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INVENTORY, TARGET MARKETING KEY FACTORS
  The U.S. auto industry may recover to near pre-pandemic 
levels before the end of 2020, according to analysts from 
J.D. Power and Cadillac who spoke at a State of the Auto 
Industry webinar yesterday moderated by The Wall Street 
Journal’s Tracey Baldwin.
  J.D. Power’s VP of Data & Analytics Tyson Jominy likened 
the 2020 auto industry’s COVID-19 response to a three-act 
play: First, the steep decline in March and April, followed by a 
moderate rebound in May through June.
  How Act 3 turns out will depend on the industry’s 
ability to meet demand for inventory, target 
marketing to regions capable of supporting 
sales, and develop new marketing and sales 
techniques quickly enough to meet changing 
shoppers’ expectations without getting too far 
ahead of consumer sentiment.
  “It’s been interesting to see how to see how 
quickly consumer sentiment has changed,” said 
Cadillac’s Global Chief Marketing Officer Melissa Grady. 
“Automotive has always been behind on e-commerce. But 
that has become the new norm overnight. [The crisis has] 
pulled us up five years in a couple of months.”
  For Cadillac, that has meant a major change to messaging, 
from consistent to responsive. “Normally with branding, you 
keep a consistent message over time,” Grady said. “Now, we 
have to change our advertising every two weeks.”
  Sending those messages to the right location has also been 
important, the panelists said. Jominy says a large part of the 
“Act 2” rebound was thanks to strong sales in smaller markets 
— which helped offset huge drops in high-population areas. 
“Many of the Sun Belt markets never really shut down,” he 
explained. “Some are doing very well… Inventory remains the 
number one constraint,” he added. “As vehicles are coming 
off transport trucks they’re going home with consumers… 
inventory in used car market is just as tight.”
  High demand for trucks may accelerate a shift away from 
cars that was already underway among domestic and some 
international automakers. “Trucks have left cars in the dust,” 
Jominy said. “Automakers are discontinuing sedans. Chevy 
and Ford have rid their inventory of their cars. The Chevy 
Volt EV is the only domestic subcompact car left.”
  Meanwhile, the industry is poised for a return to one of its 
key consumers — the older car buyer. According to Jominy, 
much of the current sales recovery has been thanks to 
younger buyers attracted by incentives and longer-term, low-
interest loans.
  “Mature customers are the most susceptible to coronavirus 
and they’ve been mostly out of market,” he said. “Typically, 
they’re the richest consumers. They buy the most expensive 
vehicles. They also lease a lot. And that’s another thing we’re 
seeing in hand: The lease market remains down and that 
[points to] pent-up demand.”

(Continued on Page 3)

ANALYSTS: AUTO REBOUND COULD ARRIVE THIS YEAR
ADVERTISER NEWS
  According to the J.D. Power 2020 U.S. Pharmacy Study, 
the expansion of pharmacy companies into the primary care 
realm has driven “significant increases in both satisfaction 
and consumer spending.” In recent years, pharmacy giants 
like CVS Health have aggressively expanded into the health 
delivery space as they pursued insurance partnerships. CVS 
acquired Aetna in a $69 billion deal and has been investing 
in transitioning retail locations into HealthHubs, which dedi-

cate more than 20% of their retail space to de-
livering health services. In 2018, Walgreens 
Boots Alliance retail operations announced 
a partnership with insurance company Hu-
mana for seniors and, in July, Walgreens an-
nounced it will expand its reach into primary 
care with plans to open 500 to 700 clinics in the 
next five years in partnership with VillageMD. 
Last year, Walmart began creating its own 
Walmart Health clinics, aimed at serving as 

one-stop shops for healthcare attached to retail stores but 
offering its own entrance and transparent pricing… Speak-
ing of Walmart, it’s partnering with Instacart to offer same-
day delivery starting in a few U.S. markets, making it the 
latest major grocery chain to team up with Instacart in its 
fight against Amazon and Whole Foods. The partnership 
is currently in a pilot phase in four markets across Califor-
nia and in Oklahoma. Walmart’s partnership comes at a key 
time. Consumers are relying on grocery delivery at an un-
precedented rate due to the COVID-19 pandemic, and some 
analysts believe customers will continue to shop online even 
as things go back to normal… Simon Property Group CEO 
David Simon says the company is still looking to salvage 
additional distressed retailers, having already made bids 
for bankrupted Lucky Brand, Brooks Brothers and J.C. 
Penney. “We’re acquiring inventory at or below cost,” Simon 
said, explaining the company’s acquisition strategy during a 
conference call with analysts. “There’s profit in there.” So far 
this year, more than 40 retailers have filed for bankruptcy... 
Saks Fifth Avenue is laying off an unspecified number of 
store operations employees, as part of a strategy to stream-
line and evolve, the company says. Saks declined to provide 
where or how many employees and roles would be affected 
but said the plan to cut and shift roles predates the pandem-
ic... CVS is featuring personal care and grocery items made 
by online retailer Public Goods after a successful pilot pro-
gram that started in January. The items, which range from 
seaweed snacks to shampoo, are available at more than 
2,000 CVS locations, marking the first time Public Goods 
products have been sold in brick-and-mortar stores since 
the line launched in 2017… Sur La Table has avoided liq-
uidation. The nearly 50-year-old kitchenware retailer, which 
filed for bankruptcy in July and said it would close more than 
50 of its 121 stores, has been sold for nearly $89 million to 
a joint venture between e-commerce investment firm CSC 
Generation and Marquee Brands.
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AVAILS
  WDAF in Kansas City, Mo., is seeking an Account 
Executive. The AE generates advertising revenue by 
calling on established agencies, cold-calling new 
prospects and convincing potential clients of the 
merits of television advertising. Bachelor’s degree 
in Marketing, Advertising or Mass Communications 
or a related field, or an equivalent combination 
of education and work-related experience, and a 
minimum one year’s experience in sales, preferably in the 
media field. CLICK HERE for more info or to apply. It’s fun 

to work in a company where people truly 
believe in what they are doing!
  Coastal Television Holdings Company 
LLC is looking for a Capitol Reporter 
to work with a developing News Bureau 
covering multiple state and federal 
politics. This position will be located in 
Fabulous Las Vegas, Nevada, with 
travel assignments specifically within 
a multi-state area supporting our news 
network. Areas of assignment include 
Alaska, Georgia, Nevada, Wyoming and 

Washington, D.C. CLICK HERE for a full job description. To 
apply, please include a link to your reel on your resume, and 
email your resume to: hcorson@visionwyoming.com. EOE.

See your ad here tomorrow! CLICK HERE for details.

DONE DEAL
  Nexstar Media Group says David Bangura has been 
named vice president and general manager of the company’s 
broadcast and digital operations in the Washington, 
D.C. (DMA #7) area. In this new role, Bangura will have 
oversight responsibility for WDCW-TV and DCW50.com in 
Washington, D.C., and WDVM-TV and LocalDVM.com in 
Hagerstown, Md., serving Central and Western Maryland, the 
Eastern panhandle of West Virginia and Northern Virginia. 
Bangura will assume his new responsibilities immediately. 
Bangura brings more than two decades of local broadcast 
management, sales and marketing experience to his new 
role. Since 2014, he has served as president and GM of 
WADL-TV and WFDF 910AM in Detroit (DMA #14), where he 
developed and oversaw long-term strategies and all aspects 
of the day-to-day operations for both media businesses.

NPD: VIDEO GAME Q2 SPENDING AT RECORD HIGH
  Spurred by homebound consumers due to the ongoing 
coronavirus pandemic, video game sales of new titles, 
hardware and accessories during Q2 (ended June 30) hit an 
all-time period high of more than $11.6 billion, which was up 
30% from revenue of $8.92 billion, according to new data 
from The NPD Group.
  Console sales, which include Nintendo Switch, increased 
57% to $848 million from $540 million during the previous-
year period. Accessory sales, which include gamepads, 
headsets, steering wheels and related items, increased 50% 
to $584 million, from $389 million.
  Software sales, which include physical, digital, PC content, 
mobile and subscription, increased 28% for the quarter to 
$10.2 billion, from $7.98 billion, with broad gains (including 
physical content, digital, mobile and subscription).

STUDY: APP-BASED VIEWING AT INFLECTION POINT
  The COVID-19 pandemic has been a “perfect storm” that has 
accelerated adoption and usage of app-based TV viewing 
that has brought the OTT marketplace to an inflection point 
that’s likely to fundamentally alter the way advertisers and 
agencies plan, buy and think about the TV advertising mix.
  That’s the topline conclusion of an in-depth analysis of 
app-based TV viewing data being released this week by 
independent media services agency USIM.
  USIM, a relatively smaller agency that has been a pioneer 
in developing OTT, addressable and programmatic TV 
advertising markets, analyzed four 
months of total viewing minutes data for 
14.5 million households in top U.S. cities 
to understand how viewer behavior has 
been reshaped during the pandemic.
  The data, provided by ACR service 
Inscape, analyzed viewing of the “main 
screen” in Vizio TV households between 
February (pre-pandemic) and June 
(post-pandemic), and found substantial 
decreases viewing share to linear TV 
channels, as app-based and device-
based OTT viewing services surged during the period.
  While linear TV minutes viewed via cable and satellite TV 
grew about 5% during the period, its share of total viewing 
declined 6.5 percentage points to 49% do to corresponding 
increases in streaming services and app-based TV viewing.
  Free, ad-supported TV and movie service Tubi TV, which 
was recently acquired by Fox for $440 million, saw the 
greatest surge, rising 86% between February and June, 
while all other app-based services grew significantly.
  The analysis also found that Apple TV was the biggest 
beneficiary in terms of minutes viewed among the major 
devices, followed by Roku, Google’s Chromecast and 
Amazon Fire.

THIS AND THAT
  Retail imports fell 10.5% in June from a year ago, and 
shipments are forecast to fall 9.4% for the year, according 
to the Global Port Tracker report from the National Retail 
Federation and Hackett Associates. “The economy is 
recovering but retailers are being careful not to import more 
than they can sell,” NRF’s Jonathan Gold said... Eighty-
three percent of North American consumers are worried 
about data breaches, 54% don’t trust businesses to be 
ethical in their data usage and 50% don’t trust firms to protect 
their personal information, according to a KPMG survey... 
More than half (59%) of U.S. consumers plan to use their 
smartphones for back-to-school shopping this year, making 
mobile devices more popular than personal computers 
(26%) and tablets (15%), a new study by mobile advertising 
company AdColony found. Fifty-five percent of people said 
they purchased something directly on a mobile device after 
seeing an ad, while 76% would buy something if the ad were 
relevant... Comscore has announced the renewal of its Local 
OTT measurement partnership with Sinclair Compulse360, 
the company’s Local OTT content and advertising platform. 
As a part of the deal, Comscore will provide currency-grade, 
independent third-party validation and measurement for all of 
Compulse360’s OTT campaigns, with both local market and 
national volume reported for their clients.
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LIDL TOPS NRF/KANTAR’S HOT 100 RETAILERS
  Lidl US came in first on the National Retail Federation/
Kantar 2020 Hot 100 Retailers list of the fastest-growing 
retail companies, which included 33 grocery retailers.
  The Hot 100 Retailers, compiled by Kantar for NRF, 
ranks the nation’s fastest-growing retail companies, based 
on increases in domestic sales between 2018 and 2019. 
All retail companies with domestic sales in excess of $300 
million were eligible.
  Arlington, Va.-based Lidl US finished No. 1 with sales 
growth of 69% to $1.09 billion in 2019, NRF/Kantar 

reported. In that time, Germany-based 
Lidl grew its U.S. store base 49% to 
97 locations in nine East Coast states, 
and it now operates more than 100 U.S. 
stores.
  NRF cited Lidl’s expanded offering of 
fresh foods in its small-footprint discount 
grocery stores as a key sales driver. The 
company topped the Hot 100 Retailers 
list for the second consecutive year.
  Other grocery retailers finishing in the 
top 20 of the Hot 100 Retailers list were 

Don Quijote (Marukai) at No. 4, Amazon (owner of Whole 
Foods Markets) at No. 5, Boxed.com at No. 6, Coborn’s 
at No. 9, Grocery Outlet at No. 15 and FreshDirect at 
No. 16.

ANALYSTS: 2020 COULD SEE AUTO REBOUND
(Continued from Page 1)
  According to Grady, the challenge of selling cars during 
the COVID crisis “has brought clarity. Investment is 
very focused — tracking and targeting regions [and] not 
spending money where we don’t have inventory.”
  “You look at where we were in the Great Recession, we 
were well south of these numbers,” Jominy said. “We have 
a pretty good line of sight to a strong second half of the 
year. There are pretty big pockets of pent-up demand we 
have to work through…
  “Inventory should catch up in Q4,” he continued. “Once 
we do, we will have that shot to get back to last year’s 
17 million sales… We’ve kind of taken the punch. We’ve 
responded, and if we get more inventory, we could be 
doing even better than we are right now.”
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I learned the name of 
my neighbor’s dog 

today. In other news, 
I now have free wi-fi.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY

STUDY: 30-SECOND ADS APPARENTLY TOO LONG
  Since the early 1970s or so, television has been segmented 
according to a simple guideline: Programs should run 30 
minutes or an hour to be interrupted by 30-second ads. Since 
at least 2017, 30-second ads comprised less than 50% of TV 
ads, according to Nielsen.
  The latest research shows that late into a 30-second ad, 
people are already tuning out, so spots are getting shorter. 
“It’s almost like there’s an assumption among conventional 
TV creatives, that if you’re buying a 30-second spot, that 
you’re actually getting 30 seconds of attention of your 
audience,” said Max Kalehoff, VP of 
Marketing, Growth for RealEyes, a New 
York firm that measures emotion and 
attention within digital video, streaming, 
gaming and mobile applications. “And 
what the digital platforms do is underscore 
that that’s not really true.”
  RealEyes’ data finds that most people’s 
attention drops off after 15 seconds and 
that the last 15 seconds is a wasteland. 
Savvy advertisers have already capitalized 
on such research. Kalehoff notes that 
Domino’s Pizza is currently running 6-second ads in various 
iterations. If you’re a fan of mushrooms and onions on your 
pizza, there’s an ad for you.
  Nielsen data shows that 10- and 15-second ads are the 
fastest-growing formats.

FUBOTV LOOKS TO GO PUBLIC, EYES $100M IPO
  FuboTV, the sports-themed online TV streaming platform 
offering access to live sports events as well as news and 
entertainment content, is looking to become a publicly-held 
company through a $100 million initial public offering.
  New York-based FaceBank Co., which owns and operates 
fuboTV, yesterday filed a registration statement with the SEC 
relating to a proposed follow-on public offering of its common 
stock.
  FuboTV merged with FaceBank Group in April combining 
fuboTV’s direct-to-consumer live TV streaming platform for 
cord-cutters with FaceBank’s technology-driven IP in sports, 
movies and live performances.
  Launched in 2015, fuboTV delivers content through 
streaming devices, including connected TVs, mobile phones, 
tablets and computers. The company generated $169 million 
in revenue for the 12 months ended March 31.

‘FIRST ROUND’ OF LAYOFFS HIT WARNERMEDIA
  Following last week’s senior management restructuring 
under new CEO Jason Kilar, WarnerMedia is laying off 
hundreds of employees. The layoffs, described in various 
reports as likely a “first round,” are estimated to total about 
600 out of the company’s total workforce of about 25,000. 
  They span the company’s TV and film businesses, and 
several senior executives, including Warner Bros. CFO Kim 
Williams, Warner Bros. Worldwide Television Distribution 
President Jeff Schlesinger, and Warner Bros. President, 
Worldwide Theatrical Distribution & Home Entertainment and 
EVP, International Business Operations Ron Sanders.
  WarnerMedia’s Atlanta operation, which includes numerous 
cable TV and marketing staff, was among the hardest-hit, 
according to The Hollywood Reporter.


