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ADVERTISERS NAVIGATE SHIFT TO STREAMING
  PwC has released its latest annual Global Entertainment 
& Media Outlook report, a comprehensive study that 
contains projections for online and offline media advertising 
markets through 2024, Marketing Charts reports.
  Needless to say, marketing has not been immune from 
the impact of coronavirus. The latest forecasts reflect this. 
The estimated market sizes across most categories for 
2024 are now lower than what PwC predicted for 2023, 
with the notable exception of video games, 
digital music streaming, and podcasts.
  Although Americans are now spending 
more time with both traditional pay-TV and 
OTT services than they did a year ago, 
particularly since the start of COVID-19, 
PwC estimates that the U.S. TV advertising 
market will fall to $62.3 billion in 2020. This 
11.5% decline from 2019’s $70.4 billion is 
likely due to COVID-19 as the TV advertising market is set 
to see modest gains in the coming years, with its market 
size reaching $71.6 billion by 2024 – making the CAGR for 
2019 to 2024 a mere 0.4%.
  As traditional TV advertisers continue to struggle with 
the shift towards subscription streaming services like 
Netflix, Amazon Prime and newcomer Disney+, which 
offer an ad-free experience, PwC reports that traditional 
TV operators are investing in their own streaming services, 
while also putting funds towards addressable TV. At the 
same time, advertisers are relying on “must-watch” events, 
in particular, live sports such as the Super Bowl where 
30-second spots are at a premium.
  The analysis also points out that competition has increased 
due to renewed interest in advertising video-on-demand 
(AVOD) models. Whether it be with free platforms like 
Pluto TV and Tubi or lower-rate subscription tiers offered 
by Hulu and Peacock, recent research shows that viewers 
are showing interest in these ad-supported video options.
  Despite this, and the fact that more consumers are 
making online sources their default for viewing, the 
forecast has online TV advertising 
accounting for a small share of the 
total TV advertising spend in the 
coming years. Spend on online TV 
advertising in 2020 is expected to be 
$4.7 billion, with a relatively modest 
rise to $5.8 billion by 2024 (3.9% 
CAGR).
  Broadcast TV advertising’s overall 
growth is expected to remain flat 
– with a CAGR of 0.1%. Cable 
networks are expected to see a 
0.3% CAGR for the period of 2019-
2024, while multichannel systems 
advertising is expected to continue 
to decline (-1.5% CAGR).

REPORT: U.S. TV AD MARKET TO DECLINE 11.5% IN 2020
ADVERTISER NEWS
  Kroger is following through on a promise to construct a lead-
ing-edge automated warehouse facility in the Great Lakes 
region. America’s largest grocery retailer, and Ocado, one 
of the world’s largest dedicated online grocery retailers, is 
building a new Customer Fulfillment Center (CFC) in Ro-
mulus, Mich. In June, Kroger said it would build three new 
CFCs. The CFC model — an automated warehouse facility 
with digital, artificial intelligence (AI) and robotic capabilities 

— will be used to serve customers across 
the region... Private equity firm Sycamore 
Partners has offered to buy key assets of 
bankrupt Ascena Retail Group, Bloom-
berg reports, citing unnamed sources. The 
private equity firm is interested in Ann Tay-
lor, Loft and plus-size apparel retailer Lane 
Bryant, and negotiations are reportedly on-
going. No bid amount was revealed in the 

report... Poshmark Inc. is looking to go public. The online 
marketplace for used clothing and fashion accessories said 
it has filed confidentially for an initial public offering. The 
number of shares to be offered and the price range are yet 
to be determined. The IPO is expected to start after the 
SEC completes its review process, subject to market condi-
tions... Stop & Shop will provide another round of bonuses 
to 56,000 workers represented by the United Food and 
Commercial Workers International Union (UFCW), the 
two parties have announced. The lump-sum payments will 
be equal to 10% of the hours associates worked between 
July 5 and Aug. 22 and will exclude any paid time off during 
the period. Ingles Markets, meanwhile, plans to distribute 
a third round of pandemic-related bonus checks to its work-
ers in mid-November, according to a press release. Full-
time employees will each receive payments of $300, while 
part-time workers will get $150… REI has kept a promise 
made in 2006 to become carbon neutral by this year via
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ADS AROUND PRESIDENTIAL DEBATES TO GROW
  With many TV networks reportedly sold out or near sold out 
of advertising time in pre- and post-programming around the 
upcoming Presidential debates, TV advertising revenues 
among the top TV networks are expected to exceed the 
total $16 million mark set four years ago, Television News 
Daily reports.
  The top six broadcast and cable TV networks – ABC, CBS, 
NBC, CNN, Fox News Channel and MSNBC – pulled in a 
collective $15.5 million in national TV advertising revenues 
for the three Presidential debates, according to iSpot.

tv – yielding more than 410 million 
impressions.
  CNN ($4 million), ABC ($3.3 million), 
CBS ($2.5 million), and NBC ($2.1 
million), Fox News Channel ($2.2 
million) and MSNBC ($1.4 million) are 
the top beneficiaries.
  As many as 13 TV networks aired 
the three 90-minute to 105-minute 
debates, which ran commercial-free. TV 
networks sold advertising time in related 
discussion programming before and 

after the actual debates.
  It is expected this year that as many as 17 to 20 TV 
networks will air one or more of the Presidential debates.
  Top paid-advertisers four years ago for the three debates 
included Pfizer Columbia Pictures, Adidas, Lionsgate, 
Warner Bros., Twentieth Century Fox Studios, Jeep, 
Amazon Prime Video, Oppenheimer Funds and Vote 4 
Energy.
  The lone 2016 Vice Presidential debate took in $3.7 million 
in advertising revenue on CBS, ABC, NBC, Fox News 
Channel, MSNBC and CNN.

CTV ADVERTISERS ARE DEALING WITH FRAUD
  Advertisers are flocking to streaming TV, pursuing viewers 
who are spending more time watching programming on ad-
supported services. But fraudsters seeking to steal some of 
those new ad dollars are moving in, too, The Wall Street 
Journal reports.
  Fraud in internet-connected TV is surging, according to 
ad measurement and verification firm DoubleVerify Inc. 
The company said it detected 780 fake streaming-TV apps 
this year that it believes were set up by bad actors to lure 
spending by unsuspecting advertisers — just one of the 
scams in play.
  A separate analysis by ad tech firm MadHive Inc. at the 
end of 2019 deemed 20% of connected-TV inventory to be 
suspicious or fraudulent.
  Streaming-TV advertisers must be vigilant to ensure 
their ads appear in the right contexts and in front of actual 
viewers, said Heather Stewart, general director of global 
media and marketing services for General Motors Co. 
“We have to stay on our toes and think about what the next 
mousetrap is to make sure it doesn’t happen,” she said.
  The stakes are getting higher as streaming TV becomes 
a more important advertising channel for marketers. Ad 
spending on internet-connected TV sets, where a vast 
majority of streaming TV happens, will reach almost $8 
billion in the U.S. this year and is likely to total $15.6 billion 
in 2023, according to research firm eMarketer.

SURVEY: HOLIDAY SHOPPERS PLAN TO BE EARLY
  A survey demonstrates most consumers will maintain 
traditional holiday spending habits, with a couple of modern 
twists, Chain Store Age reports.
  According to a recent consumer survey from online 
discount platform RetailMeNot, 66% of respondents say 
they plan to spend the same amount of money or more 
during the upcoming holiday season, in order to create 
a sense of normalcy and keep traditions alive. Three-
quarters prefer to shop online this year, and the same 
amount will aim to complete all of their holiday shopping 
as early as possible.
  Additionally, nearly two in five (39%) 
say they will shop earlier than they 
typically do to avoid shipping delays 
or items being out of stock, while 41% 
will start shopping in October or earlier. 
More than 88% say they will not shop 
the traditional in-store door buster deals 
on Thanksgiving. 
  Amazon Prime Day (Oct. 13-14) is 
expected to be the top shopping day in 
Q4 2020, with 67% planning to make a 
purchase during the savings event this year. Well more 
than half of respondents also expect to make holiday 
purchases on Cyber Monday (65%) and Black Friday 
(59%).
  When asked what product categories they would include in 
their holiday purchases, 61% said they plan on purchasing 
electronics, 52% plan on purchasing clothing/accessories, 
33% plan on purchasing shoes, 23% plan on purchasing 
jewelry, and 18% plan on purchasing kitchen appliances.
  “With more people shifting to shopping online, an important 
option to keep in mind is buying online and picking up 
in-store or curbside,” said Sara Skirboll, RetailMeNot’s 
shopping & trends expert. “With curbside being a safe way 
for shoppers to handle their holiday shopping this year and 
staying out of stores, it also helps ensure timely delivery 
of gifts.”

MEAT SALES INCREASE AS BUYING HABITS SHIFT
  Sales of meat increased an unprecedented 34.6% during 
the COVID-19 pandemic and revealed changing consumer 
behaviors, according to the new midyear Power of Meat 
study released by FMI – The Food Industry Association, 
the Foundation for Meat and Poultry Research and 
Education and the foundation for the North American 
Meat Institute (Meat Institute).
  Reflecting unprecedented growth, the meat department 
sold an additional $7.9 billion and 1.4 billion pounds 
between March 15 and July 26 versus year ago, according 
to the report. Nearly half of shoppers (48%) bought more 
meat to support the greater number of at-home meal 
occasions. Beef generated 61% of new fresh meat dollars, 
with particular strength for ground beef.
  The survey found that as a result of the pandemic, 75% 
of consumers made changes in their meat purchasing 
behavior with at least half buying different brands (58%), 
cuts (51%) or types (50%) of meat.  Additionally, during 
the pandemic, consumers are now cooking more meals 
and need more variety (50%), cooking new recipes (37%) 
and experimenting with different cuts/kinds of meat (34%).

9/29/2020

Larry The Cable Guy

Is it just me, or in 
times like these do 
you miss Hee Haw?



 The Daily News of TV Sales @ www.spotsndots.com PAGE 3

ADVERTISER NEWS
(Continued on Page 3)
receiving green building certifications, generating solar 
energy and funding $100 million in outdoor spaces, the 
company said. Now the outdoor gear retailer is focused on a 
new goal of cutting its carbon footprint in half by 2030 to fight 
climate change... After seeing 350% year-over-year revenue 
growth in Q2 2020, Shipt CEO Kelly Caruso said the 
Target-owned delivery company is introducing new initiatives 
to handle the demand and prepare for the post-pandemic 
future. In the past several months, Shipt has rolled out a pay-

per-order option, doubled its total number 
of shoppers to 200,000 and delivered 
orders for stores including Kroger, Hy-
Vee, CVS and Costco, which helped 
boost its retail partner lineup by 50%... 
American Eagle Outfitters (AEO) saw a 
much lower rate of sales decline as stores 
were forced to close during the pandemic 
and the retailer’s Aerie banner posted a 
32% increase in revenue. The retailer’s 
focused approach on listening to and 
meeting the needs of Gen Z consumers 

appears to be the difference-maker for AEO.

THIS AND THAT
  E.W. Scripps executives said the company will pursue 
must-carry deals with cable companies, rather than seek 
retransmission consent payments, if its $2.65 billion offer to 
acquire Ion Media goes through. Adam Symson, Scripps’ 
CEO, said that broad distribution is more valuable than fees 
in its business model... The whole run of Saturday Night 
Live, currently 45 seasons, will become part of Peacock as 
of Thursday. The NBCUniversal service previously offered 
only the show’s last five seasons, as well as some Best Of 
anthologies... Subscription services are still holding strong 
amid the pandemic. According to an April 2020 survey from 
The Harris Poll, many U.S. adults said they plan to keep 
their music subscriptions (72%), exercise/fitness/wellness 
subscriptions (64%), and digital learning subscriptions (54%).
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STUDY: GLOBAL SVOD REVS TO HIT $100B BY ’25
  New data from Digital TV Research contends SVOD 
revenue from 138 countries will top $100 billion by 2025, 
double the $50 billion recorded in 2019. SVOD revenue 
will top $1 billion in 16 countries by 2025 — up from eight 
countries in 2019.
  As expected, streaming services Netflix, Disney+ and 
Amazon Prime Video will help sustain the U.S. as the global 
SVOD revenue leader — adding nearly $18 billion through 
2025 to take the countries total to $42 billion. At the same 
time, the U.S. share of global SVOD revenue will decline to 
42% from 49%.
  SVOD subscriptions will increase by 529 
million through 2025 to 1.17 billion. China 
and the U.S. together will account for 51% 
of the global total. This is down from 63% 
in 2019 — suggesting SVOD growth in 
other countries is growing quickly.
  Disney+ will be the biggest winner 
by adding 142 million subscribers 
between 2019 and 2025 to take its total 
to 172 million. Netflix will add 91 million 
subscribers to total 263 million.
  “We believe that Disney+ will have a huge impact,” analyst 
Simon Murray said in a statement. “However, we have 
lowered our 2025 forecasts by 30 million since our May 
edition. Analysis of Disney’s June results showed a rapid 
deceleration in subscriber additions after an initial spike in 
its early launch countries. We expect this to be repeated 
elsewhere.”
  By 2025, a third of the world’s TV households will have at 
least one SVOD subscription — up from a quarter at end-
2019.

AIRLINES SET TO CUT 35,000 JOBS THIS WEEK
  The airline industry is bracing for imminent job cuts as air 
carriers and their unions plead with Congress to extend 
coronavirus-related aid before Thursday – a prospect that 
looks dimmer by the day, U.S. News & World Report says.
  Unless Congress acts, more than 35,000 flight attendants, 
pilots and on-the-ground airline workers will be furloughed or 
laid off Oct. 1, when the clock runs out on prohibitions barring 
carriers from reducing their workforces.
  American Airlines will furlough 17,500 workers on 
Oct. 1, and will lay off another 1,500. About 8,100 flight 
attendants and 1,600 pilots will be among those furloughed, 
a spokesperson said.
  United Airlines will furlough or lay off nearly 16,400 workers 
at the start of the month. The furloughs include 2,850 pilots; 
6,920 flight attendants; and more than 4,000 operations staff 
and technicians. Roughly 1,400 employees in management 
roles will be laid off.
  Delta will avoid laying off flight attendants and ground 
workers through the rest of the year, largely due to the fact 
that 20% of its workforce took voluntary early retirement or 
departure packages this year and 40,000 workers signed 
up for unpaid leaves of absence. The company is warning, 
however, that it currently plans to furlough 1,721 pilots on 
Nov. 1, a spokesperson confirmed.
  Southwest Airlines says it has no plans to cut jobs through 
the end of the year. More than 4,200 employees elected to 
take voluntary departure packages this summer.


