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HUB: MOST WOULD RATHER SAVE THE MONEY
  Avoiding commercials isn’t the most important thing to TV 
viewers, according to a new study that finds consumers 
interested in enduring ads even on Netflix if they get a lower 
price for the service.
    Hub Entertainment Research’s TV Advertising: Fact 
vs. Fiction report finds that 17% of consumers said they 
can’t tolerate advertising and would never sign up for a TV 
service that has commercials. A whopping 57% said they can 
tolerate some ads, and another 26% said that if the content 
is interesting, it doesn’t matter whether or not there are ads.
  Consumers are even more tolerant of ads if they get a 
discount on the price of a subscription service, with 58% 
saying that if they got a $4 or $5 discount, they’d choose an 
ad-supported option, while 47% said they’d rather avoid ads.
  Hub found that if Netflix created a tier with pre-roll ads that 
costs $5 less per month, 46% of Netflix subscribers said 
they’d switch to the ad supported service. If there were a 
tier with pre-roll and mid-roll ads for $5 less per month, 39% 
would sign up.
  Among the viewers who said they 
can’t tolerate ads, 73% said they 
subscribed to ad-free Netflix, 57% got 
Amazon Prime Video and 57% said 
they used a free streaming service 
with ads.
  For the group that said content mattered most, 58% 
subscribe to Netflix, 44% to Prime Video and 52% use free 
ad-supported streaming services.
  Hub found that 95% of viewers watch both ad free and at 
least one ad-supported channel.
  Hub asked viewers who recently watched a show with 
commercials to tell them how they felt about the ad load. 
Among viewers who thought they saw five spots or fewer, 
47% thought the number was reasonable and 32% thought 
it was unreasonable.
  When viewers said they saw six to 10 spots, 33% called it 
reasonable and 34% said it was unreasonable. When they 
said they saw 11 or more commercials, just 27% thought it 
was reasonable and 49% called it unreasonable.
  Among the viewers who said they saw five or fewer spots, 
35% said they paid attention to all or most of the ad, while 
just 23% of those who saw 11 or more spots said they paid 
attention.
  “What’s clear from these findings is that what matters to 
consumers is not whether ads are included in the content they 
watch, but how ads are delivered,” said Mark Loughney, 
Hub senior consultant and co-author of the study. “Even 
consumers who say they’re categorically opposed to ads 
will use an ad-supported platform if the price and ad delivery 
are right.”
  Hub’s TV Advertising: Fact Vs. Fiction study is based on 
interviews conducted among 3,0001 U.S. consumers ages 
14-74 who watch at least one hour of TV per week. The data 
was collected this month.

STUDY: VIEWERS WILL TOLERATE ADS, EVEN ON NETFLIX
ADVERTISER NEWS
  As retailers lap the start of the pandemic last year, many 
earnings results are reporting high sales increases. Nike is 
no exception, with 96% revenue growth over last year and 
21% over 2019, leading to $12.3 billion in revenue for Q4. 
Full-year revenues surged well past last year and the year 
before, rising 19% to $44.5 billion, a nearly 14% increase 
over 2019 revenue. The sports giant is now expecting 2022 
revenue to hit more than $50 billion, CFO Matt Friend 
said… eMarketer says retail e-commerce sales at Walmart, 
including Sam’s Club, will reach $67.39 billion in 2021. 
Overall, the forecast says, Walmart will represent 7.2% of 
all U.S. e-commerce sales in 2021 and will further widen its 
gap with eBay, who’s in third place among the companies 
the research firm forecasts. Walmart is in second place... 
Meanwhile, Target’s recent e-commerce growth is nothing 
short of extraordinary, eMarketer says. This year, Target’s 
U.S. e-commerce sales will reach $18.64 billion. That’s al-
most as much as all its U.S. e-commerce sales from 2016 

to 2019 combined. The company’s 
omnichannel services are a key force 
behind this acceleration, and its same-
day services, in particular, have played 
an integral role... Jeep’s big year con-
tinues at the Chicago Auto Show 
next month, when it will reveal a fresh-

ened Compass compact crossover. The July 14 unveiling 
will mark one of the first times since the pandemic started 
that an updated model will debut at a physical media event 
rather than virtually as health and safety restrictions are lift-
ed across the U.S. Jeep also will introduce the Wrangler 
Xtreme Recon package, a model fortified with 35-inch tires 
to match the Ford Bronco Sasquatch package... Amazon 
spent $35 billion last year on capital projects designed to 
get closer to customers and speed up delivery, but Target 
and Walmart are still within physical reach of more shop-
pers, thanks to their national networks of brick-and-mortar 
stores, according to a UBS report… Animal Planet host 
and YouTube survivalist Coyote Peterson is the face of a 
new eBay campaign and microsite designed to help people 
ease back into normal life. The “ReOpen Ready” campaign 
features a 60-second spot where Peterson offers tongue-in-
cheek survival tips, and eBay has also recruited other influ-
encers to share product recommendations… Aeropostale 
is courting Generation Z with new back-to-school denim 
styles and marketing messages stressing the brand’s focus 
on sustainability, diversity and inclusion. Sales of active and 
loungewear were on the rise even before the pandemic, and 
they’ve continued to gain exposure via channels like Tik-
Tok, President Natalie Levy said… Wendy’s will put a pre-
mium plant-based burger on the menu in three markets for 
a limited time starting today. The Spicy Black Bean Burger 
is made with black beans, chickpeas, brown rice and veg-
etables, and toppings include melted pepper jack cheese 
and fried jalapenos with chipotle seasoning.
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AVAILS
  WFXR (FOX) and WWCW (CW), in the beautiful Blue Ridge 
Mountains of Roanoke / Lynchburg, Va., has an immediate 
opening for a highly motivated and 
experienced Creative Services Director. 
We’re looking for a brand and marketing 
expert to help us promote both stations and 
our digital/mobile assets inside and outside 
of the station. Candidates must have excellent copywriting, 
conceptual skills and social media experience. Must have 
strong interpersonal and communication skills and the ability 

to work well under pressure and prioritize 
multiple projects. APPLY HERE. EOE.
  KLAS-TV Las Vegas / Nexstar Media 
sales team is looking for two (2) Broadcast 
& Digital Account Executives, 
responsible for generating and growing 
broadcast and digital marketing service 
revenue for the company. The AEs will 
work to achieve budgeted revenue goals 
to increase sales volume with assigned 
accounts while aggressively seeking 
new customers. For full job details and 

to apply, go to Nexstar.tv/careers. Nexstar Media Group, Inc. 
is the parent company of Nexstar, Inc. and Nexstar Digital 
LLC. EOE/M/W/V/D.
  WNEM, a Meredith Corporation TV station in Flint / Tri 
Cities, Mich., is recruiting for an Account Executive. The 
AE solicits new advertisers and increases share of business 
for existing advertisers. This position assesses the market 
potential of prospective accounts and meets with local 
businesses to learn about their marketing needs. The AE 
achieves assigned revenue goals through the sale of airtime, 
internet or other products and services to new and existing 
clients. Excellent computer skills and problem-solving skills 
required. Visit Meredith.com/careers to apply. EOE.

See your ad here tomorrow! CLICK HERE for details.

APPLE’S TV SERVICE FACES BIGGEST TEST YET
  The training wheels are about to come off for Apple TV+, 
the company’s streaming video service, CNBC reports.
  Apple gave away a huge number of Apple TV+ of 
subscriptions to get the service off the ground. Starting in 
September 2019, anyone who bought an Apple product got 
one year of Apple TV+ for free.
  The majority of Apple TV+ subscribers are still on the 
promotional offer, with 62% of current subscribers accessing 
Apple TV+ through a promotional package, according to 
survey data by Moffett Nathanson published in January.
  Now Apple is starting to wean Apple TV+ subscribers off the 
free plan.  This creates a huge test for Apple. Will the millions 
of users currently on a free trial end up signing up for the $5 
per month service or an Apple bundle? Or cancel?
  Apple reducing its reliance on free trials for Apple TV+ 
is a “critical point” for the service, said Parks Associates 
analyst Steve Cason, who follows the streaming industry. 
“For newer or smaller services, partnerships and promotions 
are an invaluable customer acquisition tool,” Cason said. “A 
large percentage of folks follow through, they truly love the 
service and continue it. Or they forget they gave the service 
their credit card.”

TVSQUARED: CTV AD SPENDING UP 84% IN Q1
  Ad spending on connected TV jumped 84% in the first 
quarter of 2021 compared to the same quarter a year ago, 
according to a new report from TVSquared.
  Ad impressions grew by the same amount, according to 
data from TVSquared’s ADvantage platform.
  Compared to Q4 2020, CTV impressions were up 14%, 
but spending was down slightly. TVSquared noted that the 
decline was likely the result of seasonality, with the prices 
usually highest during the competitive holiday season.
  TVSquared expects CTV spending to continue to grow 
based on a survey of 100 brands and 
agency executives it conducted in June.
  The survey found that more than 65% 
of those surveyed said they planned to 
make “moderate” increases of 5% to 20% 
to CTV spending in 2021. Another 20% 
said they would be making increases of 
more than 20%. 
  The main reason for advertising on 
streaming was incremental reach, 
according to the study, with 70% citing 
the ability to extend reach and engage 
with non-linear audiences. 
  The biggest challenge facing CTV advertisers is effective 
measurement and attribution, according to the study. 
Marketers were also concerned about understanding de-
duplicated and incremental reach and worried about finding 
and reaching targeted audiences as streaming becomes 
more fragmented.

NETWORK NEWS
  Good Girls’ crime spree is coming to an end. NBC has 
canceled the drama starring Christina Hendricks, Retta 
and Mae Whitman after four seasons. The show will end 
after the network airs its five remaining episodes between 
now and July. It marks 4-for-4 cancellations for NBC bubble 
shows; the network canceled Zoey’s Extraordinary 
Playlist and Manifest earlier this month, while Debris was 
canceled at the end of May... Chicago Fire will see more of 
top-of-her-game paramedic Violet Mikami as NBC promotes 
Hanako Greensmith to series regular. Greensmith made 
her Chicago Fire debut in a recurring role in Season 8... Max 
Rosenthal, father of Everybody Loves Raymond creator 
Phil Rosenthal, has died. He was 95 years old. No cause 
of death was immediately available. The senior Rosenthal 
had a recurring role on Everybody Loves Raymond and also 
appeared on his son’s Netflix reality series, Somebody 
Feed Phil... And John Langley, who created the long-
running TV show Cops, which helped usher in the reality-
TV era, died Saturday of an apparent heart attack in Baja, 
Mexico. He was 78. Langley was competing in the Coast to 
Coast Ensenada-San Felipe 250 off-road race. Cops was 
canceled in 2020 after the George Floyd protests. For 32 
seasons, it was a reality TV juggernaut, running for more 
than 1,000 episodes and introducing the cinéma vérité 
style of documentary to television. Langley started out in 
reality television with his 1986 special American Vice: The 
Doping of a Nation, which showed live drug arrests on 
primetime television. He went on to produce series including 
Las Vegas Jailhouse, Street Patrol, Vegas Strip, Road 
Warriors and Undercover Stings.
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TVSquared survey

Ad spending on connected TV 
jumped 84% in the first quarter 
of 2021 compared to the same 

quarter a year ago.
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THESE SECTORS ARE SET FOR A HOT SUMMER
  A new report by foot traffic analytics firm Placer.ai finds 
there could be a big upside for brands in the beauty, sporting 
goods and office supplies sectors in the coming months. “If 
you’re in the business of selling binders, brow pencils, or 
baseball bats, the current economy may look more promising 
than ever,” the report stated.
  As of May, brands such as Ulta (9.5%), Sephora (1%), 
and Bath & Body Works (12.2%) are all seeing foot traffic 
numbers ahead of where they were in 2019, the report said. 
  “The beauty recovery is likely being driven by a confluence 

of trends that highlight the unique 
merchandise these brands provide,” 
said Ethan Chernofsy, VP marketing, 
Placer.ai. “First, an increasing focus on 
health and wellness has buoyed large 
segments of these product lines. Second, 
the return to school, work, and events 
has put makeup back on the agenda after 
these products were downgraded – if 
only somewhat – over the last “work from 
home” dominated year.
  The report analyzed visits to Dick’s 

Sporting Goods and Hibbett Sports and found that both 
chains are seeing many more visits than they were two years 
ago. During May, visits to Hibbett were up 20.8%, and were 
up 14% at Dick’s compared to May 2019.
  Placer.ai noted that while Office Depot and Staples still 
haven’t completed their comebacks, visit counts are trending 
in the right direction for both. For the week of June 7, for 
example, visits were down around 2% at Staples and almost 
9% at Office Depot compared to the same week in 2019 — 
the best numbers in months for either.

THIS AND THAT
  Universal Pictures’ summer blockbuster F9: The Fast Saga 
didn’t disappoint in its domestic weekend debut, generating a 
reported $70 million in estimated revenue across more than 
4,100 screens through yesterday. The ninth installment in the 
Fast & Furious fast-car franchise was assisted by a strong 
Thursday “sneak” showing that brought in $7.1 million... 
Intel Corp. CEO Pat Gelsinger predicts the shortage of 
semiconductors that’s hurting industries from automotive to 
consumer electronics will bottom out in the second half of 
this year before starting to improve. “I don’t expect the chip 
industry is back to a healthy supply-demand situation until 
’23,” he tells Bloomberg. “For a variety of industries, I think 
it’s still getting worse before it gets better.”
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The trick to taking your 
toddler to a movie is 

making sure there’s another 
toddler in the theater whose 

behavior is worse.

TV ADS SPUR HVAC SHOPPERS TO TAKE ACTION
  Consumers who plan to buy a new HVAC system this year 
may wish they’d acted sooner as the summer heat sets in. 
But these homeowners will 
make their investment count.
  They’re far more likely than 
average consumers to also purchase new insulation to 
increase heating and cooling efficiency. And 18% of this 
audience is also interested in renewable energy and will 
invest in solar panels. Overall, they’re 38% more likely to say 
they will live “greener” this year.
  HVAC System Shoppers aren’t taking 
any chances with the investment in their 
homes. At least 13% will shop around for 
a new home insurance provider this year. 
With all the money they’re spending on 
home improvement, it makes sense that 
11% of these consumers will refinance a 
mortgage in the next 12 months. 61% of 
this audience prefers to work with small 
independent businesses. And they’ll 
be aware of these businesses if they 
advertise on TV.
  Last year, 71.1% of HVAC System Shoppers took action 
after seeing a TV commercial, and 58.2% were driven 
to action by streaming TV ads. These consumers spend 
three or more hours watching TV on a daily basis, and they 
particularly enjoy soccer, football and basketball.
  Source: AudienceSCAN from AdMall at SalesFuel.

PEACOCK GETS AMAZON FIRE TV DISTRIBUTION
  NBCUniversal’s SVOD/AVOD platform Peacock is finally 
getting distribution on Amazon Fire TV — a gateway (along 
with Roku) the streaming service has lacked since launching 
a year ago, Media Play News reports.
  The absence, say many observers, has contributed to 
sluggish subscriber growth for Peacock, while app downloads 
have increased.
  Peacock, along with 15 network apps, was made available 
on Fire TV and Fire tablets in the U.S. beginning last week. 
Amazon, along with Roku, reportedly represent gateways to 
70% of connected homes domestically.
  Comcast reported 42 million Peacock sign-ups (not 
subscribers) through the end of the fiscal period ended March 
31. But that tally includes three access options, including a 
free ad-supported option with limited content; a $4.99 monthly 
option with ads; and a $9.99 ad-free tier.

CONSUMER SPENDING SETS UP SUMMER GROWTH
  Households increased spending in May on services that 
they shunned earlier in the pandemic, helping position the 
economic recovery for a strong summer as more businesses 
fully reopen and consumers unleash pent-up demand, The 
Wall Street Journal reports.
  Spending was flat last month as consumers cut back on 
purchases of big-ticket items and rotated more of their money 
toward in-person services. Still, this spring shaped up to be 
a solid one for spending: April expenditures were upwardly 
revised to a 0.9% increase from a previously reported 0.5% 
rise. Overall spending in May was well above pre-pandemic 
levels, with spending on goods up nearly 20% from February 
2020 and services down about 1%.

SATURDAY NIELSEN RATINGS - LIVE + SAME DAY
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