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SPECIAL REPORT: JOB MARKET 2018

Ready,
Set,
Jump!

By GEOFF COLVIN

The job marketis
hotter than ever—
and, forthosein
search of anew
adventure, now’s the
time totake the leap.

The World’s
Most
Admired
Companies

Which companies are
most respected? We
polled some 3,900
executives, analysts,
directors, and experts
to find out. Here are
the results.

Gritisthe
New MBA

By ELLEN MCBIRT

Tocompetein
rapidly changing
markets, companies
need workers who
arecreative and
resilient—and have
proveditinreal life.

CanThese
VCs Fix

Tech’sBro
Problem?

By MICHAL LEV-RAM

The smart moneyis
falling out of love with
the bad boysof Silicon
Valley. That's opened the
door toanew breed of
investor.

Techveteran
anddiversity
advocate
EricaJoyBaker
knowswhat
ittakes to
succeed.

Shell Faces
‘Lower
Forever’

By JEFFREY BALL

Fueled by a belief
thatthe age of high

oil pricesis over,
petroleum giant Royal
Dutch Shellisracing
toremake itselffora
new-energyworld.
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> Kantar Media North
America.

Last year’s broadcaster,
Fox, fetched $534 mil-
lion in advertising rev-
enues from the one-day
bonanza. This year’s,
NBCUniversal, also has
rights to the 2018 Winter
Olympics, and expects to
rake in more than $1 bil-
lion between the two
sporting events.

That will be a boon to
the network in 2018. But
after the glamour of the
gridiron has faded, and
the fans have moved on,
the TV ad industry will
still be slowly and surely
headed for a reckoning.

Traditional television,
long the most reliable
and wide-reaching of
media, is losing ground
(and lots of young view-
ers) to ad-free streaming
services and other digital
alternatives. The ranks

of cord cutters reached
22.2 million in 2017, a
33.2% increase from the
year before, according
to eMarketer. Netflix
now has more U.S.
subscribers than cable.
And while Americans
over the age of 65 still
watch roughly 50 hours
of traditional TV per
week, 18- to 24-year-
olds tune in for less than
13 hours—44% less time
than five years ago, ac-
cording to an analysis of
Nielsen data by Market-
ingCharts.com. Ratings
for must-watch live
events like the Oscars
and pro sports, the last
bastion for ambitious
TV advertisers, have also
started to slip. Even the
Super Bowl, TV’s most
reliable event, may not
be immune: Viewership
declined slightly in 2016
and 2017.

R SER TR, SR W
DIGITAL ADS ARE KING, SUPER BOWL ASIDE

Global TV ad expenditures were finally overtaken by digital spending
last year, and the disparity is growing. Super Bowl ads, however, now
sell for $5 million and remain a bright spot for networks.

GLOBAL AD SPENDING
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Brands, following the
lead of their audiences,
are beginning to turn
away from traditional
television too. Last year,
for the first time, global
ad spending on digital
platforms exceeded the
dollars spent on TV—
by a solid $31 billion
margin (see chart). The
U.S. hit that milestone
in 2016, and the spread
is widening,

However, not every
marketer is sold on the
superiority of online
ads. While they domi-
nated the marketplace
in 2017, they've also
come under consid-
erable scrutiny for
brand-safety concerns
(ads running alongside
unsavory content like
ISIS videos) and charg-
es of fraud (ads being
viewed solely by bots,
for example). Facebook,
which admitted to over-
stating the reach of ads
on its platform in 2016,
was freshly accused of
doing the same thing in
2017. “We keep feeding
the beast by pouring in-

AVERAGE COST OF A 30-SECOND COMMERCIAL
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credible sums of money
into this unproductive,
unmanageable abyss,”
Bob Liodice, CEO of the
Association of National
Adbvertisers, told an
audience at the group’s
annual conference last
October. Some heavy
hitters agree: Procter

& Gamble, the world’s
largest advertiser, cut its
online ad buy by more
than $100 million last
year while reportedly
upping its buy for TV at
the 2017 Upfronts.

Digital’s biggest
advantages—precise tar-
geting and the seeming
ease of measurement—
may be under assault
from TV now too. There
are industry efforts
underway to develop
audience-targeting as
well as attribution tools
that better demonstrate
TV ad effectiveness. In
theory the latter could
trace video ad exposure
to consumer purchases
or other shows of inter-
est. The television indus-
try is hoping that, once
it catches up, the data
will make its case.

But for the foreseeable
future, the question for
many companies won't
be which media, but
how much of each. Big-
game commercials, for
example, are usually part
of larger campaigns that
garner plenty of online
attention on Facebook,
YouTube, and more. The
only thing sure to reach
more viewers than a
Super Bowl ad, after all,
is a Super Bowl ad that
goes viral.

Y
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Seeing Trends
inthe Data

ANALYTICS
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WOMEN SENATORS BREAK
ARECORD, BUTTHERE'S
STILLALONG WAYTO GO

AFTER EMBATTLED MINNESOTA Sen. Al Franken
resigned his seatin January, Democrat
Tina Smith took his spot. Her swearing in was
awatershed moment, bringing the number
of women in the Senate to a record 22. But
despite recent years’ progress, just 19.4%
‘ of members of the House of Representatives
are women [it's only slightly higher in
the Senate], a weak showing relative to
the rest of the world. The U.S. places 99th
globally in terms of percentage of female
legislators or parliamentarians—two spots
below Saudi Arabia.

PERCENTAGE OF WOMEN IN THE LOWER OR
SINGLE HOUSE [EQUIVALENT TO U.S. HOUSE OF
REPRESENTATIVES]) As of December 2017
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