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ple Internet-connected de-
vices consuming more than
100 megabits per second.
The Organization for Eco-
nomic Cooperation and De-
velopment in 2013 esti-
mated that the average
household with two teenag-
ers had 10 Internet-con-

nected devices. By 2017, the
OECD projected the number
would be 17; by 2022, it
would climb to 50.

To grasp the problem,
think of each Wi-Fi router
as a stereo system. When
there were fewer Wi-Fi hot
spots and fewer gadgets

2011 and initially struggled to
attract an audience.

Now, the network faces the
challenge of keeping up its
momentum as economic pres-
sures and the rise of Web
video batter the industry,
threatening a shakeout among
cable channels.

According to a recent re-
search report from Barclays
PLC, niche networks could dis-
appear altogether without
shows that reach beyond their
core audience.

Ms. Winfrey, who was still

on the air when her syndi-
cated daytime talk show when
OWN was launched, now is
taking a more active role at
the network.

Executives there say she is
more involved in hearing
pitches for TV shows, review-
ing scripts and sending
“notes” on how to improve
programming. She also will be
playing her first scripted role
for the network, as a recurring
character on “Greenleaf,” a
drama beginning in June

Please see OPRAH page B5

When Oprah Winfrey in-
vited director Ava DuVernay to
her Hawaii home in the sum-
mer of 2014, after the two had
completed filming the movie
“Selma,” they got to talking on
her porch about the novel
“Queen Sugar.”

Then and there, Ms. Win-
frey decided to turn the
book—about a mother and
daughter who leave Los Ange-
les for a Louisiana sugar-cane
farm they inherit—into a TV
series for her OWN cable net-
work.

The series, which is ex-
pected to premiere later this
year, reflects the transforma-
tion of OWN’s programming
over the past few years. The
network, a joint venture with
Discovery Communications
Inc., was built around self-im-
provement talk shows, but has
shifted toward increasingly
ambitious dramas, with Ms.
Winfrey taking a bigger role in
its creative decisions.

The overhaul coincided
with a ratings surge, as the
network’s new lineup reso-
nated with women and black
audiences. OWN’s average
prime-time viewership has
grown roughly 30% in the past
two years to 537,000, accord-
ing to Nielsen, even as many
cable networks have suffered
declines.

Those figures represent a
remarkable turnaround for
OWN, which made its debut in

BY NICK NIEDZWIADEK

Oprah Steers Cable Turnaround
OWN network rises
as rivals struggle
by shifting its
lineup toward dramas

A scene from a new original drama series for the OWN cable
network. The channel is increasingly turning to such programming.
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Why Home Wi-Fi Service Is Terrible
I

f you think your home
Wi-Fi is annoying now—
flaky, slow, riddled with

dead zones—just wait until
your streaming 4K TVs are
battling phones, laptops,
game systems and con-

nected gad-
gets for the
available
bandwidth.
The future
depends on
your home
network,
but even
today’s
best home
networks

aren’t ready.
I call this problem the

home-spectrum crunch, and
it’s a relatively new phe-
nomenon. It’s a product of a
100-fold increase in demand
for wireless bandwidth on
home Wi-Fi networks in just
the past five or so years.

In place of Web browsing
on one or two devices—re-
quiring less than 5 megabits
per second—we now have
streaming video and multi-

connecting to them, the am-
bient noise was bearable.
But if you’ve opened your
laptop and lately seen doz-
ens of Wi-Fi networks, you
understand our modern co-
nundrum: All those net-
works are essentially trying
to shout over one another
to be “heard” by connected
devices.

Trond Wuellner, product
manager for Google’s On-
Hub Wi-Fi router, says the
average OnHub router can
“hear” 16 other hot spots;
one of every 20 OnHubs can
hear 50 other hot spots.

The upshot: the more
Wi-Fi hot spots, the worse
the overall Wi-Fi experience
for everyone. This is the re-
verse of what should be and
the opposite of what hap-
pens in an office, where all
the Wi-Fi hot spots are
made to play nice with each
other by expensive equip-
ment from the likes of
Cisco Systems.

Having a good home Wi-
Fi network has become

Please see MIMS page B2

Eero is among the startups trying to improve wireless networking.
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Sherwin-Williams Co. has
agreed to buy Valspar Corp.
for more than $9 billion, a deal
that would help the paint
maker get better access to big-

box retailers like Lowe’s,
where Valspar is a big seller,
and expand abroad.

Sherwin-Williams will pay
$113 a share in cash, a 35%
premium to Valspar’s closing
price on Friday. Based on a
fully diluted share count,
which typically includes in-
struments that can be con-
verted into stock, the deal is
worth about $9.3 billion.

Valspar shareholders have
already made out well, with
the stock more than doubling
in the past five years, far out-
stripping the S&P 500 index.

The Wall Street Journal re-
ported earlier Sunday that the
companies were in talks to
combine.

The purchase would give
Sherwin another brand and
more access to do-it-yourself
painters, who tend to buy their
supplies at big retailers rather
than at the contractor-oriented
stores owned by Sherwin.

Retailers such as Home De-
pot Inc., Lowe’s Cos. and Wal-
Mart Stores Inc. have been
taking market share away from
independent paint stores.

Valspar is particularly
strong at Lowe’s and Ace hard-
ware stores. Sherwin has long
relied heavily on its own stores
for paint sales, but last year
began selling a new HGTV
brand at Lowe’s, taking some
space from rivals.

The deal also would help
Sherwin take a larger chunk of
global paint sales. The com-
pany’s long-standing logo
shows a can of red paint being
poured over a globe, bearing
the slogan, “Cover the earth.”

Mostly, though, the Cleve-
land company has covered the
U.S., which accounts for about
84% of its sales. The Valspar
acquisition would reduce the
U.S. share to about 76% by add-
ing sales in Asia and Europe,
according to the company.

“It gives us the scale and
platform” to expand in Europe
and Asia, Chief Executive John
G. Morikis said in an interview
Sunday. He was promoted to
CEO effective Jan. 1, succeed-
ing Christopher Connor.

Valspar sells paint for
houses and buildings in China
and Australia, where Sherwin

Please see PAINT page B2

By DanaMattioli,
Liz Hoffman

and James R. Hagerty

Paint Firm
Will Buy
Rival for
$9.3 Billion

Breaking Away
The OWN network increased its audience last year, even as several
peers suffered viewership losses.
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After decades of spending
billions of dollars to hedge
against rising fuel costs, more
airlines, including some of the
world’s largest, are backing off
after getting burned by low oil
prices.

When oil prices were rising,
hedging often paid off for the
airlines, helping them reduce
their exposure to higher fuel
costs. But the speed of the
58% plunge in oil prices since
mid-2014 caught the industry
by surprise and turned some
hedges into big money losers.

Last year, Delta Air Lines
Inc., the nation’s No. 2 airline
by traffic, racked up hedging
losses of $2.3 billion, while
United Continental Holdings
Inc., the No. 3 carrier, lost
$960 million on its bets.

Meanwhile, No. 1-ranked
American Airlines Group Inc.,
which abandoned hedging in
2014, enjoyed cheaper fuel
costs than many of its rivals

as a result. “Hedging is a
rigged game that enriches
Wall Street,” said Scott Kirby,
the airline’s president, said in
an interview.

Now, much of the rest of
the industry is rethinking the
costly strategy of using com-
plex derivatives to lock in fuel
costs, airlines’ second-largest
expense after labor.

Somes airlines have decided
that, with oil prices weak, the
potential benefits from hedg-
ing may no longer justify the
risks. Delta and United said
they have no hedges in place
for next year.

Smaller U.S. carriers, in-
cluding JetBlue Airways Corp.
and Spirit Airlines Inc., have
been minimizing their hedges,
according to their public fil-
ings. Even in Europe, where
carriers have been big advo-
cates of hedging, some airlines
are scaling back.

“We don’t need to hedge
that risk like we used to,” said
Gerry Laderman, acting chief

financial officer of United.
“That doesn’t mean that hedg-
ing is off the table. We are
looking at formulating…a dif-
ferent way of thinking about
it.”

In hedging, airlines enter
into financial contracts that
get more valuable as oil or
fuel prices rise, offsetting the
run-up in prices. But the re-
verse is also true. The value of
these contracts fall when
prices fall, creating trading
losses—in some cases large
ones—and canceling out the
benefit of the cheaper fuel.

Oil prices, which peaked at
$147 a barrel in 2008, are cur-
rently at around $41 a barrel,
after rising from a 13-year low
of $26 in mid-February. Some
analysts and traders think the
recent rally won’t hold amid a

Please see HEDGE page B4

BY SUSAN CAREY

Airlines Retreat on Fuel Hedging

on its packaged food nation-
wide, saying it would be too
complex and expensive to cre-
ate a separate distribution
network for the 626,000-per-
son state of Vermont.

The maker of Cheerios and
Lucky Charms remains firm in
its stance against mandatory
labeling, but “having one sys-
tem for Vermont and one for
everywhere else is untenable,”
said Jeff Harmening, General
Mills’ chief operating officer
of U.S. retail.

Some companies, fearing
such labels will be a sort of
scarlet letter and scare off
consumers, are replacing in-
gredients altogether. Vermont
Fresh Pasta, which touts its
fresh, local fare, said it has
swapped out canola oil, which
typically contains GMOs, for
olive oil, which has no geneti-
cally modified version.

“It’s sort of a better-safe-
than-sorry idea,” said co-
owner Ken Jarecki. He said his
company’s costs increased by

Please see GMO page B2

The U.S. food industry is
fighting one of its fiercest reg-
ulatory battles in years over
labels for ingredients made
with genetically modified or-
ganisms. And it is losing—to
Vermont.

The country’s first law re-
quiring mandatory GMO labels
is slated to go into effect in
Vermont on July 1 after an in-
dustry-backed federal law that
would block states’ authority
stalled in the U.S. Senate last
week. Facing fines up to $1,000
a day per product, food makers
from giants like General Mills
Inc. to regional businesses like
Vermont Fresh Pasta are mak-
ing big adjustments, many of
which extend beyond the
state’s borders.

Vermont is a tiny market
for most companies, but the
integrated nature of supply
chains gives it an outsize ef-
fect. On Friday, General Mills
said it is slapping GMO labels

BY ANNIE GASPARRO
AND JACOB BUNGE

GMO Labeling Law
Roils Food Companies

American Airlines abandoned its fuel hedging in 2014.
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BUSINESS NEWS

something of an arms race:
Buy a newer, more powerful
router and your service
could improve, but at the
expense of your neighbors.

The fact that nearly ev-
eryone who makes Wi-Fi
routers is trying to tackle
this problem, along with
Google, your cable company
and a raft of startups, dem-
onstrates how in-home Wi-
Fi connections have become
a serious bottleneck.

One such player is Eero.
Wall Street Journal per-
sonal-tech columnist Geoff
Fowler found that Eero’s
multi-node “mesh network-
ing” solution works well
even in challenging environ-
ments.

But a stock Eero setup
might not be adequate in a
future when homes rou-
tinely have gigabit connec-
tions, a 10-fold increase
over what’s widely available
today. That’s because, as
Eero CEO Nick Weaver ex-
plains, when you’re at the
edge of a mesh network,
your connection is only as
fast as the slowest link back
to the base station.

One solution would be to
add more antennas, or
nodes, throughout your
home. Unfortunately, Eero’s
units currently cost $200 a
pop.

A new competitor an-
nouncing itself on Monday,
called Plume, has gathered
wireless-industry veterans
to create what it claims is a
new kind of Wi-Fi, pro-
tected by 14 patents. The
company calls it “adaptive
Wi-Fi.”

Fahri Diner, CEO of
Plume and a veteran execu-
tive of Siemens and Qtera,
says Plume’s system will
consist of many cheap,
“dumb” antennas, enough
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for every room of a house,
for a total cost of about
$100.

If Plume can do that, it
would be enough to make a
wireless-networking geek
swoon. But we won’t know
for a while, because the
company doesn’t plan to un-
veil its product or partners
until the third quarter of
this year.

Essentially, Plume and
most of its rivals aim to
take the technology behind
expensive, enterprise-grade
Wi-Fi systems for offices
and make it cheap enough
to use in your home.

Others are tackling the
problem with wires, para-
doxically. Comcast, the na-
tion’s largest cable-TV pro-
vider, has quietly been
testing systems that rely on
the networks of coaxial ca-
bles spread across newer
U.S. homes.

The systems put multiple
routers in different parts of
a home to create a single
seamless wireless network,
says a company spokesman.

The biggest competitor of
all in this space could soon
be Alphabet’s Google. Mr.
Diner said he believes
Google is working on a
mesh solution similar to
Plume’s. Mr. Wuellner de-
clined to comment on
Google’s plans for future it-
erations of OnHub.

But he said most industry
players are moving from a
single hub, like Google’s
current offering, toward
systems with multiple
nodes.

Taken together, this
means that the future of
Wi-Fi in your home looks a
lot like the present of Wi-Fi
in your office. There will be
antennas everywhere, possi-
bly in every room. It will be
insanely fast. It will be
cheap, though you might
have a new monthly bill, to
pay Plume, Google, your ca-
ble provider or some other
company for the cloud ser-
vices required to manage
your home network.

Given our increasing de-
pendence on ever more
wireless bandwidth, these
companies are betting we’ll
be happy to pay for the
privilege.

MIMS

In-home Wi-Fi
connections have
become a serious
bottleneck.

Surveying the Field
Vermont's looming GMO label law is having widespread effects as a
large majority of U.S. soybean and corn crops are genetically modified.
Percentage of genetically modified crops planted in the U.S.

Source: Agriculture Department THEWALL STREET JOURNAL.
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hasn’t had any significant
presence in that product line.
Valspar also has strength in
two other areas that Sherwin
has been absent from: coatings
for food and beverage packag-
ing and for steel coils.

The combined Sherwin and
Valspar would have had coat-
ings sales last year of about
$15.6 billion, outstripping rival
PPG Industries Inc.’s $14.2 bil-
lion and Amsterdam-based Ak-
zoNobel NV’s $11.1 billion, ac-
cording to Sherwin.

Continuedfromthepriorpage

10%, and using olive oil so far
hasn’t boosted sales.

Freedom Foods LLC, a
maker of organic and gluten-
free products based in Ran-
dolph, Vt., has stripped GMOs
from the granolas and cookies
it makes for Vermont grocery
stores, said owner Cathy Ba-
con. An out-of-state food com-
pany, whose products are
made locally by Freedom
Foods, has postponed selling
in Vermont over concerns
about complying with the law,
she said.

Other businesses appear

Continuedfromthepriorpage

month that retail cereal sales
were trending positive so
far, up about 1% in December
and January, according to
Nielsen. That compares to a
6% drop for its November-

ended quarter.
The company also said

that making its Cheerios glu-
ten free last fall has boosted
revenue.

But the real picture is likely

General Mills Looks for Cereal Payoff
General Mills Inc. has

spent years reformulating ce-
reals like Trix to remove arti-
ficial flavors and synthetic
colors. Investors will find out
this week whether the effort
has paid off or whether the
muted colors have turned off
loyal customers.

The Minneapolis food gi-
ant is set to report quarterly
earnings on Wednesday amid
a slumping cereal market.

General
Mills’ U.S. ce-
real sales fell
to $2.31 billion
in fiscal 2015

from $2.35 billion in fiscal
2010. In the same period, the
company’s overall sales rose
20%, but the Big G cereals
remain an important part of
its business, contributing
13% of total revenue.

General Mills execu-
tives have said restoring
growth for its U.S. cereal
sales is a priority for its fis-
cal year ending in May.

The company isn’t alone
in its cereal conundrum.
Consumers across the coun-
try are eating less of the
processed oats and grains in
milk for breakfast, turning
instead to higher-protein,
portable meals like Greek yo-
gurt and breakfast sand-
wiches.

General Mills’ expensive
cereal project came to frui-
tion in January when it re-
placed traditional varieties
of Golden Grahams, Trix and
Reese’s Puffs on grocery
shelves with new, more-nat-
ural versions.

The company said at an
industry conference last

to come in General Mills’ earn-
ings report Wednesday. De-
pending on what they see, in-
vestors may decide executives’
optimism for one of the com-
pany’s biggest profit drivers is
unfounded.

Food industry analysts
have challenged the rosy
outlook at General Mills as
well as at rival Kellogg Co.

Euromonitor Interna-
tional’s Pinar Hosafci says
the idea of U.S. cereal sales
returning to growth this year
seems “a bit far-fetched.”

Euromonitor projects ce-
real sales will contract
through 2017, albeit at a
slower rate of decline. The
“high-calorie, children’s
breakfast cereals continue
facing structural challenges,”
Ms. Hosafci said.

Even if General Mills can
shape up in the cereal aisle,
it is now facing declines in
yogurt, its second-biggest
category, said CLSA analyst
Michael Lavery. “And it’s
getting worse,” he said.

U.S. sales of General Mills’
yogurt, which includes the
Yoplait brand, fell 15% in
February, according to re-
search firm IRI. Yoplait faces
pressure from Greek yogurt
giant Chobani and other
emerging brands.

Overall, analysts polled by
Thomson Reuters on average
are expecting a 6% drop in
revenue to $4 billion for
General Mills’ fiscal third
quarter that ended last
month. They project profit of
$375.7 million, or 62 cents a
share, which would be down
12% from a year ago.

The Week Ahead looks at
coming corporate events.
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BY ANNIE GASPARRO

THE WEEK
AHEAD

confused about whether they
need to use special labels.

Food is exempt from label-
ing in Vermont if it is a direct
animal product like meat and
eggs, is certified as non-GMO,
if none of the ingredients have
a genetically modified version,
or if the GMO ingredients
make up less than 0.9% of the
product’s weight.

Blue Valley Gourmet
founder Christine Sawyer said
she’s still unsure if she’ll have
to label her fruit spreads.
Some contain soy lecithin, typ-
ically a GMO ingredient, but it
may be in a small enough
quantity that they’re exempt.

Others aren’t sure whether
the Vermont law applies to all
of their products containing

GMOs.
That is because any foods

regulated by the U.S. Depart-
ment of Agriculture—including
processed foods containing
meat that makes up at least 2%
of their weight—are also ex-
empt from Vermont’s state law.
So Campbell Soup Co.’s canned
SpaghettiOs would need special
labels in Vermont but the Spa-
ghettiOs with meatball won’t.
That is confusing, says the soup
maker, which has also decided
to voluntarily label its GMOs
nationwide.

The office of Vermont Attor-
ney General William Sorrell,
which is responsible for enforc-
ing the state law, has been del-
uged with questions. Its website
now warns that the office won’t
reply to email inquiries about
GMO labeling and asks compa-
nies to stop calling.

“We’re just simply not in a
position to answer every sin-
gle hypothetical question that
comes in,” said Mr. Sorrell.

GMOs include crops whose
genes have been engineered to
make them resistant to pests,
able to withstand herbicides,
and otherwise hardier. Federal
regulators have approved the
GMO seeds on the market.
Critics say they can hurt the
environment and rely on her-
bicides that could harm con-
sumers.

The federal bill stalled amid
lawmakers’ disagreements
over disclosure requirements,

but negotiations are expected
to continue, in hopes of bring-
ing the legislation back to the
Senate floor later.

Meanwhile, companies are
preparing for the Vermont
law—which can be a lengthy,
complicated, and expensive
process.

Grocery chain Price Chop-
per, owned by Golub Corp., has
decided to keep the GMO ingre-
dients in its store-brand prod-
ucts and said it would use spe-
cial labels for foods like
cornflakes and ice cream. But it
is also busy making sure its sup-
pliers are compliant and calcu-
lating how much product it will
have to restock come July in its
15 Vermont stores, compared
with its 120 other locations.

“There’s cost at every
level,” a spokeswoman said,
adding that price increases are
inevitable.

In many cases GMO ingredi-
ents are difficult to substitute.
Only a handful of crops grown
in the U.S. are genetically
modified, but of the prominent
ones—corn, soybeans, canola
and sugar beets—more than
90% are a GMO variety. The
Grocery Manufacturers Associ-
ation, an industry trade group,
estimates that 70% to 80% of
packaged food in the U.S. con-
tain GMOs through ingredients
like high-fructose corn syrup
or soy lecithin.

Vermont institution Ben &
Jerry’s Homemade Inc., which
is part of Unilever PLC, de-
cided to remove GMOs from
its ice cream in response to
consumer pressure before the
state law passed.

It took about three years
just to remove GMOs from in-
gredients like cookie dough
and caramel, and the new
products averaged 11% higher
in price.

Blue Valley’s Ms. Sawyer
said that in addition to cost,
“sourcing new ingredients is
so time-consuming.” Rather
than add GMO labels or search
for alternative ingredients, “I
will probably just discontinue
those flavors.”

—Kristina Peterson
contributed to this article.

GMO

The global coatings mar-
ket—including paint and coat-
ings used on cars, ships and
myriad other products—gener-
ates about $130 billion of sales
a year, according to PPG.

Sherwin valued the Valspar
deal at $11.3 billion, including
the assumption of debt.

The deal includes an un-
usual cut to the purchase price
should antitrust regulators de-
mand aggressive divestitures.
If Sherwin is forced to sell
businesses representing more
than $650 million of Valspar’s
2015 revenue, the price drops
by $8 a share. Sherwin could
walk away entirely if divesti-
tures climb to $1.5 billion of

revenue, a provision that is
more common.

The potential price cut is a
nuanced way to handle anti-
trust risk, which is usually dealt
with more bluntly with all-or-
nothing walkaway rights and
termination fees.

But it means Valspar share-
holders likely would be voting
on a deal without knowing for
sure how much they would get
paid, which could complicate
approval.

The companies said they
believe there is minimal risk of
antitrust pushback and that
the provisions “provide Sher-
win-Williams and Valspar with
greater closing certainty.”

Sherwin said it expects the
deal to immediately add to
earnings, excluding one-time
costs, and projected $280 mil-
lion in annual synergies, which
normally come from cutting
overlapping expenses.

It has been a busy stretch for
chemical-company mergers, a
category that coatings sellers
would fall under. Late last year,
chemicals manufacturers Dow
Chemical Co. and DuPont Co.
signed a deal worth a combined
$120 billion. In February, gov-
ernment-owned China National
Chemical Corp. capped a string
of acquisitions with a $43 bil-
lion deal to buy Swiss pesticide
and seed provider Syngenta AG.

PAINT
The nation’s first law requiring mandatory GMO labels is set to go into effect in Vermont on July 1.
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