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USED-ONLY DEALERS’ MARKET VIEW PLUNGES
  Despite continued robust profits, franchised dealers polled 
by Cox Automotive this spring were a little less optimistic 
about the future than they were mid-winter, as overall dealer 
sentiment softened in part because of inflation, higher costs 
and still-tight inventory.
  Franchised dealers’ expectations for their vehicle markets 
for the third quarter fell from a score of 69 in Q1 to a still-
positive 64 in Q2, according to the latest Cox Automotive 
Dealer Sentiment Index results.
  “The decline we’re observing with franchises here is 
not typical for this time of the year,” Cox Chief Economist 
Jonathan Smoke told Automotive News. Normally, 
franchisees’ three-month outlook holds steady heading into 
both spring and summer, Smoke said.
  Cox surveyed 591 franchised and 555 independent dealers 
from Jan. 24 to Feb. 7 for the Q1 index and 568 franchisees 
and 531 independents from April 25 to May 9 for the Q2 
study. In addition to asking dealers their outlook on the three 
months ahead, Cox asks about the past 90 days and identifies 
factors affecting dealers’ optimism or pessimism. Cox weighs 
responses by dealership type and sales 
volume to calculate a diffusion index. An 
index number greater than 50 indicates 
that dealers view conditions as positive.
  Smoke noted that the current three-
month outlook is “still a very good 
number.” Franchised dealers are still more optimistic heading 
into summer than in pre-pandemic 2019, he said.
  However, used-only dealers’ view of the market three months 
out plummeted 13 points to a score of 50. That dragged the 
overall Q2 index down to a score of 53 in that category vs. 64 
the quarter before.
  Franchised dealers’ view of their current markets scored a 
robust 67, up a point from the quarter before and better than 
any three-month period before Q3 2020. Still, the metric was 
down from a historic high of 77 a year earlier. The overall 
current market index dropped to 54 from 57, the fourth-
straight quarterly decline in sentiment.
  Smoke attributed the reduction among franchised dealers 
to uncertainty about the economy and vehicle sales 
environment, plus other conditions 
less within dealers’ control.
•  Franchised dealers scored the 
U.S. economy at 57, the same as last 
quarter. They viewed the new- and 
used-vehicle sales environments as 
slightly improved over the prior quarter.
•  Franchised dealers continued to 
report buoyant profits, scoring them at 
82, a point higher than the 81 seen the 
two previous quarters. They continued 
to be pessimistic about new-vehicle 
inventory levels, scoring that category 
at the same 25 they did in Q1.

CAR DEALERS POSITIVE BUT LESS OPTIMISTIC ABOUT Q3
ADVERTISER NEWS
  Dave & Buster’s Entertainment, which is in the process 
of acquiring the similar 50-unit Main Event brand, has 
returned to near full operating hours in the wake of the 
pandemic and is working on beefing up its late-night 
business amid a dip in events business. Coppell, Texas-
based Dave & Buster’s, which last week released earnings 
for Q1, said same-store sales were up 10.9% from the 
same period of 2019 but special events business continued 
to lag... Stitch Fix is cutting about 15% of salaried jobs in 
styling and other non-technological roles in an effort to align 
costs with revenues. The company, which lost $78 million 
in Q3, expects to save $40 million to $60 million in the next 
fiscal year... McDonald’s cut items from its menu during the 
pandemic to save time fulfilling orders. Many of the items 
eliminated were more nutritious options, such as salads. 
But according to Forbes, it appears unlikely that such items 
will return to McDonald’s any time soon, if at all… Batteries 
Plus, the specialty retailer of batteries, lights bulbs, key fobs 
and phone repair, is expanding into Southern Florida. It has 
signed franchise developments for 10 stores in locations that 

include Boca Raton, Miami-Dade, and 
Broward counties; Miami, Naples, and 
Fort Myers. So far this year, Batteries 
Plus has signed agreements for 35 
new locations… Panera is introducing 
another new store concept — this one 

centered on fulfilling digital orders. The fast-casual restaurant 
chain has opened the first of three planned Panera To Go 
pilot stores. Based in Chicago, the digital-only store features 
a reduced front of house area where customers and delivery 
drivers can pick up orders from rapid pick-up and delivery 
shelves. Designed for densely populated areas that can’t 
accommodate a dine-in store, the Panera To Go format 
does not offer any seating… Stop & Shop is making a 
major capital investment in its New York City store portfolio. 
The company is investing $140 million in a store remodeling 
program to improve the shopping experience at its NYC 
stores, with a renewed emphasis on value and a more
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LIVE CONTENT LEADS VIEWING ON TV, DIGITAL
  In a TV advertising landscape that’s seen as incredibly 
complex with more players in the space than ever, there 
exists optimal balance for TV and streaming advertising, 
including significant portion dedicated to streaming, a study 
from Comcast Advertising has found.
  Based on a study of more than 20,000 campaigns, the 
inaugural edition of the Comcast Advertising Report 
2022: Actionable Insights for the Modern TV Advertiser, 
investigated the current landscape from the perspective of 
viewers, buyers and then sellers — culminating in a specific 
and fact-based recommendation for the 
optimal balance of TV and streaming 
advertising.
  The study found that viewers prefer 
live content on both TV and streaming, 
with 89% of traditional TV viewing spent 
watching live TV and 54% of digital video 
viewing being live. Viewers are being 
exposed to more digital ads than ever 
before, as ad views on digital services 
increased 45% from the second half of 
2020 to the same part of 2021.
  Audience targeted campaigns have increased by more 
than 50% on a year-over-year basis, as advertisers turn 
to audience targeting to reach viewers, at scale, across 
viewing platforms. As sellers move to programmatic models, 
they’re working with an average of 13 different programmatic 
partners — and up to 30 in total.
  Programmatic ad views have grown 80% YoY, as advertisers 
see programmatic buying as a way to reach specific 
audiences more efficiently. There was also an increase in 
programmatic campaigns bought on a guaranteed basis.

JAN. 6 HEARING PULLS 20M PRIMETIME VIEWERS
  Two hours of primetime coverage of the January 6th 
insurrection Congressional hearing on Thursday night 
attracted 20 million collective viewers from 11 networks — as 
well as primetime advertisers.
  Major advertisers on MSNBC included Azo (a pain reliever), 
Facebook, Parodontax (toothpaste), Sensodyne, Allstate, 
Dodge, Volvo, JPMorgan Chase, 4imprint and AT&T 
Business.
  On CNN, top marketers included Golden Corral, TD 
Ameritrade, USPS, Chevrolet, Bayer Aspirin, Dish 
Network, AMC, T-Mobile, Facebook, Upwork and Amazon 
Alexa.
  Many networks aired the hearing in full, but with no TV 
commercials. ABC had the biggest viewer total — 5.2 million 
Nielsen-measured viewers. MSNBC was next with 4.3 
million followed by NBC (3.7 million), CBS (3.5 million) and 
CNN (3.5 million).
  A smaller number went to other channels: CNBC (158,000), 
Newsmax (137,000), NewsNation (125,000), Fox Business 
(223,00) and NBC LX — around 600,000 in total.
  Although Fox News Channel said it would not be covering 
the actual hearing, it did air a broad view of the hearing room 
where the proceedings took place, along with analysis in 
sometimes side-by-side video.
  During the period of the live hearings (8 PM to 10 PM), 
FNC ran virtually no advertising. There were two commercial 
breaks on The Ingraham Angle.
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My favorite outdoor activity 
is looking for shade.

AVAILS
  FLX ACCOUNT EXECUTIVE — Remote (Full Time Regular): 
Fox13-WTVT (Miami/Fort Lauderdale DMA) is looking for 
an experienced OTT salesperson to 
manage, develop, assist and service 
business for the Fox local extension OTT 
platform (FLX). 2-3 years of successful 
experience in the digital media industry; 
Digital Video Advertising and/or Digital Agency/Digital 
Publisher experience preferred. College degree preferred. 
IAB certification preferred. Familiarity with basic digital media 

technology. Excellent presentation skills. 
To get full details or apply, CLICK HERE.
  Account Executive—KHQ TV, 
Spokane, Wash.: Are you an AE looking 
for a change of scenery in a new town 
with a lower cost of living? Lakes and 
trails for days plus 25+ breweries, 20+ 
wineries and an exploding restaurant 
scene. Oh, BTW you’ll be at the clear cut 
No. 1 TV station that airs NFL, Olympics 
and is the proud broadcast home of 
Gonzaga basketball. How about working 

for a family-owned station with full benefits? Extra benefits 
include plenty of laughs, bad jokes and a desirable mixture 
of WFH and in-office days. If you’ve read this far, be sure 
to send your resume to: Attention Local Sales Manager at: 
local.sales@khq.com.
  Estrella TV, West Palm Beach, Fla., a Spanish-language 
Hearst Television station in the West Palm Beach-Fort 
Pierce market, one of the country’s top 
Hispanic growth markets, is looking for a 
Multimedia Sales Account Executive 
to help drive local business as well as 
manage and grow regional and national 
accounts. Bilingual in English/Spanish verbal and written 
skills a plus. Compensation includes a base salary plus 
commission. CLICK HERE to apply.

See your ad here tomorrow! CLICK HERE for details.

THIS AND THAT
  Inflation in May jumped 8.6% on a year-over-year basis, 
according to data from the Bureau of Labor Statistics. Rising 
gas and food prices were major, but not the sole, contributors 
to the increase as air travel, auto, clothing, household 
furnishings and medical care also cost more... Seventy-eight 
percent of U.S. shoppers said they were interested in signing 
up for premium, membership-based loyalty programs, while 
72% are already members of one, according to a report from 
loyalty and customer engagement strategy firm Clarus. 
Interest in grocery loyalty programs has increased, with 65% 
saying they’d be willing to pay for a premium grocery loyalty 
program vs. 58% last year... Advertising and public relations 
lost 2,400 jobs in May despite an overall increase in U.S. 
employment, per the Bureau of Labor Statistics, a sign the 
industry is beginning to wade through a period of uncertainty 
that will define the rest of 2022. Ad agency employment is 
still at a high, eMarketer says, but last month’s downturn 
comes as the industry faces an uncertain economic outlook 
and adtech issues. The May employment loss was the first 
monthly decrease in advertising jobs this year.

https://fox.wd1.myworkdayjobs.com/FOXTVST_EAST/job/Home-Office-Florida-USA/Account-Executive_R50018671
mailto:local.sales@khq.com
https://eevd.fa.us6.oraclecloud.com/hcmUI/CandidateExperience/en/sites/CX_6/job/2016258/?utm_medium=jobshare
https://www.spotsndots.com/site/forms/online_services/classified_ad/


 The Daily News of TV Sales @ www.spotsndots.com PAGE 3

OUTLOOK: ‘SWITCH HAS BEEN FLIPPED’ ON EVs
  Battery-electric vehicles will account for a majority of 
new light-vehicle sales worldwide by 2035 as government 
mandates begin and automakers roll out new models, 
according to a forecast by Boston Consulting Group.
  BCG anticipates 59% of all new vehicles sold worldwide 
will be BEVs by 2035, a double-digit upward revision from 
its estimate in 2021, which called for a 45% market share. 
Likewise, the consulting firm anticipates BEVs will make up 
20% of worldwide sales in 2025, up from last year’s forecast 
of 11%.

  “We really think the switch has been 
flipped,” said Aakash Arora, managing 
director and partner at BCG. “It used to be 
a few years ago that for many companies, 
both OEMs and suppliers, EVs were a 
very important piece of their strategy but 
still just a project. Now, we’re seeing that 
EVs are the company and that ICE is the 
project.”
  By 2035, gasoline-powered internal 
combustion vehicles and those that run 
on diesel are expected to account for just 

10% of global vehicle sales vs. 85% in 2021, according to the 
report. The share of mild hybrids in the global marketplace is 
expected to grow from 3% last year to about 19% in 2025.

ADVERTISER NEWS
(Continued from Page 1)
“culturally relevant” assortment, along with more items  
locally made in the New York metro area. The upgrades 
will take place during the next two years… Costco will start 
requiring memberships for gas sales at its 17 stores in New 
Jersey, bringing the Garden State locations in line with the 
rest of the retailer’s U.S. stores. Gas prices at Costco have 
been averaging lower than state and national averages, and 
New Jersey was the only state where Costco had not limited 
fuel sales to customers holding membership cards… David 
Simon, CEO of Simon Property Group, wants to create 
a new type of annual shopping extravaganza. This event, 
dubbed National Outlet Shopping Day, is meant for people 
seeking out deep discounts, Simon said. The first iteration 
runs this weekend at SPG’s 90 premium outlets and Mills-
branded outlet properties in the U.S.
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BCG forecast

Fifty-nine percent of all new 
vehicles sold worldwide will 

be battery-EVs by 2035.

REACHING VIEWERS OF DAYTIME LEGAL TV SHOWS
  Forty-four percent of Daytime Judge/Court TV Watchers 
spend more than five hours a day in front of the TV screen. 
During these viewing hours, they are 
likely open to ads for services they 
plan to buy this year: legal (8%) and 
travel planning (10%).
  In addition, these consumers are 
far more likely than average to be 
tobacco smokers and to suffer from chronic pain. More than 
40% of this audience also plans to lose weight and get in 
shape in the next year.
  Marketers can target these consumers 
by promoting their presence at health 
expos, which 13% of this audience plans 
to attend this year. With an above-average 
interest in animal-related and hunger/
homelessness charities, these consumers 
are 50% more likely than all U.S. adults to 
belong to charitable organizations.
  At least 44% of Daytime Judge/Court TV 
Watchers have taken action as a result 
of ads they’ve seen on traditional TV. In 
addition, 25% used to subscribe to their local newspapers 
but no longer do, making them an even better target for TV 
ads. More than half get their weather forecasts from TV, and 
46% rely on this source for coverage on their favorite sports 
teams. 
  AudienceSCAN contains all this information and more. For 
a demo and free trial, visit AdMall.com.

HOTEL INDUSTRY SAYS PRICES ONLY GOING UP
  Despite high inflation, a softening economy, and fears of 
a recession, the hotel industry is not seeing any slowdown.
  It’s the exact opposite, with Hilton CEO Chris Nassetta 
predicting the hotel chain will “have the biggest summer we’ve 
ever seen in our 103-year history this summer.” Marriott and 
Hyatt are equally bullish.
  Few industries were hit as hard as travel by the COVID-19 
pandemic, which curbed nearly all leisure and business travel 
plans. But as vaccination rates and loosened restrictions 
have spread across the U.S., travelers have returned. In 
May, global leisure and business flights topped 2019 levels 
for the first time since the pandemic started.
  But while that has come with a cost, driven by both the 
high level of demand from fellow travelers as well as other 
inflationary pressures, hotel operators still believe there is 
room to further increase prices.
  “The price has gone up for everything, so we’re not different 
than when you go to a gas pump or the grocery store or any 
other aspect of life; it’s discretionary,” Nassetta told CNBC.

ACCOUNT ACTION
  Trojan has named Via as its U.S. creative agency of record, 
Ad Age says. 72andSunny previously held the account 
since 2018. This is an extension of the Portland, Maine-
based agency’s relationship with the condom maker’s parent 
company Church & Dwight Co., given the agency also 
works on the company’s Arm & Hammer account. Church 
& Dwight spent $3.6 million on U.S. measured media for 
its Trojan brand in 2021, down from $4.4 million in 2020, a 
17.7% decrease, according to Kantar.

SATURDAY NIELSEN RATINGS - LIVE + SAME DAY
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