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Q1 SAW $623M IN AD SPEND, UP 43%  OVER 2021
  Travel marketing is experiencing an uptick as businesses 
and consumers get back on the move following the easing of 
pandemic-related restrictions, SmartBrief reports.
  Marketers of airlines, rental car firms, U.S. tourism and 
lodging providers invested almost $623 million in advertising 
from January through April this year, a 43% year-over-year 
rise from the same period in 2021, according to MediaRadar 
analysis.
  Almost half of that travel marketing spend came from 
lodging advertisers, while airline ad spend was up 141% 
YoY. Spending from U.S. tourism and rental car companies 
experienced YoY increases of 46% and 50%, respectively.
  The research reveals nearly half of ad spend from lodging 
marketers went to TV, while 16% was invested in video. 
This is in comparison to a 27% investment in TV and a 42% 
investment in video from January through April in 2021.
  But traditional media investment overall has declined since 
2020, which “could indicate that some of these advertisers 
experienced success during their brief foray into digital 
formats” and the market should “expect spending on formats 
like video, Facebook and display to 
increase as we move through 2022,” 
MediaRadar states.
  United Airlines recently unveiled 
its first brand campaign in a decade, 
“Good Leads the Way,” which spotlights 
employees in an anthem 60-second 
spot and is running across TV, social, 
digital, out-of-home and streaming 
platforms.
  “As we kick off the summer travel 
season, we are entering a historic post-pandemic era of 
commercial air travel with unprecedented demand levels,” 
Maggie Schmerin, head of global advertising and social 
media at United, told The Drum.
  According to SmartBrief, the resurgence in advertising 
spend by travel brands signals confidence in the return of 
travel habits to levels in line with those before the onset of 
the pandemic.
  This confidence is backed by recent research, such as 
86% of business travelers expecting 
to make at least one business trip over 
the next six months, according to a 
Quarterly Business Travel Tracker 
survey shared with SmartBrief.
  And around 60% of Americans intend 
to make at least one trip this summer, 
per the U.S. Travel Association, cited 
by PYMNTS.
  For those driving, the journey won’t 
come cheap: Gasoline has now 
reached $5 a gallon in more than a 
dozen U.S. states a week into the peak 
summer travel season.

MARKETERS, BRANDS RETURNING TO TRAVEL SECTOR 
ADVERTISER NEWS
  Kohl’s has entered into exclusive sales negotiations with 
Franchise Group, the owner of Vitamin Shoppe, Pet 
Supplies Plus and other retailers. Franchise Group plans 
to finance the deal by issuing $1 billion in debt. Kohl’s 
shareholders would receive $60 for each of their shares, the 
Milwaukee Journal Sentinel reports... Mattel Playback, a 
program that lets consumers send toys back to be recycled, 
is being expanded by the toy manufacturer. The program, 
which launched last year and included Barbie dolls, Megan 
Blocks and Matchbox cars, has been expanded to include 
non-electronic Fisher-Price toys… J.M. Smucker yesterday 
warned of a $125 million hit in the full year from the recall 
of certain Jif peanut butter products following possible 
salmonella contamination. Late in May, J.M. Smucker said 
it was recalling nearly 50 types of Jif peanut butter products 
sold in the U.S. after an FDA investigation into a multistate 
outbreak of infections… Abbott Nutrition is reopening an 
infant formula plant that was closed due to contamination 
concerns. The plant, which sparked a formula shortage in 
the U.S., will now have an independent third-party review its 

operations and compliance with federal 
and state laws… Apple said it is 
launching a buy now, pay later service 
called Apple Pay Later, bringing new 
competition to existing services from 
Affirm, Block and Klarna. The Apple 
Pay Later feature will allow consumers 
to make payments over a period of six 
weeks... Walmart shoppers’ average 
spend per order was higher than 
typical orders during the Walmart+ 

Weekend sale last weekend, and groceries accounted 
for 59% of shoppers’ spend during the event, according to 
market research company Numerator. About two-thirds of 
Walmart+ Weekend shoppers said inflation influenced their 
purchase decisions... Target plans to cut prices on big-ticket 
items such as televisions and patio furniture to clear out high 
inventory and make room for new stock in advance of the
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NETWORK NEWS
  ABC snagged 11.91 million viewers for Sunday’s Game 2 
of the NBA Finals. That’s a small bump from Game 1 last 
Thursday. Add the ESPN2 coverage of Game 1 to ABC’s 
11.4 million viewers and the 11.9 million total is the same 
as Game 2’s haul. Unsurprisingly, the 2022 Game 2 was up 
27% from Game 2 (played in July) of the pandemic protocol-
dominated 2021 NBA Finals... When James Corden cuts 
ties with CBS’ Late Late Show next year, he may leave 
with more than people expected. CBS is considering 
replacing Corden’s distinct program with a multi-host panel, 
sources tell Variety, a sign of how late-
night is changing as viewers sample the 
best of the programs via social media 
rather than watching them in their wee-
hours’ time slot. Corden has decided to 
leave The Late Late Show in the spring 
of 2023... Sam Waterston will continue 
as DA Jack McCoy on Law & Order’s 
upcoming 22nd season on NBC. In 
doing so, Waterston is extending his Law 
& Order run to 18 seasons to become 
the longest-tenured cast member on the 
mothership series.

FOR FOOD ORDERS, CONSUMERS GOING DIGITAL
  Digital guest experience platform Paytronix Systems 
has found that most consumers prefer digital ordering over 
in-store shopping experiences, according to the recently 
published 2022 Paytronix Order & Delivery Report: 
Navigating the Digital New Normal.
  In particular, digital orders have risen to one-third of total 
restaurant and convenience store food orders — up from 
just 12% pre-pandemic. While in-store sales remain down 
by nearly half, digital orders have remained elevated at 
113% of pre-pandemic levels.
  During the early onset of the pandemic, guest behaviors 
quickly shifted to online food ordering, which established a 
new normal over time. Today, approximately one-third of all 
deliveries are from guests who order multiple times a month.
  Among other findings from the report:
•  33% of orders now come in through digital channels.
•  55% of digital orders are for takeout as opposed to 
delivery or curbside.
•  12% is the average tip paid by a delivery customer, vs. 
5% for takeout.

AUTO SHORTAGE DRIVES UP BORROWING COSTS
  Borrowers with subprime credit are pinched in the current 
auto finance market, with the average amount borrowed 
and the average monthly payment up disproportionately on 
subprime loans and used vehicles, compared with prime-
risk borrowers and new vehicles, Wards Auto reports.
  Melinda Zabritski, senior director-Automotive Financial 
Solutions for Experian Automotive, says subprime share 
hit a record low in Experian’s State of the Automotive 
Finance Market report for Q1.
  For auto loans originated in Q1, loans in the subprime 
and “deep” subprime categories fell to a combined share 
of 17.1%, down from 18.5% a year ago and 23.7% in 2019, 
pre-COVID. Experian defines those loans as having credit 
scores of 600 or below.
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FunnyTweeter.com

I’m running out of lies to tell 
in confessional, but it’s the 

only place I can sit in silence 
away from my kids.

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.
  KCCI, the market-leading Hearst 
Television CBS affiliate in Des 
Moines, Iowa, is seeking a Technical 
Director. If you’re motivated by an 
excellent product and working with a 
talented team — and station group — 
look no further. KCCI-TV is one of the 
top CBS affiliates in the nation. Des 
Moines is consistently ranked as one 

of the best cities in the U.S. to live and raise a family. We 
need someone with superb leadership skills and a positive 
attitude. CLICK HERE to apply.
  Account Executive (Experienced) — Gray Television 
(WWBT-NBC12, WUPV CW and Gray Digital Media) in 
Richmond, Va., has a rare opening for an 
energetic, positive-minded, creative and 
motivated salesperson. You will be responsible 
for driving growth of advertising partnerships 
on broadcast TV and through our extensive 
digital products. You will consult with local 
and regional businesses to achieve and exceed their goals 
and objectives. Parallel sales experience required. Drug 
screen, MVR check and COVID vaccination required.  
To apply online, CLICK HERE. EOE M/F/H/V.

See your ad here tomorrow! CLICK HERE for details.

THIS AND THAT
  The launch of the new nationally syndicated true crime 
show iCrime with Elizabeth Vargas will premiere Sept. 
12 in over 95% of the U.S. Hosted by journalist Elizabeth 
Vargas (20/20), this 30-minute reality series will “take a 
modern look at crime, through the lens(es) of the public’s 
smartphones.” The show will feature clips of actual crimes 
captured on smartphone video by witnesses, as well as 
interviews between Vargas and victims, bystanders, law 
enforcement and the amateur photographers themselves 
— as a panel of crime experts weigh in.  The show will 
air Monday-Friday... U.S. smartphone in-app purchase 
spending will hit $42.31 billion this year, up 13% over 2021, 
according to eMarketer. Growth will slow to the single 
digits over the next few years, and spending will pass 
$50 billion in 2025. In-app spending for 2022 shakes out 
to about $165 per smartphone user... Roku has launched 
Espacio Latino, a new destination for U.S. Hispanic 
audiences, offering a wide collection of programming 
geared at Spanish speakers on The Roku Channel, which 
is free for users.
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SURVEY: POLITICAL ADS MISS 25%+ OF VOTERS
  Amidst the growth of CTV and digital media platforms, 
traditional, linear TV-focused political advertising continues 
to underdeliver large segments of voters, according to a 
survey conducted by MiQ, a programmatic media company.
  In a survey of “hundreds” of political advertisers, MiQ 
said, “both Republican and Democratic advertisers missed 
between 25% and 40% of potential voters through their 
existing strategies, more than enough of a gap to make a 
huge difference in races with little to no margin for error.”
  The company says 20% of TV households consume more 

than 70% of political advertising — when 
analyzing election results of linear TV-
centric political advertising campaigns 
from 2020 and 2021 senatorial, 
gubernatorial and congressional races.
  Political advertising costs are also on 
the rise.
  “Not only do TV buys begin to reach a 
point of diminishing returns more quickly 
than in the past, but campaigns that 
dial up on GRPs [gross rating points] in 
search of incremental reach points end 

up wreaking havoc on their overall costs.”
  MiQ’s methodology comes from analysis of 16 million 
American households using the company’s TV integrations, 
which consists of AdImpact’s political advertising library and 
data partnerships with the leading smart TV manufacturers.

ADVERTISER NEWS
(Continued from Page 1)
back-to-school season and the holidays. “We got more of 
that product than we want to have, and we think dealing with 
that head-on by being aggressive now positions us with the 
right flexibility for the back half of the year,” CFO Michael 
Fiddelke said... The U.S. government’s road safety agency 
is investigating complaints that the fuel-saving stop-start 
system on some Honda Pilot SUVs can fail to restart. The 
probe covers nearly 195,000 Pilots from the 2016 through 
2020 model years, the National Highway Traffic Safety 
Administration said... Buc-ee’s is taking its first step 
into Colorado. The retailer is slated to break ground on its 
first travel center in Johnstown, Colo., this week. Buc-ee’s 
Johnstown will occupy 74,000 square feet and offer 116 
fueling positions.
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Cox Automotive

The estimated used-vehicle 
retail supply was at 44 days 

at the end of May, down from 
49 at the end of April and up 

from 37 in May 2021.

WHOLESALE USED-AUTO PRICES UP 0.7% IN MAY
  After cooling a bit in the first half of the year, wholesale 
used-vehicle prices grew in May, but at nowhere near the 
pace of the record monthly increases seen in 2021.
  Cox Automotive said yesterday that its Manheim 
Used Vehicle Value Index, which tracks vehicles sold at 
Manheim’s U.S. auctions, rose 0.7% from April to May.
  Wholesale prices were 9.7% higher in May than they were 
in the year-earlier period. Those numbers are adjusted for 
mix, mileage and seasonality. On a non-adjusted basis, 
prices rose 1.1% in May from April, with prices up 12% YoY.
  The pace of retail used-vehicle sales 
remained relatively stable. Used-retail 
sales fell 1% from April, according to Cox 
Automotive, which made that estimate by 
leveraging a same-store set of dealerships 
selected from Dealertrack to represent 
the U.S.
  Used-retail sales were down 7% YoY, 
the “best year-over-year performance so 
far” in 2022, according to Cox Automotive.
  Slower issuance of tax refunds influenced 
the spring selling season. About 74% 
of projected 2022 refunds had been issued as of May 20 
— meaning there’s still a chunk of refund dollars left for 
consumers to possibly infuse into the used-retail market 
through June. In contrast, nearly all tax refunds had been 
issued by the latter half of May 2019.
  Cox estimated used-vehicle retail supply was at 44 days at 
the end of May. That was down from 49 at the end of April 
and up from 37 in May 2021. Wholesale supply ended May at 
24 days, up from 25 in April and 19 days in May 2021.
  Average wholesale prices for 3-year-old vehicles, the largest 
model year cohort at Manheim’s auctions, rose 0.4% over 
the last five weeks.

PLACER.AI DOWNPLAYS MALL TRAFFIC DECLINE
  A new report from a leading source of traffic data at retail 
centers found a distinct lag in store visits during April, but 
blamed peaking gas prices, not waning shopper interest.
  Comparing 2022 visits to indoor malls, outlet malls, and 
open-air lifestyle centers to 2021, Placer.ai’s Mall Index 
charted mega-double-digit increases for all three sectors in 
February. Enclosed malls stood out with visitor increases 
of more than 40%. Open-air came next at 29%, followed by 
outlets at 26%.
  In March and April, however, percentage increases over 
the previous year at malls settled down into the teens and 
at just above 10% at open-air centers. Outlets fell 7% below 
2021 tallies in March, however, before rising back into the 
plus column with an increase of 1.4% customers in April.
  But Placer.ai VP of marketing Ethan Chernofsky thinks 
that, in a time of hundred-dollar tank fill-ups, any growth at 
major shopping centers indicates a resilience of consumer 
demand for the experience. Outlet centers, he notes, are 
the lengthiest drive, so a slight dip below the line is not 
momentous.
  “The outlet mall experience here tells us we’re in a period 
marked by the unique effects of rising gas prices,” Chernofsky 
said. “As these economic headwinds dissipate, top tier indoor 
malls, open-air lifestyle centers, and outlet malls could be 
uniquely well-positioned.”

MONDAY NIELSEN RATINGS - LIVE + SAME DAY


