
 

www.spotsndots.com
Subscriptions: $350 per year.

This publication cannot be
distributed beyond the office

of the actual subscriber. 
Need us? 888-884-2630 or  

sales@spotsndots.com 
Copyright 2020.The Daily News of TV Sales                       Monday, January 4, 2021

IHS MARKIT SEES RISING TIDE IN U.S., GLOBALLY
  IHS Markit forecasts new light vehicle sales of 83.4 million 
globally in 2021, up 9% from a 2020 projection of 76.5 million, 
as industry demand levels emerge next year in the wake of 
recovery from the COVID-19 pandemic – especially in major 
markets.
  The forecast assumes that effective vaccines will be 
widely available by mid-2021, although full availability is not 
expected until 2022.
  Full-year 2020 sales are expected to be down 15% from 
the levels achieved in 2019. IHS Markit remains cautious on 
recovery prospects, with key markets likely to experience 
differing demand cycles. Some markets face further fallout 
from the pandemic, not least due to additional virus-control 
restrictions for the winter months.
  On a brighter note, online sales and contactless delivery 
programs have been swiftly rolled out and are helping to 
offset the impact of restrictions on registrations.
  “Global 2021 auto recovery prospects 
very much depend on the path of 
the pandemic, especially whether 
governments can deliver on vaccine 
programs. Many parts of the world face 
a winter of stubbornly high COVID-19 
infection rates and ongoing restrictions, which could further 
dent demand prospects. The hope is that demand begins 
to normalize from mid-year 2021,” said Colin Couchman, 
executive director, global light vehicle forecasting, IHS Markit.
  The sequential rise in U.S. auto demand levels from the 
April 2020 trough reflects that consumers that were willing, 
ready and able to purchase a new vehicle did so. While the 
pace of growth for auto sales flattened out after September, 
IHS Markit expects more growth in demand levels in 2021.
  “Looking at 2021, U.S. sales volumes are expected to reach 
16 million units, up an estimated 10% from the projected 
2020 level of approximately 14.5 million units. The pace of 
sales is anticipated to be stronger in the second half of the 
year, following the expected widespread availability of the 
vaccine by summer,” according to Chris Hopson, principal 
automotive analyst at IHS Markit.
  Global light vehicle production in 2020 is expected to finish at 
74.1 million units, a 17% decline over 2019 levels. For 2021, 
IHS Markit forecasts a rebound in light vehicle production of 
14% to 84.3 million units based on current analysis.
  For North America, the recovery profile continues but 
there are some unique challenges. In the short term as 
2020 concluded, there was concern over potential supply 
disruption as a direct result of COVID-19 absenteeism and 
IHS Markit has a cautious view of Q1 in light of this. The 
balance of the year is expected to show a year-over-year 
production increase of 29% in the U.S., boosted by efforts to 
close the inventory gap that opened up back in Q2 2020 when 
manufacturing was off-line. With demand levels expected to 
remain healthy, this effect is forecast to run across the next 
12 months.

OUTLOOK: AUTO SALES EXPECTED TO GAIN STEAM IN ’21
ADVERTISER NEWS
  The 2021 Ford Bronco off-road-focused SUV’s arrival 
is being delayed a few months due to coronavirus-related 
supplier delays, Ford tells Car and Driver. It was originally 
scheduled for a spring 2021 launch, but now the two- and 
four-door models won’t arrive until the end of the summer, 
and the Sasquatch version with the manual transmission 
will be even later. Ford did not disclose which suppliers 
are experiencing COVID-19-related issues. Orders were 
originally set to open on Dec. 7 but are now delayed until 
mid-January… Jeep is reportedly planning to expand further 
into the world of factory customs by opening a dedicated 
facility near where it builds the Wrangler and Gladiator in 
Toledo, Ohio. According to the Toledo Blade, Jeep will build 
a customization facility on a complex of properties formerly 
owned by Textileather and MedCorp, the most recent of 
which shut down in 2013. Fiat Chrysler is paying $1 for the 
site and plans to build a new 250,000-square-foot facility on 

it… Delta Air Lines CEO Ed Bastian said 
in a memo last week that he continues to 
expect the company will achieve positive 
cash flow by the spring. In his new 
year note to employees, Bastian said 
the company will likely “experience two 

distinct phases during the next 12 months.” The first phase 
will be similar to 2020, he said. Bastian had told investors 
in October that Delta plans to start paying down its debt 
in 2021 once it has positive cash flow. Revenues at Delta, 
which is blocking middle seats until March 30, fell 76% to 
$3.1 billion in Q3 from a year earlier... Fiscally challenged 
AMC Entertainment, parent of world’s largest movie 
theater chain, AMC Theatres, is selling 50 million shares 
of Class A Common Stock to generate about $125 million 
in much-needed funding. AMC said it will use the proceeds 
for “general corporate purchases, which include repayment, 
refinancing, redemption or repurchase of outstanding 
debt.” AMC shares were down nearly 70% in 2020 after the 
pandemic all but shuttered the chain’s business in mid-March 
as the coronavirus began to spread... Trader Joe’s edges 
out Whole Foods Market in terms of raising home property 
values, and both specialty grocers’ more than double deep-
discount grocery chain Aldi, according to property data 
specialist ATTOM Data Solutions. The average value of 
homes near a Trader Joe’s store is $644,558, compared with 
$532,224 for Whole Foods and $250,850 Aldi, Irvine, Calif.-
based ATTOM said in releasing its annual 2020 Grocery 
Store Wars analysis… Drugmakers including Pfizer, 
Sanofi and GlaxoSmithKline are raising prices on more 
than 300 drugs in the U.S., according to drugmakers and 
data analyzed by healthcare research firm 3 Axis Advisors. 
The hikes come as drugmakers are reeling from effects of 
the COVID-19 pandemic, which has reduced doctor visits 
and demand for some drugs. They are also fighting new 
drug price-cutting rules from the Trump administration, 
which would reduce the industry’s profitability.
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MOVIE STUDIOS PULL BACK ON TV AD SPEND
  The U.S. theatrical movie business ended 2020 with a 
pandemic-crushing 81% decline to $2.1 billion in box-office 
revenues, according to IMDb’s Box Office Mojo. Box-office 
revenues were $11.3 billion at the end of 2019.
  The cinema movie chains have been severely hurt by 
the pandemic. Many theaters have been closed for much 
of the year, from mid-March through September. Since 
September, movie theater chains have partially opened, 
with mostly limited seat availability.
  For 2020, movie studios released half the number of films  

they did in 2019: 455 versus 911.
  Due to major theater closures, movie 
studios dramatically cut back on national 
TV advertising spending in 2020 to an 
estimated $682.9 million, sharply down 
from $2.3 billion in 2019, according to 
iSpot.tv.
  Big studio spenders in 2020: Universal 
Pictures, $130.4 million; Warner Bros., 
$95.8 million; DreamWorks Animation, 
$78 million; Walt Disney (Marvel, 
Disney/Pixar, Walt Disney Studios), 

$73.4 million; Paramount Pictures, $66.4 million; Fox 
Corp (Twentieth Century Studios, Searchlight Pictures), 
$54.4 million; and Columbia Pictures, $50.5 million.
  Biggest marketed movies in terms of national TV advertising 
spending: Universal’s The Croods: A New Age, $42 million; 
Disney/Pixar’s Onward, $38.7 million; Universal’s Trolls 
World Tour, $31.8 million; Twentieth Century Studios’ The 
Call of the Wild, $27.4 million; and Warner Bros.’ Wonder 
Woman 1984, $26.1 million.

FINAL TREBEK ‘JEOPARDY!’ EPISODES THIS WEEK
  The final week of Jeopardy! with Alex Trebek as host 
runs today through Friday. All five episodes were taped in 
late October and Trebek, who died Nov. 8, did not realize 
they would be his final ones. 
  Trebek announced in March 2019 that he was diagnosed 
with stage 4 pancreatic cancer. 
  At the start of today’s program, Trebek delivers a message 
about the season of giving. Friday’s episode includes a 
tribute to Trebek’s life and work. 
  The final Trebek episodes were initially to conclude on 
Christmas.
  On Jan. 11, Ken Jennings is guest host of the show, which 
is in its 37th season in syndication.

JOBLESS CLAIMS FALL FOR 2ND STRAIGHT WEEK
  The number of people filing for unemployment benefits 
for the first time unexpectedly fell the week ended Dec. 26, 
marking a second straight decline, CNBC reports.
  Initial jobless claims declined by 19,000 to 787,000, the 
Labor Department said last week. Economists polled 
by Dow Jones expected initial jobless claims to rise to 
828,000. The previous week’s total for initial claims was 
upwardly revised by 3,000 to 806,000.
  Continuing claims, which include those who have received 
unemployment benefits for at least two straight weeks, fell 
by 103,000 to 5.219 million for the week of Dec. 19. Data 
on continuing claims runs on a one-week lag to the initial 
claims numbers.

NETWORKS HIKE ON-AIR PROGRAM PROMOS
  Amidst the pandemic, TV networks used their own 
airwaves to promote programming to a greater degree than 
a year ago, to a great extent coming from cable networks, 
Televison News Daily reports.
  Since the last half of September, when the 2020-2021 
season began, through Tuesday (Dec. 29), broadcast and 
cable networks placed 1.8 million program promo airings. 
That was up 20% over the same period a year ago (1.5 
million), according to iSpot.tv.
  In 2020 that amounted to 286 billion impressions, versus 
305.6 billion impressions in 2019.
  Many TV networks have been strapped 
by shut-down or delayed TV productions, 
resulting in greater declines in viewership 
in the fourth-quarter overall in prime time 
as well as daytime ratings.
  Top media value for those impressions 
by network is as follows: CBS at $345.6 
million, followed by NBC with $338.2 
million, Fox at $293.9 million, ABC 
with $284.8 million and Nickelodeon at 
$113.4 million.
  Most of the promo impressions went into NFL football 
and college football. The best-producing networks in 
terms of impressions for those promos were CBS, at 19.2 
billion, followed by NBC with 12.9 billion, Investigation 
Discovery at 12.6 billion; Fox with 11.6 billion and ABC at 
11.4 billion.

EXPERT: REAL ESTATE TO KEEP ROLLING IN 2021
  It’s no secret that 2020 saw a booming real estate market 
despite the economic woes the coronavirus pandemic has 
caused. But can that keep going in 2021? Lawrence Yun, 
chief economist at the National Association of Realtors, 
thinks so.
  First, Yun is expecting the Federal Reserve will continue 
low interest rates as officials have said they want to do 
so for several years. “So at least through 2021, one can 
anticipate a low interest rate,” he said.
  Record-low rates played a major role in 2020’s booming 
real estate market, which saw months of consecutive 
growth and double-digit year-over-year price gains despite 
high unemployment and economic uncertainty amid the 
coronavirus pandemic.
  Further, he said, COVID-19 vaccines will boost job 
creation and, in turn, benefit the housing sector.
  The growth in people working from their homes during 
the pandemic may also continue to buoy home-buying, 
he noted, especially in communities traditionally seen as 
vacation destinations. Yun isn’t sure all those workers will 
be returning to their offices.
  “Many people are assuming they could work from home 
more frequently than before and hence want to have a 
larger-sized home,” Yun said. “Instead of going downtown 
every single day, why not live further out where things are 
more peaceful and they can get a larger-sized home at a 
more reasonable price?”
  And even homeowners who stayed put through the 
pandemic may feel the itch for a change of scenery after 
seeing how their circumstances have shifted, according to 
Yun. That could turn into a lasting trend.
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ESPN+ STREAMER TO RAISE ANNUAL FEE 20%
  ESPN+, the sports-themed subscription streaming arm of 
Disney’s OTT offerings that also includes the Disney+ and 
Hulu platforms, will increase its annual fee 20% to $59.99 
from $49.99 for new subscribers, effective Friday. Existing 
subs will see renewal price hikes around March.
  ESPN+, which is increasingly being promoted as a live-
sports alternative to pay-TV, had more than 11.5 million 
subscribers earlier this year, which is more than double 
from a year ago.
  Disney is also increasing the cost of its UFC pay-per-

view fights — exclusive to ESPN+ — to 
$69.99 from $64.99. The fights were 
$59.99 when ESPN+ launched in April 
2018.
  Disney’s OTT video universe topped 137 
million subs earlier this month, partially 
due to combining ESPN+ with Disney+ 
and Hulu in a $12.99 monthly promotion 
that remains for the time being. The 
Disney+ monthly fee is increasing to 
$7.99, from $6.99, on March 26.

THIS AND THAT
  Verizon and Hearst Television have struck a deal 
that will keep nine Hearst owned-and-operated stations 
including in Baltimore, Pittsburgh and the Boston area 
from going dark on Verizon Fios systems. Hearst stations 
in Fios’ lineup include WBAL (NBC) in Baltimore; WGAL 
(NBC) in Harrisburg, Pa.; WTAE (ABC) in Pittsburgh; and 
WCVB (ABC) and WMUR (ABC) in Boston/Manchester. 
The station lineup also provides content from MeTV and 
Cozi TV. Verizon, the nation’s sixth-largest operator, earlier 
warned customers that a blackout was possible, saying 
Hearst was demanding a 45% increase that would force 
customers’ monthly bills to go up... Warner Bros. Pictures’ 
Wonder Woman 1984 generated an estimated $5.5 million 
in domestic weekend box office revenue through Jan. 3 — 
down about 67% from the previous weekend tally of $16.7 
million, according to industry data. WW84, which stars Gal 
Gadot, Chris Pine and Kristen Wiig, has sold about $28.5 
million in tickets in the U.S. and entered the weekend with 
more than $100 million in global revenue — about half of 
the movie’s production budget. The movie is playing in 
about 40% of available U.S. screens due to the ongoing 
pandemic.
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COULD THE MALL BE A 2021 COMEBACK STORY?
  Watch out for Kohl’s, Dollar General and HomeGoods 
in 2021. That’s according to a report by foot traffic analytics 
platform Placer.ai that contains early predictions on 
retail winners in the new year. The report also contains a 
surprisingly bullish position on shopping malls.
  Though foot traffic was down significantly at shopping malls 
in 2020, shoppers will be itching to get out and spend money 
in 2021 — which will likely work in malls’ favor, according to 
Placer.ai. And with many malls evolving (adding gyms, for 
example), there’s reason to think that shopping malls will 
stage a comeback.
  “There are lots of factors working in 
the favor of malls in 2021,” said Ethan 
Chernofsky, VP of marketing at Placer.
ai. “Firstly, people miss them. When 
shopping was open, visitors came back 
and if COVID comes under control in 
early 2021, the impact on malls could be 
massive.”
  Also, the retail mix inside of them 
is changing. “This is creating more 
diversity in malls, and therefore, more 
complementary interactions between malls that could create 
a bigger overall pie,” Chernofsky explained. 
  Finally, it feels like mall owners are ready to get aggressive 
and creative, he added. From Simon buying J.C. Penney 
to major renovations at top malls bringing more office and 
residential into the mix, to the aforementioned changes to 
tenant mix – COVID may actually bring a long term positive 
to the sector.

DIGITAL RESTAURANT SALES SURGED IN 2020
  Following increased demand due to the COVID-19 
pandemic, digital restaurant marketplace sales finished the 
year with $44.94 billion in sales, more than double the $20.08 
billion in 2019, eMarketer reports.
  “DoorDash and Uber Eats have driven growth in the 
market because of their delivery and logistics capabilities,” 
said Eric Haggstrom, eMarketer forecasting analyst for 
Insider Intelligence. “Restaurants can offer delivery through 
DoorDash or Uber Eats without hiring their own delivery 
drivers. This greatly expands consumer choice, driving more 
spend. DoorDash focuses on suburbs and smaller cities, 
which have been underserved by other players in the space.”
  DoorDash, the current market leader, is responsible for 
46.6% of digital restaurant marketplace sales. This year, 
the company will bring in $20.93 billion in sales, over three 
times more than last year. DoorDash has been rapidly 
gaining market share in recent years, passing Uber Eats and 
Grubhub in 2019. eMarketer anticipates that it will surpass 
50% market share in 2021.
  Uber Eats is also growing rapidly. In 2020, it brought in 
$12.67 billion sales, more than double last year. It will surpass 
30% of total digital restaurant marketplace sales next year 
because of its acquisition of Postmates.
  Other digital restaurant marketplaces like Grubhub will 
continue to grow but will lose market share to industry leaders.
  While eMarketer anticipates digital restaurant marketplace 
growth will decelerate, it will remain positive through the 
remainder of our forecast, with 22.3% and 16.3% growth in 
2021 and 2022, respectively.


