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NIELSEN: TELEVISION TOPS IN AD RETENTION
  Television remains an important part of a multi-platform 
approach to auto industry advertising, according to the 
2019-2020 Nielsen Annual Auto Marketing Report, 
which was released this week.
  As automakers grapple with ad spend strategy and some 
advertisers adapt their messaging for the coronavirus era 
and its aftermath, Nielsen believes decision-makers should 
make multicultural consumers a priority. “They’re younger 
and more digitally connected than the general population 
today,” the report says. “And they can offer 
invaluable insights on what to expect from 
all consumers in the near future.”
  According to the U.S. Census Bureau, 
40% of the U.S. population is multicultural 
and will reach 50% by 2045.
  “And when it comes to deciding to buy a new vehicle, 
multicultural consumers follow a unique and distinct 
path-to-purchase, often different from non-multicultural 
consumers,” Nielsen says. “Black, Hispanic and Asian 
American consumers are [also] less entrenched in their car 
preferences than anyone else, and they will consider your 
brand even late in the game.”
  Nielsen recommends a multi-platform approach that 
includes television, radio, digital, print, outdoor and direct 
mail.
  According Nielsen, TV delivers the strongest ad retention 
among new car shoppers (84%) across all demographics.
  Nielsen says digital is the key to reaching Hispanics, 
America’s largest, youngest and most connected ethnic 
group. Hispanic shoppers are also more likely to consider 
buying advice from friends, neighbors, family and celebrity 
endorsements.
  And while decision makers may be wary of spending as 
outbreaks continue across the U.S., Nielsen believes it’s 
time to get back in the game. “Today’s crisis is not a period 
to cut down on your advertising, but rather a chance to get 
smarter with it,” the report says. “We think that investing 
in your multicultural customers today offers a unique 
opportunity to prepare for the new normal and get a head 
start when broad economic activity picks up again.”
  “Media budgets are scrutinized even on a good day, 
and in the current landscape, that pressure is increased 
dramatically,” Paula Skier, Vice President and Automotive 
Industry Lead at Nielsen, said in a news release. “Investing 
in your multicultural consumers today by communicating 
more effectively offers a unique opportunity for auto 
marketers to optimize outcomes in a challenging 
environment.
  “To set the stage for success, marketers must be 
sensitive to the current realities and make the most out 
of multicultural consumers’ media preferences,” she 
continued. “By measuring the effectiveness of their 
campaigns, marketers can use that data to inform strategy 
and adjust the marketing mix along the way.”

REPORT: MULTICULTURAL CONSUMERS AN AUTO PRIORITY
ADVERTISER NEWS
  Soda giant Coca-Cola is poised to enter the alcohol 
market in the U.S. with a new hard seltzer under its Topo 
Chico brand, which to this point has only been available 
as a non-alcoholic sparkling water. Topo Chico Hard 
Seltzer will debut in some Latin American cities this year 
and hit the U.S. in 2021, the company confirmed to Ad 
Age. While Coke has experimented with alcohol bever-
ages in overseas markets in recent years — including 
in Japan — it has not been involved in the sector in the 

U.S. in more than three decades. It once 
owned a wine business, but that was sold 
in the early 1980s… A liquidation of J.C. 
Penney has not been part of the discus-
sions concerning its bankruptcy, accord-
ing to the retailer’s legal counsel. Instead, 

Penney is considering three separate acquisition bids that 
would allow it to continue operating under its own ban-
ner… Amazon.com saw its market share go from 42.1% 
in January to 38.5% in June, according to Rakuten Intelli-
gence. During the same period, Target’s share grew from 
2.2% to 3.5%. Walmart saw its share grow from 4.2% to 
5%... UPS reported a 65.2% jump in the number of pack-
ages it delivered to homes in Q2 as consumers continue 
to place orders online rather than shop in stores… Procter 
& Gamble, maker of household staples from Tide deter-
gent to Charmin toilet paper, posted its strongest annual 
sales gain since 2006 as the pandemic kept the world’s 
consumers at home and vigilant about cleaning. Demand 
in the U.S. for cleaning and paper products continued to 
surge through the spring and early summer, while the re-
opening of China, P&G’s second-biggest market, drove 
sales there… The U.S. economy saw the biggest quarterly 
plunge in activity ever, though the plummet in the second 
quarter wasn’t as bad as feared. Gross domestic product 
from April to June plunged 32.9% on an annualized basis, 
according to the Commerce Department’s first reading on 
the data released yesterday. Economists surveyed by Dow 
Jones had been looking for a drop of 34.7%. Still, it was 
the worst drop ever, with the closest previously coming in 
mid-1921... Overstock’s revenue jumped 109% year over 
year to a record $783 million in Q2, while operating income 
reached $39 million, compared to a $25.8 million loss in 
the year-ago period. CEO Jonathan Johnson said in a 
press release that the number of new retail customers tri-
pled year over year… Moncler says it will manage its own 
e-commerce operations as part of a new digital strategy 
that aims to double its share of online business in the next 
three years. In the U.S. and Canada by October 2020, the 
company will begin bringing its e-commerce operations in 
house with the goal of completing the process by 2021. By 
next year, the retailer will also introduce its omnichannel 
e-commerce platform, according to the company. Moncler 
hopes to double its e-commerce business over the next 
three years.
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AVAILS
  WLFI-TV 18, the CBS Network Affiliate in West Lafayette, 
Ind. — the home of Purdue University — has an opening 
for a hands-on and dynamic News Director 
with the talent, energy and leadership to lead 
our News Department. Broadcast television 
newsroom management experience and a proven 
track record of mentoring/coaching a news staff 
required. CLICK HERE for a full list of qualifications and 
requirements or to apply now. Allen Media Broadcasting is 
an equal opportunity employer.

  News Director – ABC 6: Standard 
Media Group LLC, a new and growing 
media company, is searching for an 
innovative leader to run the newsroom of 
its ABC affiliate in Providence, R.I. (DMA 
#56). The News Director is responsible 
for developing and maintaining the news 
budget, hiring and managing their staff 
and leading the editorial process for 
content delivered by WLNE-TV. We are 
looking for a leader with a proven track 
record of developing and distributing 

news across broadcast, digital and social platforms. 3-5 years 
of newsroom leadership is preferred. Please state referring 
source and send resume to: cantonio@abc6.com. EOE.
  Capitol Broadcasting Company is looking for a Key 
Account Manager for our WRAL and FOX50, Raleigh, 
N.C. sales teams. The mission of the Key Account Manager 
is to grow market share by developing client/agency 
relationships, developing local contacts with 
key decision makers and providing clients 
with unprecedented client service. Candidate 
should be a strong and accomplished seller, 
comfortable managing large scale accounts, and have a 
strong desire to help grow WRAL and FOX50’s market share. 
Broadcast media sales experience required. Please CLICK 
HERE to apply. EOE. CBC participates in E-Verify.
  Coastal Television Holdings Company LLC is looking for a 
Capitol Reporter to work with a developing News Bureau 
covering multiple State and Federal Politics. This position 
will be located in Fabulous Las Vegas, Nevada, with travel 
assignments specifically within a multi-state area supporting 
our news network. Areas of assignment include Alaska, 
Georgia, Nevada, Wyoming and Washington, D.C. It’s a 
dream job covering Federal, State and Local Politics. Full 
details and how to apply HERE. Coastal Television is an 
equal opportunity employer.

See your ad here tomorrow! CLICK HERE for details.

U.S. WEEKLY JOBLESS CLAIMS RISE AGAIN
  The number of Americans who filed new claims for 
unemployment benefits last week totaled 1.434 million, the 
Labor Department reported yesterday, roughly in line with 
expectations, as the coronavirus pandemic continues to 
ravage the U.S. economy.
  It was the 19th straight week in which initial claims totaled 
at least 1 million and the second consecutive week in which 
initial claims rose after declining for 15 straight weeks.
  Economists polled by Dow Jones had expected claims to 
rise to 1.45 million for the week ending July 25.

STUDY: BRICK-AND-MORTAR MAKING COMEBACK
  COVID-19 continues to have a major impact on consumer 
spending, but bright spots include physical stores and food 
delivery, Chain Store Age reports.
  According to the July 2020 Cardlytics U.S. State of 
Spend report, with the start of July, in-store retail sales 
are now showing positive year-over-year growth. Spend at 
brick-and-mortar retailers is up 1.2% compared to the same 
period in 2019, following in-store sales being down 12.8% 
year-over-year in Q2.
  Despite the fact that overall spend is recovering, Cardlytics 
data indicates customers have become 
more cautious about spending on non-
essentials in recent weeks. For the first 
time since late March, discretionary 
spend as tracked by Cardlytics decreased 
slightly and is now down 26.4% year-
over-year and 9.4% week-over-week.
  According to Cardlytics, this suggests 
that economic recovery can’t be 
measured by total spend alone, with 
discretionary spend a more telling gauge 
of when customers are returning to their 
pre-COVID spending patterns. In addition, after weeks of 
continuous growth, study results indicate U.S. spend has 
started to fluctuate. On a week-over-week basis, spend has 
decreased for the first time since May during the first week 
of July due to the July 4 holiday. Cardlytics saw a similar 
week-over-week decrease in 2019.
  Examining state-level trends, Cardlytics found that only 
13 states are performing worse than the national average 
of a 26.4% sales decline, though these include larger 
economies such as New York and California. However, 20 
states have seen negative shifts in their week-over-week 
spend, compared to four in the June State of Spend report.

EDISON: PODCAST LISTENING TIME ROSE IN Q2
  The second quarter brought a variety of challenges tied to 
the COVID-19 pandemic. And while the early weeks of the 
lockdown brought some changes in podcast listening, and 
reduced consumption for some, when the dust settled new 
Edison Research data shows the tailwind of an expanding 
industry overcame all else.
  Its latest Podcast Consumer Tracking Report shows 
weekly podcast listeners spent 6 hours and 45 minutes a 
week on average listening to shows, a half hour increase 
compared to first quarter 2020, Inside Radio reports.
  “Over time people have been slotting podcasts back into 
their lives,” said Edison Senior VP Tom Webster. He told 
Wednesday’s RAIN Global Podcast Leadership Summit 
that many podcasters have seen download numbers 
grow. “You’ve seen those figures start to normalize, and in 
some cases exceed where they were before, as we have 
acclimated to where we are today.”
  Based on data from April 1 to May 12 among 7,021 
Americans aged 18 and older, Edison says Americans who 
were either laid off or have had their hours reduced were 
spending an hour or more per week consuming podcasts 
than those newly working from home. Those out of work 
averaged 6 hours and 35 minutes per week compared to 5 
hours and 22 minutes for those working from home for the 
first time.
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Mitch Hedberg

Every book is a 
children’s book if 
the kid can read.
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FORD MOTOR POSTS SURPRISE $1.1B PROFIT
  Ford Motor yesterday reported second-quarter income of 
$1.1 billion despite a pandemic that idled its North American 
plants for roughly half the reporting period, Automotive 
News reports.
  The surprise profit came largely from a $3.5 billion gain on 
its investment in Argo AI, the company that is developing a 
self-driving vehicle system. Volkswagen Group closed on a 
deal with Ford for a stake in Argo last month and CFO Tim 
Stone said the startup is now valued at $7.5 billion.
  The automaker lost $1.9 billion before interest and taxes 

and one-time items in the quarter as 
revenue fell 50% to $19.4 billion. Still, the 
operating loss was much less than the 
$5 billion Ford had forecast earlier in the 
year.
  In addition to the gain from Argo, Stone 
said Ford benefited from a smoother-
than-expected return to work when it 
restarted assembly plants in May.
  In North America, where Ford usually 
generates the bulk of profits, the company 
reported a $974 million loss before 

interest and taxes. Stone said robust pickup sales helped 
Ford from sinking further in the quarter, and that it was “in 
good shape” with a 75-day supply of inventory, compared to 
79 days last year.

THIS AND THAT
  Amazon said that its monthly ad-supported OTT streaming 
audience reach has grown from 20 million in January to more 
than 40 million today. Chris Bodkin, head of U.S. OTT and 
audio advertising for Amazon Advertising, says the growth 
is being driven by IMDb TV and a “growing list” of integrations 
with third-party publishers... ViacomCBS said CBS All 
Access is adding more than 3,500 episodes from networks 
including BET, Comedy Central, MTV, Nickelodeon and 
Smithsonian Channel. ViacomCBS said CBS All Access 
will continue to grow its content offering to include more than 
30,000 episodes and movies from the ViacomCBS library 
over the coming months.
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FunnyTweeter.com

If your dress suddenly 
turns into rags at midnight 
while you’re being driven 
home by a bunch of mice 
on a pumpkin, you’re not 
Cinderella. You’re drunk.

WEDNESDAY NIELSEN RATINGS - LIVE + SAME DAY

MLB OFF TO FAST START FOR NATIONAL TV, RSNs
  Major League Baseball tallied strong results both for 
national TV networks and regional sports networks in the 
opening days of the shortened 2020 season, an analysis of 
Nielsen-measured TV data finds.
  Average viewership for TV network games from July 
23 through Sunday was 1.23 million Nielsen-measured 
viewers. This was nearly double the results for the similar 
weekend period in July 2019, which tallied 680,000 viewers, 
Television News Daily reports. National TV numbers can 
be affected by local TV blackouts, where regional sports 
networks air games.
  Sixteen games were aired over the four-
day period. ESPN had seven, while Fox 
had three; TBS and FS1 both had one, 
and MLB Network had four. In addition, 
two games were aired on streamer 
ESPN+.
  The baseball boost, after a long delay 
due to the COVID-19 pandemic, was also 
seen on regional sports networks (RSNs).
  Michael Mulvihill, EVP/head of strategy 
for Fox Sports, said via Twitter that 
Nielsen ratings for baseball games were up 25% for 92 local 
telecasts so far. That’s an average 3.93 household rating 
compared to 2019’s 3.15.
  The top ten national TV advertisers on baseball TV networks 
for the July 23-28 period, according to iSpot.tv: Geico, a 
total of 87 airings of commercials ($1.5 million estimated 
spend); Bud Light, 70 airings ($1.3 million); T-Mobile, 85 
($1.1 million); Toyota, 47 ($980,052); and Hankook Tire, 
53 ($966,053).
  The next five were Allstate, with 71 airings ($903,647); 
Taco Bell, 118 ($892,580); Mastercard, 35 ($628,374); 
State Farm, 60 ($615,690); and Rocket Mortgage, 26 
($614,995).

STUDY: RETAIL STILL VITAL DRIVER OF ECONOMY
  Prior to the COVID-19 pandemic, the National Retail 
Federation commissioned PwC to update its 2014 study on 
retail’s impact on the U.S. economy. The latest results, the 
NRF says, illustrate the retail sector’s importance.
  Across each measurement — employment, labor income 
and GDP contribution — retail’s total impact on the U.S. 
economy has grown significantly since the NRF’s last report.
  Over the six-year period between reports, retail has grown 
its employment impact by 10 million jobs. While an element 
of the growth is attributable to the economic strengthening 
seen over the intervening period, retail nonetheless grew its 
share of U.S. employment from 23% to 26%. As the nation’s 
largest private-sector employer, retail supports more than 
one in four U.S. jobs — 52 million working Americans.
  Likewise, both GDP contribution — $3.9 trillion annually — 
and share of labor income rose from 16% to 19% of the U.S. 
economy. Since 2010, retail has been the top contributor to 
the jobs gains in the U.S. economy, accounting for 15.9% of 
the 28 million increase in private sector jobs.
  Retail also grew the number of establishments across 
the U.S. Since the last NRF study, the number of retail 
establishments rose to 4.2 million, increasing by almost 
400,000. The vast majority of these establishments (98.5%) 
are operated by small businesses.


