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The Death of Television May Be Just 5 Years Away

Jim Edwards
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Y MILES YOUNG

NON EXECUTIVE CHAIRMAN, OGILVY
FROM “OGILVY ON ADVERTISING IN THE DIGITAL AGE"

It offers the safest way to scale with net reach

which remains unobtai er way.
It does not suffer from ad fraud, which might taint
to a third of d!gmz‘

Because TV content is consumed on devices
other than TV, the TV audlence is 51gmﬁcantly
underestlmated W *‘* :
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TV remains unquestlonably the bestvehicle for

commumcatmgemotnon" nd platforms require

motion.

There is aweight of econometric evidence which
shows —conclusively — that cutting TV budgets
damages sales.

Onlme 1tself is sustamlngTV ecome the

second lars

Average Time Spent Per Adult 18+ Per
Day on Video

BASED ON TOTAL U.S. POPULATION

LIVE/TIME SHFTED TV . TV-COMNECTED DEVICES @ VIDED ON A COMPUTER

VIDEOQ FOCUSED APP/WES ON A SMARTPHMONE ’ VIDED FOCUSED APP/WES ON A TABLET
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Marketing Fact Pack 2018
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Sourcas Publicis Groupe’s Zanith I:ln:h'il.'tlll.l:l.! Expanditurs Foracasts, Dwcambar 2017 ). Mom info: zantthmedis com. Humbsns ronndsd. Internat including
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US Fixed Broadband Subscriptions and Net Additions,

Traditional Media Ad Spending, by Media by Service Provider, 2018

US, 2019, billions

Subscriptions Net
additions

Directories Top cable

Js1.19

Out-of-home

B ss.1¢

Magazine

B s7 .45

Newspaper

Radio

$7.96

Ccomcast

27,222,000

1,353,000

Charter Communications

25,259,000

1,271,000

Cox

5,060,000

100,000

Altice

4,118,100

71,900

Mediacom

1,264,000

55,000

WOW (WideOpenWest)

759,600

26,900

Cable One

663,074

19,921

Total top cable

64,345,774

2,897,721

Top telecom

AT&T

15,701,000

-18,000

Verizon

6,961,000

2,000

CenturyLink

5,400,000

-262,000

Frontier

3,735,000

-203,000

Wwindstream

1,015,000

8,400

I - >0
TV

Source: eMarketer, February 2019

Consolidated 778,970 -1,824
Cincinnati Bell 311,000 2,300
Total top telecom 33,901,970 -472,124
Total broadband 98,247,744 2,425,597

Note: figures as of year end; leading cable & telecom providers represent
approximately 95% of all subscriptions

Source: Leichtman Research Group Inc. (LRG) with company reports as
cited in press release, March 7, 2019
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BIGGEST CABLE COMPANIES HAS NEVER BEEN BETTER.

CMCSA Apr 30 0:40.34 H:43.96 L:39.81 C:43.53 Vol:320.86M = fi""-"‘i:-':“f"'_"' ri 0:349.81 H:375.00 L:343.15 C:371.19 Vol:18.79M +0.22 (0.06%) = finviz.com
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Cable Plus Netflix, Amazon, or Netflix Amazon Hulu

Hulu

NCC

media




