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COX: AVERAGE MONTHLY PAYMENT UP TO $777
  A shiny new car in the driveway has been an emblem of 
middle-class prosperity for generations. But for the typical 
American family, it’s now a distant dream.
  The average monthly payment for a new car has surged to 
a record $777, nearly doubling from late 2019, according to 
Kelley Blue Book owner Cox Automotive. That’s almost 
a sixth of the median after-tax income for U.S. households. 
Even used models have climbed to $544 a month on 
average. 
  At the root of the problem is automakers’ new mantra: 
Keep inventory lean and price tags fat. Three years after 
the pandemic triggered a global shortage of semiconductor 
chips and crippled car manufacturing, Ford Motor, General 
Motors and their overseas rivals are notching big profits. 
Even as the chip crunch shows signs of easing, they’re 
pledging to keep production in check. 
  And because EVs cost about 25% more than the average 
car, the shift to plug-ins is about to make the affordability 
crisis even worse. Add soaring interest rates to the mix, and 
new cars — like home ownership and a college education 
— are fast becoming the domain of the rich. “The idea of a 
new car in every American’s driveway 
is not the world we live in,” said Charlie 
Chesbrough, a senior economist at 
Cox Automotive.
  For a decade, the average new-car 
payment in the U.S. bumped along at 
roughly $400 a month. That’s about as much as the typical 
American household can shell out and still meet other major 
expenses, said Jonathan Smoke, chief economist at Cox. 
But it crossed that mark in November 2019 and has been 
soaring ever since.
•  The average price for a new vehicle in the U.S. has 
jumped to almost $50,000, up 30% since 2019, according 
to JPMorgan. Though prices have retreated somewhat 
in recent weeks as production recovers, the pullback isn’t 
enough for most consumers to comfortably buy a new car. 
The average price of a used car, meanwhile, now stands at 
about $27,000, according to Cox data.
  Manufacturers are reaping the benefits of selling fewer 
but more expensive cars. Last year, 
automakers sold about 13 million 
vehicles in the U.S., down 8% from 
2021 and the lowest in a decade. 
But Ford’s gross profit rose 4.4% in 
2022 from a year earlier, while GM’s 
adjusted earnings grew by about $200 
million to reach $14.5 billion.
•  For used cars, Cox’s Smoke sees 
prices falling only 4% this year, in part 
because automakers have not been 
leasing as much. That translates to 
fewer recent-model cars coming back 
to market.

FOR MANY, HIGH PRICES PUT NEW CARS OUT OF REACH 
ADVERTISER NEWS
  Hyundai Motor said it will offer a software upgrade to 
nearly 4 million U.S. vehicles in response to increasing 
thefts targeting vehicles without push-button ignitions and 
immobilizing anti-theft devices. Hyundai said it is “introducing 
a free anti-theft software upgrade to prevent the vehicles 
from starting during a method of theft popularized on TikTok 
and other social media channels.” The initial upgrade will 
cover more than 1 million 2017-2020 Elantra, 2015-2019 
Sonata and 2020-2021 Venue model year vehicles... Ford 
Motor said it has stopped production and shipments of its 
F-150 Lightning electric pickup after discovering a potential 
battery issue during pre-delivery checks. Ford said it is 
investigating the matter... Nissan North America is recalling 
more than 460,000 vehicles globally because the driver’s 
side airbag cover emblem might detach during deployment, 
increasing the risk of injury to vehicle occupants. The recall 
covers certain 2008-11 Titan, Frontier, Xterra, Pathfinder 
and Armada vehicles as well as 2008-09 Quest vehicles. 
It affects an estimated 463,472 vehicles globally, including 
404,690 in the U.S., Nissan said… A self-driving car from 
Zoox, a startup owned by Amazon, has begun shuttling 

employees in an electric vehicle along 
a mile-long route in California. It marks 
the first time a car without a human 
driver has been permitted on a public 
road, and the company plans to expand 
the service to the public... Dave’s Hot 

Chicken was born five years ago in a parking lot in East 
Hollywood and has quickly zoomed past 100 locations, from 
its birthplace in Los Angeles to Brooklyn, Canada and Dubai. 
The brand plans to open an additional 70 locations this year, 
according to Bill Phelps, CEO of Dave’s Hot Chicken, who 
bought into the concept with movie producer John Davis 
to franchise it… Coca-Cola reported quarterly revenue that 
beat analysts’ expectations, driven by higher prices on its 
drinks. But those higher prices have hurt demand for Coke 
products like Simply Orange Juice and Fairlife Milk. Coke 
said its unit case volume, which strips out the impact of
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SHIP-TO-HOME GROCERY PLUNGES IN JANUARY
  The U.S. online grocery market finished January with $8.4 
billion in total sales, down 1.2% vs. last year, according 
to the monthly Brick Meets Click/Mercatus Grocery 
Shopping Survey (fielded Jan. 30-31).
  The drop in sales was entirely driven by ship-to-home 
sales, which declined 15% to $1.3 billion. (Ship-to-home 
includes orders that are received via common or contract 
carriers like FedEx, UPS and USPS.)
  Pickup posted the strongest gains, increasing almost 3% 
on a year-over-year basis to 4.1 billion, while delivery grew 
less than 1%, holding steady around $3 
billion. (Delivery includes orders received 
from a first- or third-party provider such 
as Instacart, Shipt or the retailer’s own 
employees.
  Comparing the repeat intent rates of 
grocery and mass, grocery trailed mass 
by over 14 percentage points in January, 
the largest gap since measurement 
started. The mass grocery repeat intent 
rate now hovers just above 50%.
  Collectively, the three receiving methods 
for online grocery orders captured just over 12% of total 
grocery spending in January, slightly higher than a year 
ago and likely buoyed by strong overall grocery spending 
by U.S. households. Excluding ship-to-home, the share of 
spending attributed to pickup and delivery was more than 
10%.

NETWORK NEWS
  Celebrity Jeopardy! finished its season on a high note. The 
championship final delivered a series high in both viewers 
and 18-49 demographic ratings for ABC in delayed viewing. 
After seven days of multiplatform viewing, the episode 
raked in an audience of about 5.8 million. That’s up about a 
million people from the live + same-day audience. In terms 
of the ad-friendly demo, the finale managed a 0.98 (up from 
a 0.69 in L+SD). About 400,000 of those viewers came from 
digital platforms, while 5.4 million came from TV only. The 
live+seven-day audience (which excludes digital platform 
viewers) is a 25% increase from the season premiere of 
Celebrity Jeopardy! in September. The finale was also up 
60% in ratings from the premiere in TV only... The 2023 LIV 
Golf League season will air in 100% of the U.S. The CW 
made it official by announcing the first official full season of 
the Saudi-backed golf tour will air on some CW stations and 
on Nexstar-owned and operated stations in key markets 
including Chicago, San Francisco, Philadelphia, Tampa, 
Fla. and Hartford, Conn. Not all the CW stations are on 
board, as they aren’t contractually obligated to air daytime 
programming... The Season 2 premiere of Next Level Chef 
delivered some decent ratings for Fox, thanks to the Super 
Bowl LVII. The Gordon Ramsay cooking competition 
series, which aired after the Kansas City Chiefs’ victory 
over the Philadelphia Eagles, saw an audience of 15.7 
million viewers. That makes it the most-watched cooking 
series telecast in television history, according to Fox. But 
in terms of post-Super Bowl shows, it’s among the least-
watched ever. Last year, the Winter Olympics aired directly 
after the Super Bowl LVI, but the year prior about 20 million 
people tuned in for the premiere of The Equalizer on CBS.
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Brick Meets Click

Ship-to-home online 
grocery sales declined 15% 

in January to $1.3 billion.

AVAILS
  Are you looking for an excellent career opportunity 
combined with an outstanding quality of life in a growing 
riverfront market? KBSI/WDKA TV, 
the Standard Media-owned duopoly 
located in Cape Girardeau, Mo., 
is looking for our next Director of 
Creative Services and Marketing. 
This position is responsible for the development and execution 
of brand- and buzz-building strategies to grow ratings, 
audience engagement, and revenue on all platforms. Send 

resume and cover letter to: careers@
kbsi23.com. No calls. EOE.
  Nexstar’s WTTV-CBS4/The Dot 4.2 
is seeking its next Sales Manager in 
Indianapolis, Indiana! Here is your chance 
to join the management team of a proven 
CBS Affiliate in the 25th Television 
Market, combined with a high-performing 
Nielsen-rated digital subchannel station. 
This is an opportunity for a leader with 
the right qualities who creates a positive 
culture through strong leadership, clear 

direction, effective coaching, a proven recruiting track record, 
and a vision of long-term success. 3-5 years of television sales 
management experience is preferred. 5+ years of television 
sales experience mandatory. CLICK HERE to apply. EOE.

See your ad here tomorrow! CLICK HERE for details.

AUTO NATIONAL TV SPEND FALLS 5.3% IN JANUARY
  Automakers spent an estimated $395.3 million on national 
TV spots in January, down 5.3% year-over-year from $417.6 
million in 2022.
  However, automotive TV ad impressions were 23.9 billion, 
up 2.8% year over year from 23.3 billion, per iSpot.tv. 
  The top five brands by estimated national TV ad spending 
for the month were Chevrolet ($50.7 million), GMC ($39.3 
million), Hyundai ($38.5 million), Toyota ($35.6 million) and 
Mercedes-Benz ($31 million).
  Chevrolet started 2023 strong, with a 20% increase in ad 
airings vs. January 2022 and an 8.3% year-over-year increase 
in estimated national TV ad spend. GMC, meanwhile, had a 
notable 132.3% year-over-year increase in spend, with larger 
outlays toward NFL and related gameday coverage, plus an 
investment in NBA games (where it didn’t spend at all in 
January 2022). 
  Sports-related programming accounted for more than 91% 
of GMC’s estimated national TV ad spend last January, and 
over 97% in January 2023 (led by the NFL, at 78% on its 
own), per iSpot.tv.
  The top five brands by share of automaker TV ad impressions 
for the month were Toyota (10.16%), Chevrolet (9.80%), 
Hyundai (9.23%), Lexus (8.96%) and Honda (7.41%).
  The biggest spend increases among top 15 brands by 
spend, year-over-year were Volkswagen (+1,241%), GMC 
(+132%), Acura (+57%), Mercedes-Benz (+19.7%) and Kia 
(+19.2%).
  The top programs for automakers by share of TV ad 
impressions for the month were NFL (24.69%), men’s college 
basketball (2.89%), NBA (2.73%), college football (2.28%) 
and SportsCenter (1.46%).
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STUDY: SALTY SNACKS FEED EMOTIONAL NEEDS
  Consumers are turning to salty snacks for comfort and 
familiarity during these inflationary times.
  More than one quarter of consumers (27%) say they 
increased consumption of salty snacks vs. last year, led 
by millennials (47%), parents (46%) and those who are 
employed and work from home at least some of the time 
(42%), according to market research firm Mintel.
  The research shows salty snacks are meeting more specific 
emotional needs for consumers, with more than two-thirds of 
buyers saying they choose snacks for relaxing and to satisfy 

a craving (67%), outpacing hunger as a 
motivator (58%).
  For younger generations, the emotional 
appeal is even more defined — and it’s 
on the rise, according to Mintel. Two in 
five millennials (39%) choose snacks 
to relieve boredom — up from 30% 
since 2018. What’s more is one-third 
of millennials (34%) choose snacks to 
relieve stress today vs. 24% of millennials 
five years ago.
•  Consumers say they have increased 

consumption in the last year across all salty snack segments, 
with top growth seen across popular cheese-flavored snacks 
(6%), microwavable popcorn (7%) and corn snacks (8%).

ADVERTISER NEWS
(Continued from Page 1)
currency and price changes, fell 1% in Q4… Restaurant 
Brands International, the parent of Burger King, Popeyes, 
Tim Hortons and Firehouse Subs, has promoted COO 
Joshua Kobza to CEO, succeeding Jose Cil. The company 
reported a Q4 same-store sales increase of 8%… As 
the convenience store channel experiences a wave of 
consolidation, Kum & Go is reportedly exploring all options 
for its network of more than 400 c-stores. These options 
include refinancing, real estate leasebacks or other forms of 
recapitalization, Reuters said. A sale of Kum & Go is also 
reportedly possible, with a potential value of the c-store 
chain close to $2 billion... Subway could soon be on the 
selling block. The 58-year-old sandwich giant confirmed 
it’s exploring a possible sale. Subway said J.P. Morgan is 
advising the company and will conduct the sale exploration 
process.
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When I first heard about it, I 
thought pickleball was some 
weird food at the state fair.

BIA: LOCAL AUTO AD SPEND TO GROW 5% IN 2023
  BIA Advisory Services forecasts 2023 total automotive 
local ad spend to grow 4.9% over 2022 — with the caveat 
that most of that growth will occur in the 
latter half of the year.
  Here’s how BIA breaks out the numbers: 
In pre-pandemic 2019, automotive local 
ad spend was forecast at $16.9 billion. In 
2023, it is projected to come in at $12.2 
billion. While that’s up vs. 2022, it’s still nearly 28% below 
pre-pandemic levels.
  A return to 2019 levels isn’t in the cards 
for the foreseeable future, BIA says. Its 
forecast through 2027 shows automotive 
ad spending growing at a CAGR of 3.7% 
between 2022 and 2027. That means 
growth will average 3.7% per year over 
that period. “Even by 2027, the end of our 
forecast period, we are forecasting total 
automotive local ad spend to still be down 
from pre-pandemic levels,” BIA says.
  The backdrop is auto inventory is finally 
getting back to normal, and dealerships 
finally have cars to sell.
  Nine of the 17 media channels in BIA’s forecast are on track 
to grow in 2023, including TV Digital, OTT, and Radio Digital. 
OTA TV is expected to remain essentially flat from 2022.

U.S. AD-COST INFLATION POISED TO DECELERATE
  The good news for U.S. and worldwide advertisers is that 
the rate of advertising cost inflation is projected to decelerate 
this year, falling below the overall increase in consumer price 
inflation.
  In the U.S., the overall rate of ad-cost inflation will decline 
1.7 points this year to 4.2% from 5.9% in 2022, according to 
new estimates released by ECI Media Management.
  “This is mostly driven by TV inflation, which will be at 6.8%” 
in 2023, a sharp deceleration from U.S. TV ad cost inflation 
of 12.6% in 2022,” ECI notes in a just-released Q1 report.
  ECI notes that TV remains the most inflationary U.S. media 
buy, which is being offset by marketers shifting TV ad budgets 
to CTV options. “All other media types are also expected to 
inflate” in the U.S., including online video (+5.5% this year) 
and OOH (+4.7%).

THIS AND THAT
  Weigel Broadcasting has announced the March 27 
launch of Catchy Comedy, an OTA national broadcast 
network with a library of classic sitcoms. Catchy Comedy 
is a rebranding of Weigel’s current Decades Network, and 
will be available across the U.S. on broadcast stations of 
Fox Television Stations, Weigel Broadcasting and other 
affiliate partners, clearing 69.5% of U.S. TV markets... The 
inflation rate only dropped slightly in January — down to a 
year-over-year rate of 6.4%, after posting 6.5% in December. 
Month-to-month inflation ticked up 0.5% after dropping in 
December, according to the latest consumer price index 
report. Core inflation, which is the price of all items on the 
index except for food and energy, went up slightly to 0.4% 
vs. 0.3% in December. Since food and energy prices are 
volatile, core inflation is seen as a better indicator of overall 
inflation trends.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY


