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FIRM PREDICTS TV WILL GET $4.5 BILLION IN 2020
  What happens when a billionaire enters the race for the 
White House? A lot of money gets spent. And that’s what 
newly-released data reveals has happened in the 2020 
Democratic primary. Hedge fund billionaire Tom Steyer 
has already spent $34.9 million on television and radio 
commercials, according to Kantar/Campaign Media 
Analysis Group data provided to Ad Age. The figures 
show Steyer spent an additional $8.6 million 
on Facebook ads since he joined the race 
on July 9. 
  Steyer’s tally tops every other candidate 
on traditional media, although President 
Trump’s campaign team has spent the 
most on Facebook. Kantar/CMAG pegs the 
president’s total outlay on the social network at 
$13.5 million to date. The Trump campaign, which famously 
shied away in 2016 from the sort of traditional advertising 
strategies used by most White House contenders, is also 
showing signs of embracing TV more this cycle. Kantar/
CMAG says it has so far spent $7.9 million on TV and radio 
ads.
  As for the rest of the Democrats, the report says Senator 
Elizabeth Warren is a distant second to Steyer. Her 
campaign has spent $6.9 million on TV and radio, followed 
by former Vice President Joe Biden ($5.3 million) and 
Mayor Pete Buttigieg ($2.5 million). Overall, CNN reports 
the 2020 presidential candidates have spent almost $41 
million on TV ads promoting their campaigns so far.
  “It looks very promising in 2020. I think we’re going to do 
very well,” TVB president Steve Lanzano said on a just-
released episode of Borrell’s Local Marketing Trends 
podcast. “2020 is a big political year so I’ll be spending a lot 
of time in D.C. making the case for TV,” he said.
  Kantar/CMAG data provided to CNN shows that the vast 
majority of TV ad dollars are going to stations in Iowa. 
Buttigieg has reportedly put nearly $2 million into Iowa 
television buys while not spending on TV in the other 
three early primary states. Senator Bernie Sanders has 
had a similar strategy. He’s spent $1.1 million on Iowa TV 
while spending only about $1,000 in South Carolina. Biden 
has taken a similar tact, spending 
$700,000 in Iowa versus $5,000 in 
the other three states combined. 
And Senator Kamala Harris has 
spent roughly $600,000 on Iowa TV 
buys, while her team hasn’t spent 
elsewhere. Kantar/CMAG data shows 
Senator Amy Klobuchar is the 
outlier: she’s spent about $500,000 
on both Iowa and New Hampshire TV 
buys. The report also says that while 
Warren has booked more TV ad time 

(Continued on Page 3)

POLITICAL AD DOLLARS BEGIN FLOWING, KANTAR FINDS
ADVERTISER NEWS
  Amazon.com says it will make its grocery delivery service 
free for Prime members in the U.S. and integrate all orders 
for groceries into a single portal, Reuters reports. The 
portal will have one- and two-hour delivery windows and 
include grocery delivery from services like Amazon Fresh 
and Whole Foods Market, the company said. Amazon 
said in 2017 it was ending its Fresh grocery delivery service 

for select areas. But the company says the 
business is growing and has expanded 
this year to areas like Nashville, Orlando 
and Las Vegas... L’Oreal’s Dark & Lovely 
brand is targeting younger African-American 
consumers with a rebranding campaign that 
includes a new package design and logo. 
Glossy reports the brand is also expanding 

its Fade Resist hair-color and relaxer lines... Wegmans 
Food Markets has opened its first-ever location in New York 
City. The Rochester, N.Y.-based, family-owned grocer with 
a dedicated following opened a 74,000-square-foot location 
in the Admirals Row development of Brooklyn – formerly 
the Brooklyn Navy Yard. The store has a European open-
air market look and feel and features nearly 50,000 items, 
more than 2,000 of which are organic. A total of about 540 
employees were hired for the site. Brooklyn is Wegmans’ 
47th location in New York State. The company operates a 
total of 101 stores in New York, Pennsylvania, New Jersey, 
Virginia, Maryland, Massachusetts, and North Carolina... 
Macy’s has announced a series of exclusive gifts and 
services for the holidays available both online, including 
mobile, and in store, Retail Dive reports. The services 
include the department store’s new “fragrance bar,” which 
allows customers to explore and choose scents in a variety 
of ways, and a program where they can create their own 
jewelry... Google is among the search engines that show 
fake and possibly dangerous counterfeit goods in as many 
as 60 percent of their search results, putting consumers 
at risk, per a study by intellectual property and brand 
protection company Incopro. The firm is demanding that 
Google, Bing, Baidu and Yandex remove search results 
that it says harm consumers and undermine brands.
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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.
 WMBF News, the Gray Television 
NBC affiliate in Myrtle Beach, S.C., 
is searching for a Digital Sales 
Manager. The DSM is responsible 
for achieving the station’s digital 
advertising revenue goals and works 
closely with the entire WMBF sales 
team to prospect, develop, close and 
maintain digital advertising accounts. 

Growing existing clients and new business development 
are key areas of focus. Proven track record of digital 
sales success in local media (broadcast TV preferred). 
Please CLICK HERE to apply. EOE/M/F/V/D.
  KVOA  in  Tucson, Ariz., is looking for an energetic 
individual to lead our creative services team. The Creative 
Services Director oversees a five-person creative team. 
The department is responsible for developing powerful 
concepts to market a message or tell a story for station 
promotion and media sales. The successful candidate 
will have superior writing, shooting and editing skills 
and be able to supervise a team of producers to ensure 
strategic bran reinforcement in all messaging. Qualified 
candidates, please send info to bshaw@kvoa.com. EOE.
  WJCL ABC 22 / Hearst Television in Savannah-Hilton 
Head is looking for a Salesperson to join our team. 
The ideal candidate will have 1-3 years of TV Sales 
experience. If you are competitive and driven to succeed 
in the area of business development, 
your hard work will be rewarded with 
generous commission rates. This is a 
great opportunity to join an industry-
leading company and to live in one of the 
most historic and charming cities in the country. Please 
CLICK HERE to apply.
  WFXB-FOX TV,  Myrtle Beach, S.C., seeks an 
Account Executive to consult with local businesses and 
agencies to help them achieve their marketing objectives. 
Responsibilities include developing spot 
television, digital and OTT; preparing, 
negotiating and implementing  marketing 
campaigns and sales proposals that are 
consistent with client goals. WFXB will 
provide the training and research, the applicant will need 
to provide a positive attitude and willingness to learn and 
grow. To apply, please send your resume via e-mail to 
wfxbcareers@wfxb.com. EOE.

See your ad here tomorrow! CLICK HERE for details.

WARNERMEDIA CONFIRMS HBO MAX PRICE, DATE
  WarnerMedia has confirmed a $14.99 retail price for 
HBO Max when it launches in the U.S. in May 2020, two 
of the most anticipated details revealed during its investor 
day yesterday, Deadline reports.
  Existing HBO subscribers and about 10 million AT&T 
customers will get the new service for free, which will 
give it an eight-figure start in the race to close the gap 
with Netflix. Across Europe, the U.S. and Latin America, 
HBO Max will have 75-90 million subscribers by 2025, 
executives said.
  The company has been projecting a 
spring launch for the past few months, 
ever since postponing an earlier plan to 
release a beta version in fall 2019, so 
the May date did not land as a major 
surprise. The $15 price point also has 
largely been expected, though the 
amount and nature of the content on the 
service was emphasized throughout 
the two-and-a-half-hour event.
  After the main subscription offering 
launches in May 2020, an ad-supported 
version will go live in 2021 and live offerings (mainly news 
and sports) will be incorporated that same year.
  Tailored versions of HBO Max in Europe and Latin 
America with localized programming will start to hit the 
market by 2021.

ENDORSEMENT MONEY FOR NCAA ATHLETES?
  The NCAA cleared the way for college athletes to begin 
profiting from their name, image and likeness yesterday, 
a landmark decision that could dramatically alter the 
economics of college sports, The Wall Street Journal 
reports.
  The move came amid growing pressure from legislators, 
a month after California passed a law requiring schools 
in the state to allow college athletes to earn endorsement 
money, and represents a stark shift in policy.
  In a concession the NCAA had long resisted, the 
organization’s governing board directed its three divisions 
to immediately consider changing the rules governing 
such benefits for athletes, and to make any such changes 
no later than January 2021.
  The details of the new policy are yet to be determined. 
The NCAA said it must be “in a manner consistent with 
the collegiate model,” making clear that compensation 
for performance or participation is still prohibited, among 
other conditions. But the directive nonetheless paves the 
way for a scrambled financial landscape in college sports.

ADOBE SEES ONLINE HOLIDAY SALES AT $143.7B
  This holiday shopping season is slated to be another 
record-breaking one online, CNBC reports.
  Digital spending during November and December is 
expected to reach $143.7 billion, up 14.1 percent from 
a year ago, according to a study by Adobe Analytics. 
Cyber Monday sales are expected to hit $9.4 billion, up 
nearly 19 percent from last year, Adobe said.
  Black Friday sales online are expected to be $7.5 billion, 
up 20.3 percent. Thanksgiving Day sales are forecast to 
surge 19.5 percent, to $4.4 billion, it said.
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Jerry Seinfeld

If you go to a bad movie, 
it’s two hours. If you’re in a 
bad movie, it’s two years.
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CONSUMER CONFIDENCE DIPS IN OCTOBER
  Concerns over business conditions and employment 
prospects took a bite out of consumer confidence in October, 
Chain Store Age reports. 
  The Conference Board’s closely-watched Consumer 
Confidence Index decreased marginally in October, 
following a decline in September. It now stands at 125.9, 
down from 126.3 in September and lower than the 128 
reading economists had expected. The October metric was 
the lowest since June, when confidence fell to 124.3.
  The Present Situation Index – based on consumers’ 

assessment of current business and 
labor market conditions – increased 
from 170.6 to 172.3. The Expectations 
Index – based on consumers’ short-term 
outlook for income, business and labor 
market conditions – declined from 96.8 
last month to 94.9 this month.
  The monthly Consumer Confidence 
Survey is conducted for The Conference 
Board by Nielsen. The cutoff date for the 
preliminary results was Oct. 18.
  Consumers’ assessment of current 

conditions improved somewhat in October. Those claiming 
business conditions are “good” increased from 37.4 to 39.2 
percent, while those saying business conditions are “bad” 
decreased from 12.2 to 11.2 percent.
  Consumers’ assessment of the job market was mixed. 
Those saying jobs are “plentiful” increased from 44.5 to 46.9 
percent, while those claiming jobs are “hard to get” increased 
slightly from 11 to 11.8 percent.

THIS AND THAT
  Fatalities from vehicle accidents declined 2.4 percent in 
2018 compared with 2017, and the positive trend is continuing 
this year, National Highway Traffic Safety Administration 
data show. Agency acting Administrator James Owens 
noted that “more new vehicles are equipped with advanced 
technologies that prevent or reduce the severity of crashes,” 
Reuters says... Youths in the U.S. ages 8-18 spend about 
one hour a day watching online videos, about twice as long 
as four years ago, according to a survey by Common Sense 
Media. The average amount of screen time consumed each 
day — for activities not related to schoolwork — is about five 
hours for children 8-12 and about seven hours for teenagers.
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FunnyTweeter.com

The fact that my balcony 
isn’t facing the street makes 
it nice and quiet, but it also 
makes my speeches to the 
people rather ineffective.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY

BOOMERS SHRUG AT SOCIAL BRAND INTERACTION
  Across U.S. age groups, social media usage is common 
ground, but that commonality masks many differences in 
usage. New research sheds some light on the reasons U.S. 
consumers in different generations use social media and 
how they feel about these platforms, eMarketer reports.
  According to Adobe Advertising Cloud and Advanis’ 
August 2019 Voice of the Generations report, just 33 
percent of boomers surveyed in July agreed that “there is 
a place for companies interacting with individual people on 
social networks, forums and/or messaging sites.” The figure 
rose to 49 percent among Gen Xers, 63 
percent among millennials and 69 percent 
among Gen Zers.
  The survey defines Gen Zers as those 
born between 1996–2001; millennials 
1977–1995; Gen Xers 1965–1976; and 
boomers 1946–1964.
  Boomers’ wariness about interacting with 
brands on social media likely reflects a 
general unease about digital privacy. The 
survey found that 43 percent of boomers 
endorsed the statement, “I worry about 
how my data is used all the time.” Just 14 percent of Gen 
Zers and 20 percent of millennials said the same, as did 31 
percent of Gen Xers.

KANTAR: POLITICAL AD DOLLARS BEGIN FLOWING
(Continued from Page 1)
in Iowa than any other candidate, those spots have not yet 
begun airing.
  Speaking at a TV advertising conference this week in New 
York, Kantar/CMAG VP and GM Steve Passwaiter said 
even as digital spending grows, television is still going to 
receive the biggest share of ad dollars during the 2020 race.
  Kantar/CMAG is forecasting broadcast and cable TV will 
pocket roughly $4.5 billion in political buys, well above the 
$1.6 billion the firm estimates will be spent on digital ads. 
  “Politicians are like car dealers — they can’t see themselves 
in video often enough,” said Passwaiter, according to 
Broadcasting & Cable. He also predicted that the Trump 
team will need to ramp up TV spending levels beyond the 
$150 million it put toward the medium in 2016. Passwaiter 
believes that’s why Trump has been aggressively focused 
on fundraising, raising $125 million during the third quarter 
alone.

NBCUNIVERSAL ROLLS OUT SHOPPABLE TV ADS
  NBCUniversal has been testing a new ad unit that allows 
viewers to buy — directly from their phone — products 
featured on the show they’re watching.
  TechCrunch says its has written about other companies 
creating shoppable video technology, but that usually 
means adding links or other elements to online videos — 
very different from NBCU’s ShoppableTV, which connects 
the programming on your living room TV with a shopping 
experience on your phone.
  The company is using QR codes to achieve this. An ad 
with the code will pop up at the bottom of the screen during 
relevant moments of the show. To purchase the product, you 
can point your camera at the code and you’ll end up following 
an affiliate link to the sponsor’s e-commerce site.


