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DEALERS WANT MORE MARKETING HELP FOR EVs
  There were 18,294 auto dealerships as of Jan. 1, a 0.4 
percent increase from a year earlier, Urban Science says. 
The local dealer, still the main source of automotive dollars 
for television stations, also remains relevant to today’s 
digitally-savvy young buyers, according to a new survey 
conducted by Urban Science and Harris. The results show 
that while young people may tap a smartphone 
to buy just about everything else, young adults 
—  more than any other age group — said they 
visited dealerships.
  The survey, first reported in Automotive 
News, found young Millennials and Gen Z car 
buyers visit an average of 3.8 dealerships. 
That’s nearly twice the 2.1 visits that Baby Boomers make 
to dealerships, or the 2.5 visits that older Millennials or 2.4 
visits that Gen X buyers make to brick-and-mortar locations.
  Urban Science’s Randy Berlin called that one of the 
important findings of the survey from a dealer standpoint. In 
an interview with Automotive News, he said it shows young 
adults aren’t doing all their shopping online. “They’re visiting 
over three dealers. And they’re the ones that are looking 
at multiple brands, but also multiple dealers, to make that 
decision,” he said.
  It’s a potential plus for TV stations looking to capture 
marketing dollars based on the fact that it’s the first big 
purchase for most young car shoppers. “They’re not loyal 
to any brand yet,” Berlin said. “So for them it really is an 
active shopping process.”
  What gets shoppers into showrooms is the need to test-
drive a model under consideration: 85 percent of those 
surveyed said they’d never buy a car or truck without seeing 
it in person, and 83 percent said they wouldn’t buy a vehicle 
without first giving it a spin.
  Getting a potential buyer on the showroom floor is only half 
the battle. To get them to sign a contract, the survey found 
price remains the biggest factor: 84 percent said it drives 
decision-making.
  The findings are based on a survey of 2,000 car buyers 
and 200 auto dealers in the U.S.
  While getting car buyers into dealerships seems to be the 
easy part, convincing shoppers to buy an electric vehicle 
(EV) remains a challenge even as nearly 100 new electrified 
models are scheduled to arrive in the U.S. market in the 
next few years. A new survey by Cox Automotive finds 
consumers and dealers share similar concerns: 83 percent 
cited battery life and charging anxiety, and 70 percent cited 
costs.
  Yet the price gap between EVs and gas-powered vehicles 
may be closer than most realize, and Cox says it continues 
to tighten. In tracking average transaction price, EV pricing 
has only minimally increased in the last seven years, while 
pricing for gas-powered vehicles has spiked almost 19
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YOUNG CAR BUYERS STILL HEADING TO THE SHOWROOM
ADVERTISER NEWS
  Walmart and BuzzFeed’s Tasty have extended their 
partnership to enable Tasty app users watching recipe 
videos to add the ingredients directly to their Walmart 
online carts. Adweek says the shoppable feature also lets 
users choose items based on brand, price, dietary needs 
and quantity... UPS says it will not be applying additional 

peak surcharges for residential deliveries 
during the 2019 holiday season, which runs 
approximately Oct. 1, 2019 through Jan. 4, 
2020. According to RetailDive, the carrier will 
leverage cost savings from its expanded air 
freight network and automated sortation “super 
hubs,” passing it on to customers. Other peak 

delivery surcharges on large shipments and those requiring 
additional handling will remain intact, UPS said in a press 
release. More than 75 percent of UPS’s parcel volume will 
pass through these automated facilities in peak 2019, the 
carrier says... U.S. e-cigarette maker Juul Labs has raised 
$325 million in an equity and debt offering to speed up its 
global expansion as U.S. lawmakers seek to crack down 
on the vaping company, the New York Post reports. Juul 
— 35 percent owned by Marlboro maker Altria Group — 
has been refocusing its efforts on growing outside the U.S. 
as American regulators and lawmakers increase oversight 
of vaping products, which are wildly popular among 
teenagers... McDonald’s wants to start “the ripple effect 
of kindness” with a three-day pay-it-forward giveaway of 
McCafé coffee today through Friday, USA Today reports. 
To mark the 10-year anniversary of its McCafé brand, 
McDonald’s is distributing 500 McCafé It Forward cards to 
coffee fans and “individuals known for doing good in their 
communities,” McDonald’s says. Starting today, cardholders 
can get a free small cup of McCafé hot or iced coffee and 
then pass along the card to a friend, someone who has done 
good in their life or a stranger. The cards can be passed on 
and used until 11:59 PM (ET) Friday. McDonald’s says the 
“human kindness social experiment” can be watched in real 
time at BeABrewGooder.com... TJX yesterday reported 
that Q2 net sales rose 5 percent to $9.8 billion, $6.1 billion 
of that from its U.S. Marmaxx unit (which includes retailers 
T.J. Maxx and Marshalls) and $1.4 billion from its U.S. 
Home Goods stores, RetailDive reports. Consolidated 
comparable store sales rose 2 percent, on top of a 6 percent 
increase in the year-ago quarter, according to a company 
press release... Eager to remind football fans to buy and eat 
more cereal, Kellogg Co. says Frosted Flakes is the new 
title sponsor of the Sun Bowl, or what’s now to be known 
as the Tony the Tiger Sun Bowl, AdAge reports. Tony the 
Tiger, who has promoted the sweetened cereal since the 
early 1950s, is said to be the first mascot to put its name on 
a college football bowl game. The Tony the Tiger Sun Bowl 
game, played between members of the ACC and Pac-12, 
is set to take place at the Sun Bowl in El Paso, Texas, on 
Dec. 31 and shown on CBS.
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AVAILS
  Nexstar’s duopoly of WAVY-TV (NBC) / WVBT (FOX), 
Norfolk, Va., is looking for a Director of Sales. WAVY/WVBT 
is seeking a strategic thinking, business-minded, dynamic 
leader who is passionate about television and digital. We 
need a solid leader who will be responsible for leading and 
implementing initiatives to grow revenue through providing 
value to broadcast and digital customers. Bachelor’s degree 
in Marketing, Advertising or Mass Communications or a 
related field, or an equivalent combination of education and 
work-related experience required. CLICK HERE for more 

info or to apply. EOE.
  Hearst Television’s WMOR-TV, one of 
the top-rated Independent stations in the 
country, is seeking a dynamic Account 
Executive.  The ideal candidate will 
bring both Broadcast and Digital sales 
experience and possess the drive and 
ability to thrive in a fast-paced, highly 
competitive market. A proven track 
record in new business development, 
along with strong negotiation skills, is 
required.  We are a destination company 

in a great market that offers a tremendous opportunity for the 
right person. CLICK HERE to apply. EOE.
  Capitol Broadcasting Company seeks a Project Manager, 
Raleigh, N.C. In this role, you will work within the Digital 
Solutions team, a team focused on the sales and fulfillment 
of all digital marketing products. 3+ years of project 
management experience and understanding of digital 
marketing services required. CLICK HERE for full details or 
to apply now. EOE M/F. All Capitol Broadcasting Company 
properties are tobacco free. Capitol Broadcasting Company 
participates in E-Verify.
  THE KUBE / TV 57 – Houston’s fastest-growing television 
station is looking for Local Account Executives. We 
want positive, self-motivated, passionate sellers who also 
want to enjoy a growing company. 
Solid references and a history of sales 
performance are critical and must be 
able to get to key decision makers. 
Some travel required. College degree preferred. Prior media 
sales experience in TV, radio or cable is required. Please 
send resume, references and cover letter explaining why you 
are the right candidate to jobs@kube57.com. EOE.

See your ad here tomorrow! CLICK HERE for details.

ACCOUNT ACTIONS
  Mondelēz International has named WPP Group and 
Publicis Groupe the two major winners in its creative review, 
AdAge reports. The company said it will also work with 
specialist agencies in key markets. WPP was an incumbent. 
IPG, another incumbent, will continue to work on Oreo 
globally, and on both Oreo and Ritz in the U.S. Mondelēz is the 
world’s 91st largest advertiser, according to information from 
the Ad Age Datacenter... Interpublic Group’s The Martin 
Agency has been named the lead creative and strategic 
partner for DoorDash’s consumer marketing, becoming the 
San Francisco-based food delivery service’s first agency of 
record. The first campaign from DoorDash and The Martin 
Agency is expected to debut at the end of September.

NETWORK NEWS
  Jeff Meacham, who has recurred as Dre’s (Anthony 
Anderson) non-sensical co-worker Josh since the first 
season of ABC’s black-ish, has been promoted to series 
regular for the upcoming sixth season. Meacham has 
appeared in a total of 98 episodes as the character. Created 
by Kenya Barris, black-ish stars Anderson, Tracee Ellis 
Ross, Laurence Fishburne, Yara Shahidi, Marcus 
Scribner, Miles Brown, Marsai Martin, Jenifer Lewis, 
Peter Mackenzie and Deon Cole... Grimm alum Reggie 
Lee and Nadia Gray (Bright) are set for recurring roles on 
CBS’ new legal drama series All Rise, 
Deadline reports. Written by Greg 
Spottiswood, All Rise is a drama that 
follows the dedicated, chaotic, hopeful 
and sometimes absurd lives of judges, 
prosecutors and public defenders as 
they work with bailiffs, clerks and cops to 
get justice for the people of Los Angeles 
amidst a flawed legal system... ABC’s 
Bachelor in Paradise remained No. 1 in 
Monday’s ratings, scoring its biggest total 
audience of the season and matching its 
season high in adults 18-49. The show drew a 1.3 rating 
among adults 18-49, tying the mark it set with its Aug. 5 
season premiere. Its 4.78 million viewers are a season high, 
improving by about 400,000 people versus a week ago.

TV AD SPENDING MARKS ‘NEW PHASE’ IN IOWA
  Kamala Harris launched a flood of television advertising in 
Iowa, the Des Moines Register reports. The U.S. senator 
from California last week became the first top-tier Democratic 
presidential candidate to air television ads in the state, 
spending $341,923, according to data from Advertising 
Analytics.
  And this week, former Vice President Joe Biden, U.S. Sen. 
Kirsten Gillibrand of New York and former U.S. Housing 
and Urban Development Secretary Julián Castro all joined 
her in airing television ads.
  Biden purchased about $497,000 worth of cable and 
broadcast ads that will air across the state during the next 
three weeks, data from Advertising Analytics show. It was 
his first Iowa television ad buy of the campaign.
  Gillibrand has purchased $659,000 in Iowa advertising so 
far this election cycle, including a spend of $101,000 this 
week. Castro made his first Iowa ad buy of the campaign 
this week, spending $51,000.
  It marks a “new phase” in the Iowa caucus race, said Des 
Moines attorney and former Democratic operative Grant 
Woodard, who is not aligned with a 2020 campaign. “At this 
point, you’re going to see more and more campaigns turning 
to paid media,” he said. “And I think you’re going to see big 
differences between the campaigns that can afford to be on 
television in meaningful ways and those that can’t.”
  Though Woodard said many people romanticize the Iowa 
caucus process, it works just like any other election, and 
television advertising matters. Campaigns that can’t afford it 
are more likely to be winnowed out, he said. 
  “If you don’t have an organization and you can’t get on 
television in a meaningful way and you’re not on the debate 
stage — I mean, this isn’t a Disney movie,” he said. “There’s 
not going to be some magical ending for your campaign.”
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People who support the 
Endangered Species Act 
haven’t tasted my Bald 

Eagle Soufflé.
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YOUNG BUYERS STILL HEADING TO SHOWROOM
(Continued from Page 1)
percent. “EVs could become even more attractive and 
affordable with the application of new rebates and other EV-
focused purchasing incentives,” said Cox.
  Cox Automotive surveyed 2,503 consumers and 308 
franchised dealers and found a big need for higher levels of 
marketing. Apart from Tesla, EV awareness remains low for 
most automakers. Tesla’s awareness came in at 81 percent, 
with Toyota at 52 percent, Chevrolet at 47 percent, Nissan 
at 42 percent and Honda at 39 percent.

  EV sales represent less than 3 percent 
of total new vehicle retail sales volumes 
in the U.S., according to IHS. Cox says 
dealers’ lack of enthusiasm can be 
attributed, in part, to the perception of 
lower profits for EVs, with 54 percent 
of dealers seeing lower ROI for sales 
of EVs compared to gasoline-powered 
vehicles. In addition, a third of dealers 
point to the lack of marketing support as 
a challenge. Among dealers receiving 
support, only a third find it helpful.

THIS AND THAT
  Facebook has announced plans to hire a team to curate 
stories for News Tab, a new initiative it’s launching to highlight 
breaking news stories in real time. The New York Times 
reports the company uses algorithms to select content for 
users’ feeds, but that Facebook’s plan to hire experienced 
journalists will help ensure its news offering focuses on 
relevant, recent stories... Bloomberg, citing unidentified 
sources, says Apple is eyeing a $9.99 monthly subscription 
price for its Apple TV+ streaming service, which it hopes to 
launch by November. A Financial Times report, meanwhile, 
says Apple has set aside $6 billion for content... Disney, 
which will launch its Disney+ subscription service Nov. 12, 
has revealed which devices and platforms will be able to 
access it initially. The Verge reports the list includes Apple 
TV and mobile devices, Android TV and mobile devices, 
Chromecast, Roku and some gaming devices, but not 
Amazon’s Fire TV.
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Will Rogers

A man only learns in two 
ways: One, by reading, and 

the other by association 
with smarter people.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY

WEGMANS, SAM’S CLUB TOP PHARMACY STUDY
  When it comes to customer satisfaction with brick-and-
mortar supermarket pharmacies, Wegmans Food Markets 
once more ranked highest overall, with a score of 915, 
according to the J.D. Power 2019 U.S. Pharmacy Study 
reported by Progressive Grocer.
  Publix Super Markets came in second, with a score of 
897 (it was third last year), and Southeastern Grocers 
banner Winn-Dixie was a close third, with a score of 896, 
ousting H-E-B from the top three (it was fourth this year, 
with a score of 894).
  For brick-and-mortar mass-merchandiser 
pharmacies, Sam’s Club again ranked 
highest overall, with a score of 890, 
while Costco (879) and CVS/pharmacy 
inside Target (869) came in second and 
third, respectively for a second straight 
year. Among brick-and-mortar chain 
drug stores, Good Neighbor Pharmacy 
ranked highest overall, with a score of 
914, followed by Health Mart (893) and 
Rite Aid Pharmacy (865).
  What’s more, the annual study found 
that, despite the growing popularity of e-commerce, the 
U.S. pharmacy industry is still able to command high levels 
of customer satisfaction with both brick-and-mortar stores 
and mail-order providers like Humana Pharmacy, which 
ranked highest overall in this segment, with a score of 
900, paced by Kaiser Permanente Pharmacy (886) and 
OptumRx (869).
  The U.S. Pharmacy Study, now in its 11th year, gauges 
customer satisfaction with brick-and-mortar and mail-order 
pharmacies. This year’s study is based on responses from 
12,059 pharmacy customers who filled a prescription during 
the three months prior to the survey period of May-June 
2019.

PLUTO TV, NFL PARTNER ON NEW CHANNEL
  ViacomCBS-owned AVOD platform Pluto TV has 
partnered with the National Football League to create a 
new free-to-consumer channel that will stretch the league’s 
brand even further, Multichannel News reports.
  The NFL Channel, according to yesterday’s announcement, 
will be devoted to NFL library content and will “celebrate 
seasons past” with highlights and full reels of classic games, 
recaps of legendary seasons, and archival episodes of the 
HBO series Hard Knocks.
  As with most channels on ad-supported streaming 
platforms like Pluto TV, the NFL Channel hopes to deliver 
an approximation of what pay-TV users find on the NFL 
Network, without crossing over into outright duplication of 
the experience and undermining the whole model.
  The league is already well proliferated across linear 
television, enjoying multi-billion-dollar deals with Disney-
ESPN, Comcast-NBC and the erstwhile CBS, just to name 
a few partners. But the league, which recently partnered 
with Amazon, is said to be actively looking to attract 
younger audiences through digital channels.
  Since Viacom purchased Pluto TV in January for $340 
million, the platform has purportedly swelled to 18 million 
regular users. Pluto TV now boasts more than 150 live-
streamed channels.


