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TOYOTA TOP SPENDER; 5 OTHERS DROP $40M+
  Before COVID-19 reared its ugly head, automakers spent 
close to $456 million on television advertising in the first 
quarter, according to TV analytics firm Alphonso.
  Toyota led the pack, outspending its nearest competitor by 
$12 million.
  The report analyzed viewership data from 15 million smart 
TV households, MediaPost says.
  Six companies spent more than $40 million each: Toyota 
($60.7 million), General Motors ($48.7 million), Fiat Chrysler 
Automobiles ($48.4 million), Subaru ($45.2 
million), Ford Motor ($41.6 million) and 
Hyundai ($40.9 million.)
  Among the top six brands by spend, Toyota, 
Hyundai and Jeep all invested in the Super 
Bowl.
  The quarter is usually dominated by college and pro 
sports, but after COVID-19 halted seasons including the 
NCAA’s March Madness runup to the NCAA Basketball 
Tournament, more airings shifted to popular TV stalwarts 
like The Voice, American Idol, 60 Minutes and family or 
crime dramas.
  Top spenders include Mazda, which spent $9.9 million on 
3,185 airings of its “Feel Alive” spot for the 2019 CX-30; 
Toyota, which spent $9.4 million for three airings of its Super 
Bowl TV spot and Hyundai, which spent $9.4 million for 14 
airings (including the Super Bowl) of its “Smaht Pahk” spot 
for its Hyundai Sonata. 
  FCA spent $9.3 million for 21 airings of its Jeep “Groundhog 
Day” spot featuring actor Bill Murray, while Kia also spent 
$9.3 million for three airings of its “Tough Never Quits” spot. 
Genesis also spent $9.3 million for seven airings of its GV80 
spot featuring musician John Legend and model Chrissy 
Teigen. All three spots ran during the Super Bowl. 
  Nissan’s “Refuse to Compromise” TV campaign garnered 
the brand a 27.8% overall lift in visitors to dealerships, 
according to Alphonso. The spot, featuring actress Brie 
Larson, was created by TBWA and debuted March 11. 
Nissan spent $7.1 million for 2,467 airings.

FORD EXPECTS $5B OPERATING LOSS IN Q2
  Ford Motor expects an operating loss 
of more than $5 billion in the second 
quarter as the financial toll of the 
coronavirus crisis continues to worsen, 
Automotive News reports.
  The automaker said yesterday that 
it lost $632 million before interest and 
taxes in Q1, although it made $346 
million before interest and taxes in 
North America. That came despite 
shuttering U.S. assembly plants for the 
final two weeks of the quarter.
  Ford in Q1 lost money in every region 
outside of North America.

AUTOMAKERS SPEND $456M ON TV COMMERCIALS IN Q1
ADVERTISER NEWS
  The restaurant business is slowly improving even before 
units are given the green light to fully reopen in some 
states. The McDonald’s Franchisee Survey conducted by 
Kalinowsky Equity Research found comps at Mickey D’s 
down 20%-25% for the second week in April, still bad but 
at least an improvement over the prior week’s drop of 25%-
30%. And the latest weekly report from the NPD Group, 
which surveys 70 chains, found transactions down 36% for 
the week that ended April 19 compared with a 43% drop 

in the prior week… H-E-B supermarkets 
are offering a new home delivery option. 
Favor Express Delivery offers just a two-
hour turnaround for up to 25 items from 
a specified list of groceries and essential 
items. Delivery comes through the chain’s in-

house e-commerce Favor operation… PepsiCo reported 
organic brand growth of 7.9% for Q1, with volume gains of 
5% from Frito-Lay, 8% from Quaker Foods and 6% from 
the beverage division. During the quarter it closed on a deal 
to acquire Rockstar Energy Beverages and became the 
exclusive distributor of Bang energy drinks. Paired with its 
existing Mountain Dew brand, Pepsi says it will capture a 
fair share of “an attractive and highly profitable category.”  
Still, with declines coming from sales in restaurants, the 
company withdrew prior estimates of profitability for the 
rest of the year… Keurig Dr Pepper reported a 9.1% sales 
increase in its beverage division, coming mostly from volume 
gains in premium water, carbonated soft drinks, juice and 
applesauce, partially driven by consumers stocking up at the 
start of the COVID-19 pandemic. In addition to Dr Pepper, 
its major brands include Snapple, Motts, Canada Dry, 
A&W and 7UP. Coffee system sales were up just 0.5%... 
Tractor Supply, which has been advertising aggressively 
during the crisis, reported a 4.3% same-store sales increase 
for its Q1. The company says it remains committed to an 
expansion plan that calls for 80 new Tractor Supply and 
10-15 new Petsense stores this year, although the timing 
of those openings could be delayed in some markets.
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ARE WE RUNNING OUT OF THINGS TO WATCH?
  So much for the Golden Age of content. The latest 
installment of a weekly COVID-19 tracking study from 
Mindshare finds 46% of American consumers say they’ve 
already run out of media content to watch, read or listen 
to. That’s up from 33% a couple of weeks ago, and 30% at 
the end of March, MediaPost reports.
  The finding, which is based on self-reported responses 
to the question, may be a foreboding one, given that much 
of Hollywood’s studio production system has also been 
on hiatus during the pandemic, and there could well be 

an even bigger paucity of content than 
normal, despite pent up demand for it.
  The finding may help explain the 
phenomenal success of a show like 
Netflix’s limited reality series “Tiger 
King,” which in more content-rich 
times might not have gotten nearly the 
attention of sampling that it has during 
a pandemic.
  It also belies a regular annual analysis 
from FX Networks showing that the 
supply of new scripted TV series has 

surpassed the number of hours people have to watch 
them.
  Or it could just mean that Americans don’t feel like they 
are running out of content of sufficient quality that they 
actually want to watch, read or listen to.
  Meanwhile, Mindshare has also detected a corresponding 
finding that may seem paradoxical in light of the fact that 
many Americans say they’re running out of media content: 
They are also actively limiting the time they spend with 
media to avoid reading, watching or hearing news about 
COVID-19.
  Currently, 51% of Americans say they are limiting their 
time with media to avoid it, which is up 38% a couple of 
weeks ago, and 37% at the end of March.

PARKS: 76% OF BROADBAND HOMES HAVE OTT
  With many parts of the U.S. under quarantine measures 
due to the coronavirus, new data from Parks Associates 
finds that about 6 million households added high-speed 
Internet service in the first quarter ended March 31.
  In a survey of 10,000 respondents from March 8 and April 
3, Dallas-based Parks found 76% of domestic broadband 
households subscribe to an OTT service, with adoption of 
online pay-TV services such as YouTube TV, Hulu with 
Live TV and Sling TV up 12%.
  “We are closely tracking shifts in technology use at home, 
as shelter-in-place orders have continued as a result of 
COVID-19,” research director Steve Nason said in a 
statement. “Consumers are experimenting with watching 
video on different services and different devices.”
  Separate data tracking from subsidiary Reelgood of 
4.8 million OTT users from March 16 to April 26 found 
that during widespread stay-at-home mandates, viewers 
flocked to Netflix, with the most popular shows being 
Ozark, Money Heist and Tiger King. The most popular 
movie was Parasite.
  In a time of uncertainty, genres such as comedy, faith and 
spirituality and kids upped viewership with slight declines 
in horror, war and crime.

VIEWERS LIKE SPOTS ACKNOWLEDGING CRISIS
  More people are spending time watching TV and streaming 
video because of the coronavirus crisis, and, according to 
a study conducted by Comcast’s FreeWheel unit, those 
viewers are open to advertising while sheltering in place, 
Broadcasting & Cable reports.
  The survey found that more than 80% of consumers 
said they’re spending more time with video since physical 
distancing began to slow the spread of the virus, with 32% 
saying they are watching “a couple hours more per week” 
and 22% saying they are watching 1-2 hours per day more.
  During this additional time at home, 
consumers say they are most often 
watching news (49%), comedies (48%) 
and dramas (41%).
  From a commercial perspective, more 
than nine out of 10 consumers said they 
believe it’s appropriate for brands to 
advertise on TV and online video during 
the pandemic.
  And nearly 60% of consumers 
think brands should be incorporating 
COVID-19 specific messaging into 
their ads. Most warn that this should be done in a tasteful 
manner, but 40% said there was a positive affiliation with 
brands that are marketing during these times.
  “They want a nod to the times in which we’re in, whether 
that’s the full spot dedicated to narrative around how we are 
supporting customers or supporting those on the front line 
and giving a sense of positive feeling that we’ll get through 
this together. Obviously we see a lot of this,” said Mark 
McKee, senior VP, head of U.S. commercial, FreeWheel.

CURBSIDE PICKUP AT RETAIL STORES SURGES
  The coronavirus pandemic is making curbside pickup 
much more valuable to customers and more beneficial 
to retailers, as many stores remain shut to try to curb the 
spread of COVID-19, CNBC reports.
  The number of orders placed online and picked up at 
brick-and-mortar stores by customers surged 208% from 
April 1-20 compared with a year ago, according to data 
pulled from Adobe Analytics, which measures the web 
transactions of 80 of the top 100 internet retailers in the 
U.S.
  Meantime, online sales in the U.S. jumped 49% from March 
12 to April 11, compared with a baseline from March 1-11, 
Adobe said. Retailers did not start widely closing stores due 
to the pandemic until mid-March.
  Companies like Target have been touting buy online, pick-
up at store options to customers who feel more comfortable 
ordering online during the crisis, but who don’t want to wait 
for packages to arrive by mail.
  Other retailers such as Kohl’s, Best Buy, Bed Bath & 
Beyond and Dick’s Sporting Goods have been able to 
offer this pickup option at certain locations, even as their 
stores sit closed because they have been deemed non-
essential.
  The curbside pickup trend is likely here to stay, according 
to Naveen Jaggi, the president of commercial real estate 
services firm JLL’s Retail Advisory team. Shoppers will 
likely be more hesitant to get back to stores, since they’ve 
adjusted to being home for so long, he told CNBC.
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Jim Gaffigan

At least being under 
quarantine is helping me 

keep my fitness goal of still 
not having a personal trainer.
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ADVERTISER NEWS
(Continued from Page 1)
  Bed Bath & Beyond kept its buybuy BABY and Harmon 
Face Value stores open but closed the majority of locations 
of its primary brand. The company is now extending closures 
of those stores until May 16, although it’s expanding the 
number of locations where it can do curbside pickup… 
David’s Bridal, the nation’s largest chain in that category, is 
starting to reopen stores this week and plans to have its full 
roster of more than 300 locations open by the beginning of 
June. For the stores that are still closed, David’s is launching 

virtual stylist and on-demand text chats 
to cover subjects such as at-home 
measurement... Havertys Furniture 
will reopen 108 of its 120 locations by 
May 1, with plans to be fully open by the 
middle of May. It will, however, lay off 
about 1,200 people, more than a third of 
its workforce pre-COVID-19. Havertys 
locations are in the South and Midwest 
regions... Southwest Airlines lost $94 
million in Q1, posting a negative for the 
first time since 2011… Simon Property 

Group will reopen 49 of its malls and outlet centers May 
1-4; it will provide free masks and hand sanitizer packets 
to shoppers who request them... Ford Motor and Rivian 
are canceling their plan to jointly develop an electric vehicle 
for the Lincoln brand because of the ongoing coronavirus 
crisis. Lincoln informed its dealers of the decision yesterday. 
Officials said the brand still planned to have its own EV 
eventually and could potentially co-develop a product with 
Rivian in the future but shelved the project because of the 
“current environment,” Automotive News reports... UPS is 
working with CVS to deliver prescription drugs via drone in a 
Florida retirement community. The deliveries will be the first 
paid residential ones for Flight Forward, the commercial 
drone unit of UPS... Lord & Taylor has apparently 
deleted its accounts on Instagram and Twitter and hasn’t 
updated its Facebook page in a month, Footwear News 
reports. Parent Le Tote and Lord & Taylor have laid off 
several employees during the pandemic, which forced 
the department store to shutter all 38 locations in mid-
March, and the retailer is reportedly considering liquidation.
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FunnyTweeter.com

The best thing about 
wearing socks all the time 

is being able to clean coffee 
spills without lifting a finger.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY

STARBUCKS SEES 90% OF STORES OPEN BY JUNE
  Starbucks plans to start reopening some stores next week 
that were shuttered by the coronavirus outbreak — and 
expects to be operating 90% of its nationwide locations by 
June, a report said.
  The reopening of stores — 50% of which closed their doors 
during the pandemic — will be rolled out in stages, with 30 
locations kicking off the recovery process, Starbucks COO 
Rosalind Brewer said in an earnings call this week, Nation’s 
Restaurant News reports.
  There will initially be no seating inside the first 30 stores, “and 
we will monitor what happens [before we 
move forward],” Brewer said, according to 
the report.
  “Then, later in the summer, we’ll add 
curbside access to our stores. We’re 
managing what we’re learning and 
applying what we learn accordingly,” she 
said.
  The company also plans to adhere to 
changing times by utilizing drive-thru, 
delivery and in-store pickup services, the 
publication said.
  U.S. stores that remained open during the pandemic saw 
an average sales drop of 25%. Nationwide, store sales 
decreased by 3%, according to Nation’s Restaurant News.

MARRIAGE RATE FALLS TO LOWEST ON RECORD
  The share of Americans getting married has fallen to its 
lowest level on record, according to government figures 
released yesterday that reflect how economic insecurity and 
changing norms are eroding the institution, The Wall Street 
Journal reports.
  The U.S. marriage rate fell 6% in 2018, with 6.5 new unions 
formed for every 1,000 people, according to a report by the 
National Center for Health Statistics. That was the lowest 
rate since the federal government began keeping data in 
1867, said Sally Curtin, a statistician at the center and lead 
author of the report.
  The new report shows how marriage rates plunged near the 
start of the Great Depression in the 1930s, then rebounded 
sharply after World War II, hitting a high of 16.4 marriages 
per 1,000 people in 1946. The marriage rate began a near-
steady decline in 1982 that lasted until 2009, then remained 
near flat before inching upward in 2014. Curtin said there 
was no clear reason for the sharp marriage decline in 2018.

TOILET PAPER SHORTAGES STARTING TO EASE
  Consumers have begun spotting rare Quilted Northern and 
Charmin toilet paper rolls on store shelves across the U.S., 
as stocks start building after weeks of severe shortages.
  Empty shelves were still a problem at nearly half of 
American grocery stores as of mid-April, but supplies were 
markedly more plentiful than they had been during the prior 
week, according to the consumer products data tracker 
NCSolutions.
  About 48% of U.S. grocery stores were out of stock of toilet 
paper for some part of the day on April 19, the latest date 
for which figures were available. In comparison, out-of-stock 
shelves were prevalent at 73% of U.S. grocery stores one 
week earlier, on April 12, according to the data, provided 
exclusively to Reuters.


