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BY MICHAEL GULD
  Most media executives would agree that long-term local 
direct business is the only part of our business that is 

controllable, ratings proof and can provide a 
consistent foundation of revenue.
  However, the problem is that in an effort to 
“make budget,” many local prospects have 
been pitched, sold, burned and abandoned 
by media reps presenting station packages 
with empty promises. The truth is that 
business owners don’t really care about your 
station ratings, upcoming initiatives or even 

your digital offerings. Leading with all the tools in your toolbox 
is like a giving a medical prescription without a diagnosis. It’s 
marketing malpractice.
  And while most local business owners have a really good 
understanding of their business, products, services, industry 
and competition, what they’re most confused about is 
advertising. They don’t really know why to advertise, where 
to advertise, how much to advertise, how long to advertise or 
how to judge a return on their investment.  That’s our real job!
  If we spend more time educating, we don’t 
have to spend as much time selling. And 
when we help our clients grow their business, 
our business growth will follow.
  Many television station managers I have 
recently spoken to have lamented that it’s 
getting much tougher to secure prospecting 
appointments because of the economic 
headlines and the resulting headwinds.  A 
decline in consumer confidence could lead to 
a decline in business confidence and reduced advertising.
  Again, it is our job to “educate” potential clients that research 
has proven companies that maintain or increase ad budgets 
when others pull back increase their share of voice, share of 
mind and resulting share of dollars. Even if the market for their 
products and services contracts by 10%, 20% or even 30%... 
70% to 90% of consumers are going to buy “something” from 
“somewhere”… might as well be from your clients.
  Remember that it’s not about overcoming objections or
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ADVERTISER NEWS
  Ford Motor reported a nearly 32% increase in U.S. sales 
in June, beating out much of the industry as it improved 
truck and SUV deliveries and benefited from the rollout of 
a new all-electric pickup. For the first six months of 2022, 
Ford’s U.S. sales were down 8% from a year earlier, amid 
punishing supply-chain constraints that continued to roil 
the car business this year... Tata Motors aims to sell about 
50,000 electric vehicles (EVs) in the fiscal year to March 
31, and double that in the 2023-’24 period, Chairman N 
Chandrasekaran told a shareholders’ meeting this week. In 
2021-’22, Tata Motors sold 19,105 EVs, a growth of 353% 
from the previous fiscal year... Home Depot has added a 
kids’ collection to its StyleWell home decor line as part of 
the chain’s focus on expanding its role as a go-to retailer 
for home goods, Home Depot Home General Manager 
Corinne Bentzen said. The company is forecasting 15% to 
20% growth in the kids’ market over the next decade as more 
young adults start and grow their families, Bentzen said… 
Winmark Corp. — the parent of resale stores under five 
banners including Once Upon a Child, Play It Again Sports 

and Plato’s Closet —  felt the initial pinch of 
the pandemic before things picked up again, 
and now it’s gaining steam amid consumer 
concerns about inflation, CEO Brett Heffes 
said. Franchisees operate 1,276 stores with 
48 more in the works, and Winmark has 
exited some other industries to focus on retail 
since Heffes took the reins two years ago… 
LensCrafters is doubling down on technology 
to improve the customer experience. The 

company, one of the leading optical retail brands in North 
America, has opened a tech-focused flagship in Palo Alto, 
Calif. It combines the latest in advanced digital technology 
with a sleek design accented with colorful and eye-catching 
finishes. The new store features a dedicated footprint and 
display for the first-generation of smart glasses launched by 
Ray-Ban in partnership with Meta… At Home was busy in 
June. The value home décor retailer opened five new stores 
in June, bringing its total count to 252 locations in 40 states.
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NETWORK NEWS
  The CW has shared its fall premiere dates, which includes 
the series premieres of Walker: Independence and The 
Winchesters. The season begins with the Season 3 
premiere of DC’s Stargirl on Aug. 31, followed by an episode 
of Wellington Paranormal. New legal drama Family 
Law debuts Oct. 2, followed by the Season 4 premiere of 
Coroner. Season 3 of drama Kung Fu begins Oct. 5, and 
Season 3 of Walker debuts Oct. 6. The latter is followed 
by the series premiere of prequel Walker: Independence. 
The iHeartRadio Music Festival is Oct. 7-8. Season 5 
of All American premieres Oct. 10. 
It’s followed by the Season 2 premiere 
of All American: Homecoming. New 
supernatural drama The Winchesters, 
a spinoff of Supernatural, begins Oct. 
11, followed by the series premiere of 
Professionals. Season 9 of Penn & 
Teller: Fool Us airs Oct. 14, followed by 
Season 11 of Whose Line Is It Anyway? 
Criss Angel’s Magic With the Stars 
begins Oct. 22, followed by Season 
3 of World’s Funniest Animals...   
Following the surprise cancellation of the reboot of crime 
solver Magnum PI by CBS, NBC has officially stepped 
up to revive the series. NBC has ordered two 10-episode 
seasons of Magnum PI, which takes it into Seasons 5 and 
6. Debuting in 2018, Magnum PI  stars Jay Hernandez, 
Perdita Weeks, Zachary Knighton, Stephen Hill, Amy Hill 
and Tim Kang. It follows Thomas Magnum (Hernandez), 
a private investigator and former Navy SEAL who solves 
crimes in Hawaii after returning home from Afghanistan and 
repurposing his military skills. A total of 76 episodes aired 
on CBS... ABC is celebrating the 30th anniversary of the 
Disney classic film Beauty and the Beast with a two-hour 
hybrid animated and live-action special. Beauty and the 
Beast: A 30th Celebration airs Thursday, Dec. 15 at 8 PM 
(ET) on ABC, and will be available the next day on Disney+. 
The cast, whose performances will be woven throughout the 
original feature film, will be announced at a later date.

THIS AND THAT
  Unpersonalized experiences will result in brands losing 
their loyalty, say 62% of consumers, up from 45% in 2021, 
and 63% are happy with personalization from first-party 
data they provided to brands, according to research from 
Twilio. “Personalization is an opportunity to drive revenue 
growth, increase customer satisfaction and build customer 
loyalty,” says Adobe’s Tory Brunker... Pulling its way out 
of the pandemic doldrums, the movie-theater business 
has seen Universal Pictures’ Minions: The Rise of Gru 
posting the best North American July 4th weekend ever for a 
theatrical film debut — $125.2 million over four days of box-
office revenues, according to Comscore. Minions topped 
Paramount’s Transformers: Dark of the Moon, which 
took in $115.9 million over four days in 2011... Univision 
has come to terms with virtual MVPD provider fuboTV on 
a broadcast retransmission deal, ending an impasse that 
threatened to black out channels including the flagship 
Univision, UniMas, Galavision and TUDN. The previous 
agreement expired Thursday. Terms of the renewal weren’t 
disclosed.
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It’s weird how the 
paranormal investigators 

always assume the 
ghosts speak English.

RETAILERS FAIL TO CAPITALIZE ON GIFT CARDS
  The majority of customer journeys to make a purchase 
begin online, and digital is the entry point to a growing 
number of retail experiences.
  Still, most retailers have been slow to react to increased 
demand for digital gift cards and customer demand 
for enhanced experience, transparency and flexibility, 
MediaPost reports.
  Incisiv, a digital insights company, released its 2022 
Gift Card Program Index report sponsored by GiftNow, 
a Synchrony company, which evaluates 75 retailers that 

offer the most mature gift-card program 
experiences for shoppers.
  The report finds that 80% of 
shoppers prefer some form of gift-card 
personalization, with 30% willing to pay 
an additional $3 to personalize their gift 
cards.
  About 59% of employers prefer digital 
gift cards over other incentives to reward 
employees — indicating an opportunity 
for retailers to drive sales with corporate 
gifting programs. 

  Digital gift card sales continue to rise, increasing by 25% 
year-over-year, according to data from the report.

XPERI GROWS CTV OFFERINGS VIA ACQUISITION
  TiVo parent company Xperi has acquired Vewd Software 
Holdings for $109 million through a mixture of cash and 
debt. Xperi says the acquisition will expand its TiVo brand in 
the connected TV market and give the company access to 
an installed European footprint of approximately 15 million 
devices that can be enabled for monetization, including 
activation of TiVo+, a free ad-supported TV service.
  Vewd’s OTT and hybrid TV solutions ship in more than 30 
million CTV devices annually. Xperi says adding Vewd to 
its portfolio will help establish the company as a “leading 
independent streaming media platform through its TiVo 
brand and the largest independent provider of Smart TV 
middleware globally.” 
  Founded in 2002, Vewd — with its main offices in Norway, 
Sweden, Taiwan and Poland — is an independent OTT 
software provider for smart-TV makers, connected car and 
video-over-broadband operators.

DONE DEALS
  The E.W. Scripps Company has appointed Jeff Kiernan 
to the role of VP and GM for KTNV, Scripps’ ABC affiliate in 
Las Vegas, effective Monday, July 25. Kiernan has served 
as senior director of news at WXYZ and WMYD, Scripps’ 
ABC affiliate and independent local television stations in 
Detroit, since January 2021. Prior to his time in Detroit, 
he led the newsroom at WTMJ, Scripps’ local TV station 
in Milwaukee...  Gray Television has named Brad Moses 
GM of WTVG-TV (ABC) in Toledo, Ohio, effective July 25. 
Moses joined Gray in early 2015 as GM of KAKE (ABC) in 
Wichita, Kan. Upon Gray’s purchase of the Schurz stations 
and its divestiture of KAKE the following year, Moses left 
KAKE to become GM of KWCH (CBS) and KSCW (CW) 
in Wichita. Over the past six years, KWCH and KSCW 
expanded local news programming to more than 95 hours 
per week.
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REPORT: ADVERTISERS INSUFFICIENTLY TRAINED
  The vast majority of ad executives perceive the level of 
media training for advertisers to be either somewhat or 
entirely unsatisfactory, according to findings of the 2022 
Global Media Training Report, released by ID Comms.
  The findings, which the consultancy said are “in line with” 
previous studies conducted in 2016 and 2019, indicate that 
little progress has been made in media training, despite the 
increasing complexity of the media marketplace.
  “Lack of budget” was the No. 1 reason cited for under-
investing in media training, followed by “an inability to find 

the right training opportunities,” and 
committing time to media training, 
according to the report.
  “The fastest-growing area of training 
is the demand for addressing capability 
gaps in ad tech and martech (42% in 2022 
vs. 26% in 2019),” the report also found, 
citing it as the single most important area 
for “capability building.”
  Respondents also cited a need for 
training in how media agencies work, as 
well as a need for improved advertiser 

capabilities in running media pitches.
  Despite a perceived lack of budget, most respondents cited 
the need for their organizations’ to create and staff a Chief 
Media Officer role. 

ADVERTISER NEWS
(Continued from Page 1)
At Home has a long-term goal of 700-plus stores nationwide. 
The majority of At Home’s locations are second-generation 
retail. The company said it looks for stores in high-traffic 
retail nodes adjacent to other best-in-class retailers, with 
great access and near its core customers… As consumers 
galloped into the $100 billion online grocery shopping 
market, a new ranking from Dunnhumby underscored just 
how strong regional grocers have become. The Texas-
based H.E.B. edged out both Amazon and Amazon Fresh, 
powered by the intense emotional connections it has built 
with its loyal customers. “H-E-B’s impressive performance 
proves that it’s possible to compete and win against Amazon 
when it comes to grocery e-commerce,” Grant Steadman, 
president of North America for Dunnhumby, a customer data 
company based in Chicago, said in the announcement.
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Inventory shortages drove
up the average price of a

new vehicle to nearly $47,000 
in May, up more than 13% 

from a year ago.

CHIP WOES, HIGH PRICES WEIGH ON AUTO SALES 
  U.S. auto sales slumped in Q2 as chip shortages continued 
to choke car supplies and rising sticker prices put new 
vehicles out of reach for a wider swath of prospective buyers, 
Bloomberg reports.
  The declines affected most automakers, including General 
Motors, but were steepest among Asian brands such as 
Honda Motor and Nissan Motor.
  Some carmakers are optimistic a global chip shortage is 
easing while others doubt the crisis will abate anytime soon. 
The supply-chain stress points to the lowest production 
levels in a decade, with the annualized 
selling rate slipping to 13.2 million in 
June, according to the average forecast 
of six market researchers surveyed by 
Bloomberg.
  Prior to the pandemic, annual U.S. auto 
sales topped 17 million vehicles for five 
straight years from 2015 to 2019.
  GM said last week that Q2 sales and 
profit will take a hit from 95,000 vehicles it 
can’t sell because it’s waiting on chips to 
complete them.
  Inventory shortages drove up the average price of a new 
vehicle to nearly $47,000 in May, up more than 13% from 
a year ago, according to automotive researcher Edmunds.
com. Dealers can charge more and negotiate less, padding 
profits for them and the car manufacturers.
  With interest rates rising, it’s also becoming harder to 
spread the pain of higher pricing with long-term financing. 
The average monthly payment on a new car loan was 
almost $700 in June, up 13% from a year ago, according to 
researcher J.D. Power.

GULD: MORE TIME EDUCATING, LESS TIME SELLING
(Continued from Page 1)
jumping on buying signs to make local budgets. Our clients 
and future clients need guidance, strategies and solutions 
more than ever. You are THE value proposition. Therefore, 
call with confidence with the self-affirmation that “they need 
me” (more than you need them) and “educate” how you will 
lead them to success.
  On your first meeting, spend more time probing and less 
time presenting. This may at first appear to be common 
sense, but when the pressures of making budget builds, is 
it still common practice? A short-term transaction to make a 
month or quarter is not worth sacrificing a future long-term 
account.  You could prospect the most probable categories 
for a time-sensitive promotional opportunity. However, 
instead of leading with your program, include it as a part 
of your annual proposal, which will also help you jumpstart 
2023.
  And “if” the country tips into a recession, adopt Wal-Mart 
founder Sam Walton’s famous quote that propelled his 
advertising decisions. When asked, “What do you think 
about a recession?” he responded, “I thought about it and 
decided not to participate.” Your future — and the future of 
your clients — are in your hands!
  Michael Guld is President of System 21©, a professional 
development program, and the author of The Million Dollar 
Media Rep: How to Become a Television and Radio Sales 
Superstar.
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