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BORRELL: TV TO POCKET $4.6B IN 2018 CAMPAIGN 
FORECAST CALLS FOR 8% HIKE OVER 2014
  For a second time, Borrell Associates is revising its 
outlook on how much money it believes will be spent during 
the 2018 political season. The revision again reflects a 
growing bottom line.
  Borrell now projects $8.9 billion will be 
spent by Election Day. That’s an 8 percent 
hike over the 2014 mid-term cycle. “The 
$400 million boost to our estimates since the 
beginning of the year amounts to a handful 
of cherries in the huge political pie. But it 
highlights even more just how fat that pie 
has become,” Borrell’s latest report says.
  In states big (Florida) and small (Wyoming), 
analysts say political is already a top ad 
category, even as more money pours in. “There are more 
dollars flowing to races below the state level than we initially 
anticipated,” Borrell says. That will principally benefit local 
media, including TV, that Borrell says are “best connected” 
with local communities.
  “The biggest beneficiary continues to be television—
broadcast TV and cable—which is snaring more than half of 
all ad dollars,” Borrell says. Analysts forecast broadcast TV 
will get $3.5 billion in the current cycle. That would represent 
39 percent of all spending. Borrell’s biggest adjustment went 
to broadcast TV. It added 1.6 percent more, or $54 million, 
to its April forecast.
  Borrell also estimates cable will receive $1.1 billion, or 12.5 
percent, of all spending. “Cable’s ability to target specific 
audience segments, as well as its lower price, has caused 
its popularity to improve among office seekers,” Borrell says, 
pointing out cable’s share has almost doubled since 2014.
  Stations that haven’t seen a big boom of political so far 
shouldn’t fret. Borrell says less than a third of the ad dollars 
are gone, and most candidates have yet to begin spending. 
That means a “nine-week cash frenzy” that will “clog the 
airwaves” is just ahead. “With Labor Day behind us, now 
comes the big spending,” Borrell predicts.
  But there are warning signs, Borrell says, that TV could 
see some of its share slip in coming years. Borrell predicts 
broadcast’s 2018 share will be a quarter less than in 2014. 
And as broadcast’s audience grows older, its share of 
political dollars will keep declining.
  Borrell says cable has its own troubles, most notably that 
the major cable networks have been hit by audience shifts 
to streaming video. If that trend continues, analysts say that 
when the 2020 political cycle begins, cable’s gains from 
previous cycles may be reversed.
  Digital media is grabbing more of the pie. This year Borrell 
believes digital will snag one of every five political dollars 
spent, or roughly $1.8 billion. It points out that commercials 
delivered through online video platforms and OTT services 
are already showing up. “Commercials are likely to continue 
to be popular in the world of political persuasion—distribution 
methods, however, are rapidly changing,” the report says.

ADVERTISER NEWS
  Instead of competing against Amazon, J. Crew has made a 
deal. The e-commerce giant is giving J. Crew Mercantile, a 
line of less expensive clothes from J. Crew, its own dedicated 
storefront. The move by Amazon builds on its recent efforts 

to be known as more of a destination for fash-
ion. It’s recently partnered with other retailers, 
including Chico’s FAS, PVH-owned Calvin 
Klein and Nike to sell their items online… 
American Airlines’ basic economy tickets 
now come with one less restriction. Travelers 
are allowed to bring a standard carry-on bag, 
in addition to a personal item that fits under 
the seat in front of them. Until yesterday, trav-
elers were only allowed to bring on a personal 

item. Bags that did not fit under the seat were checked at the 
gate for a charge of $50. Delta Air Lines already allows ba-
sic economy passengers a free carry-on. United is the last of 
the big three U.S. airlines to prohibit carry-ons for its cheap-
est-fare flyers... USA Today says 30 more people are sick 
after eating Kellogg’s Honey Smacks cereal, which was 
recalled in June over salmonella concerns. That brings the 
total number of cases to 130, the Centers for Disease Con-
trol and Prevention says. The CDC is telling retailers not 
to sell the cereal and customers not to buy or eat it... Chain 
Store Age reports TravelCenters of America has sold its 
freestanding convenience stores. The company has entered 
into an agreement to sell its Minit Mart convenience store 
business for approximately $330.8 million to EG Group, pri-
vately held convenience store retailer based in the U.K. The 
Minit Mart portfolio includes 225 standalone convenience 
stores and certain related assets. The deal marks EG’s latest 
expansion move in the U.S. In April, it completed its $2.15 
billion purchase of Kroger’s convenience store business, 
and established a North American headquarters in Cincin-
nati… Business Insider says MillerCoors is slashing jobs 
as millennials ditch beer. It’s eliminating roughly 350 sala-
ried positions across the company. Beer consumption among 
drinkers from 21 to 24 has fallen roughly 3 percent per year 
over the last 15 years. Beer penetration fell 1 percent in the 
U.S. market from 2016 to 2017, while both wine and spir-
its were unmoved, according to Nielsen... An engine wiring 
harness that can fray and start a fire has prompted Toyota 
to recall 192,000 examples of its popular hybrid hatchback 
in the U.S. The recall covers 2016-2018 model year Toyota 
Prius hybrids. The Car Connection reports Toyota will begin 
alerting owners of affected vehicles later this month by mail 
to let them know about the recall, which its dealers will fix for 
free... Staples is trying to pull off its biggest acquisition since 
its play for Office Depot fell apart due to antitrust concerns 
two years ago. It’s trying to acquire Essendant, an Illinois of-
fice supplies wholesaler. As part of Staples’ effort, it’s urging 
Essendant shareholders to vote against a competing merger 
proposal, one that would combine Essendant with Genuine 
Parts Co.’s S.P. Richards business.
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DEALERS HAVE GLUT OF CURRENT YEAR’S CARS
  Bloomberg reports that in the decade since the recession, 
auto dealerships have struggled to get rid of current-year 
models as the next-year iterations arrive in September.
  That inventory glut is largely a function of misplaced 
optimism as American automakers ramped up production 
in recent years. But in the coming months that imbalance 
will worsen as demand for new vehicles dips for the first 
time in almost a decade.
  “I don’t think they understand the gravity of the situation,” 
Edmunds.com analyst Ivan Drury tells Bloomberg. “This 
is becoming a chronic, real issue.”

  In the fourth quarter of 2017, only 46 
percent of new vehicles sold in the U.S. 
were new 2018 models, compared with 
73 percent a decade ago, according to 
Edmunds.com. To make matters worse, 
the stale products spilled over. In the first 
quarter of this year, almost one in five 
vehicles sold in the U.S. was an older 
model — a 2017 or even 2016. That’s 
almost double the level from 2008.
   The glut is corrosive to the auto market. 
Most directly, consumers find themselves 
with more power at the negotiating table. 

That leverage comes at a cost, trimming the profit margin 
for the dealer, the manufacturer or both. Eventually, an 
excess of inventory can also sour relations between those 
who make the cars and those who sell them.
  The year-end inventory collision may be particularly brutal 
at Nissan. In December of last year, only one out of five 
vehicles Nissan sold was a 2018 model. Even by spring 
of this year, the automaker was still selling 2017 cars and 
trucks. 

FORD TURNS AD STRATEGY AWAY FROM CARS
  Automotive News reports Ford has ended all nationwide, 
or Tier 1, marketing campaigns for the Fiesta, Focus, 
Fusion and Taurus. The automaker is also dialing back 
regional spending in some markets, even though the 
Fusion will stay in showrooms for at least two more years.
  Ford says it plans to redeploy that money on vehicles such 
as the Mustang, EcoSport and a slew of next-generation 
utilities coming by the end of the decade.
  In April, Ford revealed plans to end sales of all sedans in 
North America as it transitions to a crossover- and SUV-
heavy lineup.
  In August, the Ford brand’s car sales dropped 21 percent, 
while pickup and van sales rose 5.9 percent and utility-
vehicle sales jumped 20 percent. Sales of the company’s 
Mustang jumped 35 percent.

REUTERS: TRIBUNE IN NEW SALE TALKS
  Tribune Media is kicking off a new round of talks to 
sell itself after its planned $3.9 billion sale to Sinclair 
Broadcast Group failed to get regulatory clearance. 
That’s according to Reuters, citing people familiar with the 
matter.
  Tribune is reportedly working with financial advisers 
Moelis & Co. and Guggenheim Securities to field 
interest from potential buyers, including rival Nexstar 
Media Group and private equity firms.
  Tribune Media owns or operates 42 local television sta-
tions, reaching approximately 50 million households. It 
also owns national entertainment cable network WGN 
America, whose reach is more than 77 million households.Thursday, September 6, 2018

CABLENET CHATTER
  Comedian Anthony Jeselnik (The Jeselnik Offensive) is 
returning to Comedy Central, signing a multiplatform de-
velopment deal with the network. Under the pact, Jeselnik 
will star in and executive produce an untitled, half-hour TV 
series (premiere date TBA) and host a new, original weekly 
podcast, The Jeselnik and Rosenthal Vanity Project… 
Bravo’s Play by Play, a new primetime talk show, premieres 
Monday, September 24th at 10 PM (ET) for a three-episode 
run. Hosted by Jerry O’Connell, the series will feature 
O’Connell alongside a panel of actors, comics, tastemakers 
and athletes discussing the buzziest Bravo moments and 
hot topics… TV Land’s flagship series, 
Darren Star’s Younger, will be moving 
to sibling Paramount Network for its up-
coming sixth season. Additionally, Para-
mount Network has given a series order 
to Star’s dramedy Emily In Paris (work-
ing title), which had been in development 
at the Viacom cable network. The 10-epi-
sode, half-hour series will bookend a new 
Thursday dramedy night that launches in 
January with First Wives Club, followed 
by Season 6 of Younger in the spring and 
Emily in Paris in the summer. Younger 
was renewed for a sixth season by its original network, TV 
Land, in June. It is the latest — and highest profile — TV 
Land original series to make the transition to Paramount 
Network, relaunched earlier this year as Viacom’s leading 
scripted brand… And speaking of Paramount Network, it 
has opted not to renew its original comedy series American 
Woman for a second season. The series starring Alicia Sil-
verstone got off to a respectable ratings start, especially in 
the female demos. It debuted in June to 1 million viewers in 
Live+3, 0.63 rating in adults 18-49, 0.90 with W18-49 and a 
1.02 with W25-54. But it couldn’t sustain its premiere num-
bers, with its ratings declining throughout its run.

OTT SUBSCRIPTION CHURN RATE STEADY
  Research from Parks Associates finds about 18 percent 
of U.S. broadband households canceled an OTT video 
service, a rate that’s held steady over the past three years.
  Parks, whose findings were reported by Broadcasting 
& Cable, says the average subscription length for OTT 
services is 30 months, with the top services, including 
Netflix, Amazon Prime and Hulu, having more stability.
  While OTT services are growing quickly, data about churn 
rates is still emerging. Churn is important because video 
services spend a lot to add subscribers, and holding on to 
these mostly young consumers pays off financially.
  Hunter Sappington, a Parks research analyst, says that 
with OTT service penetration starting to plateau at around 65 
percent adoption among U.S. broadband households, the 
market is approaching saturation among services currently 
available to consumers. Sappington says the plateau 
highlights the need for services to focus on retention rather 
than solely acquisition.
  Parks says more than 85 perent of U.S. millennials subscribe 
to at least one OTT video service. It estimates that by 2022, 
more than 265 million households worldwide will have more 
than 400 million OTT video service subscriptions.

Jim Gaffigan

Here’s something fun to 
do the next time you have 
to wait for a treadmill: Just 

start jogging in place behind 
someone using one.


