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INDUSTRY REACHED $19.7B DESPITE PANDEMIC
  While the pandemic had a big impact on local television 
revenues in 2020, the November elections ultimately kept the 
industry in a good position by year-end, according to the first 
quarter edition of BIA Advisory Services’ 2021 Investing In 
Television Market Report.
  Over-the-air (OTA) revenues reached $18.3 billion last 
year, with another $1.4 billion coming from digital revenues 
to make $19.7 billion total, versus a combined $18.3 billion 
in 2019. Political advertising alone accounted for $4.4 billion 
in 2020 to deliver a softer landing to an otherwise negatively 
impacted industry.
  A deeper dive into the numbers in 2020 shows that core 
advertising — defined as OTA revenue minus political 
advertising — drove industry revenues down negative 
23.1%, like the impact the pandemic had on broadcast radio. 
But the rebound will slightly begin this year, with 
BIA estimating that core OTA advertising will rise 
5.4% and revenues projected to be $14.9 billion 
for the year and in 2022 total local OTA station 
revenues are forecasted at $17.8 billion.
  “This past year demonstrated that local television 
stations are doing the right thing by continuing 
to strengthen their digital and multimedia sales 
efforts,” said Mark Fratrik, SVP and chief economist at BIA 
Advisory Services. “They also need to continue to develop 
strategies that incorporate over-the-top (OTT) sales to 
reach specific audiences, while simultaneously reaching 
the broader local viewers. OTT increasingly is becoming a 
competitive and complementary advertising platform for local 
television station operators.”
  In addition to the standard big television advertisers like 
the automotive and general services verticals, growth in core 
advertising this year will come from business verticals that 
are hyper-focused on market needs and new entrants like 
Online Gambling, according to Fratrik. These verticals and 
their estimated ad spend include:
•  Spending by consumer lending and mortgages will be 
up 45% in 2021, as increased competition from digital and 
technology companies and banks shift to products that deliver 
immediate client value. TV OTA and TV Online  advertising is 
expected to be over $2 billion in 2021.
•  As people go on vacation and back 
to work and school, clothing store 
advertising will rise almost 45%. TV 
OTA and TV Online advertising is 
expected to be nearly $4.3 billion in 
2021.
•  Auto & Direct Property Insurance 
will grow 33% this year as the 
homebuying boom continues along 
with home insurance needs. TV OTA 
and TV Online advertising is expected

(Continued on Page 3)

BIA: POLITICAL BOLSTERED LOCAL TV REVENUES IN ’20 
ADVERTISER NEWS
  Best Buy is following Target and Walmart in closing its 
stores on Thanksgiving Day. This marks the second con-
secutive year the three retailers have closed stores on the 
holiday. The consumer electronics chain will still take online 
orders on Thanksgiving and is promising that customers will 
be able to “easily and conveniently get their holiday shop-
ping done, over the Black Friday weekend and throughout 
the entire holiday season,” USA Today reports... Hyundai 
Motor America reported its third consecutive month of re-
cord U.S. sales in May at 90,017, a 56% increase over May 
2020 and a 36% increase over pre-COVID May 2019. In its 
first-quarter earnings report in April, parent company Hyun-
dai Motor Co. said it plans “to flexibly adjust its production 
in line with chip supply delays, by preemptively securing 
its component inventory while looking for alternative chip 

parts to optimize production,” WardsAuto re-
ports... Starbucks will resume offering reusable 
cups for customers who plan to consume their 
drinks in-store. The coffee giant is also allowing 
customers to bring their own mugs, a practice 
that was suspended due to COVID-19 safety 
protocols. Starbucks offers a 10-cent discount 
on drinks for customers that supply their own 

mugs… Academy Sports + Outdoors reported a same-
store sales gain of 35.7% during the first quarter. “The stra-
tegic initiatives implemented ever the last few years, a shift 
in consumer spending into sports and outdoor categories, 
government stimulus checks, the addition of new custom-
ers and more frequent shopping of existing customers are 
driving consistent growth,” said CEO Ken Hicks… J. Jill’s 
Q1 sales grew about 42% year over year to $129.1 million. 
The apparel seller also posted a positive operating profit 
of $8.7 million vs. an operating loss of nearly $90 million in 
2020. CEO Claire Spofford said a strong Mother’s Day 
weekend with increased full-price sales, strong customer 
conversion and improved inventory management helped 
drive an increase in margins, which were up to 68% in Q1 
from 55.1% a year ago… Big Lots will open 20 new stores

(Continued on Page 3)
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AVAILS
  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!
  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 PA’s rapidly growing, affordable, state capital 
market of Harrisburg-Lancaster, where your Account 
Executive career awaits. CLICK HERE to apply. EOE.
  WPTZ/WNNE, the Hearst Television-owned NBC affiliate 
in the scenic Burlington, Vt./Plattsburgh, N.Y. market, 
is seeking a proven Digital Sales Manager to provide 
energized leadership for our digital sales initiatives. The 
ideal candidate possesses a passion for new media and 
enjoys staying up to date with its evolution, understands 
digital marketing strategy 
and thrives in a customer-focused team environment. 
CLICK HERE for details or to apply. EOE.

See your ad here tomorrow! CLICK HERE for details.

NPD: PANDEMIC SHOPPERS BOUGHT TECH ONLINE
  Accelerated by temporary store closures and consumer 
hesitancy to shop in-store during the pandemic, online U.S. 
consumer technology hardware revenue share rose to 61% 
during the 12 months through March.
  That’s up from 48% in the previous-year period, according 
to new data from The NPD Group.
  The Port Washington, N.Y.-based research company 
said online revenue grew 62%, up more than $36 billion. 
Online technology revenue share peaked at 68% in Q2 
2020, during the height of lockdowns, and despite declining 
since then remained above the long-term trend at 57% in 
Q1 2021. This was 7% above Q1 2020, and 14% above the 
pre-pandemic share in Q1 2019.
  Notebooks, TVs, tablets and headphones made up 43% of 
in-store sales, the same as the previous 12 months. Online 
sales of those categories saw a revenue share increase 
from 33% to 37%.
  NPD said online sales of notebooks, tablets and 
headphones saw a dramatic shift from in-store, resulting in 
higher category e-commerce sales than in-store. TVs were 
the outlier, with the majority of revenue remaining in-store 
despite lockdowns and growth in online sales.

PRIMETIME SHOWS FALL 21% FOR 2020-21 SEASON
  Among the top five English-language U.S. broadcast 
networks — NBC, ABC, CBS, Fox and The CW — the 
average primetime viewership sank 21% to 4.35 million per 
program for the just-completed TV 2020-2021 TV season, 
looking at Nielsen-metric L7 data.
  A year ago, for all primetime shows, the average viewership 
per program was 5.48 million.
  Taking out major primetime sports, just six primetime 
entertainment shows (scripted or unscripted) earned 
10 million or more Nielsen-measured viewers for its live 
programming-plus-seven days of time-
shifted viewing. A year ago, there were 16 
shows that topped more than 10 million.
  Conversely, 21 primetime shows 
averaged less than 1 million viewers, 
with 18 on The CW and three on Fox. A 
year ago, 14 shows averaged less than 1 
million — 12 on The CW and two on Fox.
  Two of the biggest primetime sports series 
and the biggest overall in primetime — 
NBC’s Sunday Night Football and Fox’s 
Thursday Night Football — contributed 
to the declines. SNF was down 18% to 16.5 million, while 
TNF lost 13% to 13.4 million.

NRF REVISES OUTLOOK, SEES HISTORIC GROWTH
  One of the nation’s largest retail trade groups, the National 
Retail Federation, boosted the industry’s outlook for the 
year yesterday, saying it anticipates “the fastest growth that 
we’ve seen in this country since 1984.”
  Retail sales are expected to grow between 10.5% and 
13.5% to an estimated total of $4.44 trillion to $4.56 trillion 
in 2021, as the economy rebounds from the pandemic and 
customers spend money they have socked away, NRF Chief 
Economist Jack Kleinhenz said. That forecast includes store 
and online sales, but excludes auto dealers, gas stations and 
restaurants. It compares with $4.02 trillion in 2020.
  The industry group had forecast in February that retail sales 
would rise between 6.5% and 8.2%, amounting to more than 
$4.33 trillion in sales for the year.
  Non-store and online sales, which are included in the total 
NRF figure, are expected to grow between 18% and 23% 
this year, ranging from $1.09 trillion to $1.13 trillion amid 
ongoing demand for e-commerce. By comparison, non-store 
and online sales totaled $920 billion in 2020.
  NRF also increased its projection for full-year GDP growth 
to about 7%, compared with the 4.4% and 5% it expected 
earlier this year.

THIS AND THAT
  Comscore says WarnerMedia is the first national 
programmer to formally participate in the media measurement 
company’s upstart National Addressable TV programmer 
trials. Starting in late 2020, Comscore said WarnerMedia, 
whose properties include Warner Bros. Pictures, HBO 
and Turner, has executed national addressable campaigns 
across multiple MVPD platforms. The program enables 
programmers to measure national linear inventory across 
multiple multivideo program distributors and CTV providers 
while monitoring inventory allocation strategies and 
measurement parameters.
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FunnyTweeter.com

If you thought Floyd 
Mayweather vs. Logan 

Paul was a big fight, wait 
until my wife finds out I 
spent $50 to watch it.
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VIZIO TOPS 11M ADDRESSABLE ENABLED TVS
  Vizio said yesterday it has surpassed 11.2 million 
addressable TVs across the U.S. that enable dynamic 
ad insertion. The news comes on the heels of numerous 
successful ad campaigns across TV networks.
  The number represents a significant milestone for members 
of Project OAR, the addressable advertising consortium 
founded by Vizio and other TV media companies. By 
expanding the addressable footprint, Media Play News 
reports, programmers are able to deliver and manage ad 
inventory inside of linear programming broadcast to homes 

across America.
  “This milestone pushes the consortium 
beyond a ‘project’ and into an addressable 
business,” Adam Gaynor, VP network 
partnerships and head of addressable for 
Vizio and OAR, said in a statement.
  Gaynor said that with the infrastructure 
in place and more campaigns going live 
in the market, Irvine, Calif.-based Vizio is 
making it possible to deploy, manage and 
sell dynamic ads for local and national 
inventory.

  AMC Networks, Fox and WarnerMedia are among several 
of the companies that have executed national addressable 
campaigns using the OAR standard.

BIA: POLITICAL LIFTED LOCAL TV REVS IN ’20
(Continued from Page 1)
to be $4.2 billion in 2021.
•  Direct Health and Medical Insurance Carriers will 
increase their advertising by 29%, as consumers look to 
switch providers for seamless services and flexible coverage.  
TV OTA and TV Online advertising is expected to be $2.3 
billion in 2021.
•  Online Gambling, a newer and growing vertical, will be just 
over $1 billion in 2021. TV OTA and TV Online advertising is 
expected to be nearly $464 million.
  One other aspect that BIA will continue to track is the 
Summer Olympics in Japan. As concerns linger about the 
likelihood of the games taking place, Fratrik said if they do 
commence, BIA will revise estimates accordingly.
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Cox Automotive

The total used-vehicle SAAR 
was an estimated 41 million in 
May, steady with April and up 
from 39.9 million in May 2020.

NIELSEN: LOCAL COVID RATINGS UNDERSTATED
  Nielsen’s local TV ratings understated viewing during the 
COVID-19 pandemic, according to preliminary findings of an 
internal analysis conducted by Nielsen.
  The analysis, which was conducted in response to requests 
from industry ratings watchdog the Media Rating Council, 
found the understatement ranged by market size, daypart 
and demographic group, but overall was found to be similar 
to an understatement previously disclosed by Nielsen for its 
national TV ratings estimates.
  The findings, which were disclosed during a meeting 
between MRC officials and Nielsen 
executives yesterday, cover Nielsen’s 56 
metered markets, which are generally 
the nation’s biggest. And according to 
a statement issued by the MRC, they 
“appear to be more highly variable than 
those that were observed in the national 
ratings analyses.”
  The understatement of the national and 
local TV ratings, which are based on an 
analysis of February 2021 vs. February 
2020 data, including “simulations,” were 
attributed to “certain procedural changes made to Nielsen 
processes because of COVID-related restrictions on its 
in-person panel-related maintenance and recruitment 
procedures.”

USED-CAR SALES CONTINUE TO CLIMB IN MAY
  Cox Automotive says in a new Data Point report that there 
was a 3% year-over-year hike in used-car sales last month.
  The total used-vehicle SAAR was an estimated 41 million in 
May, steady with April and up from 39.9 million in May 2020, 
Cox said.
  Looking at sales specific to dealerships (and taking private-
party sales out of the equation), Cox said the retail SAAR 
for used cars was an estimated 22.4 million in May, again 
steady with April.
  In May 2020, the retail used-car SAAR was 21.1 million.
  In late May, TrueCar was forecasting that the month’s used-
vehicle sales would end up beating year-ago figures by 13% 
and besting April’s total by 4%. The firm was projecting that 
once final numbers were tallied, there was likely to have 
been 4 million used-car sales in May.

ADVERTISER NEWS
(Continued from Page 1)
this year as part of an expansion plan begun in 2019 
that’s helped drive sales growth. Revenue at the discount 
retailer grew 13% to $1.6 billion in the quarter ending May 
1 from the same period last year… Costco will open five 
new U.S. stores this summer following strong sales growth 
during the pandemic that has continued into this year. The 
retailer operates more than 800 global locations, including 
559 in the U.S. and Puerto Rico, and plans call for adding 
20 more this year... Following a successful five-week 
pilot, Albertsons Cos. is expanding the use of a shopper 
rewards and consumer loyalty app from Fetch Rewards. 
The nationwide rollout allows shoppers across all Albertsons 
stores to receive personalized offers and savings. This is the 
first retail partnership for Fetch Rewards, a Madison, Wis.-
based company that works with hundreds of popular brands.

TUESDAY NIELSEN RATINGS - LIVE + SAME DAY


