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EXECUTIVES: NEXT YEAR COULD BE DOWN 20%
  Television’s advance advertising commitments for 2020, 
better known as the “upfront” market, was horrendous, 
Variety reported earlier this week.
  The upfront market for the next year could be down as 
much as 20%, six media executives and ad buyers familiar 
the industry’s annual negotiations for its next programming 
cycle told Variety.
  The projected shortfall is the result of the coronavirus 
pandemic crippling TV sponsors as well as the inability of 
TV networks to showcase original content 
because the pandemic has delayed 
productions.
  Insiders fear the drop in advertising 
outlays could become permanent as more 
of the viewing public turns to streaming 
and on-demand video.
  “Things we thought would happen in 18 
months or two years are happening in real 
time,” one media executive said. “What may have been the 
right path six months ago will have to go out the window.”
  At a time when TV is desperate for ad dollars, this trend 
could make it even harder to get them.
  NBC, ABC, CBS, Fox and the CW have seen the volume 
of ad commitments secured for the next cycle of primetime 
programming fall by at least 9.3% and as much as 14.6%, 
according to Variety estimates. This is the first time since 
2015 that the upfront estimates have fallen.
  Variety estimates the five networks secured $8.2 billion 
to $9.8 billion for their 2020-2021 primetime schedules, 
compared with $9.6 billion to $10.6 billion for primetime 
in the 2019-2020 season. The 2019 upfront volume grew 
5.5% to 7.4% over 2018.
  The numbers should be taken as directional indicators, 
not hard, cold cash, said Variety. But they still serve as a 
guide as to where money is being spent. In recent years, 
the growing upfront spend had led the networks to believe 
money would keep flowing despite ratings erosion and 
viewers moving to streaming options.
  The new numbers upend that theory. Still, some media 
executives said they expected worse. Big advertisers, 
such as movie studios, retailers, restaurant chains and 
travel-related companies, have been shut down because 
of the pandemic, giving them little reason to advertise.
  In addition, many of these companies are facing financial 
difficulties, and advertising is one of the first things 
eliminated in this kind of environment.
  The companies that have been advertising include 
insurance companies, drug makers and consumer goods 
giants. Many of these companies have a long association 
with TV, which has given them more favorable pricing 
rates.
  The media executives told Variety they believe the volume 
of ad commitments at cable networks could be down by at 
least 20%.

REPORT: 2020 TV UPFRONT MARKET WAS ‘HORRENDOUS’
ADVERTISER NEWS
  Dollar General is opening a new concept — Popshelf — 
that features beauty products, home decor and party supplies, 
mostly priced under $5. The small-store format is designed to 
appeal to women with higher incomes (up to $125,000 a year) 
than its namesake business. The dollar-store retailer plans 
to open Popshelf locations in suburbs around bigger cities 
in coming weeks, including two in Nashville, Tenn. Dollar 
General expects to have 30 of the stores open by the end of 
next year… Best Buy has announced that it will offer Black 

Friday deals on Tuesday and Wednesday. 
The retailer, which is offering a 70-inch 
Samsung 4K television for $530 as part of 
its promotion, said it will refund customers on 
any purchases they make that later are sold 
at a lower price during the season… Dick’s 
Sporting Goods will hire 9,000 associates 
to work in stores this holiday season, 1,000 
more than last year, as the retailer expects 

to see a sizable jump in online orders. The chain expects 
the new hires to work fulfilling curbside pickup orders, ship-
to-store orders and working store registers… Staples is 
launching Express Returns, a new program that will enable 
the chain to accept product returns for other retailers, similar 
to the Kohl’s/Amazon.com deal, at more than 1,000 stores 
across the country… The same-day delivery service, Shipt, 
has announced it plans to add 100,000 workers nationwide 
to help get products from various retailers to consumers’ 
homes this holiday season. The Target-owned service said 
it will provide free personal protective equipment to workers, 
including masks and sanitizing wipes, to help protect them 
from the novel coronavirus while on the job… McDonald’s 
said yesterday its U.S. same-store sales in Q3 rose nearly 
5% as customers ate more Big Macs and McNuggets for 
dinner. Fast-food companies like McDonald’s have been 
recovering from the coronavirus pandemic faster than the 
broader restaurant industry, thanks to their convenient 
drive-thrus and cheap prices. Shares of McDonald’s, which 
has a market value of $177 billion, have risen more than 
16% this year... Women’s apparel seller J. Jill has named 
Claire Spofford as its new CEO, effective “no later than” 
Feb. 15, according to a press release. Spofford was once 
CMO for J. Jill. Most recently, she served as president of 
catalog and online retailer Cornerstone Brands, where she 
oversaw the Ballard Designs, Frontgate, Garnet Hill and 
Grandin Road banners. She has also had executive roles 
at Orchard Brands and Timberland. She replaces Linda 
Heasley, who stepped down last December. Board member 
Jim Scully has been serving as interim CEO... Costco 
Wholesale’s pandemic sales surge continued in September 
amid skyrocketing e-commerce growth. The membership 
warehouse club’s net sales for the month of September 
(the five weeks ended Oct. 5) rose 16.9% to $16.84 billion, 
from $14.41 billion in the year-ago period. Total company 
comparable sales rose 15.5%.
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AVAILS
  Do you want to sell sponsorships and media for two of the 
most iconic franchises in all of sports? Are you enthusiastic 
about being creative to help your clients 
achieve their goals? This is the opportunity 
of a lifetime. Come to NESN and work 
with the most talented broadcasting 
teams in the country. NESN in Boston is 
seeking a Regional Partnerships Director. This position 
actively manages the sales cycle, including mining 
existing accounts for new opportunities, developing new 

relationships, negotiating contracts and 
closing business by expanding existing 
services, cross selling, and/or adding 
new services. CLICK HERE to apply.
  Multi Media Journalist: We are 
a consolidated newsroom providing 
statewide coverage across multiple 
states, and work with the latest 
technology and innovations available 
for newsrooms to provide their 
communities with up-to-date local news, 
weather and sports. We work closely 

with a national news network providing up-to-date national 
news with a local flavor and by way of broadcast television. 
We’re expanding and have entry- and intermediate-level 
positions available for young journalists who aspire to start 
and develop their career in broadcast news. To apply, send 
your reel/resume to: jobs@frontrangetelevision.com.

See your ad here tomorrow! CLICK HERE for details.

PEACOCK, HBO MAX ERODE NETFLIX Q3 USAGE
  The entry of new subscription streaming alternatives 
appears to be cutting into the dominance of the top SVOD 
gorilla, Netflix, according to the latest research released 
by streaming services and analysis company Reelgood.
  Reelgood’s platform acts as a recommendation hub for 
a wide swath of subscription streaming sites, directing 2 
million active users monthly to the various platforms. And in 
Q3, Reelgood initiated 22% fewer streams for Netflix than 
it did in Q2.
  According to the San Francisco startup, Netflix accounted 
for 32% of its initiated streams in Q2, but only 25% in Q3.
  Hulu also saw a decline in its dominance, dropping from 
a 19% of Reelgood-directed streams in Q2 to 15% in Q3. 
(Amazon Prime Video and Disney Plus remained largely 
flat from Q2 to Q3.)
  So where did Netflix and Hulu’s lost market share go? 
Well, HBO Max — which had its first full quarter in the 
market in Q3 — saw its share of streams double from 3% 
to 6%. 
  And while Reelgood’s latest report doesn’t include data 
for Comcast/NBCUniversal’s Peacock, a Reelgood rep 
said that new platform’s emergence was certainly a factor. 
  Reelgood’s latest report also further supported the 
narrative that ad-supported, free streaming services are 
cutting into SVOD. The latter’s market share was down 
from 52.3% in Q2 to 47.5% of streams in Q3, while AVOD’s 
share spiked from 25% to 30.8%.
  Notably, TV Everywhere streams declined from 11.7% in 
Q2 to 8.4% in Q3.

NETWORK NEWS
  CBS has created a new on-air “brand identity” for the 
upcoming season across all divisions, including a redesigned 
logo and key on-air promotional elements. The branding 
change will take effect across entertainment, news, sports, 
studios, TV stations and syndication divisions. Among other 
elements, the longtime CBS “eye” will have a more modern, 
cleaner look. Meanwhile, the longtime CBS voiceover “This 
is CBS,” used for decades for the company’s radio and 
television broadcasts, will also have a new life. CBS is rolling 
this out across CBS News content leading up to the 2020 
election and for the upcoming debut of 
many fall TV season shows. It will also 
be touted on CBS’ airing of Super Bowl 
LV on Sunday, Feb. 7, 2021... ABC 
will host a town hall with Democratic 
presidential nominee Joe Biden on 
Thursday. George Stephanopoulos, 
chief anchor at ABC News, will moderate. 
The event happens in Philadelphia during 
primetime. President Trump and Biden 
were scheduled to debate that day in 
Miami, but Trump’s COVID-19 issues 
appear to have cancelled the event... Andrew Richardson 
(The Last O.G.) has been cast as a series regular opposite 
Parisa Fitz-Henley in Triage, ABC’s second cycle medical 
drama pilot. Triage is a character-driven medical drama 
that follows pioneering surgeon Finley Briar (Fitz-Henley) 
over three distinct decades at the same hospital. With the 
evolution of medicine as the backdrop, the show explores the 
interconnected careers, friendships and romances of Finley 
and her colleagues, and their tenuous relationship with time... 
Derek Webster has been cast in a season-long recurring 
role on Fox’s 911: Lone Star. He will play Charles Vega, 
the husband of Paramedic Captain Tommy Vega, portrayed 
by new series regular Gina Torres... Three and a half years 
after her Blue Bloods exit, Amy Carlson is returning to 
CBS with a recurring role on the upcoming second season 
of FBI: Most Wanted. She is one of two major new recurring 
additions to the Wolf Entertainment series, along with Lost 
alum Terry O’Quinn. Production for Season 2 of the FBI 
spinoff started this week in New York City. FBI: Most Wanted 
stars Julian McMahon, Kellan Lutz, Roxy Sternberg, 
Keisha Castle-Hughes and Nathaniel Arcand.

HARRIS-PENCE DEBATE DREW 57.9M VIEWERS
  The vice presidential debate Wednesday night drew 57.9 
million viewers, more than double the 27.6 million viewers in 
2016, according to Nielsen.
  Nielsen said that 18 networks aired live or tape-delayed 
coverage from about 9 PM to 11 PM (ET) and that overall, the 
debate between Sen. Kamala Harris and Vice President 
Mike Pence generated a 33.7 household rating, up 41% 
from 2016. Four years ago, when Pence debated Tim Kaine, 
it drew a 23.5 rating.
  The first presidential debate on Sept. 29 drew 73.1 million 
people, according to Nielsen.
  For the VP debate, Fox News had the most total viewers 
with 11.5 million people tuning in.
  ABC had 9.4 million viewers, CNN had 7.3 million, MSNBC 
had 6.7 million, NBC had 6.6 million, CBS had 5.2 million 
and Fox had 4.1 million.
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Conan O’Brien

“Someday we’ll look back 
on 2020 and laugh.” — A 

Guy I Just Punched
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TRUMP CANCELING TV ADS IN MIDWEST STATES
  President Trump’s re-election campaign is slashing 
television spending in the Midwest, canceling millions of 
dollars in advertising in states that carried him to victory in 
2016, BuzzFeed News reports.
  Trump has been off the local airwaves completely in Iowa 
and Ohio. The campaign also has given up at least $2 million 
worth of reservations in both Michigan and Wisconsin since 
early September. And in Minnesota, a state Trump almost 
won four years ago and has expressed confidence in 
flipping, his team already has chopped about $5 million from 

its projected fall TV budget.
  The numbers, confirmed by Advertising 
Analytics, reflect a race where Democrat 
Joe Biden has gained a fundraising 
advantage over Trump and where polling 
suggests these states are competitive 
toss-ups or tipping toward Biden. The 
Trump campaign, meanwhile, according 
to data shared by Democratic ad trackers, 
has in recent weeks boosted its TV 
presence in the Sun Belt battlegrounds 
— Arizona, Florida and Georgia — and 

Nevada, a state Trump lost in 2016.

RECORD GLOBAL TELEVISION SHIPMENTS IN Q3
  A 20% increase in TV demand in North America, as well 
as the fact that TV brands had deferred their shipment 
schedules in the first half of the year due to COVID-19, have 
further compounded the effects of the third-quarter cyclical 
upturn to result in 62.05 million unit shipments, says research 
from TrendForce.
  This, says the analyst, is a record high for quarterly TV 
shipments and represents a 38.8% increase quarter-on-
quarter (QoQ) and 12.9% increase year-on-year (YoY). 
Moreover, the research predicts the good news will carry on 
over to the fourth quarter.
  With regards to TV sales in North America, TrendForce noted 
that the onset of COVID-19 in March resulted in unexpectedly 
longer stay-at-home times for the general public.
  Total TV sales for the January-August period in North 
America grew by 20% this year compared with sales for the 
same period in 2019.

10/9/2020

FunnyTweeter.com

What’s the most upsetting 
moment in every movie? I say 
it’s when the hero goes into 
a bar and orders “a beer,” 

never says what kind, and the 
bartender doesn’t ask.

WEDNESDAY NIELSEN RATINGS - LIVE + SAME DAY

BIDEN TOPS TRUMP ON NATIONAL, LOCAL SPEND
  The Biden For President campaign continues to outspend 
President Trump’s campaign in national and regional TV 
spending over the last two weeks. That’s according to 
Television News Daily, which says Biden is also ahead in 
local TV spend.
  For Sept. 24 through Oct. 7, Biden placed 2,621 airings 
of commercials on national and regional TV (an estimated 
$21.7 million) with Trump at 946 airings ($6.5 million), 
according to iSpot.tv.
  Biden produced more than double the TV impressions, at 
2 billion, versus 862.9 million for Trump.
  The results were similar to the previous 
two-week period (Sept. 10-23): Biden 
placed 2,137 airings of commercials 
($20.6 million), with Trump at 432 airings 
($5.2 million). Biden impressions were 
also higher at 2.1 billion, versus 739.9 
million for Trump.
  Presidential campaigns typically spend 
more when it comes to individual states.
  Biden spent approximately $37 million on 
local TV advertising ($42 million in overall 
TV advertising), according to Advertising Analytics, for the 
week of Sept. 26 through Oct. 2. Trump came in at $18.3 
million in overall TV spend.
  According to 97th Floor, a digital marketing agency, Florida 
— a major swing state — received a big piece of Biden’s 
local TV spending to date: $4.5 million.
  Advertising Analytics says that for the week ending Oct. 
2, Biden was the top digital advertiser — spending $12.1 
million on Facebook and Google — while Trump was at 
$9.4 million.
  The previous week witnessed similar results, with Biden 
spending $12.3 million and Trump coming in at $6.9 million.

AMC EYES 87% OPEN U.S. SCREENS BY OCT. 16
  With its fiscal future on the line, AMC Entertainment, 
the largest theatrical exhibitor in the world, says 14 AMC 
Theatres in the state of Washington will resume operations 
on Oct. 16. Washington is among 45 U.S. states in which 
AMC Theatres will have screens open for moviegoers.
  Following re-openings in California, Michigan and North 
Carolina, AMC expects to have more than 520 of its 
approximately 600 theaters operating within eight days.
  In areas where theaters are not yet able to open, AMC said 
it would continue to have discussions with local authorities 
about resuming operations. AMC will reopen its remaining 
theatrical footprint once authorized to do so by state and 
local officials.

U.S. JOBLESS CLAIMS WORSE THAN EXPECTED
  First-time claims for unemployment benefits totaled 
840,000 last week, higher than expected in another sign that 
the spike in job growth over the summer has cooled heading 
into Election Day.
  Economists surveyed by Dow Jones had been expecting 
825,000 new claims.
  Though the total was a bit worse than Wall Street expected, it 
still represented a modest decline from the upwardly revised 
849,000 from a week earlier. It also was the lowest level of 
claims since the virus-induced shutdown in mid-March.


