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RESILIENT MARKET WITHSTOOD HISTORIC DROP
  Demand for higher-priced vehicles from retail buyers at the 
end of 2020 helped lift U.S. auto sales out of a springtime 
slump and buffered the impact of a sharp drop in fleet sales 
to rental-car companies, Bloomberg reports.
  Automakers likely sold about 15.9 million new vehicles on 
a seasonally adjusted annualized rate basis in December, 
down 4.7% from a year ago, according to an average of five 
market researcher forecasts.
  Unexpectedly strong retail sales in the third and fourth 
quarters are likely to have bolstered the market despite an 
uncertain economic outlook and the lingering pandemic.
  Most automakers, including General Motors and Toyota, 
are expected to report their fourth-quarter U.S. sales tallies 
today. Tesla released its global deliveries on Saturday and 
Ford Motor will post its sales numbers tomorrow.
  The resilience of the U.S. market — which saw annualized 
sales plunge to more than 40-year lows in April as 
automakers temporarily closed factories 
and showrooms — has buoyed profits at 
automakers and kept dealer inventories 
tight.
  “Strong retail sales, combined with record 
transaction prices and low manufacturer 
discounts, is good news for manufacturer 
profitability,” Thomas King, J.D. Power’s 
head of analytics and data, said in a statement.
  Buyers are trading up for more expensive rides. Sport-utility 
vehicles and pickup trucks were on track to make up 79% 
of total sales in 2020, up from 75% in 2019, estimated J.D. 
Power and LMC Automotive in a joint forecast. Sedans 
accounted for more than half the U.S. market in 2010, but 
now are projected to drop to just one of every five new 
vehicle sales.
  The cost of buying a new car or truck continued to increase, 
with average transaction prices climbing an expected 9% in 
December to a record $38,077, or 20% higher than five years 
ago. Higher sticker prices weren’t offset by more generous 
dealer discounts as average incentive spending fell by an 
estimated $585 compared to this time last year, J.D. Power 
and LMC said.
  Premium brands have been among the biggest beneficiaries. 
Fiat Chrysler Automobiles’ Alfa Romeo nameplate, Tesla 
and Zhejiang Geely Holding Group’s Volvo Car unit all 
will likely log sales gains over 2019, according to TrueCar. 
Brands with the fastest-rising prices included Volkswagen 
units Audi and Porsche, BMW’s eponymous marque and 
Daimler’s Mercedes-Benz.
  “Luxury vehicle sales were an unexpected sales story for 
2020, with higher-income Americans, some of whom were 
not as financially impacted by the pandemic, delivering 
strong luxury vehicle purchases this year,” Nick Woolard, 
TrueCar’s director of OEM analytics, said in a statement.

(Continued on Page 3)

PRICIER VEHICLES SEEN DRIVING U.S. AUTO REBOUND
ADVERTISER NEWS
  Ford Motor launched a campaign for its new F-150 during 
the college football playoff games this past weekend. De-
mand for the pickup truck is far exceeding supply, according 
to the Detroit Free Press. This new model is the first com-
plete redesign of the F-150 since the 2015 model year. The 
creative from Wieden+Kennedy pivots from “truck category 
norms” of “pure truck brawn” to focus on the people behind 
the trucks, and how the F-150 is a one-size-fits-all model 
for many American lifestyles. Roughly 20 spots aired Friday 
through Sunday. F-Series sales generate more revenue than 
the major sports leagues in the U.S. combined and exceeds 
that of many Fortune 100 companies, including Nike, Coca-
Cola, Netflix and Tesla, according to an economic analysis 
from the Boston Consulting Group in September... David 
Gibbs, CEO of Yum Brands, acknowledges that the com-
pany’s Pizza Hut business did not move quickly enough 
during the pandemic, forcing many locations that relied on 

dine-in to close. Yum, he said, has made 
a quick pivot to address present-day reali-
ties, putting it on a road to growth to serve 
consumers who prefer to eat their meals 
outside the restaurant. Gibbs has said 
the chain has started testing five mul-
tiple drive-through locations and offering 
curbside pickup as well. Yum also owns 

KFC and Taco Bell... Chipotle Mexican Grill has added 
Cilantro-Lime Cauliflower Rice to its menu for a limited time 
as it seeks to appeal to consumers looking to reduce their 
consumption of grains. The new dish costs $2 more than its 
standard white rice alternative... One of the nation’s oldest 
weight-management companies is entering the interactive 
digital fitness space. WW International, formerly Weight 
Watchers, is launching a new membership plan called Digi-
tal 360 (D360), which provides live and on-demand content. 
The new membership offers weight-loss coaching services 
including guidance, expert insight from coaches, and a com-
munity for weight loss and total body wellness. Specifically 
designed for digitally savvy, always-connected consumers, 
D360 offers coaches with expertise in areas including fit-
ness, mindfulness, and applied clinical psychology... Target 
is unveiling some extra return options for customers who 
didn’t buy or receive the perfect holiday gift. Customers can 
return most new, unopened items within 90 days. Products 
bought at a Target store can be returned at any Target store. 
Items bought online, including via omnichannel drive-up or 
order pickup services, can be returned at any Target store, 
or dropped off at a UPS or FedEx return access point with 
a free printable return label... CEC Entertainment has com-
pleted its financial restructuring and emerged from Chapter 
11 bankruptcy protection. The parent company of Chuck E. 
Cheese and Peter Piper Pizza filed for bankruptcy in June. 
It emerged on Dec. 30 with a new board and with approxi-
mately $705 million of debt obligations eliminated from its 
balance sheet.
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AVAILS
  WISN TV in Milwaukee seeks a proven Digital Sales 
Manager to provide energized leadership for our digital sales 
initiatives. The ideal candidate possesses a 
passion for new media and enjoys staying up-
to-date with its evolution, understands digital 
marketing strategy and thrives in a customer-
focused team environment. Required 
strengths include the ability to strategically 
plan; communicate effectively; and build and maintain internal 
and external customer relationships and training. WISN TV 

is Milwaukee’s leading television station 
and one of the strongest ABC affiliates in 
the country. CLICK HERE for more info 
or to apply.
  The Victoria Television Group is 
looking for Account Executives to 
manage and grow transactional business 
as well as focusing on prospecting and 
closing new business in the Victoria, 
Texas television market. We’re looking 
for a self-starter with proficiency in 
cold calling and creating and delivering 

presentations. Candidates must be willing to work near the 
Gulf Coast in the Victoria, Texas DMA, and must develop 
and maintain relationships with agencies to achieve 
monthly goals. Excellent negotiation and customer service 
skills required. To apply, send resume to: opportunity@
victoriatelevision.com. EOE.
  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.

AMAZON HAD A VERY HAPPY HOLIDAY SEASON
  Amazon hit new highs in sales and number of products 
shipped during the 2020 holiday season, Chain Store Age 
reports.
  The e-tail giant delivered more than 1.5 billion toys, home 
products, beauty and personal care products, and electronics 
worldwide this holiday. Independent businesses selling on 
Amazon, nearly all of which are small-and-medium-sized 
businesses, saw worldwide sales grow more than 50% 
compared to the same time period in 2019.
  During the holiday season, U.S. small- and medium-sized 
businesses sold nearly 1 billion products in Amazon’s store.
  Amazon’s holiday deliveries included more than 8 million 
items shipped to alternative delivery locations, including 
Amazon Hub lockers and Amazon physical retail stores like 
Amazon 4-star and Amazon Books.
  Some of the best-selling items included ThinkFun Gravity 
Maze Marble Run Brain Game, Lite-Brite Ultimate Classic 
Retro Toy, Jenga Classic Game, Sengled Smart LED Light 
Bulb, and Fire TV Stick with Alexa Voice Remote.

STUDY: SLEEP PRODUCT DEMAND SET TO CLIMB
  Sleep product demand is forecast to grow 2.6% annually 
for the next four years, according to a recent report from 
Freedonia Focus Reports, and better sleep on premium 
mattresses will be a key marketing driver for the bedding 
category.
  In its Sleep Products: United States, FFR says 
the advances each year will be driven by increases in 
household formation, home sales and higher levels of 
disposable personal income.
  Marketing the importance of a good night’s sleep and 
the potential benefits of high-end foam 
and hybrid mattresses will continue to 
support purchases of premium bedding, 
the report notes.
  In addition, the aging population of 
relatively affluent Baby Boomers will 
increase demand of premium products 
that offer relief for problems such as 
back pain.
  The Freedonia report also noted that, in 
the short term, COVID-19 will continue 
to spur demand for new mattresses, 
citing consumers who are experience negative effects to 
the quality of their sleep while working from home and 
spending more time in their bedrooms.

USED-CAR SALES CLOSE OUT ’20 ON HIGH NOTE
  Used-vehicle sales for 2020 were expected to finish 6% 
softer than the final 2019 tally, but it appears the year at 
least closed on a positive note for pre-owned.
  TrueCar projects 3.1 million used-vehicle sales for 
December, which would beat November sales by 7% and 
prior-year figures by 6%. That would put the final year-end 
total at a projected 38.4 million used sales for 2020, a 6% 
drop from 2019, according to TrueCar.
  Separately, Cox Automotive analyst Kayla Reynolds 
said in an earlier December interview that 2020 was 
expected to close with 36.3 million used-car sales overall, 
with used retail (sales from dealers) at 19.3 million. For 
2021, it is expected that the used total will climb to 39.3 
million.
  For new cars, TrueCar was forecasting total sales of 14.6 
million for full-year 2020, a 15% drop. For retail new-car 
sales, specifically, it projected 12.7 million, an 8% decline.

VIACOMCBS EXPANDS DISTRIBUTION WITH HULU
  ViacomCBS has reached a new distribution agreement 
that adds more content from its portfolio of news, 
entertainment and sports networks to Disney-owned 
Hulu’s live TV subscription streaming service, Hulu + Live 
TV — the largest online television platform.
  The multi-year deal includes continued carriage of 
CBS broadcast stations, CBS Sports Network, Pop TV, 
Smithsonian Channel and The CW, as well as continued 
distribution of subscription streaming video service 
Showtime.
  The deal will also introduce 14 additional ViacomCBS 
networks to Hulu + Live TV, including BET, Comedy 
Central, MTV, Nickelodeon, Paramount Network, VH1, 
CMT, Nick Jr., TV Land, BET Her, MTV2, NickToons, 
TeenNick and MTV Classic.
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Nielsen

When the COVID-19 outbreak 
hit in March, year-over-year 
sales of toilet paper leaped 

90% vs. the prior year, 
amounting to $1.7 billion.
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“Even Lamborghini broke sales records in 2020.”
  Fleet sales to corporate customers such as rental car 
companies have slumped, reflecting weak demand from 
business travelers. December fleet sales are likely to have 
dropped 30% from a year ago and account for just 11% 
of total sales, almost half of the typical amount, Ryan 
Brinkman, an auto analyst at JPMorgan, wrote in a Dec. 
29 research note.
  Total sales last year likely came to 14.5 million new 

vehicles, down about 15% from 2019, 
and the lowest since 2012, according 
to the average forecasts of four of the 
market researchers.

THIS AND THAT
  Quibi, the short-lived subscription 
streaming video platform shuttered after 
six months last year, is in discussions with 
Roku to sell its catalog of original short-
form video, The Wall Street Journal 
reports. Launched by DreamWorks 

Animation founder Jeffrey Katzenberg and eBay founder 
Meg Whitman last April with a $1.75 billion war chest, 
Quibi had an ambitious plan to develop high-end content for 
mobile phones. But it shut down in October with less than 
1 million subs... Disney+’s The Mandalorian has replaced 
HBO’s Game of Thrones after its seven-year run as the 
world’s most-pirated show, according to TorrentFreak, a 
publication focused on copyright, privacy and file sharing. 
Other shows in the Top 10 include Amazon Prime Video’s 
The Boys, HBO’s Westworld, Amazon’s Vikings, CBS 
All Access’ Star Trek: Picard, Cartoon Network’s Rick 
& Morty, AMC Network’s The Walking Dead, HBO’s The 
Outsider, the CW’s Arrow and the CW’s The Flash.
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The 8-year-old disrupted 
my sleep again, so I 

texted my mom at 2 a.m. 
to ask when it stops.

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY

TRADITIONAL GROCERS AMONG ‘2021 WINNERS’
  Three of the nation’s four largest supermarket operators 
— Kroger, Albertsons and Publix Super Markets — are 
expected to be “winners” in 2021 when it comes to store 
visits, according to location-based retail foot traffic specialist 
Placer.ai.
  All three retailers — grouped in a category dubbed 
“traditional grocery” — already turned in “a huge year” in 
terms of customer visits for the first 11 months of 2020, 
according to Ethan Chernofsky, VP of marketing at Israel-
based Placer.ai, which has U.S. offices in Los Altos, Calif.
  In a blog post, he reported that store 
visits from January to November rose 
5.3% year over year for Albertsons and 
0.7% for Kroger, while Publix saw just a 
1.7% decline despite a heavy presence 
in Florida, one of the hardest-hit states in 
the COVID-19 pandemic. Industrywide, 
grocery retailers have generally seen a 
drop in store visits but a rise in average 
transaction size.
  “Yet this is only a small piece of the 
puzzle,” Chernofsky explained about the 
three grocers. “While their respective overall visits were 
impressive enough, looking at the period between June and 
November saw visits up for all three year over year. And the 
situation was even better because the pace of visit growth 
actually increased as the year went on.”
  What’s more, Kroger, Albertsons and Publix have seen 
“more valuable visits,” Chernofsky noted. Visit duration for 
the three retailers climbed 7.1% year over year, on average, 
for the June-November period, “indicating jumps in basket 
size,” he said. Publix posted a 7.9% gain in visit duration for 
that time span, while Kroger and Albertsons saw respective 
increases of 7.7% and 5.7%. 

GLOBAL OTT SUBS TO GROW 65% TO 1.9B IN 2025
  Active subscriptions to on-demand video services will 
reach 1.9 billion globally by year-end 2025 — up 65% 
versus year-end 2020, projects Juniper Research.
  The growth will be driven primarily by traditional 
broadcasters’ turning to streaming services to compete 
with Netflix, Amazon Prime Video and other online video 
giants, says the researcher, in a new report focused on 
OTT TV and video streaming trends.
  The report forecasts that broadcasters’ growing number 
of hybrid services that combine subscriptions and ad-
supported, lower-priced tiers — such as NBC’s Peacock 
and CBS All Access — will account for $1.4 billion in 
advertising spend in 2025.
  Such new models will become increasingly necessary to 
battle subscription fatigue, notes Juniper. That’s particularly 
true for the U.S., where Juniper reports a current average 
of four subscription-based video-on-demand subscriptions 
per household, but also forecasts significant slowing in the 
growth of SVODs this year.
  “Thanks to this high level of market saturation, streaming 
providers need to keep their offerings competitive to retain 
subscribers,” stresses Nick Hunt, the report’s co-author. 
“Hybrid monetization is one way that VOD providers can 
keep their offerings low-cost, and therefore less likely to be 
dropped.”


