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MINARDI: EARLY TARGETING VIA TV PAYS OFF
  A multi-platform approach is essential in successfully 
targeting auto buyers. But it’s important to remember that, 
when it comes to reaching those potential buyers, TV 
advertising still tops the list.
  That’s according to Michael Minardi, the vice president 
of regional sales for NY Interconnect (NYI). He says in 
an article for MediaVillage.com that if your auto client is 
considering scaling back on their television 
media buy, then they’re in danger of missing 
out on the most important aspect of the auto 
buyer’s purchase journey. It’s a choice that 
could end up costing them way more than it 
saves.
  Automotive continues to be one of the largest 
category spenders in media, and if your client 
wants a piece of that sizeable revenue, you need to catch 
the potential customer at the beginning of their buying cycle. 
Today’s auto buyer experiences three stages: awareness, 
consideration and decision. Targeting prospective buyers 
early, specifically through television advertising, pays the 
highest dividends.
  Data-driven linear and addressable TV advertising lets you 
target with precision, getting your client’s car ad or dealership 
spot in front of the right buyer. Add any other addressable 
targeting to the mix, such as OTT or live streaming, and you 
can reach the auto customer wherever and whenever they 
watch content. If you don’t put your client in front of the auto 
buyer early enough, the campaign is likely to run out of gas 
before it even gets on the road. Here’s why:
  The Awareness Stage: The first step in the cycle is when 
prospective customers begin to realize they will soon need a 
new car. Considering the multitude of choices, this can feel 
overwhelming. Where do they start? TV ads.
  The Consideration Stage: Once the prospective auto 
buyer starts to consider their options, they begin to take 
notice of what they see in TV commercials. According to the 
VAB’s Start Your Engines report, TV ranks first in helping 
consumers form their consideration list.
  The Decision Stage: Finally, the auto buyer wraps up their 
online research, visits dealerships, goes out for test drives, 
reviews financials, and makes their purchase. Knowledge of 
the process and the ability to target help make this a win-win 
for all involved.
  If the bulk of marketing dollars is spent on digital advertising, 
they could likely miss the all-important consideration phase, 
where the auto buyer is narrowing their options. Plus, when 
you add the ability to target consumers directly through 
addressable and linear advertising, you’re steering buyers 
directly toward your client’s brand or dealership.
  Translation: Media buyers need to put a client’s brand in 
front of the auto customer during the consideration stage. TV 
advertising — both addressable and data-driven linear — is 
the key to getting prospective buyers to pursue a specific 
brand or dealership.

TV ADS ARE THE DRIVING FORCE BEHIND AUTO SALES
ADVERTISER NEWS
  Ford Motor lost almost $1.7 billion in the fourth quarter 
after taking a big accounting hit from employee pension 
liabilities and retirement benefits, but the automaker eked 
out a modest profit for the year. Ford yesterday said its Q4 
earnings before interest and taxes plummeted 67 percent to 
$485 million, while automotive EBIT dropped 81 percent to 
$215 million. Ford’s North American earnings fell 64 percent 

to $700 million, mostly due to UAW contract 
costs, warranty expenses and problems 
with the launch of the redesigned Explorer 
and Aviator crossovers, Automotive News 
reports. Ford last month warned that its Q4 
results would include a $2.2 billion charge 
related to its pension plans. The company 
has now reported two consecutive fourth 

quarter losses, after losing $116 million in the final period of 
2018... The legacy retailer Macy’s is closing 125 stores — 
about a fifth of its total — and laying off about 2,000 workers 
as it struggles to shore up sales after a disappointing holiday 
season, The Washington Post reports. The department 
store chain is also shutting down its headquarters in 
Cincinnati and will move operations to its main headquarters 
in New York, the company said in a statement yesterday. 
The company also plans to close offices in San Francisco 
and Lorain, Ohio, as well a customer service center in 
Tempe, Ariz., resulting in a 10 percent reduction of corporate 
and support staff... Sephora plans to open 100 stores this 
year, its largest single-year expansion to date, as it looks 
to move beyond traditional shopping malls, CNBC reports. 
The chain, which is owned by LVMH, is going after growing 
markets, including Charlotte, N.C., and Nashville, Tenn... 
Earth Fare, which was acquired by a private equity firm in 
2012 with plans to significantly expand its store count, is 
closing all its stores after it was unable to refinance its debt 
in light of current conditions in the retail grocery market, 
CNN reports. The organic grocery chain operates about 50 
stores in 10 states, primarily in the southern United States... 
A local physician in Cincinnati is writing prescriptions for 
diabetes patients to meet with a registered dietician at a 
Kroger in Forest Park, Ohio, Supermarket News reports. 
“Upon successful completion of this pilot, we have plans 
for rapid expansion, with a vision of filling more nutrition 
prescriptions than we do prescription for medication,” said 
Kroger Health registered dietitian Bridget Wojciak, RDN/
LD... Dunkaroos, a cookie with icing treat that was popular 
in the 1990s, is being brought back this summer by General 
Mills. The Minneapolis Star Tribune says the snack will be 
available with one flavor, vanilla cookies with vanilla frosting 
and rainbow sprinkles... Wendy’s says it will start serving 
breakfast nationwide on March 2. The breakfast menu will 
include items like the Frosty-ccino, the Honey Butter Chicken 
Biscuit and the Breakfast Baconator. Fast-food chains as a 
whole have seen their business slow down as customers 
turn to healthier options or make their meals at home.
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DISNEY SAYS IT HAD 26.5M DISNEY+ SUBS IN Q4
  Walt Disney’s highly anticipated premium video subscriber 
results showed that Disney+ had a massive 26.5 million 
subscribers at the end of December, higher than analysts’ 
estimates of 20-25 million, Television News Daily reports.
  Bob Iger, Disney’s chairman/CEO, told CNBC that half 
of its Disney+ subscribers came from its own website/
digital platforms and 20 percent from a high-profile Verizon 
promotional deal, with the rest coming from other third-party 
services, Roku, Apple TV and others.
  Analysts estimated Disney+ could have gained as many as 
10 million subs from a Verizon promotion that gives its users 

a free initial year of Disney+. The retail 
price for Disney+ is $6.99 a month. 
  Even with the promotion, Iger noted that 
the effective average rate-per-subscriber 
price was still good — at an average 
$5.56/month for Disney+, which launched 
in mid-November.
  One of the bigger surprises is that ESPN+ 
now totals 6.6 million subscribers, a leap 
from 3.3 million in November 2019 and 
1.4 million in December 2018.
  Iger says the packaging of Disney+, 
ESPN+ and Hulu helped its overall 
subscriber results, especially in terms of 

keeping down its churn rate. The package deal for the three 
Disney services is $12.99/month.

POST-IOWA, BLOOMBERG TO DOUBLE AD SPEND
  Michael Bloomberg’s presidential campaign moved 
yesterday to exploit the chaotic outcome of the Iowa 
caucuses, escalating an already enormous campaign of 
television advertising and publicly making the case that a 
messy outcome in the early states opened the way for his 
candidacy, The New York Times reports.
  Bloomberg, the former New York City mayor whose 
campaign is fueled by a multibillion-dollar personal fortune, 
conferred with advisers yesterday about the muddled results 
in Iowa. Encouraged by the murky outcome, he authorized 
his campaign team to double his spending on television 
commercials in every market where he’s currently advertising 
and expand his campaign’s field staff to more than 2,000 
people, strategists involved in the conversations said.
  Bloomberg’s campaign has been trying to chart an 
unprecedented route to the Democratic nomination, skipping 
the first four contests in February but contesting the array of 
larger states that begin voting in March.

YOUTUBE TV TOPS 2 MILLION SUBSCRIBERS
  High-profile marketing around the World Series and Super 
Bowl is apparently paying off for Google’s proprietary online 
TV service, YouTube TV, Media Play News reports.
  Google says the online TV service now has more than 2 
million subscribers since launching in 2016. The tally puts 
the platform just behind Dish Network’s pioneering Sling 
TV with 2.68 million subs and Hulu with Live TV, reportedly 
at 2.7 million subs.
  YouTube (excluding $1.2 billion from YouTube TV) 
generated more than $15 billion in ad revenue in 2019 — up 
from $11 billion in 2018.
 That pales in comparison to overall revenue for Google 
parent Alphabet. “In 2019 we again delivered strong revenue 
growth, with revenue of $162 billion, up 18 percent year over 
year and up 20 percent on a constant currency basis,” CFO 
Ruth Porat said in a statement.
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FEWER TV VIEWERS, BUT THEY WATCH LONGER
  There is some good viewing news for traditional TV 
networks: While there are fewer overall viewers, those who 
are still watching linear TV are spending more time watching.
  Over the last five years — from Q4 2014 to Q4 2019 — 
average TV “tune” length grew 11 percent to 30.8 minutes for 
people over the age of 18 on broadcast from 27.7 minutes, 
says MoffettNathanson Research. This is similar to cable 
networks — up 10 percent to 23.1 minutes in 2019 from 21 
minutes in 2014.
  Forty-four of 106 networks grew in the average length of 
tuning in for viewers. The biggest gainers were Turner’s 
Headline News and CBS’s Pop network 
and its Smithsonian Channel.
  The downside is that broadcast and cable 
TV networks continue to see generally 
lower reach. For all broadcast networks, 
the average reach was 67 percent of adults 
18 and older — down from 82 percent five 
years before.
  Cable networks also dropped, to 12.5 
percent in 2019 from 19.8 percent in 2014.
  Only two of the 106 networks grew 
in reach: Motor Trend and Spanish-
language network Galavision. On the 
other end, among the remaining 104, 
Lifetime and AMC declined the most in terms of reach.

CABLENET CHATTER
  Impractical Jokers on truTV will hit the 200-episode 
mark on Thursday, Feb. 13. To celebrate the milestone, 
the network will air every episode of the series, starting 
Sunday. The epic marathon will be followed by two special 
episodes looking back at the show, leading immediately into 
the 200th episode. During the 200th episode, viewers will 
get an exclusive sneak peek at Impractical Jokers: The 
Movie, opening in select theaters nationwide on Friday, Feb. 
21... Competition series Vegas Chef Prizefight will debut 
on Food Network on Thursday, March 5 at 10 PM (ET). In 
the series, the next generation of elite chefs embark on the 
toughest job interview of their lives for the opportunity to be 
named Head Chef at the brand-new $10 million restaurant 
at the Flamingo Las Vegas, right on the Vegas Strip. Anne 
Burrell hosts.

THIS AND THAT
  It’s getting harder to pay the rent. A new report from the 
Joint Center for Housing Studies of Harvard University 
calculates that 10.9 million renters spent more than half 
of their income on housing in 2018. That equates to one 
in four renters. Moreover, there were 6 million more cost-
burdened renters in 2018 than in 2001... U.S. consumer 
auto sales are forecast to continue to decline for the fifth 
year in a row in 2020, according to data from J.D. Power 
and LMC Automotive. However, lower sales are offset by 
higher prices, as the average cost of a new vehicle stands 
at $33,982... Meanwhile, the average price of pickup trucks 
in the U.S. has climbed to $51,700, J.D. Power says, but 
that’s before incentives come into play. “After negotiations 
with dealers and great deals, we knock it down to $42,036,” 
says J.D. Power’s Tyson Jominy.

Kris Carey

A lot of people 
associate ‘rock bottom’ 
with drugs and alcohol, 

but I just bought 
lingerie from Costco.


