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JULY’S $164M AN INCREASE OF ALMOST 60% YOY
  Automakers increased their spending on television media 
last month, largely thanks to the Tokyo Olympics, according 
to iSpot.tv.
  In July, automakers spent an estimated $164 million 
according to iSpot — an increase of nearly 60% year-over-
year. Impressions, however, were down slightly (24.6 billion) 
compared to July 2020 (25.9 billion.)  
  “With so much live sports on TV in July, automakers took full 
advantage of those tentpole events to get new messaging in 
front of large audiences,” Stuart Schwartzapfel, senior vice 
president, media partnerships at iSpot.tv, tells Marketing 
Daily. “At this point in the calendar, these brands are both 
trying to move 2021 inventory and pivoting to 2022 vehicle 
stock, so what better place to pursue those goals than 
major events like the Stanley Cup Final, NBA Finals and 
Olympics?”
  The Tokyo Olympics garnered the most TV ad impressions 
(1.7 billion), followed by the NBA Playoffs/Finals (698 
million), Major League Baseball 
(243 million) Law & Order: Special 
Victims Unit (176 million) and ESPN’s 
SportsCenter (168 million).
  Sports-related programming made 
up more than 30% of automaker TV 
ad impressions, while news programs 
made up more than 17%, and reality TV 
comprised more than 12%.
  The top five brands by spending were 
Toyota ($29.3 million), Nissan ($14.8 million), Kia ($14.7 
million), Chevrolet ($13.8 million) and Jeep ($12.7 million).
  Nearly 48% of Toyota’s national TV ad spend during 
the month went toward the Olympics, with another 24% 
dedicated to the NBA Playoffs and Finals as the brand went 
all-in on primetime sports programming, per iSpot.tv.
  For Chevy, sports were a big part of national TV ad spend 
(over 87%), but more than 33% of impressions also came 
from local advertising.
  The most-seen automaker ads were Jeep: “Wildly Civilized” 
(1.51 billion TV ad impressions), Nissan: “Return to Rugged” 
(1.06 billion), Chevrolet: “Open” (939 million), Toyota: “Watch 
This” (529 million) and Lexus: “Performance—Rush Hour” 
(519 million).
  The top five brands by impression for the month were Toyota 
(3.44 billion), Hyundai (2.11 billion), Lexus (2.04 billion), 
Nissan (1.96 billion) and Jeep (1.9 billion).
  The biggest spending increases among the top 10 brands 
by spend (YOY) were Chevrolet (up 357%), Toyota (up 
164%), Kia (up 139%), Jeep (up 84%) and Ford (up 62%).
  The top networks for automaker TV ad impressions in July 
were NBC (2 billion), ABC (1.1 billion), MSNBC (782 million), 
CBS (509 million) and Hallmark (463 million).
  Broadcast networks (English and Spanish-language) 
accounted for nearly 30% of impressions for auto brands in 
July, per iSpot.tv.

AUTOMAKERS SPEND BIG ON OLYMPICS TELEVISION ADS
ADVERTISER NEWS
  Pizza Hut is expanding its partnership with Beyond Meat 
with the announcement of Beyond Pepperoni pizza, which 
will be available in 70 locations across five test markets in 
the U.S. The new menu item is available as a limited time 
offer and customer reaction will be gauged to see if the 
test warrants a wider rollout, Pizza Hut said. The signature 
Beyond Pepperoni pizza topping is a proprietary plant-based 
creation made with peas and rice, but no GMOs, soy, gluten, 
hormones, antibiotics or cholesterol... Amazon yesterday 
opened its $1.5 billion air hub in northern Kentucky, which 
will help accelerate its push for faster delivery and greater 
control over its logistics network. It’s a major milestone for 
Amazon Air, the company’s burgeoning air cargo arm that 
launched in 2016. Amazon Air operates out of more than 
40 airports across the U.S., but the terminal at Cincinnati/
Northern Kentucky International Airport will serve as 
the central nerve of its nationwide cargo network. It will 
allow Amazon to supercharge its one-day and, increasingly, 

same-day delivery capabilities in more 
areas of the nation... Southwest 
Airlines lowered its revenue and profit 
forecast yesterday, blaming the COVID 
delta variant for a drop in bookings. 
The airline is the second in less than 
a week to warn that the fast-spreading 
variant will weigh on results. Frontier 
Airlines said last week it would break 
even, at best, this quarter because of 

the variant… The U.S. Postal Service plans to charge more 
for packages shipped during the holidays, The Wall Street 
Journal reports. Fee hikes would range from 25 cents for 
smaller packages to as much as $5 for heavier ones. FedEx 
and UPS have both added surcharges for peak delivery 
periods during the holiday season as delivery demand, 
driven by online purchases, continues to grow... The 
Wendy’s Company is going full speed ahead with ghost — 
or delivery-only — kitchens. Wendy’s is partnering with Reef, 
the largest operator of delivery kitchens in North America, 
to open and operate 700 delivery kitchens during the next 
five years across the U.S., Canada and the UK. The rollout 
follows Wendy’s successful test of eight delivery kitchens 
in Canada in late 2020. Ghost kitchens gained momentum 
during the pandemic as more people relied on delivery… 
Target Corp. is adding to its growing portfolio of private 
brands. The discounter will roll out Kindfull, a pet food brand 
for dogs and cats, in stores and online on Aug. 15. The new 
line features 50-plus items, with more than half priced under 
$10. The assortment includes wet and dry food, treats and 
toppers… Party City is ready for one of its most important 
selling events — Halloween. The party goods retailer plans 
to open 80 or 100 seasonal Halloween stores this year vs. 
only 25 in 2020, when celebrations were scaled back due 
to the pandemic. By comparison, Party City had about 250 
Halloween pop-ups in 2019.
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AVAILS
  Cowles Montana Media, a family-owned media company, is 
looking for an experienced Regional Sales Manager to join 
our team. With five markets across the 
Big Sky state, the candidate will have 
the flexibility to work from home or at 
one of our stations. We’re seeking 
a driven, solutions-based individual 
who is focused on growing market 
share by negotiating, packaging and increasing current client 
spend utilizing all our assets. Full details HERE. To apply, 

send your resume to: employment@khq.
com. EOE.
  KCCI, the market-leading Hearst 
Television CBS affiliate in Des Moines, 
Iowa, is seeking an experienced 
Account Executive. You will work in 
one of America’s top cities for business 
climate and quality of life. KCCI-TV 
will provide you every tool you need to 
deliver results-oriented, multi-platform 
marketing solutions. We need someone 
with superb sales skills, a positive 

attitude and a desire to WIN! Work for the best! CLICK HERE 
to apply today!
  Cleveland’s own WJW Fox 8 is looking for a Marketing 
& Sales Research Director to join its sales team! This 
person will be responsible for overseeing, analyzing and 
maintaining all research information and functions from 
Nielsen, Comscore, Kantar, Google Ad Manager and other 
tools that support and enhance the sales and marketing 
effectiveness of our brands in the marketplace. Minimum of 
2-3 years of media research experience and a bachelor’s 
degree or equivalent experience (3 years) in Marketing, 
Communications or Statistics required. CLICK HERE for 
more information or to apply now. EOE.

See your ad here tomorrow! CLICK HERE for details.

THIS AND THAT
  Prices that Americans pay for everyday goods and 
services accelerated in July, but about where economists 
had expected. Excluding energy and food, the Labor 
Department’s consumer price index rose by 0.3% last 
month, shy of expectations of a 0.4% increase and well 
below June’s rise of 0.9%. Used car prices, which rose 
rapidly between April and June, gained just 0.2% in July after 
a climb of more than 10% in the prior month... After falling 
steadily for a month, demand for mortgages to purchase 
a home rose slightly last week. Coupled with a continued 
increase in refinancing, total mortgage application volume 
rose 2.8% for the week, according to the Mortgage Bankers 
Association’s seasonally adjusted index. Mortgage 
applications to purchase a home rose 2% for the week but 
were still 18% lower than a year ago. Buyers are contending 
with high prices and limited supply, although more residences 
are slowly coming onto the market... AT&T has closed its 
$1.175 billion sale of anime-focused subscription streaming 
service CrunchyRoll to Sony. CrunchyRoll just passed the 
5 million subscriber threshold, with some of those customers 
paying as much as $7.99 for the premium no-ad tier. The 
service has 120 million users.

SINCLAIR CALLS DISH CARRIAGE DEAL ‘UNLIKELY’
  With its retransmission consent agreement with Dish 
Network expected to expire next week, Sinclair Broadcast 
Group said this week it’s “unlikely” it will be able to reach a 
deal with the satellite TV giant, Next TV reports.
  Sinclair said that means 112 broadcast TV stations and the 
Tennis Channel will most likely go dark to about 8 million 
Dish Network subscribers across the U.S. In addition to 
the loss of a big chunk of its retrans revenue, the lack of 
a deal also could have repercussions for Sinclair’s regional 
sports networks, housed under the Diamond Sports Group 
umbrella, which analysts have said were 
counting on a Dish deal to be reached.
  Whether the blackout would include 
Dish’s Sling TV vMVPD service is 
uncertain.
  Sinclair said 102 of the stations in 
question are ABC, CBS, FOX and NBC 
affiliates, and are in markets ranging 
from Las Vegas; Washington, D.C.; and 
Minneapolis; to Boise, Idaho; and Butte, 
Mont. The deal also could serve a blow to 
Dish’s satellite TV  subscribers, who will 
lose access to NFL football programming, local news and 
sports.
  The NFL’s regular season is slated to start in September, 
and the preseason begins Aug. 12 on the NFL Network. The 
first broadcast preseason game is slated for CBS on Aug. 29.

U.S. ROAD TRAVEL INCREASED 14.5% IN JUNE
  U.S. motorists drove 14.5% more miles in June as rural 
driving topped pre COVID-19 levels and more Americans 
return to offices and leisure trips, Reuters reports.
  The Federal Highway Administration said motorists 
drove 282.5 billion miles in June, up 35.7 billion miles over 
June 2020 as overall travel was nearly back to pre-pandemic 
levels. In June 2019, U.S. motorists logged 284.5 billion 
miles.
  For the first time since the pandemic began, rural driving 
surpassed pre-pandemic levels in June, while urban driving 
remains slightly below 2019 levels.
  Rural driving averaged 2.97 billion miles per day in June, 
up from 2.93 billion per day in June 2019, while urban driving 
averaged 6.45 billion miles per day, just below the 6.55 billion 
miles per day in the same month in 2019.
  For all of 2020, U.S. road travel fell 13.2% to 2.83 trillion 
miles, the lowest yearly total since 2001. The current 
12-month moving average is 3 trillion miles.

PBS ORDERS COOKING COMPETITION SERIES
  PBS has greenlit the cooking competition series The Great 
American Recipe, which celebrates the multiculturalism that 
makes American food unique and iconic.
  Hosted by Alejandra Ramos, the new eight-part series 
will give home cooks from different regions of the U.S. the 
opportunity to showcase their beloved signature dishes and 
compete to win the national search for “The Great American 
Recipe.”
  Judges Leah Cohen, Tiffany Derry and Graham Elliot will 
bring their professional insights and deep culinary knowledge 
to encourage and support the contestants along the way. The 
series premieres in summer 2022.
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FunnyTweeter.com

You actually can put a genie 
back in the bottle. You just 

have to purée them and use 
a funnel.
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NPD SEES 7% INCREASE FOR CE REVENUE IN ’21
  The pandemic helped drive consumer electronics sales in 
2020, and that momentum is continuing in 2021, according 
to new data from The NPD Group.
  As a result of strong sales and rising retail prices in the first 
six months of the year, NPD said U.S. consumer technology 
revenue in 2021 is expected to surpass 2020 totals by 7%, 
while unit sales for the year will see a 1% decline.
  Port Washington, N.Y.-based NPD estimates sales for 
2021 will reach more than $113 billion, up 4% increase from 
earlier estimates. In 2022 and 2023, NPD expects revenue 

to be down year over year 7% and 4%, 
respectively, and unit sales will see a 6% 
and 5% decline.
  The current third quarter is forecasted to 
be the most challenging revenue quarter 
for the CE business since the pandemic 
began due to difficult comps to Q3 2020. 
But NPD’s forecast predicts a temporary 
return to revenue growth in Q4 2021, up 
2% year over year, despite a 5% decline 
in unit sales, again driven by pricing and 
product availability. This is noteworthy 

revenue growth given the strong CE sales recorded in Q4 
2020.

FUBOTV SEES Q2 GAINS IN AD SALES, SUB FEES
  FuboTV, the sports-focused virtual pay-TV provider, 
witnessed a 196% rise in Q2 revenue to $130.9 million vs. 
the same period a year ago.
  While revenues grew sharply, fuboTV also widened its 
quarterly net loss from $73.6 million in Q2 2020 to $94.9 
million on a year-over-year basis. The company says it is 
making progress toward “profitability.”
  The company expects revenue to climb to $140 million 
to $144 million in Q3 and for full-year 2021 revenues to be 
$560 million to $570 million.
  Advertising revenue continues to be fast-growing, but still 
a small part of the overall revenue picture (13%). Ad sales 
grew nearly threefold to $16.5 million in the quarter, vs. $4.3 
million in Q2 2020. Subscription revenue also rose sharply 
by 190% to $114.4 million in Q2.
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DEG

U.S. consumers spent an
estimated $15.7B on movies, 
TV shows and other filmed 

content on home and mobile 
platforms in H1 ’21. That’s up 

5.2% from H1 ’20 $14.9B.

DEG: HOME ENTERTAINMENT SPENDING SURGES
  U.S. consumers spent an estimated $15.7 billion to watch 
movies, TV shows and other filmed content on home and 
mobile platforms in the first six months of 2021, according 
to DEG: The Digital Entertainment Group.
  The trade group reported the total spend was up 5.2% 
from the first half of 2020, when consumer spending on 
home entertainment was pegged at $14.9 billion.
  The big winner, as expected, was subscription streaming, 
which posted a 21.4% gain to an estimated $12.2 billion.
  The transactional segment, which includes a la carte disc 
and digital purchases and rentals, was 
down a whopping 28.7% to an estimated 
$3.4 billion, from $4.8 billion in the first six 
months of 2020.
  This reflects the pronounced lack of new 
product available to buy or rent in the first 
half of this year, when uncertainty about 
COVID-19 prompted the studios to hold 
back releases until they had more clarity.
  The DEG noted that the 5% increase in 
U.S. home entertainment spending in the 
first half of 2021 came amid a nearly 88% 
drop in box-office performance for the films released in the 
period, due to prolonged movie theater closures due to the 
pandemic.
  Looking at the DEG’s defined home entertainment market 
that excludes PVOD revenue, subscription streaming’s 
share of total home entertainment revenue rose to 78% by 
the end of June 2021, up from a 67.6% market share a year 
ago.

VARIANT THREATENING RESTAURANT REVIVAL
  Some consumers are rethinking their return to dining 
out, according to executives and industry data, a shift that 
jeopardizes the U.S. restaurant sector’s recovery, The Wall 
Street Journal reports.
  Restaurants that survived waves of closures last year had 
headed into the summer with rising optimism as most of the 
U.S. ended dine-in occupancy restrictions. Bigger delivery 
and online ordering business boosted sit-down chains in 
recent months, including Ruth’s Hospitality Group and 
Outback Steakhouse owner Bloomin’ Brands.
  However, individual operators and recent industry data 
now point to a more mixed picture, particularly in U.S. 
markets hit hard by COVID-19 outbreaks and renewed 
coronavirus-related advisories. Recent consumer surveys 
show the delta variant prompted Americans who say they 
are the most restricted in their activities to start pulling back 
their activities again late last month.
  In the Los Angeles market, where officials returned to an 
indoor mask mandate in public spaces last month, dining 
visits were 17% lower in the week ending Aug. 1 vs. the 
same period in 2019, according to mobile-device location 
data from foot-traffic analytics firm Placer.ai. That was a 
reversal from more dining visits before the mask mandate 
was reintroduced.
  National restaurant same-store sales in the week ending 
July 25 were the worst weekly performance in the prior five 
weeks, though they remained higher compared with the 
same period in 2019, according to restaurant-analytics firm 
Black Box Intelligence.
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