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AUTO DEALRER TV SPEND EXPECTED TO CLIMB
  It’s no secret that political ad spending will give local 
broadcast TV stations a revenue injection in the coming 
year, but Borrell Associates’ annual forecast shows how 
important that biannual boost has become.
  The media research and consulting firm expects local 
broadcast TV ad revenue to decrease 13.5 percent this 
year and bounce back in the year to come with an expected 
6.2 percent growth rate in 2020. “The 2019 loss is due 
mainly to political, and next year all of the increase is due 
to political,” CEO Gordon Borrell said. His 
firm is predicting 2020 campaign ad spending 
to total $10.2 billion as candidate spending on 
digital advertising will double compared with 
four years ago. Borrell said during a webinar 
yesterday that digital will roughly match what 
political ad buyers spend on television for the 
first time.
  “That’s to TV’s detriment, although a lot is going into 
television – about $2.9 billion in 2020 – and that’s bolstering 
those TV numbers,” he said. Borrell also pointed out political 
masks a shrinking base of core advertising revenue. “There 
is a secular decline in local TV advertising. That’s not news 
to very many people in TV,” he said.
  While political will also help cable, the impact won’t be 
enough to overcome the biggest issues facing the industry. 
Borrell expects cable ad sales to decline 8.5 percent in 
2020, or about half the 16.2 percent decrease on track for 
this year thanks to what he said will be a “slight” political 
boost. “Cable TV is under great duress because of the 
number of cord-cutters out there and all the streaming and 
satellite options that are competing with them,” Borrell said.
  Overall, Borrell analysts forecast local ad revenue to grow 
1.3 percent to $129.7 billion in 2020. “That is fairly small,” 
said Borrell. The firm’s 2020 forecast also includes what 
many may find as a surprise: digital doesn’t have the largest 
projected growth rate. That’s local TV’s honor. In fact, after 
an estimated 9.2 percent increase in ad revenue this year, 
it expects digital to grow by just 4.9 percent in 2020.
  No core ad category is more critical to TV than automotive, 
and Borrell predicts local auto dealer ad spending will 
increase 3.6 percent next year. The 
firm says local dealers will increase 
their spending on local broadcast TV 
by 7.5 percent — the biggest growth 
rate of any media. Spending on digital 
will grow nearly as much, according 
to the forecast, which predicts local 
dealers will allocate 7.1 percent more 
ad dollars to online. Search and 
banners will still get the most, but 
Borrell forecasts dealers will increase 
digital video ad spend by 14.6 percent 

(Continued on Page 3)

BORRELL: DOUBLE-DIGIT GROWTH FOR LOCAL TV IN ’20 
ADVERTISER NEWS
  Chipotle has been testing special drive-thrus for customers 
to pick up digital orders, CNBC reports. The chain decided 
to invest more heavily in the “Chipotlane” concept after 
a successful 20-store pilot. More than half the 150 to 165 
restaurants being opened by Chipotle in 2020 will include 
these digital drive-thrus... The average amount of time that 
Americans spend on Facebook has dropped from 14 hours 
per month in 2017 to nine today, according to Activate. That’s 
a 26 percent drop in two years as other social channels, 

including Instagram, Snapchat and TikTok, 
gained younger users and their time... Former 
eBay CEO John Donahoe, a member of the 
Nike board, has been named chief executive 
of the athletic wear brand. He replaces Mark 
Parker, who has led Nike since founder Phil 
Knight stepped down as CEO in 2006... REI 
stores will be closed on Black Friday and it will 

not fulfill any online orders that day, USA Today reports. The 
company will, however, pay its employees for the day while 
encouraging them and co-op members to go outside and take 
part in a national clean-up effort... The Verge says a single 
Pizza Hut restaurant in Phoenix will be the first to test both 
a plant-based sausage topping from MorningStar Farms 
and a round compostable pizza box created in partnership 
with automated pizza delivery startup Zume. The round box 
requires less packaging material and was designed to deliver 
hotter, crispier pizzas, Pizza Hut said... Ford Motor lowered 
its guidance for the year after reporting third-quarter profit 
fell 57 percent due to charges from an ongoing restructuring 
and the formation of a new joint venture in India. The Detroit 
News says the automaker expects that higher warranty 
charges, higher-than-planned incentives, and struggling 
sales in China will drag on profits through the end of the 
year... Mazda has unveiled its first mass-production EV, a 
compact crossover called the MX-30. It has suicide doors, or 
“freestyle doors,” like the old RX-8 coupe. Mazda CEO Akira 
Marumoto showed off the MX-30 at the Tokyo Motor Show 
earlier this week. The MX-30 goes on sale in Europe starting 
next year, and Autoweek says word on the street is the EV 
could come to the U.S. in 2021.
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AVAILS
  Account Executive: WLNE, Providence, R.I., is looking for 
an experienced media sales professional 
who thrives in a creative sales environment. 
We need an enthusiastic, accountable 
individual to work with local and regional 
clients, at both the agency and local levels, 
to develop marketing plans utilizing all station platforms and 
products.  The ideal candidate will also have a proven track 
record with direct new business development and digital 
media sales. Please send resume and cover letter stating 

referral source to: cantonio@abc6.com. 
No calls, please. EOE.
  Nexstar Broadcasting Group is 
looking for an exceptional General 
Manager to lead WSPA (CBS) and 
WYCW (CW) and digital operations in 
Spartanburg, S.C.; DMA #38. For the 
right individual, this is an opportunity 
to join the largest station group in the 
industry and oversee a television station 
duopoly with a tremendous competitive 
position in the market. The individual 

also will oversee development of the stations’ digital and 
mobile platforms, including WSPA.com, the top-visited 
broadcast website in the market. CLICK HERE for more info 
or to apply now. EOEM/F/D/V.
  Account Executive: CBS Television (WWJ-TV CBS 62 & 
WKBD-TV CW50) in Detroit is seeking a highly motivated 
self-starter with previous experience in broadcast television, 
cable and/or digital to join the country’s premier O&O 
broadcast group. Ideal candidate will have a proven record 
of growing transactional business, prospecting and closing 
new business, and experience selling across multiple 
screens and markets. College degree preferred. No calls 
accepted. Qualified candidates please apply to the CBS 
Television online Applicant Tracking System. EOE/M/F/V/D.
  WPBF 25, Hearst Television’s ABC affiliate in West Palm 
Beach, Fla., is hiring an experienced Account Executive. 
The AE is responsible for selling advertising 
to local businesses and ad agencies, and 
negotiating ratings and rates with ad agencies. 
This position will be responsible for developing 
new TV and digital revenue. If you are motivated 
by an excellent product, great compensation and working 
with a talented team of professionals, look no further. Click 
HERE for details or to apply now. EOE.

KATZ NAMES NEW MIDWEST DOS
   Katz Television Group names media industry veteran 
Joni Sinelli Executive Vice President, Director of Sales 

overseeing the Midwest region, effective 
immediately. 
  In her new role, Sinelli will oversee the 
Katz offices in Chicago, Minneapolis and 
Detroit, driving strategy and results for the 
region’s station partners and advertisers.     
 This newly created position is dedicated 
to increasing day-to-day business 

effectiveness and service.  Sinelli will also continue to 
spearhead Katz’s advocacy efforts for local TV in the 
Midwest region.

NETWORK NEWS
  The first game of the 2019 World Series delivered a ratings 
win for Fox on Tuesday, but preliminary numbers show it 
falling short of last year’s opener. Regular programming on 
other networks was mostly unaffected, with NBC’s This 
Is Us and several other shows actually improving week to 
week. Fast national ratings for the Washington Nationals’ 
5-4 win over the Houston Astros in Game 1 have the Fox 
telecast at 11.58 million viewers in primetime; that figure 
will likely adjust upward in the finals after accounting for 
the live telecast and its total runtime (the game ended well 
after 11 PM ET). Tuesday’s audience 
is on track to be the lowest for Game 
1 since 2014 and is off by about 8 
percent from last year. The 2018 
opener had 12.62 million viewers in the 
fast nationals and adjusted up to 13.76 
million in the finals... NBC has given 
a script commitment with penalty to a 
workplace drama called Mavenhood. 
When a mysterious person threatens 
to reveal the dark, private secrets of a 
group of social media entrepreneurs, it 
could shatter the façade of perfection at the core of their 
enviable feeds — and their business model — and ruin 
the lives of those they love. However, it also bonds the 
women together and forces them to become true friends 
to one another...Journalist Gwen Ifill will be memorialized 
on a new U.S. Postal Service Forever stamp, ABC News 
reports. She will be the face of the 43rd stamp in the Black 
Heritage series. Ifill, who died of cancer in November 
2016, became the first African-American woman to host a 
national political TV talk show with her 1999 host-debut on 
PBS’ Washington Week. She later became a member of 
the first female co-anchor team on PBS NewsHour, where 
she worked for 17 years and covered eight presidential 
campaigns and moderated two vice-presidential debates. 
The stamp will be issued in 2020.

JLL’S TOP 5 RETAILERS FOR HOLIDAY SHOPPING
  Holiday shoppers are fairly consistent when it comes to 
their favorite stores, Chain Store Age reports. Amazon 
(38.1%), Walmart (36.2%) and Target (29.6% ) ranked as 
the top three stores where consumers across all income 
groups plan to do their holiday shopping, followed by 
Kohl’s (10.1%) and Macy’s (8%), according to JLL’s 2019 
Holiday Shopping Survey.
  While the top three remained the same across all shoppers, 
there were some differences in the rankings when looking 
at consumers’ holiday budgets. Those with budgets greater 
than $500 were more likely to include retailers like Macy’s, 
Best Buy and Nordstrom in top 10. Those with more 
modest budgets indicated that they plan to shop at Kohl’s.
  The survey also revealed that consumers plan to use 
multiple channels this holiday season. More than half of 
the shoppers surveyed (52%) indicated that they will buy 
in-store.
  About a quarter of shoppers (25.3%) will make a purchase 
from a physical retailer’s website, while 23.5 percent plan to 
order online and pick up in store. This option was particularly 
popular among Gen Z shoppers, as 29.9 percent said they 
would take advantage of BOPIS services.
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David Spade

Suzanne Somers posed in 
her birthday suit for her 73rd 
birthday. Let’s just say that 

suit could use some ironing.
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ANALYST: DEAL COULD GIVE DISNEY+ 9M SUBS
  The deal that Disney cut with Verizon to give Disney+ 
free to some Verizon mobile and broadband customers will 
result in 9 million subscribers for the new streaming service 
in its first year, according to an estimate by analyst Michael 
Nathanson of MoffettNathanson Research.
  Nathanson, whose findings were reported by Broadcasting 
& Cable, also estimates that Disney+ will have 18 million 
worldwide subscribers by the end of fiscal 2020.
  How much revenue that will generate remains an 
open question. Nathanson estimates that of Verizon’s 

approximately 35.3 million customers 
(including business accounts), only 
about 17.7 million will be eligible for the 
free Disney+ offering. He assumes about 
half will opt in.
  “We don’t know the business terms, but 
one has to assume that Disney is offering 
Verizon a volume discount off the annual 
rate card of $69.99,” Nathanson said in a 
note yesterday.
  Nathanson expects Disney’s direct-to-
consumer business, including ESPN+ 

and Hulu, to generate $7.049 billion in revenue in 2019 and 
expenses of $10.8 billion, resulting in an operating loss of 
$3.755 billion in 2019. The losses will increase to $4.532 
billion in 2020 then start to decline.
  The DTC business will turn positive in 2024, when Disney 
will have 162.5 million subscribers, revenue of $22.742 billion 
and operating income of $1.6 billion.

THIS AND THAT
  There are now 47 states and territories investigating 
Facebook for possible antitrust violations, New York Attorney 
General Letitia James says. States are concerned that the 
platform “may have put consumer data at risk, reduced the 
quality of consumers’ choices, and increased the price of 
advertising,” James said in a statement... Quibi will launch 
next April with a sold-out advertising inventory worth $150 
million, the short-form streaming video service says, adding 
that it has four new brand partners including T-Mobile. The 
service is aimed at mobile phone users.
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The phone camera arms 
race really overestimates 

the degree to which I 
want to see my own face 

in high definition.

TUESDAY NIELSEN RATINGS - LIVE + SAME DAY

OUTLOOK: LOCAL TV AD REVENUE TO SLIP MORE
  Local TV stations’ core advertising will continue to see 
soft results. Over the next 12 to 18 months, a decline of 
3 percent is forecast, according to Moody’s Investors 
Service. Moody’s says local TV ad budgets will continue 
to suffer from advertising going to big digital media players 
like Google and Facebook as well as big TV advertising 
categories such as automotive.
  Core TV advertising excludes special events such as big 
political advertising and Olympic seasons, which occur 
every two years.
  Other forecasts project total local 
linear TV station advertising will total 
around $19 billion this year. Moody’s 
also projects that local TV stations’ 
own digital TV advertising efforts, while 
growing, will remain small, representing 
less than 10 percent of its total live, linear 
TV advertising take.
  On the positive side, local TV stations 
will continue to see increasing revenues 
from retransmission fees from pay-TV 
providers. They’re projected to rise to a 
40 percent average of their total revenue and 41 percent 
in 2020.
  Retransmission fees collected by local TV station groups 
are shared with their respective networks, including Fox, 
CBS, ABC, NBC and The CW. The report adds that these 
shares to the networks, called “reverse retransmission” fees 
by some, are growing and currently amount to 50 percent 
this year, expected to rise to 55 percent in 2020.
  Near-term, from all their revenue-generating efforts, TV 
stations will continue to see “stable” cash flow (EBITDA) 
results (earnings before interest, taxes, depreciation, and 
amortization), rising 3 percent over the next year to year-
and-a-half.

BORRELL: DOUBLE-DIGIT GROWTH FOR LOCAL TV
(Continued from Page 1)
next year.
  But there will be clear winners and losers. To fund the 
increase in local TV and digital, Borrell thinks dealers will 
pull back on what they spend on most other local media. 
That includes on local cable, which the firm estimates will 
experience a 7.9 percent decrease in auto revenue in 2020.
  It will be a similar story in the local real estate category. 
Borrell forecasts local TV stations will see a 6.1 percent 
boost in those dollars next year, while cable TV revenue 
from the category shrinks 9.2 percent. And local retail home 
improvement ad dollars will inch up 0.4 percent for local 
broadcast while shrinking 13.8 percent for local cable.
  More than ever, local traditional media outlets are 
embracing digital as a way to grow revenue. Borrell expects 
local TV stations to bring in $3 billion in digital ad revenue in 
2020, a 19 percent increase compared with this year. Cable 
is predicted to grow its digital revenue 15 percent, although 
to a much smaller $500 million total.
  Borrell said there’s a shift working in TV’s favor. “We 
see the growth in many in streaming audio and streaming 
video as the internet becomes a lot more multimedia. It’s 
becoming less a media that’s just read and more of a media 
that’s watched and listened to,” he said.


