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FEWER VEHICLES RECEIVE TOP HONORS VS. 2022
  The number of vehicles earning the Insurance Institute for 
Highway Safety’s top awards in 2023 dropped compared 
with the previous year as the group called for better side 
crash protection and pedestrian crash prevention systems 
and toughened requirements for headlights.
  Twenty-eight models received the Top Safety Pick+ award 
this year, compared with 65 models at this point in 2022. 
Another 20 models earned the Top Safety Pick designation, 
compared with 36 in 2022, Automotive News reports.
  “The number of winners is smaller this year because we’re 
challenging automakers to build on the safety gains they’ve 
already achieved,” IIHS President David Harkey said in 
a statement. “These models are true standouts in both 
crashworthiness and crash prevention.”
  The year’s top award winners were Toyota Motor, Honda 
Motor and Mazda Motor.
  A vehicle’s crashworthiness was evaluated through four tests 
to qualify for a Top Safety Pick Award in 2023, as opposed to 
six tests in years prior. Vehicles must receive a “good” rating 
in three frontal tests and an “acceptable” or 
“good” rating for the updated side crash test.
  This year’s IIHS side crash test involved 82% 
more energy than the original, and vehicles 
had to earn a “good” rating to qualify for the 
“plus” tier award.
  Additionally, “advanced or superior 
performance” in the nighttime and daytime 
vehicle-to-pedestrian front crash prevention 
test was added as a criteria for the “plus” 
award. To earn a Top Safety Pick award, only a daytime 
rating of “advanced” or “superior” is required.
  IIHS added the nighttime vehicle-to-pedestrian evaluation 
because half of fatal U.S. crashes and three-quarters of 
fatal pedestrian crashes occur at night, which it said shows 
pedestrian crash avoidance systems perform poorly.
  Toyota Motor’s Toyota and Lexus vehicles earned nine Top 
Safety Pick+ and six Top Safety Pick awards. Honda Motor’s 
Honda and Acura brands earned six Top Safety Pick+ and 
two Top Safety Pick awards. Mazda Motor earned six Top 
Safety Pick awards.
  Nineteen models classified by the institute as SUVs — 
including the Honda CR-V, Hyundai Palisade and Acura 
MDX earned Top Safety Pick+ awards. Eleven SUVs — 
including the Mazda CX-30, Ford Explorer and Lincoln 
Nautilus — earned Top Safety Pick+ awards.
  Three pickups — the Rivian R1T crew cab, Toyota Tundra 
crew cab and Toyota Tundra extended cab — earned Top 
Safety Pick+ awards. Two minivans — the Honda Odyssey 
and Toyota Sienna — earned Top Safety Pick+ awards.
  Award criteria will continue to get tougher on automakers in 
2024. The updated side evaluation will require a strict “good” 
rating for both awards A “good” or “acceptable” rating in the 
updated moderate overlap front test will then be required for 
the “plus” award.

IIHS SAFETY AWARD WINNERS: TOYOTA, HONDA, MAZDA
ADVERTISER NEWS
  The Cheesecake Factory will lean into its Fox-created 
concepts for the lion’s share of its development this year. 
The Calabasas Hills, Calif.-based company, which acquired 
Phoenix-based Fox Restaurant Concepts in 2019, plans 
to return to unit growth after the pandemic retrenchment, 
with as many as 20 to 22 planned openings… The National 
Advertising Division, part of the Better Business Bureau, 
has said that Molson Coors should pull advertising that uses 
the phrase “light beer shouldn’t taste like water, it should taste 
like beer.” The agency said the brewer should run advertising 
that does not rely on “puffery or a mere opinion.” Molson Coors 
said it “vehemently disagrees” with the decision that it would 
appeal… Ford Motor has again extended the temporary 
closure of its Louisville Assembly Plant for another week 
as it battles a software issue on the refreshed Escape and 
Lincoln Corsair crossovers. The plant’s building chairman 
informed employees last week downtime at the Kentucky 
facility will now last until March 6… Ram, GMC, Ford, Tesla 
and Dodge have the lowest female buyer representation of 

top brands in the U.S., new data from S&P 
Global Mobility shows. An analysis of 2022 
data by the market research firm found that 
only 17% of Ram’s new personal vehicle 
registrations listed female owners. The four 
other bottom brands all had representation 
under 35%... Ulta Beauty will grow its lineup 
of luxury beauty and skin care brands online 
and in 200 brick-and-mortar stores starting 
this weekend. The addition of products from 

an array of brands including Chanel, Hourglass, Tiffany 
and Dior is designed to court aspirational Gen Z shoppers 
seeking to spend on affordable luxury, Ulta said… Saks.
com has seen strong growth over the past few years after 
spinning off from Saks Fifth Avenue, fueled in part by the 
addition of 650 luxury brands last year. Sales of high-end 
footwear and bags have been strong in recent years and are
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EFFECTV: NCAA HOOPS A HIT WITH ADVERTISERS
  In the runup to this year’s March Madness men’s college 
basketball championship, a new analysis of viewership 
trends during the 2022 tournament 
argues that past viewing trends 
indicate the games are likely to be 
a slam dunk for advertisers, TV 
Tech reports. 
  In 2022, a majority of households 
got into the sports spirit, with 65% tuning into the games 
for an average of 9.25 hours per household, according to 
researchers at Effectv, the advertising 
sales division of Comcast Cable.
  Findings also reveal March Madness ads 
reach more than double the households 
per commercial vs. the average program, 
according to the study, which highlighted 
the opportunity advertisers have in 
reaching a broad, engaged audience.
  Other key highlights from the study:
•  March Madness ads reach nearly 2.5x 
more households per commercial than 
the average program.
•  Streaming viewership on networks airing March Madness 
increases 86% during the tournament (vs. prior period).
•  Two in three businesses tune into games during the first 
and second rounds of the tournament.
•  Forty-one percent of March Madness viewing is done 
with another person.
•  Advertisers that include March Madness in their 
campaigns receive as much as 87% greater reach than 
those that do not.
•  March Madness advertising has the power to reach light 
TV viewing households – with this programming being 55% 
more likely to be viewed by this hard-to-reach audience.

SCRIPPS: REORG WILL CREATE $40M IN SAVINGS
  E.W. Scripps Co. reported higher earnings and said the 
reorganization announced in January will result in $40 
million in annual savings.
  Revenues were $681 million, up 9.4%. The results were 
below Wall Street expectations.
  Scripps’s local-media division had a segment profit of $152 
million, up from $82.2 million a year ago. Revenue rose 24% 
to $433 million, with core advertising revenue down 11% to 
$164 million; $106 million in political advertising, up from 
$11 million a year ago, and distribution revenue up 5.4% to 
$160 million.
  At Scripps Networks, segment profit fell to $80 million from 
$106 million a year ago. Revenue dropped 9.2% to $248 
million as the national advertising marketplace softened, the 
company said.
•  Gray Television reported higher profit as political 
advertising surged and acquisitions generated more 
revenue.
  Net income in Q4 was $173 million, up from $29 million a 
year ago. Revenue rose 49% to $1.1 billion, mainly because 
of political advertising. Political spending rose tenfold, to 
$225 million vs. $20 million a year ago.
  Core advertising revenue rose 13% to $406 million and 
retransmission revenue increased 20% to $353 million. The 
increases reflect acquisitions made by Gray in the past year.
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FunnyTweeter.com

My dentist calls himself 
the “tooth guy” because 
he’s fun, laid back and 

unlicensed.

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.

TELEVISA UNIVISION UP TO 25M VIX CUSTOMERS
  TelevisaUnivision boosted sales 13% to $4.7 billion last 
year, including 22% in the final quarter, buoyed by a booming 
advertising business and wider distribution of its main TV 
network.
  It’s also benefited from growing demand for the Spanish-
language shows produced by Televisa, as well as the debut 
of its new streaming service, Vix, which now has more than 
25 million monthly active users on its free tier alone.
  TelevisaUnivision has invested hundreds of millions of dollars 
in that streaming service without hurting overall earnings. 
Operating income before depreciation and amortization grew 
slightly to $1.69 billion last year, according to results released 
last week. In Q4, profit rose 5% to $504.4 million.

THIS AND THAT
  Leasing an electric car is a little different from leasing a gas-
powered one. Leases are trending downward, from 30% of all 
new vehicle retail sales in 2019 to below 20% now, according 
to Cox Automotive, largely thanks to low inventory and high 
prices. Even as it falls in popularity, leasing could make a 
lot of sense for some potential EV drivers, especially when 
considering how technology might change and the availability 
of incentives... Disney-owned Marvel Studios’ threequel 
Ant-Man and the Wasp: Quantumania appeared set to 
buzz easily to a second weekend atop the North American 
box office with an estimated $38 million in ticket sales 
through yesterday. Co-starring 2015 Ant-Man original cast 
members Paul Rudd and Evangeline Lilly, the third entry 
in the franchise has generated more than $261 million at the 
global box office since its Feb. 17 debut, including $131.3 
million across North American screens.
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STUDY: AVOD DRIVES N. AMERICAN OTT GROWTH
  A study from Digital TV Research is predicting that OTT 
TV and film revenues in North America will rise by $33 billion 
over the course of the next six years to reach $107 billion in 
2028.
  The North America OTT TV & Video Forecasts report 
found that the U.S. is set to contribute $30 billion from the 
$33 billion additional revenues. Canada will supply the rest.
  In terms of the platforms where revenues will be gained, 
the report forecast that most of the region’s growth will come 
from the region’s burgeoning AVOD sector.

  In all, Digital TV Research expects North 
American AVOD revenues to increase 
by $27 billion from 2022 to $43 billion by 
2028.
  By contrast, North American subscription 
VOD revenues are increase by only $6 
billion between 2022 and 2028 to nearly 
$58 billion. The analyst said there will 
likely be a notable slowdown from 2023 
mainly due to Netflix’s hybrid AVOD-
SVOD tier lowering its ARPUs.

ADVERTISER NEWS
(Continued from Page 1)
likely to soften in 2023 as consumers shop for the styles 
they need for returning to the office and resuming travel, the 
company said… Papa Johns reported a 26% jump in Q4 
same-store sales vs. the same period in 2019, just before the 
start of the pandemic. The past three years have brought a 
surge in growth as the pizza chain grew third-party delivery 
partnerships to serve rising demand and continued to 
innovate with new menu items… Grocers are eyeing college 
campuses. Supermarket chain H-E-B and the University 
of Texas at Austin partnered up last month to provide 
same-day grocery delivery to college students and campus 
employees, according to the school’s website. H-E-B inked 
a grocery delivery partnership with Sam Houston State 
University in November. Target just recently opened its first 
small-format store within walking distance of the College 
of Charleston — one of many locations the retail giant has 
opened near campuses in recent years.

OUTLOOK: 5.5% FOOD & BEVERAGE SALES GAINS
  Food and beverage dollar sales growth will moderate in 
2023 as inflation eases and prices stabilize, according to a 
new report from IRI.
  The Impact of Inflation on Consumer Behavior report 
predicts a 5.5% increase in food and beverage dollar sales 
through all channels for the full year, while unit volumes 
will decline 2% as consumers continue to shun some 
discretionary purchases. The growth in dollar sales is lower 
than the inflation-driven 8.7% growth in 2022, but higher than 
the historical baseline of 2%-3% annual growth.
  Although sales of premium products have been softening, 
IRI said consumers continue to spend on premium products 
in some categories, including sports drinks, canned/bottled 
fruit and non-chocolate candy.
  Dollar market share for premium-tier sports drinks was up 
2.3% in the 13-week period that ended Jan. 1, for example, 
while premium canned/bottled fruit was up 2% and premium 
non-chocolate candy was up 1.5%.
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Urban Science report

There were 18,257 new-vehicle 
dealerships as of Jan. 1, 2023, 

up 27 stores from 2022.

FOR HOMEOWNERS, THE UPGRADES NEVER END
  As the new year begins, homeowners are investing in their 
biggest asset: their homes. More than 59% of American 
adults own at least one residence. 
Twenty-four percent of this audience 
engaged in home improvement/
restoration projects in the past year.
  Owners were also 29% more likely 
than other adults to spend time in the 
past year doing yard work and landscaping and would like to 
do so again in the future. Approximately 30% of this audience 
participated in gardening and are 22% 
more likely than other U.S. adults to attend 
a home/garden show. Looking to the next 
12 months, 22% of homeowners will hire 
landscaping professionals while nearly 
17% will pay for pest control services. 
Lawn movers, trimmers, bush cutters and 
chainsaws are among the big purchases 
planned by 15% of homeowners in the 
coming year.
  Thirty-four percent shopped at a home 
improvement store within the last six 
months. Another key destination for homeowners is the 
local warehouse/discount shopping club, where 26% of this 
audience maintains a membership. Marketers can connect 
with homeowners through television promotions as 50% 
spend up to five hours a day engaging with this media format.
  Homeowners’ favorite shows to watch are dramas, history/
documentaries, sports, police/detective/mystery, the local 
evening news, and home improvement shows. In addition, 
they are 19% more likely to enjoy national network evening 
news than other Americans.
  AudienceSCAN contains all this information and more. For 
a demo and free trial, visit AdMall.com.

REPORT: U.S. DEALERSHIP COUNT UP AGAIN IN ’22
  The number of U.S. franchised dealerships in 2022 rose for 
the second year in a row after two years of declines, according 
to Urban Science’s annual Automotive Franchise Activity 
Report.
  There were 18,257 new-vehicle dealerships as of Jan. 1, 
2023, up 27 stores from 2022, according to the report.
  Urban Science found California added 25 dealerships, 
Texas added nine and Virginia added five, representing the 
states with the most dealership gains. Michigan lost the most 
stores with a decrease of nine dealerships, while Indiana lost 
seven and Minnesota fell by five.
  While the number of dealerships increased, Urban Science 
said the number of franchises declined slightly. Urban Science 
said as of Jan. 1 there were 31,554 franchises, down 0.29%. 
The number of franchises fell 1% in 2021 to 31,646.
  Amid lower vehicle sales and inventory shortages, the 
average number of new vehicles sold by U.S. dealerships, 
known as throughput, declined in 2022 by 67 to 759, Urban 
Science said.
  Annual U.S. light-vehicle sales ended at 13.9 million 
units in 2022, down 8 percent from 2021, according to the 
Automotive News Research & Data Center.
  Urban Science, citing a sales forecast of 15 million new 
vehicles this year, estimated a throughput of around 818 
units in 2023 “barring any unforeseen circumstances.”
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