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FOCUS WILL TURN TO MULTI-SCREEN AUDIENCES
  Nielsen, best known for delivering TV ratings, is getting 
ready for a future when it gauges a lot more than what people 
are watching on TV, Variety reports.
  The media-measurement giant plans to launch a new system 
that examines how many impressions a show or commercial 
makes across a broader panoply of video windows that 
might include the TV screen, but also the one embedded in 
a smartphone or computer. The process, which is expected 
to start in the fourth quarter of 2022 and be completed by the 
fall of the 2024 TV season, is likely to recalibrate decades of 
efforts to understand who watches programming and how 
they do it.
  “Our customers want to understand 
how much audience came from different 
windows — from YouTube, from 
Amazon,” says Scott N. Brown, general 
manager for audience measurement at 
Nielsen. “It really kind of changes the whole concept of what 
TV ratings are.”
  Nielsen has long provided data on who watches TV 
programming by extrapolating activity from a sample of TV 
viewers across the nation. These estimates represent the 
bedrock element of how TV networks, stations and program 
syndicators do more than $70 billion worth of business with 
Madison Avenue each year.
  Under the new system, dubbed Nielsen One, advertisers 
and media outlets will be able to use a single third-party 
measure that provides a look at how many people are 
watching a piece of content across linear and digital venues. 
Rather than examine what percentage of homes have tuned 
in, advertisers and networks might also focus on the total 
number of unduplicated video impressions a program or 
commercial makes over the course of a pre-determined 
window of time.
  The industry has clamored for such technology for years. 
There has not been a major reworking of TV measurement 
since 2007, when advertisers and TV networks agreed to 
use a representation of the viewership of a commercial break 
to determine their deals. At the time, the 
industry was grappling with the effects 
of digital video recorders, which allowed 
viewers to skip past dozens of glitzy 
commercials.
  Since that time, however, consumers 
have found even more ways to get 
around watching advertising – including 
relying on streaming services like 
Peacock, Hulu and Disney+, many 
of which run fewer commercials, even 
none. As consumers migrated to a 
dizzying array of video sites that can 
include a network’s own mobile apps,
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  The inclusion of a double-wishbone front suspension on the 
2022 Acura MDX arriving in early February marks the return 
of technology that helped launch Honda’s upscale brand in 
1986. Double-wishbone suspension systems are heavier, 
more complex and more expensive than the more common 
McPherson struts used on many crossovers and sedans. But, 
born from Formula 1 race cars, double-wishbone suspension 
systems help keep tires square on the road during aggressive 
driving. That improves handling and safety. Acura is calling 
the redesigned 2022 MDX the most premium, performance-
focused and technologically advanced crossover in the 

brand’s history... Seven years after 
discontinuing the F-150 Tremor package, 
Ford Motor is resurrecting the off-road 
variant for the 2021 model year. The 
automaker said yesterday it will sell an 
F-150 Tremor starting next summer, 

expanding a package that also is offered on the Super Duty 
and Raptor. The F-150 version will come in SuperCrew 
configuration with a 5.5-foot box, 3.5-liter EcoBoost V-6 
engine and 10-speed automatic transmission, plus standard 
four-wheel drive… Mall landlords Simon Property Group 
and Brookfield Asset Management are the new owners of 
J.C. Penney. The department store retailer earlier this week 
exited Chapter 11 bankruptcy protection with 690 locations 
to serve customers. “[It’s] an exciting day for our company, 
as we have accomplished our goal of putting J.C. Penney 
on a secure path for the future as a private company so that 
we can continue to serve our loyal customers,” Jill Soltau, 
the chain’s CEO, said in a statement… IKEA has decided to 
stop publishing its iconic print catalog after 70 years, citing 
a decrease in consumers using the popular publication, 
200 million of which were published in 32 languages at the 
catalog’s peak in popularity. The retailer has focused on 
digital investments... Kohl’s will double the number of stores 
carrying Lands’ End products to 300 next year after a test
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AVAILS
  Telemundo, Houston (KTMD) seeks an Account 
Executive. The AE is responsible for partnering with 
local clients, both on the agency level and 
direct, to create innovative and unique multi-
platform marketing and advertising solutions 
that target a client’s demographics and 
products/services. The AE’s role is a sales 
role focused on delivering quarterly results 
and meeting individual budget requirements. Bachelor’s 
degree and 3+ years of experience in broadcast media 

sales preferred. CLICK HERE for more 
info or to apply now.
  WCSC-TV (CBS) Account Executive: 
Do you have a strong competitive 
drive and determination to win? Are 
you a natural relationship builder 
and collaborator? If so, a fantastic 
opportunity awaits at the top media 
outlet in the “No. 1 City in the World,” 
Charleston, S.C. You will have the 
opportunity to sell across all WCSC’s 
television and digital platforms, 

providing advertising solutions to new customers that 
will help them generate sales and increase profitability. 
Previous broadcast sales experience preferred. Please 
apply online HERE. EOE.

See your ad here tomorrow! CLICK HERE for details.

COULD FOX DROP ‘THURSDAY NIGHT FOOTBALL’?
  Fox Corporation is currently the only NFL media partner 
to carry two different football franchises. Depending on the 
future costs of those games, Fox may be content to carry 
just one, Variety reports.
  The chief financial officer of the company said yesterday 
that if forced to make a decision about whether to carry 
just Sunday-afternoon football games or Thursday 
Night Football, Fox would opt for the Sunday package. 
The NFL and its media partners — Fox, ViacomCBS, 
NBCUniversal and Walt Disney — have been in ongoing 
talks in recent months about renewing football rights 
packages. The league’s current rights deal with Disney’s 
ESPN lapses after the 2021 season, while its contracts 
with the remaining three last through 2022.
  “If there is a choice between the two,” said Steve 
Tomsic, Fox Corp.’s CFO, speaking to investors at a 
conference organized by UBS, Fox’s Sunday package “is 
absolutely core to our hearts.” He added: “The heritage of 
the company was built on Sunday afternoon football,” a 
reference to founder Rupert Murdoch’s decision in 1993 
to gain momentum for his still-fledgling Fox broadcast 
network by paying a whopping $1.6 billion for the rights to 
Sunday NFL games previously held by CBS.
  Current expectations hold that NFL prices could rise as 
much as 50% to 80% in the next round of talks.
  CBS, NBC and Fox are believed to be paying a combined 
$3.1 billion per year for Sunday games, compared to $1.94 
billion a year under the previous contract. ESPN’s rights 
to broadcast Monday Night Football are believed to cost 
around $1.9 billion per year, compared to $1.1 billion paid 
in the previous contract.

NETWORK NEWS
  Clarice, CBS’ new series followup to Silence of the Lambs, 
will debut Feb. 11, while summer reality series Tough of 
Nails will return for a second season Feb. 10. The scheduling 
of Clarice, which stars Rebecca Breeds in the title role, and 
Tough As Nails provides continuity in the Thursday 10 PM and 
Wednesday 8 PM hours, respectively. Clarice will succeed 
Star Trek: Discovery after the CBS All Access series 
concludes its first-season run on the broadcast network. The 
horror drama Evil, which had been originally scheduled in 
the time period, will return for its second season later in the 
season, possibly in the same slot... Home 
Economics has been handed a series 
order at ABC. This marks the network’s 
first comedy pilot handed a series order 
in an unusual year for broadcast network 
development. ABC’s previous comedy 
orders – Call Your Mother and Rebel 
– went straight-to-series. The single-
camera comedy will air in spring 2021. 
It stars That ‘70s Show alum Topher 
Grace. The show takes a look at the 
heartwarming yet super-uncomfortable 
relationship among three adult siblings: one in the 1 percent, 
one middle-class and one barely holding on... Maggie Q 
(Nikita, Designated Survivor) is set as the co-lead opposite 
Eliza Coupe and Ginnifer Goodwin in Fox’s comedy 
pilot Pivoting. Written by Liz Astrof, Pivoting follows three 
women — Amy (Coupe), Jodie (Goodwin) and Sarah — after 
the death of their childhood best friend. Faced with the reality 
that life is short, in desperate attempts to find happiness, they 
make a series of impulsive, ill-advised and self-indulgent 
decisions, strengthening their bond and proving it’s never too 
late to screw up your life.

SHELL: PEACOCK GROWS SIGNUPS TO 26 MILLION
  Comcast’s Peacock direct-to-consumer service has had 
26 million people sign up, up from 20 million to 21 million 
when the company reported at the end of Q3, according to 
Jeff Shell, CEO of Comcast’s NBCUniversal unit.
  “The momentum just continues in a very strong linear way,” 
said Shell, speaking at the UBS media investor conference 
this week. That growth is coming without much of its original 
programming, delayed by the pandemic, or the Olympics 
which was postponed by the coronavirus.
  “We get The Office on January 1, which is one of Netflix’s 
top shows,” he said. “If you try to watch The Office on Netflix 
right now, it’s pretty hard to find.”
  Ad demand for Peacock is strong, he added. Peacock sold 
much of its inventory to charter advertisers, so it’s hard to 
judge, but “it’s already having an impact [on NBCU’s overall ad 
revenue] and given its success on signups and engagement, 
I think it going to continue have a growing impact.”
  The overall ad market is also hot, but that’s as much 
because of a shortage or ratings points because of the lack 
of new programs as it is because advertisers are becoming 
more optimistic about the economy.
  Demand is particularly strong for big events, including 
sports. “We actually have more revenue in the door now for 
the Olympics in ‘21 than we had at this point for the Olympics 
in ‘20,” Shell said. “We had a pandemic and we actually have 
more revenue.”
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Mitch Hedberg

I like to take a toothpick and 
throw it in the forest and say, 

“You’re home!”
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NIELSEN PLANS TV-RATINGS OVERHAUL BY 2024 
(Continued from Page 1)
a binge-watch on Netflix or a catch-up of clips via YouTube, 
executives cursed their inability to tally up all the “eyeballs” 
their programs received.
  In recent months, Nielsen has moved to build a new 
measurement system by expanding its efforts to incorporate 
connected TVs and digital video. Starting in the fourth 
quarter of 2022, the company expects to be able to deliver 
metrics for specific commercials and pieces of content, no 
matter the way in which they are delivered to a consumer.

  Advertisers have already started 
crafting deals that are based on criteria 
other than how many men and women 
between the ages of 18 and 49 see 
a particular snippet of video. With 
audiences split across dozens of new 
viewing behaviors, many advertisers 
believe they can use consumer data to 
set up important targets and have started 
to pay a premium to media outlets that 
can deliver a higher percentage of a 
particular type of customer.

ADVERTISER NEWS
(Continued from Page 1)
launched in September at 150 locations proved successful. 
The addition of the fashion brand is one of several ways 
Kohl’s is growing its assortment of new offerings, Kohl’s 
CEO Michelle Gass said... Apple has opened preorders for 
its AirPods Max over-the-ear headphones, which features 
a 20-hour battery life, noise cancellation and a transparency 
mode that allows some outside audio to filter in. Shipments 
begin Dec. 15... Affluent consumers are making more and 
bigger online purchases this year. Luxury auction houses 
Christie’s and Sotheby’s have seen online sales surge 
during the holiday season, and upscale e-commerce platform 
1stDibs reported a 30% rise in merchandise value in the 
past six months compared to the same period last year... 
As consumers look for alternatives to in-store shopping, 
Best Buy is touting expanded pickup and delivery options. 
Those choices include 16,000 “alternate” pickup locations at 
partners like CVS Pharmacy, Michaels, Advanced Auto 
Parts and UPS, the electronics retailer said.
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FunnyTweeter.com

I sold the armchair I had in my 
room and now I have nowhere 
to put my clean laundry and 

stare at it for 8 days.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY

AUTO SHOPPERS: PRICES UP, SELECTION DOWN
  Auto consumers of late perceive vehicles as costing more 
than did people who were in the market last spring. Today’s 
shoppers also see vehicle selection as leaner than did earlier 
buyers. Those are among findings of the latest CarGurus 
COVID-19 Sentiment Study.
  November research results compare with CarGurus survey 
findings from April and June. Consumers who bought vehicles 
from March through June were twice as likely to think prices 
were much lower than expected when compared with those 
who bought from July through November (31% vs. 16%).
  That perception indeed is a reality. 
“There were better deals back then,” 
Madison Gross tells WardsAuto. She is 
director-consumer for CarGurus, an online 
automotive marketplace.
  Automakers offered hefty consumer 
incentives in the spring to spur softening 
sales. Those enticements have since 
abated. Surveyed shoppers of late 
assume the great deals during the early 
days of the pandemic are over.
  More than one in four expect prices to 
be higher, the study says. Consequently, 62% say they are 
considering more than one brand and 42% are considering 
more than one type of model.
  Selection of affordable vehicles is a top concern among 
buyers going forward, with 46% of recent shoppers saying 
they feel less confident in their ability to find a vehicle that 
meets their budget.

AS PANDEMIC RAGES, U.S. GIVES OTT TRIAL RUN
  Parks Associates research finds roughly 40% of U.S. 
broadband households trialed at least one over-the-top 
subscription video service during the COVID-19 pandemic. 
These free trials are important drivers to paying subscriptions, 
and by leveraging data on viewer activities and preferences, 
providers can personalize their services to improve subscriber 
stickiness.
  Free trials don’t apply to ad-supported VOD platforms such 
as Pluto TV, IMDb TV, The Roku Channel, Shout! TV and 
Tubi.
  Dallas-based Parks found that 2% of U.S. broadband 
households that subscribed to an OTT service during the 
COVID-19 crisis cite a free trial as a key driver for this new 
subscription. Average monthly spending on OTT video 
service subscriptions was $16 in Q1 2020. Two-thirds of 
domestic broadband households that cancelled an online 
pay-TV service would consider re-activating it when live 
sports content become available.
  “The use of data, which moving forward will be better 
informed with the use of advancements such as machine 
learning and artificial intelligence, will guide an improved 
user experience and content offering,” research director 
Steve Nason said in a statement.
  In November, Parks reported that 61% of broadband 
households subscribed to two or more OTT services as of 
3Q 2020, up from 48% the previous year. Forty-five percent 
subscribe to three or more, up from 27%, and 31% subscribe 
to four or more, up from 14%. SVOD services cited included 
Disney+, HBO Max, Peacock, Apple TV+, CBS All Access, 
Netflix, Amazon Prime Video and Hulu.


