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NISSAN, TOYOTA HITCH RIDE WITH NBA PLAYOFFS
  Lexus is No.1 in iSpot.tv’s latest ranking of the most-viewed 
automotive commercials – the ads that have generated the 
most impressions across national broadcast and cable TV 
airings, WardsAuto reports.
  The first-place ad for the week of June 7 features the Lexus 
RX. The ad scored well for its “cinematic” aspects, according 
to Ace Metrix Creative Assessment survey data from iSpot.
  Since May 1, the Lexus spot earned 7% higher attention 
and was 6.2% more likeable than the norm for auto brands.
  Subaru’s pet adoption-themed ad appears in the ranking 
for the second straight week (this time at No. 2, up from 
fourth), having aired during Today, Law & Order: Special 
Victims Unit, Good Morning America and The Late Show 
with Stephen Colbert.
  While it may have lost its perch atop the ranking, Nissan’s 
Brie Larson-led creative was still among the week’s most-
seen automotive ads. Since May 1, Ace 
Metrix data shows the spot is earning 
12% higher attention than the norm for 
auto ads, and is 8.2% more watchable, 
per surveyed consumers.
  Over 20% of TV ad impressions for the 
spot were delivered on ESPN, with about 
a third of those coming during the NBA 
Playoffs.
  Toyota similarly focused on the NBA 
Playoffs, as 29% of all impressions for its 
positivity-focused ad were delivered during those games. 
About 85% of the TV ad impressions were served up by 
cable networks, led by ESPN at 33%.
  Lincoln’s recent creative has emphasized how its utility 
vehicles maintain comfort in a variety of extreme conditions, 
including this week’s No.5 spot, which stresses how Lincoln 
keeps drivers (and passengers) cool in hot weather.
  Here’s the Top 5:
1. Lexus: Fearless Leader: Impressions: 221.2 million; 
Interruption Rate: 1.3%; Attention Index: 99; Estimated TV 
Spend: $764,646.
2. Subaru: Subaru Loves Pets:  Impressions: 212.3 million; 
Interruption Rate: 2.6%; Attention Index: 98; Estimated TV 
Spend: $1,735,701.
3. Nissan: The New Nissan: 
Impressions: 204 million; Interruption 
Rate: 2.1%; Attention Index: 98; 
Estimated TV Spend: $1,538,931.
4.  Toyota: Words of Encouragement: 
Impressions: 196.3 million; Interruption 
Rate: 1.86%; Attention Index: 98; 
Estimated TV Spend: $3,633,279.
5.  Lincoln Motor Company: Comfort 
in the Extreme: Heat: Impressions: 
170 million; Interruption Rate: 1.56%; 
Attention Index: 99; Estimated TV 
Spend: $1,005,447.

LEXUS TOPS LIST OF MOST-SEEN AUTO ADVERTISEMENTS 
ADVERTISER NEWS
  Amazon.com’s share of the online retail market will reach 
41.4% by the end of 2021, according to a projection by eMar-
keter. The retail and technology giant’s share will represent 
more than the combined business done by Walmart, eBay, 
Apple, Home Depot, Target, Best Buy, Kroger, Costco and 
Wayfair. Amazon will hold its annual Prime Day sales event 
this week… Walmart has made an investment in DroneUp 
after conducting a pilot program last year with the company 
to air deliver COVID-19 test kits. “The trial demonstrated we 
could offer customers delivery in minutes versus hours. Now, 
after safely completing hundreds of drone deliveries from 
Walmart stores, we’re making an investment in DroneUp to 
continue our work towards developing a scalable last-mile 
delivery solution,” Walmart U.S. CEO John Furner wrote on 
the retailer’s blog... General Motors is recalling 135,400 ve-
hicles from the 2020-22 model years because the emergen-

cy jack can break while a vehicle owner is 
using it. If not positioned as recommended 
by the vehicle owner’s manual, the jack 
could fracture. If the jack fractures while 
in use, the vehicle could collapse, injuring 
people near or under the vehicle, accord-
ing to a safety bulletin filed with NHTSA. 
The recall covers the Buick Encore GX 
from model years 2020-22 and the Chev-
rolet Trailblazer from model years 2021-
22… Porsche has been slow to embrace 

connectivity in its lineup but is picking up the pace with its 
sixth-generation infotainment system. The Porsche Com-
munication Management 6.0 system will debut in the 2022 
Porsche 911, which is scheduled to arrive in U.S. stores this 
fall. The Taycan, Panamera and Cayenne will receive the 
updated system next year... Bridgestone and Goodyear 
Tire and Rubber are developing tires for last-mile delivery 
vehicles that use sensors and artificial intelligence to detect 
potential problems. Goodyear’s SightLine tires also have a 
battery that can measure temperature and other conditions... 
This month’s launch of Burger King’s new hand-breaded

(Continued on Page 3)
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AVAILS
  WGAL, the market-leading, Hearst-owned NBC affiliate in 
Lancaster, Pa., is seeking business-development passion 
and marketing creativity for an experienced 
and entry-level position. Easy access to 
major Northeast cities while enjoying quality 
of life, modern farmhouse living and outdoor 
recreation amongst the rolling hills of 
Pennsylvania. Blended lifestyles abound in 
Pennsylvania’s rapidly growing, affordable, 
state capital market of Harrisburg-Lancaster, where your 

Account Executive career awaits. CLICK 
HERE to apply. EOE.
  NBCUniversal is searching for a 
Director, Digital Sales, NBC 5 & 
Telemundo 39 in Dallas / Fort Worth, 
Texas. This person will manage local 
non-linear sales efforts to achieve/exceed 
NBC 5 & Telemundo 39 (“NBCU DFW”) 
non-linear revenue targets. Responsible 
for direct report(s) along with supporting 
local sales team to achieve/exceed non-
linear revenue targets. A minimum of 3-5 

years of relevant sales experience and 1-2 years of sales 
management experience preferred. CLICK HERE for full 
details or to apply now. EOE/M/F/D/V.
  WKCF, the Hearst-owned CW affiliate in sunny Orlando, 
Fla., is looking for an experienced Account Executive to join 
our team. WKCF is one of the top CW affiliates in the nation, 
featuring over 40 hours of local news, top-rated sitcoms 
and NFL football. You provide superior sales skills, a great 
attitude, and the desire to WIN, and we will provide you with 
a great product, excellent compensation, and a fun team 
culture. CLICK HERE to apply.

See your ad here tomorrow! CLICK HERE for details.

GRAY TV CREATES NEW ADVERTISING GROUP
  Gray Television said it formed a new advertising and 
sponsorship unit that will sell advertising in sports and 
entertainment programming by Gray companies.
  In addition to its TV stations, Gray owns Raycom Sports, 
Tupelo Honey and RTM Studios, which produce hundreds 
of hours of live events, original content and branded 
entertainment.
  Gray Sports + Entertainment will be headed by Bill 
Lancaster, now VP of sales for Raycom Sports and RTM 
Studios. He joined Gray in 2016 from what is now Tegna.

TIGHT U.S. HOUSING MARKET BEGINS TO UNCOIL
  Prospective home sellers who sat tight as U.S. prices climbed 
higher and faster than ever during the pandemic are finally 
emerging to cash out, a step toward easing a dire shortage in 
the frenzied housing market, Bloomberg reports.
  The number of U.S. homes for sale climbed 6.7% in early 
June from the same weekly period in May, according to 
Haus, an investment platform for homebuyers. That was the 
biggest increase since COVID-19 lockdowns took hold last 
year.
  Listings rose in 54 of the 100 metropolitan areas measured, 
including the regions around Philadelphia, New York, Boston, 
Detroit, Denver and Seattle.

NEW NIELSEN TOOL SHOWS STREAMING’S RISE
  Nielsen’s new total TV usage metric — The Gauge — 
shows what many have suspected: Streaming TV time has 
not only showed rocketing growth, but now has topped one 
major traditional TV platform: broadcast TV.
  The Gauge is a new tool that compares Total Usage of 
Television (TUT) among broadcast, cable and streaming 
categories. Nielsen says data for The Gauge is derived from 
two separately weighted panels: its national TV panel and 
streaming video ratings.
  Nielsen says streaming, across all TV homes, now has a 
26% share of total day usage of television 
among those 2-years-old and older, while 
broadcast is at a 25% share.
  But streaming isn’t the biggest platform 
in terms of total time. The top honor 
goes to cable TV, with a 39% share. The 
“other” category is at 9% share, which 
Nielsen says includes video-on-demand, 
streaming through a cable set-top-box, 
gaming, and other devices, such as DVD 
machine use.
  Breaking down streaming categories by 
app/platform: Netflix and YouTube (including virtual pay-
TV provider YouTube TV) each have a 6% share. Hulu 
(including Hulu + Live TV) is at 3%; Amazon Prime Video, 
2%; and Disney+, 1%. Another 8% of streaming time is in 
the “other” category.

AMERICANS ARE HEADING BACK TO THE GYM
  As COVID-19 restrictions ease across the U.S., more people 
are returning to the gym, new research shows.
  As of last month, traffic at gyms nationwide was back to 
83% of January 2020 levels, and down just 6% from the 
same period in 2019, Jefferies found. Interest in at-home 
fitness equipment peaked in April 2020, Jefferies said, and 
has since decelerated to hit an all-time pandemic low.
  Gym visits appear highest in Georgia, Florida and Texas, 
where COVID restrictions have been lighter compared with 
many states in the Northeast and along the West Coast, 
Jefferies noted.
  The high-end fitness chain Equinox is the biggest laggard 
in the group, likely impacted by its customers moving out to 
the suburbs, Jefferies added. Most of Equinox’s locations are 
around the New York City area.

THIS AND THAT
  Employees at Gray Television who make less than $49,999 
will receive a 4% pay increase, staff making $50,000 to $99,000 
will see salaries increase by 2.5% and those bringing home 
more than $100,000 will get a 1.5% bump, due to company 
revenues recovering faster than predicted from the effects of 
COVID-19. President and co-CEO Pat LaPlatney says the 
company wants to pass along its unexpected profits to do 
the right thing for its staff...   Lionsgate’s action comedy The 
Hitman’s Wife’s Bodyguard topped the domestic weekend 
box office through yesterday with a projected $11.7 million 
in ticket sales across 3,331 screens. The pandemic-delayed 
sequel to the 2017 original, which paired original stars Ryan 
Reynolds and Samuel L. Jackson with newcomers Salma 
Hayak and Antonio Banderas, has generated $17 million 
since sneak peak showings on June 15.
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FunnyTweeter.com

I had no idea that so much 
of my married life would be 

spent listening to my husband 
complain about the price of 

gas. Yet here we are.

https://eevd.fa.us6.oraclecloud.com/hcmUI/CandidateExperience/en/sites/CX_6/requisitions?keyword=WGAL TV&mode=location
https://eevd.fa.us6.oraclecloud.com/hcmUI/CandidateExperience/en/sites/CX_6/requisitions?keyword=WGAL TV&mode=location
https://sjobs.brassring.com/TGnewUI/Search/home/HomeWithPreLoad?PageType=JobDetails&partnerid=25354&siteid=5108&Areq=60933BR#jobDetails=530855_5108
https://eevd.fa.us6.oraclecloud.com/hcmUI/CandidateExperience/en/sites/CX_6/job/2011078/?utm_medium=jobshare
https://www.spotsndots.com/site/forms/online_services/classified_ad/
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REPORT: SUPERMARKET PERIMETER THRIVING
  The fresh foods departments of supermarkets have seen 
their fair share of pandemic-related challenges. Retailers 
have witnessed significant highs and lows in categories such 
as meat and produce (both highs), deli/prepared foods (a 
mixed bag) and fresh bakery and floral (challenged since 
the beginning of the pandemic). Shopper hoarding, supply 
challenges, labor issues and the rise of online grocery 
have all played their part in the changing face of the store 
perimeter, Supermarket News reports.
  The SN 2021 Fresh Food Trends Report, sponsored by 

fresh food technology platform Afresh 
surveyed 116 retailers/wholesalers 
with responsibility for the fresh food 
department (including chain, independent 
and online retailers) on their experiences 
over the past 12 months and what their 
expectations for 2021 are. The survey 
was conducted from mid-March through 
mid-April 2021.
  Some highlights:
•  81% of respondents say that sales 
in perimeter categories increased in the 

past 12 months.
  • Nearly half (47%) expect perimeter sales to increase in 
the next 12 months.
•  60% of retailers say they plan to change their perimeter 
assortment in the next 12 months.
•  Big-box retailers are the biggest competitor to grocers’ 
fresh food departments, noted by 45% of respondents.
•  Attracting/training qualified employees is retailers’ 
greatest fear in the perimeter, cited by 31%.

ADVERTISER NEWS
(Continued from Page 1)
Ch’King chicken sandwich marks a shift in strategy away from 
promotional pricing and deals to a greater focus on upgrading 
the core menu, said Jose Cil, CEO of parent Restaurant 
Brands International… Juneteenth became an official 
federal holiday last week, and retailers including Target and 
Best Buy are among the more than 460 companies that 
commemorated the day with paid time off or holiday pay. 
Home Depot, Starbucks and Nike also recognized the 
holiday… Kroger raised its sales and earnings guidance 
after reporting better-than-expected revenues and profit 
numbers during Q1. Overall sales declined 0.6% during the 
same period last year when the grocer saw unprecedented 
demand with the COVID-19 outbreak.
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Standard Media Index

The U.S. ad market surged 
56% in May, following a 53% 

gain in April and a 22%
increase in March.

TV’S REACH CAN FILL HOUSE FOR LIVE EVENTS
   Fans were a no-show at live events during 2020, resulting 
in a 77% decrease in gross sales and total tickets for the 
North American concert and live events 
industry. According to The Media Audit’s 
62-Market 2020 Aggregate Survey, 
many of the markets had as much as a 
300% YOY decrease in adults 18+ who attended country and 
rock/pop concerts during the past 12 months.
  Like much of the world, the industry is rebounding, and TV is 
where promoters and venues can reach the large audiences 
of concert goers for 2021 and 2022 shows 
and events. Country music fans may have 
had few, if any, shows to attend during 
2020, but TV reaches more than 90% 
of country fans who attended a concert 
during the past 12 months.
•  Adults 18+ – 92.6%
•  Adults 18–34 – 91.4%
•  Adults 35–49 – 93.1%
•  Adults 50+ – 93.4%
  The results are essentially the same for 
rock/pop concert goers.
•  Adults 18+ – 92.7%
•  Adults 18–34 – 89.4%
•  Adults 35–49 – 93.2%
•  Adults 50+ – 94.6%
  Although there are fewer opera, symphony and theater 
patrons than country and rock/pop fans, TV’s daily reach of 
the former audience is 90%+ in all income brackets, from 
less than $50,000 to $300,000+.
  Of the three concert/live event audiences, opera, symphony 
and theater patrons who are exposed to five hours or more of 
TV daily have a larger average income ($79,600) than 
country concert fans ($71,100) and rock/pop fans ($73,400).

SMI: AD SPENDING SURGED 56% LAST MONTH
  U.S. ad spending continued to rebound in May, according to 
a new, enriched database from Standard Media Index. The 
data, which is derived from SMI’s expanded pool of actual 
media buys contributed by major agency holding companies, 
includes IPG Mediabrands, which announced in February 
that it was rejoining SMI’s cooperative pool, and which 
beginning this month has been reincorporated.
  The addition of IPG Mediabrands means that SMI’s U.S. 
database is more representative and less modeled for total 
media spending volume among the major agency holding 
companies.
  The new data, meanwhile, shows the U.S. ad market 
surged 56% in May, following a 53% gain in April and a 22% 
increase in March, which was the first to show a year-over-
year rebound from the pandemic-influenced advertising 
recession, which began a year earlier.
  The data also reveals most media have benefitted from the 
rebound, with the exception of consumer magazines, which 
remained in decline in May, although another print medium, 
newspapers, have been on the rise since April.
  The biggest resurgence, however, has been to media 
expected to benefit from the resumption of out-of-home 
behavior changes among U.S. consumers — OOH advertising 
and radio — which is something an unrelated tracking study 
from GroupM’s Mindshare also seems to support.

SATURDAY NIELSEN RATINGS - LIVE + SAME DAY


