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PORSCHE, KIA MAKE LIST; TESLA NEAR BOTTOM
  The three most dependable auto brands in the U.S. are 
now Lexus, Porsche and Kia, according to a new J.D. 
Power study. The three least dependable are Jaguar, Alfa 
Romeo and Land Rover.
  Tesla, which was profiled for the first time in this year’s 
vehicle dependability study, came in 30th out of 33 
automakers. It landed one place behind Chrysler and one 
ahead of Jaguar.
  J.D. Power studies serve as an industry benchmark, and 
its results can drive sales and impact insurance premiums 
for owners. The 2021 U.S. Vehicle Dependability Study 
analyzed responses from 33,251 verified owners of 2018 
model-year vehicles sold in the U.S. The study assessed 
around 150 different models including cars, trucks and 
SUVs.
  Tesla’s ranking in the 32-year-old annual study this year 
is considered unofficial, said Dave Sargent, J.D. Power’s 
vice president of automotive quality. That’s because Elon 
Musk’s electric vehicle venture doesn’t grant J.D. Power 
permission to survey its owners in 15 states that require this.
  One of the excluded states is California, 
Tesla’s home base and a massive market 
for the company. However, the J.D. Power 
study included 756 Tesla respondents from 
35 different states including major markets 
with comparably warm weather like Florida and Texas.
  The dependability survey asks drivers how many and what 
kind of problems their cars, trucks or SUVs experienced 
in the past year and assigns a score based on problems 
reported per 100 vehicles. The lower the score, the more 
dependable the automaker.
  The greatest number of problems reported by vehicle 
owners across all makes and models concerned audio, 
communication, entertainment and navigation systems.
  The Porsche 911 was the highest-ranked model in the 
2021 study. Toyota-owned Lexus topped the list among all 
brands, with a score of 81 problems per 100 vehicles.
  Kia vehicles have notably risen from among the least 
dependable auto brands in the U.S. to most dependable 
in just a decade, with 97 problems per 100 vehicles on 
average. Toyota was near the top of the list with 98 problems 
per 100 vehicles.
  Volkswagen, which introduced two new models in 2018, 
slid in the dependability rankings.
  Overall, vehicle dependability improved by about 10% year 
over year, J.D. Power found. Part of this was due to lower 
use and abuse of vehicles amid a COVID pandemic that has 
restricted commuting and travel in 2020 stateside.
  “We know the more people use a vehicle the more problems 
they’re going to have,” Sargent said. Last year, on average 
consumers had driven about 32,000 miles over three years 
of new vehicle ownership. This year, they had driven 29,000 
miles — representing a 10% reduction over a three-year 
period, and an implied 30% reduction in the last year.

J.D. POWER: LEXUS MOST DEPENDABLE AUTO BRAND 
ADVERTISER NEWS
  Walmart’s Q4 earnings missed Wall Street’s expectations 
as it tries to turn pandemic gains into sustained momentum 
and higher profitability. The big-box retailer’s e-commerce 
sales in the U.S. grew by 69% and its same-store sales in the 
U.S. grew by 8.6%. CEO Doug McMillon said it will boost 
the wage of U.S. workers, raising the average for hourly em-
ployees to above $15 per hour… Shopify has grown during 
the pandemic as small businesses looking to stay afloat and 
laid-off workers in need of an income flocked to the platform 
to create online shops. New business applications in retail 
grew 54% last year, and most of those were for online and 
direct-to-consumer brands, according to the Economic In-
novation Group... The Giant Company is expanding its 
portfolio in the City of Brotherly Love. The supermarket com-
pany on March 13 will open a  two-level flagship in downtown 
Philadelphia that will include a food hall, a beer garden, a 
private elevator to the apartments above and 600 varieties 
of fresh fruits and vegetables. Designed to meet the needs 
of urban dwellers, the 65,000-square-foot store is located on 
the second floor of a 25-floor residential tower... Toyota Mo-

tor said yesterday it is investing $210 mil-
lion to expand engine production in West 
Virginia and add 100 new jobs. The Japa-
nese automaker said it would boost capac-
ity by 70,000 engines a year at the Buffalo, 

W.Va. plant, up from the nearly 1 million transmissions and 
engines it produces annually for vehicles assembled in North 
America. The investment will increase assembly capacity of 
its four-cylinder engine line. The plant makes four- and six-
cylinder engines for Avalon, Camry, Corolla, Highlander, 
Lexus ES, Lexus RX350, RAV4 and Sienna… Ring is up-
ping its home automation game with Geofence, a feature 
that will automatically send smart device reminders and dis-
able alerts when the homeowner is within range, preventing 
unnecessary motion alerts when users are home. Privacy 
has been prioritized with this new feature, which does not 
store GPS movement data… Victoria’s Secret will bring 
back swimwear to its online shop and select brick-and-mortar 
stores after dropping the category five years ago. The move 
is part of the L Brands-owned retailer’s efforts to revive sales, 
which also include offering fewer promotions and betting big-
ger on limited-edition collections… Lowe’s has been getting 
creative to source and promote new products during the pan-
demic, with events including a pitch program called Making 
It... With Lowe’s. The virtual program, designed in part to 
identify more women-owned and Black-owned businesses, 
attracted more than 1,300 entries, and the eight finalists are 
featured in a video hosted by Shark Tank star Daymond 
John... Burlington Stores and other off-price retailers that 
count on store traffic to drive sales, including Ross and T.J. 
Maxx, have seen their businesses rebound faster than other 
retailers, despite their lack of e-commerce options. Shopper 
traffic at the chains hit within 10% of year-ago levels in Janu-
ary, according to Placer.ai.
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AVAILS
  Nexstar Media Group in Erie, Pa., is seeking a dynamic 
Local Sales Manager for WFXP, our FOX station, with a 
minimum of three (3) years of broadcast 
sales experience. We’re looking for a 
sales leader who creates a positive 
culture for success through leadership, 
clear direction, teaching, motivating and evaluating the 
sales efforts of our Local team; and develops and executes 
sales strategies that result in exceeding revenue targets for 
Local and Digital Sales. Interested applicants should apply 

HERE. Look for REQ-5798EEO. EOE 
M/W/V/D.
  WJCL in Savannah, Ga., is seeking 
an Account Executive to sell TV and 
digital advertising to existing and new 
businesses and agencies. The ideal 
candidate is coachable and goal-
oriented with strong interpersonal skills. 
Are you motivated by an excellent 
product, great compensation, and 
working with a talented team? We 
provide tools for powerful multi-platform 

marketing solutions creating partnerships, retaining and 
growing our client base. You provide sales ability, positive 
attitude, client focus, and a desire to WIN! If you want to 
work for the best, click HERE to apply!
  WPBF 25, the Hearst-owned ABC affiliate in the beautiful 
West Palm Beach, Fla., market, has an incredible 
opportunity for you! WPBF 25 is looking 
for a dynamic sales superstar to join 
our phenomenal sales team. The ideal 
candidate will bring both Broadcast and 
Digital sales experience and will possess 
the drive and ability to thrive in a fast-paced, 
highly competitive market. Your creativity, originality and 
passion for developing new business will be encouraged 
and rewarded! CLICK HERE to apply. EOE.

See your ad here tomorrow! CLICK HERE for details.

NIELSEN UNVEILS GLOBAL ATTRIBUTION SYSTEM
  With the media business looking to make a transition 
away from digital device-laden cookies, Nielsen has upped 
its efforts around its own identity measures, introducing 
Identity Sync, a global attribution system.
  Nielsen says the platform is the industry’s first non-
campaign-specific tag that does not depend on device IDs 
or browsers. One of its first clients to sign on under a pilot 
program is the Barceló Hotel Group.
  Identity Sync extends the company’s previous efforts 
around identity measures, allowing Nielsen to build 
deterministic matches between consumers and their 
advertising exposures using “persistent identifiers as the 
connector to each conversion event.”
  Early results have shown that shifting from a cookie-
based solution to an identity-backed solution provides 
more accurate marketing measurement, according to the 
company.
  Nielsen says early results with the Barceló Hotel Group 
witnessed 96% of conversions attributed to “actual 
marketing touchpoints.”

NBC FOLLOWS SUIT, DUMPS NIELSEN’S L+SD
  NBC has joined Fox and ABC in swearing off Nielsen’s 
Live + Same Day TV ratings, TheWrap reports.
  This means that CBS is the only broadcast net among the 
so-called “Big 4” channels sticking with the earliest snapshot 
of how a show performed. That said, in recent seasons, CBS 
has also shifted its overall reliance to metrics that include 
delayed (mostly DVR) viewing. It just has not sworn off the 
“live” stuff — yet.
  “Long gone are the days when a vast majority of viewers 
watched their favorite shows in the exact timeslot in which 
they were scheduled,” NBCUniversal 
said in a letter to members of the media. 
“And as a business, we are much more 
focused on how audiences are watching 
our shows rather than when audiences 
are watching our shows, which could be 
different depending on the genre and 
demographics of any given series.”
  CBS, which is the oldest-skewing 
broadcast channel, has the audience 
most likely to watch its programming the 
old-fashioned way.

NETWORK NEWS
  NCIS: New Orleans, the second spinoff from NCIS, will 
be concluding its seven-season run this spring. The series, 
starring Scott Bakula, Rob Kerkovich, Daryl Mitchell, 
Necar Zadegan, Vanessa Ferlito, Charles Michael Davis, 
Chelsea Field and CCH Pounder, debuted in September 
2014, and will end with a total of 155 episodes produced. 
The announcement of the end of NCIS: New Orleans comes 
just one day after news broke that a new NCIS spinoff, NCIS: 
Hawaii, is in development... Fox has set an April Fool’s Day 
premiere for Season 2 of The Moodys, its family comedy 
starring Denis Leary and Elizabeth Perkins. The series 
follows Sean Sr. and Ann Moody (Leary and Perkins) and 
their three adult children Dan (Francois Arnaud), Bridget 
(Chelsea Frei) and Sean Jr. (Jay Baruchel). The sophomore 
run finds the family again under the same roof... Alexandra 
Grey, who was recently seen on the festival circuit in the indie 
drama Gossamer Folds, is set to recur on CBS’s MacGyver. 
She will play Parker, a transgender female Phoenix engineer 
who has been tapped by director Matty Webber (Meredith 
Eaton) to provide critical assistance to MacGyver and the 
Phoenix team. Her episodes will begin airing March 12... 
Dick Wolf’s vision for FBI as a franchise continues to come 
together with a potential third series on CBS, Deadline 
reports. The network is eying FBI: International (working 
title), which would focus on the FBI’s international operations. 
The project, which is still in the dealmaking stages, is being 
written by one of the top showrunners in the Wolf universe, 
Derek Haas, who is expected to serve as showrunner... 
ABC is bringing back The Dating Game. The network has 
partnered with Sony Pictures to bring back the classic 
dating format and is putting a celebrity spin on the show. 
New Girl star Zooey Deschanel and musician Michael 
Bolton, known for soft-rock hits such as “Georgia on My 
Mind” and “How Am I Supposed To Live Without You,” will 
host the eight-part series. The Celebrity Dating Game will 
offer a wry wink at modern dating with a roster of celebrity 
singles in their pursuit to find love.
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FunnyTweeter.com

I’m asking all my friends for 
advice until I find one stupid 

enough to agree with the 
dumb thing I already did.

https://nexstar.wd5.myworkdayjobs.com/en-US/nexstar/job/PA-Erie/Manager-III--Local-Sales_REQ-5798
https://eevd.fa.us6.oraclecloud.com/hcmUI/CandidateExperience/en/sites/CX_6/job/2010760/?utm_medium=jobshare
https://eevd.fa.us6.oraclecloud.com/hcmUI/CandidateExperience/en/sites/CX_6/job/2010187/?utm_medium=jobshare
https://www.spotsndots.com/site/forms/online_services/classified_ad/
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PARKS: BROADBAND HOMES TAKE FLYER ON OTT
  Homebound consumers due to the pandemic contributed to 
40% of U.S. broadband households trying at least one OTT 
video service during the COVID-19 crisis, while one-third of 
smart home device owners have increased usage of these 
products, according to new data from Parks Associates.
  The Dallas-based research firm’s whitepaper 2021 
Consumer Tech Trends to Watch highlights some of the 
biggest announcements from CES 2021 and the technology 
trends Parks’ analysts believe will shape 2021.
  “CES 2021 saw the traditional TV market leaders like LG, 

Sony, and Samsung redoubling their 
efforts to differentiate their sets in the face 
of extremely aggressive competition,” 
senior analyst Paul Erickson said in 
a statement. “This new competitive 
environment has forced all CE market 
leaders to innovate in new ways, with new 
visual designs and [artificial intelligence] 
features.”
  Parks says major TV manufacturers 
are looking beyond upgrades in display 
technology and performance to add value 

to the home entertainment experience through services such 
as cross-platform gaming and exclusive streaming content.

THIS AND THAT
  The Weeknd’s album sales have increased following the 
artist’s Super Bowl halftime performance on CBS. Several 
songs have also gotten higher ratings, and the seven that 
saw Super Bowl play are almost all on Rolling Stone’s Top 
100 list... U.S. cannabis businesses have been hiring during 
the pandemic and now employ 321,000 people on a full-time 
basis, Fast Company reports. The industry added more than 
77,000 new jobs in 2020, even as 22 million people found 
themselves out of work due to the pandemic... Cross-platform 
TV ad measurement company TVSquared has partnered 
with Experian to offer a deterministic TV ad measurement 
solution for publishers, agencies and advertisers. Experian’s 
data and identity assets will be integrated into TVSquared’s 
ADvantage analytics platform to provide enhanced audience 
insights for advanced TV campaigns.
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Acosta report

The top post-pandemic
priorities for grocery shoppers

will be product availability 
(60%), low prices (52%) and 

customer safety (42%).

WEDNESDAY NIELSEN RATINGS - LIVE + SAME DAY

NHL MAY UTILIZE NEW PLATFORMS TO BOOST TV
  While the NFL is expected to eventually complete new 
television deals that will far surpass $100 billion and perhaps 
$200 billion in total value, the NHL will then have to deal with 
the leftovers, The New York Post reports.
  Currently, the NHL receives $200 million per year in its 10-
year, $2 billion deal from NBC, which ends at the conclusion 
of this season.
  With the pandemic hurting NHL revenues, the league is 
expected to seek an increase in revenues, starting with its 
national TV deals. For a substantial bump, the deal will likely 
need to carve out some exclusive game 
content for one of the new subscription 
direct-to-consumer platforms, such 
as ESPN+ or Peacock. There is an 
expectation that the next NHL TV deal 
will be split between two networks with a 
streaming component likely.
  But it’s not yet clear how much regular-
season and potentially postseason 
inventory will end up on the emerging DTC 
subscription platforms. Disney (owner of 
ESPN) and Comcast (owner of NBC) 
want to invest further in their emerging direct-to-consumer 
services (ESPN+ and Peacock) as their emphasis on cable 
slowly decreases and they hope their new businesses 
expand.
  Fox has joined NBC and ESPN as a potential landing spot. 
ViacomCBS could kick the tires on it for its Paramount+ 
streaming service, but it is a less likely destination.
  With NBCSN shuttering at the end of the year, USA 
Network would be the cable platform for games to combine 
with NBC and Peacock. ESPN could use ABC as a potential 
spot for the Stanley Cup Final. Fox, meanwhile, has its 
broadcast channel and Fox Sports 1 as potential venues.

STUDY: PANDEMIC GROCERY HABITS TO STICK
  Shopping and eating behaviors dramatically changed last 
year, and many shoppers plan to continue at least some of 
their new habits post-COVID-19.
  That’s according to the latest research report from Acosta, 
which found that 75% of shoppers said they will continue 
with at least some of their new habits post-pandemic.
  Post-pandemic, the top priorities for shoppers will be 
product availability (60%), low prices (52%) and customer 
safety (42%). The research also found that while the 
pandemic concern level is finally on the decline, shoppers 
acknowledge it will be a long time before things return to 
normal. Thirty-five percent think “normal” is at least a year 
away. 
  “With vaccines rolling out, our latest shopper research 
shows COVID-19 concern levels may finally be waning, with 
current concern at 7.5 out of 10 — the lowest level reported 
since early March 2020,” said Colin Stewart, executive 
VP, business intelligence at Acosta. “What’s more, many 
behaviors developed during the pandemic will be here to 
stay.”
  In other survey findings, 65% of shoppers reported cooking 
more at home; 53% reported spending less time in stores; 
half reported stocking up on food/cleaning supplies; 48% 
reported spending more money per shopping trip; and 40% 
reported more online shopping.


