
CONSOLIDATION OF the local TV station 
market is on again with a vengeance following 
Nexstar Media Group’s agreement to buy Tri-

bune Media for $6.4 billion, a deal that would create 
the largest U.S. broadcaster.

In 2017, Tribune agreed to be acquired by Sinclair 
Broadcast Group for $6 billion, but the government 
objected to Sinclair’s approach to complying with 
regulations — there is a public-interest standard that 
takes the review beyond the letter of the rules.

Though the government played hardball with 
Sinclair, the station business still sees consolidation as 
the best way to boost profits from local media opera-
tions when core, or nonpolitical, advertising revenues 
are not growing.

“This transaction highlights Nexstar’s role as the in-
dustry’s leading consolidator,” Nexstar chairman and 
CEO Perry Sook said during a conference call with 
analysts and investors after the deal was announced. 
“Our expanded scale, married to our commitment 
to localism, innovation and growth, has established 
Nexstar as one of the [nation’s] leading producers of 
trustworthy local news and other programming.”

The combined companies would have 216 stations 
in 118 markets and would generate about $4.6 billion 
in revenue.

$160M in Savings, Revenue
Nexstar calculates that it can create $160 million 

in reduced costs and added revenue in the first year 
after combining with Tribune. There would be a $20 
million reduction in corporate overhead, $65 million 
in cost reductions at the station level and a gain of 
$75 million in net retransmision revenue as Nexstar 
applies its rates to Tribune stations. (For more about 
Tribune’s operations, see Station Group of the Year 
coverage on page 10.)

As part of its plan to comply with regulations, 
Nexstar expects to divest about $1 billion worth of as-
sets. Of the 118 markets in which the companies have 
stations, there are overlaps in 15. 

“We believe 13 will be subject to some amount of 
scrutiny,” Nexstar chief financial officer Tom Carter 
said. “There are two markets where we believe the regs 
allow us to own two stations outright.” 

Fortunately for Nexstar, “we view the market for 
television divestiture sales as very healthy as we’ve 
seen private equity emerge in this space, as well as an 
increasing cast of strategic buyers,” Sook said.

After those sales, Nexstar could be on the prowl for 
more buys. Analysts asked if Nexstar would be inter-
ested in the Cox Media stations reportedly on the block. 
“If the national ownership cap were to open more we 
would be interested, but again it would have to be for 
the right kind of accretive acquisition,” Sook said.

Nexstar has a ready blueprint for trying to get the 
Tribune deal through the FCC and Justice Depart-
ment, which is essentially to avoid the problems Sin-
clair ran into by pushing the envelope in how it chose 
to spin off its stations or retain them.

Sinclair tried to retain two of the top four sta-
tions in some markets, capitalizing on the FCC’s rule 
change to consider such combos on a case-by-case 
basis. But while it was within its rights to do so, the 
optics were bad.

A source familiar with the company’s thinking 
suggested that Sinclair did not see that as anything 
more than trying to use the rules on the books to 
its advantage. But Wall Street watchers scratched 
their heads over the company’s failure to respond to 
Justice Department concerns over concentration in 
ad markets and recraft the deal in a way that would 
pass muster. That was one of Tribune’s issues in suing 
Sinclair over the deal’s collapse.

Sinclair also chose to spin off some stations to own-
ers with historic and problematic ties to the company 
— ties that drew national attention and eventually an 
FCC rebuke.

Importantly, Nexstar does not carry the political 
baggage that Sinclair brought with it, the conserva-

tive commentary that raised the hackles of opponents 
already suspicious of “bigger is better.” 

Cap Concerns
Chris Ruddy, who runs conservative cable network 

Newsmax and was a big opponent of Sinclair-Tribune, 
was not firing at the new deal out of the gate, but 
signaled he has issues with Nexstar’s position that the 
FCC should eliminate the 39% cap on national owner-
ship reach.

“We remain committed to the bipartisan consensus 
that Congress enacted the 39% national cap for good 
reason: to ensure diversity and competition in local 
broadcasting,” Ruddy said. “We will have more to say 
once we analyze this transaction.”

Nexstar will also face blowback from cable opera-
tors concerned about retransmission consent hikes 
due to the so-called after-acquired clauses in contracts 
that allow Nexstar to raise Tribune retrans fees to 
Nexstar rates within weeks of the deal closing.

Wall Street is betting Nexstar can close the deal.
“After nearly 19 months since the Sinclair-Tribune 

deal was announced, we’re confident that Nexstar can 
bring in these assets smoothly and on time,” Deutsche 
Bank analyst Clay Griffin said.   

After the Tribune Media deal, Nexstar Media Group would be the No. 1 U.S. TV-station owner, perched right at the 
FCC’s 39% ownership cap. 

Master Station Consolidator  
Nexstar Aims to Live Large 
Closing Tribune Media deal would create biggest broadcast group
By Jon Lafayette and John Eggerton
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New episodes of New Dogs, Old 
Tricks are live on Amazon. Based 
on the movie What Happened Last 
Night, the comedy premiered in 
September, and the second half of 
the season is now available. 

Candice Cain directed the movie 
and created the show. She has a 
lively discourse with viewers. “The 
audience is very influential to our 
story,” she said, communicating 
on Facebook, Twitter and Insta-
gram. “I read everything.”

Cain described New Dogs, Old 

Tricks as “very realistic and very 
relatable.” She has heard from a 
number of viewers who thank her 
for casting “real-looking people” 
on New Dogs. 

“We try very hard to have 
stories and characters that are 
relatable,” Cain said. 

Viewers are in for some stiff 
stuff, with a couple frightening 
attacks on main characters in the 
new episodes. “The show does 
take a darker turn,” Cain said. 

Both attacks are based on real-
life events, she added. 

New Dogs is a college comedy, 
much of the humor repurposed 
from the creator’s days at George 
Washington University in D.C.  
The show’s bar, Tiny’s, is a stand-in 
for Lindy’s Red Lion, the pub fa-
vored by GWU students. Cain was 
saddened to learn that Lindy’s, 
where she worked and partied,  
recently closed. Slightly less 
saddening — the TGI Friday’s on 
campus closed, too. 

Cain sees New 
Dogs, Old Tricks 
as “Friends meets 
90210.” 

“I’m a ’90s kid,” 
she said. 

And The Carbonaro 
Effect restarts on 
truTV Dec. 13 after 
a mid-season break. 
Comedian Michael 
Carbonaro is up to his usual she-
nanigans, with elaborate pranks 
on unsuspecting marks. 

The show hits its 100th episode 
this season. When The Carbonaro 
Effect began, the host thought he 
had 10 great episodes in him. He 
credits the Carbonaro team, and 
the magic community’s support, 
for helping him reach 100. 

“As long as everybody is willing 
to stay involved, we’ll keep rock-
ing,” Carbonaro said. 

New hijinks include a mermaid 
that is hatched after a woman 
swigs from a special water bottle 

and jumps in a 
lake and a hockey 
player frozen 
beneath the ice. 
For the first time, 
Carbonaro said, 
The Carbonaro 
Effect targeted 
a fan of the 
show for a prank 
instead of a ran-

dom bystander. 
A new television was on display 

in an electronics store. A person in 
the store gets transposed into the 
television, and Carbonaro comes 
off the TV and enters the room. 
“We were terrified — we didn’t 
know if it would work,” he said. “It 
was totally bonkers.”

Another hidden-camera skit has 
Carbonaro and company take over 
a Department of Motor Vehicles 
facility, playing tricks on those in 
the building. Said Carbonaro, “We 
just wanted to bring smiles to the 
DMV.”

New Dogs, Old Tricks

THE WATCHMAN
Senior content producer Michael Malone’s weekly look at the programming scene

New Episodes for ‘New Dogs,’ ‘Carbonaro’ Aims for Century 

The Carbonaro Effect

+   Fates & Fortunes 
1) CHARLIE WEISS has been named senior VP, business 
development for NATPE. Weiss joins the organization 
from Future plc, where he was VP, group publisher for 
Broadcasting & Cable and Multichannel News. 2) JOSE 
PAGLIERY has been tapped as investigative reporter 
and lead of Univision Investiga for Noticias Univision 
42 WXTV. Pagliery most recently was an investigative 
reporter for CNN International and CNN en Español. The 
Paley Center for Media has announced new members to 
its Board of Trustees and its Los Angeles Board of Gov-
ernors. New trustees are: ADAM BIRD, senior partner, 
McKinsey and Co.; STEVE COOPER, CEO, Warner Music 
Group; JENNIFER MULLIN, CEO, Fremantle; 3) TYLER 
PERRY, founder & owner, Tyler Perry Studios; JIMMY 
PITARO, co-chair, Disney Media Networks and president, 
ESPN; RYAN SEACREST, creative entrepreneur, TV radio 
host and producer; and STRAUSS ZELNICK, chairman 
and CEO, Take-Two Interactive Software. Additions to the 
Los Angeles Board of Governors include RANDY FREER, 
CEO, Hulu; TINA PERRY, general manager, OWN: Oprah 
Winfrey Network; KEVIN REILLY, president, TNT/TBS, 
chief creative officer, Turner Entertainment; JENNIFER 
SALKE, head, Amazon Studios; and MICHAEL WRIGHT, 
president, Epix. 
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STAT OF THE WEEK

3.1%
— Drop in national TV ad spending Magna predicts 

in 2019, from $42.9 billion in 2018.

THEY SAID IT
“I think that part of the issue with virtual MVPDs is 
your overall relationship with the customer and how 
sticky that is. I think we have an opportunity to make a 
stickier relationship. That isn’t to say you can’t have a 
virtual MVPD that makes money, but it creates a very 
expensive product from a programming perspective 
and a marketing and churn perspective.”

—Tom Rutledge, Charter Communications chairman and CEO, 
told an industry audience last week during the UBS Global 
Media & Communications conference in New York.


