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GUIDE SAYS AD-SUPPORTED TV ALIVE AND WELL
  Insights-driven research company VAB has published 
a new report that it says examines and then debunks 
commonly held beliefs about video viewing, in particular 
what it says are common misconceptions regarding the 
perceived rush away from traditional TV in the U.S., Rapid 
TV News reports.
  In the new guide, A Culture of Extremes: Exposing the 
Myths About Video Viewing Behavior, VAB deconstructs 
what it calls 15 commonly held video viewing 
myths with “credible” statistics from verified 
sources to equip brand marketers and agency 
professionals with accurate data about U.S. 
video viewing behavior. It includes those relating 
to cord cutting; time spent viewing video via 
linear TV compared to viewing using a variety of internet-
connected devices; younger audiences’ viewing behavior; 
as well as some common misconceptions about cinema 
and U.S. film goers.
  The principal myth debunked is that everyone is cutting 
the cord and moving away from cable for other video 
substitutes and subscriptions, yet VAB says the reality 
is the vast majority of U.S. households today have a 
multichannel video programming distributor (MVPD) 
subscription (82 million) and it’s still by far the leading 
video distribution access point for consumers, followed by 
OTA-only delivery (18.4 million); OTT-only (16.4 million); 
and virtual MVPD delivery (9.3 million). VAB noted that in 
2020, projections estimate there will be four times more 
households with MVPD subscriptions (78.8 million) than 
OTT-only households (18.3 million), and seven times more 
than virtual MVPD households (10.8 million).
  VAB also took to task the perception that “everyone” was 
spending more of their time on platforms like Facebook and 
YouTube than ad-supported, multiscreen TV. According to 
VAB’s analysis, there were seven times more people aged 
over 18 years watching ad-supported TV content than there 
were on YouTube and 13 times more people aged over 
18 years watching ad-supported TV content than are on 
Facebook in any given minute. VAB added 
that social media platforms Instagram 
and Snapchat both have significantly 
smaller audiences than ad-supported 
TV in any given minute, reaching only 
999,000 and 715,000 people aged over 
18 years respectively, compared with over 
34 million for multiscreen TV.
  The proposition that nobody under 35 
watches linear TV anymore because they’re 
living on subscription video-on-demand 
(SVOD) platforms, digital sites and social 
media was challenged with the revelation 
that in the first quarter of 2019, half of video

(Continued on Page 3)

VAB REPORT DEBUNKS COMMON VIDEO VIEWING ‘MYTHS’
ADVERTISER NEWS
  Target will team with TRU Kids, the new owner of Toys 
R Us, to manage the relaunch of the brand’s online retail 
arm, CNBC reports. The site will roll out as ToysRUs.com, 
and customers who click to buy will be redirected to Target, 
which will handle sales and order fulfillment... Domino’s 
Pizza reported its same-store sales were up 2.4 percent in 
the third quarter, below the 2.6 percent gain expected by 
analysts, Yahoo Finance reports. Earnings per share came 

in two cents below Wall Street’s expectations... 
German grocer Lidl will offer medical benefits for 
all of its 1,200 U.S. part-time employees effective 
Jan. 2020, the company says. Lidl, known for its 
affordable store-brand products, sells in more 
than 70 stores across nine East Coast states. The 

move comes as Whole Foods recently withdrew medical 
benefits for as many as 1,900 part-time workers starting 
Jan. 1, 2020... Rent the Runway’s business is back up 
and running “as usual,” the company said in a statement 
on its website yesterday, following an uproar of frustrated 
customers seeing delays or even complete cancellations 
of their orders. The women’s clothing subscription platform 
briefly halted taking on new customers and had targeted 
Oct. 15 to resume, citing kinks in its supply chain... Men’s 
clothing seller Bonobos is making cuts to staff, which comes 
on the heels of parent Walmart unloading the online apparel 
and accessories retailer ModCloth. According to The Wall 
Street Journal, which first reported the story, “a few dozen” 
of Bonobos’ 600 employees are being laid off this week... 
UPS and Michael’s have announced the completed rollout 
of UPS Access Points in 1,100 Michael’s craft stores. The 
partnership was originally launched in July. The partnership 
integrates with UPS MyChoice’s home delivery option, which 
enables orders destined for a customer’s home address to 
be automatically rerouted to the Access Point of their choice, 
whether it be a Michael’s store location or elsewhere. Access 
Points are part of the carrier’s UPS MyChoice program that 
allows customers to ship orders to and from pickup points in 
more than 38,000 locations worldwide.
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AVAILS
  KOIN 6 TV/Portland’s CW, a Nexstar Media Group 
Inc.-owned CBS/CW duopoly in Portland, Ore., has 
an immediate opening for an Account 
Executive. Candidates must be an effective 
driver of revenue through growing existing 
accounts and new business development. 
The AE must be able to solve problems, 
collaborate with teammates and utilize all resources 
available. Bachelor’s degree and 3+ years of media sales 
experience preferred, with history of success. Get more 

information or apply HERE. EOE/
Minorities/Females/Vet/Disability.
  KCRG TV9, a Gray Television station 
and the ABC affiliate in Cedar Rapids, 
Iowa, has an immediate opening for a 
National Sales Manager. Candidate 
must possess strong leadership, the 
highest level of customer service and 
sales skills, in addition to a proven 
track record of success with negotiating 
and servicing national agencies. The 
NSM will manage national and political 

sales activity and grow share utilizing available research 
and building strategic relationships. Two or more years of 
National Sales preferred. CLICK HERE to apply.
  WDBJ7 (CBS), a Gray Television, Inc.-owned station 
broadcast property in Roanoke, Va., is looking for a 
dynamic News Director to lead the news department of 
this dominant No. 1 station in a Top 70 market. The News 
Director supervises all news programming and personnel, 
and establishes policies for standards and practices within 
the news and operations department. The News Director 
will provide long-term strategic vision for the News 
department and protects the journalism integrity of the 
station. CLICK HERE for more info or to apply now.
  WAFB TV (CBS, Gray Television, Inc.) in Baton 
Rouge, La., is seeking a Local Sales Manager. The 
LSM is responsible for leading, teaching 
and motivating the sales team, along 
with growing local broadcast and digital 
revenue.  Candidates should be proficient in 
inventory management, revenue forecasting, 
budgeting, account strategy, product training and focused 
team development. Must have excellent organizational, 
presentation, leadership and interpersonal skills, with a 
high sense of urgency and the ability to deliver results. 
CLICK HERE to apply. EOE.
  CBS/KCOY 12 in Santa Maria, Calif., has an immediate 
opening for a Local Sales Manager. The successful 
candidate will be responsible for leading, 
motivating and training a team of account 
executives to achieve station local time and 
online/digital revenue goals. A track record 
of proven success in management, excellent 
communication skills, strong work ethic, and 
development of new and online/digital business is essential. 
CLICK HERE for more info or to apply. Employment is 
contingent upon successful completion of background 
check and drug screen. EOE.

See your ad here tomorrow! CLICK HERE for details.

HERE ARE TV’S MOST EXPENSIVE COMMERCIALS
  The cost to advertise in the NFL hasn’t deflated yet. In a 
season where the price of a 30-second commercial in a 
majority of broadcast TV’s premiere shows is on a decline, 
football remains an anomaly, Ad Age reports.
  NBC’s Sunday Night Football once again came in at No. 
1 on Ad Age’s annual pricing survey of media agencies, while 
Fox’s Thursday Night Football holds at No. 2. Advertisers 
paid $685,227 on average for a 30-second commercial in 
Sunday night’s weekly matchup, flat compared with last year. 
While the price for Sunday Night Football hasn’t meaningfully 
increased in the last two seasons, it 
also hasn’t seen the same erosion as 
broadcast’s entertainment programming.
  And Thursday Night Football was one of 
the biggest price gainers of the season, 
with a 30-second spot costing $540,090 
on average, up 24 percent from $434,078 
last year.
  Rounding out the top 10 priciest 
shows on broadcast for advertisers: 
This Is Us ($359,413); The Masked 
Singer ($201,683); The Voice (Monday, 
$192,983); Grey’s Anatomy ($186,026); The Voice 
(Tuesday, $179,951); 9-1-1 ($172,215); New Amsterdam 
($172,085); and Empire ($171,187).

NETWORK NEWS
  Just two episodes in and Fox has greenlit scripted drama 
Prodigal Son for the full current TV season with an order 
for nine additional episodes. That takes the first season 
order of Prodigal Son to 22 hours. The series centers on 
Malcolm Bright, played by Tom Payne (The Walking Dead), 
a psychologist who has a gift for understanding how serial 
killers think, because his father, Dr. Martin Whitly, played 
by Michael Sheen (Masters of Sex), was one of the worst. 
Bright is the best criminal psychologist around, because 
murder is the family business... The four-part PBS series 
Life From Above, which tells the stories of our planet from 
a perspective from space, will debut Wednesday, Oct. 23 at 
10 PM. The series reveals amazing events happening every 
day in both the natural and human worlds. From the intimate 
to the epic, Life From Above offers a rare look at Earth, its 
landscapes and its inhabitants.

THERE’S BEEN A SHAKEUP AT NBCUNIVERSAL
  NBCUniversal has unveiled a management shakeup that 
will see Bonnie Hammer shift from launching the Peacock 
streaming platform to overseeing all broadcast and cable 
studio operations, Variety reports.
  Comcast veteran Matt Strauss is joining NBCUniversal as 
the new head of Peacock, while Paul Telegdy will become 
the solo chairman of NBC Entertainment.
  George Cheeks, who has spent the past 12 months as co-
chair of the NBC Entertainment broadcast division alongside 
Telegdy, will shift to a vice chair role under Hammer, who will 
serve as chairman of NBCUniversal Content Studios. She 
reports to Steve Burke, NBCU CEO.
  The restructuring is said to be driven by NBCU’s desire 
to consolidate oversight of its parallel broadcast and cable 
production operations, a move made by a number of NBCU’s 
rivals in recent years.
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Jim Gaffigan

You ever try and move a 
futon? That’s impossible. You 

always end up folding it in 
half and dragging it around 
like it’s an 800-pound taco.
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TEEN SPENDING FALLS OVER ECONOMIC FEARS
  As millennials age, Gen Z is taking over as the newest 
consumer group retailers and consumer brands are 
courting, CNBC reports. Figuring out exactly what teens 
want is always a difficult task, perhaps even harder now, 
because teens are spending less than in the spring, and at 
this time last year.
  Piper Jaffray is out with its 38th biannual Taking Stock 
with Teens report, a result of surveying 9,500 consumers 
with an average age just under 16 years old from 42 states 
with an average household income of $65,400.

  As market watchers and economists 
debate whether U.S. growth is slowing 
and a recession is near, teens are pulling 
back spending. According to the results, 
teen spending is down 4 percent this 
year from last fall, and down 10 percent 
from the spring survey.
  Teens’ annual spending is averaging 
$2,371, the lowest survey level since 
the fall of 2011, when spending hit the 
survey’s trough of $2,234. What’s more, 
just under one-third of teens believe the 

economy is getting worse, up from 25 percent last fall.
  Favorite brands include Chick-fil-A and Starbucks for 
restaurants and Nike and American Eagle Outfitters for 
apparel.

VAB REPORT DEBUNKS VIDEO VIEWING ‘MYTHS’
(Continued from Page 1)
consumption by adults 18-34 was through linear TV, 
accounting for nearly two hours per day, with live TV 
accounting for 44 percent of total video viewing.
  The report also found that the time spent by adults 18-34 
viewing video on internet-connected devices and gaming 
consoles is 20 percent and 14 percent, respectively.
  The research found that at any given minute, there were 
more than 1.5 times more adults 18–34 watching ad-
supported TV, more than 3.8 million, than were on YouTube 
(2.5 million) and five times more watching ad-supported TV 
content than are on Facebook (724,000).
  VAB stressed that the reality is the vast majority of TV 
viewing across all major demographic groups is watched 
live (85-89%). Time-shifted TV viewing audiences were 
significantly smaller than those watching live.
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FunnyTweeter.com

So my wife doesn’t like 
the new body wash she 
bought. I’ll give you two 
guesses who’s gonna be 
smelling like kiwi apricot 
for the next four weeks.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY

IMPROVING RESULTS AFTER HIRING A ROCK STAR
  Want to do your company a favor? Start interviewing proven, 
talented salespeople. “Hire people that might be a threat to 
you because it will raise everybody’s 
game,” says Heather Monahan, 
CEO of her own company Boss In 
Heels. When you follow Monahan’s advice, revenue will rise. 
You may also encounter some team turbulence once that 
rock star comes on board.
  Here’s what to do: When your new salesperson with 
enormous superpowers arrives, you’re signaling that you 
expect things to change. Some of your 
long-standing salespeople may feel 
stressed and start having performance 
problems. In this environment, you should 
take on the role of confidence builder. 
When employees show they’re worried, 
give them reassurance and a little nudge.
  Show your confidence in their abilities 
by assigning them a new responsibility. 
Whether it’s scoring a big sales meeting, 
tackling a tough negotiation process or 
developing a client retention program, 
your salesperson needs the freedom to analyze the situation 
and come to you with a suggested resolution. If you hover 
over them during every step in the process, you are teaching 
them dependence. You’re telling them you don’t think they’re 
as good as your rock star. 
  Hiring a talented salesperson shouldn’t create a culture of 
fear. Spend time with every salesperson to help them up their 
game. Soon your entire department will be blowing past their 
sales goals. 
  Source: SalesFuel-Manage Smarter.

DONE DEAL
  Nexstar Media Group says subsidiary Nexstar 
Broadcasting has named J.R. Jackson VP and GM of 
KSEE-TV (NBC), KGPE-TV (CBS) and associated mobile/
digital operations, including YourCentralValley.
com, serving  Fresno, Calif. (DMA #55). 
Jackson replaces Matthew Rosenfeld, who 
was promoted to SVP and regional manager of 
Nexstar Broadcasting. Jackson joins Nexstar 
from KVAL-TV (CBS) and KMTR-TV (NBC/CW) 
in Eugene, Ore. (DMA #117), where he served as 
VP and GM.

‘JOKER’ DROPS MODEST $17M IN TV SPEND
  Warner Bros.’ Joker produced the biggest theatrical 
U.S. box-office revenue results ever for October, all with a 
relatively modest TV marketing spend, Television News 
Daily reports.
  The film, which premiered this past weekend, spent $16.9 
million in national/regional TV spending, airing commercials 
2,242 times since Sept. 2 and totaling some 1.02 billion 
impressions, according to iSpot.tv. All that pushed U.S. box-
office results to a massive $94 million. Worldwide, the movie 
pulled in $234 million over the weekend.
  Much of the movie’s ad efforts went into NFL and college 
football programming. NBC took in an estimated $4.4 million 
overall from the movie; Fox, $2.5 million; ESPN, $1.6 million; 
and CBS, $1.3 million.
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