
 PAGE 1

www.spotsndots.com
Subscriptions: $350 per year.

This publication cannot be
distributed beyond the office

of the actual subscriber. 
Need us? 888-884-2630 or  

sales@spotsndots.com 
Copyright 2017.The Daily News of TV Sales                      Thursday, September 14, 2017

STUDY: LOYAL MVPD SUBS VS. CORD CUTTERS
CORD CUTTING CUTS AD SPEND AS WELL
   A multi-country survey by TiVo is shedding light on the 
differences between loyal pay-TV subscribers and cord 
cutters who have switched to OTT services for their video. 
One thing is sure: people are still w3atching. The TiVo study 
found that people around the globe watch, on average, 4.4 
hours of video content per day.
   TiVo’s survey of 8,500 MVPD and OTT subscribers—
including 2,500 in the U.S—found that one in 
four consumers who have had their pay-TV 
service for less than 12 months are “extremely 
likely” to cord cut or cord shave in the next six 
months. But those short-term MVPD subs are 
not the majority. 55% of pay-TV subscribers 
in the U.S. have had service with their current 
provider for four years or more. That percentage 
is higher than in Western Europe (42%) and Latin 
America (32%). However, in the U.S. those long-term subs 
are dominated by Baby Boomers (51%), with Millennials 
accounting for only 11%.
   “As new, shiny OTT services and streaming devices 
continue to proliferate in the market and compete for 
consumer attention, there is considerable risk that younger 
generations may come to view pay-TV as an antiquated 
service that doesn’t play a role in their daily lives,” said Paul 
Stathacopoulos, VP of Strategy and Research, TiVo. He 
advises MVPDs to stay ahead of the curve on technology 
to retain existing customers and attract young consumers 
“by adapting the TV experience to include a wide array of 
Internet video services and viewing devices.”
   As other studies have shown a lot of Americans are 
sticking with traditional pay-TV, while adding at least one 
OTT service. Netflix dominates and is far and away the 
largest. The TiVo study also found that 49% of Americans 
with MVPD service have an OTT subscription as well.
   Meanwhile, an updated forecast from eMarketer says 
cord-cutting is growing faster than expected, so it has cut its 
estimate of U.S. TV ad spending. eMarketer now predicts 
that TV ad revenues will expand just 0.5% to $71.65 
billion—down from the $72.72 billion predicted earlier this 
year. As a result, the forecast says TV’s share of total media 
ad spending in the U.S. will drop to 34.9% this year and is 
expected to fall below 30% by 2021.
   “eMarketer expected a slowdown this year in TV ad 
sales, after 2016 benefited from both the Olympics and 
U.S. presidential election,” said Monica Peart, eMarketer’s 
senior forecasting director. “However, traditional TV 
advertising is slowing even more than expected, as viewers 
switch their time and attention to the growing list of live 
streaming and over-the-top [OTT] platforms.”
   eMarketer has increased its estimates for cord-cutters 
substantially for 2017 through 2021. By 2021, it forecasts 
that the number of cord-cutters (40.1 million) will nearly 
equal the number of people who have never had pay TV, or 
“cord-nevers” (41.0 million).

ADVERTISER NEWS
   Olive Garden is bringing back its Never-ending Pasta 
Pass with a new twist this year as 50 buyers will get a 
chance for an 8-day, all-inclusive trip to Italy for just $200.  
22,000 pasta passes and 50 “pasta passports” go on sale 
at 2PM Eastern Time today, and will likely sell out in a few 
minutes……A&W Restaurants had its first positive unit-
count growth in five years last year and continues to look for 

expansion opportunities, especially for locations 
in convenience stores.  Since being divested 
by Yum Brands five years ago, the average 
unit has produced same-store sales growth 
of almost 30% and an average unit volume 
increase of 35%.  The chain currently counts 
over 600 domestic locations……Add 7-Eleven 
to the list of chains trying to get into the meal 
kit business.  The c-store is rolling out 15 heat-

and-eat meals including Italian, Asian, and Mexican food 
items along with a couple of “Homestyle” varieties priced 
at $3.99-$4.99 per item.  And later this month, 7-Eleven 
will add three heat-and-eat breakfast bowls……Cracker 
Barrel reported fiscal fourth quarter declines of 1.7% in 
same-store traffic and -0.8% in sales, although it points 
out that was an overperformance of the Casual Dining 
restaurant segment.  For the full fiscal year, comp sales 
were up 0.2% against traffic declines of 1.4%.  The traffic 
declines are impacting Cracker Barrel’s retail sales worse 
than food sales—that part of the operation was down 4.4% 
in the latest quarter…… American Freight Furniture and 
Mattress continues its aggressive expansion push with its 
first New Mexico store in Albuquerque this month and three 
new stores opening in Arizona later this year.  The Ohio-
based chain has already opened three other new markets 
this year, Charlotte, Jackson, MS, and Wichita…… With 
food price wars becoming more prevalent, Target says it’s 
lowering prices on thousands of items, although it plans to 
be less promotional.  “We want our guests to feel a sense 
of satisfaction every time they shop at Target,” the chain’s 
Chief Merchandising Officer said.  “Part of that is removing 
the guesswork to ensure they fell confident they’re getting 
a great low price every day.”……Walmart is reorganizing 
its store operations, consolidating from six divisions to 
four and 44 regions to 36.  A spokesman said the changes 
will improve communications and execution as well as 
streamline decision-making.……Frigidaire is a brand that 
will be 100 years old next year, and it’s planning a brand 
relaunch with a major new marketing campaign.  The first 
commercials of the “Your House Rules” campaign have 
started and will continue into 2018’s anniversary year.  The 
brand is currently owned by Electrolux.
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NETWORK NEWS
   Phil Lord and Chris Miller, executive producers of the 
Fox comedy Last Man on Earth have sold a new comedy 
project to ABC. The commitment carries a significant 
penalty, according to a report in Variety. The potential 
series is currently titled We Can Do Better and follows a 
soccer mom dealing with her new role as a parent, wife, 
American citizen, and daughter of hardcore conservative 
parents in the south. Liz Cackowski wrote the script and 
will also serve as executive producer on the project along 
with Seth Cohen, president of television for Lord and 
Miller’s production company……. Glass 
Houses, a potential new drama series 
inspired by the life of Real Housewives 
of Beverly Hills star Kyle Richards, is 
also in the works at ABC. The series will 
follow the financially overextended Anisa 
Shattenkirk-Glass as she launches her 
own company to challenge her former 
employer and mother-in-law for control of 
the Los Angeles real estate market while 
trying to court and please L.A.’s most 
lucrative and elite clients. The Good Wife 
writer and executive producer Leonard Dick will write the 
script and executive produce along with Richards, Andrew 
Stearn, Tim Bevan, and Eric Fellner……. CBS has picked 
up another drama project from its former entertainment head 
Glenn Geller. The new project is currently titled Innocent 
and is based on the soon-to-be-published book by James 
Patterson. The story revolves around three siblings – an 
NYPD Detective, and ER resident, and an Assistant District 
Attorney – each trying to navigate a new family dynamic 
when their estranged father is released from prison after 
serving 18 years for a murder he did not commit. This is the 
second drama project Geller has set up at his old company, 
in recent weeks. Geller and Madam Secretary creator 
Barbara Hall sold a CIA drama called Family Business to 
CBS……The Hurricane Irma delayed ratings for Sunday 
night are in and the new Fox series The Orville enjoyed 
a strong debut according to the Nielsen ratings. The Seth 
McFarland sci-fi series posted a 2.3 rating in adults 18-
49 and delivered 7.3 million total viewers. NBC’s first 
Sunday Night Football game with the New York Giants 
against the Dallas Cowboys averaged an 8.0 demo rating 
and 21.6 million total viewers……Fox has given a script 
commitment plus penalty to a new medical drama from 
Jason Horwitch, Howard Gordon (24, Homeland), and 
20th Century Fox TV. The untitled project follows Charlie 
Foster, a hyper-charismatic doctor that travels the world in 
search of the most innovative new medicines. The project 
is a return to the medical drama genre for Horwitch who 
previously created the series Medical Investigations.

ECONOMIC NEWS
   U.S. household incomes rose to a new record last year, 
now at a median of $59,039, up 3.2% from 2015 on an 
inflation-adjusted basis.  It was the second year in a row 
with a significant gain, and with Census Bureau data also 
showing just a 1.3% increase in consumer prices for the 
year, the difference gives the average household more 
ability to make purchases, save, or pay down debt.

AVAILS
  The Arkansas CW seeks a dynamic Local Sales Manager 
who is ready to take a growing station to the next level. 
We’re looking for a sales leader who creates a positive 
culture for success through leadership, clear direction, 
teaching, motivating and evaluating the sales efforts of our 
local team.  Applicants should be highly organized, able to 
coach a winning team and have experience in pricing and 
inventory management. Ideal candidate has a minimum 
of three years broadcast sales management experience. 
CLICK HERE to apply.

  General Manager: WLNE, ABC 
Affiliate in Providence (Market #52). 
WLNE seeks candidates who possess 
strong leadership, financial and people 
management skills; the ability to 
develop strategic revenue plans on all 
platforms and demonstrate operational 
expertise are additional requirements. 
A minimum of ten years broadcasting 
experience is necessary; five + years 
in sales management is preferable. 
Send salary requirements and resume 

in confidence to: Raymond Cole, President, Citadel 
Communications, One Corporate Place, 501 42nd St., 
Suite 370, West Des Moines, IA 50266. ABC6 is an EOE.
   Live at the beach year round!  WTVZ-TV, Virginia 
Beach, seeks an enthusiastic, highly motivated, 
experienced Marketing Consultant. 
We’re looking for someone 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 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.  Send 
resume to jrmantos@sbgtv.com.  EOE.
   Want a unique opportunity to run a successful sales team 
in a fast growth lifestyle market in the Rockies? KPAX is 
hiring a progressive Director of Sales to drive revenue 
with a focus on client results utilizing CBS+CW with 
geotargeting capabilities coupled with a full suite of best of 
breed Digital products. This opportunity is primed for long-
term growth. Connect with Bob Hermes, General Manager 
to set a meeting at NAB in Denver or for a phone interview 
– bob@kpax.com. More details HERE.  EOE.
   KOIN TV in Portland, OR seeks a Digital Sales 
Director to lead an experienced, high performing sales 
team. The ideal candidate will have a full understanding of 
digital metrics and the ability to learn 
new process and have the instinct 
to optimize campaigns. The Digital 
Sales Director will work with a team of 
account executives to create and sell 
a variety of integrated digital solutions. Portland is ranked 
25th in DMA and koin.com is one of its’ top performing 
websites!  APPLY HERE.  EOE/M/F/V/D
   
CLICK HERE to place a job in Spots n Dots! 
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TV #1 AGAIN FOR DISASTER COVERAGE
   A research study by Research Now, commissioned by the 
TVB, shows that 85% of respondents used local broadcast 
TV news as their main source for information as Hurricane 
Irma approached and moved through the Southeastern U.S. 
over the weekend.  At 5 hours and 9 minutes, respondents 
spent more time on local television for Hurricane Irma 
coverage than any other news source on average per day.
On average, Hispanics spent 5 hours and 54 minutes with 
local television per day, almost an additional hour.
  Respondents’ top reason for using local TV  websites/
apps during storms was “the constant 
updates and latest information” 
  Hadassa Gerber, TVB Chief Research 
Officer said, “In a state always on 
alert during hurricane season, 31% 
of respondents reported that they 
downloaded their local TV station’s 
mobile app specifically for situations 
like Irma. Hurricane Irma Media Usage 
survey results once again confirm the 
important role broadcasters’ television 
and digital platforms serve in keeping 
local communities safe and informed.” 
  Research Now surveyed 1,193 respondents about their 
media consumption habits related to Hurricane Irma.
 
UPFRONT WRAPUP SHOWS GAINS
   Veteran forecaster and observer Jack Myers is out with 
his final tally from this year’s Upfront—declaring “renewed 
confidence” in the network television business with the 
second straight year of mid-single digit volume increases. 
That came after two years of declines averaging 8%.
   Again this year, advertisers agreed to pay more per-
thousand impressions ranging from 4.0% to 10.0% across 
all dayparts. While primetime CPMs did not cross the 
double-digit barrier as they did in selected cases last year, 
they were close enough to give broadcasters and leading 
cable network groups, as well as investors, a positive 
outlook for the next year,” Myers wrote in his analysis.
   Based on data gathered from network and agency 
sources, Myers says volume gains across broadcast and 
cable networks totaled 5.6%. “Most of the volume increases 
resulted from marketers reallocating scatter budgets into 
the Upfront marketplace to avoid the heavy cost increases 
extracted by the networks as continuing audience erosion 
translates into declines in scatter availabilities,” Myers 
said. But he also noted that Procter & Gamble and some 
other advertisers had shifted ad budgets back to TV from 
digital, which increased demand. He warns, though, that 
digital is likely to gain again as Facebook and YouTube 
resolve their brand safety issues.
   CPMs were up an average 9.1% in primetime for the five 
English-language broadcast networks, based on data that 
MyersBizNet gathered from the networks themselves. 
The gain was put at 8.6% in data that Myers received from 
five media agencies. “The most important, and previously 
unreported, reality impacting cost-per-thousand increases 
as reported by networks and agencies is the shift from 
Live +3 to Live +7 ratings, which significantly impacted 
primetime and late-night data,” Myers said.
 

AVAILS
   National - Local Sales Manager: Cox Media Group, 
Tulsa, OK is looking for a sales leader who creates a 
positive culture for success through leadership, clear 
direction, teaching, motivating and evaluating the sales 
efforts of our local and national spot teams. This leader 
will have a proven track record of success in achieving 
and exceeding station goals and objectives.  Must have 
experience coaching, training and leading both a local 
and national team to grow market share and new revenue 
streams. CLICK HERE to apply.  EOE.

   LSM: Univision Communications 
in Chicago is searching for a dynamic 
leader to help direct our local sales efforts 
across our powerhouse portfolio of 
Television, Radio, and Digital products. 
You must possess a proven track record 
of leading local AEs to exceed goals 
through leadership and support, guiding 
the local sales process and revenue 
development on all platforms. Minimum 
of 2-4 years in sales management or 8+ 
years in media sales in top 25 market 

preferred.  CLICK HERE for more info or to apply now.

THIS AND THAT
   It takes a lot of people for a market to move up or down 
in rank on Nielsen’s DMA population estimates, but 
according to United Van Lines the most popular metro 
areas for families to move to this summer have been, 
Seattle, Dallas, Portland OR, Denver, San Francisco, 
Atlanta, Austin TX, Las Vegas, Charlotte and Orlando.  
Where are they moving from?  Chicago, New York, 
Nassau-Suffolk NY (part of the New York DMA), Boston, 
Norfolk, San Bernadino (part of the L.A. DMA), Bergen-
Passaic, NJ and Newark, NJ (both part of the New York 
DMA), Washington DC and San Diego…….Kroger 
has dropped its trademark infringement lawsuit against 
Lidl, after a judge said it “fail(ed) to show a likelihood of 
success.”  Kroger had asserted Lidl’s use of a Preferred 
Selection private brand was too similar to its Private 
Selection brand.
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