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PLATFORMS EXPECTED TO HOST $1.5B IN SPOTS
  A top advertising-industry observer expects elections this 
year and next will see political ad expenditures of roughly 
$9 billion, more than doubling the amount spent in the 2018 
midterm cycle, The Wall Street Journal reports.
  The spots are also likely to increasingly appear on television 
screens connected to the Internet by streaming-video players 
such as those made by Roku, which dominates the device 
portion of the rapidly growing connected TV market.
  AdImpact says in a report it expects ad spending to at least 
match the record amount from the 2019-20 election cycle, 
even without a presidential contest on the ballot.
  The higher spending is expected to be fueled by online 
fundraising that has made more dollars accessible to more 
candidates. “Facebook, when used as a fundraising tool, 
has allowed campaigns to quickly and easily reach a highly 
polarized electorate,” the report says. “This, combined with 
the rise of easy online donation tools such as ActBlue and 
WinRed, has allowed candidates and issue 
groups to fundraise with greater ease than 
ever before.”
  AdImpact’s estimates were generated by 
building a projected spending model for each 
race that factored in the competitiveness of 
a seat, past spending levels and the varying 
costs of different media markets. The firm’s 
totals don’t include some forms of political 
communication, like direct mail and campaign voice calls.
  “These projections will also likely change as the landscape 
changes,” the report says. “Unexpected retirements, strong 
fundraising, redistricting, and changes in the political winds 
can and will cause the landscape to shift.”
  AdImpact says it expects CTV platforms will host almost 
$1.5 billion in political ads between now and November 2022, 
representing roughly one in six dollars spent.
  Campaigns are increasingly gravitating to the streaming 
platforms because ad placement there is more efficient than 
on traditional broadcast TV and specific voter groups and 
geographic areas are more easily targeted. “It has the benefit 
of microtargeting, and it still appears on the big screen,” said 
Kyle Roberts, AdImpact’s chief executive.
  AdImpact predicts more than $4 billion will be spent on 
House and Senate races, while $2.3 billion will go to elections 
for governor in the 38 states holding contests this year and 
next. A further $2.5 billion is expected to be spent on down-
ballot races.
  Democrat Raphael Warnock’s re-election race in 2022 is 
expected to account for close to $250 million in ads, AdImpact 
said. Open seats in Pennsylvania and North Carolina are 
also forecast to attract significant spending.
  Even with the growth of digital advertising, broadcast TV 
remains the dominant platform for political ads. The almost 
$4.6 billion projected by AdImpact for local TV stations in the 
2021-22 cycle would represent an almost 54% increase from 
the last midterm election cycle.

REPORT: CTV COULD REAP 2022 POLITICAL AD BONANZA
ADVERTISER NEWS
  With few signs that the microchip shortage plaguing the auto 
industry will abate anytime soon, Ford Motor is considering 
the unusual step of shipping partially built vehicles to dealer-
ships and relying on service technicians to add the missing 
chips when they arrive. The automaker is trying to ease the 
glut of F-Series and other vehicles that have languished on 
storage lots surrounding its assembly plants for months by 
instead stashing them with retailers who have ample space 
as their inventory of new vehicles has dried up, Automotive 
News reports… AutoNation said it expects strong demand 
for new vehicles to continue into next year, as low-interest 
rates and robust demand helped the top U.S. auto retailer 
trounce quarterly earnings estimates. The company said 
yesterday sales of new and used vehicles surged 42% and 
37%, respectively, in Q2... Tractor Supply Co. beat analyst 
expectations for same-store sales in the second quarter of 
fiscal 2021 and is increasing its guidance for the full fiscal 

year. The largest rural lifestyle retailer in the 
U.S. increased net sales 13.4% to $3.6 bil-
lion from $3.18 billion. Same-store sales in-
creased 10.5%. According to the company, 
the increase in same-store sales was driven 
by robust growth in everyday merchandise, 
including consumable, usable and edible 
(“C.U.E.”) products... It has been a summer 
of expansion for Ross Stores. The off-price 

apparel and home fashion retailer opened 22 Ross Dress 
for Less and eight dd’s Discounts stores across 11 differ-
ent states in June and July. These new locations are part of 
the company’s plans to add approximately 60 new stores — 
40 Ross and 20 dd’s Discounts — during fiscal 2021... A new 
series in the Walmart Winemakers Selection label focuses 
on premium wines without the premium cost. After initially 
launching its Winemakers Selection label in 2018, Walmart 
relaunched its Winemakers Selection Classic Series, fea-
turing a streamlined brand identity and varietals, in 2020. 
Since then, the discounter has noticed customers are be-
coming more interested in trying premium wines at an acces-
sible price point, so Walmart is launching the Winemakers 
Selection Reserve Series. The new collection will feature 
five new premium wine varietals from some of the world’s 
prominent growing regions for a suggested retail price of $10 
a bottle… Wilson Sporting Goods has added physical re-
tail to its game. The 108-year-old company has opened its 
first-ever store, a 2,247-square-foot location in its Chicago 
hometown. Wilson will continue its direct-to-consumer ex-
pansion, opening flagships in New York, Los Angeles, Bei-
jing and Shanghai... Two years after entering into a joint 
venture to acquire Thorntons, BP is acquiring the majority 
share it doesn’t already own. Once the deal is complete, BP 
will add 208 owned and operated convenience stores across 
the Midwest to its retail network. The c-stores are located in 
Kentucky, Illinois, Indiana, Ohio, Tennessee and Florida. The 
company plans to keep and build on the Thorntons brand.
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AVAILS
  WCSC has a rare opportunity for the right applicant to 
join our sales management team in wonderful Charleston, 
S.C. The Digital Sales Manager is 
responsible for all aspects of WCSC’s 
digital revenue goals and works closely 
with the Sales Manager to coordinate sales 
efforts with the local team. Also act as the 
Digital Point Person for all communication 
with Gray Digital Media, WCSC staff and clients. 
CLICK HERE to apply online; search for WCSC. EOE. 

  Gray Television’s powerhouse station, 
WVUE FOX8, home of the New 
Orleans Saints, is seeking a highly 
experienced Major Accounts Manager. 
We are looking for the right person 
to join our amazing team. Located in 
iconic New Orleans, we offer a great 
work environment and a competitive 
compensation package. The preferred 
candidate will be experienced and 
passionate about selling sponsorships 
and sports partnerships. Qualified 

applicants please apply online and attach your resume along 
with a cover letter. No phone calls, please. EOE-M/F/D/V.

See your ad here tomorrow! CLICK HERE for details.

NEXSTAR’S NEWSNATION IN EXPANSION MODE
  NewsNation, Nexstar’s nearly year-old news network, 
is expanding its lineup with the launch of a morning news 
show hosted by Adrienne Bankert and a primetime program 
headlined by Dan Abrams.
  Abrams will host Dan Abrams Live from 8 to 9 PM (ET) 
weeknights starting Sept. 27, while Bankert will anchor 
Morning in America, a weekday morning talk show from 7 
to 10 AM (ET).
  The addition of Abrams and Bankert marks the latest 
evolution for NewsNation, which launched last September 
with the mandate of being a nightly, objective alternative to 
opinion programming on cable news networks. Its primetime 
lineup averaged just 33,000 viewers during the week of July 
4, according the Nielsen.
  But Nexstar has been moving forward with expansion plans 
for the channel, which was formerly known as WGNAmerica. 
Earlier this year, it added Ashleigh Banfield to its primetime 
lineup with her show Banfield.
  NewsNation currently airs from 6 to 11 PM on weeknights, 
with repeats until 3 AM.

TOYOTA WITHDRAWS OLYMPICS ADS IN JAPAN
  NBCUniversal has responded to the news that Toyota has 
pulled its Olympics advertising in Japan, where the majority 
of the country doesn’t want to host the Games mid-pandemic.
  “Toyota is all systems go,” an NBCU spokesperson told 
Deadline of advertising stateside. “Toyota is not adjusting 
any U.S. marketing plans for the Olympics. Nothing has been 
cancelled or altered.”
  NBCU says the world’s second-largest car manufacturer 
is only adjusting their plans and creative messaging in the 
Games’ home country. “No advertiser in the U.S. has asked 
to cancel their Olympics plans,” affirmed the spokesperson.

U.S. AD ECONOMY KEEPS EXPANDING IN JUNE
  The U.S. ad economy continues to rebound from the 
COVID-19 recession, but the rate of expansion began to 
temper in June, according to the latest data from Standard 
Media Index.
  While total U.S. ad spending from SMI’s pool of data 
representing the major agency holding companies’ actual 
media buys rose 39% in June vs. the same month in 2020, 
the rate of expansion has softened from April and May, +55% 
and +58%, respectively.
  TV is up 16% vs. a year ago, according to SMI’s data.
  One reason for he softening rate of 
expansion is the 2020 baseline. April and 
May were the two worst months of declines 
during the 2020 ad recession, and the 
U.S. ad economy began improving from 
that point on.
  That said, the data indicates that the U.S. 
ad recovery isn’t even across all media, 
with the major electronic media showing 
the best gains — especially digital.
  While print media continue to lag, 
newspaper ad spending showed its 
first month of growth in June, rising 60% over June 2020. 
Magazine ad spending continues to be under water.
  Out-of-home (+52% vs. a year ago) and radio (+44%) have 
demonstrated particularly strong growth in recent months.

NRF: BACK-TO-SCHOOL SPENDING TO HIT RECORD
  Back-to-school shopping is projected to top pre-pandemic 
levels and reach a record-breaking $108 billion as an 
increasing number of students and families prepare for in-
person instruction this fall, according to the nation’s largest 
retail trade group.
  Total spending for school-aged children alone, which 
excludes college students, is expected to hit an all-time high 
of $37.1 billion this fall, according to the National Retail 
Federation (NRF) and Prosper Insights & Analytics July 
2021 Consumer Survey. 
  This surpasses the $33.9 billion spent in 2020 when parents 
rushed to buy the necessary supplies to help their children 
set up workstations at home, according to data from the retail 
trade group.
  On average, families with school-aged children plan to dole 
out $848.90 for supplies this season, according to the NRF. 
  Meanwhile, college students and their families are projected 
to spend an average of $1,200.32 on supplies, which is about 
$141 more than last year, according to the NRF’s data. 
  In total, back-to-college spending is projected to reach a 
record $71 billion, an increase from the $67.7 billion spent 
in 2020.
  The back-to-school shopping season is seen as an important 
time for retailers ahead of the bustling holiday season. And 
although the summer season is in its infancy, more than 50% 
of students and their families have already started gearing up 
for the new school year with in-person instruction.

NETWORK NEWS
  The upcoming fourth season of the CW’s Charmed will 
be without Madeleine Mantock. Mantock, who has played 
eldest sister Macy Vaughn since the reboot’s premiere in 
2018, is leaving the show after the current third season.
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Standard Media Index

Television ad spending was up 
16% in June vs. a year ago.

https://gray.tv/careers#currentopenings
https://recruiting.ultipro.com/GRA1017GRYT/JobBoard/ae441110-89bd-444d-8ad2-b76c7b9db7a9/OpportunityDetail?opportunityId=aa10b023-e2ca-4d25-aef1-43a4fb038346
https://www.spotsndots.com/site/forms/online_services/classified_ad/
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HOMEBUILDER CONFIDENCE SLIPS, STILL STRONG
  The nation’s homebuilders continue to be thrilled with buyer 
demand, but higher construction costs are starting to eat 
away at their confidence, CNBC reports.
  A monthly sentiment index from the National Association of 
Home Builders dropped 1 point to 80 in July. The index was 
72 in July 2020. Anything above 50 is considered positive. 
The index hit a record high of 90 in November of last year.
  “Builders continue to grapple with elevated building material 
prices and supply shortages, particularly the price of oriented 
strand board, which has skyrocketed more than 500% above 

its January 2020 level,” said NAHB 
Chairman Chuck Fowke, a homebuilder 
from Tampa, Fla.
  While lumber prices have fallen by more 
than 50% in the lumber futures market, 
those savings have not yet trickled down 
to builders, remodelers or consumers. 
Supply chain issues, as well as low 
inventory with suppliers, are both keeping 
retail prices elevated.

THIS AND THAT
  The International Council of Shopping Centers, the 
largest trade association for the retail real estate industry 
globally, is rebranding. ICSC will now stand for Innovating 
Commerce Serving Communities. The retail real estate 
industry is still reeling from the repercussions of the COVID 
pandemic... Publicis Groupe is moving deep into retail 
media, announcing the acquisition this morning of CitrusAd, 
a SaaS platform that optimizes advertising for brands directly 
within retailer websites. Terms of the deal weren’t disclosed, 
but CitrusAd is an Australian-based company founded in 2017 
and has a team of 130 engineers and retail media experts. 
Publicis said it will operate as a freestanding business within 
its Epsilon division.
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It’s almost as if my 
husband actually believes 
I’m saving us money when 

I say “I got it on sale.”

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY

AUTONATION CEO: NO MORE BLOATED OUTPUT
  U.S. automakers won’t go back to bloated output and bulging 
dealer lots, even after the global semiconductor shortage 
ends, according to the chief executive officer of the nation’s 
biggest chain of car dealers.
  “The industry has understood that overproduction and 
excessive inventories as the old model is not where they 
want to be,” said Mike Jackson, CEO of AutoNation. “I 
really think there’s a new strategy going forward.”
  Since automakers book revenue when they ship cars from 
factories to dealer lots, they have tended to produce more 
cars than the market demands, then 
use incentives to wheedle dealers into 
accepting them. But excessive incentives 
can eat into carmaker profits and damage 
vehicle brands.
  The COVID-19 pandemic has broken 
the U.S. auto industry of its bad habits, 
Jackson said. Factory shutdowns because 
of the chip shortage and the pandemic 
have hobbled auto production over the 
past year, with output cut in North America 
by 5 million vehicles. That has led to 
historically low inventory in the new-car market and pushed 
the average price of a new vehicle above $40,000 — an all-
time high that would have been considered a luxury price tag 
not long ago.
  Vehicle production should fully recover next year, Jackson 
said, but even with factories humming at full capacity, it will 
take longer for automakers to catch up with demand.
  “Demand has dramatically increased as a result of the 
reprioritization of the household budget toward more space, 
more electronics in the home and personal transportation,” 
he said. “I think that continues.”

U.S. FURNITURE SOURCES ENDURE TRYING YEAR
  Key furniture sources battled a multitude of businesses 
challenges in 2020, most brought about by the pandemic, 
which in many cases adversely impacted U.S. furniture 
shipments, Furniture Today reports.
  Several key players — La-Z-Boy, Hooker, Samson, 
Flexsteel, Ethan Allen, Bassett, Rock House Farm, 
Klaussner and Natuzzi — registered double-digit declines 
in shipments vs. 2019.
  Instability and uncertainty were significant themes throughout 
the year, with publicly traded companies citing shortages of 
workers and materials, coupled with unprecedented demand 
swings and ongoing supply chain issues.
  A reduced workforce in Q2 2020 was one of the mitigating 
factors that producers experienced, with Bassett noting that 
hundreds of workers were furloughed, and even with them 
returning the company was still working below full capacity.
  Demand for product see-sawed during the year, falling 
off dramatically as retailers shuttered their doors and 
consequently canceled orders, but then rising again as some 
stores reopened or developed online options to accommodate 
stay-at-home consumers eagerly looking for furnishings to 
update their spaces.
  Among the key sources that did see positive results in 2020 
were major players Ashley, Dorel, Sauder and Manwah, 
as well as some smaller domestic companies such as Gat 
Creek, Carolina Leather and Monte LeConte.


