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BIA: AUTO TO SPEND $11.3B ON LOCAL ADS THIS YEAR
CATEGORY REMAINS ONE OF TV’S TOP SPENDERS
  How much will automotive dealers, local dealer 
associations and manufacturers spend on local ads across 
the U.S. this year? BIA Advisory Services has an answer.
  According to the just-released BIA report Insights into 
Local Advertising – Automotive Vertical, car and 
truck dealers, local dealer associations and 
manufacturers will spend approximately $11.3 
billion on local advertising nationally in 2019.
  This ad spend, according to Radio and 
Television Business Report, represents 75 
percent of the $15.1 billion auto vertical, which 
makes auto dealers the largest of the five sub-
verticals that comprise the overall auto vertical. 
The remaining spend comes primarily from tire dealers, 
auto repair and parts shops, as well as other vehicle 
dealers.
  As in past years, traditional media will receive the greatest 
share of the ad spend, followed by online ad spending. 
Auto dealers and manufacturers are projected to increase 
their use of digital channels significantly over the next four 
years, adding $324 million annually from 2019 to 2023.
  “Businesses within the automotive vertical still rely heavily 
on traditional media, over-the-air television in particular, to 
get their message across to audiences,” said BIA Advisory 
Services SVP and chief economist Dr. Mark Fratrik. “Our 
research shows that automotive is one of largest category 
spenders in TV advertising. Digital advertising is growing 
steadily and faster than before.”
  In 2015, BIA projected that despite traditional media’s 
dominance in the current automotive marketing mix, digital 
advertising would represent around one-third of automotive 
local ad spending by 2019.
  BIA now forecasts that digital advertising will represent 
40.8 percent of the ad spend this year and that digital media 
spending within the overall auto vertical will represent 49.3 
percent of total local advertising in 2023.
  Pure online advertising, consisting primarily of vertical 
search, is the largest digital automotive channel.
  “Don’t discount TV as a media channel for driving auto sales 
while digital continues to grow,” Fratrik added. “Dealers 
and their local associations are aligning their marketing 
strategies to target today’s auto buyers that are using a mix 
of media like TV and radio along with digital-review sites, 
local dealer websites, search engines and social media to 
educate themselves during their buying journey. Ad sellers 
who understand and sell value and targeted cross-platform 
advertising will be very successful.”
  The automotive vertical report is designed to help local 
media organizations understand the media spending 
trends and behaviors of advertisers within key vertical 
industries. The data featured in the report is drawn from BIA 
ADVantage that includes BIA’s 2019 Nationwide Local 
Ad Forecast and local market forecasts for all 210 local 
television markets, top 12 verticals and 94 sub-verticals.

ADVERTISER NEWS
  For the first time ever, Kroger’s private brands, known 
as Our Brands, has achieved a unit share of 30.5 percent, 
StoreBrands reports. The Kroger brand is the retailer’s 
mainstream and largest store brand line with about $13 
billion in annual sales. Simple Truth and Simple Truth 

Organic comprise Kroger’s free-from and organic 
line. Sales of the store brand increased 15.3 
percent in 2018, making it a $2.3 billion brand. 
Private Selections, a premium line featuring 
gourmet and artisan offerings, has annual sales 
of about $2 billion. HemisFares is classified as 
an ultra-premium private brand. Introduced in 
2015, HemisFares offers “a guided tour of the 

best tastes on Earth,” features regionally authentic finds 
from Spain, Italy, Jamaica and Japan... Amazon.com has 
increased its focus on recruiting third-party sellers to its site 
as the e-tail giant looks to reduce the number of products it 
stocks and sells itself, Bloomberg reports. The goal is to 
reduce costs and increase profits, which is good news for 
Amazon, but not for the wholesalers that supply it with goods 
for resale on the site... Costco Wholesale has announced 
it will increase its minimum starting wage to $15 an hour 
after reporting that its gross profit margin had increased 
to 11.29 percent, its first gain after three straight quarterly 
declines, Reuters says. The company posted a same-store 
sales gain of 2.5 percent during the quarter... Sears, now 
owned by Transform Holdco following a bankruptcy court 
auction, is suing its former owner — Sears Holdings — 
for allegedly failing to turn over $147 million in inventory 
as agreed to in the sale of the retailer, The Wall Street 
Journal reports. Transform, according to court papers, 
claims that Sears Holdings failed to turn over $78 million in 
inventory... As of the end of last week, 4,810 store closures 
have been announced by retailers in 2019, according 
to Coresight Research. Meanwhile, Coresight said it’s 
tracked about 2,264 store openings so far in 2019, including 
some by fitness brand Peloton, Ulta Beauty, online apparel 
company Indochino and Ross Stores. CNBC says that 
with the closures far outweighing the openings, real estate 
owners are hunting for new businesses or unique concepts 
to fill empty storefronts. Other retailers closing stores 
in malls this year include Gap, J.C. Penney, Victoria’s 
Secret, Tesla and Chico’s... The maker of Revlon hair 
dryers and Pert shampoo has put the business up for sale, 
according to people familiar with the matter, as shoppers 
turn their backs on mass-market personal-care brands. The 
beauty business, a division of consumer-products maker 
Helen of Troy, is expected to fetch roughly $300 million in 
a sale, sources told The Wall Street Journal. It consists of 
brands that largely sell at drugstores and discount retailers, 
including Bed Head curlers and Brut cologne. Helen of Troy 
wants to focus on its faster-growing houseware and health 
businesses, whose products include OXO kitchenware and 
Hydro Flask water bottles.
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OOH AD SPEND JUMPS 4.5% IN 2018, HITS RECORD
  Spending on out-of-home (OOH) advertising grew 4.5 
percent in 2018 over the previous year to reach $8 billion, 
according to an Out of Home Advertising Association of 
America (OAAA) report shared with Marketing Dive.
  In Q4, spending increased 7.2 percent year-over-year, 
the largest quarterly increase since before the Great 
Recession.
The growth is a record high for the format, which has seen 
35 consecutive quarters of growth. Digital OOH represented 
29 percent of the total 2018 OOH revenue, but there were 
also increases in the four main formats: billboards, street 

furniture, transit and place-based.
  The top 15 advertisers in 2018 in OOH 
spending include Apple, McDonald’s, 
Geico, Netflix, Google, American 
Express, Metro By T-Mobile, Amazon, 
M&Ms, Chevrolet, Facebook, 
Universal Pictures, Coca-Cola, AT&T 
and Comcast.
  Apple and McDonald’s have held the 
top two spots for six consecutive years. 
A quarter of the top 100 advertisers were 
tech companies, including Facebook, 
Amazon, Apple, Netflix and Google.
  Thirteen advertisers more than doubled 

their 2018 OOH spend: Facebook, Pepsi, Allstate, 
Uber, U.S. National Guard, Pfizer, Warner Bros., HCA 
Healthcare, Oculus, Crown Imports, JP Morgan, Diageo 
and State Street Global Advisors.

DATA SCIENCE IS IN DEMAND, POLL FINDS
  Data science and analytics will be the technical skills most 
needed at digital ad agencies worldwide in the next two 
years, according to a poll by Marketing Land.
  As digital ad buying becomes more automated and data-
driven, marketers need to improve their data skill sets. In a 
survey of U.S. marketers by Blueshift and TechValidate, 
54 percent of respondents said one of the main roadblocks 
preventing them from making better use of customer data 
was insufficient data analysis capabilities. And an Adestra 
and Ascend2 poll of U.S. marketers showed that 43 
percent of respondents outsource their data management.
  Over the past five years, 67 percent of marketers have 
significantly increased their focus on data and analysis, 
according to research by YouAppi and Dimensional 
Research. However, competition for talent is still the 
second-leading challenge facing agencies, according to 
Marketing Land’s poll. (Clients moving services in-house 
was cited as the top challenge.)

U.S. ADDED JUST 20,000 JOBS IN FEBRUARY
  Hiring slowed sharply in February as employers added just 
20,000 jobs amid harsh winter weather and a weakening 
U.S. and global economy.
  That’s the fewest job gains since September 2017, when 
major hurricanes curtailed employment. Economists had 
expected about 181,000 jobs to be added in February.
  The unemployment rate fell to 3.8 percent from 4 percent, 
the Labor Department said. The partial government 
shutdown boosted the unemployment rate in January as 
many federal government employees told Labor survey 
takers they were unemployed or on temporary leave.
  A small consolation: December’s numbers were upgraded 
from 222,000 to 227,000, and January’s from 304,000 to 
311,000.
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  HGTV is adding a new home renovation series to its lineup 
with Rock The Block, in which four of the network’s top 
reno experts will go head-to-head in competition. It’s slated 
to premiere this fall. With a time limit of four weeks and 
budget of $150,000 each, Leanne Ford (Restored by the 
Fords), Jasmine Roth (Hidden Potential), Mina Starsiak 
(Good Bones) and Alison Victoria (Windy City Rehab) will 
take identical suburban properties — located side-by-side 
in the Greater Los Angeles area — and morph them into 
extraordinary custom dream homes. Property Brothers star 
Drew Scott will host... The upcoming revival of Wife Swap, 
which originally aired on ABC from 2004 to 
2013, will now be featured on Paramount 
Network beginning on Thursday, April 4. 
Corporate cousin CMT originally acquired 
the reality series for a planned Feb. 28 
debut. Ten one-hour episodes will be 
featured. In Wife Swap, two families, 
usually from different social classes and 
lifestyles, swap wives/mothers – and 
sometimes husbands – for two weeks...

THIS AND THAT
  Disney is aiming to gain another 
advantage over its competitors in the 
streaming wars by announcing an end to its vault approach, 
wherein it periodically made a few movies from a 34-movie 
list unavailable to increase demand. The Verge reports the 
policy change will make these films available to stream and 
is a product of Disney’s theory that its exclusive content will 
attract subscribers... Ad Age says Comcast will be giving 
advertisers an inside look at FreeWheel strategy during its 
NowFront event, which is scheduled for Wednesday. The 
company will also reveal a new agreement with Inscape, a 
partnership that will tap into data from millions of Vizio TVs 
to improve ad campaign targeting.

WHAT DO SHOPPERS WANT FROM ‘BOPUS’?
  Globally, “buy online, pick up in-store” (BOPUS) is 
considered the most valuable aspect of the retail shopping 
experience for more than four in 10 consumers, according to 
a February report from iVend Retail.
  Last year, 81.4 percent of internet users worldwide reported 
ordering items online for in-store pickup (up nearly 30 points 
from the year prior) as more consumers are drawn to the 
service’s convenience and speed. Nearly half said they used 
click-and-collect services to avoid shipping fees, followed by 
roughly 45 percent who used it to save time by not having to 
shop in-store.
  “BOPUS provides tangible benefits to both consumers 
and retailers,” says eMarketer’s VP of forecasting, Martín 
Utreras. “Consumers get convenience, instant gratification 
and avoid shipping costs. Retailers reduce operational costs, 
and it gives them the opportunity to bring customers back to 
physical stores for additional purchase opportunities.”
  And customers are open to an omnichannel retail experience. 
Half of shoppers recently surveyed by Doddle said that they 
decide where to make online purchases based on BOPUS 
availability. Once in-store, 85 percent make additional 
purchases when picking up an online order.

Conan O’Brien

Bowshanks, Stumblestone, 
Pinchbottom, Feverfew, 

Pebblenut... Minor 
Shakespeare characters? Or 

craft beers?


