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DISNEY, NBCU, FOX SELLING AD COMMITMENTS
  At least three of the nation’s big media companies are 
writing deals in an upfront ad-sales market that is moving 
more rapidly than in years past, Variety reports.
  Disney, NBCUniversal and Fox have all begun to sell 
advance advertising commitments as part of TV’s annual 
upfront market, sources tell Variety. It’s expected that the 
volume of advertising dollars in support of traditional linear 
TV to rise by 2% to 6%, with other money being committed 
to new streaming venues.
  The upfront has in recent years typically required until at 
least July 4 to get settled. With the coronavirus pandemic 
squeezing business, the 2020 haggle lasted until the fall. 
But in 2021, Variety reports, a significant fall off of linear TV 
audiences is spurring Madison Avenue to rush to get money 
down, for fear of not being able to secure a schedule that will 
generate the viewer impressions.
  They will do so as part of a moment in which the economics 
of television are changing — and quickly. Advertisers are 
placing as much emphasis on aligning 
with the streaming part of the business 
as they are with its more traditional 
operations. Indeed, one executive says 
the TV market has essentially split, 
with the volume of commitments rising 
noticeably for streaming and more tepidly 
for linear TV.
  Some advertisers have over the 
past year moved to lock in early deals 
with WarnerMedia’s HBO Max and NBCU’s Peacock in 
exchange for more favorable rates.
  Several factors are driving the speed of this year’s 
proceedings. NBCUniversal is under some pressure to sell 
inventory in both the 2021 Summer Olympics and the 2022 
Winter Olympics as well as next year’s Super Bowl — no 
small feat, particularly given health and safety concerns 
about this year’s Tokyo showcase.
  Meanwhile, the networks are seeing strong interest in linear 
inventory from pharmaceutical companies, who require 
longer commercials to spell out the side effects of their 
various medications, as well as web-based retailers and 
streaming outlets.
  It’s not clear whether the networks will make back the linear 
volume they lost during coronavirus. In 2020, the nation’s five 
English-language broadcast networks could have seen the 
volume of ad commitments they secured for their next cycle 
of primetime programming fall by at least 9.3% to 14.6%, 
according to Variety estimates.
  That marked the first time since 2015 that upfront estimates 
have sagged. Based on conversations with media buyers 
and other executives, Variety estimated NBC, ABC, CBS, 
Fox and the CW secured $8.2 billion to $9.8 billion for their 
2020-2021 primetime schedules, compared with $9.6 billion
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  Ford Motor sold 161,725 vehicles last month, up 4.1% from 
May 2020, when the automotive industry was just beginning 
to mount a recovery from the pandemic. Ford’s truck sales 
were down 11.6% year-over-year in May, while SUVs posted 
a 48.6% improvement. “Ford sales were up 4.1% on tight 
inventories, while year-to-date sales increased 11.3%,” said 
Andrew Frick, VP of Ford sales for the U.S. and Canada… 
Meanwhile, Ford surpassed a significant milestone in its con-
version to electric vehicles, producing more battery-powered 
Mustangs so far this year than gasoline-fueled versions of 
its iconic pony car. Ford has built 27,816 electric Mustang 
Mach-E models at a plant in Mexico this year compared to 
26,089 copies of the traditional internal combustion engine 
Mustang at a factory in Michigan, according to data released 
yesterday… Rent the Runway will launch designer fashion 
resales without requiring a paid membership as part of the 
rental platform’s push to recover from the pandemic’s slow-
down and feed growing consumer demand for more sustain-

able apparel options. The U.S. resale 
market is on track to exceed $33 billion 
this year and grow to more than $64 bil-
lion in the next three years, according 
to GlobalData... Peloton is introducing 
pricing tiers for its app — and students, 
health care workers and military members 
will receive discounts. The app, which 
features thousands of instructor-led fit-
ness classes, normally costs $12.99 per 

month. But students will now pay $6.99 per month. Teach-
ers, healthcare workers and first responders will be charged 
$9.99 per month, while military members and their families 
can pay a $9.99 rate that’s locked in for life... Target has 
rolled out a bigger collection of Pride-themed merchandise, 
marking the 10th consecutive year the retailer has observed 
Pride Month. Target’s Pride+ Business Council and other 
employee resource groups collaborated to create this year’s 
line of more than 150 apparel items and pet products… Bed 
Bath & Beyond will debut three new private-label brands in 
time for the back-to-school season, bringing the total intro-
duced by the retailer to six in the past five months. Building 
private-label collections is a key part of CEO Mark Tritton’s 
turnaround strategy, and some of the new brands are ex-
pected to appeal to students preparing for college... Lulule-
mon Athletica reported a strong Q1 as shoppers returned 
to its stores and its online business continued to grow. The 
specialty retailer’s net revenue increased 88% to $1.2 billion 
for the quarter compared to the year-ago period. DTC net 
revenue increased 55% to $545.1 million… BJ’s Wholesale 
Club is offering flexible financing for digital purchases over 
$99. As initially announced in January 2021, the retailer is 
deploying the Citizens Pay omnichannel financing solution 
from Citizens. The new payment option is available for pur-
chases made on BJs.com for delivery and with buy-online-
pickup-in-store (BOPIS) and curbside pickup.
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GRAY IN REVISED DEAL FOR MEREDITH STATIONS
  Meredith Corp. said yesterday it has accepted a revised 
proposal from Gray Television to buy Meredith’s television 
stations for about $2.83 billion, up from the original deal’s 
$2.7 billion.
  Gray confirmed that Meredith recently informed Gray that, 
after announcing the definitive merger agreement with Gray, 
it had received an unsolicited proposal to acquire its Local 
Media Group division, including all of Meredith’s broadcast 
television stations, from another party.
  Gray subsequently offered to amend the parties’ merger 

agreement to increase the total 
consideration payable by Gray from 
approximately $14.50 per share in cash, 
or $2.7 billion in total enterprise value 
(after the spinoff of Meredith’s National 
Media Group to the current Meredith 
shareholders), to $16.99 per share in 
cash, or $2.825 billion in total enterprise 
value, in addition to other considerations.
  On Wednesday, Gray and Meredith 
entered into an amendment to reflect the 
revised terms.

  Meredith has informed Gray that its board of directors 
unanimously approved the revised Gray proposal, citing 
superior certainty of value, regulatory considerations, path 
to close and expected timing.

NBCU, TUNITY TO GAUGE OLYMPICS OOH VIEWING
  With less than two months until the Tokyo Olympics 
begins, NBCUniversal and Tunity have announced a 
partnership that will allow the company to report national 
out-of-home viewership in Olympic measurement for the 
first time, Adweek reports.
  Tunity will measure all OOH viewership for the Olympics 
primetime coverage of all NBCUniversal’s linear networks, 
both broadcast and cable.
  NBCUniversal had previously reported Nielsen’s OOH 
numbers in its regular reporting, including OOH for 44 
metered markets. The Tunity measurement instead captures 
muted TV viewership on a national basis, which Nielsen 
doesn’t account for.
  That OOH figure will then be incorporated into NBCU’s 
overall holistic measurement of the Tokyo Games, which 
includes traditional linear and digital metrics across 
primetime.

JOBLESS CLAIMS HIT ANOTHER PANDEMIC LOW
  Worker filings for initial jobless claims have dropped by 35% 
since late April, adding to signs of a healing labor market 
as the U.S. economy ramps up, The Wall Street Journal 
reports.
  Weekly unemployment claims, a proxy for layoffs, fell to 
385,000 last week from a revised 405,000 the prior week, 
the Labor Department said yesterday. Last week’s decline 
in claims marked the fifth straight week that new filings fell, 
from 590,000 the week ended April 24.
  Yesterday’s reading brings the four-week average of initial 
claims — which smooths out volatility in the weekly figure 
— to 428,000, the lowest point since the pandemic began, 
though still well above pre-pandemic levels. Weekly claims 
averaged around 220,000 in the year before the pandemic.

CBS SEASON CHAMP FOR 13TH STRAIGHT YEAR
  CBS has finished the 2020-21 television season as the 
nation’s most-watched television network for the 13th 
consecutive time, The Associated Press reports.
  CBS averaged 6.28 million primetime viewers in Nielsen’s 
measurement of live-plus-7 viewing, which includes everyone 
who watched a particular program live and within the next 
week. CBS has won 18 of the last 19 years, the one-time 
exception being Fox when American Idol dominated.
  Increasingly, however, the measurement doesn’t reflect 
how people experience TV, because it excludes streaming 
services and binging of programs outside 
of their first-week window.
  Even though the pandemic kept 
more people at home, CBS’ primetime 
viewership was down 18% from the 
previous year, as was second-place 
NBC’s. ABC was down 14% and Fox lost 
33% of its audience, Nielsen said.
  NBC’s autumn telecasts of Sunday 
Night Football finished as the most-
watched individual program for the 10th 
straight year. 
  The CBS drama NCIS was the most popular scripted show, 
averaging 12.5 million viewers per week. It has been TV’s 
most popular drama for 11 of the last 12 years.

NETWORK NEWS
  The United States Football League — a 1980s gridiron 
experiment — is being resurrected and will begin play in the 
spring of 2022, with games on Fox Sports. The new USFL 
announced the plan yesterday, promising a minimum of eight 
teams, at least a few of them with original team names. Brian 
Woods, founder and CEO of The Spring League, is the co-
founder of the new USFL. Fox Sports, in addition to serving 
as the nascent league’s official broadcast partner, also 
owns a minority equity stake in the venture... Coming off an 
11-season run on Shameless, Shanola Hampton has been 
cast as the main lead in the NBC pilot Dangerous Moms. 
Written by Janine Sherman Barrois, Dangerous Moms is 
an off-center dark dramedy about four diverse mothers who 
accidentally kill the queen bee of their school’s PTA during 
the demonstration of a new high-end food processor. The 
story becomes a female anthem about friendship and family.

LOCAST EXPANDS TO RALEIGH-DURHAM, N.C.
  Locast says it has expanded its free streaming service to the 
Raleigh-Durham, N.C. area, delivering 40 local TV channels 
to the nearly 3 million residents in that TV market, which also 
includes Fayetteville, Chapel Hill and Rocky Mount.
  The local channels include WRAL NBC 5, WTVD ABC 11, 
WNCN CBS 17, WRAZ FOX 50, PBS, PBS Kids, as well 
as DABL, Univision, Antenna, CourtTV, Mystery, MeTV, 
TrueCrime, the CW, GetTV, BOUNCE, Quest, LAFF, 
COMET, HSN, GRIT, COZI and more.
  Locast is accessible to viewers in 23 counties in the Raleigh-
Durham DMA. Raleigh is Locast’s 33rd market.
  Locast now says it has more than 2.7 million registered users 
nationwide. Locast says it operates under the Copyright 
Act of 1976, which allows nonprofit translator services to 
rebroadcast local stations without receiving a copyright 
license from the broadcaster.
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SURVEY: FOR SVODs, A FIGHT AGAINST CHURN
  For subscription streaming (SVOD) services, churn is 
part and parcel of the game. A recent study conducted by 
Maru Group for Variety Intelligence Platform suggests 
that most major SVODs see 10%-20% of their subscriber 
footprint not currently subscribing to the service.
  While these figures may seem large, it’s worth noting that 
SVODs mostly operate on a monthly subscription basis, 
with low barriers for consumers to exit their subscriptions. 
Audiences can be drawn to subscribe to watch specific 
programming, including cyclical (i.e., sports such as the 

NFL) or movie title-driven (Hamilton 
on Disney+), only to exit shortly after 
they’ve finished what initially attracted 
them to sign up.
  VIP and the Maru Group found that a 
fifth of adults 18+ had canceled a service 
after signing up to watch a specific title.
  Recent data from analytics firm 
Antenna shows the majority of major 
SVODs saw a churn rate in April of 4% 
to 7%. The outliers on either side of that 
were Netflix, which saw 2% of its U.S. 

subs cancel the service, and Apple TV+, which saw 16%.

REPORT: UPFRONT MARKET GAINING MOMENTUM
(Continued from Page 1)
to $10.8 billion for primetime in the 2019-2020 season.
  With their linear ratings supply crimped, all the media 
companies are pressing for significant hikes in the cost of 
reaching 1,000 viewers, a measure known as a CPM that 
is integral to the annual talks between TV networks and 
Madison Avenue.
  Cable networks have sought CPM increases of 9% to 
13%, media buyers tell Variety.
  Broadcast networks have pressed for CPM hikes between 
16% and at least 19%, with some pushing for increases in 
the low 20% range, according to executives.
  Some media companies aren’t moving as quickly. Both 
ViacomCBS and Discovery are said to be holding firm to 
demands that some media agencies think are too severe. 
ViacomCBS is in the midst of conversations with agencies 
and advertisers, a person familiar with the matter tells 
Variety.
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The majority of major SVODs 
saw an April churn rate of 4% 

to 7%. The outliers were Netflix 
(2%) and Apple TV+ (16%).
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NPD: PANDEMIC PURCHASES OF TVS COOLING
  As a result of the COVID-19 pandemic, U.S. television sales 
jumped in 2020, but as the crisis subsided sales growth 
slowed in the first quarter of 2021, according to the NPD 
Group’s Retail Tracking Service.
  Unit sales across all models were up 20% in 2020 compared 
to 2019, according to the NPD.
  Sales of TVs were still up in Q1, but increased at a slower 
pace than in 2020. U.S. TV unit sales grew in the mid-
teens. Sales will see tougher comps in Q2 (ending June 
30) compared to 2020 when pandemic buying took hold, 
according to NPD.
  Fueled by stimulus checks and improving 
economic outlook, NPD said the mix TV 
models and cost increases overall saw 
average selling prices ASPs at record-
high levels.
  Stephen Baker, technology industry 
advisor at NPD, said long-term demand 
for TVs likely improved as a result of the 
pandemic, with a much higher consumer 
value on larger screens, streaming 
quality and the availability of familiar and 
consistent interfaces.
  “Expect pricing to become a hurdle,” Baker wrote in a note. 
“While consumers expect better big screen TVs, the era of 
high-volume sales above $1,000 has passed.”
  Baker said model mix remains key. Brands and retailers 
need a robust sales mix to capture a fair share of premium 
TV sales, while maintaining volumes necessary to create 
operating and cost leverage.

U.S. AUTOMAKERS SEE DWINDLING INVENTORY
  Carmakers’ new-vehicle inventory has dropped to a record 
low in the U.S. as the global chip shortage hampers efforts 
to keep up with voracious auto demand, Bloomberg reports.
  Inventory on dealer lots stood at just 23 days’ supply at the 
end of May, down from 33 days a month earlier, JPMorgan 
analysts reported. The industry norm is around 60 days.
  At $38,225, the average price of new vehicles set another 
all-time monthly high, the report says. JPM expects cars to 
keep getting costlier as supply-starved automakers slash 
sales incentives until semiconductor availability improves.
  “We don’t think inventory is likely to begin to improve until 
late summer and potentially not normalize until 2023-24 time 
frame,” wrote Joe Spak, an analyst at RBC Capital Markets.

TRUST IN BANKS IMPROVED DURING PANDEMIC
  Banks received a surprising and maybe even unexpected 
benefit during the pandemic: an increase in customer trust. 
In a March 2021 survey from Morning 
Consult, 90% of respondents said they 
were “very satisfied” or “satisfied” with 
their primary bank and 96% said their 
bank’s customer service was “excellent,” 
“very good” or “good.” That trust could evaporate quickly if 
traditional banks don’t accelerate their transition to a digital 
business model.
— Media Group Online’s Banking Industry 2021 Profiler 
PLUS
  For more information and a one-week free trial, visit Media 
Group Online.

https://www.mediagrouponlineinc.com/2020/04/17/click-here-for-a-free-sample-package-and-a-one-week-free-trial/
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