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BY STEVE LANZANO, PRESIDENT & CEO, TVB
  If one word could describe the theme 
of this year’s TVB Forward Conference, 
it’s perseverance. The onset of the 
pandemic was a challenge for advertisers 
in 2020, but the rebound the industry is 
experiencing — and the looming midterm 
elections — will bolster business in 2022, 
particularly local broadcast TV.
  Tom Buono, CEO of BIA Advisory 
Services, predicted that local advertising 

will total $161 billion next year, up 10% vs. this year, due in 
large part to another massive flow of political dollars to TV 
stations. Steve Passwaiter, VP, Growth & Strategy, Media 
Intelligence at Kantar/CMAG, said political ads are the main 
factor — local broadcast TV is projected to hit $3.8 billion in 
2022, vs. $3.05 billion in the midterm election year of 2018.
  The local broadcast TV outlook is exceedingly positive. 
Key verticals like leisure/recreation, automotive and retail 
have all recovered from last year and will see solid gains 
into next year. Hot targets for TV stations also include legal, 
supermarkets, wireless, QSR and hospitals. 
As for the all-important auto segment, local 
dealer ads continue to drive business, said 
Angela Zepeda, CMO of Hyundai, which 
used TV to support five product launches this 
year. “It is still a massive medium that gets us 
in front of a lot of people in a consistent way,” 
she pointed out.
  Of course, when it comes to measurement, 
it’s all about impressions — but as Comscore CEO Bill Livek 
noted, not all impressions are created equal. “Someone 
watching the nightly news on a local station and a cat jumping 
through a hoop is a different kind of impression,” he said. “TV 
premium video is unique.”
  Nancy Larkin, EVP, Managing Partner, LocalOne at Horizon 
Media, thinks complete automation is key. “They have to go 
hand in hand — measurement that’s accredited, reliable, has 
a substantial representation of each market and that includes 
all viewing no matter where that may be,” she said. Missy 
Evenson, VP Sales, Local Media at E.W. Scripps, added 
that an agreed-upon currency around 
impressions — and an agreed-upon 
definition of an impression, across 
platforms — is a must moving forward.
  For his part, Karthik Rao, COO at 
Nielsen, said it still sees panels as 
“foundational,” noting, “Panels are not 
perfect — neither is big data, neither is 
ACR. The beauty is how to get the best 
of all three.”
  Digitization will also continue to bolster 
local TV’s fortunes. When it comes to
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  General Motors said late last week the semiconduc-
tor chip shortage that has hit production at automakers 
worldwide was abating, while reporting its first quarterly 
sales fall in a year. “As we look to the fourth quarter, a 
steady flow of vehicles held at plants will continue to be 
released to dealers,” GM said, adding that it was expect-
ing a more “stable operating environment.” The company 
said all of its full-size pickup, full-size SUV and mid-size 
pickup truck plants in North America were operating as of 
last week… Stellantis saw its U.S. sales drop in Q3 vs. the 
same period last year, but some new high-end Jeep offer-
ings helped blunt the impact. The Grand Cherokee L and 
the Wagoneer/Grand Wagoneer, which are made in the 
Detroit area, began arriving in showrooms this summer, in 
time to help boost the Q3 sales numbers. A new two-row 
Grand Cherokee is on the way later this year, followed 
by a plug-in electric hybrid in early 2022… Target will hire 
30,000 new supply-chain workers nationwide, about 1,300 
of whom will work at facilities in the Indianapolis area and 
2,000 in the Albany, N.Y., area. The retailer offers a starting 

hourly wage of $15 per hour, but some of the 
new supply-chain hires stand to make more 
than $20 per hour as their starting wage… 
Saks Fifth Avenue has seen children’s wear 
sales soar this year, as the luxury depart-
ment store retailer added 60 new brands to 
its roster of kids’ clothes, including Armani, 
Moschino and Mary-Kate and Ashley Ol-
sen’s brand The Row. Growth in children’s 

wear outpaced both men’s and women’s clothing to reach 
$252 billion worldwide last year... Neiman Marcus Group 
has notified 4.6 million online customers that their personal 
information, including credit card numbers, may have been 
compromised in a hack of the retailer’s system in March 
2020... Walmart has introduced Free Assembly Kids, an 
expansion of its Free Assembly private label into the chil-
dren’s category a little over a year after it launched. The 
initial Free Assembly kids collection offers nearly 50 differ-
ent styles with prices ranging from $6 to $36.
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AVAILS
  KCRA-TV, the Hearst Television NBC affiliate 
in Sacramento, Calif., seeks an experienced Account 
Executive. The AE will be 
responsible for selling multiplatform 
advertising solutions with an 
emphasis on new business/
digital. The ideal candidate is goal-
oriented, with strong presentation and communication 
skills. This is a great opportunity to work at a top NBC affiliate 
and market, the most-watched news in Sacramento, plus 

high-impact programming like Olympics, 
Super Bowl and NBC Prime. CLICK 
HERE to apply.
  FOX 5 Atlanta seeks a highly motivated, 
business developing Account 
Executive. The AE is responsible 
for maximizing share on established 
television and digital accounts with 
emphasis on developing new accounts 
by converting marketing dollars and 
alternative advertising platforms. 
Minimum of three years of experience in 

broadcast television and/or digital platform sales. Excellent 
presentation skills, a bachelor’s degree in a related field, 
and experience selling OTT platforms preferred. To apply 
for one or more of our open positions, visit our website: 
fox5atlanta.com/jobs. EOE/M/F/V/D.
  Nexstar Media Group, the largest local media company 
in the country, is searching for a Local Account Executive 
for its Philadelphia TV station (WPHL) and 
its digital properties including Weather.
com and best-in-class OTT. If you are an 
aggressive, customer-focused, self-starter 
who likes to win, we want to hear from 
you. You will need to generate revenue, 
maintain local relationships, have a positive attitude and 
work well with a team. Come join the best place to work in 
Philly! Apply at: nexstar.tv/careers.
  WVTM TV, the Hearst Television NBC affiliate 
in Birmingham, Ala., seeks an experienced Account 
Executive. The AE will be responsible for selling 
multiplatform advertising solutions with an emphasis on 
new business/digital. The ideal candidate is goal-oriented, 
with strong presentation and communication skills. This is a 
great opportunity to work in Birmingham and sell high-impact 
programming like Olympics and the Super Bowl! CLICK 
HERE to apply. EOE.
  Nexstar’s WFRV Local 5 CBS affiliate in Green Bay, Wis., 
has an Account Executive opening. This city combines a 
small-town feel with big-city excitement 
and home of the Green Bay Packers! 
Many families and young professionals 
love this area because of the beautiful 
nature, trails, lakes and affordable 
lifestyle. And we’re known for being 
“Wisconsin nice.” The ideal candidate 
would have a BA/BS degree, two or more years of sales 
experience, and solid computer skills, CLICK HERE to 
apply. EOE.

See your ad here tomorrow! CLICK HERE for details.

OUTLOOK: U.S. ’22 POLITICAL ADS TO NEAR $8B
  A new 2022 political advertising revenue estimate for the 
midterm elections of $7.8 billion, per Kantar/Campaign 
Media Analysis Group (CMAG), would be more than twice 
that of 2018 midterm results — a record amount.
  This comes after a more aggressive number of $8.9 billion 
from AdImpact (formerly Advertising Analytics) — a 
projection that would be three times the last midterm election 
in 2018, which was $2.97 billion.
  Both projections would be near or very close to the overall 
champ — the soaring record take of nearly $9 billion set just 
last year for the 2020 Presidential-year 
elections.
  Driving this high estimate, says AdImpact, 
is the “widespread use of Facebook as a 
fundraising tool has allowed campaigns to 
quickly and easily reach a highly polarized 
electorate.”
  Kantar/CMAG is not as aggressive in its 
projections, due to what is believed to be 
non-recurring ad spikes seen in 2020.
  Kantar sees $3.8 billion going to 
broadcast; $1.2 billion to digital media; 
$1.4 billion for cable TV/satellite TV platforms; $1.2 billion for 
OTT/CTV and $215 million for radio.
  AdImpact touts higher levels overall for each media channel, 
especially for broadcast. Broadcast TV — mostly all local TV 
— will see $4.57 billion; cable TV, $1.34 billion; digital media, 
$1.29 billion; and radio, $220 million.
  Just like Kantar, AdImpact estimates show sharply higher 
revenue for CTV — $1.48 billion. AdImpact says CTV political 
ad revenue registered a virtually zero/negligible amount in 
the 2020 presidential election year.
  AdImpact says most of the 2022 political money will go 
to down-ballot races — state, local and other contests — 
$2.51 billion; Senate races, $2.38 billion; with gubernatorial 
contests, $2.33 billion; and U.S. House, $1.67 billion.

YOUTUBE TV, NBCU STRIKE NEW CARRIAGE DEAL
  Avoiding a major push to carry NBCUniversal’s new 
premium service Peacock, YouTube TV inked a new carriage 
deal with NBC to continue to carry 14 NBCU broadcast and 
cable channels, Television News Daily reports. Financial 
details were not disclosed.
  The previous deal between the companies was to end 
last Thursday night, with a strong possibility of a blackout 
looming for NBCU networks. Then, the companies agreed to 
an extension. A new deal was finalized early Saturday.
  The channels previously in limbo included NBC, Bravo, 
CNBC, E!, Golf Channel, MSNBC, Oxygen, Syfy, 
Telemundo, USA Network and regional sports channels.
  Peacock has 54 million subscribers, and more than 20 
million monthly active users. As a premium streamer with 
two advertising options for consumers, it continues to look 
for bigger scale for marketers.
  Reports say YouTube TV did not get any price protection 
concerning carriage fees that NBCU might be charging for 
other similar-size TV distributors.
  At the same time, YouTube wasn’t forced to add NBCU’s 
Peacock premium streamer channel, which could have 
raised the overall subscription price for consumers who have 
YouTube TV and a separate Peacock streaming channel.
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FunnyTweeter.com

I just want a woman to look 
at me the same way my 

cat does when I’m eating a 
piece of chicken.
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APPAREL SPENDING EXPECTED TO SOAR IN Q4
  Consumers are eager to spend on fall and winter apparel. 
Apparel sales are expected to increase 30% year-over-year 
in the fourth quarter and 45% vs. Q2 2019.
  That’s according to Rakuten Intelligence, which said that 
November will be the strongest month for both e-commerce 
and apparel this year. Due to holiday shopping sales such 
as Black Friday and Cyber Monday, both e-commerce 
and apparel will see 35% year-over-year growth. Even more 
impressive, apparel will see 59% growth vs. the same period 
in 2019.

  E-commerce is expected to see 26% 
year-over-year growth in Q4.
  Among Rakuten’s predictions for the 
upcoming holiday shopping season:
•   Outside of apparel, shopping 
categories will be hard to predict: There 
was a lot of out-of-season inventory that 
moved over the summer including snow 
apparel or gear for winter activities, due 
to off cycle sales.
•  2020 holiday shopping patterns 
will persist: Similar to last year, Rakuten 

expects to see consumers relying on e-commerce and 
delivery to order and get gifts to loved ones. For retailers, this 
means learning from last year and using the digital channel 
to reach customers.
•  2020 shopping challenges will also last: During COVID, 
Rakuten noted persistent inventory issues, shipping delays, 
increased shipping costs and hiring shortages.

TVB: 2021 SPEAKERS BULLISH ON LOCAL TV ADS
(Continued from Page 1)
OTT, “We want to make sure we’re skating to where the puck 
is going,” said Christopher Martinez, OTT Director of Sales 
at Hearst Television.
  Fraud prevention will continue to be a pressing issue for 
OTT, as for all media, he noted — but TV providers are 
getting the upper hand: “We are getting an understanding 
of how fraudsters work in the CTV space, as technology 
catches up with them.”
  While small compared to OTA, digital will continue to grow, 
with OTT ads topping $1.64 billion in 2022, according to 
Buono. BIA predicts $19.3 billion for OTA in 2022, for a local 
broadcast TV revenue total of $21 billion.
  The bottom line: Whether linear or digital, TV — boasting 
the most powerful relationships with consumers at the local 
level — will continue to dominate the local advertising picture.
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Klarna

Forty percent of consumers 
are starting holiday shopping 
earlier in 2021 than in 2020, 

and 71% plan to begin buying 
holiday gifts before December.

LATINX AMERICANS BIG ON STREAMING VIDEO
  A mid-2021 survey from Penthera, a global SaaS company, 
found 81% of U.S. Latinx Americans watch a multitude 
of streaming video services: ad-
supported VOD 46%, ad-supported 
subscription VOD 16%, SVOD 15% 
and live video 5%.
  Data from The Media Audit’s 
62-Market 2020 Aggregate Survey supports Penthera’s 
findings. The Aggregate Survey found 20.9% of Latinx 
Americans 18+ said they had watched streaming video 
content during the past seven days, 
compared to 58.4% of Caucasian 
Americans, 12.5% of African Americans 
and 6.2% of Asian Americans.
  The revealing and critical results from 
The Media Audit survey is more Latinx 
American adults 18 to 44 watched 
streaming video content during the past 
seven days than those in the other major 
ethnicities.
• Caucasian Americans 18-44 – 45.3%.
• African Americans 18-44 – 64.8%
• Latinx Americans 18-44 – 73.7%
• Asian Americans 18-44  – 64.2%
  Another finding from the Penthera survey is a mobile 
device is Latinx Americans’ first choice for watching 
streaming video content. Additional data from The Media 
Audit’s survey shows 27.5% of Latinx American adults 18-
44 watched streaming video content during the past seven 
days and own a smartphone. Unsurprisingly, 49.2% were 
Caucasian Americans; however, they indexed at 17% less 
than the 62-market average while Latinx American adults 
18-44 indexed at 34% more than the average.

SURVEY: HOLIDAY SHOPPERS STARTING EARLY
  More than one in five consumers have already begun 
holiday shopping, with seasonal sales as a major incentive.
  Forty-percent of consumers are starting their holiday 
shopping earlier in 2021 than in 2020, according to the 
2021 Holidays Unwrapped study from global retail bank, 
payments and shopping service Klarna. The study also 
found that 71% of shoppers plan to begin purchasing 
holiday gifts before December, and 22% have already 
started.
  More than seven in 10 (72%) shoppers cite a desire to 
take advantage of holiday sales as the main reason for 
starting to make seasonal purchases earlier this year. 
Other leading reasons include ensuring product availability 
(50%), avoiding shipping delays (45%), and eliminating 
last-minute stress (39%).
  Big-box retailers (62%) are the most popular place to 
shop for the holiday season, followed by department stores 
(37%) and malls (34%). Gen Z (44%) are more likely than 
all other age groups (millennials: 38%, Gen X: 30%, baby 
boomers: 28%) to visit shopping malls this holiday season.
  The survey also found that more than one-third (34%) 
of shoppers plan to spend more on gift-giving this year 
than last year, with Gen Z (57%) and millennials (53%) 
more likely than any other age group to increase holiday 
spending year-over-year. Less likely were Gen X (32%) 
and baby boomers (12%).
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