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DATA CHIEF: IT’S NOT A COVID-SPECIFIC PROBLEM
  Amid concerns of alleged undercounting of TV usage, 
Nielsen says while total TV usage has declined, this is part 
of an overall long-term trend — and not related specifically 
to COVID-19 disruption of servicing its TV household panel.
  “A shift has been happening for the last several years,” 
Mainak Mazumdar, chief data and research officer at 
Nielsen, tells Television News Daily. “And what we see is 
that the shift has been accelerated over the last four months.”
  For example, in the first quarter of 2021, an average 19.1% 
of persons 2+ were using TV across total day. That’s down 
from 20.8% in the first quarter of 2019. This data includes all 
TV use, including traditional, live, time-shifted and streaming.
  The VAB, the TV advertising trade group, has slammed 
Nielsen’s undercounting of TV usage, due to a 20% decline 
in the number of TV homes in Nielsen panel. It blames the 
lack of field agents regularly servicing Nielsen in-home TV 
panel of around 40,000 homes.
  But Mazumdar says field agents have 
been working remotely with its TV panel 
homes, as well as shifting to other new 
technology. “We love to be at the peak of 
our sample size, but we are not there yet,” 
he says. “Despite all our efforts, we see a 
decline in the sample size.”
  Although Nielsen’s standard error level did witness a slight 
uptick, he adds: “Statistically speaking, there is no material 
difference in the measurement of our ratings, across demo 
rates, across geography.”
  The VAB says the 20% drop so called “in-tab” TV homes 
— usable TV data — amounted to roughly 7,000 homes, 
lowering the Nielsen panel to around 29,000 in the first three 
months of this year.
  Nielsen disputes this, claiming the current TV home number 
is higher. In addition, Mazumdar says it has kept the sample 
size stable to that of the U.S. population.
  Starting in October 2020 — the traditional commencing of 
the TV season for many big primetime networks —  Nielsen 
says there has been a dramatic shift, with a drop in traditional 
TV viewership.
  Nielsen points to TV production disruptions — 13% fewer 
new episodes on traditional TV in October compared with 
the same month in 2019. Also, there was a 75% increase in 
repeat programming.
  Nielsen says there were significant changes in total TV 
viewing consumption in Q3 2020 versus Q2 of that year. 
Total day TV use of persons 2+ declined to 18.5% (vs. 18.9% 
in Q3 2019). In Q2, it was up 21% (vs. 19% the year before).
  But in both periods, usage on TV connected devices grew 
— 5.6% in Q2 (3.8% the year before) and 4.9 in Q3 (4.1% 
the year before).
  Mazumdar also says there was more disruption and 
fragmentation last year of non-video media, including rising 
podcast usage. Streaming audio grew 39% between May 
2020 and January 2021.

NIELSEN: VIEWING CHANGES PART OF LARGER TREND
ADVERTISER NEWS
  Amazon.com is moving its annual Prime Day event to 
June, Recode/Vox reports. The retail and technology gi-
ant declined to confirm or deny any changes to plans for 
the company’s 2021 multi-day sales promotion for Amazon 
Prime members. Amazon held Prime Day in July until last 
year, when it made the decision to push the event back due 
to challenges created by the pandemic… McDonald’s is 
pulling hundreds of restaurants from inside Walmart. The 
fast-food chain, which at one time had 1,000 locations inside 
Walmart, will close most of its restaurants that are situated 
inside the stores as part of a 30-year partnership with the 
retail giant. Consumers now trend toward drive-thru orders 
for their food purchases, The Wall Street Journal reports. 
According to the newspaper, only 150 McDonald’s loca-
tions will remain inside Walmart locations after the process 
is complete... Costco is reopening food courts inside its 
clubs as it loosens restrictions put in place to protect work-

ers and members from COVID-19. CFO 
Richard Galanti said the chain will grad-
ually reopen the popular stopping point at 
its clubs over time. “The food courts work. 
They’re one of the things we’re known for. 
We’re pleased that they’re coming back,” 
Galanti said... In its latest attempt to at-

tract new customers and keep the ones it has, Tractor Sup-
ply has revamped its loyalty program, Neighbor’s Club, 
with new features and incentives for members, the com-
pany says. Neighbor members will now have receipt-free 
returns, Preferred Neighbors now have one free same-day 
delivery and full-day trailer rental per quarter. Meanwhile, 
Preferred Plus Neighbors now have free everyday standard 
shipping on eligible orders and two free same-day deliver-
ies and full-day trailer rentals per quarter… Strong sales led 
Levi Strauss & Co. to raise its guidance for the first half 
of 2021 and the company now expects sales to grow by at 
least 24% over the same period in 2020 as apparel shop-
pers exercise pent-up demand. “Our outlook going forward 
has improved based on the strong demand signals we are 
seeing in the marketplace,” CFO Harmit Singh said… After 
six months of closed theaters and an operating loss $2 bil-
lion, Regal Cinemas will be re-opening some 500 theaters 
beginning this month. Attendance will be capped at 25% to 
50% of capacity, depending upon location. The next largest 
chain in America after AMC, Regal operates 7,211 loca-
tions in 42 states... And Lee Delaney, the president and 
CEO of BJ’s Wholesale Club, passed away unexpectedly 
on Thursday, the company said. BJ’s said that Delaney, 49, 
died due to presumed natural causes. A former partner at 
Bain & Company, Delaney joined the membership ware-
house retailer in 2019 as executive VP, chief growth officer. 
He took the reins as CEO in February 2020. Bob Eddy, 
EVP, chief administrative and financial officer, has been 
named interim CEO, effective immediately. Eddy joined 
BJ’s in 2007 and was named EVP and CFO in 2011.
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AVAILS
  Alabama News Network is looking for an innovative and 
driven Digital Sales Manager to lead their digital product 
offerings and be responsible for 
driving digital revenue growth. This 
includes leading all digital sales 
efforts, overseeing digital sales 
training, and ensuring each account 
executive is meeting their digital 
sales goals. Working  knowledge of digital media display, 
video, audio, mobile, SEO, SEM, email marketing, paid social 

and social media management required. 
Please send your resume to Steffanie 
Patterson, General Sales Manager, at 
spatterson@waka.com. No calls, please. 
EOE.
  Hearst Television’s WMOR-TV Tampa, 
Fla., 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 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.

DONE DEAL
  After two decades as president and GM leading WMUR-
TV, the Hearst Television ABC affiliate in Manchester, 
N.H., Jeff Bartlett will retire this summer. 
Bartlett’s successor will be announced 
at a later date. In addition to its status as 
New Hampshire’s most important local 
video news source and most-watched 
TV station, WMUR-TV is recognizable to 
viewers nationwide during the presidential 
election cycles as host of primary debates 
originating from the state. Before arriving 
at WMUR, Bartlett served for two years as 
president and GM of KHBS-TV/KHOG-
TV, Hearst Television’s ABC affiliates serving the Fort Smith/
Fayetteville, Ark., television market. Prior to joining Hearst, 
Bartlett was news director at WBBM-TV, the CBS station in 
Chicago.  Previous stops include KYW-TV in Philadelphia; 
WBZ-TV in Boston; KTUL-TV in Tulsa, Okla.; KGUN-TV in 
Tucson, Ariz.; and WTVJ-TV in Miami. He holds a bachelor’s 
degree in broadcast journalism from the University of 
Colorado at Boulder.

SUN BROADCASTING MAKES MOVE TO COMSCORE
  Sun Broadcasting has signed with Comscore for local 
audience measurement for its Fort Myers, Fla.-based TV 
stations, including WXCW-TV (CW), WUVF-TV (Univision) 
and WANA-TV (Azteca). 
  In the announcement, Sun President Jim Schwartzel 
alluded to Nielsen, without using its name, and claimed that 
its local panel is too small to capture the market’s viewing 
accurately. 
  “We subscribed to Comscore because of the dramatic 
improvement of sample size, nearly 300,000 households, 
for television viewing in Fort Myers,” 
Schwartzel stated. “Surveying 400 
households is not large enough to capture 
fragmented viewing in a large and diverse 
market. Compounding the small sample 
issues: Viewer assignment is beyond 
flawed and particularly devastating for 
broadcasters of independent, CW and 
Spanish language television stations.” 
  Fort Myers Broadcasting, which owns 
CBS affiliate WINK-TV and is run by Jim 
Schwartzel’s father, Joe, signed with 
Comscore in March, notes Next TV.
  Nielsen responded with a statement that said, in part: 
“Nielsen accurately measures the Fort Myers DMA and is 
committed to fully representative samples of the population. 
As the only measurement provider of persons-level data, we 
are confident that all populations are accurately represented 
in our panels.”

KAGAN SEES ‘TRANSITIONAL YEAR’ ON HORIZON
  As core ad revenues slowly improve, television and radio 
stations face both opportunities and challenges this year, 
Inside Radio reports.
  “The U.S. broadcast station industry, with record 2020 
political revenue behind it, has a transitional year ahead,” 
SNL Kagan analyst Justin Nielson says in a client report.
  SNL Kagan forecasts national core ad revenues in 2021 to 
be up by low to mid-single digits, although the big question 
for TV affiliates of NBC and Telemundo is whether the 
Summer Olympics in Tokyo will take pace as scheduled 
from July 23 to Aug. 8.
  Q4 revenues for TV and radio groups received a major 
boost from record political spending, with some groups 
reporting it was their highest on record. Thanks in part to the 
unexpected surge in political ad spending surrounding the 
Georgia Senate runoff elections in December, total political 
ad spend for the 2020 election cycle reached a record-setting 
$4 billion. That’s about $1 billion more than the $3.05 billion 
that SNL Kagan projected early last year.
  “There is already talk that the 2022 midterms could also 
break political ad-spending records, given the slim margin for 
Democrats in the House of Representatives and a 50-50 
tie in the Senate,” Nielson says.
  Even as digital ad budgets rise, broadcasters still hold a 
major advantage over their digital competition – the ability 
to serve and build trust with communities, including through 
local news. “That role has become even more apparent 
during the pandemic, when updates on infection rates, 
school reopening and vaccine rollouts are top priorities,” 
says Nielson.
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FunnyTweeter.com

I’m starting to get to the age 
where I need a well thought-
out plan in order to stand up.
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HERE’S HOW MUCH WEIGHT AMERICANS GAINED
  Restaurants, sports arenas and even offices are filling up 
again as pandemic restrictions lift. And that means many 
folks who have been sequestered in their homes for the past 
year are venturing forth, even if they don’t exactly look the 
same, CNBC says.
  The stressful and sedentary nature of life during the 
coronavirus pandemic has caused many to fall out of fitness 
routines and gain weight. In fact, 42% of U.S. adults reported 
undesired weight gain due to COVID, according to a recent 
survey by the American Psychological Association. 

Average increase: 29 pounds.
  “It was fun to make sourdough bread. 
It was fun to make banana bread, but 
the result of that is not great,” said Jim 
Rowley, CEO of Crunch Worldwide, 
which has more than 300 franchised 
fitness clubs across the U.S., Canada 
and Australia.
  On the flip side, 18% reported undesired 
weight loss, possibly due in part to 
muscle loss from all that sitting around. 
It is no wonder, gain or loss, that fitness 

companies are suddenly seeing a new surge in activity.
  Crunch reports member visits up 30% in March over 
February. It also saw its strongest new membership sales in 
a year, despite its huge footprint in major cities that still have 
heavy gym restrictions like New York, Los Angeles and San 
Francisco.

THIS AND THAT
  U.S. exports of vehicles and parts dropped in February to 
the lowest level in eight months, underscoring the negative 
impact the global semiconductor shortage is having on auto 
production. That’s according to Commerce Department 
data released last week, which also showed the U.S. trade 
deficit widened to a record high as a 2.6% decline in exports 
outweighed a slight drop in imports... Warner Bros. Pictures/
Legendary Entertainment’s monster sequel Godzilla 
vs. Kong continued its pandemic haul, generating more 
than $13.3 million at over 3,000 domestic theaters through 
Sunday, bringing its domestic total to $69 million and $350 
million worldwide... Nike has retained the title of the world’s 
most valuable apparel brand for the seventh consecutive 
year in Brand Finance’s annual ranking of the 50 most 
valuable apparel brands. Nike kept its top position despite 
recording a 13% drop in brand value to $30.4 billion as its 
sales took a hit due to the pandemic.
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Cushman & Wakefield

Consumers will resume 
spending at the pre-pandemic 
pace of 3.7% annual growth, 
but they’ll begin a brick-and-
mortar spending spree once 
herd immunity is reached.

SATURDAY NIELSEN RATINGS - LIVE + SAME DAY

BASEBALL ON TV REACHES ARRAY OF AUDIENCES
  Baseball fans are excited about the start of a complete 
Major League Baseball season, although each team has 
different restrictions for the number of 
fans allowed at games. Fans turned to 
their TVs during the abbreviated 2020 
season and must continue to do so at 
the start of the 2021 season.
  2020 and 2021 survey data from several markets with 
MLB teams conducted by The Media Audit reveals a strong 
correlation between those adults who watched baseball on 
TV during the past 12 months and the use 
of a second or third screen while watching 
TV during the past week.
  In four of these five markets, larger 
percentages of adults 18–34 than those 
35–49 and 50+ are in this category:
• Atlanta, 53.2%, 45.5% and 34.5%, 

respectively.
• Pittsburgh, 67.1%, 36% and 37.4%, 

respectively.
• Houston, 60.1%, 51.1% and 39.6%, 

respectively.
• San Francisco, 53.9%, 50.7% and 33.8%, respectively. 
  Even in the fifth selected market, Milwaukee-Racine (Wis.), 
of the adults 18-34 who watched their local MLB team on 
TV, 48.3% were also viewing a second or third screen while 
watching TV, compared to 51.1% of adults 35-49 and 28.4% 
of adults 50+.
  This two-medium combination, as revealed by The Media 
Audit surveys, is an opportunity for advertisers to reach 
various audiences, especially the elusive 18-34 age group.

REPORT: AMERICANS EAGER TO START SPENDING
  One of the world’s largest commercial real estate services 
firms predicts herd immunity will be achieved by September, 
that the e-commerce/retail mix is stabilizing, and that 
Americans are set to spend their $2 trillion in excess savings.
  Cushman & Wakefield’s recently released U.S. Retail 
Overview stated that stimulus payouts increased after-tax 
income by double digits and caused the strongest income 
growth ever recorded. Household wealth rose to a record 
high of $116.5 trillion in Q3 2020, and middle- and high-
income consumers are poised to get out and spend at malls, 
movie theaters, restaurants and entertainment centers.
  Cushman holds that consumers will resume spending at 
the pace of 3.7% annual growth they established prior to 
the pandemic, but that they’ll engage in a brick-and-mortar 
spending spree once herd immunity is declared — near 
September, according to the report.
  More importantly, retailers will quickly be able to adjust to 
stable and negotiable purchasing behavior. Online commerce 
rose to a record share of about 23% in 2020, but will exhibit 
a sharp decline when people begin massing maskless in 
stores again, according to Cushman, which envisions e-coms 
settling back down to a 20% share in 2021.
  Traditional brick-and-mortar businesses continue to 
dominate e-commerce sales and will continue to do so using 
retail space to fulfill online orders. In 2019, brick-and-mortar 
brands accounted for $5.8 trillion in online sales — 83% of 
the total — and Cushman expects them to be holding onto a 
78% share in 2025.


