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KEY TAKEAWAYS FROM TVB ALT FORWARD EVENT
By Steve Lanzano, President & CEO, TVB
  This year, one thing became abundantly clear at the 
TVB Alt Forward Conference — in a world living through 

COVID-19, measurement has never been 
more important for advertisers and media 
agencies. With the impact of work/school-
from-home on media consumption, a 
chaotic election cycle, and digital “trust 
issues” running rampant, comprehensive 
measurement,  for local TV, are essential 
for effective media strategies.
  As Emily Barr, President and CEO of 

Graham Media, eloquently pointed out during her B&C 
Broadcaster of the Year acceptance speech, “We cannot 
sell to advertisers what we cannot measure consistently, 
and without advertising, we cannot support 
the critical work we do.”
  Throughout 2020 and during times of 
crisis, no other platform does more to 
empower the local community than local 
broadcast television — TV stations are, indeed, the first 
informers in every U.S. market. People want to know what’s 
going on in their local community and, more importantly, 
they trust their local broadcasters to cut through the morass 
of misinformation to inform and enlighten.
  Local TV is not only the primary source for news across 
all demographics, but it is the most influential advertising 
platform for brand advertising. According to BIA’s recent 
analysis, it is local TV that drives the greatest product 
awareness as consumers move through the purchase 
funnel.
  For the benefit of consumers and advertisers alike, now is 
the time for local TV to garner share from other traditional 
media and expand its digital revenue opportunities. It is 
local television that has the strongest relationships with 
local consumers and purchase decision makers.
  When asked about the role local TV has played in the 
automotive industry during COVID-19, Matt VanDyke, 
Director, U.S. Marketing, Ford Motor Company, shared: 
“What we see and hear from our dealers is that local TV 
stations are a vital partner. The 
reach, the people using local TV, 
the viewership — in particular during 
times of crisis — really became the 
source of information for people. 
With ratings initially doubling on news 
programming, local TV became a 
great place for our dealers to tell their 
story.”
  Local TV is embracing new 
technology and ways to connect with 
consumers from station websites to

(Continued on Page 3)

TVB: LOCAL BROADCAST TELEVISION LOOKS FORWARD
ADVERTISER NEWS
  Walmart is launching a national pilot of in-store tech ser-
vices using kiosks as its answer to Apple’s Genius Bar 
and Best Buy’s Geek Squad. The kiosks will be staffed 
by employees of True Network Solutions, which offers 
in-home installation of televisions, smart home devices, 
computers, WiFi and other products as well as 24/7 tech 
support. The retailer is starting with a test at four stores in 
Texas and has plans to expand the pilot to 50 locations by 
the middle of next year... Sensormatic Solutions predicts 
that in-store shopping in the typical six-week holiday shop-
ping period will be down 22% to 25% compared to last year, 
the company said in a new report. Sensormatic Solutions’ 
annual ShopperTrak list projects that Black Friday, Su-
per Saturday and the day after Christmas will be the busi-
est shopping days this year in the U.S. The top 10 busiest 

days in 2020 will account for 34.2% of all 
holiday traffic, down from 46.5% last year, 
per the company’s research... GameStop 
has entered into a multi-year partnership 
with Microsoft that will allow the gaming 

retailer to grow its physical and digital video game offerings 
and build up its retail infrastructure. As part of the collabo-
ration, GameStop will integrate its back-end and in-store 
operations on Dynamics 365, Microsoft’s suite of cloud-
based business software... Winn-Dixie is expanding its 
store footprint in its home state. Southeastern Grocers, 
parent company of Bi-Lo, Fresco y Más, Harveys Super-
market and Winn-Dixie grocery stores, announced plans 
to open four Winn-Dixie stores throughout Florida on Nov. 
11. Three of the stores — in Boynton Beach, Jacksonville 
and Lakewood Ranch — were converted from Earth Fare 
to the Winn-Dixie banner. In April, bankrupt Earth Fare sold 
some store leases to Southeastern. The fourth, in Gaines-
ville, is a former Lucky’s Market. The four openings are 
the first of eight new Winn-Dixie stores throughout Flori-
da... The Kroger Co. is leveraging artificial intelligence (AI) 
and Twitter to help customers avoid food waste. Kroger is 
rolling out the first generation of Chefbot, an AI-powered

(Continued on Page 3)
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AVAILS
  Account Executive, Temple/Killeen, Texas: KWTX News 
10 and CW12 are seeking an enthusiastic, highly motivated 
Account Executive who can connect with 
clients and help them achieve their business 
objectives through effective TV and digital 
advertising. The ideal candidate will possess 
excellent communication skills, have an 
enthusiastic and outgoing personality, along 
with a drive to succeed. Most importantly, we are looking for 
a hard-working salesperson who wants to have FUN at work, 

make money and help local businesses 
grow. CLICK HERE for more info or to 
apply. EOE.
  Integrated Digital Specialist (IDS), 
Virginia: As a member of the WAVY/
FOX43 digital sales team, the IDS 
is responsible for generating and 
growing digital marketing revenue for 
the company. The IDS will need to be 
the expert on digital services and will 
work with the Digital Sales Director, 
independently and in conjunction with 

the WAVY/FOX43 sales team, to achieve budgeted revenue 
goals in the digital marketing services area. 1+ years of digital 
marketing or media sales is preferred. To be considered for 
this position, you must apply online. EOE.
  Do you have a strong competitive drive and determination to 
win? Are you a natural relationship builder and collaborator? 
If so, a fantastic opportunity awaits at the top media outlet in 
the “#1 City in the World” — Charleston, S.C. and WCSC-
TV (CBS). Bring your tenacity, great communication skills 
and ability to close new business to WCSC Live 5 News 
and get rewarded well for your efforts. You will have the 
opportunity to sell across all WCSC’s television and digital 
platforms, providing advertising solutions to new customers 
that will help them generate sales and increase profitability. 
CLICK HERE for more details or to apply now. EOE.
  WPSD-TV and the Paducah Sun are seeking a digital-savvy 
person who wants to work with the best group of marketing 
professionals in the Paducah, Ky., DMA, in the capacity of 
Digital Sales Strategist. This position leads from the front 
and the successful candidate will possess a broad working 
knowledge of the fundamentals and emerging trends of 
interactive media sales, advertising and marketing solutions 
for local businesses. Send a cover letter and resume (CV) 
telling us why you would be an ideal fit to: DSS@WPSDlocal6.
com. No calls, please. EOE.

See your ad here tomorrow! CLICK HERE for details.

THIS AND THAT
  Staples is going to start accepting returns from other retailers 
as part of a partnership with Optoro, a tech company that 
helps retailers process their returns. Starting in 2021, Staples 
will start accepting returns at 1,000 stores from retailers 
who use Optoro, without requiring customers to box up the 
items... WarnerMedia has brought in former Apple and Hulu 
executive Jean-Paul “JP” Colaco as its new head of ad 
sales. Colaco most recently led Apple’s search ads business 
in the Americas. Earlier in his career, he spent six years at 
Hulu before joining video subscription service Vessel.

AMPERE: AVOD DRAWS 17% OF INTERNET USERS
  Free access to ad-supported video-on-demand content 
continues to gain traction among viewers in the U.S., Media 
Play News reports.
  New data from Ampere Analysis found that slightly less 
than one-sixth of domestic Internet users are accessing 
AVOD services such as The Roku Channel, IMDb TV, Pluto 
TV, Tubi and Shout! Factory TV, among others.
  Based on third-quarter (ended Sept. 30) data, 17% of U.S. 
Internet users streamed one or more AVOD service in the prior 
month, up from 13% in the previous-year period. The surge 
in AVOD use has been spearheaded by 
Fox-owned Tubi, whose content catalog 
claims to be larger than Netflix’s.
  Similar to SVOD services such as 
Netflix, Amazon Prime Video, Hulu and 
Disney+, AVOD platforms are looking at 
exponential user growth and consumers 
migrate away from linear television. But 
Ampere contends the AVOD audience 
is older and more likely to be from lower 
income households than their SVOD 
counterpart.
  The report says entertainment revenue streams have been 
under increased pressure in 2020 due to the coronavirus 
pandemic as advertisers pulled back on spending. At the 
same time, AVOD remains a novelty among consumers, 
in addition to being backed by well-funded media and 
technology firms. As a consequence, the research firm does 
not anticipate COVID-19-linked ad-demand issues will be a 
fundamental issue for AVOD distributors.

DISNEY RESTRUCTURES TO BOOST STREAMING
  Walt Disney said yesterday it had restructured its media and 
entertainment businesses to accelerate growth of Disney+ 
and other streaming services as consumers increasingly 
gravitate to digital viewing, Reuters reports.
  Under the reorganization, Disney will separate the 
development and production of programming from distribution 
to be more responsive to consumer demands.
  The move came days after activist investor Daniel 
Loeb of hedge fund Third Point urged Disney to forgo a 
dividend payment and double its programming investment 
in streaming.
  The media and theme parks company launched the Disney+ 
streaming service in November 2019. It has exceeded its 
own targets by drawing more than 100 million streaming 
customers worldwide to Disney+, Hulu and ESPN+.
  Streaming pioneer Netflix boasts 193 million, but has built 
that customer base over the 13 years.
  Loeb had argued that Disney needed to cut its dividend to 
increase spending on new TV shows and movies to sign up 
new customers more quickly.
  Disney Chief Executive Bob Chapek, in an interview with 
CNBC, said the company is planning to increase investments 
in content but he did not say if it was prepared to cut its 
dividend to finance the strategy.
  “Managing content creation distinct from distribution will 
allow us to be more effective and nimble in making the 
content consumers want most, delivered in the way they 
prefer to consume it,” Chapek, who took the company’s top 
job in February, said in a separate statement.
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Larry The Cable Guy

I can always tell when it’s 
fall. Most of the food in 

my fridge starts turning to 
different shades of brown.
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WEARABLES, FITNESS APPS MARKET SURGES
  Global e-services fitness industry revenue is expected to 
increase by 30.9% year-over-year, reaching $22.5 billion in 
2020, according to data recently released by StockApps.
com.
  The e-services fitness market includes portable fitness 
devices or wearables (such as fitness wristwear or smart 
clothes) and fitness and nutrition apps.
  In 2017, the global e-services fitness industry generated 
$14.8 billion in revenue, according to Statista Digital Market 
Outlook. By the end of 2019, revenues hit $17.2 billion, 

which was a 15% increase in two years. 
Statistics indicate the global e-services 
fitness industry increased by 51.5% since 
2017.
  Wearables represent the market’s 
largest segment, with a projected volume 
of nearly $19 billion in 2020, a 30.6% 
increase compared to 2019 figures. The 
fitness apps segment is expected to grow 
by almost 32% to more than $3.5 billion 
in revenue this year.

ADVERTISER NEWS
(Continued from Page 1)
Twitter recipe tool that analyzes photographs to recognize 
nearly 2,000 ingredients and unlock 20,000 Kroger recipes 
for consumers to cook. To use Chefbot, consumers first 
snap a photo of three ingredients from their refrigerator or 
pantry. They then tweet their photo to @KrogerChefbot... 
Sneakerheads can have a new level of confidence in 
purchases they make on eBay. On the heels of similar fraud 
prevention initiatives aimed at luxury watches and sports 
memorabilia, eBay is expanding its “Authenticity Guarantee” 
service for sneaker sales on the platform. Through this 
program, all new and pre-owned collectible sneakers sold on 
eBay for over $100 in the U.S. will be fully vetted and verified 
by an independent team of industry experts.
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FunnyTweeter.com

I like people who can tell 
you exactly which live 
music gig caused their 

early onset hearing loss.

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY

BIA: LEGAL SERVICES AD SPEND TO REBOUND
  This year has seen an overall drop in ad spend for Legal 
Services advertising in 2020, but five of the 17 media 
channels in BIA’s forecast from August 2020 will actually 
see growth in ad spend in 2020. Looking ahead to 2021, 
Legal Services ad spend will grow 10.6% from 2020.
  BIA is forecasting that ad spend in Legal Services in 2021 
will increase to nearly $4.6 billion, up 10.6% from 2020 and 
up 1% (CAGR) from $4.5 billion in 2019. All but one of the 17 
media channels in BIA’s forecast will see growth in ad spend 
in 2021.
  In terms of percentage growth, TV OTT 
is forecast to see the largest percentage 
growth in ad spend between 2020 and 
2021 at 28.2%. Among traditional media, 
TV OTA and Out of Home are expected to 
see the highest growth, at 12% and 24.6% 
respectively. The high growth projected 
for Out of Home is a reflection of how hard 
that media channel was hit in 2020.
  Looking at the overall dollar increase in 
spend between 2020 and 2021, Mobile 
will see the biggest increase – up $116 
million over 2020, followed by TV OTA at nearly $84 million.

TVB: LOCAL BROADCAST TV LOOKS FORWARD
(Continued from Page 1)
OTT and, soon to come, NextGen TV. This forward thinking 
makes it even more important to have common language 
business transactions between local broadcasters and 
agencies in the form of industry-wide adoption of impressions-
based buying and selling.
  Likewise, collaboration and adoption of TIP standards 
will bring efficient automated buying and selling to local 
broadcast TV. I couldn’t be happier that through the TIP 
initiative, log time standards have been mass adopted by 
buy and sell platforms. All of us have a role in ensuring our 
ecosystem remains healthy in the years to come. Together 
we can innovate towards faster, more accurate transactions, 
vendor interoperability, and new transaction types, ultimately 
creating net value for all stakeholders.
  Bob Liodice, CEO, ANA, summed it up best: “Embrace 
local as a larger part of your marketing and media mix. Local 
is so critically important because it provides advantages 
such as geo targeted ad campaigns, targeted audiences at 
scale, customer messaging by DNA, and the ability to offer 
flexibility that national mediums cannot provide.”

NBA FINALS RATINGS FALL TO LOWEST ON RECORD
  Nielsen says 5.6 million viewers tuned in to ABC to watch 
the Los Angeles Lakers top the Miami Heat to capture the 
NBA title Sunday night, the lowest-rated Finals series on 
record.
  The series, which included the league’s biggest star in 
LeBron James and the second-largest market in Los 
Angeles, was played from the NBA’s coronavirus bubble 
at Walt Disney World in Orlando, Fla., without fans in 
attendance.
  The 5.6 million viewers for the Finals was less than half the 
number who tuned in for a regular season Sunday Night 
Football match-up between the Minnesota Vikings and 
Seattle Seahawks, which drew 11.4 million on NBC.


