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ZENITH: TV ‘BEST CHANNEL’ FOR AUTO ADVERTISING
U.S. REMAINS BIGGEST MARKET FOR AUTO ADS
  Auto brands have been shifting more of their budgets to 
internet advertising, but a new analysis of how carmakers 
around the globe spend marketing dollars shows TV still 
ranks first. Zenith Media says 54.9 percent of auto ad dollars 
went toward TV in 2018. “Television remains the best channel 
for conveying emotional brand images and sustaining them 
over time,” the ad agency says in its debut Automotive 
Advertising Expenditure Forecasts report. 
But it says declines in traditional TV ratings 
means the price of reaching the remaining TV 
audience is higher. “That’s now pushing brands 
to divert more of their spend to online video and 
other internet formats,” Zenith says.
  It’s predicting that will mean that TV’s share of 
auto global ad dollars will slip a half point this 
year and decline to 53.1 percent in 2020. By comparison, 
Zenith says most other traditional media also are holding 
onto auto dollars “pretty well,” with the exception of print 
media. Overall, the U.S. is by far the biggest auto ad market 
in the world, with $18 billion spent on marketing cars last 
year. Yet it says carmaker ad spend in the U.S. has been 
in “long-term decline” with a 12 percent decline in ad spend 
between 2012 and 2018.
  “This new research has revealed how differently auto 
advertising is behaving to the ad market as a whole, 
as brands tackle unique challenges to their traditional 
communication strategies,” said Jonathan Barnard, Zenith’s 
head of forecasting. “Auto advertising is currently lagging 
behind the market and has been slower to embrace online 
advertising, though the share of auto budgets to devoted 
online advertising is now rising rapidly.”
  It may be a surprise for TV sellers uneasy about losing 
any of the medium’s biggest revenue source, but Zenith says 
when looked at from a bigger scale, auto brands are actually 
“some way behind” the market as a whole in embracing 
digital advertising. Its analysis shows automakers spent 20.9 
percent of their budgets online in 2018 worldwide. Zenith 
expects that figure to climb higher as car companies respond 
to shoppers’ digital-first buying strategy. “We forecast the 
internet’s share of automotive ad spend to rise to 24.4 
percent by 2020,” the agency says.
  The National Auto Dealers Association projects 16.8 
million new cars and light trucks will be sold this year. It would 
be the first time since 2014 that U.S. new vehicle sales slid 
below 17 million.
  Nevertheless, its report says auto ad spending will grow 0.8 
percent this year compared with a 1.5 percent decline last 
year. It forecasts auto ad spending will increase another 2 
percent next year when events like the Summer Olympics 
stimulate marketing. Zenith says automakers are also 
working to prove their relevance to younger consumers. That 
challenge, it says, has forced brands to thoroughly reassess 
their marketing communications and paid advertising.
  Read the report HERE.

ADVERTISER NEWS
  Target forecast 2019 profit above Wall Street estimates 
yesterday as investments to draw more shoppers 
online and in stores drove a jump in holiday sales. The 
Minneapolis-based retailer offered free two-day shipping 
on hundreds of thousands of items and widened its pick-
up in store options for online orders. Three-quarters of all 
online sales in the quarter were either picked up in stores or 

sent from local stores rather than warehouses 
direct to customers, Reuters reports. The 
retailer also gained market share in all five 
of its core merchandise categories and 
highlighted toy sales, where it has benefited 
from the liquidation of Toys R Us... Kohl’s 
projected annual earnings above Wall Street 
forecasts yesterday, as the department store 

chain offers attractive promotions and begins selling new 
apparel through partnerships with popular brands. Kohl’s 
also topped Wall Street estimates for same-store sales 
and profit in the fourth quarter. It has been boosting sales 
by stocking new products, improving its online store, and 
through various partnerships, including those with Amazon.
com and millennial-focused brand Popsugar. Sales at 
Kohl’s stores open for more than a year rose 1 percent 
during the fourth quarter, above the 0.3 percent Wall Street 
had expected... Papa John’s founder John Schnatter is 
leaving its board of directors as part of a settlement resolving 
a bitter dispute for control of the world’s third-largest 
pizza chain. Schnatter, who owns about 30 percent of the 
company’s shares, stepped down as chairman last summer 
following reports he had used a racial slur on a media 
training conference call... Harley-Davidson is moving into 
kids electric bikes with the purchase of California-based 
StaCyc, tapping a new business outside its declining 
core market in classic motorcycles. StaCyc’s ‘EDRIVE’ 
bikes, which retail at around $650, are aimed at toddlers 
and kids. The lightweight bikes have an aluminum frame 
and boast of three power modes and a 45- to 60-minute 
charge time. A single charge delivers a cycle time between 
30 and 60 minutes... Sam’s Club’s updated mobile app 
will allow customers to place items in their virtual shopping 
carts for checkout by hovering their smartphone camera 
over an item rather than scanning a barcode, TechCrunch 
reports. The warehouse club retailer said tests show 
this new method is able to add items nearly six seconds 
faster to a cart than using barcodes... Revlon shares 
plunged yesterday after new data showed a steep sales 
deceleration at the multinational cosmetics company. Sales 
decelerated 15 percent in the four weeks ended Feb. 23, 
according to Jefferies analyst Stephanie Wissink. That’s 
in addition to a 9 percent decline over the last 12 months, 
the analyst added, citing Nielsen data. Weak profits and 
sinking stock value had some creditors worrying last year 
that Revlon might transfer assets out of reach of its debt 
holders, mirroring actions taken by J.Crew last year.

https://www.zenithmedia.com/wp-content/uploads/2019/03/Automotive-adspend-forecasts-2019-executive-summary.pdf
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COULD CABLE’S FUTURE BE FREE OF TV?
  A small cable company called Cable One is actively 
helping clients move away from their own video service, 
CNBC reports.
  Cable One’s shares have soared as they shed video 
customers and rely on broadband subscribers. That’s 
because broadband is a higher-margin business than TV, 
which has become a near-term net loser for new bundlers 
of programming, such as YouTube TV.
  Cable One CEO Julie Laulis said bundling TV with internet 
is not a particularly effective method to hold on to customers. 
That’s because people aren’t canceling internet to begin 

with. As a result, offering bundled video 
wasn’t really moving the needle one way 
or another.
  “We don’t see bundling as the savior for 
churn,” Laulis said. “I know that we don’t 
put time and resources into pretty much 
anything having to do with video because 
of what it nets us and our shareholders in 
the long run. We pivoted to a data-centric 
model over five, six years ago, and we’ve 
seen nothing to derail us from that path.”
  So why is the CEO of a cable company 
saying she doesn’t care about television? 
Because a whopping 70 percent of Cable 

One’s subscribers buy only its broadband Internet service 
rather than bundling it with video, and churn is “low and 
getting lower,” Laulis said.
  And Cable One charges more for its residential broadband 
service than its peers. Average revenue per user for home 
internet was $69.90 this quarter, the industry’s highest, 
according to Craig Moffett, a telecommunications analyst 
with MoffettNathanson.
  As a result, Cable One has been shedding cable TV 
stations for years, refusing to pay increased programming 
costs on certain channels it has deemed replaceable. Cable 
One hasn’t offered any of Viacom’s channels, including 
Comedy Central and Nickelodeon, for nearly five years.
  Even more extreme, if customers call to cancel their 
cable TV service, Cable One doesn’t try to talk them out 
of it. Instead, Cable One sales representatives offer OTT 
video services like YouTube TV, Hulu with Live TV or other 
services to help inform customers what their options are, 
said Moffett.
  Cable One is the seventh-largest U.S. cable company, 
serving customers in Idaho, Texas, and other states, with its 
headquarters in Phoenix.

THIS AND THAT
  Comcast has acquired Virginia-based BluVector, a 
cybersecurity company that uses artificial intelligence to 
identify and fend off network threats. The acquisition will 
operate as its own entity apart from Comcast, and the 
partnership will retain most of BluVector’s employees... The 
2019 NAB Show is still a month away, but the National 
Association of Broadcasters is already planning the 
next one. NAB says the 2020 show will be April 18-22, 
with exhibits opening a day earlier (Sunday, April 19) than 
the usual Monday opening. The 2019 show remains April 
6-11, with exhibits opening Monday, April 8... More than 50 
percent of consumers consider smartphones an important 
tool when they’re shopping for cars, according to a survey by 
AdColony reported by MediaPost. Mobile video as a way 
to investigate features and models appeals to 70 percent, 
while online ads are important to 61 percent.
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CABLENET CHATTER
  The new season of National Geographic’s Wicked Tuna 
will open with an extended 90-minute episode on Sunday, 
March 10, at 9 PM (ET). This season, champion Captain 
Tyler McLaughlin is forced to reckon with a personal tragedy 
while trying to defend his title against a talented group of 
fishermen.

U.S. NEW HOME SALES AT 7-MONTH HIGH
  Sales of new U.S. single-family homes rose to a seven-
month high in December, but November’s outsized jump was 
revised lower, pointing to continued weakness in the housing 
market.
  The Commerce Department said 
new home sales increased 3.7 percent 
to a seasonally adjusted annual rate of 
621,000 units, the highest level since May 
2018. November’s sales pace was revised 
down to 599,000 from the previously 
reported 657,000. October’s sales pace 
was also revised lower.
  Economists polled by Reuters had 
forecast new home sales, which account 
for about 11.2 percent of housing market 
sales, falling 8.7 percent to a pace of 
600,000 units in December.
  New home sales are drawn from permits and tend to be 
volatile on a month-to-month basis. They fell 2.4 percent 
from a year ago. Single-family home sales rose 1.5 percent 
in 2018.
  The release of the December report was delayed by a five-
week partial shutdown of the federal government that ended 
on Jan. 25.

STUDY: IT’S TIME TO POLISH UP SMOOTH TALK
  For retail marketers seeking to effectively engage customers, 
consumer engagement is all in how you say it.
  In a new study, marketing technology provider Persado 
examined more than 8.3 million marketing messages across 
four industries (retail & e-commerce, financial services, 
technology and travel & hospitality), reaching a combined 2.4 
billion customers through six marketing channels, including 
web pages, social media, display ads, SMS, email and push 
notifications.
  Results show that subtle shifts in marketing language can 
have a dramatic impact on brand engagement and revenue 
performance, with differences between the best- and worst-
performing messages totaling as much as 400 percent.
  In retail and e-commerce campaigns, for example, some 
words used to describe products, services, discounts and 
offers increase engagement more so than others. Analysis 
indicates that consumers are more likely to engage with 
messages that vaguely convey product pricing (“get it for 
less”), compared to messages that call out specific prices 
(“get it for $25”). Additionally, using the word “complimentary” 
instead of “free” can increase engagement by as much as 21 
percent.
 When encouraging consumers to act quickly, the study 
reveals that messages about limited quantities (“while 
supplies last”) are more effective than those about limited 
time (“before it expires”).

Jimmy Kimmel

Why’d they name a winter 
storm ‘Scott’? I really don’t 
know. Probably someone 
at the Weather Channel 

forgot to get their nephew a 
birthday present.


