walmart has cut ties with Bossa 
Nova Robotics, which made robots that scanned shelves 
for inventory, according to The Wall Street Journal. The re-
tailer has come up with other simple and cost-effective ways 
to manage the products on its shelves with its human work-
ers rather than the robots, according to the report... Publix 
Super Markets said the COVID-19 pandemic continued to 
spur sales in its fiscal Q3, with net and comparable sales 
rising by double digits. For the quarter ended Sept. 26, net 
sales totaled $11.1 billion, up 18.3% from $9.3 billion a year 
earlier, Publix reported yesterday. Comp-store sales jumped 
16.5% year over year. The grocer estimated that the impact 
from the coronavirus crisis lifted its overall sales in the quar-
ter by about $1.25 billion, or 13.4%.
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U.S. MANUFACTURING NEAR TWO-YEAR HIGH
  U.S. manufacturing activity accelerated more than expected 
in October, with new orders jumping to their highest level in 
nearly 17 years amid a shift in spending toward goods like 
autos and food as the COVID-19 pandemic drags on.
  Yesterday’s survey from the Institute for Supply 
Management (ISM) was the last piece of major economic 
data before today’s bitterly contested presidential election. 
But the outlook for manufacturing is challenging.
  While the coronavirus crisis has boosted demand for goods 
complementing the pandemic life, a resurgence in new cases 

across the U.S. could lead to authorities 
re-imposing restrictions to slow the 
spread of the respiratory illness as winter 
approaches, which could crimp activity. 
Government money for businesses and 
workers hit by the pandemic, which 
boosted growth in Q3, has dried up.
  “Manufacturing rebounded strongly with 
fewer restrictions on economic activity 
and stimulus efforts, but the path forward 
will be more difficult as the economy 
continues to cope with the pandemic,” 

said Gus Faucher, chief economist at PNC Financial in 
Pittsburgh.
  The ISM said its index of national factory activity increased 
to a reading of 59.3 last month. That was the highest since 
November 2018 and followed a reading of 55.4 in September.
  A reading above 50 indicates expansion in manufacturing, 
which accounts for 11.3% of the U.S. economy. Economists 
polled by Reuters had forecast the index rising to 55.8 in 
October. 

DONE DEAL
  Meredith Corporation has promoted Ken Frierson to vice 
president and general manager of WNEM-TV 5, Meredith’s 
CBS affiliate in the Saginaw-Flint, Mich., 
market, effective immediately. Frierson is 
currently WNEM’s general sales manager. 
Frierson started his career as an account 
executive at WSMH FOX66 in Flint and 
then joined WNEM-TV 5 and Meredith in 
1991 as an account executive. He worked 
at WEYI in Flint as regional sales manager 
before being promoted to national sales 
manager. Frierson has also held various 
sales and business operations positions at local stations in 
Peoria, Ill.; Syracuse, N.Y.; Detroit, Mich.; and Troy, Mich. 
Frierson returned to Meredith in 2010 as WNEM-TV 5’s local 
sales manager.

THIS AND THAT
  U.S. movie theaters continue their sputtering existence, with 
consumers spending just $8.9 million at the box office through 
Sunday. That was down 19.1% from $11 million in ticket 
sales the previous weekend, Media Play News reports... 
During its Q3 earnings call, Google and YouTube parent 
company Alphabet reported that YouTube TV subscribers 
had passed 3 million. That’s up from 2 million reported in 
February — despite a monthly price hike from $50 to $65 at 
the end of Q3, following its deal to carry legacy Viacom cable 
networks.

NETWORK NEWS
  Fox has ordered a new series for the 2021-22 season 
called This Country, which is described as a combination 
of documentary and comedy. Based on BBC’s comedy 
created by Daisy Cooper and Charlie Cooper, half-hour 
This Country follows the daily lives of cousins Kelly (Chelsea 
Holmes) and Shrub Mallet (Sam Straley) and their 
idiosyncratic surroundings. It also features Seann William 
Scott, Aya Cash, Taylor Ortega, YouTuber Krystal Smith 
and Justin Linville... Meanwhile: Fox has opted against 
second seasons of dramas Filthy Rich and NeXt. The two 
series were originally set to air this past 
summer, but Fox delayed them until this 
fall to populate the primetime fall line-
up. Filthy Rich stars Kim Cattrall as the 
matriarch of a wealthy Southern family 
who is shocked to learn her late husband 
had three children outside their marriage 
— and are written into his will. And NeXt 
stars John Slattery as a Silicon Valley 
pioneer called in to help save the world 
after artificial intelligence he created 
goes rogue. Both series produced 10 
episodes... ABC and dick clark productions say Empire 
star Taraji P. Henson will host the 2020 American Music 
Awards (AMAs) live on Sunday, Nov. 22 at 8 PM on ABC. In 
her AMA hosting debut, Henson will take the stage to usher in 
music’s hottest night of the year, which will feature a potpurri 
of performances and moments representing music’s vibrant 
community... ABC has handed its remake of British game 
show The Chase, featuring the stars of Jeopardy! The 
Greatest of All Time, a series order. James Holzhauer, 
Ken Jennings and Brad Rutter are to star in the series, 
which has received a nine-episode order for the Disney-
owned network. The show sees contestants competing 
against a professional quizzer, known as the Chaser, whose 
aim is to prevent the contestants from winning a cash prize. 
Holzhauer, Jennings and Rutter will take turns as the Chaser. 
The contestants must answer general-knowledge questions 
in a series of cash-builder and head-to-head rounds before 
trying to win a cash prize in the final chase... ABC has put 
in development Borderline, a single-camera immigrant 
couples comedy. Written by Chris Encell, in Borderline, 
after goody two-shoes Steve falls for reckless Maria, their 
whirlwind romance is cut short when she gets deported. 
Now they must decide whether to bail on the potential love 
of their lives or take a leap of faith and get married... CBS 
has put in development dramas Activation, from Katrina 
O’Gilvie (Swagger); and Tempest, from Jeff Buhler (Pet 
Sematary). Activation revolves around a group of highly 
trained disaster relief experts who risk their lives as the first 
boots on the ground, navigating all aspects of emergency 
situations. Tempest, meanwhile, centers around an ex-
Army intelligence officer and her survivalist brother-in-law 
as they work together to solve the mysterious death of her 
husband... Nikki McKibbin, who reached the final three on 
Season 1 of American Idol, has died at age 42. Her fellow 
contestant and runner-up Justin Guarini reported the news 
on Instagram. Her death was attributed to complications 
from an aneurysm. McKibbin, a Texas native, and Guarini 
lost to Kelly Clarkson in the first season on Fox, where the 
show aired for its first 15 years before moving to ABC.
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Whitney Cummings

Can someone just text me 
what we’re outraged about 

today? I don’t have time to go 
through everyone’s tweets.
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MEASUREMENT STARTUP LOOKS FOR OPENING
  A new media metrics firm is looking to help stalwarts like 
Nielsen and Comscore measure beyond just households, 
providing viewing data down to an individual level, Ad Age 
reports.
  Led by CEO and co-founder Joanna Drews, who spent 
time at Comscore, and Michael Bologna, former Modi 
Media and Cadent exec, HyphaMetrics is launching with 
a $2 million investment from media, research and agency 
executives.
  HyphaMetrics’ model looks to provide independent viewing 

behavior down to the individual level 
that can be licensed to measurement 
giants as well as TV networks, streaming 
platforms and ad agencies.
  HyphaMetrics isn’t looking to compete 
with Nielsen or Comscore, but fill in the 
gaps, says Bologna, who serves as the 
firm’s president and chief revenue officer.
  The industry has long looked to 
addressable advertising — the ability to 
target down to a household level — as 
the holy grail. But the focus has shifted to 

measuring down to the individual level.  
  “We provide the segmentation and single source Nielsen 
lacks; we fill that gap,” Bologna says, adding the company 
will try to tap Nielsen, Comscore, Samsung and the like as 
customers to add HyphaMetric’s data to theirs.

ACCOUNT ACTION
  Domino’s Pizza is breaking up with CPB after 13 years, hiring 
independent agency WorkInProgress after determining that 
working with a holding company shop was not letting it move 
quickly enough during this chaotic year, Ad Age reports. 
WorkinProgress — the Boulder, Colo.-based small agency 
founded in 2016 by a group of CPB vets who had steered 
some of the pizza maker’s groundbreaking work — officially 
begins its tenure as Domino’s creative agency in January. 
The lost Domino’s account comes as CPB it is defending its 
Infiniti account, which went into global review in June.
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FunnyTweeter.com

At this point, I’d just like to 
have my winter body back.

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY

FOLLOWING THE PRESIDENTIAL TV AD MONEY
  Presidential TV spending is, in a word, lopsided, Politico 
reports. President Trump and former Vice President Joe 
Biden, along with the party committees and super PACs, 
have dropped $1.3 billion worth of TV ads on the heads 
of Americans since April 1, according to Advertising 
Analytics, helping to make this campaign the most 
expensive presidential contest in history.
  Much of that spending is driven by Biden, who eclipsed 
Trump in the fundraising race and entered October with 
more than $114 million more cash in the bank than the 
president.
  In the final week before the election, 
Biden and pro-Biden groups are airing 
$127 million on TV ads, while Trump 
and pro-Trump groups are spending $68 
million — almost a two-to-one advantage 
for the former vice president.
  That’s in line with what we’ve seen 
throughout the fall: Trump buried under a 
blizzard of Biden ads. In total, since April, 
Democrats have spent $810 million to 
Republicans’ $500 million on TV ads.
  Where Trump is strongest illuminates his narrow path to 
270 Electoral votes. He’s spending big on TV ads in Florida, 
North Carolina and Pennsylvania, although still lagging 
behind Biden. 
  Biden, meanwhile, is making it rain everywhere. The 
best example comes in Arizona, an expensive state with 
several pricey media markets, where Biden is up on the air 
with nearly $50 million to Trump’s $20 million. The biggest 
reach is in Texas, where Biden and pro-Biden groups are 
dropping $13 million in the final 10 days before the election, 
while Trump and his affiliated groups have spent $0 over 
that period.
  The only place Trump is outspending Biden is in Georgia, 
a once brick-red state where the president has unloaded 
$15 million to try to keep it in his column.

KAGAN: Q3 BROADCAST M&A GAINS STEAM
  U.S. broadcast station mergers and acquisitions (M&A) 
volume reached a total of $534.7 million in the third quarter 
of 2020 as tracked by Kagan, a media research group within 
S&P Global Market Intelligence. This level of activity 
constitutes a substantial rebound from $90.3 million in the 
second quarter, an all-time low attributable to the COVID-19 
pandemic, S&P says in a news release.
  The largest share of the deal volume came from the TV 
station part of E.W. Scripps Co.’s acquisition of ION Media 
Holdings, announced Sept. 24. At an 8.7x forward seller’s 
multiple, ION’s 71 TV stations are worth $338 million.
  The second-largest TV deal was a purchase option for New 
York’s WPIX-DT. In July, Nexstar Media Group transferred 
that option to its partner Mission Broadcasting, which 
exercised the option for $75 million plus accrued interest.
  In August, SJL Broadcast Management announced 
the sale of three Hawaiian TV stations to Entertainment 
Studios for $30 million.
  In the quarter’s largest deal involving a single TV station, 
TEGNA in September announced the purchase of Estrella 
Media’s KMPX-DT in the Dallas-Fort Worth market for $19 
million.


