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AVERAGE OF $2,165 UP 1% FROM HISTORIC LOW
  Teen spending is slowly ticking up from record lows, 
according to a new survey, as adolescents show signs 
they’re ready to get dressed up, go out and socialize again, 
CNBC reports.
  A generation known to be glued to social media apps like 
TikTok and Instagram, Gen Z is taking cues from fashion 
and beauty influencers when they make their purchases, 
according to Piper Sandler’s 41th biannual Taking Stock 
with Teens report.
  One result is online brands like Shein and Princess Polly 
are surging in popularity, as are thrift marketplaces like 
Poshmark and Depop. A handful of classic teen brands, 
including Hollister, Urban Outfitters and American Eagle, 
are still ranking on the list of favorites.
  Teens plan to spend about $2,165 this year, according to 
Piper Sandler’s report. That’s still down about 5% from a year 
earlier, but up 1% from last fall, when teen spending hit a 
low not seen in two decades. Reported 
annual spending by teens peaked at 
about $3,023, in the spring of 2006. 
  Piper Sandler surveyed 7,000 teens 
from Feb. 19 to March 24. The average 
age of those surveyed was 16.1, and the average household 
income was $76,750.
  Marking a similar trend to what was spotted coming out 
of the Great Recession, girls are leading the recovery in 
teen spending, the survey found. From fall of 2009 to spring 
of 2012, for example, female clothing spend leaped 24%, 
compared with a 15% jump among males.
  Now at 29%, the wallet share that upper-income female 
teens devote to apparel has hit a high not seen since 2013.
  Handbag spending among females has also improved to 
$93 per teen, up 4% year over year and reversing course 
from a multiyear low in the fall, the survey said.
  Taking an average of all teens, apparel spending came in 
at $508 per person for the year, down about 3% from a year 
earlier. Spending by teen girls rose 9% year over year, while 
spending by boys fell 16%.
  Nike remained the No. 1 apparel brand favored by teens, a 
spot that it has kept for more than a decade.

REPORT: TEENS TO SPEND AGAIN, WITH APPAREL IN MIND
ADVERTISER NEWS
  Despite a wave of negative headlines about its April Fools’ 
Day prank, Volkswagen is not any worse off with everyday 
consumers — but the automaker also did not help itself by 
pretending to rename itself “Voltswagen,” according to a 
new poll. Fifty-nine percent of consumers who were aware 
of the stunt said it did not change their opinion of the brand, 
according to the Ad Age-Harris Poll. Just 20% think better 
of VW, while 21% said they now hold a worse opinion of the 
brand. The poll was conducted April 2-5 among 1,125 U.S. 
adults ages 18 and older... Amazon turned roughly 25 former 
shopping malls into fulfillment centers between 2016 and 
2019, according to Coresight Research, and the company 
recently received approval to do the same with two additional 
malls in Louisiana and Tennessee. Some malls have large 
mortgage debt that exceeds their value, making them a great 
bargain for Amazon, and their conversion can generate jobs, 
experts and officials say… Carnival Cruise Line said yes-

terday that it has seen a record level of 
bookings during Q1, up about 90% from 
Q4 levels. In addition, current bookings 
for 2022 are higher than those made in 
2019, before the pandemic, suggesting 

that people are excited to travel again. “Everybody wants to 
go away. And I will tell you, the next best thing to actually 
going away is planning a vacation. And that’s what a lot of 
people seem to be doing right now,” said David Bernstein, 
Carnival’s CFO… Target says it will carry products from 
more than 500 Black-owned brands by the end of 2025. The 
announcement is part of the retailer’s goal of spending $2 bil-
lion to source more products from Black-owned businesses 
over five years. Target currently carries 65-plus Black-owned 
brands… Best Buy is testing a new annual membership pro-
gram that comes with perks like tech support, free shipping 
and extended warrantees on smartphones or other purchas-
es. The consumer electronics retailer said in a corporate blog 
post yesterday that the program is available at some stores 
in Iowa, Oklahoma and eastern Pennsylvania. By the end of 
the month, it will be piloted in about 60 stores. The program, 
called Best Buy Beta, will cost $199.99 per year or $179.99 
per year for customers who have the retailer’s credit card.
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AVAILS
  Hearst Television’s WMOR-TV Tampa, one of the 
country’s top growth markets, is seeking a Digital Client 
Specialist to work with our Sales Team 
and clients to ensure successful Digital 
advertising campaigns. We’re looking for 
an organized, detail-oriented team player 
with exceptional written and verbal skills. 
We are a destination company in a great market that offers 
a tremendous opportunity for the right person. CLICK 
HERE to apply. EOE.

  WMC-TV, the NBC-affiliated television 
station licensed to Memphis, Tenn., 
seeks a Digital Sales Coordinator. 
This position is an essential member 
of our team and is responsible for 
protecting revenue for our digital 
properties by booking digital business, 
optimizing orders and following through 
on fulfillment for our advertising 
partners’ digital campaigns. Must have 
good communication skills and be able 
to interface with the sales team. Come 

join our dynamic team! Be prepared to attach your resume 
when you APPLY HERE. Search by call letters (WMC) to 
find the opening. EOE.

See your ad here tomorrow! CLICK HERE for details.

GORDON SMITH TO EXIT ROLE AS NAB CHIEF
  National Association of Broadcasters President and 
CEO Gordon Smith will step aside from the role at the 
end of the year, he announced yesterday. Curtis LeGeyt, 
currently COO of the trade organization, will take over as 
president and CEO in January 2022.
  At that time, Smith — a former Republican U.S. senator 
from Oregon who joined the NAB as its CEO in 2009 — will 
transition to an “advisory and advocate” role with the group.
  NAB board of directors chairman Jordan Wertlieb (who is 
also president of Hearst Television) says Smith will serve 
in his advisory role through 2024, and will also lobby on 
behalf of broadcasters.
  “It has been my great honor to give the lion’s roar for 
broadcasters — those who run into the storm, those who 
stand firm in chaos to hear the voice of the people, those 
who hold to account the powerful — and to stand with those 
of the fourth estate who have the hearts of public servants,” 
Smith said in a video message to NAB members.

DONE DEALS
  Nexstar has promoted three current company executives 
to oversee the broadcast and digital operations in 
Knoxville, Tenn.; Roanoke, Va.; and Myrtle Beach, S.C. 
Kimberly Byrd will be promoted to lead WATE-TV (ABC) 
in Knoxville (DMA #62). She will begin her new duties in 
May, following the retirement of Nexstar’s veteran VP and 
GM, Coby Cooper. Effective immediately, Ben Oldham 
will assume the leadership role at WFXR-TV (FOX) and 
WWCW-TV (CW) in Roanoke (DMA #72), and Robert Raff 
will be taking on a new leadership role in a larger market, 
overseeing the operations of WBTW-TV (CBS) in Myrtle 
Beach (DMA #99).

LRG: SVOD PASSWORD SHARING RUNS RAMPANT
  The splurge in launches of DTC subscription video-on-
demand (SVOD) services was intended to see a surge in 
uptake and revenue, but a study from Leichtman Research 
Group has found significant mass sharing.
  The study was based on an online survey of 6,262 
households from throughout the U.S. and are part of a new 
LRG study, Internet-Delivered Pay-TV Services 2021. 
This is LRG’s fourth annual study focused on the vMVPD 
category, along with other DTC streaming video services.
  The findings revealed that fundamentally 82% of U.S. 
households have at least one streaming 
video service from 11 top DTC and SVOD 
services, and 51% of all households 
have three or more. Yet it also found that 
not all of these services are being paid 
for directly by those who use them.
  Specifically, 69% of all DTC services 
were fully paid for and were not 
being shared with others outside the 
household, but 27% of DTC streaming 
video services were being used in more 
than one household. In addition, 13% of 
services were used and paid for by those that also share 
them with someone outside the household and 12% of 
services were used in one household but were borrowed 
from another household that is paying for the service.
  A separate report from CordCutting.com found there 
are 88 million “borrowed” accounts in the U.S., costing 
streaming platforms more than $4 billion in subscription 
fees. That’s up from $2.6 billion in 2020.

NETWORK NEWS
  The CBS action drama MacGyver, a reimagining of the 
1985 series, is coming to an end. MacGyver’s five-season 
run will conclude with a series finale, which will air Friday, 
April 30, in the show’s regular 8 PM time slot. Starring 
Lucas Till, MacGyver has averaged a respectable 5.85 
million viewers and a 0.7 adults 18-49 rating (most current) 
this season. Since its Sept. 23, 2016 launch, the series has 
had the thankless job of opening CBS’ Friday lineup at 8 
PM, providing solid lead-in to Hawaii Five-0/Magnum P.I. 
at 9 PM and Blue Bloods at 10 PM... Brittany Adebumola 
(Grand Army), Jaye Ladymore (The Chi) and Amarr 
Wooten (Colin in Black & White) are set as series regulars 
in 4400 (fka The 4400), the CW’s reimagining of the 2004 
USA Network sci-fi drama series... ABC has shared its 
summer premiere plans, with three shows making their 
series debuts. The Celebrity Dating Game is June 14, 
unscripted comedy When Nature Calls begins June 17 and 
surfing competition series The Ultimate Surfer premieres 
Aug. 16. Emergency Call, an unscripted show with Luke 
Wilson as host, begins June 4. Game shows Celebrity 
Family Feud, hosted by Steve Harvey; The Chase, with 
Sarah Haines; and To Tell the Truth, hosted by Anthony 
Anderson, begin new seasons June 6. The Bachelorette 
starts June 7, with Katie Thurston top-lining. On June 9, 
it’s Press Your Luck, hosted by Elizabeth Banks; The 
$100,000 Pyramid, with Michael Strahan, and Card 
Sharks, with Joel McHale. June 14 is the premiere for The 
Celebrity Dating Game, hosted by Zooey Deschanel and 
Michael Bolton.
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The secret to marriage 
is finding someone 

whose chore preferences 
complement yours.
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BUBBLE-LIKE GROWTH AHEAD FOR AD MARKET?
  A new report by MoffettNathanson predicts the ad market 
in the next few years could experience a level of spending 
increases not seen since before the dot-com bubble at the 
turn of the century.
  A report by Inside Radio says that due to a combination 
of brand spending, the continued rise of small-to-medium 
advertisers, and the broad shift to performance-based 
marketing, the firm expects U.S. ad spend to rise from 
around 1.1% of GDP today to roughly 1.6% by 2025. If 
accurate, that would exceed the previous high of 1.5% set 

in 2000.
  Analyst Michael Nathanson 
acknowledges that comparisons to the 
dot-com bubble may create “healthy 
skepticism” of his outlook but explains in 
the report that he sees a reconfiguration 
of how resources are spent in the 
marketing tunnel. The top of the funnel 
focused on brand building is where 
most traditional spending like TV, radio, 
outdoor and print dominate. Nathanson 
believes more marketing dollars will 

be pushed lower, closer to where transactions occur and 
purchase intent and behavior are captured. There, he says, 
digital has an upper hand.

THIS AND THAT
  Amazon’s share of the U.S. digital advertising market 
rose from 7.8% in 2019 to 10.3% in 2020, according to 
eMarketer. Amazon’s U.S. ad revenue leapt 52.5%, to 
$15.73 billion last year, per the estimates, as reported 
by The Wall Street Journal. Google and Facebook still 
commanded estimated 28.9% and 25.2% shares... NextGen 
TV technology is gaining traction with television audiences, 
with 25% of respondents to a Pearl TV survey saying they 
are already aware of the tech and 60% indicating they 
would probably purchase a TV with NextGen capabilities 
in the next year. Consumers have cited upgraded audio 
capabilities, interactivity and the ability to easily upgrade as 
benefits of the technology.
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Bernstein Research

Q1 2021 broadcast primetime 
ratings among 18-49 viewers 

are down 24% in Nielsen 
live program-plus-same-day 
viewing. This follows a 20% 

decline in Q4 2020.

TUESDAY NIELSEN RATINGS - LIVE + SAME DAY

PRIMETIME: FEWER EPISODES, LOWER RATINGS
  For primetime linear TV this year, absence has not made 
the heart grow fonder, Television News Daily says. Heading 
into the upfront selling season, there have been fewer 
scripted primetime broadcast TV episodes through March, 
as well as overall declining primetime TV ratings.
  Roughly eight to nine episodes have aired among the top 20 
primetime scripted entertainment shows. A year ago, 17-18 
episodes of big scripted primetime shows had run.
  Compounding this gap, only seven non-sports primetime 
series posted 10 million or more Nielsen-measured viewers 
when looking at L7 viewing from Sept. 
21 through March 28 compared to a year 
ago, when the total was 14.
  The top-rated scripted series for the year-
to-date is CBS’ The Equalizer, which 
debuted after the Super Bowl, averaging 
13.8 million (five episodes).
  CBS’ NCIS is next at 12.9 million (nine 
episodes), followed by CBS’ 60 Minutes at 
11.3 million (23 episodes); CBS’ FBI with 
11.1 million (nine) and NBC’s Chicago 
Fire, at 10.4 million (nine). CBS’s Blue 
Bloods came in at 10.2 million (nine), followed by Fox’s 911, 
with 10.1 million (eight).
  Bernstein Research says Q1 2021 broadcast primetime 
ratings among 18-49 viewers are down 24% when it comes 
to Nielsen live program-plus-same-day viewing. This follows 
a 20% decline in Q4 2020.
  Both periods are down sharply from 2019, when there was 
an 8% drop in Q4, and Q1 2020, which saw an 11% decline.
  Total viewing declines have steepened overall. Looking at 
all broadcast, cable and kids cable programming, live and 
same-day viewing is down 22% in Q1. A year before, in Q1 
2020, there was a 13% drop.

OUTLOOK: PLUTO TV AD REVS TO HIT $1.1B IN ’22
  As part of the ongoing rise of OTT and CTV, Pluto TV will 
sharply grow 45% in advertising revenues to $1.14 billion in 
2022, up from $790 million this year, according to eMarketer.
  For the ViacomCBS free ad-supported video service, this 
also includes all digital ads — on desktop, laptops, mobile, 
tablets and other internet-connected devices.
  Another estimate from the Interactive Advertising Bureau 
(IAB) says 60% of this year’s rise in advertising for all OTT 
and CTV platforms will come from linear TV budgets.
  In addition, 37% of OTT and CTV spend will come from 
digital display. The next shift expected is budgets from digital 
out-of-home, print and traditional OOH — each at 11%.
  Of all ad spending, media and marketing executives 
anticipate that OTT streaming services will see the biggest 
increase in ad spending at 42%, according to an Advertiser 
Perceptions survey.
  After OTT comes virtual multichannel program distributors 
(vMVPDs), which respondents estimate will see a 36% hike, 
while data-driven linear TV will be at 28%.
  Although money is projected to move from linear TV to OTT 
and CTV this year, estimates are that linear TV is expected 
to see a 26% hike in budgets this year.
  Also projected to move up are addressable linear TV, at 
25%; programming linear TV, 22%; demand-side platforms 
for OTT; 20%, and set-top box video-on-demand, 17%.


