
 

www.spotsndots.com
Subscriptions: $350 per year.

This publication cannot be
distributed beyond the office

of the actual subscriber. 
Need us? 888-884-2630 or  

sales@spotsndots.com 
Copyright 2021.The Daily News of TV Sales                       Friday, August 6, 2021

CHILD TAX CREDIT BOLSTERS RETAL RECOVERY
  Retail sales in July got a big boost from the Child Tax 
Credit and pent-up consumer demand, posting their 11th 
consecutive month of growth.
  That’s according to Mastercard SpendingPulse, which 
reported that U.S. retail sales (excluding auto and gasoline) 
rose 10.9% in July over the year-ago period, and nearly 
quadruple the average growth in the month of July. (The 
average year-over-year growth in July over the past four 
years was 2.9%.)
  Brick-and-mortar stores are rebounding, with in-store sales 
making up 81.9% of total retail sales for the month, according 
to Mastercard SpendingPulse, which measures in-store and 
online retail sales across all forms of payments. In-store 
sales rose 15.5% year-over-year in July, with weekends 
having positive spikes in spending as shoppers returned to 
physical stores.
  “While e-commerce continues to play an increasingly 
significant role for retail, nothing replaces the in-store 
experience,” said Steve Sadove, 
senior advisor for Mastercard and 
former CEO and chairman of Saks 
Incorporated. “July numbers reflect 
a return to the store. Consumers are 
shopping, spending and splurging across channels.”
  The report also noted that a number of retail sectors are 
being impacted by back-to-school shopping, which is well 
underway nationwide. Among the key trends from the survey:
•  Child Tax Credit boosts department stores and apparel 
sales: The first of six monthly Child Tax Credit payments 
provided parents with an infusion of cash during the peak 
back-to-school shopping season, with apparel (up 80% year-
over-year) and department store (up 44.8%) sectors seeing 
an uptick in sales for the month. The growth was concentrated 
in the days immediately following the first distribution of the 
payments on July 15.
•  Making a house a home: According to data relesed by 
the U.S. Census Bureau, new home sales have fallen to 
an 18-month low. However, consumers are still eager to turn 
their houses into homes as the furniture & furnishings sector 
continues to grow on a year-over-year (+3.2%) and year-
over-two-year (+26.8%) basis.
•  Return of the In-Store Shopper: Brick-and-mortar 
browsing is making its return, with in-store sales making up 
81.9% of total retail sales (excluding auto) for the month. 
According to Mastercard SpendingPulse, in-store sales were 
up +15.5% YOY in July and weekends experienced positive 
spikes in spending as a result of in-store shoppers returning 
to physical stores.
  Said Mastercard’s chief economist and head of the 
Mastercard Economics Institute, Bricklin Dwyer: “Back-
to-school shopping is back. Combined with greater savings 
and higher demand, the Child Tax Credit has provided a 
boost for families and is putting more money into retailers’ 
pockets.”

REPORT: IN-STORE JULY SALES TOP PRE-PANDEMIC LEVEL
ADVERTISER NEWS
  Ford Motor has started offering voluntary buyouts to 
some employees in the U.S. as part of the automaker’s 
plan to cut approximately 1,000 positions and reconfigure 
staffing for growth. In a statement, the automaker said the 
move will enable its wide-ranging Ford+ growth plan, de-
tails of which it divulged in May. That plan is, among other 
things, supposed to aid the company as it delves further 
into solidifying digital services and electric vehicle devel-
opment, with the latter an area it plans to invest $30 bil-
lion into by 2025... Lithia said it sold four dealerships in 
Q2, including a Kia dealership in California and Hyundai 
outlet in New York. The vehicle retail giant, which also di-
vested Audi Valencia in California and Hazleton Honda 
in Hazle Township, Pa., in Q2, said it sold Lithia Kia of 
Stockton on May 26 and Carbone Hyundai in Yorkville, 
N.Y., on May 7... Kroger Health has announced a partner-
ship with Lyft to provide customers with a free means to 
get vaccinated against COVID-19 by receiving rides to the 

grocery giant’s pharmacies or Little 
Clinic locations… Tyson Foods will 
require all of its 120,000 workers to 
be vaccinated against COVID-19 by 
Nov. 1 as a term of employment. The 

Tyson announcement stands out because it not only ap-
plies to corporate workers but also frontline employees in 
its manufacturing facilities… CVS Health reported a 14.3% 
gain in pharmacy sales “driven by increased prescription 
volume, COVID-19 vaccinations and diagnostic testing 
and higher front store revenues across all product catego-
ries.” The drugstore giant also upped its annual earnings 
forecast... Wayfair said Q2 net revenues declined 10.4% 
on a year-over-year basis to $3.9 billion, below Wedbush 
(down 10%) and consensus estimates (down 8%). Its U.S. 
revenue fell 15.2% from last year to $3.1 billion, while its 
international revenue rose 16.3% to $800 million... Adidas 
said revenue had picked up everywhere except Greater 
China, driving a 55% hike in Q2 sales from the previous 
year. “We are seeing uncertainty in China, but I am very, 
very convinced that China will be very, very successful also 
for this year,” CEO Kasper Rorsted told CNBC yesterday. 
Online revenues fell 14% over Q2, as more consumers 
were able to visit stores… A partnership between Walmart 
and one of the nation’s biggest community solar projects 
will earn energy credits for 32 stores, four Sam’s Clubs 
and a distribution center across New York State. The re-
tailer will subscribe to shares in 23 Nexamp farms as it 
works toward a goal to power all of its facilities with renew-
able energy by 2035… Papa John’s will host 800 hiring 
events around the U.S. later this month in a push to recruit 
20,000 new employees. The weeklong effort comes after 
two recruiting events last year to hire 30,000 new staffers. 
Last month the chain outlined plans to invest $2.5 million 
in recruiting and retention efforts that included signing and 
referral bonuses.
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AVAILS
  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.

DIGITAL MOVIE, TV SHOW BUYS PROVE RESILIENT
  The pandemic was a boon for digital home entertainment 
channels as house-bound consumers flocked to in-home 
access to new release and catalog movies. That trend hasn’t 
diminished as the U.S. emerges from the pandemic and 
deals with the growing Delta variant threat.
  The number of consumers who bought or rented TV shows 
and movies at least once a week through their pay-TV provider 
doubled from February 2020 to June 2021, according to Hub 
Entertainment Research.
  The data cited comes from Hub’s Predicting the Pandemic 
study, conducted among 3,000 U.S. consumers age 14-74, 
who watch at least one hour of TV per week. The data were 
collected from June 22-29.
  In July 2020, only a fifth of survey respondents said they’d 
paid to stream a movie that skipped the theater because of 
COVID. By June 2021, that number had risen to a third.

JOBLESS CLAIMS REMAIN AT ELEVATED LEVEL
  U.S. jobless claims fell slightly to 385,000 last week, as 
worker filings for new unemployment benefits settled this 
summer at a level that is nearly double the pre-pandemic 
average, The Wall Street Journal reports.
  The decrease in filings reported by the Labor Department 
yesterday comes as the economic recovery faces risks from 
the COVID-19 surge driven by the Delta variant, supply-
chain constraints and a shortage of available workers. The 
four-week moving average, which smooths out volatility in 
the weekly figures slightly decreased to 394,000.
  Continuing claims for regular and temporary pandemic-
related federal programs, which provide an approximation of 
the number of people receiving benefits, dropped by 181,000 
to 13 million in the week ended July 17.

VIACOMCBS SEES ADVERTISING RECOVERY IN Q2
  ViacomCBS edged Wall Street estimates in Q2, with 
revenue rising 8% to $6.56 billion and earnings per share 
coming in at 97 cents on an adjusted basis.
  Analysts had expected earnings of 96 cents and revenue 
of $6.48 billion.
  Streaming revenue soared 92%, with advertising revenue 
more than doubling to $502 million. The company added 
6.5 million subscribers in the quarter, reaching 42 million 
globally, and also announced a deal with Comcast’s Sky 
to roll out Paramount+ in the UK and Europe in 2022. 
The revamp and expansion of CBS All 
Access hit the U.S. in March and has 
gone to more than two-dozen other 
global territories.
  Along with streaming, advertising 
was a major theme in the results. Ad 
revenue rose 24% in the quarter in the 
TV Networks and Cable Networks 
divisions. Key to the upswing were CBS 
sports broadcasts, which didn’t exist 
in the same quarter a year ago due 
to COVID-19. On the cable side, the 
company credited “an improved advertising market.”

REPORT: MOST CONSUMERS STILL STREAMING
  Despite eroding restrictions that are letting more and more 
Americans out of the house, a new J.D. Power report said 
nearly 80% of consumers are streaming entertainment as 
much or more than during the height of the pandemic. 
  In a survey released yesterday, J.D. Power asked 1,209 
adults in June about their streaming habits over the past 
six months. According to the researcher, 79% said they 
are streaming the same or more over that time period. In 
addition, the number of streaming providers per household 
rose to 4.5 in June from 3.9 in December, with more 
customers utilizing streaming apps via smart TVs, mobile 
phones and tablets.
  According to the survey, 40% access streaming apps 
through smart TVs (vs. 36% in December); 36% via 
smartphones and tablets (up from 30% in December) and 
28% through a laptop computer (up from 25% in December).
  With that rise in consumption comes a greater tolerance for 
price increases. Respondents said they spent an average 
of $55 per month for streaming services, up 17% since 
December.

OLYMPICS RATINGS: MORE BAD NEWS FOR NBC
  NBC’s coverage of the Tokyo Olympics saw its second 
lowest-rated night on Wednesday, bringing in a total of 11 
million viewers and an average rating of 2.4 in the 18-49 
demo, per overnight numbers. Wednesday, which saw a 
six-tenths drop in ratings and a 24% dip in viewers from 
Tuesday, remains only slightly above lowest-rated and least-
watched night thus far — Saturday, July 31 (2.3, 10.7M).
  To put Wednesday evening’s plunge in perspective 
Olympics-wise, Day 12 of the Rio Games in 2016 earned a 
demo rating of 7.0 and the 2012 London Olympics brought 
in around 22.4 million viewers for the corresponding day. 
Despite, the lower numbers on Wednesday, NBC continues 
its primetime domination streak, earning more viewers than 
ABC, Fox, CBS and the CW combined.
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FunnyTweeter.com

My hair is far more accurate 
at predicting the weather than 

any meteorologist.
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OTT: CORD-CUTTERS SPENDING $85 PER MONTH
  New research from Parks Associates finds cord-cutters are 
spending $85 per month on average for their online pay-TV 
or standalone subscription-based services, roughly $30 less 
than what they were paying for traditional pay-TV service.
  The Dallas-based research firm’s Quantified Consumer: 
Cutters, Nevers, and the Rebundling of Video, examines 
consumer trends in unbundling video services and the recent 
phenomena of consumers re-bundling their service portfolio 
because of a fragmented video content marketplace.
  “Cost concerns drove many consumers away from traditional 

pay-TV, and OTT services are delivering 
on the promise that they can offer desired 
video content at a considerably lower 
price point,” Elizabeth Parks, president, 
Parks Associates, said in a statement.
  Parks said 47% of cord-cutters subscribe 
to four or more OTT services.
  Cord-cutters spend nearly twice as 
much monthly on OTT services as cord-
nevers. There are more than 6 million 
cord-nevers, who are less likely to own 
key streaming video products.

  By contrast, 58% of cord-cutters own a smart TV, which is 
roughly equivalent to the national average, so cord-cutters 
demonstrate an affinity to video content and services that 
make them a valuable segment for providers to target, 
according to Parks.

THIS AND THAT
  Some 3,000 Nielsen Portable People Meter panelists will 
be equipped with Bluetooth-enabled wearable measuring 
devices in September as the ratings giant works to improve 
participation and compliance outside the home. The devices 
will capture radio and television consumption in different 
rooms of houses, in panelists’ vehicles and in public venues, 
increasing cross-media measurements for the Nielsen ONE 
platform... The U.S. trade deficit widened to a record in June 
as the resurgent American economy drove strong demand 
for foreign-made goods ahead of the COVID-19 Delta-
variant surge. The trade gap in goods and services expanded 
6.7% from May to a seasonally adjusted $75.7 billion, the 
Commerce Department said. Before the pandemic, the 
monthly trade deficit had hovered for years between $40 
billion and $50 billion.
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Parks Associates

Forty-seven percent of cord-
cutters subscribe to four or 

more OTT services.

WEDNESDAY NIELSEN RATINGS - LIVE + SAME DAY

GRAY TV’S Q2 BROADCAST REVENUE RISES 21%
  Gray Television said yesterday that total revenue for Q2 
2021 came in at $547 million. That’s an increase of $96 
million, or 21%, from Q2 2020.
  The primary components of revenue were combined local 
and national broadcast advertising revenue ($279 million) 
and retransmission consent revenue ($242 million).
  The retrans revenue was slightly less than the company 
had expected due to the timing of certain adjustments that 
will positively impact retransmission consent revenue in 
Q3 2021.
  Broadcasting revenue consisted of local 
advertising revenue (including internet, 
digital and mobile) of $222 million, up 
37%; national advertising revenue of 
$57 million, up 58%; political advertising 
revenue of $6 million, down 71%; and 
retransmission consent revenue of $242 
million, up 10%.
  Production company revenue totaled 
$10 million, up 400%.
  Combined local and national broadcast 
revenue, excluding political advertising 
revenue (total core revenue), increased by $81 million, 
or 41% compared to the second quarter of 2020, Gray 
said. The company said revenue and total core revenue 
increased as advertiser demand returned in the improving 
macroeconomic environment.

TUBI HELPS GROW FOX TV REVENUE, EXPENSES
  Fox Corp. said it increased Q4 TV revenue 30% to $1.5 
billion, up from $1.11 billion in the prior-year period. Fox 
attributed the success in part to Tubi, the company’s ad-
supported VOD platform acquired in 2019 for $440 million.
  Total quarterly revenue increased 20% to $2.89 billion, 
from $2.41 billion in the previous-year period, with strong 
growth across all revenue categories.
  At the end of the fiscal year, Tubi surpassed 3 billion 
hours streamed, up more than 50% over the prior year. 
During the recent June quarter, total view time surpassed 
900 million hours, up more than 40% over the prior-year 
quarter.
  The ongoing investment in Tubi is impacting the company’s 
bottom line. The television segment reported quarterly 
pre-tax earnings of $148 million, down almost 13% from 
pre-tax earnings of $169 million in the prior-year quarter. 
The decline primarily reflected the timing of programming 
rights amortization at Fox Entertainment as a result of 
COVID-19 and increased investment at Tubi.

COLOR A PRIME AUTOMOBILE-BUYING FACTOR
  The 2021 US Consumer Survey from Axalta, a liquid 
and powder automotive coatings supplier, found 79% of 
Americans said “color is a key factor when 
buying a vehicle.” The largest percentage 
(30%) said black was their favorite vehicle 
color, with white only half at 15%, followed 
by blue 14%, gray 13% and red 10%.
— Media Group Online’s July 2021 Automotive Update 
Report
  For more information and a one-week free trial, visit 
Media Group Online.

https://www.mediagrouponlineinc.com/2020/04/17/click-here-for-a-free-sample-package-and-a-one-week-free-trial/

