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IT’S A POSSIBLE CHANCE TO SHOW BRAND VALUE
  As concerns and restrictions around the novel coronavirus 
(COVID-19) heighten in the U.S., consumers are gravitating 
to local news outlets to stay informed about the impact of the 
pandemic on their communities, Nielsen says.
  While the U.S. began to experience the impact later than 
other parts of the world, a recent Nielsen analysis highlights 
a notable spike in local news viewing between early February 
and early March.
  Viewing data was analyzed across Nielsen’s Local 
People Meter (LPM) markets, which are 25 of the largest 
local markets as defined by Nielsen’s Local 
TV Household Universe Estimates. For 
persons aged two and older, local news 
experienced a 7 percent viewership lift 
between early February and the week of 
March 9. Among those 25-54, the spike was 
higher, at more than 10 percent. The lift among younger 
persons aged 2-17, meanwhile, was 20 percent.
  “Non-adults have typically contributed very little to the 
profile of local news viewing,” said Justin LaPorte, VP, 
Local Audience Insights, Nielsen. “In the week of March 9, 
however, when schools across the U.S. began to move to in-
home learning, 25-54s added more local news to their daily 
routines. As a result, there was more viewing among non-
adults.”
  Based on historic human behavior during crises, the rise in 
local news viewing is not surprising. As COVID-19 began its 
spread across the U.S., rising local news viewership tracked 
alongside the regions where the most cases have been 
reported. The West Coast was hit earlier than other regions, 
and San Francisco, Los Angeles, Sacramento and Seattle 
had the most significant increases in local news viewing.
  During the analyzed period, local news viewing among 
people 25-54 was up 38 percent in San Francisco; news 
viewing in L.A. increased 25 percent among the same age 
group. With America at home and flocking to local TV for 
news in this crisis, this may present a unique opportunity for 
advertisers to demonstrate their brand value.
  Consumer behavior is quick to shift as disruptions unfold 
and evolve. And as concerns around COVID-19 heighten, 
the viewing behavior of people 25-
54, a key selling demo for local 
advertisers, is shifting as well. 
Across the full complement of 
genres people are watching across 
major broadcast networks in the 
LPM markets, a few genres are 
benefiting more than others. Local 
news definitely stands out, almost 
gaining five share points for P25-
54 viewing in total to broadcast, 
increasing to 30.9 percent of 
all quarter-hours tuned across 
broadcast the week of March 9.

IN ‘NEW NORMAL,’ U.S. TURNING TO LOCAL TV NEWS
ADVERTISER NEWS
  Target says comparable sales, including physical stores 
and digital channels, are up more than 20 percent in March, 
with sales of household goods, food and beverages up 
more than 50 percent. But it may not translate to hefty 
profits — sales on higher-margin merchandise such as 
clothes are down and the costs of staffing the stores 
(and keeping them as safe as possible) are rising… All 
the organizations that closely watch automotive sales 
are forecasting poor numbers for the industry. Edmunds 
predicts March will end with 1.044 million new cars and 

trucks sold, a 35.5 percent decrease 
from last year, yielding a seasonally 
adjusted annual sales rate of just 11.9 
million vehicles. All three major Japanese 
manufacturers are seen as suffering the 
worst, but Fiat Chrysler may finish with a 

year-to-year gain… Ford had originally hoped to restart 
production on March 30 but now says it will extend 
closures beyond that, with no definite date to resume… 
Kia is closing a plant in Georgia starting March 30 to at 
least April 13, although it says part of that closure had 
been planned to retool for building new models… General 
Motors is drawing down $16 billion from existing credit 
lines to preserve cash. It has already paid a first-quarter 
dividend to shareholders and has not made a decision 
about the second quarter… BMW is closing its plant in 
South Carolina, the largest single auto plant in the U.S., 
through at least April 12… Luby’s is suspending operations 
at 35 more units, 29 Luby’s, five Fuddruckers and its only 
Cheeseburger in Paradise location. At the moment, 34 
Luby’s and three Fuddruckers will stay open for take-out 
business… Cheesecake Factory has closed 27 of its 
almost 300 restaurants but says the current off-premise 
operating model allows it to “operate sustainably”… At 
Home stores reported a 12.3 percent increase in sales in 
its fiscal fourth quarter, mostly due to newly opened units. 
It had planned to open 21 more stores this year, but after 
six had opened the remainder were placed on hold. All 212 
units are now closed, but about 100 are offering pickup, 
and the company is redeploying inventory to those stores. 
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AD EXECS EXPECTING LOWER 2021 AD BUDGETS
  More than two-thirds (68%) of ad executives say they expect 
their ad spending for 2021 to be reduced due to the impact 
of COVID-19, but the most pronounced impact will be on the 
second quarter of this year.
  That’s according to findings of a survey of more than 200 
advertisers and agency executives conducted by Advertiser 
Perceptions last week, MediaPost reports.
  The survey, part of a more extensive report and the first 
in a series of tracking studies planned to be released every 
two weeks, is one of the first and most comprehensive to 

look at how the pandemic is impacting 
advertisers personally, as well as 
professionally.
  Professionally, Advertiser Perceptions 
analysts participating in a webinar 
yesterday said the industry was caught 
completely off-guard by the impact of the 
pandemic, but effect on the ad industry 
has been immediate and pronounced with 
ad budgets already being significantly 
impacted in the first quarter, though the 
second quarter currently is expected to 

be the one affected most severely.
  While the impact of the health crisis and the shift in consumer 
behaviors toward “social distancing” has been immediate and 
pronounced, it has not necessarily been uniform or entirely 
negative.
  Only a third (34%) of ad executives said they’ve actually 
canceled a planned ad campaign, and only 45% said they 
pulled a current campaign, because of the crisis. Half (49%), 
meanwhile, say they have delayed a campaign until later 
in the year, while nearly the same percentage (48%) have 
“adjusted” their media mix or shifted their ad budgets among 
media because of it.

NBCU TRIES TO RESOLVE OLYMPIC COMMITMENTS
  Comcast’s NBCUniversal says it’s working with advertisers 
on the fate of $1.25 billion in ad sales already committed to 
the just-postponed Tokyo Summer Olympics, Deadline 
reports.
  Official sponsorship revenue flowing to the International 
Olympic Committee, which industry experts calculate at 
around $6 billion but is separate from Comcast’s wheelhouse, 
will also have to be settled, making for a hefty all-around hit.
  In a global pandemic with visibility low and every dollar 
precious, companies may be more likely than otherwise to 
prefer cash in hand rather than shifting ads to a later date, 
probably in the summer of next year.
  “NBCUniversal is actively working with our advertising 
partners to navigate this postponement, and we’re exploring 
all options to best serve their brands and our consumers this 
year, and into 2021,” said an NBCUniversal spokesperson.
  The $1.25 billion in national advertising across platforms 
– an Olympic record – “is at risk,” said James McDonald 
of London-based media and advertising consultancy WARC. 
“With the fallout that we are seeing globally from the spread 
of this disease, the business pressure is generally immensely 
far higher than we’ve seen in previous times.”
  The IOC did not say when exactly the games would return, 
but the idea is it will be in about a year. They had been slated 
to start on July 24.

iSPOT.TV TO INTEGRATE TIVO DATA INTO SYSTEM
  iSpot.tv says it has made a deal to integrate data from TiVo 
set-top boxes into its ad measurement system, Broadcasting 
& Cable reports.
  iSpot.tv is used by advertisers to verify how many impressions 
its ads reach, track attention, measure OTT delivery and do 
predictive analysis. The company is also providing attribution 
information to show the effect of ad impressions on website 
traffic, store traffic and product sales.
  The addition of TiVo data adds to the scale of iSpot’s data, 
which is based on automatic content recognition generated 
viewing information from 13.7 million 
smart TVs made by Vizio.
  “TiVo is excited to have its deterministic 
data become part of iSpot’s innovative 
measurement and attribution offerings 
for brands and networks,” said Walt 
Horstman, senior VP and GM of TiVo’s 
Advanced Media and Advertising 
business unit.
  iSpot recently began providing networks, 
brands and media agencies with 
benchmarks that show how well individual 
networks perform in delivering results. Some networks have 
begun to create media buying currencies and guarantees 
based on the iSpot data.
  “The transformation of viewing data and the next-generation 
applications that are built on top of it create substantial value 
for the marketplace and help push the TV and advertising 
industry forward,” said iSpot CEO Sean Muller. “TiVo data 
gives us a broader pool of households for our industry leading 
applications to run on top of.”

NETWORK NEWS
  Fox and iHeartMedia are bringing out some big guns in 
the coronavirus relief effort. Elton John is to host Fox 
Presents The iHeart Living Room Concert for America, 
an hourlong special set to air commercial-free from 9-10 PM 
on Sunday, March 29 — in the slot that had been set for 
the iHeartRadio Music Awards. The program comes at a 
time when concerts have been sidelined by the COVID-19 
outbreak and many artists are giving free concerts online. 
It will feature performances by such stars as Billie Eilish, 
Alicia Keys, Mariah Carey, Tim McGraw, Backstreet 
Boys, Green Day’s Billie Joe Armstrong and others — 
all filmed from their homes using their own audio and video 
equipment. The special will be simulcast on iHeartMedia 
stations nationwide and its app... Magician David Blaine will 
return to ABC for a new one-hour special David Blaine: The 
Magic Way, on Wednesday, April 1 at 10 PM (ET). Since 
the special Street Magic aired in 1997 on ABC, Blaine has 
appeared in numerous live television events and specials, 
each more dangerous and surreal than the one before. 
Blaine’s last television special, Beyond Magic, aired in 2016 
on ABC. Celebrities appearing with Blaine (in alphabetical 
order) include James Corden, Bryan Cranston,  Aaron 
Paul, Jamie Foxx and NBA legend Michael Jordan... The 
one-hour special A Modern Farewell, featuring the cast of 
Modern Family, will air in the Wednesday 8 PM (ET) hour 
into the series finale on April 8. The documentary will explore 
the 11-year run of the series, from the writing and casting of 
the pilot, all the way up to the final table read.
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David Spade

All my flashmobs are 
cancelled till further notice.
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J.D. POWER: MARCH AUTO SALES MAY FALL 45%
  Retail auto sales in the U.S. were 35 percent lower than 
expected last week, putting March on pace to be as much as 
45 percent worse for automakers than a year ago, according 
to data published yesterday by J.D. Power.
  Sales are forecast to plunge even further this week and in 
the coming months after a number of states ordered most 
residents to stay home as much as possible to help contain 
the coronavirus outbreak.
  For all of March, J.D. Power is forecasting that retail sales 
will be 38 to 45 percent lower than in March 2019. The 

company expects year-over-year plunges 
of as much as 78 percent in April and 75 
percent in May.
  J.D. Power said the virus outbreak could 
eliminate 1.8 million to 2.8 million retail 
sales through July.
  Transaction data collected by the 
company showed sales generally were 
in line with expectations through March 
11. The sales pace was 22 percent lower 
than anticipated on March 13, 30 percent 
lower on March 17 and 43 percent lower 

on March 21, a Saturday.
  One factor that could help prop up demand for new vehicles 
during the crisis is that 1.8 million leases are scheduled to 
end from March through July, J.D. Power said.

THIS AND THAT
  Facing a disastrous business climate, AMC Theatres says 
it is furloughing 600 employees at its corporate office in 
Leawood, Kansas, including CEO Adam Aron. The move 
is to save available cash, which the world’s largest movie 
exhibitor is hemorrhaging as its screens remain dark, Media 
Play News reports... ViacomCBS and Nexstar Media 
Group have reached a multi-year deal to renew nine CBS 
affiliations for Nexstar stations, reaching 3.5 percent of the 
U.S. audience and nearly 4 million TV households. The deal 
extends CBS/Nexstar affiliations that were set to expire this 
year and covers two top-50 market affiliates, WNCN-TV in 
Raleigh, N.C., and KLAS-TV in Las Vegas.
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FunnyTweeter.com

My only goal for today 
is to try to find a food 

that doesn’t taste 
better with butter.

TUESDAY NIELSEN RATINGS - LIVE + SAME DAY

MCDONALD’S ALL-DAY BREAKFAST ON HIATUS
  McDonald’s says its all-day breakfast is being temporarily 
phased out across the U.S. due to the COVID-19 pandemic, 
Crain’s Chicago Business reports.
  News of the menu overhaul comes after McDonald’s said 
earlier yesterday that the financial hit from the pandemic 
“could be material.”
  The Chicago-based fast-food giant is attempting to streamline 
kitchen operations during the outbreak by suspending its 
service of breakfast foods all day, which began nationwide 
in 2015. The goal is to also increase drive-thru efficiency, 
with most states banning in-person dining 
to prevent the further spread of the virus.
  The decision was announced to restaurant 
operators on a national webcast Tuesday, 
with final details and procedures still 
being discussed, a source tells Crain’s. 
McDonald’s locations will gradually phase 
out all-day breakfast over time, depending 
on which food distribution center they use.

STUDY: PANDEMIC FUELS TV, 
SOCIAL MEDIA
  Feeling like the pandemic has shoved you into a box 
constructed almost entirely of Netflix, Instagram and 
endlessly texting friends and family? You’re not alone.
  Kantar has just released findings of what it says is the 
largest-ever survey of consumers about the fast-moving 
pandemic, checking in with 25,000 consumers in 30 markets 
around the globe, Marketing Daily reports.
  Among the findings: People are doing 70 percent more web 
browsing, 63 percent more TV watching, and spending 61 
percent more time on social media. WhatsApp has become 
more important, with an overall 40 percent increase in use.
  Kantar also detects a genuine crisis of trust. While traditional 
nationwide news channels (broadcast and print) are still the 
most trusted sources of information, only 52 percent say they 
are trustworthy. Only 48 percent believe that they can rely on 
the website of government agencies, and only 11 percent say 
they trust what they read on social-media platforms.

DONE DEALS
  Meredith Corporation says it has named Charlie Henrich 
Jr. as vice president and general manager of KCTV and 
KSMO, Meredith’s CBS and MyNetwork TV 
stations in Kansas City, Mo., effective April 1. 
Henrich replaces Chuck Poduska, whose 
retirement is effective March 31. Henrich 
currently serves as VP/GM at WHNS-TV, 
Meredith’s Fox affiliate in Greenville, S.C. 
Prior to serving as VP/GM of WHNS-TV, 
Henrich spent five years in Kansas City 
as VP of Operations for Newport Television, overseeing 
multiple stations in Top 60 markets... Nexstar Broadcasting 
says it has promoted Scot Chastain to VP and GM of its 
broadcast and digital operations in Sacramento, Calif. (DMA 
#20), overseeing KTXL-TV (Fox), FOX40.com and their 
related social media channels. Chastain will assume his 
new responsibilities immediately. He brings more than three 
decades of experience to his new role, serving most recently 
as VP and GM of Nexstar’s broadcast and digital operations 
in Lansing, Mich. (DMA #112).


