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DESPITE THE 
CHANGING 
[!b5{/!t9 ¢±Ω{ 
SHARE OF AD 
SPEND IS VERY 
MUCH THE SAME 
AS IT WAS 20 
YEARS AGO



¢± 5L{¢wL.¦¢hw{ !w9 ![{h 5hLbD ±9w¸ ²9[[Χ



¢I9 ±![¦!¢Lhb hw {¢h/Y twL/9 hC ¢²h hC b//Ω{ h²b9w{ hw ¢²h hC ¢I9 
BIGGEST CABLE COMPANIES HAS NEVER BEEN BETTER.
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Source: Nielsen 2Q18, base=HH

SVOD subscribers are just as likely to subscribe to 
cable as the total population (77%)
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