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NETFLIX IS SPENDING BIG TO FEND OFF RIVALS
  After predicting in January that the Big 3 SVOD 
companies—Netflix, Hulu and Amazon Prime Video—
analyst Brad Schlachter at The Diffusion Group (TDG) 
says the “content arms race” has only continued to escalate.
  “Should we expect OTT content budgets to continue to 
balloon to unprecedented levels? The short answer is ‘yes’,” 
says Schlachter. He notes that Wall Street analysts such Nat 
Schindler of Bank of America Merrill believe 
there is still considerable opportunity ahead 
if companies can achieve just “reasonable 
penetration levels internationally.”
  Netflix recently reached 130 million 
subscribers on a global basis, with roughly 74 
million from international markets. “With Netflix 
aggressively looking to capture market share in less mature 
international markets, this content arms race has no détente 
in site,” Schlachter said in a recent note.
  TDG projected in January that total content spending by 
Netflix, Hulu and Amazon would increase more than 40 
percent between 2018 and 2022, from $17 billion to $24 
billion. Additionally, the firm sees the growth of spending on 
original content accelerating even faster, rising from $4.7 
billion in 2018 to more than $10 billion in 2022, up 121 
percent.
  Among the Big 3 SVOD providers, Netflix remains the 
clear leader in market share and content expenditures. It’s 
reportedly planning to deliver a mind-numbing 700 new 
original shows and 80 movies in 2019. “Perhaps this is what 
is required to lead in this space given the growing number of 
competitors battling for mindshare,” Schlachter said.
  Amazon is also upping its game, pledging to deliver more 
broadly appealing, ambitious and attention-grabbing shows. 
It sunk more than $60 million into the recently released 
Jack Ryan, starring John Krasinski, and it has already re-
upped for a second season. In addition, Amazon is moving 
forward on the even more expensive and ambitious Lord of 
the Rings adaptation, which reportedly costs the company 
$250 million merely for the rights, with production costs 
estimated to reach $500 million.
  After the success of The Handmaid’s Tale, Hulu is not 
resting on its laurels, significantly ramping up spending on 
original titles. High-profile shows such as Stephen King’s 
Castle Rock will debut later this year. “The fact that Hulu 
will support the series on both its live TV and on-demand 
services points to a unique competitive advantage the 
company has over SVOD competitors, old and new,” 
Schlachter said.
  What are the implications? “While it is a great time to push 
binge-worthy shows, the abundance of original content 
comes at a cost. International growth has afforded content 
creators much larger budgets to develop their content. But 
these costs will ultimately be passed on to consumers in the

(Continued on Page 3)

OTT SPENDING ON ORIGINAL CONTENT TO BALLOON
ADVERTISER NEWS
  Delta Air Lines is letting customers decide which movie 
should be aired during its holiday season December 
flights via a Twitter poll that includes Die Hard, Elf, Home 
Alone and New Year’s Eve. The brand has previously 
used Twitter polls to let flyers pick their favorite 1980s and 
Halloween movies to be shown on flights, garnering almost 
300,000 votes... Amazon continues to add new markets 

to home delivery from Whole Foods Market 
through Prime Now. The five newest markets 
are Annapolis, Md.; Cleveland; Louisville, Ky.; 
North and Central New Jersey; and Pittsburgh, 
bringing the total to 53. In addition, delivery has 
been expanded to additional locations in the 
San Francisco Bay Area. Whole Foods also 

announced curbside grocery pickup in three new cities—
Dayton, Ohio; Louisville, Ky.; and Omaha, Neb... Sears, 
once the largest retailer in the world, is now reportedly 
facing bankruptcy. The company, which hasn’t turned 
a profit since 2010 and is $134 million in debt, recently 
approached several banks to prepare for bankruptcy filing, 
CNBC reported. Shares plunged almost 20 percent on the 
news, and are set to open at a record low... Kroger said it 
will begin making Home Chef prepared meals available in 
more than 200 Midwest stores as it integrates the digital 
retailer it acquired this summer. The Cincinnati Enquirer 
reports that after months of studying the fast-growing meal-
kit delivery service, Kroger said Home Chef will replace 
its own Prep+Pared house brand of meal kits next year. 
A booming niche, meal kits cater to customers looking for 
a compromise between quality home-cooked meals and 
out-to-eat convenience... Dan Loeb ladled more shares of 
Campbell Soup into his portfolio as his hedge fund’s battle 
with the soupmaker heats up. Loeb’s Third Point hedge 
fund now has a 7 percent stake in the Camden, N.J.-based 
company — up from 5.7 percent, according to regulatory 
filings. Third Point, which initiated the buying spree last 
month, is trying to overhaul Campbell’s 12-person board at 
the shareholder meeting next month... Supermarket News 
says Schnuck Markets is set to begin reopening nine of 
20 Shop ’n Save stores in metropolitan St. Louis that were 
recently purchased from Supervalu. Schnucks said each 
of the stores — all in Missouri — will be closed for about 
two-and-a-half days for the conversion to its banner, which 
includes switching out point-of-sale systems, rebranding 
signage and restocking merchandise... A group of about 
400 McDonald’s franchisees are voicing concerns about 
changes they’re being asked to make to improve sales 
growth. The Wall Street Journal reports that restaurant 
owners who attended a meeting in Tampa, Fla., say they’re 
pouring money into updating stores, adding touch-screen 
kiosks and refrigerators needed to serve fresh beef burgers, 
but those steps are not yielding results quick enough to 
offset the impact of their investments. The group is planning 
to form an independent operators’ association.
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NETWORK NEWS
  Fox has picked up nine additional episodes of its sophomore 
medical drama The Resident, bringing its Season 2 order to 
full-season 22 episodes. The Resident stars Matt Czuchry, 
Bruce Greenwood, Manish Dayal, Emily VanCamp, 
Shaunette Renée Wilson, Malcolm-Jamal Warner, Jane 
Leeves and Glenn Morshower. It follows a group of doctors 
as they face personal and professional challenges on a daily 
basis... NBC has picked up an additional nine episodes 
of new drama series New Amsterdam, bringing the full-
season order to 22 episodes. The medical procedural’s 
cast includes Ryan Eggold, Freema 
Agyeman, Janet Montgomery, Jocko 
Sims, Anupam Kher and Tyler Labine... 
The CW has acquired the British action 
drama Bulletproof for summer 2019. 
Bulletproof follows two undercover cops, 
Bishop (Noel Clarke, Star Trek: Into 
Darkness) and Pike (Ashley Walters, 
Top Boy) as they chase down hardened 
criminals in London’s East End.

FBI AD FRAUD KEEPS CHURNING
  The Association of National Advertisers (ANA) is 
advising member firms how to contact the FBI if they believe 
they can provide information about the U.S Department of 
Justice’s criminal investigation into media buying practices.
  A letter to members from ANA CEO Bob Liodice notes the 
ANA won’t play a role in coordinating the industry response 
or relay any individual company’s information to the FBI.
  “The starting point is to identify those advertisers which 
believe they may have been defrauded,” Liodice wrote. He 
suggested that members who believe they may have been 
defrauded retain legal counsel, review their media buying 
history and contracts, and conduct audits for indications of 
fraud. He also noted that each company can decide whether 
to cooperate in the FBI probe.
  The Wall Street Journal said last month that prosecutors 
are investigating media buying practices. The probe grew 
out of a 2016 study for ANA conducted by K2 Intelligence, 
which detailed suspect practices like agencies receiving 
cash rebates from media sellers for reaching spending 
thresholds and not returning those funds to clients.

ACCOUNT ACTIONS
  After winning the $1.5 billion GlaxoSmithKline media 
account last week, MediaPost reports that Publicis Media 
is creating a specialty team, platformGSK, to service 
the client. The unit is drawing expertise from across the 
holding company’s healthcare, consumer strategy and 
digital business transformation units… Intel has awarded its 
global media account to Dentsu Aegis Network. The newly 
created Team Intel will draw from various Dentsu Aegis 
agencies, including Carat in the U.S., to consolidate Intel’s 
digital, social, search, programmatic, analytics and offline 
media accounts… Bloomin’ Brands, whose restaurant 
chains include Outback Steakhouse, Carrabba’s Italian 
Grill and Bonefish Grill, has named IPG’s Mediahub as its 
media AOR. Incumbent Spark Factory, a Publicis Groupe 
agency, did not defend in the review. Adweek, quoting 
sources, reports that Bloomin’ Brands is also reviewing its 
other agency relationships.

AVAILS
  KAZT-TV7 is seeking a dynamic National Sales 
Manager for AZTV and MeTV in Phoenix. The NSM will 
lead the national and regional sales efforts for both stations 
with rep firm teams, agencies and direct clients to attain 
budget. Bachelor’s degree preferred together with relevant 
broadcast sales and marketing experience. The NSM will 
also lead political sales efforts in election years. Please 
include your name along with the job title in the subject line 
and send your resume to: resume@aztv.com. EOE
  NBC Boston is seeking a National Sales Director. This 

position will be responsible for directing 
the national sales efforts of NBC10 
Boston, NECN, Telemundo Boston and 
Telemundo Providence. The National 
Sales Director will work with NBC OTS 
AEs and Research department on 
sales planning and pricing strategies, 
inventory management, market growth 
and revenue forecasting. Top 20 market 
broadcast media sales experience 
preferred. Minimum 4 years of broadcast 
media sales experience required. Must 

be willing to work in New York City or Newton, Mass. 
CLICK HERE for complete details or to apply.
  KPRC-TV 2, the Graham Media Group-owned / NBC-
affiliated station in Houston, is seeking dynamic, enthusiastic 
and results-oriented Account Executives to join our team 
and sell KPRC-TV, MeTV Houston, Click2Houston.com 
and our advanced digital solutions. 3-5+ years of broadcast 
sales experience and a proven track record of selling 
online/mobile within agency environment preferred.  Send 
your resume and/or cover letter to: The KPRC Sales Hiring 
Team: Erin Hoffman, ehoffman@kprc.com AND Krystan 
LaChance, klachance@kprc.com. No calls please. EOE

See your ad here tomorrow! CLICK HERE for details.

VAB TAKES AIM AT YOUTUBE BRAND SAFETY
  In a new report looking at YouTube, the Video Advertising 
Bureau, representing traditional television, calls advertising 
on Google’s video platform “Risky Business” in terms of 
accurate measurement and brand safety.
  Broadcasting & Cable says that as YouTube has grown 
into a video advertising powerhouse, TV networks have 
pointed to incidences of ads running near inappropriate 
content as a cautionary tale for advertisers moving hundreds 
of millions of ad dollars away from TV.
  YouTube says it has addressed these issues. But a custom 
analysis for the VAB’s Risky Business report found accurate 
measurement of the 50+ million channels on YouTube is 
daunting, if not impossible, creating transparency issues for 
brand marketers. It does say, however, that professionally 
produced TV and film content on YouTube can be a safe 
haven.
  “Not all of YouTube’s popular content resides in an 
ambiguous and ungovernable advertiser setting,” said Sean 
Cunningham, VAB’s CEO. “Popular content categories do 
exist where marketers can avoid pitfalls. New, professionally-
produced TV and film content makes its way to YouTube 
daily offering a variety of premium, brand-safe options for 
digital advertisers.”
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Conan O’Brien

It’s weird that both 
the Earth and I have 
about 30 years left.
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ROBUST HOLIDAY SPENDING FORECAST
  This year’s holiday retail spending forecast from the 
International Council of Shopping Centers (ICSC) sees 
total spending of $809 billion, up 4.5 percent from 2017. 
Of that, $685 billion will be spent on gifts and other holiday 
items, plus $112 billion on food and beverage. ICSC says 
enthusiastic shoppers will sustain the ongoing “retail 
renaissance” and the convergence of digital and physical 
retailing.
  According to ICSC, 84 percent of shoppers will visit a mall 
or shopping center throughout the holidays, but the retailers 
who embrace omnichannel will benefit 
the most. Of the 40 percent of consumers 
who will use click-and-collect, 82 percent 
expect to spend additional money at that 
store or tenant, further bolstering retail 
sales.
  “Our annual Holiday Shopping 
Intentions Survey findings demonstrate 
that consumers remain confident in the 
economy,” said ICSC president and CEO 
Tom McGee. As the economy roars into 
the fourth quarter, consumer confidence 
has reached its highest level since October 2000, positioning 
shoppers to spend big this holiday season.
  According to the survey, the average consumer plans 
to spend $706.40 this holiday season, with $522 allotted 
for gifts. Overall, 92 percent of U.S. consumers plan to 
purchase holiday gifts and other holiday items this year.
  More than half (54%) plan to spend more this year than 
last, with more than one quarter (28%) pointing to a change 
in job status or income as a factor in increased spend.
  Overall, 74 percent say promotions play a role in their 
holiday shopping. Sixty-three percent plan to shop around 
specific promotional events like Black Friday, Cyber 
Monday, Super Saturday and other big sales. Forty-seven 
percent say that once inside a store, the promotions they 
see influence their holiday purchases.

WARNERMEDIA TO LAUNCH STREAMING SERVICE
  WarnerMedia boss John Stankey says the company 
will throw down the gauntlet against Disney and digital 
competitors with a new direct-to-consumer streaming 
service launching by the end of 2019.
  Stankey said WarnerMedia would launch a streaming 
service that would draw from the media company’s broad 
collection of films, television shows, animation and its 
library. This new OTT offering would augment the media 
company’s other streaming services, like HBO Now.
  “We expect to create such a compelling product that it 
will help distributors increase consumer penetration of their 
current packages and help us successfully reach more 
customers,” Stankey said in a statement.
  The objective will be to capture the full potential of the 
former Time Warner assets, for which AT&T forked over 
$100 billion, including the assumption of debt. Stankey said 
his company’s focus is to create an offering that’s unlike 
anything on the market, not build another Netflix. 
  No word on pricing, although Stankey says it will be more 
expensive than HBO, which launched its $15-a-month 
offering in 2015 and passed 5 million subscribers at the 
start of 2018.

SNAPCHAT IS LOOKING MORE LIKE TV
  Digiday says two years after Snapchat premiered its 
first original show, original programming has taken on new 
importance for the app, which has struggled to grow its 
daily audience.
  Snapchat is formalizing its original programming push 
through the formation of the Snap Originals brand. Snap 
Originals will encompass Snapchat’s existing original shows, 
like political news series Good Luck America, as well as 
a new slate of scripted and documentary series that began 
to premiere on Snapchat last night, marking the platform’s 

entry into TV-like programming.
  At the same time as Snapchat has 
seen its daily audience shrink — losing 
3 million daily users in the second 
quarter of 2018 — its made-for-
Snapchat shows have sustained regular 
viewerships. Half of the audience for two 
of Snapchat’s existing shows — NBC’s 
news show Stay Tuned and ESPN’s 
SportsCenter — tune in at least three 
times a week, said Sean Mills, head of 
original content at Snapchat’s parent 

company, Snap.
  Snapchat will debut six new original shows this month, with 
six more in development. To recoup the undisclosed money 
that Snap is spending on its original shows, the company 
will sell six-second-long, non-skippable video ads that will 
be slotted within the shows’ episodes, which will typically 
run between three and five minutes. Snap expects to insert 
two or three of these commercials per episode, said Mills.

OTT ORIGINAL CONTENT SPENDING TO GROW
(Continued from Page 1)
form of higher fees, leading subscribers to consider whether 
the service is worth the cost. In this calculus, the variety and 
quality of original shows will prove critical to not only holding 
on to existing subscribers, but to attracting new ones.
  Greater investments in producing originals mean consumers 
will enjoy access to a broader range of entertainment.
  “Fueled by international growth, this trend will continue 
for the foreseeable future, as major media companies like 
Disney pivot to a direct-to-consumer focus, and Netflix and 
Amazon hasten their evolution from distributors of licensed 
content to major studios in their own right,” according to the 
TDG analyst.
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FunnyTweeter.com

If you tell someone 
“nice shirt” and they 
don’t look down at 

it, you’re talking to a 
robot.
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