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NFL STILL ATTRACTING LION’S SHARE OF MONEY
  Automakers spent $372.5 million — an estimated 12.9% 
less on TV advertising — in December 2021 vs. a year ago, 
when spending neared $428 million, per iSpot.tv.
  Impressions for the month were also down 25.9% year over 
year, 29.9 billion vs. 40.4 billion.
  The top five brands by spend were Toyota ($40.2 million), 
Ford ($30.2 million), GMC ($28.5 million), Hyundai ($26.3 
million) and Ram Trucks ($25.5 million).
  While more than half of Toyota’s national TV ad spend for 
December was dedicated to NBC and Fox (largely around 
the NFL), the largest percentage of Toyota impressions were 
actually delivered by Hallmark at 18.3%, per iSpot. Still, 
about 80% of Toyota’s December TV ad spend came from 
sports-related programming.
  Despite the return of more flexible schedules around live 
sporting events in December, automakers were still able to 
successfully rely on NCAA football and NFL games to reach 
large audiences on TV, said Stuart Schwartzapfel, senior 
vice president, media partnerships at iSpot.tv.
  “Those opportunities will continue in 
January, as automotive brands have already 
been rolling out new messaging for 2022, and 
typically use the NFL Playoffs as a jumping-
off point for the year’s new ad creatives,” 
Schwartzapfel tells Marketing Daily.
  The top five brands by TV ad impressions in 
December were Hyundai (2.49 billion), Ford 
(2.48 billion), Toyota (2.42 billion), Nissan 
(2.15 billion) and Lexus (2.07 billion).
  The biggest spend increases among top 15 brands by 
spend for December 2021 (vs. December 2020) were GMC 
(up 59.2%), Lexus (up 52.1%), Chevrolet (up 14.4%), Ram 
Trucks (up 11.8%) and Mercedes-Benz (up 5.8%).
  GMC’s increase is fueled by a greater investment in live 
NFL and college football games, but also the NBA (there 
were fewer games last December with the altered schedule) 
and studio shows around football as well. The brand nearly 
doubled its national TV ad spend (vs. last December) 
during NFL games, while dollars put toward college football 
increased by nearly four times, per iSpot.
  The top programs for automakers by TV ad impressions 
share of voice for the month were the NFL (14.2% of 
impressions), college football (6.8%), SportsCenter (1.6%), 
NBA (1.2%) and college basketball (1.2%).
  Automakers were the No. 2 industry (by share of 
impressions) for the NFL in December, accounting for 8% of 
TV ad impressions – just behind auto & general insurance at 
8.1%, per iSpot.tv.
  Auto brands were the third-most prominent (by impressions 
SOV) ad industry during college football games, the top 
industry during SportsCenter, and No. 3 during NBA games.
  The top networks for automaker TV ad impressions for the 
month were ESPN (9.1% of impressions), NBC (8.2%), Fox 
(8.2%), CBS (8.1%) and ABC (5.7%).

AUTOMOTIVE TV SPENDING, IMPRESSIONS FALL IN DEC.
ADVERTISER NEWS
  Another soda brand is jumping into the alcohol market. Fr-
esca Mixed, spirit-based, ready-to-drink cocktails, will hit 
stores this year as result of a deal announced yesterday by 
Coca-Cola and Constellation Brands, whose brands in-
clude Corona and Modelo beer and Svedka vodka. With 
Fresca Mixed, Constellation is trying to seize a slice of the 
surging interest in so-called adult alternative beverages, an 
$8 billion segment that includes ready-to-drink cocktails. 
The category is expected to enjoy growth of 15% to 17% 
in the next three years “with trusted consumer brands com-
manding a significant share of the market,” according to 
Constellation Brands market research... Walmart will start 
rolling out 5,000 electric vehicles for its InHome and GoLo-
cal delivery services next year, as part of the retailer’s push 
to drive its delivery fleet to zero emissions by 2040, CEO 
Doug McMillon said. General Motors’ BrightDrop division 
is building the electric vehicles, and McMillon and GM CEO 
Mary Barra unveiled the plans this week… Macy’s has 
unveiled a list of six full-line namesake department stores 

and a Bloomingdale’s outlet store that 
are slated for closure this year. Two years 
ago, the retailer released a list of about 125 
stores likely to close by next year, but it has 
since slowed the pace of closings and, as 
some larger mall anchors close, Macy’s is 
also experimenting with smaller-format and 
non-mall locations... Del Taco Restaurants 
has debuted a “20 Under $2” menu, bucking 

the trend of pulling back on value menus in an effort to help 
customers cope with inflation, marketing chief Tim Hack-
bardt said. New items on the value menu include a Chi-
potle Crispy Chicken Taco, a Chicken Taco Del Carbon 
Guac’d Up and three flavors of mini shakes... Honda Motor, 
Renault and Volvo Group have struck chip supply deals 
with Qualcomm as they move to bring more digital capabili-
ties to their vehicles. Separately, Qualcomm is teaming with 
Microsoft on the development of augmented-reality prod-
ucts with a custom Snapdragon chip... Following consumer 
testing that began in 2019, Kentucky Fried Chicken will roll 
out plant-based Beyond Fried Chicken next Monday on a 
limited-time basis in a partnership with Beyond Meat. The 
news from KFC comes after Chipotle Mexican Grill went 
national with plant-based chorizo — also for a limited time — 
without the involvement of either Beyond Meat or its major 
competitor, Impossible Foods. KFC has recruited actress 
Liza Koshy for advertising and promotions… The Saks 
luxury e-commerce platform is taking what it calls a holistic 
approach to wellbeing. Saks, which was split off from the 
Saks Fifth Avenue brick-and-mortar retail business by par-
ent company Hudson’s Bay Company and venture capi-
tal firm Insight Partners in March 2021, is debuting a new 
Wellness Shop on the Saks.com e-commerce site. With this 
expansion, Saks is increasing its wellness product selection 
to more than 100 brands, 50 of which are new to retail.
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AVAILS
  Nexstar’s KTAL-TV (NBC) in Shreveport, La., seeks a 
Senior Account Executive to join our team! We are the 
second-largest market in Louisiana. The 
Senior Account Executive maintains and 
grows an existing book of business, grows 
advertising revenue by calling on established 
agencies, cold-calling new prospects, and 
convincing potential clients of the merits of television 
advertising. Candidates should have a Bachelor’s degree 
and 3+ years of experience selling TV, Video and Digital. We 

offer a unique opportunity if you’re looking 
for a challenging environment, tools 
and resources to help you succeed, 
seasoned leadership and the chance to 
maximize your full potential as a sales 
leader. Apply HERE. EOE.
  Sinclair Broadcast Group is looking 
for a Sales Coordinator to work in our 
Tampa, Fla.-based corporate Long Form 
and direct response hubs servicing our 
platform of television stations. This is a 
very unique position in broadcasting with 

upward mobility across the country. We pay a competitive 
salary with an excellent health plan, 401k plan, stock 
purchase plan, and offer flexible work hours. If you like a 
fun team environment, please click on THIS LINK for more 
information. EOE.
  Telemundo Houston is searching for an Account 
Executive. The AE is responsible for partnering with local 
clients, both on the agency level and direct, 
to create innovative and unique multiplatform 
marketing and advertising solutions that 
target a client’s demographics and products/
services. The Account Executive role is a 
sales role focused on delivering quarterly 
results and meeting individual budget requirements. Two 
years of experience in direct sales and bilingual (English and 
Spanish) preferred. Applicants must submit a resume/CV 
through nbcunicareers.com to be considered.

See your ad here Monday! CLICK HERE for details.

THIS AND THAT
  The rise of new COVID-19 cases related to the omicron 
variant could spur more consumer spending on goods rather 
than experiences, a trend that would further fuel inflation, NRF 
Chief Economist Jack Kleinhenz said. Retailers including 
Apple, Athleta, Walmart and Macy’s have temporarily 
closed stores or cut operating hours, but many have made it 
easier for customers to shop online with delivery and pick-up 
options... Among U.S. gamers, PlayStation Now and Xbox 
Game Pass are the most popular video game subscription 
services, used by 21% and 18% of those ages 18 and older, 
respectively, according to eMarketer. Google Play Pass 
(14%) takes third, with Nintendo Switch Online (13%) 
fourth. However, 48% of adult gamers in the U.S. don’t have 
a paid gaming subscription at all... The number of podcasts 
grew by 687,302 last year, according to the podcast search 
engine Listen Notes, which says the total now tops 2.75 
million. The rate of debuts slowed last year following 2020’s 
record-setting tally of more than one million launches.

REPORT: CW NETWORK COULD BE ON THE BLOCK
  AT&T’s WarnerMedia and ViacomCBS are exploring a 
possible sale of a significant stake or all of the CW Network, 
which they jointly own, people familiar with the matter tell The 
Wall Street Journal.
  Among the suitors is Nexstar Media Group, the nation’s 
biggest broadcaster and a large owner of affiliates of the 
network, the people close to the talks said. The CW Network 
caters primarily to teens and young adults.
  Sources say they’re far along and an agreement could be 
reached soon, though the talks could still fall apart. There 
are other interested parties as well, but 
the discussions with Nexstar are most 
advanced, they said.
  The most prevalent scenario is Nexstar’s 
taking a controlling stake in the CW, 
with CBS and WarnerMedia remaining 
as minority owners and receiving 
commitments to be the primary program 
suppliers for the network, the people said.
  CBS and WarnerMedia have been 
exploring strategic options for the CW 
Network for several months, some of the 
people involved in the talks said. The network isn’t profitable 
as a stand-alone broadcast entity, but the content produced 
for it is a valuable asset for other platforms at the parent 
companies.

EDMUNDS: MONTHLY PAYMENTS TO KEEP RISING
  Monthly payments for both used- and new-vehicle financing 
is projected to break records, according to data gathered and 
tracked by Edmunds.
  Edmunds reported this week that the average monthly 
payment for new vehicles in Q4 is expected to climb to $636, 
the highest level that Edmunds has on record, vs. $614 in Q3 
2021 and $581 in Q4 2020.
  Edmunds data also indicated that the average monthly 
payment for used vehicles is expected to break a record, 
climbing to $520 for Q4 vs. $500 in Q3 2021 and $437 in Q4 
2020, Auto Remarketing repots.
  But consumers will still be able to afford vehicles in 
2022 despite rising prices, and their demand means auto 
dealerships will have a strong year, finance and insurance 
products provider EFG Companies predicted last month.

DESPITE OMICRON, U.S. JOB MARKET STILL TIGHT
  The labor market remains historically tight, with the number 
of unemployment-benefits filings holding last week around 
the lowest levels in five decades as firms struggled to remain 
fully staffed amid a resurgent pandemic, The Wall Street 
Journal reports.
  Initial jobless claims, a proxy for layoffs, edged up by 7,000 
to a seasonally adjusted 207,000 for the week that ended 
Jan. 1, but remain near the lowest levels since 1969.
  The fast rise in cases tied to the omicron variant of COVID-19 
could slow the labor market’s recovery in the coming weeks, 
but the most recent data indicates employers are reluctant to 
lay off workers at a time when few job seekers are available 
and the rate of quitting is at a record high.
  Job openings are trending near record highs and an 
unprecedented number of Americans have been quitting 
their jobs in recent months, including 4.5 million in November.
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FunnyTweeter.com

I like the sound of thunder 
because there’s always 
a tiny little chance that 
my ex will be struck by 

lightning.
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ANALYSTS: NETFLIX MAY MISS ON Q4 SUB GROWTH
  Two Wall Street analysts are suggesting Netflix could miss 
its fourth-quarter subscriber growth projection.
  In a note yesterday, J.P. Morgan’s Doug Anmuth says 
the streamer will add 6.25 million net new subs globally in 
the quarter when it reports financial results Jan. 20. Netflix 
is projecting 8.5 million new subs added — a number that 
exceeds most of its competitors.
  Netflix enjoys a market-leading global sub count of 213.5 
million at the end of Q3, followed by Amazon Prime Video 
(175 million) and Disney+ (118 million).

  Meanwhile, Stifel analyst Scott 
Devitt also has sub growth concerns, 
compounded by what he says were 
weaker Netflix app engagements in 
November and ongoing service price cuts 
in India — where Disney+ dominates after 
acquiring local streaming service Hotstar 
in the 20th Century Fox acquisition.
  Devitt has reduced his sub growth 
projection from 10.1 million to 8.6 million 
— which still exceeds Netflix’s estimate.

OUTLOOK: SOLID YEAR AHEAD FOR ACTIVEWEAR
  America is eager to find its way back to fitness. A new 
forecast from Baird predicts above-average gym industry 
growth, healthy sales for sports apparel, and double-digit 
gains in connected fitness.
  Baird is also upgrading both Under Armour and Planet 
Fitness, predicting both companies will outperform 
competitors in the months ahead.
  But a separate report sees trouble for Nike and Adidas, as 
Chinese consumers increasingly switch to local brands.
  Jonathan R. Komp, an analyst who tracks fitness 
companies for Baird, writes that the gains in fitness and 
sports apparel are stronger than omicron concerns, “given 
pent-up consumer demand and rising awareness for health/
wellness.”
  Komp sees a healthy earnings backdrop in the new year, 
supported by strong growth in personal income, which 
correlates to higher spending.
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Sensormatic Solutions

Shopper traffic for the full six-
week holiday period was down 

19.5% vs. the pre-pandemic 
year of 2019, but traffic rose 

18.9% over last year.

DATA: HOLIDAY STORE TRAFFIC UP VS. LAST YEAR
  Shopper traffic for the full six-week holiday period (from the 
Sunday before Thanksgiving Day, Nov. 21, 2021, through 
Jan. 1, 2022) was down 19.5% vs. the pre-pandemic year of 
2019, according to Sensormatic Solutions’ holiday recap.
  But traffic rose 18.9% over last year. (Also, in 2020, holiday 
traffic was down 33.1% vs. 2019.)
  “Although this was the second holiday season impacted by 
the COVID-19 pandemic, consumer shopping habits looked 
different than in years past, including 2020,” said Brian 
Field, senior director of global retail consulting, Sensormatic 
Solutions, which is part of Johnson 
Controls. “Despite ongoing concerns 
about the virus, our traffic data made it 
clear that consumers were more willing to 
return to stores this year.”
  In another change, supply chain 
disruptions shifted shopping earlier in the 
season, with fewer consumers saving their 
shopping for the last minute, according to 
Field. “In the month of November, traffic 
was only down 18.1% compared to 2019, 
indicating slightly fewer consumers who 
left their shopping until the last few days as they had in years 
past,” he said.
  Also, unlike prior U.S. holiday seasons, none of the days 
following Christmas were among the top 10 busiest in 2021.

MARS WRIGLEY ENDS 12-YEAR SUPER BOWL RUN...
  Mars Wrigley is the latest longtime Super Bowl advertiser 
planning to sit on the sidelines for the 2022 game. The 
candy marketer doesn’t plan to advertise brands like M&M’s, 
Skittles or Snickers during the Big Game, Ad Age says.
  Each of those brands has appeared in numerous Super 
Bowl commercials. Since 2010, one or more of the three 
major candy brands had an in-game Super Bowl ad. Now, 
Mars Wrigley, an NFL sponsor, instead plans to focus on 
promotions and other marketing rather than spending millions 
on in-game buys.
  Mars Wrigley joins Tide, which previously confirmed it was 
skipping the Super Bowl in 2022 after running ads in four of 
the last five years.
  Last year’s game saw Super Bowl stalwarts like Budweiser, 
Coke and Pepsi sit on the sidelines, making room for an 
unprecedented amount of first-time advertisers.

... AS QUICKBOOKS PREPARES FOR ITS DEBUT
  Intuit is going to have a busy Super Bowl. After confirming 
last year that it will again have a spot for its TurboTax brand, 
the company says it will also be advertising its QuickBooks 
brand in the game.
  This is the first time QuickBooks will have its own branded 
commercial in the game, though it does have Super Bowl 
experience. As part of a small business contest offering, the 
brand ran a Super Bowl ad for Death Wish Coffee in 2016 
and a spot for GoldieBlox in 2014. Intuit ran its own branded 
spot in the 2018 Super Bowl.
  While QuickBooks hasn’t yet revealed the commercial, 
the new spot will be in keeping with the brand’s “Early 
Start” campaign. A recent 30-second spot showcases the 
uncertainty that small business owners often experience 
when dealing with the numbers side of their companies.

WEDNESDAY NIELSEN RATINGS - LIVE + SAME DAY


