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IT BRINGS CONVENIENCE — AND MONTHLY FEES
  Subscriptions boomed during the pandemic as Americans 
largely stuck in shutdown mode flocked to digital entertainment 
and signed up for regular home delivery of boxes of items 
such as clothes and chocolate.
  But what really set the past year apart was the increase 
in subscriptions in the hard-hit services sector, The 
Washington Post reports. Owners of restaurants, hotels, 
home-repair companies and others upended their traditional 
business models to try subscriptions and often found more 
interest — and revenue — than they anticipated.
  The subscription economy was on the rise before the 
pandemic, but its wider and deeper reach in nearly every 
industry is expected to last, even after the pandemic subsides. 
The UBS financial services firm predicts this “subscription 
economy” will grow to $1.5 trillion by 2025, more than double 
the $650 billion it’s estimated to be worth now.
  Subscriptions bring in upfront revenue, strengthen 
relationships with customers and give companies much 
deeper data on what sells. Even hotels 
and car washes have begun offering an 
enhanced and more exclusive experience 
— for a monthly or annual fee.
  The growth reflects a transition in the 
economy from spending heavily on goods 
back to services, as Americans feel more 
comfortable with traveling and being 
in crowds. Although e-commerce and 
entertainment subscriptions to sites such as Netflix, Hulu and 
Disney+ made headlines during the pandemic for soaring 
growth, analysts expect more service-sector companies will 
now see skyrocketing interest.
  The typical U.S. consumer now has two to three subscriptions, 
according to user data from budget app Mint and research 
by Tien Tzuo, author of Subscribed and chief executive of 
subscriptions platform Zuora.
  There’s a growing trend of “power subscribers” with 10 
or more recurring payments, according to budgeting app 
Truebill. The app’s users average 17 subscriptions and 
typically spend $145 a month, according to an analysis Truebill 
did for the Post. Last spring during the shutdowns, Truebill 
users averaged 21 subscriptions, as 
people tried different entertainment, 
home workout and delivery services.
  “It might feel a little odd right now 
because it’s new. But when cable TV 
first came out and we went from four to 
150 channels, we didn’t know what to 
do with 150 channels. Then there was 
1,000 channels. I think people will want 
more,” said Tzuo, founder of Zuora.
  Companies like Apple, Peloton and 
NBCU’s Peacock streaming platform 
are reporting that subscriptions have 
been key drivers of revenue growth.

BLAME IT ON COVID: SUBSCRIPTIONS ARE EVERYWHERE
ADVERTISER NEWS
  Amazon has confirmed the timing of its annual two-day 
Prime Day sales extravaganza. As had been previously 
speculated, the 2021 edition of Prime Day will be held Mon-
day, June 21 and Tuesday, June 22. For Prime Day and 
throughout the rest of 2021, Amazon says it will invest more 
than $100 million to support small businesses selling on 
Amazon, including promotional activities to encourage cus-
tomers to shop with them... Dick’s Sporting Goods con-
tinues to expand with new formats and new concepts. The 
nation’s largest sporting goods retailer will open a second 
location of its new, experiential store concept, Dick’s House 
of Sport, tomorrow at West Town Mall in Knoxville, Tenn. 
In addition, Dick’s will open three Warehouse Sale stores, 
two newly redesigned Golf Galaxy locations, a relocated 
Dick’s Sporting Goods store and more in-store soccer shops 
in June. Following the store openings, Dick’s will have 731 
namesake stores in 47 states and 98 Golf Galaxy stores in 
35 states... Hyundai and Kia, deftly navigating the supply 

crunch that has upended the auto industry 
as the economy reopens, set U.S. sales 
records for the third straight month in May, 
helped in large part by robust retail demand 
for light trucks, Automotive News reports. 
Volume jumped 56% to 90,017 at Hyundai 
and 75% to 80,298 at Kia, compared with 
May 2020, when the nation was still hun-
kered down in the early months of the CO-

VID-19 outbreak. Kia noted “significantly accelerated show-
room traffic” over the Memorial Day holiday as consumer 
activity rebounds and restrictions on households lift... Toyota 
will become the latest brand to double up in the growing, 
competitive subcompact-crossover segment with the arrival 
of the 2022 Corolla Cross, which aims to give consumers a 
midpoint between the brand’s subcompact C-HR hatchback 
and its popular compact RAV4. The new model, expected to 
arrive this fall, shares the TNGA-C platform with the Corolla 
sedan and borrows the powertrain from the car’s sportier 
grades. With standard front-wheel drive, the Corolla Cross

(Continued on Page 3)
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AVAILS
  General Sales Manager DC-Washington, DC: Nexstar 
Inc., America’s largest local broadcasting company, is 
seeking an experienced and dynamic General 
Sales Manager to lead its sales operation. 
In this role, the General Sales Manager 
will have full oversight over Nexstar’s sales 
operations at WDCW-TV and WDVM-TV, as 
well as the station’s digital, mobile, and social 
media assets. Responsible for delivering best-in-class sales 
performance and expansion into critical regional key accounts 

and channels in line with Nexstar’s vision 
and values. CLICK HERE for details or to 
apply. EOE.
  Meredith’s Arizona television and 
digital properties, KTVK-3TV and 
KPHO-TV CBS5 are looking to add 
to a great team! We need dynamic, 
motivated individuals who will present, 
develop, manage and solicit new 
and existing business accounts. 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 sale of airtime, 
digital or other products and services to new and existing 
accounts. Apply HERE. EOE.
  Sales position available NOW in beautiful Casper, Wyo., 
with Front Range Television – CBS and FOX! We seek 
executive-level individuals who want to become a part of our 
team and join us in our dynamic sales organization. Existing 
client list includes established Regional Agency list plus 
established local direct account list. Prior broadcast sales 
experience including experience with Advertising Agencies 
preferred. Comprehensive training, exciting earnings 
potential and a great company to work for. Send info to: 
jobs@frontrangetelevision.com or call (307) 277-7888 to 
apply NOW!

See your ad here tomorrow! CLICK HERE for details.

PARKS: NFL DEAL WILL BOOST AMAZON PRIME
  Exclusive access to NFL Thursday Night Football may 
cost Amazon billions, but the e-commerce behemoth’s 11-
year carriage agreement will boost U.S. Prime membership, 
according to Parks Associates.
  The Dallas-based research firm has disclosed new consumer 
data that suggests 47% of U.S. broadband households 
currently subscribe to Prime Video. That percentage could 
move past 50% following the landmark content rights deal, 
which kicks in for 2022 and is reportedly worth $1 billion 
annually to the NFL.
  Parks says the pact will help increase Prime’s subscription 
uptake among regular NFL viewers through exclusive rights 
to stream Thursday night games.
  The arrangement will boost advertising dollars, data captured, 
and exposure to sports fans for Amazon’s streaming service. 
The NFL deal preceded Amazon’s merger with film studio 
MGM for $8.45 billion, announced last week.
  Parks Associates estimates that 77.3 million U.S. households 
are Prime members, and that roughly 71% watch Prime 
Video, totaling nearly 55 million households in Q1 2021.

THERE’S ONGOING GROWTH IN RETAIL SNACKS
  The re-opening of restaurants, offices and schools around 
the U.S. may be taking a bite out of at-home snacking, 
but sales of snack foods are expected to remain elevated 
relative to pre-pandemic volumes, Supermarket News 
reports.
  “Savory snack foods have been on an upward trajectory 
for a while — over the course of the past decade,” said 
Darren Seifer, food and beverage industry analyst at The 
NPD Group. “We expect savory snack foods like pretzels 
and chips to continue the trajectory that they have been on 
for the last several years.”
  Americans consumed savory snacks 
434 times per year per person during the 
12-month period through last September, 
according to the recently released 
Future of Snacking report from NPD, 
compared to about 400 times per year 
before the pandemic. That figure had 
been increasing slowly for about 10 
years, Seifer said.
  Data from NielsenIQ show that dollar 
sales of salty snacks were up in double 
digits each quarter during 2020, but have begun to slow. 
For the 52-week period that ended April 17, salty snack 
sales were up 9.3%, compared to the preceding 52-week 
span. The most recent sales gains included a more modest 
increase of only 2.7% in the first quarter of this year.
  Among the top-performing salty snack items: rice cakes 
(+21.8%); multigrain snacks (+21.5%); onion snacks 
(+17.2%); meat snacks (+16.9%, including jerky, +15.6%); 
rice chips (+16.1%); bagel chips (+11.2%); and corn chips 
(+10%).

SYNDICATION RATINGS: ‘FAMILY FEUD’ TOPS LIST
  In the generally sluggish week in syndication ending May 
23, game show Family Feud fell 2% although it was first 
on the overall chart with a 5.5, getting past daytime ratings 
queen Judge Judy, which was syndication’s second 
highest program.
  Sophomore Kelly Clarkson had the biggest percentage 
increase among the top-tier talk shows, jumping into a 
tie with the long-running Ellen DeGeneres and Wendy 
Williams. The increasingly popular Clarkson will take over 
Ellen’s more highly viewed time slots on NBCUniversal-
owned stations when the storied DeGeneres talker folds in 
fall 2022.
  Clarkson strengthened 13% to a 0.9 live-plus-same-day 
national Nielsen rating. DeGeneres declined 10% to its 
0.9. However, among total viewers, Clarkson attracted 
30,000 more sets of eyeballs than Ellen each day. Wendy 
Williams was also in the mix with a 0.9 household rating 
but was down 10% from the prior week.
  In a generally mediocre week for most big shows, Live 
with Kelly and Ryan reigned atop the talkers despite 
downticking 6% to a 1.7, thanks to the warmer weather. 
Season-to-date talk leader Live nipped Dr. Phil, which 
eased 11% to a 1.6.
  Jeopardy, featuring the opening frame of its highly 
anticipated Tournament of Champions event, nevertheless 
slipped 2% to a 5.1. Right behind, Wheel of Fortune was 
flat at a 5.0.
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FunnyTweeter.com

People assume the root 
cause of a breakup is always 
cheating. Sometimes it’s how 

you chew.
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HBO MAX AD OPTION LANDS 35 ADVERTISERS
  WarnerMedia’s HBO Max says it has signed up 35 
advertisers for its new ad-supported option, which launched 
yesterday with a $9.99/month price tag. Its original ad-free 
version costs $14.99 per month.
  As with other premium streaming services offering cheaper 
ad-supported options, it will have a limited number of 
commercials versus live, linear TV network viewing — four 
minutes of ad time per hour.
  For those 35 advertisers that have signed up to date, 
HBO Max says there are 72 creatives currently housed for 

campaigns.
  In March, WarnerMedia said it had 
$80 million in upfront advertising 
commitments for a planned June launch.
  While it didn’t go into specifics 
concerning individual advertisers, the 
company said two “brand block” partners 
in auto and insurance have enlisted. It 
did say frequency-capping technology 
will prevent viewers from seeing the 
same ads over and over.
  Commercials will not play during HBO 

programming — just before and after. HBO Max says: 
“Subscribers can expect to see greater personalization 
in the ads they do see with more innovation in formats to 
come.”

ADVERTISER NEWS
(Continued from Page 1)
is expected to be rated at 32 mpg combined. All-wheel 
drive is optional… Meanwhile: Target is launching a major 
online promotion that starts one day earlier than Amazon 
Prime Day. The Target Deal Days digital sale will take 
place from June 20-22. Unlike Prime Day, Target doesn’t 
require membership in any type of paid loyalty program 
to participate (although consumers can register for a 
free 30-day trial Prime membership to shop Prime Day 
deals). Target will offer discounts across its entire product 
assortment, including food and beverage, for the first time... 
Etsy is betting big on the booming secondhand fashion 
market and Gen Z shoppers. In its biggest deal to date, 
the online marketplace has signed a definitive agreement 
to acquire Depop, a UK-based fashion resell marketplace, 
for $1.6 billion. Founded in 2011, Depop is known for its 
vintage and streetwear collections.
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Cox Automotive

The average listing price for 
used vehicles reached an all-

time high in April at $22,568 — 
the first time it’s ever crossed 

the $22,000 mark.

UNCHARTED WATERS: USED AUTO PRICES SOAR...
  It’s a bad time for auto shoppers on a limited budget. The 
combination of high demand and the high wholesale prices 
dealers pay to acquire inventory has led to record high 
prices for used vehicles, Forbes reports.
  “Depending on the data source, year-to-date wholesale 
prices have probably gone up 15% to 25%,” said 
Ernie Garcia, founder and CEO of used car sales 
online marketplace Carvana. “Prices have moved very 
dramatically. I’m not aware of any period in history where 
car prices have appreciated that quickly.”
  In a report released last week, Jonathan 
Banks, VP of Valuations Services at J.D. 
Power, noted that both wholesale and 
retail prices have been surging as demand 
for used cars and trucks increases due to 
thin new vehicle inventories caused by 
production interruptions as a result of a 
global semiconductor chip shortage.
  “Wholesale prices increased at a rapid 
pace during the past 20 consecutive 
weeks and are up an unprecedented 
37%, while used retail prices are 15% 
above where they were at the end of 2020,” wrote Banks. 
“Used-vehicle prices have shown no signs of softening 
and are expected to remain exceptionally strong for the 
foreseeable future.”
  An analysis by Cox Automotive reveals the average listing 
price for used vehicles reached an all-time high in April at 
$22,568 — the first time it’s ever crossed the $22,000 mark.

... AS THE CHIP MICROSHORTAGE TAKES ITS TOLL
  A report by AutoForecast Solutions and covered by Car 
and Driver has shed light on just how badly North American 
automakers have been impacted by the microchip shortage.
  It has caused Ford to take 346,616 vehicles out of production 
while General Motors has reduced its production total by 
277,966. When it comes to the models most impacted by 
the shortage, the Ford F-Series pickup comes first on the 
list with 109,710 units fewer planned for production.
  98,584 fewer Jeep Cherokees are planned while 81,833 
fewer Chevrolet Equinoxes are in the pipeline.
  Unfortunately, there’s more pain ahead for carmakers, 
with Intel CEO Pat Gelsinger remarking earlier this week 
that the problem could take a couple of years to resolve.

THIS AND THAT
  Ad tech companies Flashtalking and Viant say they’re 
teaming up to protect clients from buying fraudulent OTT and 
CTV inventory. The move follows Flashtalking’s acquisition 
of Protected Media. As consumers shift to streaming, 
advertisers are following them by buying more advertising on 
OTT and CTV platforms. The high prices of CTV advertising 
has attracted sophisticated schemes to create fraudulent 
ad inventory that’s hard to detect along the digital supply 
chain... According to eMarketer’s just-released 2021 U.S. 
study of time spent with media, the forecast for radio shows 
a steady average of nearly 90 minutes of listening per day 
from now through 2023. Meanwhile, podcasts will remain 
behind time spent listening to traditional radio by an hour or 
more a day, with 2021’s forecast at 86.22 minutes for radio 
and 19.87 for podcasts.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY


